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E-commerce and the Beach Cruiser: 

The perfect combination? 
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Executive Summary 

After previous research Plus Holding BV has decided to start with the import of the Argentinean beach cruiser. This is a striking and fashionable bicycle from Argentina. The idea of the company is to sell this bicycle via an international export website. On this website the cruiser and all other kinds of a-quality products will be sold for a low price. For the past four months field and desk research have been conducted for Plus Holding BV to find out how the company can promote and distribute the website and the cruiser in the Netherlands. And, to find out if people are prepared to buy the bicycle and other a-quality products via the company’s website. 
The strategy chosen in this report is based on how the website should be successfully built up and which promotion tools should be used in order to sell the bicycles. A survey has been conducted in order to find out what people think about the idea of the company to sell the cruiser via an international export website. The results of this survey are positive for the company; a majority of the people interviewed is of opinion that the idea of the company to sell cruisers and other a-quality products via the website of the company can become a success. Besides, the majority of these respondents are also interested in purchasing the company’s cruiser. Therefore, it is recommended to make the website as soon as possible to start with the sale of the cruisers. However, good promotion of the website is necessary in order for people to know about the existence of the website. Therefore, the company should start immediately with the promotion of the website/ cruiser as soon as the website is ready. The company can use Hyves, Google, sponsoring, direct mailing, advertisement and personal marketing to promote the website/ bicycle. However, due to the economic crisis, the company’s financial position is quite weak at this moment. Therefore, it is recommended to start using promotion tools that are effective but not too expensive. One can think about Hyves, Google, direct mailing and personal marketing. The cruiser is a unique, a-quality, low priced bicycle that has a competitive advantage when looking at the price/quality ratio. For this reason, it is recommended to position the bicycle on the Dutch market as a unique, a-quality bicycle for a low price. The company can realise this by showing the unique characteristics of the cruiser on the website by using 2-D animations and 3-D visualisations. Finally, the company must make sure that the website of the company is an effective online web shop. This means that the buying process must stay central on the website. Therefore, it is recommended that the company adopts different website features on its website in order to create an effective equipped online web shop. For the distribution of the bicycles throughout the Netherlands, BTH can be used as a logistic player. BTH is a recognized logistic player and has years of experience in the distribution of several goods.
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Preface
It is very special for me to write this thesis about the Argentinean beach cruiser since I am familiar with the bicycle after having lived six months in Argentina. During my stay in Argentina, I noticed that a lot of people were enthusiastic about the cruiser. The first thing that came up in my mind was that it would be nice to import the cruiser to the Netherlands since many people I knew liked the cruiser. At the same time, Plus Holding BV was already active with the writing process of a research plan for the cruiser. For this reason I am very proud that Martijn van Dort has given me the opportunity to write this thesis about the distribution and marketing of the cruiser. 
I sincerely hope that with the research done and the recommendations given, the company succeeds in getting familiarity with the website and the cruiser among the Dutch. 
My thanks go out to Martijn van Dort for the support, assistance and information provided during the research.  Furthermore, I would like to thank Mr. Veldman for the great support during the writing process. I would also like to thank my parents, sister and friends for their support.
Lisette van Hulst
May 2009
Introduction 

Plus Holding started in 2007 and since this date the holding mainly focuses on the visualisation of 3-D projects with Plus Animations. Recently, the holding started with a new part: Trade. With this part the holding has decided to start with the import of the Argentinean beach cruiser. Earlier research conducted by a trainee of the company verified that there is a market for the Argentinean beach cruiser in the Netherlands. The holdings’ idea is to sell this cruiser via a new international export website. The main objective of this research is find out how the holding can distribute and promote the website/ bicycle in the Netherlands. And, to reveal if people are prepared to buy the cruiser via the company’s website.
The following central question can be made: 
How can Plus Holding BV promote and distribute the website/ cruiser in the Netherlands?
Another important main sub question is, whether people are prepared to buy the cruiser and other a-quality products via the company’s website. 
In order to give an answer to the central question the following sub questions have been made:
· Are people prepared to buy a bicycle online? 
· What is the opinion of people about the company’s idea to start selling cruisers via an international export website?
· Does the company have a chance to succeed with the website/ cruiser in the Netherlands?
· Does the company have competition when looking at the website/ cruiser?

· How should the company position the bicycle on the Dutch market?
· What kind of distribution channels can be used when looking at the website/ cruiser? 
· How should e-commerce be effectively used in order to sell the cruiser via the website? 
· Which marketing tools can Plus Holding BV use to promote the website/ cruisers?
Both field and desk research were used during the research. For the field research, a survey concerning the online cycling market has been conducted among 120 respondents aged between 16-40 years old. This survey was meant to reveal the opinion of people about the website and the cruiser. For the desk research, different sources were used, like websites of cycling retailers (Johnny Loco, TweeMobiel, Electra Bike), websites of e-commerce (Velouria), online magazines (Tijdschrift voor de marketing) and websites with information about the industry (Bovag-Rai, Fietsnieuws, Inspectie Verkeer en Waterstaat).
This report is divided into different chapters. The first chapter gives background information about the company. In chapter two the product will be described and in chapter three the market definition of the company will be outlined. In the fourth chapter the internal analysis will be given. 

Chapter five treats the external analysis where the customer analysis, competitors analysis, industry analysis and the distribution analysis are described. In chapter six the SWOT analysis will be given. In chapter seven possible strategies are outlined in the confrontation matrix. Chapter eight includes the chosen strategy. In chapter nine the marketing mix will be given by using different marketing instruments. In chapter ten the conclusions and scenarios of the research conducted will be given. Chapter 11 describes the recommendations given to the company. In chapter 12 the references used will be given and finally chapter 13 includes the appendices. 
1. Company description
In this chapter a description of the company will be given. The organisational structure of the company can be found in the appendix. 
Plus Holding started in 2007 by Martijn van Dort, Frank van der Meulen and Norbert Bessems. 
The holding is divided into two main parts: Plus Holding BV in Amsterdam and Plus Actividades SA in Buenos Aires. Martijn van Dort and Frank van der Meulen are leading the holding in the Netherlands and Norbert Bessems is leading the holding in Argentina.
Plus Holding BV Amsterdam is divided into Plus Animations Amsterdam and Trade. Plus Animations is a young and modern company working in the 3-D animation and illustration market. The company visualises projects through using 3-D animations. Although Plus Animations started in 2007, it already succeeded in obtaining important clients like BAM Real Estate and Maarsen group. The company has offices in Amsterdam and Argentina. The production of the projects takes place in Buenos Aires where the company is able to produce for low production costs and has the possession over well educated programmers. Another part of Plus Holding BV is Trade. This part of the company is new and with this part Plus Holding BV will start with the import of the Argentinean beach cruiser. The next chapter will describe this bicycle in detail.
Plus Actividades SA Buenos Aires is situated in Buenos Aires, Argentina. Parts of this holding are Casa34, Plus Animations and Trade. Casa34 is a European Real Estate company based in 
Argentina and specialised in offering apartments for temporary rental in the most popular areas of 
Buenos Aires (Casa34, n.d., "About Casa34" section). Casa34 started with the temporary housing business in 2006 and at this moment it has more than 300 apartments in its database. As the company is already three years active in the Argentinean housing market it provides the experience, knowledge and contacts to help its clients in and outside Argentina in a professional way. Besides, the rental business the company offers additional services like wine and polo tours, football tickets, sailing trips and Spanish classes. Plus Animations and Trade are already explained above.

2. Product description
Plus Holding BV Amsterdam will start with the import of the Argentinean beach cruiser. This is a popular and attractive bicycle from Argentina. The main idea of the holding is to sell this cruiser via an international export website. On this website all kinds of a-quality products will be sold for a low price. The first product to be sold via this website is the Argentinean beach cruiser. That is why this report is focused on this bicycle. 
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As can be seen on the image below the Argentinean beach cruiser is a trendy, old school bicycle. The bicycle has wide tires, an upright seat, heavy steel frame, black gripes, black saddle and wide low handles.  The cruiser gives people the opportunity to relax through the wide steering wheel, the round forms and the comfortable seating. The bicycle can be used for a ride on the beach or just for touring through the city. The cruiser has gained in popularity over the last few years through its popular, tough and old school look (van Steen, 2008, Export Plan, p.8).
The Argentinean beach cruiser is a unique, a-quality bicycle; the pedals, material, frame, chain and fender are of high quality. The bicycle contains all features that a bicycle must have in the Netherlands considering the Dutch vehicle regulations of a bicycle ("Voertuigregelement", n.d., "Hoofdstuk 5 Afdeling 9 fietsen" section). The vehicle regulations can be found in the appendix. The tires of the cruiser are thinner than the original beach cruiser, the Johnny Loco, to improve the comfort of the bicycle. Moreover, the bicycle does not have a standard in order to avoid stealing. The only ‘disadvantages’ of the cruiser are that it only has one speed and that it cannot be used on rough terrain (van Steen, 2008, Export Plan, p.8). 
The cruiser has the following characteristics: Black steel frame also available in white with celeste and chrome; Frame size 21’’/54 cm men, Coaster brake KT-305; Seat tube Goldstar; VP aluminium Pedals; Black grips; Black cruiser saddle; KMC C410 proof steel chain and alloy seat post aluminium; 26” black puncture protection cruiser tires (brand Camel) (M. van Dort, Personal e-mail, March 18, 2009).
As explained on the previous page, the cruiser will be sold via the company’s website. This website still needs to be made, but the idea is to make a website where all kinds of a-quality products will be for a low price. This can be for example helmets from Taiwan and, in this case, cruisers from Argentina. The website must be very professional and of high quality with the use of 2-D animations and 3-D visualisations. By making the entire website in Argentina costs can be reduced. It is important to note that the website will be more a community focussed site than a bicycle website; as only one type of bicycle will be sold on this website. The rest of the products sold on the website will be all kinds of international, unique, low priced, a-quality products. Next to the selling function of the website, the company strives to teach its customers something about the import and selling process by visualising this process. 

3. Market definition
In this chapter the market definition of the company will be given and the Abell model will be described. By using the Abell model the company will be able to see what the target group of the product is and with which products and technologies the company is active on the market. For this reasons it is important to have a market definition. 
The holding has the following market definition:
Plus Holding BV provides in the need of its clients by offering a wide variety of high quality products and excellent services in the field of 3-D Visualisation, Real Estate and Trade.
Abell Model
The Abell model has three different dimensions: customers, needs and technologies. These
dimensions will be explained below.
Customers
Earlier research conducted by the company showed that the target group of the Argentinean beach cruiser are men and women between 16 and 40 years old (van Steen, 2008, p.15). The group uses bicycles for transporting, commuting and recreation. For this reason the target group can be split up in two individual groups: the recreational and the transporting cyclist. The target group is aware of fashion and trends, but is not brand aware. The group also gives high priority to the price/quality ratio (van Steen, 2008, Research report, p. 15).
Needs
The target group is looking for a nice, a-quality, but low priced bicycle. Besides, the target group is seeking for an attractive and fashionable, but comfortable bike.  
Technologies
In order to respond to the customers’ needs the company will offer unique, attractive, a-quality bicycles for a low price via the company’s website. The first product to be sold via this website is the Argentinean beach cruiser. The cruiser is comfortable and excellent for city trips. The bicycle is available in three different colours. To provide the client with high quality service a special guarantee is offered; if the bicycle is not in perfect conditions at delivery the client receives a new bicycle without any extra costs. Besides, extra service will be given by making a special banner on the website where visitors can learn something about the import and selling process of the bicycle. 
4. Internal analysis
In this chapter an internal analysis of Plus Holding BV will be given to inventorise the company’s strengths and weaknesses. As explained in the company description, Plus Holding BV is divided into Plus Animations and Trade. Since Trade is a new part of the company, this internal analysis will only discuss the strengths and weaknesses of Plus Animations. In the appendix, a summary of the personal communication with Martijn van Dort can be found. 
4.1 Evaluation strengths and weaknesses
A strengths and weaknesses analysis has been made by looking at different fields of the company such as; marketing, management & organisation, personnel, innovation, production and the financial possibilities. 
Table 1: strengths and weaknesses analysis

	Field
	Weakness

2
	Weakness

4
	Strength

6
	Strength

8

	Marketing
	
	x
	
	

	Management and Organisation
	
	x
	
	

	Personnel
	
	
	x
	

	Innovation
	
	
	x
	

	Production
	
	
	x
	

	Financial possibilities
	
	x
	x
	



4.1.1 Marketing

The company’s marketing is mainly done via Google Ads and mouth to mouth marketing. By using these marketing tools the company already gained some familiarity among the Dutch. However, advertisement via Google ads needs a lot of improvement and the company must maintain its contacts in a better way. The company is quite young and people working for the company are still exploring how to use marketing more effective in order to gain more sales. For these reasons the marketing needs to be improved to a higher and more sophisticated level (M. van Dort, Personal communication, March 18, 2009).
4.1.2 Management and organisation
When looking at management and organisation a lot has to be modified. The company’s managers are young and still have to develop their management skills. The no knowledge of the management of the 3-D market sometimes creates conflicts between the management and its employees. Therefore, the managers must improve their knowledge about the industry they are active in. The managers must learn to manage a company and this takes time. On the other hand, Plus Animations did succeed in getting clients like BAM, Maarsen Group and Schiphol in just a short period of time. Moreover, the company’s managers already had international experience before starting Plus Animations in Buenos Aires with Casa34. This is an advantage, since the managers already know how to do business in Argentina. Furthermore, the company’s managers already have some experience with the import of products from Argentina. However, this was just a small amount of goods (M. van Dort, Personal communication, March 18, 2009).
4.1.3 Personnel
The company has a well trained team of employees who have a lot of knowledge of and experience with this market. However, attention must be paid to the partition of the roles within the company. There must be one team leader who knows exactly what has to be done in a short period of time so that he/she can instruct the other team members. In addition, projects for assignment providers can be done faster. It now often happens that projects are ready after three weeks instead of five days. The company might have good and important clients, however internally everything must be good in order to survive in this hard business world. The current employees do have good knowledge of the market, but in order to grow it is very important to attract more employees with new and fresh knowledge of the market into the company. Further, the company needs more structured and concentrated people who can manage working on more than one task at the same time (M. van Dort, Personal communication, March 18, 2009).
4.1.4 Innovation
The company is constantly trying to stay up-to-date with the latest innovations and technologies in the 3-D and Real Estate market. By doing so, it already succeeded in working with some recognised companies in the Netherlands. However, since the company is new on the market and quite unknown with the market itself it is still quite hard to keep up with the latest innovations.  Anyhow, with well educated and well trained employees the company is trying to stay up to date with the latest innovations in the market (M. van Dort, Personal communication, March 18, 2009).
4.1.5 Production
The company has its production and office in Buenos Aires by which costs can be reduced. Argentina is a country with low wages and this is a cost benefit for the company. When looking at the company’s production there are some points that need to be improved. Sometimes the production of new 3-D projects is quite chaotic, as some employees are not used to work on different projects at the same time or are not used to work with a specific program. As a consequence, employees make mistakes that are not necessary. The no knowledge of the management of the 3-D market sometimes creates conflicts between the management and the employees. However, the management is improving its knowledge and is learning more about the market every day (M. van Dort, Personal communication, March 18, 2009).
4.1.6 Financial possibilities 
Looking at financial possibilities, all investments are done with own equity. There is own money to pay the employees and to pay the fixed and current assets. A few months ago, as a consequence of the economic crisis, the company had to decide whether to go on or not. It decided to go further and, fortunately, the company succeeded in receiving some new and interesting projects. However, more projects are necessary in order to survive during the economic crisis (M. van Dort, Personal communication, March 18, 2009).
4.2 Results Internal analysis

The table below gives an overview of the strengths and weakness of the organisation.
Table 2: Overview strength and weaknesses
	Strengths
	Weaknesses

	S1: Well trained and experienced personnel
S2: The company is trying to stay up-to-date about 
the latest innovations
S3: Financial possibilities, everything is paid out of owners’ equity
S4: The company already has international and export experience
S5: The production is established in Argentina to reduce costs
	W1: Marketing, the company must focus more on 
the marketing of the company
W2: Management and organisation, management must improve the  no /-less knowledge of the market
W3: Financial possibilities, the company is facing hard times during the recent crisis and has to receive new projects in order to survive during the economic crisis
W4: The company is very young


After making the internal analysis it can be concluded that the company is young and is still finding its way in the market. However, the company is doing quite well when looking at the portfolio of Plus Animations; in quite a short time it succeeded in obtaining important clients like BAM and Maarsen Group. The company benefits from low wages in Argentina by which production costs can be reduced. Besides, the company has some well educated and experienced employees and is constantly trying to stay up-to-date with the latest innovations. On the other hand, these strengths fade away if internal problems are not solved quickly. The basis must be good in order to maintain the company and to attract more clients. The employees must work more consequent and there must be one team leader who makes sure that a job can be done in five days, like other 3-D companies do, instead of three weeks. The company does have big clients, but if it cannot deliver projects quickly enough these clients will go to the competitors. It is important to have a stable company with good marketing and a stable management which can deliver good products within a short period of time. The management must improve its knowledge of the market in order to avoid conflicts with its employees and to survive on the competitive market.
5. External analysis
In this chapter results of the customer analysis, competitors analysis, industry analysis and the distribution analysis will be given.
5.1 Customer analysis
Before starting with the sale of the cruisers via the company’s website it is essential to know what the target group of the cruiser is. In addition, it is important to know what the customer values are when looking at the bicycle itself and when looking at how the bicycle will be sold. In order to reveal the opinion about the bicycle and the website a survey has been conducted among 120 respondents. In this chapter the target group and the multi-attribute attitude model will be described and the results of the survey will be given. All results of the survey can be found in the appendix.
5.1.1 Target group

Earlier research conducted by a trainee of the holding showed that the primary target group of the Argentinean beach cruiser are men and women between 16 and 40 years old who like to cycle, relax and are aware of the fact that cycling is healthy (van Steen, 2008, Research report, p.15). This primary target group can be split up into two groups: the transporting cyclist and the recreational cyclist. The target group uses their bicycle for transporting, commuting and recreation. As the cruiser is a fashionable and striking bicycle, the target group is aware of fashion and follows the latest trends (van Steen, 2008, Research report, p.15). The group likes to relax and the cruiser gives them this opportunity through the wide steering wheel, the round forms and the comfortable seating. The focus of the target group is on the price/ quality ratio; the bicycle must be well priced, but of high quality (van Steen, 2008, Research report, p.15). Since the cruiser will be sold via the company’s website, the target group does not mind buying a bicycle via the internet and trusts ‘internet shopping’.
People between 16-25 years are the most important target group within the main target group. This fact is supported by the fact that a majority of this group is student and depends on the bicycle as a way of transportation. Besides, this group cannot afford and is not prepared to pay a lot of money for a bicycle. 

The Dutch target group has high demands regarding a bicycle; Dutch people are used to cycle intensively and know a lot about bicycles since the Netherlands has a real cycling culture (van Steen, 2008, Research report, p.15). In addition, the Dutch have high demands when looking at service; the service at the purchase place of the bicycle must be good and reliable. The Dutch also prefer to have a wide assortment of bicycles to choose from. 
First multi-attribute attitude model 

From the description given above, a multi-attribute attitude model with the following buyer motives can be made: price/ quality, service, assortment and design. This has been done by looking at the cruisers of the closest competitors of the holding. 
Table 3: Multi-attribute attitude model

	Buyer motives
	Weighting factor %
	Johnny Loco
	Electra Cruiser
	Matra Bike
	Cruise control


	Like Bikes
	Twee Mobiel
	Arg. beach cruiser

	Price/ quality 
	40%
	2/0,80
	2/ 0,80
	3/1,20
	1/0,40
	2/0,80
	3/1,20
	5/ 2,00

	Service
	20%
	4/0,80
	3/ 0,60
	3/ 0,60
	3/0,60
	3/0,60
	3/0,60
	5/ 1,00

	Assortment
	20%
	5/ 1,00
	5/ 1,00
	1/0,20
	5/1,00
	3/0,60
	3/0,60
	2/ 0,40

	Design/ Model
	20%
	4/ 0,80
	4/ 0,80
	2/0,40
	4/0,80
	2/0,40
	3/0,60
	5/ 1,00

	Total 
	100%
	3,40
	3,20
	2,40
	2,80
	2,40
	3,00
	4,40


Results first multi-attribute attitude model 
As can be concluded from the model the most important buyer motive in the eyes of the consumer is the price/ quality ratio (40%). Another conclusion from the model is that Johnny Loco is the biggest competitor of the Argentinean beach cruiser. Johnny Loco scores high on every aspect except the price/ quality. The price of an average Johnny Loco is around €400, while the price of the Argentinean beach cruiser is €179. The quality of the company’s cruiser is not less than the cruisers of Johnny Loco. The quality is even better when taking into consideration that the tires of the Johnny Loco cruisers are very thick which makes cycling heavier. This makes the price/quality ratio a competitive advantage for the holding. In the eyes of the consumer, service (20%), assortment (20%) and design (20%) are essential when looking at a bicycle that will be sold online. The competitors have a wide assortment with different types of cruisers in comparison with the holding which only has one type of cruiser available in three colours. However, the design of the company’s cruiser is more exclusive than the design of the cruisers sold at the competitors. Besides, the Argentinean beach cruiser has aluminium pedals while other cruisers do not have this. The holding should position the Argentinean beach cruiser as a high quality bicycle for a low price and after a while combined with the website and good marketing this will give the holding a competitive advantage.  
5.1.2 Survey

In order to reveal the opinion of the target group about the cruiser and the website a survey has been conducted among 120 people aged between 16-40 years. The most important results of this survey will be outlined in this paragraph. All results of the survey can be found in the appendix.
5.1.3 Results survey

It is essential for the holding to find out if people are prepared to buy a bicycle online, as the cruiser is one of the products to be sold via the website. The survey showed that out of 120 respondents almost half of the surveyed are prepared to buy a bicycle online. This is not a bad result, taking into consideration that bicycles are a sensible product to be sold online; a lot of people unhook from buying a bicycle if they cannot test the product. Out of the 62 surveyed that are not prepared to buy a bicycle online, the majority prefers to go to a recognized cycling retailer where they can test the bicycle. By using visualisations and animations where customers can see the high quality of the cruiser, the reliability of visitors in the company and product will be improved. 
It is crucial to know if people are prepared to buy the company’s cruiser. Out of 58 people that are prepared to buy a bicycle online, 41 people are prepared to buy the company’s cruiser. This is a positive result for the company, since the majority of the surveyed that are willing to buy a bicycle online are also willing to buy the company’s cruiser. 
Another essential point is the price of the cruiser. The survey showed that the price of €175 is reasonable. Out of 41 people that are prepared to buy the company’s cruiser, the majority is of opinion that the price of €175 is reasonable for the cruiser. This is positive information for the company, as it now knows that the price of €175 is a good price. 
It is also of importance to find out if people are prepared to wait longer than usual for a high-quality product. From the 58 people that responded to this question, 44 people are prepared to wait longer for a product. This is a positive result since the high quality cruiser also has a longer delivery time. 
In line with the previous question, the company is also curious to find out at what price the delivery time can be longer if the client knows that he/she receives a unique, a-quality product which is usually more expensive. Out of 58 respondents that responded to this question, the majority is prepared to wait longer for a product priced between €150-300. This is a good result for the company as this indirectly means that people are also prepared to wait longer for the cruiser of €175 which has a delivery time of three to four weeks. 
At the same time it is of importance to know if someone purchases something faster from the website if he/she knows that other people already bought the product and are satisfied. The survey showed that a majority of 51 respondents would buy something faster if they know that an acquaintance bought the product and is satisfied. In this case it might be an idea for the company to place references about products and services on the website. 
It is also worth knowing for the company if people are prepared to buy a product faster if there is an incentive (a free bicycle or a discount if the respondents make sure that 50 friends are going to buy the bicycle). The survey showed that 32 people are not prepared to buy a product faster if there is an incentive and 26 people said that they are prepared to buy something faster. This means that using incentives is not of first priority at this moment. 
It is of significant value for the company to know if people are interested in the company’s idea to sell cruisers and other a-quality, low priced products via the company’s international export website. Besides, it is important to know if people think the idea can become a success. The majority of the respondents are of opinion that the company’s website can become a success. The main reason given by the respondents is that internet shopping is ‘hot’ and that they are interested in high quality, low priced products. More reasons can be found in the appendix. The company can use the answers reasons given to see what the surveyed think that can make the website successful and it can try to integrate these opinions into the concept. 
Second multi-attribute attitude model 
In the first multi-attribute attitude model the most important buyer motives, when looking at the cruiser itself, were described. In this case it is of significant value for the company to know what the most important buyer motives are when the cruiser is sold via the company’s website. With the answers of the survey a new Multi-attribute attitude model has been made.  The survey shows that the price/quality ratio is most important in the eyes of the respondent. Therefore, this ratio receives a weighting factor of 35%. The service that the company offers is also important. The surveyed are of opinion that the company must offer good services in order to win clients. Therefore, the service receives a weighting factor of 15%. The last question of the survey showed that people give high priority to the reliability of the company. In the eyes of the respondents confidence in the company is essential before purchasing a product from the website. Therefore, the reliability receives a weighting factor of 20%. Payment safety is crucial when purchasing a bicycle online. The customer must have confidence that it is safe to pay via the website without losing money otherwise he/she will not purchase the cruiser from the website. For this reason payment safety receives a weighting factor of 20%. The delivery time is also of significant importance; therefore this feature receives a weighting factor of 10%. 
Table 4: Multi-attribute attitude model
	Buyer motives
	Weighting factor %
	Johnny Loco
	Electra Cruiser
	Matra Bike
	Cruise control


	Like Bikes
	TweeMobiel
	Arg. beach cruiser

	Price/ quality ratio
	35%
	2/0,70
	2/ 0,70
	3/1,05
	1/0,35
	2/0,70
	3/1,05
	5/ 1,75

	Service
	15%
	4/0,60
	3/ 0,45
	3/ 0,45
	3/0,45
	3/0,45
	3/0,45
	5/ 0,75

	Reliability
	20%
	5/ 1,00
	5/ 1,00
	4/0,80
	5/1,00
	3/0,60
	4/0,80
	5/ 1,00

	Delivery time
	10%
	3/0,30
	3/0,30
	4/0,40
	3/0,30
	5/0,50
	3/0,30
	1/ 0,10

	Payment safety
	20%
	4/0,80
	4/0,80
	4/0,80
	4/0,80
	4/0,80
	4/0,80
	5/1,00

	Total 
	100%
	3,40
	3,25
	3,50
	2,90
	3,05
	3,30
	4,60


Results second multi-attribute attitude model
The survey showed that service, reliability, delivery time and payment safety are essential in the eyes of the consumer when purchasing a bicycle online. Therefore, this model contains this buyer motives and not the assortment and the design used in the old model. The biggest competitor of the holding when looking at the values used in this model is MatraBike. This company scores high at almost every point. However, the holding has an advantage in comparison with MatraBike when looking at the price/quality ratio. The holding strives for outperforming the competition when looking at reliability, service and the price/quality. With these points the holding aspires to have a competitive advantage. Especially, with the price the holding has an advantage and it should focus on the price/quality in order to maintain the competitive advantage.  
5.2 Competitors analysis
Since the cruiser will be sold via the company’s international export website, it is important to make a distinction between direct competitors and indirect competitors. Direct competitors are companies that also sell cruisers via the internet. Indirect competitors are specialised retailers that sell cruisers in their shop. Besides, a closer look must be taken at how the competitors sell their bicycles online. 
Indirect competitors
Indirect competitors are specialised retailers that sell beach cruisers in their shop and not online. Cycling Industries in Alkmaar, Chopperdome in Amsterdam and The Suus bike shop in Eindhoven are the main indirect competitors of the holding. These three shops are specialised in cruisers, lowriders and choppers and sell different models, brands and colours of cruisers for men, women and kids. 
Direct competitors
Direct competitors are companies that sell cruisers via the internet. The following companies sell cruisers via the internet: 
· Like Bikes: online retailer that sells all kinds of bicycles and cruisers in different models and brands for different target groups (LikeBikes, n.d., "Beach cruisers" section). 
· Cruise Control Bikes: online retailer specialised in cruisers, choppers and lowriders (Cruise Control Bikes, n.d., "Beach cruisers" section). 
· Fickser: online retailer that sells a wide variety of cruisers. Fickser also sells accessories and parts for cruisers (Fickser, n.d., "Cruisers" section).
· TweeMobiel: online retailer that sells all kind of bicycles and cruisers in different models and brands for different target groups (TweeMobiel, n.d., "Beach cruisers" section).
· Johnny Loco: company specialised in cruisers. It has a wide assortment of cruisers, bags and clothes that are being sold under the brand name Johnny Loco. The cruisers are being sold via different kind of retailers and via the company’s website (Johnny Loco, n.d., "Cruisers" section).
· Electra Bike: company specialised in cruisers. It has a wide assortment of cruisers, town and children bikes, clothing and accessories that are being sold under the brand name Electra. The cruisers are being sold via (specialised) cycling retailers (Electra Bike, n.d., "Cruisers" section).
· MatraBike: online retailer that has a wide variety of bicycles. MatraBike only sells one type of beach cruiser (MatraBike, n.d., "Cruisers" section).
Competitors table

A competitors table has been made to determine the relative strengths and weaknesses of the direct competitors and the company itself. This has been done by looking at features such as; assortment, price, quality, image, guarantee and delivery time. An explanation of the numbers given in the table can be found in the appendix.
Table 5: Competitors table
	Features
	Cruise Control Bikes
	Matra 
Bike
	Twee
Mobiel
	Johnny 
Loco
	Like 
Bikes
	Fickser
	Electra 
Bike
	Arg. Beach 
Cruiser

	Assortment 
	5
	1
	3
	5
	3
	4
	5
	2

	Price
	1
	3
	3
	2
	2
	2
	2
	5

	Quality of bicycles 
	4
	2
	4
	4
	4
	4
	4
	5

	Image
	5
	2
	3
	5
	3
	4
	5
	5

	Guarantee
	3
	3
	3
	4
	5
	-
	4
	5

	Delivery time
	3
	4
	3
	3
	5
	-
	3
	1

	Total
	21
	15
	19
	23
	22
	14
	23
	23


1= very weak; 5= very strong
Conclusions from competitors table
It can be concluded from the table that Johnny Loco and Electra Bike are the biggest direct competitors of the holding. Both competitors have a wide product assortment with different kind of cruisers, while the holding only has one type of cruiser available in three different colours. When looking at the cruisers sold at the competitors it can be concluded that the company’s cruiser is by far the cheapest cruiser. The price of an average Johnny Loco is around €429, while the company’s cruiser has aluminium pedals and only costs €179. Besides, the Argentinean beach cruiser is of high quality; all materials used are of a-quality. In this case the price/quality ratio is a competitive advantage for the company. In addition, the model of the company’s cruiser is exclusive and also available in chrome. The competitors do not sell this type of cruiser for such a low price. However, the delivery time of the company’s cruiser is about four weeks. This is a disadvantage in comparison with the competitors that deliver much faster. The holding has not started yet with the sale of the cruiser; the cruiser is brand new on the market and promotion of the website is necessary in order to sell the bicycles. However, the image is given a five, because the website of the holding will be simple and clear, but of high quality with the use 2-D animations and 3-D visualisations. 
How do the competitors sell their bicycles online?
In this chapter a distinction has been made between direct and indirect competitors. However, there is one important main difference with the competitors, which is the way the bicycles are being sold. The holding will sell the cruiser via the company’s website. However, this website will be not exclusively for bicycles but also for other unique, a-quality products, the competition only sells bicycles via specialised bicycle websites. This is a very important distinction, because one can say that looking at the cruiser itself the holding has competition, however when looking at how the cruiser will be sold the company is the only player on the market. There is one other company in the Netherlands, Vente-Exclusive, that also sells a-quality products for a low price via a website (Vente-Exclusive, n.d., "Homepage" section). However, this company does not sell bicycles on its website. 
In short, all direct competitors mentioned in this chapter are real competition for the holding, especially Johnny Loco and Electra Bike. When looking at the price/quality ratio the holding has a competitive advantage. In its promotion tools the price/quality ratio must play a central role in order to maintain the competitive advantage. However, the competitors are not real competition when looking at the way the cruisers will be sold. The cruiser of the holding will be sold via the company’s website, which is not exclusively for bikes, but also for other unique, a-quality products. 
5.3 Industry analysis 
The industry in which the holding is active is when looking specifically at the cruiser (and not at the other products that will be sold via the company’s website) is the cycling industry and precisely the online cycling industry. In this case it is important to have information about the (online) Dutch cycling market and about the features of e-commerce. This chapter will describe the Dutch cycling market by using the DESTEP-Model and the Five Forces model of Porter. Besides, information concerning e-commerce will be given. More information about the Dutch cycling market can be found in the appendix.
5.3.1 DESTEP-Model
Demographic factors
The target group of the company’s cruiser are men and women between 16-40 years old. Research from the CBS in the Netherlands shows that the group aged between 20-40 years is decreasing and that the group aged between 40-65 years is increasing (CBS, 2009, "Bevolking naar leeftijd op 1 januari" section). This explains the growth of the electric bicycle in the Netherlands, because a majority of the elderly prefer to use the e-bike. Last year, the sales of the e-bike increased to 6% ("Verkoop fietsen in Nederland flink gedaald", 2009, "Omzetcijfers", para.2). 
Economic factors
The average purchase price of a bicycle in the Netherlands is 688 euro ("Verkoop fietsen in Nederland flink gedaald", 2009, "Omzetcijfers", para.2). The purchase power of the Dutch increased to 3.1% in 2007 ("Koopkracht in 2006 en 2007 fors gestegen", 2008, "Kabinet wil behoud koopkracht" section). The sales of new bikes are increasing due to the current economic crisis. More people have to reduce costs; therefore a majority of the people choose to use their bicycle instead of the car. In addition, high energy costs also play a role in the increasing sales of new bicycles sold. Due to the high energy costs it is visibly cheaper to use the bicycle instead of the car. Moreover, since the crisis people prefer to buy a nice and more expensive bicycle instead of a new car ("Steeds meer fietsen verkocht ondanks / dankzij crisis", 2009, "Hoge energieprijzen" section). 
Socio-cultural factors
The Netherlands has a true cycling culture with more than 17,8 million bicycles and on average three bikes per household (“Netherlands - Bicycle Market”, 2007, “Summary” section). In 2007, 47% of the Dutch population used their bicycle for school and work commuting. Besides, Dutch people love to go on cycling holidays (Bovag-Rai, 2008, "Fietsen in Nederland" section 1.14).
Technological factors
The Netherlands has more than 11,000 km of special cycling paths. The country is very flat and this makes it perfect for cycling. The bicycles in the Netherlands are of high quality and there is a lot of choice for commuting, transporting and recreational cyclists. The bicycles in the Netherlands are of the newest and latest technologies ("Netherlands - Bicycle Market", 2007, "Summary" section).
Environmental factors
Cycling does not harm the environment; it is the cleanest way of transporting. It is also the cheapest way of transporting.
Political-legal factors
Through campaigns and school cycle exams the Dutch government encourages the use of the bicycle. It is the healthiest and cheapest way of transporting. It is also a way to fight against diseases like overweight. Moreover, Fietsenplan in the Netherlands is a way of the Dutch government to encourage cycling in the Netherlands (VCC Mobiliteitsmanagement, n.d., "Fietsenplan" section).
In short, The DESTEP model shows that due to the economic crisis there is an increase in the sales of new bikes sold. The number of bikes sold via the internet increased last year to 6%. The holding can try to conquer the market by using some good marketing tools to promote the website and the bicycle. The increase of sales via the internet and the increase of new bikes sold are an opportunity for the company that can try to become an important seller of bicycles via the internet. 
5.3.2 Five Forces model of Porter
Entry of competitors
It is quite difficult for new entrants to start competing with the current retailers on the Dutch cycling market. The Dutch cycling market is mature and a lot of retailers are already on the market for a long time. For new entrants it is difficult to compete with these retailers that already have familiarity on the market.  Similar situation occurs when looking at the online Dutch cycling market. There are some retailers that sell bicycles via the internet, like TweeMobiel and Cruise Control Bikes and it is very difficult to compete with these retailers that are already longer active in e-commerce. On the other hand, the holding will sell the cruisers via the company’s website, which is not exclusively for bicycles, but also for other products. It is not difficult for the holding to start competing with other companies that also sell cruisers via this concept, simply because of the fact that there is no competitor yet that also sells cruisers via this concept.
Threat of substitutes
When looking at the (online) Dutch cycling market the threat of substitutes is significant since the bicycle can be replaced by public transport and cars. In addition, the normal bicycle now has to compete with the electric bicycle of which sales increased significantly last year. However, during the current economic crisis Dutch people prefer to cycle to reduce costs. The high energy cost is one of the reasons for Dutch people to use the bicycle more often instead of the car ("Steeds meer fietsen verkocht ondanks/ dankzij crisis", 2009,"Hoge energieprijzen" section). It can be concluded that during the current economic crisis the threat of substitutes is less because of the fact that people are cycling more in order to reduce costs. 
Bargaining power of suppliers
Due to the economic crisis (online) retailers have more power at this moment. (Online) Retailers can now choose between different kinds of manufactures, because all bicycle manufacturers would like to get rid of their stock. This makes the negotiation position of the (online) retailers significant. The position of manufactures is weak at this moment; they must sell in order to survive and retailers are aware of this and this makes the price negotiable. 

Bargaining power of buyers 
As a consequence of the economic crisis buyers have a lot of bargaining power. (Online) Retailers would like to get rid of their stock; therefore there are a lot of special offers. This gives buyers a lot of power, because they have a large variety of bicycles and retailers to choose from. There is no monopoly in the (online) Dutch cycling market, there are many retailers that have a wide assortment for buyers and this gives buyers a lot of power.
Intensity of rivalry
There is quite some rivalry among the biggest (online) retailers. All these (online) retailers sell the same brands like Giant, Batavus, Gazelle etc. In order to differentiate (online) some retailers have special monthly or weekly offers and give extra services like free reparations within one year after the purchase. Besides, many (online) retailers also sell accessories. In addition, some retailers use their website as an extra tool to promote their bicycles. The company has no rivalry; there are no competitors yet that also sell cruisers via an international export website.
In short, when looking at the Five Forces of Porter, it can be concluded that it is not difficult for the holding to start competing with other companies that also sell cruisers via this concept (selling bicycles via an international export website). Because there is no competitor yet that sells cruisers via an international export website. However, the company does have rivalry when looking at brands/ companies that also sell cruiser online. But the way of selling the cruisers is different and that makes the competition no real competition when looking at how the bicycles are being sold. 
5.3.3 E-commerce; use of website features
One of the ideas of the holding with the cruiser is to shorten the value chain of porter. Via e- commerce and direct delivery the company would like to offer high quality cruisers for a low price. This low price can be reached by direct delivery from the factory to the consumer. As e-commerce will be used to sell the cruisers and other products, it is important to know what the most important features of e-commerce are, as the company can apply these features into the website. This paragraph will give an answer to this question.
The lay-out of the website must be attractive. When the website has a nice homepage this attracts more visitors. Besides, the website must have a clear structure so that people can easily find the products that are suitable for them. Moreover, price and product information must be given. Therefore, navigation and search options must be clear. In addition, the website must show the latest promotions of the company. Personalisation of the website is also important so that people can create their own account and via this account they can see what they have ordered, what they are going to order etc. Furthermore, information considering payment, payment security, service, delivery guarantee and insurance must be given on the website. 
When ordering a product payment confidence is crucial. Therefore, it is important that the client can follow every detail of payment and delivery via a personal account or via e-mail. Besides, privacy information is essential. The company must prove that it is a reliable company. If something is wrong with the product or the delivery, it is important that customers can contact the company. Therefore, it is necessary to give contact data so that people can always contact the company in case of for example damage or failure of delivery. It is also a good idea to give clients the opportunity to subscribe for the newsletter in order to stay up-to-date about the latest news of the company. Besides, the website must offer facilities like a shopping bag etc. Lastly, another tool is the opportunity for clients to read references about the services and products of the company (“Kenmerken van het E-commerce Shopping system”, n.d., "Klant kenmerken" section). 
It is essential to know what features the competitors use on their website to sell bicycles online.  The table below will give an answer to this question.

Table 6: Use of website features
	Features website
	Cruise Control
Bikes
	Matra 
Bike
	Twee
Mobiel
	Johnny 
Loco
	Like 
Bikes
	Fickser
	Plus
Holding 

	Lay-out
	4
	2
	3
	5
	3
	3
	5

	Navigation
	4
	3
	4
	4
	3
	4
	5

	Search tools
	4
	-
	4
	-
	-
	4
	5

	Delivery information
	4 
	4 
	4 
	4 
	3 
	3
	5

	Price information
	4
	4
	4
	4
	4
	4
	5

	Payment possibilities
	4
	2
	4
	4
	4
	3
	5

	Order possibilities
	4
	4
	4
	4
	4
	3
	5

	Product information
	4
	4
	4
	4
	3
	3
	5

	Payment safety
	3
	3
	3
	3
	3
	-
	5

	Privacy information
	-
	-
	4
	-
	4
	-
	5

	Facilities like shopping bag etc. 
	4
	4
	4
	4
	4
	4
	5

	Guarantee information
	4
	4
	4
	4
	4
	-
	5

	Option for newsletter
	-
	-
	-
	       4
	4
	-
	       5

	Your account
	4
	-
	-
	4
	-
	4
	5

	Promotions
	4
	4
	4
	-
	-
	-
	-

	Total
	51
	38
	50
	48
	43
	35
	70


Results table 
From the table above it can be seen what features the competitors use on their website. Cruise Control Bikes and TweeMobiel both score very high; these two companies have adopted the features of e-commerce correctly. On both websites it is easy for visitors to order a bicycle, because all the order and payment stages are clearly explained. However, Cruise Control Bikes does not give a privacy statement, although this is necessary to win trust of the customers. When looking at the other competitors, none of them gives enough information about the payment safety. They do say that it is safe to pay, but they must explain this in more detail. Furthermore, not all competitors included a privacy policy on the website and this crucial to win trust of the customers. Besides, only two competitors have a newsletter. This is quite strange while a newsletter is a good tool to inform clients about the latest promotions. Generally taking, all competitors explain the order and payment possibilities precisely. Most websites have a ‘your account’ button, this gives people the opportunity to follow their own delivery. A positive fact is that most competitors have promotions on their website. The company must integrate the website features better and clearer than its competitors, for this reason high scores are given to the company in the table. 
In short, the direct competitors cannot be seen as real competition when looking at how the bicycles are being sold since the company’s website will not be a typical bicycle website. The website must be easier and more attractive than the competitors and the company must use the features of e-commerce better than its competitors by using the knowledge of their employees when building the website. By using attractive tools to promote the website and by explaining the import and selling process the value of the product and confidence in the company will rise in the eyes of the customer.

5.4 Distribution analysis
The holding has contracted a factory in Argentina, Bicicletas Enrique, to take care of the entire production process of the cruiser. The idea of the holding is to sell this cruiser and other a-quality products via the company’s website. In this case the distribution channel used is e-commerce. Another distribution channel is necessary to distribute the bicycles throughout the Netherlands. This chapter will explain both distribution channels in detail.   

Firstly, e-commerce will be used as a distribution channel. E-commerce is one of the newest upcoming distribution channels. In short, e-commerce is a way of selling services or products via the internet.  During recent years e-commerce became more popular as distribution channel. Main advantages of e-commerce are the following: large range of people who can be reached via the internet; cost efficiency; e-commerce decreases the cost of personnel, processing, storing and distributing; the company can do business 24 hours a day, because clients can buy products at every hour of the day; client focused information can be offered about products and services by explaining everything very clear in web texts to the customer; self-service is applied, while payment and order possibilities are explained very clear; faster communication and shorter lines ensure that the company can use smaller product stocks ("An introduction into e-commerce", n.d., "E-commerce advantages" section).
In order to sell the cruisers/ other products via the website, the company’s website must be an effective equipped web shop. This means that the buying process must stay central on the website. Every step of the buying process must be clear for the customer. The company must make sure that visitors of the website not only place products in the ‘shopping basket’ but that they also order the products. This is a challenge for the company since most people unhook from buying a product online if the steps in the buying process are too difficult or not clear. The company can focus on this by the effective use of different website features which help the client step by step through the buying process. The industry analysis already described the website features that are essential when making an online web shop. However, the different website features themselves do not give an answer yet on how to arrange a web shop effectively. Therefore, a closer look must be taken at the importance of the different website features during the different steps of the online buying process.  A survey conducted by the Free University of Amsterdam in 2005 showed that there are three categories of features that make a website an effective equipped web shop (Verhagen, Broere, 2005, p.30): 
· The first category of features is important during the purchase process namely: security, guarantee, privacy and participation in delivery and payment; 
· The second category of features is important during the evaluation stage namely: sales, references, possibility to see or experience products and comparison of products; 
· The third category of features is important during the orientation stage namely: the size of the assortment and the presence of related products and services.

The place part of the marketing mix will explain in detail how the company can successfully integrate the features mentioned above on its website to create an effective online web shop.

Secondly, the holding needs a company that can deliver the cruisers to the customers throughout the Netherlands. This company must deliver the cruisers as fast as possible as soon as the cruisers arrive in the port of Rotterdam. For the holding it is important that the costs of delivery are as low as possible. Taking this into consideration, the best system for the company to work with would be a logistic player. This is a transporter who preferably also assembles the last parts of the bicycle. By using a logistic player costs can be reduced through direct delivery. Besides, storage at a stockroom is not necessary through direct delivery and this also reduces costs. The place part in the marketing mix will explain which logistic player the company can use to distribute the cruisers throughout the Netherlands.

In short, the two distribution channels chosen are e-commerce and a logistic player. However, in order to sell the cruisers and other products via the internet the website needs to be promoted. The website of the holding can be very nice, but if nobody knows about the existence of the website the company will not be able to sell its products. 

6. SWOT analysis
                                                      
	Strengths
	Opportunities

	S1: The production of the website/ bicycle is established in Argentina to reduce costs 
S2: Low price of the  bicycle 
S3: High quality of the bicycle
S4: Guarantee of the bicycle: No after sales
S5: Website 
S6: Nice and attractive design of the cruiser
	O1: Promoting the website/cruiser via different marketing tools 
O2: Using the features of e-commerce effectively and better than the competitors 
O3: The online purchase of bicycles is growing. 
O4: Economic crisis; people are seeking for cheaper products of high quality 
O5: Using the website as a learning tool
O6: Reducing costs by working with an logistic player (through direct delivery)
O7: Involving students in the promotion process

	Weaknesses
	Threats

	W1: The financial position of the company is weak 
W2: Long delivery time
W3: The company has no experience with the (online) cycling market
W4: Small assortment of the company in comparison with the competitors
	T1: People might not be interested in the website/ bicycle 
T2: The assortment of the competitors is much wider
T3: People might prefer to buy a bicycle in a retailer shop instead of online


Table 7: SWOT Analysis

In the table above the different aspects of the internal and external analysis are given. Please note that not only the strength and weaknesses of the company, but also the strengths and weaknesses of the website/ cruiser are given. To begin, the internal analysis shows that costs can be reduced by having the production of the website and bicycles in Argentina. In addition, the price of the bicycle is very low in comparison with the competitors. And, the quality of the cruiser is very high. Besides, the company does not work with after sales: if a bicycle is damaged the client will receive a new bike.  Furthermore, the website of the company will be very attractive and clear. In addition, the design of the bicycle is nice and exclusive. Weaknesses of the company are: the financial position, the long delivery time, the no experience with the cycling market and the small assortment of the company. The following opportunities can be given: promoting the website via different marketing tools, using the features of e-commerce effectively and better than the competitors, the online purchase of bicycles is growing, the economic crisis; people are seeking cheaper products of high quality, using the website as a learning tool, reducing costs by working with an logistic player and involving students in the promotion process. Threats can be that people might not be interested in the website/ bicycle, that the assortment of the competitors is much wider and that people might prefer to buy a bicycle in a retailer shop instead of online.

7. Confrontation matrix

SO-strategy

1. S2: Low price + S3: High quality + 04: Economic crisis; people are seeking for the highest quality but for the lowest price =  

With a low priced, high quality bicycle the company might have a benefit at this moment during the economic crisis, since people are seeking for the highest quality for the lowest price.
2. S1: The production is established in Argentina to reduce costs + S2: Low price of the  bicycle + S3: High quality of the bicycle + S4: Guarantee of the bicycle: No after sales + S5: Website + S6: Nice and attractive design +  O1: Promoting the website via different marketing tools + O2: Using the features of e-commerce effectively and better than the competitors + O5: Using the website as a learning tool + O6: Reducing costs by working with an logistic player (through direct delivery) + O7: Involving students in the promotion process  = 
The production of the bicycles is established in Argentina to reduce costs. This makes that the price of the cruiser is very low, besides the bicycle is of high- quality with a nice and exclusive design. The guarantee of the company is also interesting for the customer; in case of damage the customer receives a new bicycle without any extra costs. This makes the price/quality ratio in combination with the guarantee interesting for the customer. The bicycle will be sold via the company’s website by which growing sales can be created if the website/ cruiser will be promoted via different marketing tools and by using the features of e-commerce effectively and better than the competitors. By using the website as a learning tool, visitors will get the chance to learn something about the import and selling process. Furthermore, costs can be reduced by working with a logistic player which will deliver the bicycle directly to the customers. Besides, the most important group within the main target group are people between 16-25 years. This group consists mainly of students and the company can involve these students in the promotion process. 
        3. S5: Website + O5 Using the website as a learning tool =

The website of the company can be used as a learning tool for customers and visitors of the website. Via the website the customers will learn something about the selling and import process of the cruiser. 

ST-strategy
         1. S2: Low price + S3: High quality + S6: Nice and attractive design of the cruiser + T1:
People might not be interested in the website/ bicycle + T2:  The assortment of the competitors is much wider + T3: People might prefer to buy a bicycle via a retailer shop =

The cruiser is of high quality, but low priced. Besides, the design of the cruiser is attractive and nice; most competitors do not have chrome models in their assortment. However, a threat can be that that people are not interested in the website/bicycle and that they might prefer to buy their bicycle via a bicycle retailer instead of online. In addition, the assortment of the competitors is much wider, since the holding has only one type of cruiser available in three different colours.
2. S5: Website + T3: People might prefer to buy a bicycle in a retailer shop instead of online =
The cruiser will be sold via the company’s international export website, however a threat can be that people prefer to buy their bicycle via a bicycle retailer instead of online.

WO- strategy
W2: Long delivery time + O1: Promoting the website/ bicycle via different marketing tools =

At this moment the delivery time is about four weeks depending on the number of clients, this is very weak in comparison with the competitors which deliver much faster. However, when the website/ bicycle are being promoted via different marketing tools, the familiarity of the company will probably increase. And when more people buy the bicycle the delivery time will be shorter through the rising demand.
WT-strategy
           W4: Small assortment of the company in comparison with the competitors + T2: Assortment of the competitors is much wider =

The assortment of the holding is small; the company only has one type of cruiser available in three different colours. This is a weakness, because most people prefer to have a wide assortment of products to choose from instead of only one type of bicycle. A threat in this case can be that the assortment of the competitors is much wider and that client prefers to have a wider assortment to choose from.

8. Strategy
In the confrontation matrix the possible strategies were given. In this chapter the strategy chosen will be described.
From all the strategies mentioned in the confrontation matrix the following strategy has been chosen: 
S1: The production is established in Argentina to reduce costs + S2: Low price of the bicycle + S3: High quality of the bicycle + S4: Guarantee of the bicycle: No after sales + S5: Website + S6: Nice and attractive design + O1: Promoting the website via different marketing tools + O2: Using the features of e-commerce effectively and better than the competitors + O5: Using the website as a learning tool + O6: Reducing costs by working with a logistic player (through direct delivery) + O7: Involving students in the promotion process = firm success factor. 

As strengths and opportunities are combined, one can say that the strategy chosen is a growth/ attack strategy. The idea of the company is unique; selling nice and attractive, a-quality bicycles for a low price via the company’s international export website. The cruiser must be positioned among the Dutch as a unique, nice, a-quality bicycle for a low price. However, people must know about the existence of the website in order to be able to purchase the cruiser. Therefore, good marketing is necessary to promote the website and indirectly the cruiser. The company must adopt the features of e-commerce into its website and must do this better than its competitors. By making an effective equipped web shop the chance that people purchase products from the website increases. By using the website as a learning tool, visitors cannot only purchase products; they will also learn something about the import and selling process. By doing this customers will get trust in the company by the idea that they know how the products are being imported. In addition, costs can be reduced through direct delivery and by having the production of the website and cruiser in Argentina. The most important group within the main target group are people between 16-25 years. This group mainly consists of students and the company react on this by involving students in the promotion process.
In short, the company must position the bicycle among the Dutch as a unique, nice, a-quality bicycle for a low price. The company’s website must be an effective equipped web shop to make sure that the buying process stays central on the website. In order to get familiarity among the Dutch with the website/ cruiser, the website must be promoted via different promotion tools. The strategy is based on the promotion of the website in order to sell the cruiser (and later on other products). In other words, the strategy is based on how the website should be successfully built up and which promotion should be used in order to sell the bicycles.
9. Marketing Mix

In this chapter the following marketing instruments will be described: product, price, place, presentation, politics, people and promotion. 

9.1 Product
The company is going to sell a-quality cruisers via the company’s international export website. The company must position the cruiser among the Dutch and on its website as a unique, a-quality bicycle for a low price. The company can highlight the high quality of the bicycle to its customers by using special effects like 2-D animations and 3-D visualisations on the website that highlight the main, a-quality, characteristics of the cruiser. Besides, it is of significant importance that the company positions the website as a high quality and attractive website with the use of excellent website features. In order for people to know about the existence of the website and the cruiser it is essential to promote the website via different marketing tools and through networking. Therefore, it is important that in the promotion tools used the high quality of the products sold on the website is immediately visible for visitors. Besides, it is essential that the company gives the website a striking name so that people can easily remember the website.
9.2 Price 
When looking at the cruiser the price/ quality ratio is essential. The idea is to sell the cruiser for €175. This price has been calculated as follows: the purchase price of the cruiser in Argentina at ‘Bicicletas Enrique’ is €63.31 (van Steen, 2008, Export plan, p.36). Shipping costs per container, taxed paid of CIF value and the handling costs in Rotterdam make that the absolute costs added to the purchase price are €44.86 (van Steen, 2008, Export Plan, p.36). Therefore, the final purchase price per cruiser is €63.31+ €44.86= €108.16 for the company. The company would like to compensate the costs of shipping by putting these costs on top of the purchase price. This makes the price of the cruiser €153.02. This is the price where the costs for the company are €0, in other words this is the break-even point. However, the company must also make profit.  Therefore, the idea of the company is to sell the cruiser for €175 exclusive ten euro delivery fee. This is not much money if one takes into consideration the product features of the cruiser. In addition, this is a good price when one takes into consideration the promoting costs of the website/ bicycle. Besides, the logistic player needs to be paid, however these costs are already calculated in the delivery fee of 10 euro. The price of €175 is also reasonable compared with the price of the cruisers sold at the competition. The competitors analysis shows that the cruisers of the competition are very expensive, on average between €400-500. The customers analysis showed that the majority of the surveyed are prepared to pay between €100-200 for a bicycle. In this case the price of €175 for the bicycle is perfect. 
The survey also showed that the majority of the surveyed that are prepared to buy a bicycle online said that the price of €175 for the cruiser is reasonable and only few people said that the price of the cruiser is too expensive. With a price of €175 per cruiser the profit for the company would be €21.98 per bicycle. An idea for the company could be to start with an introduction price of €160 (without ten euro delivery fee) in the first two weeks after the launch of the website in order to sell more cruisers and to get familiarity with the cruiser among the Dutch. 

The costs of making the website are low since the company can use its own employees at Plus Animations to make the website. The exact costs of making the website depend of the amount of visualisations and features used on the website. The company will not make money with the website itself. It will only make money with the products that are going to be sold via the website. The company will use one banner at the homepage, but this is a banner where the company gives information about the company and about the import and selling process of the products. This banner is not meant to earn money with; it only has an informative function.
9.3 Place
As concluded in the distribution analysis the company must combine two different distribution channels to effectively sell the cruiser in the Netherlands, namely e-commerce and a logistic player. 
E-commerce

Like explained in the distribution analysis the website of the company must be an effective equipped web shop. This paragraph will give an answer on how the company can successfully integrate website features on its website to create an effective online international export web shop. This is done by looking at different phases of the buying process (Verhagen, Broere, 2005, p.31). 
Orientation phase

The first phase of the buying process is the orientation phase. During this phase the efficiency of the website must immediately be clear for the visitor. The homepage must preferably show a banner with the selling and import process of the cruiser and additional information about the company to receive trust of the customers in the company/ product. An overview of the products and sales offered by the company and the possibility to experience the products through images, animations and 3-D visualisation must be visible at the homepage. The homepage must make clear to the visitor that the website is safe, that guarantee is of high importance and that privacy is of main priority to the company. If the visitor is interested in the assortment and most importantly has trust in the company, the visitor will probably go to the next phase of the buying process, namely the information phase (Verhagen, Broere, 2005, p.31).
Information phase

In the information phase it is essential that the company gives customers the opportunity to experience and see the products through using pictures, 2-D animations and 3-D visualisations to emphasise the high quality of the products. The high priority that the company gives to privacy and security must also be emphasised again to make sure that the visitor gets trust in the company. In order to make sure that the visitor does not unhook from purchasing a product the company could make a link to service, guarantee and privacy statements on the website. In addition, opinions of other customers about products and services of the company are crucial during the information phase. In the beginning this is not possible, but after a while it is of high importance to place references in order to gain trust and confidence of the visitors.  If the company succeeds in winning the trust of the customer during the information phase the customer will probably go to the next phase of the buying process: the evaluation phase (Verhagen, Broere, 2005, p. 31).
Evaluation phase
In this phase it is essential to emphasize the high quality of the products again by showing the high features of the products by using 3-D visualisations. In this phase it is also fundamental that visitors can compare products of the company with similar products of other companies. If the company succeeds in getting the trust of the customer, he/she will probably also go to the last phase: the purchase phase (Verhagen, Broere, 2005, p.31).
Purchase phase
In this phase it is crucial that every step of the purchase phase is easy and clear for the customer. Features like secure payment, privacy of data, guarantees and input in delivery and payment are essential during this phase. Besides, payment possibilities must be clear and more than one payment possibility must be given. The company can use the following payment methods (Bol.com, n.d.,"Betaalmethoden bij Bol.com" section): 
· Acceptgiro: this way of payment is only possible in the Netherlands. When the client receives the product an invoice is included with an acceptgiro. The client has to pay the amount within a short period of time to the company
·  Credit card: the customer can pay the product with different types of credit cards, namely Visa, MasterCard and American Express
· IDeal: with this payment method the client can directly pay the product via the bank of the client. The client can pay the product via the internet via the website of the bank 
The visitor must have full confidence in the company before it will purchase a product. Normally, the last phase of the buying process is the phase where most clients unhook from the sale through uncertainty about the company, the product features, payments safety etc. 
The company must make sure that EVERY step of the buying process gives enough support and information to the visitor so that he/she has trust and confidence in the products and services of the company (Verhagen, Broere, 2005, p.31).
Logistic player

The logistic player is necessary to deliver the products as fast as possible to the clients. In the case of the bicycles a container with the cruisers will go directly from the harbour in Buenos Aires to the harbour in Rotterdam, the Netherlands. When the bicycles arrive in the Netherlands the holding itself is responsible for the delivery; it is crucial to deliver the bicycles as fast as possible to the clients. A possible logistic player for the company to distribute the bicycles can be BTH.  BTH is a big, reliable logistic player in the Netherlands that can distribute the bicycles to the clients throughout the Netherlands. BTH is also willing to assemble the last parts of the cruiser so that the client receives the bicycle 100% assembled. BTH charges €10 per delivery; the costs of delivery are for the customer who has to pay €10 delivery fee. In other words, the company does not make money with this distribution channel. For the other products sold on the website, the company can use DHL to deliver the products as fast as possible to the clients (M. van Dort, personal communication, April 7, 2009).
9.4 Presentation
The company must position the bicycle as a high quality product for a low price on the Dutch market and on its website. By using 2-D animations and 3-D visualisations to show the features of the bicycle the value of the cruiser will rise in the eyes of the customer. The website must be exclusive with a nice homepage; this will make sure that the value of the products sold on the website will also rise in the eyes of the customer.
9.5 Politics
There are no regulations to start a website. However, everyone can start a website but not everyone succeeds in making a successful and profitable website. The company must start the website successfully by the effective use of website features and promotion tools explained in this marketing mix. Furthermore, when looking specifically at the products that will be sold at the website the company does have to take into consideration some specific regulations. The company must make sure that before placing products on the website these products comply with Dutch regulations. The cruiser must comply with the Dutch vehicle regulations of a bicycle otherwise the company is not allowed to sell the cruiser in the Netherlands. The Dutch vehicle regulations for a bicycle can be found in the appendix ("Voertuigregelement", n.d., "Hoofdstuk 5 Afdeling 9 fietsen" section). The company also has to take into consideration some export regulations for importing products like import licenses, VAT regulations and custom tariffs. 
9.6 People
People must know about the existence of the website. If people do not know about the existence of the website the cruiser will not be sold. In order to reach people good promotion tools are necessary. The promotion part of this chapter will explain in detail how the company can promote the website/ cruiser. 
9.7 Promotion
This paragraph will describe which promotion tools the company can use in order to promote the website and in this case the bicycles.

Internet- Hyves
The company can promote the website/ cruiser via Hyves or other sites like Facebook, My Space etc. The customer analysis described that the group aged between 16-25 years is the most important group with the primary target group. The company can use this information to effectively promote the website/ bicycle among this group. The advantage of Hyves is that specific target groups can be reached and by doing this the company can exactly reach the target group that it would like to reach. To test the effectiveness of placing an advertisement at Hyves, a test advertisement has been placed on Hyves between March 18 and April 30. More details about this advertisement can be found in the appendix. The advertisement was viewed by 422 people. This means that 422 people have seen the advertisement. This is good marketing for the company, because if people who have seen the advertisement liked the cruiser they will tell this to friends via mouth to mouth marketing. And this is the best marketing you can have as a company. The test advertisement placed at Hyves was specifically meant to promote the cruiser. The company must now use Hyves to specifically promote the website and indirectly the cruiser. 
Costs of Hyves- Placing an advertisement on Hyves is not expensive. The survey was conducted between March 18 and April 30 and 740 views were bought for only €3.00 VAT included. The more views wanted, the higher the costs. The maximum the company can buy are 7 million views for €5000. This is not necessary, the company can begin with for example 5000 views for €5.00 VAT ("Adverteren met Hyves", 2008, "Banner Type" section). 
Internet- Google
The company must admit the website to Google. A lot of people search for products via Google and if the company makes sure the website is on Google this will generate a lot of visitors. The company can also advertise via Google AdWords. 
This means that visitors of Google can see the advertisement of the company on the right site of the page when people search on search terms which have to deal with the services offered by the company. This will also generate extra people who will visit the website.
Costs of Google- For every company it is free to link the website to Google. However, if the company would like to be on one of the first ten pages the company must pay an extra fee. Advertisement on Google via Google AdWords is payable, also for companies that have little budget to invest in promotion tools. With Google AdWords, the company only pays when people click on the advertisement.
Direct mailing
Direct mailing can be an effective tool to promote the website/ bicycle. Especially in the beginning the holding can promote the website/ bicycle via e-mail among family, friends, colleagues, customers etc. This is the perfect way to create mouth to mouth marketing and to make sure that people are really going to visit the website. 

Costs of direct mailing- There are no costs involved when sending an e-mail to family, friends, colleagues, customers etc.

Personal marketing
The company can schedule some days in the coming summer to promote the cruiser and indirectly the website in big cities in the Netherlands. The idea can be to select four cities, for example Amsterdam, The Hague, Delft and Groningen. In these cities the company can promote the bicycle and the website by riding on the cruiser and by distributing flyers with the name of the website. This is also the perfect opportunity for people to try the cruiser. Another form of personal marketing that the company can use is to involve students of high schools and universities in the promotion of the website/ cruisers. The customer analysis showed that students are the most important target group within the main target group. Therefore, extra attention must be paid to this target group. The company can ask some high schools and universities for permission to give readings about the company and particularly about the import and selling process of the bicycles/ other products. By doing this the company can teach students something about the import and selling process and most importantly, students are made aware of the existence of the bicycle and the website. This is a perfect promotion tool, especially when students tell their friends about the bicycle and the website. Example: On high schools the company might arrange with teachers of economic classes that students receive an extra credit if they help with the promotion of the cruiser as an assignment. If students succeed in arranging sales for the company they will get a discount or a free bicycle. 
At universities the company can ask for permission to involve economy/ marketing students in the elaboration of the website. The students could get the assignment to search an international product which can be placed on the website. The students must choose six possible products and the company chooses the final product which has a chance to be placed on the website. The students must take care of the whole export and marketing process. By involving students of universities and high schools with the promotion of the website/ bicycle a large target group can be reached by the company. 
Costs of personal marketing- The company can try to ask some good friends or old trainees to help promoting the website/ cruiser in the cities. This would be perfect, because the company does not have to pay them. If the company cannot find friends or old trainees to promote the bicycle/ website the company could hire students to do the promotion in the city. The best day to promote the bicycle would be a Saturday. The average minimum wage of a student of twenty year is € 39,21 per day. The company could hire five students per Saturday to promote the website/ bicycles. This would cost the company €196,05 for five students for an 8-hour working day (SZW, 2009, "Bedragen minimumloon per 1 januari 2009" section). The students will distribute flyers. The costs of making flyers (both sides and in colour) can be seen from the table below. Assuming that the company can start with 2,500 flyers per Saturday this will cost the company €75 for 2.500 flyers ("Flyers", 2009, "Flyers Offset Fc/Fc" section). 
Table 8: Costs of making flyers (Flyers, 2009, Flyers Offset Fc/Fc section)
	Aantal / Formaat
	A6
	A5
	A4
	A3

	625
	€ 45
	€ 80
	€ 155
	€ 295

	1.250
	€ 70
	€ 130
	€ 225
	€ 430

	2.500
	€ 75
	€ 135
	€ 265
	€ 485

	5.000
	€ 90
	€ 170
	€ 330
	€ 630

	7.500
	€ 125
	€ 230
	€ 440
	€ 815



The costs of personal marketing at high schools and universities depend on the arrangements made with the specific high schools and universities. The company could arrange that these institutions receive new products for the school in return the company receives permission to give readings and assignments to the students. 
Sponsoring
The company can also use sponsoring as a way to promote the website and the bicycle. The company can choose to sponsor a sport club; maybe even a club were the owners of the company play sports. They can do this by giving the club money or other goods (maybe quality goods from the website) in return the sport club promotes the website/ company.
Costs of sponsoring - The company must talk with the specific sport club about the costs of sponsoring. The company can make the costs of sponsoring as high as it would like to.

Media-Advertisement in magazines of universities, student associations and high schools
The company can also use advertisement in magazines of universities, student associations and high schools to promote the website/ bicycle. By doing this the company can reach the target group among 16-25 years. This group mainly consists of students who cycle a lot to college, work, friends etc. By placing an advertisement in magazines of universities and high schools the company can reach a lot of people between 16-25 years. Student associations are another important manner to reach people between 16-25 years. The company can choose to pick some student associations in four big cities and ask them if they are willing to promote the website/ bicycle in their magazine. 
The costs of advertisement in magazines- The costs of advertisement in magazines from universities, high schools and student associations differ per organisation. The company should contact the universities, high schools and students associations to ask what it costs to place an advertisement in their magazines.
Media- Advertisement in Metro
The company can place an advertisement in one of the free newspapers in the Netherlands like Metro. The range of this newspaper is enormous; every day around 1.867.000 people read this free newspaper (Metro, 2009, "Bereik van Metro" section). The main target group of this newspaper are people between 20-49 years old and this is near to the target group of the bicycle. When the company places an advertisement in this newspaper it will reach an enormous target group (Metro, 2009, "Doelgroep" section).  
The costs of placing an advertisement in Metro - The costs of placing an advertisement in Metro depend on length, colour, number of letters etc. In general advertisement in this kind of news papers is quite expensive in comparison with other forms of advertisement. For any questions regarding the costs and placement of an advertisement in Metro the company can contact the account manager of the national edition of Metro.
10. Conclusions and scenarios
Conclusions
The main objective of this research was to find how the holding can distribute and promote the website/ bicycle in the Netherlands. And, to reveal if people are prepared to buy the cruiser via the company’s website. This has been researched with the use of desk and field research. This research produced the following results.
· A survey conducted among 120 respondents showed that the company has a great chance of succeeding with the website/ cruisers. The majority of the surveyed is of opinion that the idea to sell the cruiser and other a-quality products online for a low price via the company’s website can become a success. The majority of the respondents is interested in purchasing the company’s cruiser.  This is a very positive result for the company as the company now knows that there is a market for the website and that people are interested in the cruiser. 
· Desk research showed that the financial position of the company is quite weak at this moment due to the crisis. However, research within the industry showed that there are possibilities for the company with the idea to sell cruisers via the company’s website. The online purchase of bicycles increased last year and due to the economic crisis more people use their bicycle. Besides, during these economic times more people search for a-quality products for a low price. The company can benefit from the economic crisis since more people search for a-quality products for a low price. 

· Research among the competitors showed that the cruiser is a unique, a-quality bicycle for a low price. And, that the company has a competitive advantage in respect to the price/ quality ratio. The company has competition when looking at the cruiser itself, but when looking at how the cruisers are being sold the company does not have competition. This makes the way the company is going to sell the bicycles unique in the Netherlands. 
· The best distribution channels to be used are e-commerce and a logistic player. The company’s website must be an effective online web shop. By doing this the company can increase sales since many people unhook from purchasing products online if the website is not clear. BTH is a reliable logistic player that could do the distributution of the cruiser. BTH can preferably also assemble the last parts of the bicycle. 
· In order to sell the cruisers people must know about the existence of the website. Therefore, effective marketing tools are essential. The company can use Hyves, Google, sponsoring, direct mailing, advertisement and personal marketing to promote the website/ bicycle. 
Returning to main question and sub main question: 

· How can Plus Holding BV promote and distribute the website/ cruisers in the Netherlands?

· Are people prepared to buy the cruiser and other a-quality products via the international export website of the company?
From both field and desk research it can be concluded that the company has a great chance of succeeding with the website and the cruisers. People are prepared to buy products from the website and besides, people are interested in the company’s cruiser. But in order to get familiarity with the cruiser, promotion tools are necessary. Research showed that the company can use Hyves, Google, sponsoring, direct mailing, advertisement and personal marketing to promote the website/ bicycle. By using these marketing tools the company can reach an enormous target group. The company’s website must be attractive with the use of different visualisations. Besides, the company must correctly adopt website features on its website in order to create an effective online web shop. The company could use BTH as a logistic player to deliver the products as fast as possible to the consumers. It can also be concluded that with this information several recommendations can be made. These recommendations can be found in chapter 12.
Scenarios
The goals of the company within one year are to launch three products (including the bicycle) on the website, to gain familiarity on the Dutch market with the website/ products and to play break-even with the products sold via the website. Some scenarios have been made to see what happens if the company succeeds or not succeeds in achieving its goals within one year after the launch of the website. 
Scenario 1- The company succeeds in playing break-even, in getting familiarity on the Dutch market and in launching three products on the website. The company can now try to turn the break-even point in to profit. The company can do this by enlarging the marketing activities in order to increase the sales. The company can also enlarge its marketing activities in order to increase the number of clients. 
Scenario 2- The company succeeds in playing breakeven, in launching three products, but not in getting familiarity on the Dutch market with the website/ products. In this case, the company should take a look at the promotion part of the marketing mix to investigate what factors make it impossible to get familiarity on the Dutch market. Maybe the company could add some new and effective promotion tools to the marketing mix. 
Scenario 3- The company succeeds in playing breakeven, in getting familiarity, but not in 
launching three products on the website. This would not be a significant problem if the company is also successful with only one or two products and plays break-even. 
Scenario 4- The company does not succeed in playing break-even, but does succeed in getting familiarity on the Dutch market and in launching three products on the website. In this case the company should investigate what factors make it impossible to play break-even. Perhaps the company can change the price of the products in order to play break-even again. Another option would be to enlarge the marketing activities in order to generate more sales and by doing this the company might succeed in playing break-even. The company could also launch a new, fourth, innovative and attractive product on the website which can generate a lot of new sales.

Scenario 5- The company does not succeed in playing break-even, does not succeed in getting familiarity on the Dutch market and does not succeed in launching three products. In this case, the company should investigate what factors make it impossible to play break-even, to get familiarity on the Dutch market and to launch three products. By doing this the company could make some adjustments in the marketing mix. If this results without any results the company should take into consideration to stop with the website.  
11. Recommendations
Firstly, it is recommended to make the website as soon as possible. Results of the survey conducted among 120 respondents were positive for the company. The majority of the respondents are of opinion that the website can become a success. These positive results are a proof that people are interested in the website and that this website can become a success. Therefore, the company should make the website as soon as possible to be able to quickly start selling the cruisers at the website. 

Secondly, it is recommended to adopt the website features explained in this thesis to create an effective online international export web shop. By making an effective equipped web shop the chance that people not only place products in the shopping basket, but that they also order the product increases. In order to create an effective equipped online web shop the company must successfully integrate website features on its website. Besides, by making a nice, clear and attractive website through using 2-D visualisations and 3-D animations the company adds extra value to products in the eyes of the consumer.  
Thirdly, it is recommended that the company positions the bicycle among the Dutch as a unique, a-quality bicycle for a low price. In other words, people that visit the website must have the idea that the products of the website are not less of quality than the same products sold at the competitors. The company can realise this by showing the unique characteristics of the bicycle on the website by using 2-D animations and 3-D visualisations and, by emphasising the unique aspects of the cruiser in the promotion tools. 

Fourthly, it is recommended to start immediately with the promotion of the website/ cruiser as soon as the website is ready. People must know about the existence of the website in order to be able to purchase the products on the website. Due to the weak financial position of the company at this moment, it is strongly recommended that the company should use the promotion tools from the marketing mix which are not too expensive. Therefore, it is recommend to start with the promotion of the website via Hyves, Google, direct mailing and personal marketing. These four marketing tools are not expensive, but they are very effective and they can reach a large target group. 

Lastly, it is recommended to already start with the sale and the promotion of the cruiser itself. By doing so, the company reacts on the fact that more people search for a-quality products for a low price during the economic crisis. Besides, the company can already make some money before the launch of the website. The company can try to sell the cruiser via Marktplaats, Hyves or other sites. The company can also schedule some days in the weeks to come to promote the cruiser in four big cities in the Netherlands. 
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Organisational structure
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Appendix 2: Survey

Enquête

Momenteel ben ik bezig met het schrijven van mijn scriptie voor de HEBO (Hogere Europese Beroepen Opleiding). Voor mijn scriptie doe ik een onderzoek naar de (online) fietsen branche in Nederland. Mede doormiddel van deze enquête zou ik graag willen weten hoe mensen denken over de online verkoop van fietsen. Het invullen van deze vragenlijst zal ongeveer vijf minuten in beslag nemen. De vragenlijst zal met uiterste zorg en in goed vertrouwen worden behandeld en er zal geen misbruik worden gemaakt van persoonlijke informatie. U kunt de ingevulde enquête opsturen naar famvanhulst@hotmail.com.

A. Persoonlijke informatie
1. Geslacht:

· Man (1) 

· Vrouw (2)
2. Leeftijd:
· 16-20 (1)

· 21-25 (2)

· 26-30 (3)

· 31-35 (4)

· 36-40 (5)


B. De Nederlandse fietsenmarkt

3. Bent u in het bezit van een fiets?

· Ja (1)

· Nee (2) Zo nee, ga door naar vraag 6
4. Waar heeft u deze fiets gekocht?

· Bij een fietsenwinkel (1)

· Bij een warenhuis, bouwmarkt etc (2)

· Bij een online fietsenwinkel (3)

· Anders, namelijk………………………………………………….. .(4) 

5. Voor welke doeleinde(n) gebuikt u uw fiets? Meerdere antwoorden mogelijk
· Transportmiddel naar werk, school etc. (1)

· Recreatie (2)

· Anders, namelijk………………………………………………….. (3) 
6. Wat bent u bereid te betalen voor een nieuwe fiets? Meerdere antwoorden mogelijk
· 100-200 euro (1)

· 200-300 euro (2)

· 300-400 euro (3)

· Anders, namelijk………………………………………………….. (4) 

C. De online fietsenbranche
Ik schrijf mijn scriptie voor een bedrijf dat momenteel de mogelijkheden onderzoekt om de onderstaande fiets online te gaan verkopen. Dit wil het bedrijf gaan doen via een website waar niet alleen deze unieke, a- kwaliteit fietsen verkocht zullen worden, maar ook andere, internationale, a- kwaliteit producten. Het voordeel van deze manier van verkopen is dat u een a- kwaliteit product krijgt voor een zeer lage prijs ivm. de grote inkoop van een bepaald product. 
[image: image2.jpg]



7. Zou u overwegen om online een fiets te kopen? 

· Ja (1), ga door naar vraag 9

· Nee (2)

8. Wat houdt u tegen om online een fiets te kopen? 

· Ik ga liever naar een erkende fietsenzaak waar ik de fiets kan testen (1)

· Ik vertrouw het niet om online een fiets te kopen ivm betaling via het internet (2)

· Het onbekende ervan (3)

· Anders, namelijk………………………………………………………………..(4) 

Indien u bij vraag 8 een antwoord heeft ingevuld dan is dit het einde van de enquête voor u. Heel erg bedankt voor uw medewerking!

9. Zou u bereid zijn om de fiets te kopen via de website van het bovenstaande bedrijf? 

· Ja (1)

· Nee (2)

10. Vindt u 175 euro, exclusief 10 euro verzendkosten, veel voor deze fiets?

· Ja (1)

· Nee (2)

11. Als een product een lange levertijd heeft maar een zeer goede prijs/ kwaliteit verhouding heeft, bent u dan bereid langer op het product te wachten?

· Ja (1)

· Nee (2)

12. Bij welke prijs mag wat u betreft de levertijd langer zijn als u weet dat u een a-kwaliteit product ontvangt wat elders veel duurder zal zijn?Meerdere antwoorden mogelijk.
· 150-300 euro (1)
· 300-450 euro (2)
· 450-600 euro (3)
· 600-750 euro (4)
13. Zou u sneller iets kopen via de website van het bedrijf als je weet dat mensen het product al hebben gekocht en tevreden zijn?

· Ja (1)
· Nee (2)
14. Zou u sneller bereid zijn iets te kopen als er een soort prikkel is ( u krijgt bijv. een gratis fiets of korting, als u ervoor zorgt dat 50 vrienden/ kennissen van u die fiets gaan kopen)?

· Ja (1)
· Nee (2)
15. Wat vindt u van het idee van het bedrijf om via een internationale export website een fiets en allerlei andere soorten A-kwaliteit producten te gaan verkopen voor een zeer lage prijs? Denkt u dat dit een succes kan worden? Motiveer uw antwoord.
………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Hartelijk dank voor uw medewerking!

Appendix 3: Results survey

Results survey

Vraag 1: Geslacht van de respondenten
	Aantal van Vraag 1
	Geslacht
	
	

	 
	Man
	Vrouw
	Eindtotaal

	Totaal
	36
	84
	120


Vraag 2: Leeftijd van de respondenten

	Aantal van Vraag 1
	Leeftijd
	 
	 
	 
	 
	 

	 
	16-20
	21-25
	26-30
	31-35
	36-40
	Eindtotaal

	Totaal
	32
	46
	12
	13
	17
	120


Vraag 3: Bent u in het bezit van een fiets?

	Aantal van Vraag 1
	Vraag 3 
	 
	 

	 
	Ja
	Nee
	Eindtotaal

	Totaal
	110
	10
	120


Vraag 4: Waar heeft u deze fiets gekocht?

	Aantal van Vraag 1
	Vraag 4
	 
	 
	 
	 
	 

	 
	Niet ingevuld
	Bij een fietsenwinkel
	Bij een warenhuis, bouwmarkt etc
	Bij een online fietsenwinkel
	Anders
	Eindtotaal

	Totaal
	10
	73
	9
	1
	27
	120


Vraag 5: Voor welke doeleinde (n) gebruikt u uw fiets? Meerdere antwoorden mogelijk.

	Aantal van Vraag 1
	Vraag 5
	 
	
	 

	 
	Niet ingevuld
	Transportmiddel naar werk, school etc
	Recreatie
	Anders

	Totaal
	10
	81
	49
	12


Vraag 6: Wat bent u bereid te betalen voor een nieuwe fiets? Meerdere antwoorden mogelijk.

	Aantal van Vraag 1
	Vraag 6
	 
	
	 

	 
	100-200 euro
	200-300 euro
	300-400 euro
	Anders

	Totaal
	44
	28
	27
	30


Vraag 7: Zou u overwegen om online een fiets te kopen?

	Aantal van Vraag 1
	Vraag 7
	 
	 

	 
	Ja
	Nee
	Eindtotaal

	Totaal
	58
	62
	120


Vraag 8: Wat houdt u tegen om online een fiets te kopen?


	Aantal van Vraag 7
	Vraag 8
	 
	 
	 
	 
	 

	 
	Niet ingevuld
	Ik ga liever naar een erkende fietsenzaak
	Ik vertrouw het niet om online een fiets te kopen
	Het onbekende ervan
	Anders
	Eindtotaal

	Totaal
	58
	48
	3
	6
	5
	120


Vraag 9: Zou u bereid zijn om de fiets te kopen via de website van het bovenstaande bedrijf?

	Aantal van Vraag 1
	Vraag 9
	
	
	

	 
	Niet ingevuld
	Ja
	Nee
	Eindtotaal

	Totaal
	62
	41
	17
	120


Vraag 10: Vindt u 175 euro, exclusief 10 euro verzendkosten, veel voor deze fiets?

	Aantal van Vraag 1
	Vraag 10
	 
	 
	 

	 
	Niet ingevuld
	Ja
	Nee
	Eindtotaal

	Totaal
	62
	17
	41
	120


Vraag 11: Als een product een lange levertijd heeft maar een zeer goede prijs/ kwaliteit verhouding heeft, bent u dan bereid langer op het product te wachten?

	Aantal van Vraag 1
	Vraag 11
	
	
	

	 
	Niet ingevuld
	Ja
	Nee
	Eindtotaal

	Totaal
	62
	44
	14
	120


Vraag 12: Bij welke prijs mag wat u betreft de levertijd langer zijn als u weet dat u een a-kwaliteit product ontvangt wat elders veel duurder zal zijn? Meerdere antwoorden mogelijk.

	Aantal van Vraag 1
	Vraag 12
	 
	
	
	 

	 
	Niet ingevuld
	150-300 euro
	300-450 euro
	450-600 euro
	600-750 euro

	Totaal
	62
	34
	23
	12
	10


Vraag 13: Zou u sneller iets kopen via de website van het bedrijf als je weet dat mensen het product al hebben gekocht en tevreden zijn?

	Aantal van Vraag 1
	Vraag 13
	 
	 
	 

	 
	Niet ingevuld
	Ja
	Nee
	Eindtotaal

	Totaal
	62
	51
	7
	120


Vraag 14: Zou u sneller bereid zijn iets te kopen als er een soort prikkel is ( u krijgt bijv. een gratis fiets of korting, als u ervoor zorgt dat 50 vrienden/ kennissen van u die fiets gaan kopen)?

	Aantal van Vraag 1
	Vraag 14
	 
	 
	 

	 
	Niet ingevuld
	Ja
	Nee
	Eindtotaal

	Totaal
	62
	26
	32
	120


Vraag 15: Wat vindt u van het idee van het bedrijf om via een internationale export website een fiets en allerlei andere soorten A-kwaliteit producten te gaan verkopen voor een zeer lage prijs? Denkt u dat dit een succes kan worden? Motiveer uw antwoord.
	

	Jazeker, een goede prijs trekt altijd mensen aan

	Zou wel een succes kunnen zijn, A-kwaliteit producten tegen een lage prijs zou zeker veel klanten aantrekken

	Niet ingevuld

	Niet ingevuld

	Niet ingevuld

	Ik denk dat het wel kan werken en dat het een aantrekkelijk aanbod is

	ja

	Ja, ik denk het eerlijk gezegd wel. Online webshops zijn 'het' helemaal Veel mensen maken er gebruik van. 

Maar het bedrijf moet natuurlijk wel erkend en betrouwbaar zijn.  

	Zou opzich een succes kunnen worden als ze goede reclame maken en veel promoten; mensen moeten 

wel weten dat het er is

	Het wordt wel een succes omdat Nederlanders veel hun fiets gebruiken en als ze die fietsen voor een 

goede kwaliteit en lage prijs krijgen dan lukt het wel

	Ja als veel mensen ervan af weten en als de levertijd niet te lang is

	Natuurlijk, hoe minder, hoe beter

	Het kan wel een succes worden als je het combineert met het uitproberen vd fiets

	Ik denk het wel als de service goed is, betaalbaar is en goede contact mogelijkheden met de leverancier. 

Ook bij een niet te lange levertijd.

	Ja, bespaart tijd

	Ik vind het wel goed idee, maar je mist het voordeel dat je bij de fietsenwinkel een rondje kan fietsen. 

Dat houdt mij wel tegen

	Ja, tegenwoordig gaat er steeds meer online. Nadeel is dat je geen testrit kunt maken

	Ja, tegenwoordig betaal je veel geld voor een fiets dat geen A-kwaliteit is. 

Nu kunnen mensen veel minder betalen voor een mindere kwaliteit

	Ja, ik vind van wel aangezien er elk jaar meer spullen succesvol online worden verkocht. 

Aangezien men ook hier luier wordt om zelf naar de winkel te gaan. 

Het is ook makkelijker om online te vergelijken

	Ik denk het niet want mensen willen een fiets altijd testen hoe het rijd enzo.

	Ja, als ze maar goede producten leveren op tijd

	Wie weet. Hoe goedkoper het is, hoe aantrekkelijker het is om iets te kopen

	Goed, veel mensen kopen al via het internet

	Ja, wanneer mensen bekend worden met de site

	Zeker. Maar vooral als de producten bijzonder en aantrekkelijk zijn. Dat is bij de aluminiumfiets 

zeker het geval. Dit zou wel een trend kunnen worden. Veel succes met de zaken! 

	Ik denk dat dit zeker een succes kan worden, omdat mensen er nu al aan gewend zijn om producten 

via internet te kopen, waardoor ze ook grotere aankopen via internet durven te doen. Wanneer de 

prijs/kwaliteit verhouding goed is en de prijs lager ligt dan in een winkel (winkel is toch makkelijker 

mbt garanties e.d.) zijn mensen denk ik wel bereid even te wachten. 

	Opzich wel maar ik denk dat het wel een lastige klus is om je doelgroep te vinden. 

	Ik denk dat het op zich wel een succes kan worden. Alhoewel een website met een ruim assortiment 

problemen kan ondervinden, doordat mensen bang zijn dat het bedrijf geen expertise heeft.

	Als de prijs-kwaliteit verhouding maar goed is en er vraag bestaat op de markt. Nederland is een 

fietsenland en de mensen letten graag op hun centjes dus met een goed aanbod gegarandeerd 

succes!

	Ik weet niet of er echt een markt voor is. Maar wat ik wel merk is dat veel mensen de huidige prijs 

voor een fiets zeer hoog vinden. Tevens zou ik het assortiment uitbreiden met kinderfietsen

	Een goed idee. Wel opletten op betrouwbaarheid van website, levering, bestellen etc.

	Ja, geïmporteerde artikelen zijn vaak leuker en aantrekkelijker om te kopen

	Online kopen is helemaal iets van nu en als dit bedrijf hierop inspeelt is dat alleen maar goed. 

Ook als je daar andere landen soort gelijke steun kan verlenen

	Ik vind het een heel leuk idee en zou zeker wat van een internationale export website kopen 

als ik het product leuk vind en het gevoel heb dat het goed is

	Dit is afhankelijk van service en garantie

	Goed idee als het goed in de markt gezet wordt. Goede PR is hierbij een must!

	Ik vind het een goed idee, omdat steeds meer via internet gekocht en verkocht wordt. Ik zou er geen 

gebruik van maken omdat ik een impuls aankoper ben. Als ik iets wil, dan wil ik het nu. Daarnaast ben 

ik niet veel eisend qua fietsen, een oma fiets is al prima waarvoor ik de fiets gebruik. Als er een oma 

fiets aangeboden zou worden, zou ik er op willen wachten (max 2 weken) als het veel goedkoper zou 

zijn. Al heb ik mijn fiets voor 135 euro gekocht. Ik denk dat het een succes zal worden als er meer 

fietsen aangeboden zouden worden, je beperkt je met 1 fiets, al heb ik geen idee wat de markt is 

voor een dergelijke fiets.

	Dit kan een succes worden, wij hebben al een keer online een fiets gekocht en zijn tevreden!

	Ja, steeds meer raken mensen gewend aan online aankopen doen, het is niet geheel nieuw meer. 

De meeste mensen zijn ook wel prijsbewust en gebruiken internet ook al om prijsvergelijkingen 

te doen. 

	Het is een goed idee maar de website moet wel gepromoot worden anders weten mensen niet dat de 

site bestaat

	Ja, zeker in deze crisis want de aankoop is goedkoper- fiets voordeliger door geen benzinekosten

	Dit kan een succes worden vanwege de scherpe prijzen, mensen kopen graag veel/goed voor weinig geld

	Geen idee

	In Nederland kan dat voor de grootste doelgroep een moeilijk project zijn, omdat de gerenommeerde 

merken in een voorkeurs positie hebben op de markt. Voor speciale fietsen  zou het wel een mogelijkheid 

kunnen zijn. Goede ervaringen kunnen hierbij enorm helpen om mensen over de streep te trekken 

	Ja ik denk dat internet en producten kopen via internet steeds populairder word en steeds beter geregeld is. 

Mensen raken er meer bekend mee

	Ja, vanwege de prijs 

	Ja, vanwege de prijs 

	Ja, want het zijn goede producten voor een lage prijs, bovendien neemt de verkoop via internet flink toe

	Blijf wel meer vh kopen bij een online winkel online blijft toch spannend met betalen etc.

	Ja, spreekt aan

	Ik denk van wel 'ons bent zuinig'. Goed en goedkoop verkoopt zichzelf

	Niet ingevuld

	Ja het is de toekomst vd handel

	Ja erg leuk idee

	Niet ingevuld

	Ja scheelt veel geld

	Ja is een goed idee

	Ik denk dat mensen in de toekomst meer via internet zullen kopen. Ik merk in mijn omgeving dat er 

al kleding, tassen, boeken etc. via internet worden gekocht. Je kunt de fiets niet testen en omdat de prijs 

hoger is dan de prijs van bijvoorbeeld een broek, is het risico groter. Ik zou heel goed de voorwaarden 

lezen. Als ik de fiets bijvoorbeeld kosteloos kan retourneren als het niet bevalt, zal ik de aankoop eerder 

overwegen. Een mogelijkheid op de website waar consumenten reacties kunnen geven op het product, 

vergroot de geloofwaardigheid van de kwaliteit. Ik geloof wel dat het product een succes kan 

worden, als de marketing van de website goed is. Ik denk wel dat internet de toekomst is voor dit soort 

producten, omdat bedrijfspanden en personeel steeds duurder worden en de consument geen hoge prijs 

meer wil betalen om deze kosten te dekken. 

	Ja, ik denk dat dit een succes kan worden


Appendix 4: Competitors analysis- Explication table
Competitors analysis- Explication table 

From the table below the relative weaknesses and strengths of the direct competitors and the company will be determined.

	Features
	Cruise Control Bikes
	Matra Bike
	TweeMobiel
	Johnny Loco
	Like Bikes
	Fickser
	Electra Bike
	Plus Holding Argentinean Beach Cruiser

	Assortment of cruisers
	5
	1
	3
	5
	3
	4
	5
	2

	Price
	1
	3
	3
	2
	2
	2
	2
	5

	Quality of bicycles 
	4
	2
	4
	4
	4
	4
	4
	5

	Image
	5
	2
	3
	5
	3
	4
	5
	   5

	Guarantee
	3
	3
	3
	4
	5
	-
	4
	5

	Delivery time
	3
	4
	3
	3
	5
	-
	3
	1

	Total
	21
	15
	19
	23
	22
	14
	23
	23


1= very weak; 5= very strong 

	Companies
	Assortment


	Score

	Cruise Control Bikes
	A wide variety of different cruisers, models and accessories: Felt, Johnny Loco, Electra, Nirve enz. (Cruise Control Bikes, n.d. "Beach Cruiser" section).
	5

	MatraBike
	There is only one cruiser at the website (MatraBike, n.d., "Cruisers" section).
	1

	TweeMobiel
	Only one brand of cruiser: Electra. But different models of this brand are available at the website (TweeMobiel, n.d., "Beach cruisers" section).
	3

	Johnny Loco
	Wide range of products with five types of cruisers and besides that Johnny Loco also has accessories: Classic Cruisers, City Cruisers, Extreme Cruisers, Junior Cruisers, Urban Cruisers (Johnny Loco, n.d., "Cruisers" section). 
	5

	Like Bikes
	Different kind of brands and models of Beach Cruisers: Johnny Loco Extreme Cruisers, Johnny Loco Classic Townie, LikeBikes Cruisers ,Johnny Loco City Cruiser, Electra Lady, Electra Men (LikeBikes, n.d., "Beach cruisers" section).
	3

	Fickser
	Different kind of cruisers from different brands: Electra, Felt and Nirve (Fickser, n.d., "Cruisers" section).
	4

	Elektra Bike
	Wide assortment of cruisers, choppers and lowriders for men, women and children: Electra A’ dam. Electra Townie, Electra Cruiser, Electra Kids and Electra Tandem (Electra bike, n.d., "Cruisers" section).
	5

	Plus Holding/ Argentinean beach cruiser
	One type of cruiser available in three different colours: white with Celeste, black and chrome.
	2


	Companies
	Price*

Looking at models which have the similar characteristics as the Argentinean cruiser


	Score

	Cruise Control Bikes
	Cruiser similar to the Arg. Cruisers costs about euro 650 euro (Cruise Control Bikes, n.d. "Beach Cruisers" section).
	1

	MatraBike
	Price of the only cruiser is 299 euro (MatraBike, n.d., "Cruisers" section).
	
3

	TweeMobiel
	Cruiser similar to the Arg. Cruisers costs about euro458 euro (TweeMobiel, n.d., "Beach cruisers" section).
	2

	Johnny Loco
	Cruiser similar to the Arg. Cruisers costs about euro 500 euro (Johnny Loco, n.d., "Cruisers" section).
	2

	Like Bikes
	Cruiser similar to the Arg. Cruisers costs about euro 450 euro (LikeBikes, n.d., "Beach cruisers" section).
	2

	Fickser
	Cruiser similar to the Arg. Cruisers costs about euro 500 euro (Fickser, n.d., "Cruisers" section).
	2

	Electra Bike
	Cruiser similar to the Arg. Cruisers costs about 500 euro (Electra bike, n.d., "Cruisers" section).
	2

	Plus Holding/ Argentinean beach cruiser
	Price of the Argentinean beach cruiser is 179 euro
	5


	Companies
	Quality bicycles (on the website)


	Score

	Cruise Control Bikes
	All the different brands of cruisers, choppers and Lowriders on the website are of high quality
	4

	MatraBike
	The only cruiser being sold on the website has a good quality, but nothing else can be said about the quality of the other cruisers they might have that is why the quality is given a two.
	2

	TweeMobiel
	The different brands of cruisers being sold on the website  are of good quality
	4

	Johnny Loco
	All the products of Johnny Loco sold on the website are of good a-quality
	4

	Like Bikes
	All the cruisers sold on the website are a-quality brands
	4

	Fickser
	All the cruisers and parts on the website are of high quality
	4

	Electra Bike
	All the cruisers and products in the assortment on the website are of high quality 
	4

	Plus Holding/ Argentinean beach cruiser
	The beach cruiser is an a- quality cruisers and has all the features of a good bicycle. Moreover the bicycle has aluminium pedals. This is a product feature that most bicycles of Johnny Loco and Electra Bikes do not have.
	5


	Companies
	Image 
	Score

	Cruise Control Bikes
	Known in the Netherlands as ‘the” beach cruiser shop. The company has a good image in the Netherlands
	5

	MatraBike
	There is just one cruiser being sold on the website and this is the city cruiser. However the website is a good example of how to sell via internet. Low image awareness.
	2

	TweeMobiel
	Has a good image as internet seller of bikes. The assortment of Electra cruisers is quite big.
	3

	Johnny Loco
	Known worldwide for its brand and exclusive model. High image awareness
	5

	Like Bikes
	The company is known for the simple but clear website
	3

	Fickser
	In the world of cruisers and Lowriders this is a well known website for buying the bicycles.
	4

	Elektra Bike
	Known worldwide for its brand and exclusive model. High image awareness
	5

	Plus Holding/ Argentinean beach cruiser
	The company is new in the cycling market, but the idea is to come with a very nice website of quality and to promote the high quality bicycles via this website.
	5


	Companies
	Guarantee
	Score

	Cruise Control Bikes
	Guarantee depends on the brand of the bicycle and the producer. If the producer does not have any conditions regarding guarantee, than the company offers a guarantee of 1 year for the frame and 6 months for all the other parts (Cruise Control Bikes, n.d., "Garantie" section) 
	3

	MatraBike
	2 Year full warranty on construction and / or material errors of the frame 1 Year full warranty on manufacturing defects of other components (MatraBike, n.d., "Garantie & Service On-line fietsenverkoop" section).
	3

	TweeMobiel
	TweeMobiel uses the warranty of the manufacturer (Tweemobiel, n.d., "Veel gestelde vragen"  section 9)
	3

	Johnny Loco
	On all the Johnny Loco bicycles there is a guarantee of 5 years on the frame and one year for the other parts (Johnny Loco, n.d., "Garantie" section).
	4

	Elektra Bike
	The components and finish are warranted for one year 
	3

	Like Bikes
	Exchange guarantee if client is not satisfied (LikeBikes, n.d., " Algemene voorwaarden webshop"Garantie"  section 8)
	5

	Fickser
	Nothing known about guarantee
	-

	Plus Holding/ Argentinean beach cruiser
	No after sales. If after delivery the bike is damaged trough delivery or production mistakes the owner will receive a new bicycle.
	5


	Companies
	Delivery 


	Score

	Cruise Control Bikes
	The delivery time depends on the type of bicycle. The extra costs for the delivery are 35 euro (Cruise Control Bikes, n.d., “Bestel info” section).
	3

	MatraBike
	The delivery costs are 17,50 and the delivery is within 24 hours after making the order (MatraBike, n.d., “Garantie&Service On-line fietsenverkoop “section).
	4

	TweeMobiel
	The delivery time is 5-10 days and the costs of delivery are 17,50 euro (Tweemobiel,n.d., “Veelgestelde vragen” section 2)
	3

	Johnny Loco
	The delivery takes 5 days in case of buying directly from the web shop of Johnny Loco and the costs of this delivery are free if the total costs of the order are more than 300 euro (Johnny Loco, n.d.,” Service- Bezorging” section).
	3

	Like bikes
	Fast delivery within 24 hours and the costs of delivery are only 10 euro (Like Bikes, n.d., “Hoe werkt LikeBikes” section).
	5

	Fickser
	Nothing known about delivery time 
	-

	Elektra Bike
	The delivery is 5-10 days in case of buying directly from the retailer and a lot of models have a longer delivery time. Price of delivery depends per retailer.
	3

	Plus Holding/ Argentinean beach cruiser
	Price of delivery is 10 euro and time of delivery about 4 weeks.
	1


Appendix 5: Extra information about the Dutch cycling market


Extra information about the Dutch cycling market


Market
The Netherlands has a real cycling culture; there are about 17.8 million bikes and per household there are three bikes. In 2008 more than 1.5 million new bicycles were sold. The Netherlands are very flat and this makes the country perfect for cycling. The country has more than 11,000 km of bicycles paths. When looking at which way of transportation Dutch people use to go to their work 60% go by car, 10% use public transport and 30% use their bicycle to go to their work.  On average Dutch people cycle 4 km per day which is about 16 minutes per day ("Netherlands - Bicycle Market", 2007, "Summary" section).

Number of bikes sold

When looking at the number of new bikes sold in the Netherlands, there was a peak in 2000 with 1,517,000 new bikes sold. In 2001 the sale of new bikes decreased and kept decreasing until 2005. Since 2006 there was an increase in the number of bikes sold and in 2007 1.4 million new bikes were sold in the Netherlands (Bike Europe, 2007, “Fact and Figures” section, para. 5).

Number of new bikes sold in the Netherlands (x 1.000 units)
	2000
	2001
	2002
	2003
	2004
	2005
	2006
	2007

	1,517
	1,365
	1,324
	1,219
	1,250
	1,239
	1,323
	1,400


(Bike Europe, 2007, “Fact and Figures” section, para. 5).

In 2008 the sales of new bikes decreased with 85,000 in comparison with 2007. Despite the declining sales in 2008 the total turnover of the cycling industry last year was over 900 million euro, an increase of 7% against 2007. This increase was due to the emergence of the electrical bicycle in the Netherlands. The sales of the e-bike exceeded all expectations last year; 134,000 electrical bikes were sold against 89,000 bicycles in 2007. Through increasing sales the average price per sold bicycle rose with 14% in 2008 to 688 euro per bicycle ("Verkoop fietsen in Nederland flink gedaald", 2009, "Omzetcijfers", para.2).
At this moment, 2009, sales of new bikes are increasing again due to the current economical crisis. More people have to reduce on costs and that is why they choose more often to take the bicycle instead of the car. Moreover the high energy costs also play a role in the increase in sales of bicycles. Through the high energy costs it is visibly cheaper to use the bicycle instead of the car. Since the crisis Dutch people prefer to buy a nice and more expensive bicycle instead of a new car ("Steeds meer fietsen verkocht ondanks / dankzij crisis", 2009, "Hoge energieprijzen" section).

Price per bicycle
In 2006 the average purchase price of a new bicycle in the Netherlands was 582 euro and in 2007 the average purchase price of a bicycle was 603 euros (Bovag-Rai, 2008, “Fietsen in Nederland” section 1.4). In 2008 the average purchase price raised with 14% to 688 euro per bicycle ("Verkoop fietsen in Nederland flink gedaald", 2009, "Omzetcijfers", para.2). When looking at the price that Dutch people are willing to pay for a new bicycle; in 2000 Dutch people were ready to pay on average around 500 euro for a new bicycle. A survey of RAI, Bovag and the Fiets! Foundation in 2004 showed that Dutch people were willing to pay more money for a new bicycle. The survey showed that in 2004 40% of the consumers were ready to spend more than 700 euro for a new bicycle against 32% in 2003. At the same time the share of cheaper bikes decreased in sales from 52% in 2003 to 47% in 2004 (“Marktanalyse”, 2006, “De Nederlandse fietsenmarkt” section 2.1).
As can be seen from the table below 31% of the bicycles sold in 2007 were between 0-300 euro, 30% was between 301-699 euro and 39% was between 700->900. The average purchase price in 2007 was 603 euro (Bovag-Rai, 2008, “Fietsen in Nederland” section 1.4). 
Average purchase price new bicycle
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(Bovag-Rai, 2008, “Fietsen in Nederland” section 1.4).

Sales channels
During the last six years some important changes were visible when looking at the place of purchase of new bicycles in the Netherlands. In 2002 87% of the new bikes were bought in the bicycle trade against 13% in the trade strange channels like department stores. The sales via the bicycle trade declined since 2002 with 13% to 74% in 2007 (Bovag-rai, 2008, “Fietsen in Nederland” section 1.5). However, in 2008 the sales of new bicycles via the bicycle trade increased significantly in comparison with other years. In 2008 one million bicycles, 81% in total, were sold via recognized cycling retailers in comparison with 74% in 2007. 

In 2008 the sales via department stores like Gamma, Formido and other construction markets stayed behind ("Verkoop fietsen in Nederland flink gedaald", 2009, "Minder verkoop via warenhuizen", para.3).
Place of purchase of new bicycle

[image: image4.jpg]Vakhandel icyce trade
Branchevreemd Trade strange

(0.0, warenhuizen)  (department stores)
Totaal Total

Bron/Source: BOVAG-RA/GFK Panel Services

2007 2006 2005 2004 2003 2002
7% . 7 7 85 Ll
% 2 E 2 15 B

100 100 100 100 100 100




(Bovag-Rai, 2008, Fietsen in Nederland section 1.5)


Sales via the internet
When looking at the sales of bicycles via the internet this number increased since 2005. In 2005 the number of new bikes sold via the internet was about 3%, while in 2008 6% of the new bicycles were being sold online (Nujij, n.d. “Fietsenverkoop via internet stijgt langzaam”). The reason why people still prefer to buy a bike at a special retailer is because of the fact that they want try the bicycle before they purchase one.

Bicycle sales by type
In 2007 the sales of the standard/ tour bike increased in comparison with 2006; 60% of the new bikes sold were standard/ city tour bikes. Meanwhile the sales of the hybrid bike decreased to 10% of the sales. The sales of the children’s and youth bikes were 17%, this was 2% higher in comparison with 2006. The sales of the Mountain bikes/ ATB decreased further until only 3% (Facts and figures, 2007, section 7). The sales of the electrical bike increased a lot from 3% in 2006 to 6% in 2007. The main reason for this is the increasing aging of the Dutch society, who are looking for a comfortable replacement of the bicycle (“Fietsenverkoop herstelt zich”, 2008, “Aandeel stadfiets neemt toe” section, para.3).
New bike sales by category (in %)
	 
	2002
	2003
	2004
	2005
	2006
	2007

	Dutch City bike
	56%
	57%
	52%
	54%
	59%
	60%

	Hybrid bike
	16%
	15%
	18%
	17%
	15%
	10%

	MTB
	6%
	6%
	6%
	5%
	4%
	3%

	Juvenile bike
	18%
	17%
	17%
	17%
	15%
	17%

	Electric bike
	 
	 
	2%
	2%
	3%
	6%

	Rest
	4%
	5%
	5%
	4%
	4%
	4%


(Bovag-rai, 2008, Fietsen in Nederland, section 1.2)

Comparison new and used bicycles 
As can be seen from the table below the sales of new bikes stayed more or less stable between 2003 and 2007; in 2007 70% of the sold bicycles were new bicycles. When looking at the sales of used bicycles this number stayed also quite stable between 2003-2007 with 30% in 2007 (Bovag-Rai, 2008, “Fietsen in Nederland” section 1.11) 
New and used bicycles
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(Bovag-Rai, 2008, “Fietsen in Nederland” section 1.11)


Use of the bicycle
In the Netherlands the bicycle is very popular for commuting to work or school, about 47% of the Dutch population use their bike as a way of transporting to school or work. Moreover cycling is very popular for recreational use; during the weekends Dutch people like to make recreational trips on their bicycle. About 40% of the Dutch population use their bike for recreational use (Bovag-Rai, 2008, “Fietsen in Nederland” section 1.14). 
Use of bicycle
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(Bovag-Rai, 2008, “Fietsen in Nederland” section 1.14).
Appendix 6: Vehicle regulations bicycle 

Vehicle regulations bicycle
Voertuigreglement

Hoofdstuk 5 afdeling 9 Fietsen ("Voertuigregelement", n.d., "Hoofdstuk 5 Afdeling 9 fietsen" section)
§1. Algemene bouwwijze van het voertuig

Artikel 5.9.3

Het frame van fietsen mag:

a. niet zodanig zijn vervormd,

b. geen zodanige breuken of scheuren vertonen,

c. niet zodanig door corrosie zijn aangetast, dat de stijfheid en sterkte ervan in gevaar worden gebracht.

§2. Afmetingen en massa's

Artikel 5.9.6

1. Fietsen op twee wielen mogen niet breder zijn dan 0,75 m.

2. Fietsen op meer dan twee wielen en fietsen met zijspan wagen mogen niet breder zijn dan 1,50 m.

§7. Stuurinrichting

Artikel 5.9.29

1. Fietsen moeten zijn voorzien van een deugdelijke stuurinrichting.

2. De voor de overbrenging van de stuurkrachten noodzakelijke onderdelen moeten deugdelijk zijn bevestigd.

3. De voorvork van fietsen mag geen zodanige breuken of scheuren vertonen en niet zodanig door corrosie zijn aangetast, dat vervorming optreedt.

§8. Reminrichting

Artikel 5.9.38

1. Fietsen moeten zijn voorzien van een goed werkende rem.

2. Fietsen met uitsluitend velgremmen moeten zijn voorzien van twee goed werkende afzonderlijke remmen, waarmee twee wielen kunnen worden geremd.

Artikel 5.9.39

Van fietsen op meer dan twee wielen en fietsen met zijspanwagen moet de rem of één van de remmen in aangezette toestand kunnen worden vastgezet, tenzij een afzonderlijke vastzetinrichting aanwezig is.

§9. Carrosserie

Artikel 5.9.46

De trappers van fietsen moeten deugdelijk zijn bevestigd en zijn voorzien van een stroef oppervlak.

Artikel 5.9.48

Fietsen mogen geen scherpe delen hebben die in geval van botsing gevaar voor lichamelijk letsel voor andere weggebruikers kunnen opleveren.

§10. Verlichting, lichtsignalen en retroreflecterende voorzieningen

Artikel 5.9.51

Fietsen op twee wielen moeten zijn voorzien van:

a. een niet-driehoekige rode retroreflector aan de achterzijde van het voertuig;

b. witte of gele retroreflectoren aan de wielen;

c. vier ambergele of gele retroreflectoren aan de trappers.

2. Fietsen op meer dan twee wielen moeten zijn voorzien van:

a. een niet-driehoekige rode retroreflector aan de achterzijde van het voertuig;

b. een naar voren gerichte witte retroreflector indien de fiets breder is dan 0,75 m en is voorzien van één voorwiel;

c. witte of gele retroreflectoren aan de wielen;

d. vier ambergele of gele retroreflectoren aan de trappers.

Artikel 5.9.52

Zijspanwagens, verbonden aan een fiets, moeten zijn voorzien van:

a. een niet-driehoekige rode retroreflector aan de achterzijde van het voertuig;

b een witte of gele retroreflector aan het wiel.

Artikel 5.9.54

1. De rode retroreflector moet zijn aangebracht:

a. bij fietsen met één achterwiel tussen de bagagedrager en het spatbord, dan wel bij afwezigheid van een bagagedrager op het spatbord op een hoogte van niet minder dan 0,35 m en niet meer dan 0,90 m boven het wegdek, dan wel onder het zadel;

b. bij fietsen met twee achterwielen aan de uiterste linkerzijde, op een hoogte van niet minder dan 0,35 m en niet meer dan 0,90 m boven het wegdek;

c. bij zijspanwagens aan de uiterste buitenzijde, op een hoogte van niet minder dan 0,35 m en niet meer dan 0,90 m.

2. De in artikel 5.9.51, tweede lid, onderdeel b, genoemde witte retroreflector moet zijn aangebracht aan de uiterste linkerzijde van het voertuig.

3. De witte of gele retroreflectoren aan de wielen moeten de omtrek van het wiel volgen en op of zo dicht mogelijk bij de velg zijn aangebracht, zodanig dat zij aan beide zijkanten van het voertuig zichtbaar zijn.

Artikel 5.9.55

1. De in de artikelen 5.9.51 en 5.9.52 bedoelde retroreflectoren mogen niet zijn afgeschermd.

2. De in de artikelen 5.9.51 en 5.9.52 bedoelde retroreflectoren mogen geen gebreken vertonen die de retroreflectie beinvloeden.

3. De niet-driehoekige rode retroreflectoren en de witte of gele retroreflectoren aan de wielen moeten zijn voorzien van een door Onze Minister bekendgemaakt goedkeuringsmerk.

Artikel 5.9.57

1. Fietsen op twee wielen en fietsen op drie wielen met één voorwiel mogen zijn voorzien van een licht aan de voorzijde.

2. Fietsen op meer dan twee wielen met twee voorwielen mogen zijn voorzien van twee lichten aan de voorzijde.

3. Fietsen mogen zijn voorzien van een achterlicht dat is voorzien van een door Onze Minister bekendgemaakt goedkeuringsmerk.

4. Fietsen mogen zijn voorzien van: a. een naar voren gerichte witte retroreflector indien deze niet reeds ingevolge

Artikel 5.9.51 

verplicht is; b. ambergele retroreflectoren aan de zijkanten van het voertuig.

5. Zijspanwagens, verbonden aan een fiets, mogen zijn voorzien van: a. een naar voren gerichte witte retroreflector;

b. ambergele retroreflectoren aan de zijkanten van het voertuig.

6. Fietsen en zijspanwagens mogen zijn voorzien van extra witte retroreflecterende voorzieningen aan de voorzijde, extra niet-driehoekige rode aan de achterzijde en extra ambergele aan de zijkanten van het voertuig.

Artikel 5.9.60

De witte retroreflector op de zijspanwagen moet zijn aangebracht aan de uiterste buitenzijde.

Artikel 5.9.64

1. Fietsen mogen niet zijn voorzien van verblindende verlichting.

2. Fietsen mogen niet zijn voorzien van knipperende verlichting.

Artikel 5.9.65

Fietsen mogen niet zijn voorzien van meer lichten en retroreflecterende voorzieningen dan in de artikelen 5.9.51, 5.9.52 en

5.9.57 is voorgeschreven of toegestaan.

§12. Diversen

Artikel 5.9.71

Fietsen moeten zijn voorzien van een goed werkende bel.

E. Fietsen en daardoor voortbewogen aanhangwagens.

Artikel 5.18.28

1. Fietsen op twee wielen mogen met inbegrip van de lading niet breder zijn dan 0,75 m.

2. Fietsen op meer dan twee wielen en fietsen met zijspanwagen mogen met inbegrip van de lading niet breder zijn dan 1,50 m.

Artikel 5.18.29

Aanhangwagens achter fietsen mogen in aangekoppelde toestand met inbegrip van de lading niet breder zijn dan 1,00 m. En verder kom je nog tegen: Fietsen

Artikel 5.18.39

1. Fietsen die bij nacht of bij dag indien het zicht ernstig wordt belemmerd, worden gebruikt, moeten zijn voorzien van verlichting overeenkomstig het tweede tot en met het vierde lid.

2. Fietsen op twee wielen en fietsen op drie wielen met één voorwiel moeten zijn voorzien van een licht aan de voorzijde.

3. Fietsen op meer dan twee wielen met twee voorwielen moeten zijn voorzien van twee lichten aan de voorzijde.

4. Fietsen moeten zijn voorzien van een achterlicht dat is voorzien van een door Onze Minister bekendgemaakt goedkeuringsmerk.

Artikel 5.18.40

1. De in artikel 5.18.39 bedoelde lichten moeten goed werken.

2. De verlichtingsarmaturen en de onderdelen daarvan moeten deugdelijk aan het voertuig zijn bevestigd.

3. De glazen van de verlichtingsarmaturen mogen niet zodanig zijn beschadigd, gerepareerd of bewerkt dat de lichtopbrengst dan wel de functie nadelig wordt beïnvloed.

4. Lichten met dezelfde functie moeten van gelijke grootte, gelijke kleur en gelijke of nagenoeg gelijke sterkte zijn.

Lichten en retroreflecterende voorzieningen met dezelfde functie moeten op gelijke hoogte symmetrisch links en rechts van het midden van het voertuig zijn bevestigd.

5. De in artikel 5.18.39 bedoelde lichten mogen niet zijn afgeschermd.

Artikel 5.18.41

1. Het licht aan de voorzijde mag niet anders dan wit of geel stralen.

2. Het achterlicht mag niet anders dan rood stralen.

Artikel 5.18.42

Het achterlicht moet:

a. indien de fiets is voorzien van één achterwiel, in het midden van het voertuig zijn aangebracht op een hoogte van niet minder dan 0,25 m en niet meer dan 1,20 m boven het wegdek;

b. indien de fiets is voorzien van twee achterwielen of is verbonden met een zijspanwagen, aan de uiterste linkerzijde van de fiets zijn aangebracht op een hoogte van niet minder dan 0,25 m en niet meer dan 1,20 m boven het wegdek.

E. Aanhangwagens achter fietsen op twee wielen

Artikel 5.18.46

Aanhangwagens achter fietsen die bij nacht of bij dag indien het zicht ernstig wordt belemmerd, worden gebruikt, moeten zijn voorzien van een achterlicht dat is voorzien van een door Onze Minister bekendgemaakt goedkeuringsmerk.

Artikel 5.18.47

1. Het achterlicht moet goed werken.

2. Het verlichtingsarmatuur en de onderdelen daarvan moeten deugdelijk aan het voertuig zijn bevestigd.

3. Het glas van het verlichtingsarmatuur mag niet zodanig zijn beschadigd, gerepareerd of bewerkt dat de lichtopbrengst dan wel de functie nadelig wordt beïnvloed.

4. Het achterlicht mag niet zijn afgeschermd.

Artikel 5.18.48

Het achterlicht mag niet anders dan rood stralen.

Artikel 5.18.49

Het achterlicht moet uiterst links aan de achterzijde van het voertuig zijn aangebracht op een hoogte van niet minder dan 0,25 m en niet meer dan 1,20 m boven het wegdek.

§5. Verbinding tussen voertuigen

A. Alle categorieën samenstellen van voertuigen.

Artikel 5.18.54

Bij samenstellen van voertuigen moet de aanhangwagen door een enkele, passende en geschikte koppeling, die niet kan los-trillen, zodanig aan het trekkend voertuig zijn verbonden dat zijdelings uitwijken van de aanhangwagen zoveel mogelijk wordt voorkomen.

D. Samenstellen van fiets en aanhangwagen.

Artikel 5.18.59 

Een aanhangwagen achter een fiets moet goed met de fiets zijn verbonden.

Appendix 7: Personal communication Martijn van Dort 

Personal communication Martijn van Dort

Summary: Interview by phone on March 18, 2009 with one of the owners of Plus Holding BV, Martijn van Dort

Kijkend naar marketing, wat zijn dan de sterktes en zwaktes van het bedrijf?

“De marketing van Plus Animations bestaat voornamelijk uit Google Ads en mond op mond reclame. Hierdoor hebben we al een beetje bekendheid gekregen op de markt. Maar we moeten vooral de marketing via Google Ads verbeteren. Daarnaast moeten we onze contacten beter onderhouden. Ook is het bedrijf nog erg jong dus daarom denk ik dat we de marketing zeker nog kunnen verbeteren.”

En kijkend naar het management van het bedrijf, wat zijn dan de sterktes en zwaktes?

“Hier moet nog veel veranderen. We zijn alle drie nog erg jong en we moeten nog veel ‘skills’ op deze markt ontwikkelen. Dus je kunt hier gerust zeggen dat het nu nog zwak is omdat het bedrijf nog erg jong is”. 

Wat kan je over het personeel vertellen?

“Als je nu kijkt naar Plus Animations merk je dat Fernando het team niet goed kan leiden. We hebben iemand nodig die in staat is om de rollen te verdelen en veel taken op zich te nemen. Het gebeurd nu vaak dat er nog veel fouten worden gemaakt en ook zijn projecten veel later klaar dan nodig. We hebben mensen nodig die gestructureerd werken en geconcentreerd zijn. Dus er moet als je kijkt naar het personeel nog veel worden aangepast”. 

En kijkend naar innovatie, wat zijn dan de sterktes en zwaktes?

“We proberen constant op de hoogte te zijn van de laatste innovaties in de markt. Daarnaast hebben we een goed opgeleid team wat veel kennis heeft van de markt. Maar nogmaals het bedrijf is erg jong dus ook dit is allemaal nog vrij nieuw voor ons”.

En hoe zit het met de productie?

“We hebben zoals je weet een kantoor in Buenos Aires, daardoor kunnen we besparen op kosten. Dus dit is een voordeel voor ons. Maar ons team is nog heel jong en niet alle werknemers hebben ervaring met sommige programma’s. En zoals je soms zelf wel hebt gemerkt kan het een chaos zijn zodra Norbert (leidinggevende in Argentinië) even weg is. Dus hier moet nog aan gewerkt worden.”

En hoe zit het met de financiële situatie? Hoe financieren jullie alles?

“Alles binnen het bedrijf worden uit eigen vermogen betaald. Dus de werknemers en de vaste en tijdelijke lasten worden betaald uit eigen vermogen. 

De financiële situatie op dit moment is zwak door de crisis. We hebben zelfs een paar maanden geleden moeten besluiten om verder te gaan of niet. We zijn doorgegaan, maar er moeten meer opdrachten binnen komen zodat we financieel weer wat veiliger staan.” 
Appendix 8: Advertisement at Hyves between March 18 and April 30

Advertisement at Hyves between March 18 and April 30
	Campagne specificaties 
	Views 
	Kliks 
	Klik ratio 

	Periode: 18/03/2009 - 30/04/2009 
Gekochte views: 740 (nog 324 views over ) 
Targets: Netwerk 
	422 
	7 
	1.66% 


	Ben je op zoek naar een nieuwe fiets? Dan is dit je kans! Voor 175 euro kun je de eigenaar worden van een gloednieuwe fiets! 
[image: image7]
Het gaat om de Argentijnse beach cruiser, dit is een leuke en hippe fiets afkomstig uit Argentinië. De fiets is ideaal voor in de stad en perfect voor studenten! 

De fiets heeft de volgende eigenschappen: 

- Verkrijgbaar in zwart, wit met celeste of chroom 
- a -kwaliteit 
- Gemakkelijk zelf in drie stappen in elkaar te zetten 
- Garantie: Indien bij de levering blijkt dat de fiets door levering of andere productiefouten beschadigd is krijg je een nieuwe fiets 

Prijs: 175 Euro, exclusief 10 euro verzendkosten 
Ben je geïnteresseerd? Mail dan naar cruisertekoop@hotmail.com voor meer informatie!! 
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