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Nedcars’ penetration into the business market

Introduction

This thesis is about the expansion of Nedcars Autoverhuur
 into the business market. Nedcars Autoverhuur is a car rental company based in Amsterdam, aiming at both private and business customers, but wishing to be more active in the business market. 

The company was founded in 1985 by Cees Nederveen and ever since, the company has been focusing on offering young
 and well-maintained vehicles. These vehicles are passenger cars, delivery vans, and minibuses. In 1999 Ronald Meijers joined the company. As of January 2005 he became official partners with Cees Nederveen. Nederveen retired in October 2006 and since then Ronald Meijers has been fully responsible for running the company.

Nedcars is a relatively small company with one office and only several employees. At the time of writing, it has 57 rental cars, which is a small number in the industry. However, over the last two years the number of cars has been growing. The company serves both private and business customers. 

When Nedcars was taken over, the appearance of the company as well as the way it was organised needed modernisation. Ronald Meijers is going for a new and fresh start of Nedcars. Among other things, a new website with a more professional and modern look has been launched and the office has had a total make-over.
Being part of the company’s personnel I have gotten more and more involved with every aspect of the company. Since the company is rather small I have been able to give advice which is being appreciated. This is the reason why I am interested in the new course the company wants to take: to expand its activity in the business market. This thesis concentrates on how communication can help Nedcars attract new customers in the existing business market. 

Research objective and central question
I have come up with the following research objective:

To design communication strategies in order to help Nedcars Autoverhuur attract more business customers.
And the following central question with that:

How can communication help Nedcars attract more business customers?

Sub questions

· Does Nedcars meet the needs of business customers?

· What does Nedcars offer?

· What are specific needs and expectations of business customers?

· How can prospects be effectively reached? What communication instruments do they use? 

· How competitive is the car rental market?

· Are Nedcars’ current marketing communication efforts sufficient?

· In what way does Nedcars want to attract new business customers?

Research methods

Primary research
· Interviews with Nedcars’ management have given more insight into many aspects of the company, such as: its competitors, its customers, its policies, the values of the company, and the current communication tools.
· A survey was conducted among Nedcars’ current and former business customers. An online questionnaire was sent to 385 companies, of which 85 responded. The survey served to find out more about the consumer behaviour; how often they rent cars, what type of car, what tools they consider to be effective, etc. A complete overview of all findings is found in the appendix. When results are used in this thesis, this will be made clear in the text.

Secondary research

Desk research that has been useful includes the following:
· The Internet

· Literature
· Nedcars’ internal research and documents

· BOVAG reports

· Chamber of Commerce
Chapter overview

1. About the Company
This first chapter will further introduce Nedcars Autoverhuur and will more thoroughly discuss personnel, the company’s values, and its mission. Also it will introduce its current customers. It will serve as the context of this thesis.
2. Situation Analysis
In the second chapter the problem will be described by analysing the market, the competitors, current customers, and the brand. Furthermore, it will include a SWOT analysis as well as an explanation of the core problem and the policy goal.

3. Communication Analysis
The communication analysis will point out what the information requirements of the target group are. Furthermore, it will discuss the current communication tools and the communication goal.
4. Target Groups and Objectives
This fourth chapter will give an overview of the primary target group of Nedcars and how this group will be divided. Then, the objectives for the communication efforts will be set up. These objectives are the beginning of the actual plan.
5. Communication Strategy
By discussing the approach, positioning, the central theme, and the messages, the key idea will be developed. The communication instruments will make clear what efforts are actually going to be taken.
6. Organisation
This chapter will cover the organisation of the campaign: How it is planned, in what order, time management, and budgetary matters.

7. Conclusion and recommendations

In this final chapter a conclusion of this marketing communication plan will be provided and recommendations will be clarified.
1.
About the Company
In this first chapter, Nedcars will be further introduced. First, the company’s history and current situation will be discussed briefly. Secondly, the way the company is organised concerning personnel will be further explained. Then the company’s values and mission will be covered. Finally, the company’s target market will be introduced.
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Nedcars is located in the West of Amsterdam, in the Borough of Bos en Lommer, as indicated in the map. Ever since the company was founded it has been serving this part of the city. Most of the customers are from here, although the target market is larger (Nedcars, 2006). The office is right on an important entrance route into the city, close to Motorway A10 (Ring Amsterdam) and relatively close to the city centre and the industrial area of Sloterdijk where many new companies are located (R. Meijers, personal interview, March 10, 2008). Across the street from the office is Nedcars’ own parking where, besides the rental cars (the fleet), customers’ cars can also be parked for free. 
1.1
The fleet

Nedcars’ fleet of rental cars is diverse and includes passenger cars, delivery vans, and minibuses. From Nedcars’ internal documentation, it was derived that at this moment, Nedcars has a fleet of 57 cars. Passenger cars are categorised from class A to E with class A being smaller and E larger. Available makes are Volkswagen and Citroën. Nedcars’ current fleet consists of 29 passenger cars (51%). There are also 4 minibuses (7%) (Nedcars, 2008) of which only one type is minibus available (Volkswagen Transporter Kombi) and they are suitable for up to nine passengers.
The other 42% are delivery vans. Among delivery vans there is more variation. They are categorised from A to F. Their load capacity ranges from 3.5 cubic metres to 22 cubic metres. Available makes are Volkswagen, Fiat, and Ford (Nedcars, 2008).
1.2
Personnel
To get a little more insight into the company’s organisation its personnel will be discussed. Nedcars has eight employees. Together with Ronald Meijers, two employees form the Management Team. Besides them, there is one extra front desk employee and five so-called “hikers”.
Management Team
The following people are in the management team:

· Ronald Meijers

· Jeroen Meijers

· Marco Bijkerk
The management team holds meetings every two weeks to discuss current developments, future plans, financial matters, company policies, etc. Besides these meetings, Marco Bijkerk is Nedcars’ part-time business consultant. He does not make any final decisions, but he is an advisor to Ronald Meijers and his opinion and his thoughts are of great importance. Jeroen Meijers is Nedcars’ most important front desk employee, but he is also in charge of e.g. the company’s automation and the website. Besides his responsibilities as managing director, Ronald Meijers also works at the front desk when needed.
Front desk
The following people run the front desk:

· Jeroen Meijers

· Ronald Meijers
· Rogier Wolthuis 
The front desk is mainly run by Jeroen Meijers. Ronald Meijers takes over when Jeroen is unavailable. Then, Rogier Wolthuis is hired to run the front desk on Saturdays. These employees can be considered as sales people.
Hikers
There are five hikers at Nedcars. Hikers are employees who pick up and deliver cars and are responsible for making cars ready to be rented out. Hikers come and go and the work is mainly done as a student job.
Issues

Eight employees is not a lot, especially since six of them are on a part time basis. Only Ronald Meijers and Jeroen Meijers work full time. Among management tasks and many other chores behind the scenes, they also need to run the front desk. Therefore, there is not much time for important matters such as making plans for the future, and thinking of policy goals. To solve this issue, the management is currently looking for a new employee who should eventually run the front desk alone to give Ronald and Jeroen some space and time to work “behind the scenes”.
1.3
Values and mission

In order to obtain a first idea of Nedcars’ identity the company’s values and mission are to be examined. In this way it can be found out what Nedcars really stands for and what is important to the company.
Values
The following three values give a good description of the management’s ideas on company policy and what they stand for (R. Meijers, personal interview, March 10, 2008). This is how Nedcars wants to be perceived in the business market.
· Quality

First, Nedcars has young cars (two years old and younger for passenger cars, 3 years old and younger for vans). Secondly, all rental cars undergo regular maintenance and service checks (every 10 days) and vehicles are cleaned, both inside and outside, after each rental. Then, damages are usually repaired as soon as possible. Finally, the company offers high service.
· Reliability

An important part of this service is reliability. Personnel are honest to their customers, have a lot of knowledge, and are interested in the customer’s needs. To give an example; when a customer does not know what size of delivery van he might need, Nedcars’ employee will try to find out what will be the best option.
· Flexibility

If a customer requests something that is not usually offered, Nedcars’ personnel will try their best to fulfil the client’s needs. E.g. roof boxes: Nedcars does not have these but they solve the problem by renting a roof box and providing this to the customer fixed on the roof of the rental car. In this way, customers do not need to look for a roof box themselves.
Mission 
Nedcars does not have an official mission statement, but the management does know what they stand for: to offer young, reliable rental cars. Nedcars likes its customers to feel at ease, so high service is implemented. To maintain high quality and high service, there is a critical attitude towards hiring personnel. Nonetheless, Nedcars is eager to keep its prices affordable and competitive. Wanting to focus more on business customers than private customers is a new aim for the company, although not unfamiliar since a majority of the customers is business customers already (R. Meijers, personal interview, March 10, 2008).
1.4
Target market

To see what kind of customers Nedcars has the target market will now be briefly introduced. Nedcars’ target market is very diverse. The consumer market consists of a variety of customers. Some do not own a car themselves due to parking problems and bad traffic in the city, some need a van for moving, others use minibuses for group vacations.
Besides private customers, rental cars are also available to business customers. Nedcars wants to aim more at business customers for the following reasons (R. Meijers, personal interview, March 10, 2008):

· Fewer risks. From experience, Nedcars’ management knows that business customers can be better trusted. Among business customers Nedcars has experienced less theft and damages than among private customers.
· Frequency. Many business customers tend to rent cars frequently. It works easier when the customer is known to the personnel which also makes it easier to offer more tailor-made services. High frequency obviously also means more business.
· Fewer seasonal fluctuations; business goes on the whole year round.
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This is why the future of the company is more aimed at business customers and less at private customers (although they will not be excluded). As shown in the graph of figure 2 about 34% of the current clientele are private customers (Nedcars, 2006), which means that the remaining 66% are business customers. 
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1.5
Conclusion

At the end of this first chapter Nedcars has been further introduced. It was made clear that three sorts of cars are available: passenger cars, minibuses, and delivery vans. Furthermore it is now known how personnel are organised and managed and that the management currently does not have space and time to work behind the scenes, which is why Nedcars is looking for more personnel. We also learned that the company stands for quality, reliability, and flexibility, which is part of the company’s identity. Then, it was explained that Nedcars wants to focus more on business customers rather than private customers because this involves fewer risks; business customers tend to rent more frequently and there are fewer seasonal fluctuations. Finally, the company’s target market was introduced; 34% of the current customers are private customers and 66% are business customers.
2.
Situation Analysis

This chapter will further explain the problem and its details. To understand the problem it is necessary to also understand the market, the current users and decision makers, the company’s competitors and a brand analysis. Furthermore, a SWOT analysis will point out what goes well and what does not. Then, the bottlenecks and the core problem will be determined and finally, a policy goal will be set up. But first, we will take a look and see what Nedcars’ market is about.
2.1
Market Analysis

The market in which Nedcars operates is the car rental market in and around Amsterdam (the so-called Great Amsterdam area). This market is highly competitive and consists of both multinational companies (internationals) and small and medium-sized enterprises (SMEs) that operate more locally, the so-called local companies. The car rental market in The Netherlands is doing well. After 2001 profits were decreasing fast, but the market recovered soon. In 2005 the total turnover in the car rental market even increased by 10% (BOVAG AVL, 2006). In order to find out more about this market in which Nedcars is a player, it is important to further define this market. This will be done by analysing the company’s segmentation, its structure in the market, and the trends and issues that currently occur in the market.

Segmentation
Well-known internationally operating companies are very much dependent on tourism because of their cooperations with travel agents and their brand awareness (R. Meijers, personal interview, April 15, 2008). Local companies, including Nedcars, focus on local, both private and business customers. Tourists are not very common among Nedcars’ customers. Aiming at general business customers is a clear segmentation.
When it comes to regional segmentation, Nedcars operates in the Great Amsterdam area. This area includes cities as Zaanstad, and Amstelveen (“Stadsregio Amsterdam”, 2008, ¶ 3). However, because of the location, most activities are concentrated within the western area of Amsterdam. A big advantage of customers in this area is that the offices of business customers are easier to be reached (for pick-up and delivery) and Nedcars’ office can also be reached more easily by business customers from West Amsterdam due to the distance and the bad traffic in and around Amsterdam. 
Structure

In the business market Nedcars operates in a monopolistic competitive market; there are many car rental companies active in the business market offering a heterogeneous product. According to Verhage (1998, p. 533) these are characteristics of this market structure. The reason why these companies are considered different from competitors relates to the fact that competitors are located in different parts of the city. Furthermore, there are differences in the target market where internationals mostly aim at tourists and other companies aim at business customers. Then, car rental companies tend to be very different when it comes to quality and service. Finally, there are differences in the kind of cars companies are equipped with. Especially in the business market, customers tend to be more demanding when it comes to these characteristics of car rental companies (R. Meijers, personal interview, March 10, 2008).
Trends and issues
Trends and issues are important to see what is going on in the market and to find out if there are any new developments that should be kept in mind.
Economy and flexible car use
After a period of minimum growth the Dutch economy is improving and it is likely that this will continue. The car rental market is very dependent on the trend of the market, which means that a growing economy will result in a growing car rental market. For the Dutch business market this growth means that there will be a greater demand for cars, either to be bought or rented (BOVAG AVL, 2006, p. 11).

One day a company might need a delivery van while they will need a passenger car the day after. This is called flexible care use. Where companies used to solve this need in a different way, it is now likely that companies will sooner decide to make use of rental cars due to the economic growth (BOVAG AVL, 2006, p. 13).
Higher demand leasing cars
The demand for leasing cars is increasing. An improving economy together with a higher demand of higher educated personnel causes a higher demand for leasing cars in the business market. The result is a longer term of delivery for these leasing cars. To fill in the gap, cars will be rented. This can cause a higher demand for cars in shortlease (BOVAG AVL, 2006, p. 11).
Shortlease means providing a leasing car for a shorter period of time in the business market. Usually a leasing car is financed for 3 to 4 years. But for example during short projects, it would be wise to consider shortlease to be able to provide a car for employees. Also when a leasing car is in order, an employee could make use of shortlease first until the leasing car has been delivered. Shortlease is usually preferred when a car is needed for more than one month and less than one year. The advantage is that the car brings in money while it needs no looking after (R. Meijers, personal interview, March 10, 2008).
Rising expenses 
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An important issue is petrol prices. Including taxes, petrol is very expensive in The Netherlands and the oil prices are rising. At the time of writing petrol prices are as high as €1.57 per litre. The Dutch government is not likely to compensate these elevated prices. Although Nedcars does not pay for fuel (fuel is at customers’ expenses), its customers do have higher expenses which could be a reason for not renting cars (or driving in general).
2.2
Users and decision makers 

In chapter 1.4 the target market was first introduced. It is known that Nedcars wants to aim more at business customers. This is why current business customers will now be further analysed.
Current business customers
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When observing the graph in figure 3 Nedcars’ business customers are clearly divided into three groups (Nedcars, 2006): 

1. Leasing companies:
22%

2. Car dealers:


15%

3. General businesses:
63%

Leasing companies and car dealers are very important customers to Nedcars. However, doing business with these groups, as well as communicating with them and reaching them with promotional activities is a very different story. This plan concerns the third and largest group of business customers: the general business customers. 

General business customers
These general business customers (blue part of the graph in figure 3) come from Small and Medium-sized Enterprises (SMEs) which makes it a very heterogeneous group for the following reasons; 
· They are active in very diverse business areas

· Organisations range from small to large

· As a customer they need different types of cars for different purposes

· Some rent more cars and more frequently than others

Below, in the graph of figure 4, you can see in what line of business current customers are active. This graph is a more detailed overview of the blue part of the graph in figure 3.
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Most important industries
It is clear that some industries provide more customers than others. The three most important industries are: Entertainment, Transport / Delivery services, and Advertising. These three will now be discussed to see what their needs are and how these industries are different.
Entertainment industry
Companies in the entertainment industry use all kinds of cars for many purposes. Customers from this industry are very much welcomed since they tend to be dynamic companies with young people. The products Nedcars offers seem to match well with the desires of many companies from this area. In this industry flexibility is considered to be very important and greatly appreciated by current customers from this industry (R. Meijers, personal interview, March 10, 2008).
Transport / delivery services
The industry of transport and delivery services uses mainly delivery vans to transport and deliver a wide variety of goods such as mail and packages, cigarettes and candy bars to supply vending machines around the country, but even airplane parts have been transported around Europe in Nedcars’ vans. Companies usually use rented vans when they are short on vehicles themselves. However, a disadvantage according to Nedcars’ management is that many drivers from this business area return the cars in bad shape: much damage and dirty, smelly, messy cars are quite common. Because this industry is very dependent on cars, some customers from this industry tend be have high demands: they prefer young reliable cars at low prices, but also vans with no side and rear windows or a specific interior (R. Meijers, personal interview, March 10, 2008).
Advertising industry
The third industry that is important to Nedcars’ is the advertising industry. The diversity among companies from this industry is very large though. Like the customers from the entertainment industry, customers from the advertising industry also tend to be dynamic companies with many young people. An advantage is these customers tend to rent cars for projects which means cars will be rented for a longer period of time (R. Meijers, personal interview, March 10, 2008).
Consumer behaviour
To find out more about the behaviour of business customers and how they are influenced, it is necessary to look at the results of a survey, which was conducted among Nedcars’ current business customers. A complete overview of the results can be found in the appendix. Now, only the results concerning consumer behaviour will be mentioned. 
When asked how often the respondent rents cars, most respondents answered a couple of times a year (45.9%). This shows that the frequency of renting cars is quite regular, although some customers rent more frequent that others.
The reason why they make use of rental cars is mainly for temporary projects (46.8%). It is likely that this is because of the fact that during projects more cars than usual are needed which makes it more interesting for companies to rent a car instead of owning one or having a leasing car.
Looking at the type of car they need most, it is clear that delivery vans are most popular (45.2%). Passenger cars and minibuses are almost equally needed (27.9% against 26.9%).
Then, questions were asked to find out more about searching behaviour. When asked how customers had found Nedcars when they first became customers, the majority answered they had heard about the company through word of mouth (33%). Around 23.1% first came to Nedcars because they got to know the company by living or working close to Nedcars’ office and 14.3% first found out about Nedcars through the Internet.
Finally, the respondents’ behaviour concerning competitors showed that 49% of Nedcars’ business customers also do business with other car rental companies. This shows that competitors are quite heterogeneous and that customers use different car rental companies for certain other needs Nedcars cannot fulfil. 
Decision makers
Describing the decision makers is rather complicated, since this is different for every business customer as this is a very heterogeneous group which has consequences for who the decision maker is. Some organisations have no employees at all whereas others might have up to 250. So, in many cases the decision maker is the same person as the one who will eventually drive the car: the whole process from searching for information to driving the car involves only one person. In other cases, however, the person who will eventually drive the car is likely not to be the decision maker, neither to have been searching for information himself. Sometimes we can even speak of a ‘decision-making unit’ (DMU). A DMU is common when more than one person influences the decision and when more people (e.g.: users, influencers, and buyers [Havelaar, 1997, p. 61]) “get together to make a joint decision regarding the purchase” (Vos, Otte & Linders, 2003, p. 58). This usually concerns shortlease.

2.3
Competitor analysis

As stated before, the car rental market in the Great Amsterdam area is highly competitive and consists of both large internationals and smaller, local companies. The Dutch car rental market consists of many more local companies (79%) than internationals (21%) (BOVAG AVL, 2005), but it can be taken for granted that the percentage of internationals is much higher in the Great Amsterdam area. This competitor analysis will cover the most important competitors in the business market in the Great Amsterdam area. 
Primary competitors
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Diks Autoverhuur has four offices of which three are in Amsterdam and one in Amstelveen which makes it a locally operating company (Diks, 2008, “Vestigingen” section). Diks is Nedcars’ most important and direct competitor. Like Nedcars, Diks is very active in the Western parts of the city. Two of their offices are located in West Amsterdam and one of them even within very close vicinity (one kilometre) of Nedcars’ office. Unlike Nedcars, Diks mainly focuses on high profit and low costs. Service and quality are much less important. Diks’ strength is the availability of cars: there is almost always a car available when you need one (R. Meijers, personal interview, April 15, 2008). Then, Diks is very easily found using Google search engine. Finally, Diks has the image of being low priced. The fact that many of their cars are old (older than three years) and look a little run down contributes to this image (R. Meijers, personal interview, April 15, 2008). Of all survey respondents 5.2% says they also work with Diks.
EasyRent is part of DutchLease leasing company (EasyRent, 2008, “Over EasyRent” section, ¶ 1) and has four offices throughout the country, of which one is located in Amsterdam. The Amsterdam office is located right in the middle of the industrial area of West Amsterdam where many of Nedcars’ customers are from too. EasyRent is focused on business customers and barely has any private customers. However, EasyRent focuses mainly on car dealers, leasing companies and big enterprises. They take advantage of being part of a leasing company by having access to an extensive network that provides many of its customers (R. Meijers, personal interview, April 15, 2008).
KAV is much larger and operates throughout the country. KAV has 25 offices in The Netherlands of which 2 in Amsterdam (KAV, 2008, “Locaties” section). KAV mainly focuses on delivery vans and trucks and also on special requirements such as refrigerator vans, vans with automatic gear box, large trucks, tractor units, cranes, and other heavy-duty vehicles (KAV, 2008, “Bedrijfwagens” section). The two locations of KAV in Amsterdam are not close to Nedcars, but Nedcars’ customers needing special vehicles as mentioned before, do need to make use of this competitor’s services (R. Meijers, personal interview, April 15, 2008).



Hertz is a well-known international company with offices all over the world. In The Netherlands, Hertz has 38 offices (Hertz, 2008, “Locations” section). Besides Schiphol airport, Hertz has two offices in Amsterdam. One is in the city centre and one in the industrial area of Amstel Business Park in East Amsterdam. Although the latter is not close to Nedcars, it is the most important one because of its location in an industrial area among many business consumers. 
Hertz was the first car rental company in the world and is the world’s largest (Hertz, 2008, “Hertz Zakelijk Profiel” section, ¶ 3 & 7). Although Hertz is more aimed at tourists, its strength in the business market is without a doubt its brand awareness. Besides brand awareness, Hertz usually offers very young passenger cars (less that one year old) and like Nedcars these cars are all very clean and well-maintained (R. Meijers, personal interview, April 15, 2008).
Secondary competitors
Amcar, Ouke Baas, Kuperus en Drive Yourself are local companies that are considered to be secondary competitors due to the fact that their offices are not located near Nedcars. They serve other parts of the city. Europcar, however, is an international company but lacks brand awareness in the business market (R. Meijers, personal interview, April 15, 2008). Budget and Sixt are low budget car rental companies with mainly passenger cars. They are active in the business-to-business market but the profile of their target group is different; people to whom the price is the main decision making factor (R. Meijers, personal interview, April 15, 2008).
2.4
Brand analysis

To see whether and how Nedcars is different from its competitors, this brand analysis will firstly discuss the identity and positioning to see how Nedcars wishes to be perceived. Discussing the brand awareness and appreciation will then further clarify the current situation of the company. The marketing strategy and marketing objective will give away how the company wants to develop.
Identity and positioning
When looking at what Nedcars stands for, we go back to the company’s values: Quality, reliability, and flexibility (see also chapter 1.3). This seems to be well understood by customers, according to the survey results. The three values mentioned above turn out to be in the top five of most appreciated characteristics of the company. However, what customers experience as the most valuable characteristic is the friendliness of Nedcars’ personnel. Some examples of the way the company tries to be professional are: All employees are supposed to know a lot about the rental cars. When customers have questions, these should all be answered properly. Nedcars should offer exactly what the customer is looking for. If not, then Nedcars will try to help them find it. Customers need to feel as guests and this is how they are treated; small talk is considered important, an employee will bring the car to the customer at the office, and customers are always served coffee when time allows them. These are some examples that show how customers are treated. The personal attention they get at Nedcars and the reliability and flexibility customers appreciate in Nedcars is something that usually lacks at competitors (R. Meijers, personal interview, April 15, 2008).
Then, the quality of the rental cars is better than that of most competitors. Local companies tend to aim more at low prices and less quality: most local competitors do not have the capacity to clean their cars and to perform pre rental checks before each rental. Their customers end up driving dirty cars that are relatively old poorly maintained. Nedcars tries to do that differently (R. Meijers, personal interview, March 10, 2008)
Nedcars wants to be different from its competitors by emphasising this identity. This is important since this is a reason for customers to come back and why they prefer Nedcars above competitors where less service and quality has been experienced (R. Meijers, personal interview, March 10, 2008). The survey results also showed this, as discussed earlier. Being well-groomed and professional was also confirmed by the industry organisation’s most recent systematic quality audit (BOVAG AVL / ViaNorm, 2007).
Perception

The perception of the company tells us how people think of and feel about the company. This part is split in two parts: brand awareness and appreciation.
Brand awareness

When looking at the competitor analysis it is clear that there are many competitors in the Amsterdam car rental market. Within this market there are some widely known companies as Hertz. When people need a rental car for the first time, these names will first come up in their minds. Some might not even look further. On a smaller scale, though, brand awareness certainly is present. Of all survey respondents, 31.1% admitted recognising Nedcars vehicles’ car advertising on the road. But because Nedcars is a small company in a highly competitive market and not making much use of marketing, it is to be concluded that brand awareness needs great improvement.
Appreciation
From the survey it is known that friendly personnel is was answered the most with a percentage of 10.7. Then, reliability, service, personal attention, and flexibility were also mentioned (all around 8%). This also confirms that business customers consider these features to be important when renting cars and that this is what customers appreciate in Nedcars.
Marketing strategy and objectives
The marketing strategy will show us what kind of player Nedcars wants to be in the market. The marketing objective will give a more detailed goal on what Nedcars wants to reach within the scope of marketing.

Marketing strategy
The Ansoff Product-Market Growth Matrix is a marketing tool that helps determining what strategy to choose. The matrix consists of four strategies (Essink-Matzinger & Gerritsen-van Veghel, 2006, p. 102):

	
	Present product
	New product

	Present market
	Market penetration
	Product development

	New market
	Market development
	Diversification


As known, the product is the car rental service and the market is the business-to-business market in the Great Amsterdam area. What Nedcars will go for is market penetration; neither the product nor the market is new. The fact that Nedcars wants to focus specifically on the business market is new, but the company is already present in the business market.

Marketing objective
To get an idea of what this marketing strategy means, a marketing objective is set up. A marketing objective is to show what Nedcars wants to reach through marketing in a certain period of time. Keeping this in mind, the following objective has been formulated:
Nedcars’ turnover coming from business customers is to be increased from 41% to 56% within three years after the implementation of this plan.
This means the percentage will increase by 15%. By aiming more at business customers, Nedcars’ turnover will need to be increased mainly by this group. By increasing this percentage, the percentage of private customers will evidently decrease (also see figure 2 in chapter 1.4). 
2.5
SWOT Analysis

A SWOT analysis shows what the strengths and weaknesses of the company are (internal) and also what opportunities and threats occur (external). These are all important matters that need to be taken into account when further developing this plan. 
Internal
Firstly, the internal part of the SWOT analysis will be determined: the strengths and the weaknesses.
Strengths

· Business customers highly appreciate the company’s service, its reliability, and the personnel’s friendliness. 
· Prices. Prices tend to be just below competitor’s prices. This is an important strength in combination with the quality and service Nedcars offers.

· Parking. Nedcars has its own private secured parking and service point for washing cars and for some maintenance. Customers can leave their own car (or bike) at this parking for free so that they do not need to pay to park their car in the street. This is a unique selling point in Amsterdam.
· Location. Nedcars is located just outside Amsterdam’s city centre and very close to the A10 motorway (ring road) on one of the main entrance roads from the motorway to the city centre. Nedcars can easily be reached by car and public transport. This makes Nedcars easily accessible.

· Location. The company is close to all industrial areas in the western part of Amsterdam where many companies are located.
· Unique selling point: delivery and pick-up of cars for business customers.

· Quick service. Because Nedcars is just a small company, organisation is less complex. E.g. when a car is urgently needed Nedcars can make that possible within 20 minutes (depending on the destination), including delivery. Other companies may require a reservation 24 hours in advance. 
· 24-hour return possible. Customers can return rental cars at any time. Keys can be dropped in the key safe.

Weaknesses

· Budgetary limitations. Although profitability is improving, the profit is little. Nedcars cannot take financial risks or make large investments. This also means that there is little money available for marketing communication.
· Of the current business customers, 19.1% indicated that they know Nedcars because they live close to the office. This shows that there is a lack of marketing: people who do not live close to the office are not aware of Nedcars’ existence.

· Little personnel. If Nedcars grows bigger and gets busier, this will become a problem.
· Although rates are not higher than competitors’ rates (R. Meijers, personal interview, May 13, 2008), according to the survey Nedcars does have the image of being more expensive. In the survey 18.9% indicated that the prices are a minus point.
· Nedcars’ fleet of cars is rather small. Current customers mentioned two disadvantages that are caused by the small fleet; the preferred car is not always available (9.5%) and the choice of cars is limited (7.4%). 
External
Now, the opportunities and threats will be discussed, which is the external part of the SWOT analysis.
Opportunities 

· Tendency that consumers in the business market will make more use of rental cars to replace leasing cars (BOVAG AVL, 2006, p. 11).
· Many new companies set up their offices in the industrial areas in West Amsterdam, near Nedcars (R. Meijers, personal interview, March 10, 2008).
· Nedcars has been able to survive without an active marketing approach, which means that there are many marketing opportunities that have not yet been explored.
Threats

· Competition is fierce. Even multinational companies are among competitors, which causes a lack of brand awareness compared to them.
· Further competition is emerging. Car rental companies have been opening more offices (BOVAG AVL, 2001).
· Petrol prices are high and rising which makes driving less interesting.

SWOT matrix
In a SWOT matrix below combinations are made by putting strengths, weaknesses, opportunities, and threats together. In this way new opportunities, or problems, can show up.
	Internal
	
	External
	

	Strengths
	Weaknesses
	Opportunities
	Threats

	Business customers highly appreciate the company’s service, its reliability, and friendliness. 
	
	
	

	Prices. In general prices are lower than other local car rental companies’. This is an important strength in combination with the quality and service Nedcars offers.
	Although rates are not higher than competitors’ rates, Nedcars seems to have the image of being more expensive.
	
	Further competition is emerging. Car rental companies have been setting up more offices.

	Nedcars’ own private secured parking and service point for washing cars and maintenance. Customers can leave own car for free.
	
	
	

	
	Budgetary limitations. No financial risks and little money for MarCom.
	
	

	
	Small fleet of cars; availability and choice of cars is limited.
	
	Competition is fierce. Important consequence:  lack of brand awareness.

	
	
	Many marketing opportunities have not yet been explored.
	

	Location: Very easily accessible by all sorts of transports, both from city centre and ring road.
	
	
	

	Location. The company is close to all industrial areas in the western part of Amsterdam.
	
	Many new companies found office in the industrial areas in West Amsterdam, near Nedcars. 
	

	Unique selling point: delivery and pick-up of cars for business customers.
	
	
	

	Quick service. Small company, organisation less complicated. When possible, immediate delivery can be arranged.
	Little personnel. If Nedcars grows bigger and gets busier, this could become a problem.
	Economy is improving. Organisations are willing to spend more money on rental cars. This brings more business to the company.
	Petrol prices are high and rising which makes driving less interesting.

	Customers can return rental car at any time. 
	
	
	


From this SWOT Matrix it is to be concluded that there are some interesting new findings:
· Although prices are close to competitor’s prices because of the intense competition in the market, they are usually lower. However, customers do not seem to notice this and because competition is likely to get fiercer, this might even affect Nedcars’ current rates policy.
· Customers experience a lack of availability and choice of cars. Due to the fierce competition, customers might get attracted to competitors.

· Nedcars is located close to industrial areas where new companies are locating. This is an important opportunity since it will be no problem to offer pick-up and delivery service.
· With only several employees, communication and organisation are quite simple which is why Nedcars can offer the delivery or availability of rental cars on a very short term. However, when the company grows with more customers, more cars, and more employees, this feature might be at risk.

2.6
Bottlenecks and the core problem

An important bottleneck of Nedcars is the competition. Nedcars is only a small car rental company and within the car rental market there are many well-known companies. A second bottleneck is the lack of brand awareness which causes prospects to choose for a competitor without knowing about Nedcars. The latter was caused by the core problem: a lack of marketing communication, which has been keeping the company from growing. Because this lack of marketing communication has always been present, Nedcars has become dependent of current customers and people who know Nedcars since they either live or work close to the office. 
2.7
Policy Goals

To know where Nedcars is going to, it is important to define policy goals. These goals make clear what the company tries to reach and they help evaluate the effectiveness of marketing communication efforts that will be taken. The following four policy goals give an idea on where Nedcars wants to be in the future:
1. To become market leader of local companies in the Amsterdam business market.
2. To increase Nedcars’ turnover coming from business customers.

3. To increase the percentage of business customers.

4. To expand the company with a larger fleet of cars.

2.8
Conclusion

This chapter has elaborated on the company of Nedcars. First, the market was explored. The market structure is a monopolistic competition since differences between car rental companies are present and considered important in the business-to-business market. Then, it became clear that Nedcars wants to focus on general business customers in the Great Amsterdam area. Car dealers and leasing companies are excluded from this plan as they form a separate market. Then, research into the consumer behaviour of these general business customers showed that delivery vans are most popular among business customers, that most customers rent quite regularly, and that during temporary projects most customers need rental cars. Furthermore, word of mouth turned out to have great influence on the decision making process and around half of all customers also does business with competitors. 

A description of business customers showed what three industries most business customers are in: Entertainment, Transport / Delivery services, and Advertising. Nedcars services are highly applicable to the entertainment and advertising industry, where the company has less feeling with the industry of transport / delivery services, although they are important customers. After that, the competitor analysis made us conclude that competition is fierce and diverse; both local companies and internationals are important competitors. The brand analysis then gave an insight into Nedcars’ identity and positioning. It is now known that Nedcars is different from its competitors by providing young and clean cars, offering high service, and a personal approach. By positioning itself this way, the company wants to penetrate the business market. A marketing objective has been set up for that, stating that the percentage of Nedcars’ business customers will need to increase by 15% within three years.

The SWOT analysis and matrix explained what strengths, weaknesses, opportunities, and threats need to be kept in mind when further developing this plan. Then, we learned about two bottlenecks: Nedcars operates in a highly competitive market, and it suffers from a lack of brand awareness. The core problem is the lack of marketing communication. Finally, the policy goals showed where Nedcars wants to be in the future by aiming at business customers. 
3.
Communication Analysis

After thoroughly analysing the current situation, this chapter will show what contribution communication can make towards solving the problem. First, the information climate will give more information on the information requirements to see whether these are high or low among business customers. After that, the communication tools Nedcars currently uses will be analysed and finally, a communication goal will be set and some important preconditions will be discussed.

3.1
The information climate

To be able to determine target groups and objectives later on, it is necessary to look at the information requirements. Information requirements are high. So Nedcars will need to take advantage of people’s search behaviour; potential customers and current customers tend to actively search for information, which was concluded from the survey. This is called consultation (Vos, Otter & Linders, 2003, p. 47). As known, consultation will mainly be done through the Internet, using search engines. Besides the Internet, many prospects will also be influenced by the word of mouth.
When information requirements are high, the receivers are easily accessible and quite receptive to information, provided that the right channel is used. The main problem with this consultation is the many competitors who also want to be found by the same target market.
3.2
Current communication tools

At this moment Nedcars does not actively make use of many communication tools, mainly because of a lack of insight, no clear marketing policies, and a low budget. Yet, it is important to analyse the current tools the company is using.

Advertising
Nedcars uses two different kinds of advertising. First, there is outside advertising. On an important intersection close to Nedcars’ office, there is an advertising sign (see picture in the appendix). The effectiveness is to be questioned, since in the survey only 8.5% of current customers admitted having seen this sign before. At night the sign is illuminated. According to Ronald Meijers, the initial idea of this sign was to improve brand awareness. This intersection was chosen since traffic is very busy and because of the vicinity to the office. Now, it is believed that the sign is too small and not very well visible. Therefore it is considered not to be very effective (R. Meijers, personal interview, May 13, 2008).
Then, there is car advertising (see picture in the appendix) on most of the delivery vans and minibuses. The advertising shows Nedcars’ name and contact data. Of the survey respondents 31.1% says they recognise Nedcars’ vehicles by this car advertising. It gives the vans, and the company with that, a clean and well-maintained look. Passenger cars do not have any car advertising. Nedcars’ managing director also claims that car advertising is very effective because of the great visibility. It is also intended to attract new customers and this seems to work since front desk personnel are contacted by people who only know Nedcars from a van driving by (R. Meijers, personal interview, May 13, 2008).
Visibility of office and parking
Besides advertising, the office and parking also concern visibility. The parking stands out because of the car advertising on vans that are present on the parking. The office attracts the attention with a large illuminated sign outside, above the office that shows the name and contact data of Nedcars. The survey indicates that the attention of 23.8% of the respondents is attracted by the visibility of the office parking. This shows that the effect of visibility should not be underestimated. However, Ronald Meijers experiences a lack of this visibility. New customers often have difficulty finding the office and they even miss it when driving by. Efforts to make the office and parking better visible turn out to be too expensive for now but will be reconsidered in the nearby future (R. Meijers, personal interview, May 13, 2008). 
Website

Nedcars’ website (www.nedcars.nl) was updated and re-launched in October 2007 (also see the appendix for an image of the website). The website is very well structured, information is up-to-date, and pictures and special offers are all recent. It gives a professional impression of the company and it does seem attractive to new customers (R. Meijers, personal interview, May 13, 2008). There is a button on the homepage that redirects to information for business customers. However, this is where it goes wrong: it does not offer much information; it basically tells new business customers to contact the office to see what the options are. The management is aware of this lack but has not yet taken any efforts to improve this (J. Meijers, personal interview, April 18, 2008). 
Nedcars uses Onestat. Onestat is a web analytics service that keeps track of visitors of the website to see from where they are redirected, where they are from, but also counts the number of visitors (Onestat, 2008, “About us” section, ¶ 1). Onestat shows that in the last 15 months, the website has been visited 11,842 times and that there is an average of 182 page views per day (Nedcars, 2008). When it comes to the language people use, 13% seems to look for information in English (Nedcars, 2008). Nedcars’ website however, is not available in English. Nedcars’ management also notices that many potential and current business customers are English-speaking. In Amsterdam there is an estimate of 50,000 - 100,000 English speaking people living in the city (“Engels in Nederland”, 2008, ¶ 2).
Google search engine
Nedcars’ management is actively working on managing Google, which has proven to be effective. The effectiveness of this search engine is considered extremely important to Nedcars’ management (R. Meijers, personal interview, May 13, 2008). The effectiveness is measured automatically online also by using Onestat. Of all visitors that were redirected from a different website, 42% was redirected from Google (Nedcars, 2008). Key words need to be administered using Google Webmasters and in order to be found, these key words need to be part of the text on the homepage. Google Webmasters is a tool to be able to manage Google. It also offers Google Analytics. Google Analytics was launched only recently (June 2007) and since March 2008 it offers the ability to see and control data to make the use of Google even more effective (Google, 2008, “Analytics” section, ¶ 1 & 2).

Furthermore, Nedcars uses Google Adwords. On the right side of the SERP (search engine results page) are some sponsored links, which is comparable to an advertisement (see appendix). Nedcars’ ad is not always shown since this depends on the budget. When more money is paid, Nedcars will be shown more often and higher up the list (J. Meijers, personal interview, April 18, 2008). The current CTR (click through rate) is 1.62%. Although using Adwords is fairly new, the effectiveness seems to be worth the costs. Further evaluation will need to point out whether more money should be spent on Adwords or not.
Although Nedcars puts a lot of effort into managing Google, it is complicated to work with and it takes time. A sour spot is that without using Amsterdam as a key word, Nedcars is not easily found and will not appear until the third to sixth results page (J. Meijers, personal interview, April 18, 2008). In general, the energy put into the effectiveness of Google is worth the effort, but will need improvement at all times (R. Meijers, personal interview, May 13, 2008). 
Pricing
Prices are clear and competitive; Nedcars is always open to dialogue when it comes to adapting prices to attract certain customers with large orders and the regular prices alone seem to attract customers also (R. Meijers, personal interview, May 13, 2008). 
Word of Mouth

Word of mouth is a very effective communication tool in the car rental market; 46.8% of the survey respondents admitted being influenced by word of mouth. Customers become aware of the existence of the company when other people tell about their experiences. Nedcars currently does not use any marketing tools that are aimed at influencing this process, though (R. Meijers, personal interview, May 13, 2008).
Annual barbeque

The previous owner of the company, Cees Nederveen, used to organise a small barbeque party for his most prominent customers before his retirement. It was held at his home every year in the summer. Last year Ronald Meijers organised it together with Cees Nederveen on Nedcars’ parking. It was still kept small with only the most prominent customers.

From analysing the current tools it is to be concluded that Nedcars’ marketing is not very effective. Car advertising is quite effective, but the advertising sign turned out not to be. The word of mouth is very important, but no effort is taken to influence this. An annual event is organised, but it is kept rather humble. Furthermore, none of the current tools relates to the company’s values (see also chapter 1.3), which is regretful.
3.3
Communication goal
Now that the communication policies have been analysed, the communication goal will be formulated. When formulating this goal, it is important to mind the policy goals formulated in chapter 2.7. The main goal in the general sense is to attract more business customers. Keeping that in mind, the following communication goal has been determined:
“To ensure business prospects are informed on Nedcars’ activities that current business customers indicated to find important, by approaching them in a way they consider to be effective.”

Preconditions
There are two kinds of preconditions that must be kept in mind before organising any campaign. The first one is a budgetary limitation while the second one is an organisational precondition.
Budgetary limitations
As discussed before, Nedcars is a small company with only a small budget for marketing goals. There is no room for any financial risks, which means that Nedcars cannot invest in marketing communication without a sensible plan. This limitation should be kept in mind when further developing any plans.
Organisational precondition
Before the implementation of this plan, Nedcars will have to be ready to expand. New and more customers means more cars and more work. At this moment Nedcars’ personnel is already under high pressure to meet all customers’ demands. Before any expansion more personnel must be hired; both front desk personnel and hikers (see also chapter 1.2). 
3.4
Conclusion

To begin with, we found out that within the information climate, information requirements are high. People do take an effort to look for information, mainly using the Internet. Current communication tools showed that the car advertising seems to be very effective, while the outside advertising sign is less effective. It is known that the website is in good shape and effort is taken to make sure the company is easily found through Google. In general, Nedcars’ marketing efforts are rather weak, also because it does not express the company’s values. Finally, a communication goal was set and two preconditions that need to be kept in mind have been identified: budgetary limitation and organisational precondition. This chapter was the final chapter of analysis and research; it is now time to work on the actual plan that is to solve the problem.
4.
Target Groups and Objectives

After discussing and analysing all aspects of the problem, it is now time to start thinking about actually solving the problem. The first step will be taken in this chapter in which more details about the specific target group will be discussed together with the communication objectives needed to determine strategies later on.
4.1
Description of target group
To determine effective objectives, a more detailed description of the target group is necessary to get to know this target group better and to see how and why this target group will be divided into different sub groups.

Target group analysis

The primary target group is business customers. When further analysing the target group, it will first need to be made clear who are included in the target group and who are not. Potential business customers do not include car dealers and leasing companies, for within the car rental market they play a very different role (see also chapter 2.2). Although the target market consists of both big enterprises and Small and Medium-sized Enterprises, communication will only be aimed at SMEs, since big enterprises require a different approach and the business market in The Netherlands consists for over 99% of this type of organisation (Gemeente Amsterdam, 2008, “Ondernemen” section). Moreover, the aim will be the Great Amsterdam area since this is the region where Nedcars already operates.
Vos, Otte and Linders (2003) state that communicating with the primary target group will solve an important part of the problem (p. 57). The answer to the question on how to reach this large group, its accessibility, is simplified by the fact that the survey results showed how business customers prefer to be reached. Furthermore, it is known that information requirements are high; business customers prefer to look up information themselves when they are in need of certain matters, such as rental cars. The survey results confirmed this. This information gives an insight into their search behaviour, as discussed in chapter 3.1.
However, the primary communication target group is very large. Within the Great Amsterdam area around 172,000 companies are located (Kamer van Koophandel, 2008, “Handelsregister” section). To make sure the campaign will be applicable to the target group, the primary target group is divided into different sub target groups. This division brings back chapter 2.2 where the most important industries of customers were discussed. These were entertainment, transport / delivery, and advertising. From that analysis it is considered wise to focus on the following two industries:
1. Entertainment 
2. Advertising
The primary communication target group will be reduced to these two groups for several reasons derived from the analysis in chapter 2.2:
· There are already many customers from these industries, so Nedcars knows what to deal with.

· These groups are large in the Great Amsterdam area; many companies come from these industries.
· Nedcars’ management says to generally like companies from these industries and its people. The companies are dynamic and the people are young and enthusiastic, which is similar to Nedcars.

· The services Nedcars offers usually perfectly match with the demands from most companies in these industries.

The industry of transport and delivery services was also important, but as discussed there are some disadvantages of this industry which is why they were excluded from the target group. The two primary target groups will now be further discussed separately.
1. Entertainment industry
Within the Great Amsterdam area, about 8,880 registered companies are in the entertainment industry (Kamer van Koophandel, 2008, “Handelsregister” section). The entertainment industry consists of several sub-industries such as: theatre, music industry, nightclubs, and TV broadcasting. Actors and artists/bands go from A to B in a minibus, while theatre decors are transported in delivery vans. Nedcars’ passenger cars have been used for several TV productions and commercials. A great advantage is that Nedcars’ vans (with car advertising) get to go to big festivals, concerts, and other events such as Queen’s Day and the Lowlands Festival in August (R. Meijers, personal interview, April 15, 2008). Nedcars’ rental cars have even appeared in TV commercials. This causes great visibility and leads to an increase of name recognition. 
2. Advertising industry
The second sub target group is the advertising industry, which consists of 3,230 registered companies (Kamer van Koophandel, 2008, “Handelsregister” section). This industry consists of advertising agencies and other companies operating in promotional services. To give an example; a common situation is when a product is to be promoted by a promotion team. They use sampling, flyering, and other promotional services. They go to crowded places, sometimes with a specific audience, to promote these products. These places can be city centres, shopping malls, dance and cultural events, concerts, etc. To go there, they use minibuses and cars for personnel and delivery vans for goods (samples, flyers, signs, etc.). Similar to the entertainment industry, car advertising is very favourable when visible in crowded places. Another plus point of this industry is that companies tend to use rental cars for projects of longer periods of time (R. Meijers, personal interview, April 15, 2008), so that they bring in money without needing any maintenance or cleaning.
4.2
Communication objectives

To come up with an effective communication strategy later on, well-formulated objectives are necessary first. “Objectives are the criteria used for determining the success of the communication effort” (Vos, Otte & Linders, 2003, p. 66). Objectives are divided between knowledge, attitude, and behaviour (Vos, et al., 2003, p. 65). Knowledge-based objectives are aimed at brand awareness. Attitude objectives focus on the feeling we want people to have when thinking of Nedcars. A behavioural objective mainly concerns the action potential business customers are to take. 
The communication objectives are timed. This means that the objectives state when the desired effect must be realised. The timing is set to three years after the start of the communication campaign. Since three years is rather long, many developments and changes might influence the results, it is wise to include an interim objective. Interim objectives state what effect will be reached within a shorter period of time, in this case one year. After evaluating the results of interim objectives, it can be decided whether or not to make changes in the communication plan (Vos, Otte & Linders, 2003, p. 68).

The communication objectives are applicable to both sub target groups because of their similarity. When target group is mentioned in the objectives, this refers to all companies from the entertainment industry and advertising industry within the Great Amsterdam area. Below are the communication objectives, arranged by type of objective.
Knowledge-based objectives
It is important that the target group actually knows how Nedcars is different from its competitors (brand knowledge). To create more brand knowledge, the following communication objective has been determined:
Within three years after the start of the communication campaign 10% of the target group will know what Nedcars stands for and how it is different from its competitors.
Attitude objectives
Objectives aimed on attitude are meant to influence opinions and to create interest and preference (P. Hanssen, personal e-mail, May 9, 2007). To influence the attitude of the primary target group, the following objective has been created:
Within three years after the start of the communication campaign 5% of the target group will be able to relate to Nedcars’ identity.
Behavioural objectives
Finally, the target market’s behaviour will need to be influenced. This is supposed to make them become customer or at least to make them try Nedcars’ services. To reach this, the following objective has been set up:
Within three years after the start of the communication campaign a number of 500 inquiries will be generated through the website.
Note:
As an interim objective, the percentage of business customers will be increased by 2% within one year.
4.3
Conclusion

This chapter has been a preparation to determine the communication strategy in the next chapter. It is now known what (sub) target groups will be focused on and what objectives are set up to see what is being attempted to reach within a certain period of time. The primary communication target group is the business market within the Great Amsterdam area. This group has been reduced to two sub groups: the entertainment industry and the advertising industry. The objectives show that eventually the main aim is to have more business customers from these industries in a few years. An interim objective will provide some space to evaluate during the campaign in order to make adjustments to the communication plan when necessary. 
5.
Communication strategy
Now that the previous chapter has served as a preparation to determine communication efforts, we have come to the creation of the actual plan. The part of the plan that will be discussed in this chapter will provide the ideas on the campaign and serves to describe how the communication objectives will need to be achieved. The key idea will be explained and the communication instruments that are going to be used will be presented.

5.1
Key idea
To see what the key idea of the campaign will be, the approach, the positioning, the central theme, and the messages will be discussed.
The Approach
The way to approach the target groups tells us what style and what tone the communication instruments will have (Vos, Otte & Linders, 2003, p. 76). As discussed before, it is possible to offer more tailor-made products. It is part of their identity to live after the customer’s needs. So, sales people will pro actively address to see what the customer’s needs are and see what Nedcars can do together with the customer. 
Openness will be a very important factor during the campaign. “In the majority of cases, openness is really the best trading method” (Vos, Otte & Linders, 2003, p. 77). It will be clear what will be in it for the customer and what will be in it for Nedcars. By showing an interest in the customer’s needs and by thinking along, one of Nedcars’ values will be emphasised: reliability.
A business-like approach will set the tone of voice. It should be kept in mind however, that Nedcars is a young and dynamic company. The business style should not be too stiff; being young and enthusiastic will be part of the style also.
The approach should mainly be aimed on activating and influencing word of mouth, since this turned out to be the most effective instrument to reach the target group.
Positioning
After analysing the highly competitive market it is now known that differences among competitors are important. This difference should therefore be emphasised. Nedcars will be different from its competitors by emphasising the following characteristics: reliability, flexibility, high service, and personal attention. These characteristics fit in with the corporate identity and the survey results confirmed that current customers perceive the company being that. It is also known that either the quality of cars or the service and tone of the company, or both, fail at competitors. Nedcars does not fail when it comes to this and therefore Nedcars can offer a complete experience instead of loose features. 
Central theme

The central theme will be applied to every communication effort. Describing this serves to see what Nedcars particularly wants to focus attention on. The target groups’ attention will mainly have to be on Nedcars’ positioning. The emphasis within the central theme will therefore be on the complete experience. An experience that includes Nedcars’ features of being a reliable and flexible business partner. Or better: a reliable friend. This will include showing interest in the needs of the customer: it is Nedcars that will try to adapt to the customer instead of the other way around. Nedcars’ professional method of working will have to come forward and the character of a “small company” must also be stressed. The integrity will positively influence the development of a “friendship”. The process from looking for information to actually renting a car should be a whole. This goes beyond service: instead of renting a car, the customer should be provided an experience which should be the experience of a friendship.
Message for target group
Within the central theme clear messages need to be set up. These messages make sure the emphasis will be on the right characteristics of the company, which makes the communication efforts more applicable to the target group. The message, however, will not be different per sub target group since the message will be the same for both groups. An overview of messages will make this clear.
	Target group
	Message

	Companies in the entertainment industry and companies in the advertising industry within the Great Amsterdam area
	Nedcars’ flexibility offers “tailor-made” service

Nedcars is a reliable company to work with

High service; Nedcars will think along with its customers
Personal attention makes Nedcars easy to work with
Vans are highly functional
Passenger cars are representative
Plus points of renting cars in general
Visit website www.nedcars.nl/zakelijk
Get the experience by renting a car


5.2
Communication instruments
When determining the communication mix there will not be very different instruments per target group. From the survey it can be concluded that specific tools per target groups, e.g. a trade journal, are not very effective (the majority of 70.7% never or hardly ever reads the trade journal). It has to be kept in mind that there are budgetary limitations and that Nedcars is a small company. Earlier in this thesis, word of mouth has been proven to be most effective, so the instruments will have to influence this. This can be done by implementing experience marketing. Experience marketing is based more on emotional influence on the decision making process instead of rationally thinking. (Schmitt, 2008, Experiential marketing, ¶ 8). To get into further details, SEMs were developed. SEMs are strategic experience modules (Schmitt, 2004, ¶ 8). Below is explained how that applies to Nedcars.
Sense:
Customers will sense a modern and fresh look of the office, the cars, and personnel

Feel:
Customers will experience feelings of intensity, integrity, warmth, involvement, and being appreciated
Think:
They will think of Nedcars as a modern/young, and professional company.
Act:
Prospects will make use of Nedcars’ services by renting a car.
Relate:
To relate to those who are known by Nedcars’ personnel and who receive personal attention that seems sincere.
Furthermore, buzz marketing will be important. Buzz marketing is the principle of consumers wanting to share their experiences (Zijlstra, 2006, Buzz, viral, experience marketing; kunt u het nog volgen?, ¶ 1).
Keeping all this in mind, the following communication tools are considered to be effective.
Slogan and logo
To improve name recognition and to send a direct message Nedcars needs to have a slogan. The slogan will need to emphasise Nedcars’ identity but it also needs to be kept short and simple. Together with the slogan, a new logo will be developed. According to Smith and Taylor (2004), “a logo should be distinctive, easily recognisable, memorable, and reducible. Ideally, the logo should also be symbolic” (p. 657). Keeping this in mind, the following logo and slogan are to meet the requirements:

 Nedcars. Your business friend.
The logo is the Japanese Kanji sign meaning friend. A feeling of involvement comes from this slogan and also it shows the company’s personal attention. Using full stops implies that Nedcars is the last word in car rental business (Smith & Taylor, 2004, p.659).
In the future, the car advertising on new vans will also need to display the logo and slogan since car advertising is Nedcars’ most important communication and most effective instrument, as discussed earlier. Besides on car advertising, it should evidently be visible everywhere: in the office, on the website, in Google results, and on all stationery.
Front desk personnel

The front desk personnel, or the sales people, will need to act according to Nedcars’ identity, according to the central theme of communication. Especially the feature of personal attention will “come alive” through the sales people. During phone calls and in the office, the attitude towards customers and prospects will have to be anticipative and proactive by making the customer feel at ease (e.g.: shaking hands, serving coffee, small talk). Sales people will ask what the customers needs are and will come up with a solution. Evidently, sales people need to have good knowledge of what they sell. Any kind of question will need to be answered properly, but before questions are asked, all obvious details must have been explained already. This is where the customer will feel the warmth, the intensity and involvement: features that are also found in friendship.
The Internet

From the survey it is known that most respondents search the Internet for information. According to Fill and Fill (2005 / 2006), the greatest advantage of the Internet is its interactivity (p. 308). 
Website
Not only is the website an interactive tool and does it provide a lot of information, it also is the centre of communication since other communication tools (outside advertising, car advertising, and Google) all refer people to the website. The information for business customers needs to be improved. The button for business customers should stand out more and when clicking it the following information and options need to be found in the future: 

· Information on how to request an offer for large orders.
· Prices excluding 19% V.A.T.
· Ability to make an online reservation for more than one car at once.
· Procedure how to become a regular customer.
· A “Tell-a-Friend” option to improve buzz marketing.
· When customers and prospects have more questions, they should be invited to contact an employee.

· A translation into English.
Google search engine

Keep working on the effectiveness of Google. This will increase the credibility of Nedcars and will be good for name recognition. Make sure Nedcars is easily found with a high page ranking. Nedcars needs to appear on the first SERP when using autoverhuur (car rental) as the only keyword. 

When the website is translated into English, new keywords will need to be administered in Google Webmasters so that Nedcars will also be found more easily in English using Google.
As soon as evaluation will be reliable, the effectiveness of Adwords needs to be thought over. When considered effective, more investment will be made in this tool. It will have to be made sure then that the CTRs of the links will increase.

Music CDs
Within the framework of experience marketing, Nedcars should provide a driving experience instead of a rental car. What do friends do? They share music. Music CDs in rental cars will make sure the customer gets an experience he is likely to remember. The kind of music on the CD will need to fit in with the identity of Nedcars so the music has to be modern to fit the target group. But, it should also be accessible since many people will have a different taste in music. The CD will await the customer in the car when he gets in.
In-car flyer: management’s message

To make the customer feel at ease and to show appreciation, the customer will be provided a personal message. This printed message will be clearly visible in the car when the customer gets in. The tone of the message should agree with the central theme and should above all be friendly and personal. The message should not only provide practical information (about returning the car, what to do when mechanical breakdowns occur, etc.), but it should also show appreciation by thanking the customer for doing business with Nedcars. The customer’s driving experience will then also be positively influenced by knowing he is appreciated and by being well informed. 
Event
As discussed briefly before, Nedcars organises and annual barbeque party for its most prominent business relations. This small event is to be expanded by inviting more general business customers besides relations from car dealers. Since all invited guests will know Nedcars, they will have something in common. As a social experience, this event relates to the relate module of the SEMs (Zijlstra, 2006, Experience marketing hoeft niet moeilijk te zijn, ¶ 4.1). 

5.3
Conclusion

In this chapter it has become clear what the central theme of the instruments will be and what messages are applicable to the sub target groups. Then, the communication instruments that are to spread these messages were chosen and elaborated. It is clear that the word of mouth will need to be influenced. A new corporate identity has been created with friendship as a central theme. Besides, front desk personnel are to as friends, in a business-like way (meaning: not too informal). The section for business customers on the website should be developed and the effectiveness of Google will have to be maintained and improved. Furthermore, Music CDs will provide the customer a driving experience. Then, a flyer with a friendly but useful message will be provided in the car. Finally, an annual event for business customers will be further developed and organised. In the next chapter we will see how the plans explained in this chapter will be organised and what budget will be needed.
6.
Organisation

Now that the strategy, the messages, and the communication instruments have been determined the only thing left to elaborate on is the organisation of it all. The organisation involves the planning of the campaign and the budget that will be necessary to implement this plan. The start of the implementation of this plan can be whenever Nedcars is ready. To make a clear time planning, January 2009 has been used as the starting-date.
6.1
Planning
An overview of the communication mix with a time plan can be found below. The time plan shows the activities for one year (2009 in this overview). The next year, however, the same activities will be repeated in 2010 in order to achieve the objectives.
	Instrument
	Time
	Frequency

	Increase Google page ranking

Development business part website

Translation website

Order music CDs
Order flyers

Organise barbeque event

Barbeque event
	June 2008 onwards

September and October 2008

September and October 2008

January 2009
January 2009

May 2009
September 2009
	Continuous

1x

1x

1x

1x

1x

1x


6.2
Budgeting in broad terms

Budgeting will give a clear overview of the costs of the activities. Not all communication instruments cost money since several issues can be managed internally. E.g. the website and Google will be taken care of by management. An overview of the costs of the music CDs and the flyer will be given. 
Music CDs

The music CDs, including music, CD, and printed case (2 colours) are €1.33 a piece (NewSoundLand, 2008, “promotional CD” section). A first order of 500 CDs will cost €665.-.
In-car flyer

The flyers with a personal message from Nedcars’ management will be full colour carre medium-sized glossy flyers (150 x 150 mm). An order of 5,000 flyers will be €332.-(Flyerzone, 2008, “Flyers” section).
6.3
Procedure

Since Nedcars is only a small company and the project is not very complex, the execution of this plan will be organised and directed by Nedcars’ management. This saves costs and makes it easier to control the process. Although the project is quite simple, its complexity should not be underestimated. Tasks should be clearly divided and well prepared. The new aim should be clear to all employees which means that they will need to be informed. Especially the front desk employees who will need to take a certain tone and attitude towards customers. During the normal MT meetings (every two weeks) the progress of the process will need to be assessed concerning the division of tasks and responsibilities and to keep track of the process.
6.4
Evaluation plan

To be able to see whether the communication effort has been effective and whether the budget has been well spent, it is important to evaluate. Evaluation will need to be done for the first time after one year. To be able to compare the results of the evaluation, a zero rating will be inevitable. Therefore, before any communication instrument will be effected, an overview of Nedcars’ current business customers will be made. This will need to include information about the industry these customers are in. This information will serve as the zero rating to which the information obtained from the evaluation after the first year will be compared. The first evaluation will show how the number of business customers has grown and what percentage is active in the entertainment and advertising industry and how this percentage has grown. Then it is to be concluded whether the efforts have been successful which helps determining whether and how to adjust plans on future communication efforts.
6.5
Conclusion

This final chapter has given an idea of the costs and time planning of the communication efforts that are to be taken. Most of the efforts will be taken by Nedcars’ management to save costs and to keep control of the process. After the first year there will be an evaluation. Depending on the results of the evaluation it will be decided to make any adjustments on future efforts.

7. Conclusion and recommendations
7.1
Conclusion

Firstly, this report has made clear what kind of company Nedcars is and what the current situation of the company is. An important finding was the heavy competition within the business-to-business market, but also the fact that differences among car rental companies are considered more important by business customers. It soon became clear that the core problem concerns a lack of marketing communication. Although Nedcars’ website is in good shape and Google is managed well, this is not enough to achieve the goal to expand in the business market. Other problems that occur are budgetary limitations and organisational issues: there is little money available for marketing and the company will need to hire more personnel before being able to grow. It is known that Nedcars stands for quality, reliability, and flexibility, and that these characteristics are also noticed and appreciated by current business customers.
To be able to attract more business customers effectively, the target group has been narrowed down to SMEs in the entertainment and advertising business within the Great Amsterdam area. The most important objective that will need to be achieved is to generate a number of 500 inquiries within three years after the implementation of this plan. 
7.2
Recommendations

Before growing any bigger by attracting more customers, the company will need to be ready for expansion. The shortage of personnel is soon to be solved by hiring at least one more fulltime front desk employee and one part-time hiker. New cars are being acquired so the fleet is growing. These are all important preparations that need to be taken care of before implementing this plan. As soon as Nedcars’ capacity will have grown sufficiently, the company will be ready for the implementation of this marketing communication plan. 

To achieve the main objective communication efforts will need to be taken. Plans for a campaign have been set up which is the answer to the central question: 

How can communication help Nedcars Autoverhuur attract more business customers?

The communication plan states that it will be important to provide an experience to customers. Nedcars has many features that are appreciated by current customers. These need to be emphasised. These features all come together when stressing friendship as a central theme. This will make Nedcars very different from its competitors. A logo and slogan will visualize the key idea and is to cause more brand awareness and an initiation and influence of word of mouth: buzz marketing. The front desk personnel will be the face of the friendship.
Since the Internet is a popular source of information among decision makers within the target group it is important that the website as well as the effectiveness of Google are both well managed and expanded. The website needs to be translated into English and the section for business customers needs to be developed. 
Music CDs will be provided in the rental cars to give an extra touch to the customer’s experience. And a flyer will finish this with a message coming from Nedcars’ management. An annual social experience for business customers will create an even greater feeling of involvement. 

When prospects become new customers the process is not over. Nedcars will have to make sure that it lives after the customers’ expectations and that the company will keep its promise. In this way Nedcars will eventually be able to grow, to expand, and to penetrate the business market.
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Figure 4:  Nedcars’  general business customers





Figure 3:  Nedcars’  business customers











Figure 2:  Nedcars’ customers





Figure 1:  Nedcars’ location in Amsterdam










































































� Nedcars Autoverhuur is the company’s official name, but in this thesis the name will be shortened to Nedcars.


� Relatively new cars are usually referred to as young cars in the car industry.
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