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Executive summary

This report, in the form of the Marketing Communication plan, has been written with the purpose of finding a solution to the problem of launching Fun Factory, a new event management company targeting individuals, into the Dutch market. It was essential to analyse the external as well as internal environment of the company in order to answer the central question.

The findings of the research has shown that Fun Factory, with its wide range of workshops, arrangements and events, has the potential to become a successful events organiser  since there is a demand for this type of service among the target audience. Additionally,  recent trends are favourable as people want to gather together to relax and have fun in a professionally organised way. However, the events market is very competitive and in order to distinguish itself from two main competitors, the company had to create a strong brand identity.

The target audience on which Fun Factory will focus , consists of the middle to upper income professionals (on average exceeding € 30 000 per capita on a yearly basis) with a Dutch as well as an international background, in  the 25-45 and above age range, living in The Hague and leading busy , active family and social lives. They are  divided into three segments;

· Young and single professionals  in their 20’s and 30’s, without any personal commitments, very active socially, in their free time oriented towards fun, excitement and pleasure. They are potential clients for bachelor and birthday parties. 

· Married couples and partners living together with children, leading successful career lives, preferably with two incomes, paying attention to comfort and well organized free time spent in a family circle. This is the  main segment the company will focus on, suitable for most of the activities Fun Factory offers  such as; birthday, communion and christening parties, weddings, baby showers, anniversaries and theme parties. 
· Seniors still socially active with a  relatively high pension in order to organize an event such as a jubilee or birthday party. 
Among its target audience, Fun Factory should position itself on the basis of a client-oriented approach that gives priority to the customers wishes and needs and enables them to take an active role in the  process of organising the event. Moreover, the company should be seen as a professional specialist with a passion for events. All this is emphasised through the company’s slogan ; Events with passion. Just the way you wish. Fun Factory’s unique selling proposition would be; ‘’Your wishes and needs are our priority. Make the most of it now’’. This message will be sent out during the promotional campaign.

The company’s business objective is to become the preferred event management company of the clients in a targeted region within 36 months. The marketing communication objective has been formulated by combining the marketing and communication objectives and is as follow; To create 30%  brand preference among the Fun Factory target groups within 24 months after the promotional campaign has been launched.

To achieve its goals the three marketing communication strategies will be implemented , such as;

· Create a brand personality for the company 
· Generate some favourable word-of-mouth in the pre-launch phase 

· Launch of the Fun Factory

These strategies need to be supported by the following marketing communication tools;

· Pre-launch phase; website, brand identity, direct marketing, buzz marketing, Word-of-Mouth
· Launch; event, free publicity, direct marketing, search engine marketing, internet advertising

· Post-launch; evaluation form, direct e-mail with brochure and newsletter
After a  period of time the effectiveness of the campaign will be measured in order to find out how effective the programme has been and if it can be  improved. To evaluate the campaign the use of the following means of measurement will be applied;

· Survey
· Booking sheets
· Counting visits on the website
· Panel discussion
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Introduction
The reason for choosing this topic for my thesis is due to the fact that I wish to become an events organizer. I am planning to open a company providing diverse and high quality entertainment to mid and upper class individuals with a Dutch and an international background, called the Fun Factory.  After having done the preliminary research I have come to the conclusion that most of the events companies (about 70) (Gouden Gids,2009), in the region of The Hague, targets mainly businesses by organizing conferences, corporate and promotional events while ignoring the personal events market. In order to stand out, I decided to, aim at individuals, offer a wide range of high quality activities and entertainment, such as: birthday and wedding parties, bachelor parties, graduations, jubilees and communions. I believe that with the right marketing and communication approach it will contribute to the successful launch of the company.

Problem Statement

Due to the strong and experienced competition on the events market it is a challenge for the organization to come up with a successful launching strategy. To become recognizable on the market,  a strong and outstanding brand identity needs to be developed. I believe that  the right marketing and communication approach will contribute to the successful launch of the company.

The Central Question

Formulating a central question with sub-questions is essential to determine the communication objectives  and strategies for the company. The central question is as follows:

''How to launch a new event management company into the Dutch market?''

The Sub-Questions

1. What is the market environment that this company will fall into?

2. Is there a demand for such events ?

3. Who are the existing competitors and what do they offer  their clients?

4. What are the trends in the events branch?

5. Who are the current target groups the competitors focus on?

6. What is the mission and vision of the company?

7. What are the strengths and weaknesses of the company?

8. Which  target group should be  focused on?

9. When looking at the competition and their strategies, what position can  best be taken?

10. Which marketing activities should  attention be paid to in order to successfully launch  a new events organizing company into the Dutch market?
Overall Approach And The Research Type
In order to launch an organization, one need to explore the possibilities of the event market. Therefore, research and approach for marketing communication plan is required and is as follow;
· The approach taken is inductive as the solutions for the problem will be sought by different methods of research
· The nature of the problem requires descriptive research because it is aimed at finding out the opinions, preferences and experiences of the investigated group of people (potential clients), as well as what can be done to solve the problem. 
Research Methodology

· Desk research

The literature for theoretical framework (SOSTAC)

      All accessible statistical data about the events branch, the competitors and the target audience
             Publications, books about current trends on the events market 

· Field research 

             Case study- an in-depth interview with the owner of an events management company in order 
             to find out what his strong and weak points are, what the demand for events is and what the 

             preferences of the clients are.

             Short interviews  with the employees of the Chamber of Commerce in The Hague and VVAM-         

             Association for Events Makers regarding the demand for events (qualitative)
             Survey- conducted and distributed among the potential target audience to become familiar         

             with consumer behavior, prospects, lifestyle, preferences and expectations with regards to 
             event management companies (quantitative) 

            Focus group- the study was conducted among six interviewees from part of the target group,  
             with the purpose to support survey findings as well as to find out  how the Fun Factory brand  
            should  be positioned and what message should be sent during the promotional campaign, to 

            draw the attention of the prospective target group
Research Limitation
It was difficult to find any statistical data regarding the private events branch and the demand within it. The only  available data comes from serviceable reports on the internet, cost of which, unfortunately, exceeded my budget. However, it did not cause any serious problems since sufficient information was obtained from other sources such as; interviews and the survey.

Structure of the report

In order to create a comprehensive and well structured communication marketing plan, use was made of the SOSTAC planning, the key elements which are as follows;

S - Situation Analysis  Where are we now?
O - Objectives  Where do we want to go?

S - Strategy  How do we get there?

T - Tactics  The details of strategy

A - Action  Putting the plans to work

C - Control  Measurement, Monitoring , Reviewing and Modifying  (Smith,2004,p.32)
The report consists of eight chapters which are related to the meaning of the letters in the acronym  SOSTAC. The first two chapters illustrate the current situation of the company, external as well as internal. The events market, its growth, competition and the newest trends are also part of the first chapter, while Fun Factory’s mission, vision and Marketing Mix are described in great detail in the second. Moreover, in the following chapter consumer behaviour, as  part of the situation analysis, is explored. The survey and focus group study were of  great help when writing it. Chapter four deals with the summary, in the form of the SWOT Matrix and core problem definition. The next chapter  concerns the company’s target group and objectives, meeting SMART criteria and formulated on the basis of situation analysis. In chapter six the brand concept is developed as a part of the marketing communication strategy which is the subject of the following chapter. The last chapter, suggests the final conclusion, discusses the goals and characteristics of communication tools,  action and the means to effective measurement.

Chapter 1

Situation  Analysis

''It's a capital mistake to theorize before one has data. Insensibly one begins 

to twist facts to suit theories, instead of theories to suit facts.''

                                                                                   Sir Arthur Conan Doyle (1859-1930)

Due to the fact that Fun Factory has to be built from the ground up on the Dutch market, it is essential to research this new environment thoroughly before defining the mission and vision of the company and its strategy. Thus, this chapter will give an overview of the external analysis and will present the information and data about the Dutch events market as well as competition and trends in the events branch.  

1.1  The market environment and its growth

Firstly , it is essential to find out if there is a demand for the service the company wants to provide to potential clients , then how it should be positioned among its competitors and finally, what  the trends on the particular market are. These are the groups and development of the so-called meso-environment of the organization ( Vos, Otte & Linders, 2003, p.32). As a result, the following section will start with a description of the growth of the events market. Events organization is a very dynamic and fast growing branch on the Dutch market (Hans Schmeinck, 2007,’’Evenementenmarkt stijgt licht’’). Only in the region targeted by Fun Factory, there are about 1066 events management companies according to the records of the Chamber of Commerce. However, there are about 70 companies visible on the market with any promotional activities (Gouden Gids,2009), the majority of them focusing on company events with a business character. Since Fun Factory's base market composes of individuals there are only two serious competitors, namely Vip Evenementen and Okapi Events (VIP Evenementen, Okapi-Events, 2009), both organizing business and private events. In terms of demand for private events, the questionnaire findings clearly stated that 57,14 % of  the surveyed target group ( male and female with an international background aged 25- 45 and above) would hire an event management company to organize any kind of private event and 42,86 % of the respondents would not, due to financial matters. Furthermore, according to  data from the Chamber of Commerce in The Hague and VVEM, Association for Events Makers, individuals are still willing to hire a professional agency to organize any kind of event while demand for  business events decreased due to the economic crisis. The latter has also influenced the clients’ expectations regarding the price of the events. Wanting to save, potential customers are ready to pay much less than before the crisis. This information was confirmed by the owner of Fun Factory’s main competitor, Barry Priem from VIP Evenementen who has also been experiencing the decrease in demand for offered services, mostly business services (B. Priem, personal interview,May 14, 2009). On the basis of the mentioned findings, it can be concluded that the private events branch is a market with sufficient demand worth  participating in. If, despite the promising forecasts, good strategy and effort, it appears that the private events sector is not worth investing time and money into, Fun Factory will still enter the business events market since, even with a decreasing demand, 43% of companies, surveyed by NIDAP, Research Institute for Training and Education, is still ready to assign a part of the budget to corporate events (Hans Schmeinck,2007,‘’Evenementenmarkt stijgt licht’’). Moreover, the results of the survey concerning developments on the communication market, conducted by Synovate, clearly state that 41% of 405 surveyed companies indicates events as a one of the most important communication tools  and place it on the third position, behind print and TV advertisement, as a tool on which the biggest part of a companies' budget is spent on (Synovate,2008,‘’OntwikkelingenindeCommunicatiemarkt’’). Thus, from the facts given, one can conclude that the perspectives for a new company to be set up in the private as well as corporate events branch, is good. 

1.2  Competition

In the following section the competition of Fun Factory will be analyzed and compared to define their strengths and weaknesses as well as to find out how Fun Factory can be positioned on the market. Both competitors will be analyzed and compared on the basis of the aspects important to the surveyed target audience, such as: professionalism, cooperation with client as well as high speed and quality of service (Survey, 2009)
VIP EVENEMENTEN  is a young (one year) company that stands for quality, creativity and success. They claim to be the winners among the competition due to the fact that a high quality service is always delivered to its clients, from middle and upper class, ready to pay the highest price for a  successful event (B. Priem, personal interview,May14,2009). The company, supported by external professionals, offers various activities to businesses such as: trainings and courses, conferences, partner programmes, stakeholder meetings and corporate events, as well as to individuals: weddings, baby showers, theme, birthday and graduation parties, funerals as well as funeral banquets. Nonetheless, there is neither detailed information on the website about events nor a price list. One might find it very inconvenient when searching for the company since getting essential detail is time consuming. In addition, VIP Evenementen provides its clients with audio-visual equipment, guests transportation and location specialists as well as  organizing consultancy and hospitality training and workshops ( VIP Evenementen,2009).
OKAPI EVENTS set up in 2006, is the company with a clear mission and vision and an African culture as a leitmotiv, reflected even in its name. Their website is well developed, with many pictures of the diverse events and detailed information, workshops and activities. The company puts emphasis on creativity and originality of concepts as well as on spending a nice time together for an affordable price. They have very broad offers, including package deals for business meetings,  company events such as: Secretary day, Christmas party, company jubilee, relation and personnel events as well as weddings, family and anniversary parties, students, birthday and bachelor parties. Moreover, one can choose from numerous, creative workshops: dance, music, active and cultural workshops. What is really outstanding about Okapi Events is their rich offer of shows, especially interactive African band performances, a fire eater, animation & special acts, and African shows for children (Okapi-Events,2009). 
The strengths and weaknesses of both companies are summarized in the  comparative matrix below.
	
	VIP  EVENEMENTEN
	OKAPI  EVENTS

	Strengths 
	1. Attractive website (outstanding design, easy to navigate)

2. Clear company mission

3. Funerals and funeral banquets in the offer

4. Transportation of invited guests, arranging accommodation

5. Providing clients with audio-visuals and location specialists


	1. Attractive website(in terms of information and pictures)

2. Very clear company mission and vision

3. Very rich and diverse offer mostly for companies
4. Focus also on children

5. Clear leitmotiv(African culture)

6. Activities in the biggest cities in The Netherlands

7. Creativity and originality of offers
8. List of clients available

9. Company description

10. Strong position on the market

11. Suitable for every budget

	Weaknesses
	1. Very young company, possible lack of experience

2.  Little information about an offer, potential client does not know what to expect

3. Lack of price list

4. No pictures, clients (companies)list and no references on the website

5. Unprofessional attitude (no response when asked for the offer via email)

6. Lack of workshops 

7. No information about the company itself
	1. No references on the website

2. Very unprofessional attitude, ignorance of the potential client, all contact efforts ignored
3. Only one leitmotiv of private events





Table 1: Comparative matrix of VIP Evenementen and Okapi Events 
After having done an analysis regarding the competition, the following conclusion can be drawn, namely, despite the fact that there are only two big competitors, it  is a big challenge for Fun Factory to come up with a competitive strategy and an outstanding offer in order to position itself successfully among them and attract the clients. On the other hand, disregarding potential clients by the two competitors is unprofessional and unacceptable and creates the opportunity for Fun Factory to stand out and demonstrate full professionalism when approaching the clients. Due to the fact that the company, as the only one in the region, targets individuals alone,  as much time as possible can be devoted to develop a personal relationship with the clients and to get to know their needs in order to  plan and perform all tasks with great attention to details. Moreover, since time is what people appreciate most in today’s busy life (Focus group,2009), the companies should provide potential clients with all required information such as a detailed offer and the price, immediately. This is  something the competition apparently lacks. Moreover, to distinguish itself from the competition, Fun Factory should create a website with an outstanding, elegant design, easy to navigate and with as much information available as possible, also in English, since the company aims to target potential clients with an international background too. Last but not least, apart from the attributes considered very important by the surveyed target audience, emphasis should be put on three other attributes, namely price, creativity (B. Prim, personal e-mail,May1,2009) and quality (High Profile,2009). 

1.3  Trends on the events market

Nowadays, the events branch is very competitive and in order to attract potential clients, event management companies try to surpass each other by offering clients  original, creative or even bizarre concepts of events. However, according to Tendolle, a personnel trips and events organizing company, the days of “the more crazy, more bizarre, the better” in the events branch are fortunately behind us,  instead, there is room for some emerging trends (Tendolle,2009,‘’Event trends 2009’’,para.1,2,3). Nonetheless, before analysing the trends in the events branch the term itself should be defined. According to the Business Dictionary a trend is:

''Pattern of gradual change in a condition, output, or process, or an average or general tendency of a series of data points to move in a certain direction over time, represented by a line or curve on  a graph” (Business Dictionary,2009).
Tendolle mentions two main trends on the events market during 2009, first of which is:

· Back to basics

It puts emphasis on simplicity, pureness, authenticity and durability of the events. Even though, the concept and programme of the event is expected to be as simple as possible, it should also be  original and of a high quality. Moreover, there is a demand for events  to have an entertaining character  and, at the same time, with some educational value added to it (Tendolle,2009,‘’Event trends 2009’’,para.1). According to Anna-Maria Giannattasio from the events company Puur Amsterdam ''One wants authenticity, companies and people with love and passion for the profession'' (as cited in Roekel,S. 2008,‘’Connecting the Dots’’).To summarize the essence of the trend:“unique experiences in authentic atmosphere''.
· Custom made

This particular trend is simply about the clients involvement in the preparation of the event including composing the programme. Nowadays, customers want  to be informed about every stage of the work. Event management companies need to take into consideration the preferences of all the participants of the event which might be very difficult when organising huge events (Tendolle,2009,‘’Event trends 2009’’,para.2). Another report concerning trends and developments in the events branch has used a word dictator in relation to the client as a person having more and more knowledge about the field. For this reason the customer becomes a partner of the company and takes an active part in creating the event (Roekel,S.2008,‘’Connecting the Dots’’). Additionally, there are two other potential trends which might have an impact on the events branch, namely:
· Domestic

The trend that, in these days of a busy and fast life, reflects the longing for a feeling of intimacy, relaxation and spending time at home with family, however in a chic and luxurious way.

· Personal happiness

Nowadays, mostly because of the rush of life, consumers, in their free time, look for ways to relax through  massages, fitness, healthy lifestyles and spirituality. 
All these aspects give the event management companies many possibilities and room  for creativity. It will be taken into account by Fun Factory when creating an offer of events, workshops and activities for the potential clients. Such  numerous and diverse trends create  great opportunities for the company to come up with some creative concepts. However, the role of the trends should not be overestimated since it is a very fast changing phenomenon, very difficult to follow by the owners of events management companies who, for some reason, do not pay much attention to it (B. Prim, personal e-mail,May1,2009). 
1.4  Conclusion

To conclude, although the competition which has already established their position on the events Dutch market is strong, there is still a demand for private events as well as space for new companies to be set up successfully. Nevertheless, in order to be distinguished from its competitors and became a recognizable brand, Fun Factory needs to take numerous factors into consideration when planning a marketing communications strategy. In other words, it needs to be aware of, how the consumer decision-making process proceeds, what the factors affecting consumer purchasing behaviour are as well as the current trends in the events branch. Furthermore, there are several aspects essential for the consumers and, based on the Survey, these are; professionalism (70% of the respondents), cooperation with client (65%), high speed and quality of service (both 60% of respondents). Being in possession of this knowledge and using it properly should contribute to Fun Factory achieving its goals.

Chapter 2
Consumer behaviour
‘’A customer is not an outsider in our business. He is part of it’’
                                                                         Mahatma Gandhi
Consumer behavior is an ongoing process when “individuals or groups select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires''( Consumer Behavior: an European Perspective.,2006,p.6). It is essential for Fun Factory, as a new company entering the market, to find out what the decision making process of its target group is. 
2.1  Five steps of the consumer decision-making process

The traditional model of the consumer decision-making process composes of five steps, which are as follows: 

·  Problem Recognition

·  Information Search

·  Evaluation of Alternatives

·  Purchase Decision

·  Post-purchase Evaluation

Problem recognition

According to Clow & Baack (2008) this particular phase is related to the recognition of a need or a want. In other words, ''a consumer's desired state is different than his or her actual state'' ( p.147). In terms of events organisation the talk might be about both the want and the need. Even though, these kind of services does not satisfy the basic necessities of life, they serve to meet the need to socialise, to have fun and experience some excitement. In the days of a rushed and busy life it is a good way to save some time and energy that the client, private or business, would have to devote to organise an event by him or herself (Focus group,2009). Therefore, 57,14% of the surveyed target audience are willing to spend some of their budget to hire a professional event management company to organise an   event.

Information search

Problem recognition is followed by information search beginning with an internal search, the phase when '' the consumer mentally recalls images of products that might fulfil or meet  the need'' ( Clow & Baack,2008,p.148). It refers to experiences the client had with brands, the better the experience the bigger the chance that the purchase decision will be repeated in the future. The results of the survey, conducted among the target audience, show that 42,5% of the respondents, who has already taken part in any kind of event, organised by a professional agency and had a very positive experience, would decide to hire the company to organise their own event  (Survey, 2009). Furthermore, according to findings of a survey conducted by Forrester, among European on-line adults, 41% of 40 year olds or younger respondents and 43% of older than 40 years,  stick to the brand they like. However, in the case of insufficient information internally, the consumer decides to conduct an external search of the sources such as: friends and relatives ( 79% of the questionnaire respondents) (Forrester's  European Technographics, Q3 2007), internet (84,5% of the questionnaire respondents), magazines, newspapers, books, advertisements, etc. Moreover, according to Forrester's research about The Impact of the Internet on Dutch Consumer's Media Behaviour, (Le Quoc, Favier,.2008) The Netherlands was one of the most advanced European markets regarding the use of the internet, 84% of Dutch consumers search for products, services and price information. All these figures need to be taken into consideration by the company when defining the right media mix for its advertising campaign. What is also essential for the company to create, is a so-called  cognitive map, a model that simulates how the knowledge structures, containing one's assumptions, beliefs, feelings and attitudes, are embedded in one's memory. These structures are used by consumers in order to interpret  new information and to define the proper reaction on this information. Such a cognitive map with linkages, which the potential client might make between a product or service and other key ideas would be of  much help to design a persuasion technique to change the costumer's attitude (Clow & Baack, 2008, p. 157). A cognitive map with preferable linkages, that Fun Factory’s focus group  had, is  presented in Figure 1.
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Figur1.Cognitive map for Fun Factory
The marketing campaign of Fun Factory should make the most of these attributes, selected by the potential target audience, to entice the consumer to buy the company's services and to be loyal to it in the future.

Evaluation of alternatives
Evaluation of alternatives is the third step in the consumer decision-making process portrayed by three models: the evoked set approach, the multi-attribute approach and affect referral approach (Clow & Baack,2008, p.159). In the case of the evoked set approach, the only brands considered by consumers, in the purchase situation, are those strongly present in the evoked set that consists of the brands experienced and remembered by the consumer. Nevertheless, 78% of the questionnaire respondents does not recall the name of the event management company organising the event they have taken  part in, which might result from the fact that the names of the companies that offer these kind of services are not strongly present in the consumers' mind. According to the assumption of the multi-attribute approach model, the attitude of the consumers towards brands is determined by the ''consumer's beliefs about a brand's performance on each attribute and the importance of each attribute to the consumer'' ( Clow & Baack,2008, p.161). Thus, it is essential for Fun Factory to find out what customers value the most when hiring an event management company and try to adjust this knowledge to its performance. As mentioned before, for the company's potential target audience the most important attributes of event management companies are professionalism, cooperation with the client, high speed and the quality of the offered service (Survey, 2009).
The last and the least significant method in terms of events organisation is the affect referral approach concerning the types of purchase made frequently and with low levels of involvement (bread, milk) ( Clow & Baack,2008,p.161 ). Since Fun Factory offers the type of services that are not purchased frequently and with a rather  high level of involvement, there is no need to describe this model in  greater detail.

The purchase decision

Usually, the purchase decision is made during the stage of evaluation of alternatives. However, occasionally, a temporary change in the consumer's situation, desire for variety, an impulse purchase, some marketing material or the influence of a friend, contributes to a shift from the evaluation process. There are different reasons why purchases are made , such as; products-services utility, to satisfy physical, psychological, emotional, social or epistemic needs ( Clow & Baack, 2008, p. 170 ). In terms of events organisation, the talk is likely to be about satisfying emotional needs, to gather together with family, friends and celebrate all the important moments and occasions with them, in a nice, relaxed atmosphere (Focus group, 2009).
Post-purchase  evaluation

The post-purchase evaluation is the final and important stage of the consumer decision-making process in which the comparison of expectations and actual state takes place and the degree of satisfaction is determined. This is a decisive moment for the company because it strongly affects the customers' future decisions. Moreover, consumers who invest a substantial amount of time in the search for information and alternatives' evaluation, may experience post-purchase cognitive dissonance, doubts after purchases. In order to minimize this, the company should reassure customers with the use of direct-mail pieces or phone calls by the sales and customer service representatives (Clow & Baack, 2008,p.163,165). Fun Factory's potential clients might experience this as well, since choosing a proper event management company requires time consuming research. Therefore, in order to minimize possible doubts  after the event is over and build a personal relationship with clients at the same time, the emphasis will be placed on the phone calls from the employee, in charge of the particular event, to  find out if the client is satisfied, what the general impressions about the service are and what can be improved the next time (Focus group, 2009).

2.2  Traditional factors affecting consumer purchasing behavior

According to Clow & Baack (2008,p.171) consumer purchasing behaviour is often shaped by numerous factors and some recent trends as well.  In case of Fun Factory, demographics such as; age, gender, and income need to be considered as these factors affect  the preferences of the consumers and the way they can be reached. Moreover, some recent trends shaping consumer behavior will be presented as well.

· Preferences

To begin with the age and gender of the consumers, one can conclude that people under 25 and male adults between 25-35 tend to show a  preference to take the burden of organising an event on their own shoulders (80% of respondents from these groups) (Survey,2009).

· Reachability

Furthermore, the age and gender of the consumers affect the way they can be reached, namely nearly 100% of the Dutch consumers under 35 use the internet, 97% listen to the radio while 80%  read the newspapers and 85% read magazines. Coinciding with the age, the use of the internet and radio demonstrates a downward tendency reaching 60% of the consumers of  55-64 years and 57% of the respondents older than 65 for the internet, and 85% for the radio. On the contrary, the use of newspapers and magazines increases alongside with age. Nevertheless, 52% of mainstream internet users are male, in their forties, tend to earn a slightly higher income than the average Dutch consumer and are likely to have middle education (Le Quoc, Favier, 2008, p.2,5).
· Income

Considering another traditional factor affecting consumer purchasing behavior, which is income, it can be assumed that both, the number of people with a high income and those with an average income, present a rising tendency according to the CBS, which is as follows: the number of people with an  income in 2005 was 11 993 000 and the average income per person was € 24 700 on a  yearly basis, in 2006 it was 12 090 000 people and € 25 800 , in 2007 there were 12 204 000 people with an income and the average income was € 26 900, however the average income of professionally active people  was relatively higher and in 2007 it was € 32 300 (CBS,2007,’’Gemiddeld inkomen’’). Unfortunately, due to the research limitations and lack of any data from 2008 and 2009 it can  only be assumed that the income continued to increase, as it did in previous years. Moreover, 44% of Dutch consumers stated that they can get by  financially in the 1st quarter of 2009, however 78% of them believe that it is useful to save money and in case of a decrease in income  21% of the consumers would economise in entertainment, such as holidays and going out (CBS, 2009,’’Consumer confidence, economic…’’).
· Recent trends

In addition, some recent trends such as; time pressure and busy lifestyle, cocooning or indulgences and pleasure binges might affect the consumer buying behavior and have an impact on the events branch as well. Generally speaking, due to the rush and busy lifestyle consumers tend to focus less on material possessions and more on entertainment or events with friends and family and handling the stress through occasional indulgences like expensive dinners or get-away weekends at resorts. On the other hand, this busy lifestyle results in cocooning, consumers' retreat in their soothing home environment and reduce going out on the town or visiting with neighbours. Despite the fact that people try to cocoon, they still have social needs and in order to satisfy them, occasional visits with friends and relatives still take place (Clow & Baack,2008,p.172,173). All these trends are conducive to events organisations and gathering people in a family and friends circle. It is essential for the company to create an effective marketing communication strategy, addressing the attitudes, needs and expectations of the consumers.

Chapter 3
Internal  Analysis

“To fail to plan is to plan to fail.”

                                                                         Benjamin Franklin 
The internal analysis consists of a description of the most important  standards, values and objectives of the organisation that, together with the so called Marketing Mix , is the subject of  this chapter. This will enable us to define Fun Factory’s strengths and weaknesses and allow us to differentiate it from the competition (Vos, et al. , 2003, p.28,29). All these activities will lead to the SWOT matrix and a core problem definition. 

3.1  Mission and vision

Each organisation should clearly define its mission statement since it contains the most important objectives, standards and values (Vos, et al. ,2003, p.28). Moreover, besides the vision, it is a part of the strategic framework that needs to be established for significant success of the organisation (Heathfield.S. 2006,’’Build a Strategic Framework’’).
The mission of the Fun Factory is as follow:

To meet all your expectations and wishes we provide  professional service. 

The vision statement defines and communicates the purpose and the values of the organisation, how the strategy and activities of the company must implemented and carried out (Mind Tools,’’Mission Statement & Vision Statement’’).

 Fun Factory vision statement:
We help our clients to organise a  successful event by offering them our professionalism, enthusiasm, creativity and passion for everything we do. Our client-oriented attitude is a guarantee of their satisfaction.

Through its mission and vision Fun Factory tries to express outstanding values which seems to be the most important to the surveyed target group as well as distinguish itself from the competitors by placing the client in the centre.  

3.2  Marketing Mix

According to Philip Kotler (2005), author of Marketing Management, Marketing Mix is a combination of tools, grouped in four categories (4P's), implemented by the companies in order to achieve the business goals on the market. Additionally,  People, as the 5th P, can be added in the case of companies offering services. The 5P’s for Fun Factory are described below.
3.2.1 Product

Creating a broad and outstanding offer of events, workshops and activities is a huge challenge for Fun Factory since its competition is guided by one rule, namely, there are no boundaries to the imagination and everything is possible. However, knowing the latest  trends in the events branch, the company will try to meet the needs and wishes of all clients, from the youngest to the oldest, even those most demanding.
Private  events 

· Birthday parties ( also for children)

· Bachelor parties

· Theme parties ( Caribbean night, Arabian night, VIP night, Masquerade, 80's )

· Graduation parties

· Jubilees

· Baby showers

· Weddings

· Communion and christening parties ( popular mostly among the Polish target group)

· Funeral banquet

All these events will be organised according to the client's concept or as a package deal in external locations such as: a restaurant, hotel or party centre, or at the client's home. Moreover, Fun Factory will provide customers with a live band or DJ, and performers such as: a clown or fire eater for children’s parties, belly and pole dancers as well as male and female strippers mostly for bachelor parties. There are also workshops and package deals suitable  for individuals as well as for companies.  They are :

Body  &  Mind 

· TaiJi, Yoga, Meditation

· Healthy food and drink

· Preparing scented oils 

· Relaxing massage, reflexology

Dance  &  Music

· Salsa and Merengue, Tango, R&B and Hip Hop 

· Pole dance

· Belly dance

Bachelor’s  package  deals  and  workshops

· Make-up workshop/dinner

· Making perfumes/dinner 

· Making jewellery/dinner 

· Pal dancing workshop/dinner

· Male and female stripper show/dinner

· Paint ball/dinner

· Karaoke evening/dinner

Cooking  art 

· Making chocolates 

· Cooking workshop

· Making tapas

· Cocktails workshop (the cheapest) 

3.2.2  Price strategy

Considering the current economic situation and preferences of the surveyed target audience related to the price, only 20 % of the respondents identifies a higher price with higher quality (Survey, 2009). The most suitable strategy to implement is a penetration price strategy that involves setting lower prices as an introduction phase in order to build brand awareness and attract as many customers as possible. After analysing Fun Factory’s competition, one can conclude that in the case of workshops, prices fluctuate from  € 22.50 p. p for a making jewellery workshop of 3 hours to € 85 p. p for a  cooking workshop of 4,5 hours. It mostly depends  on the amount of  participants (the bigger the group the lower the price p. p) and the duration of the workshop. Complying with the penetration strategy,  it is reasonable to reduce the price by € 2.05 p. p for  every workshop in order to attract more potential clients. When taking into consideration the fact that all the activities are organised for a minimum of six persons, even € 2.05 p. p is a competitive offer and enables the client to save some money. Considering private events, no fixed price can be set since the preferences of the client’s decision regarding  a venue, the type and size, catering, decorations and quality of the service will be the factors which  influence the price.

3.2.3  Promotion

Since Fun Factory has not been launched into the Dutch market yet, no promotional activities have  been implemented. It will be the subject of chapter 7 which is devoted to the communication marketing strategy of the company.

3.2.4  Distribution place

There is no distribution necessary since Fun Factory offers only services, and potential clients may contact the company by telephone, via email or come to the office personally in order to discuss all questions and issues related to the event. The company's premises consists of two big meeting rooms, toilet, kitchen and is situated in the centre of The Hague, on Laan van Meerdervoort 36. Its location, and interior and exterior design reflects  the solicitude of the company to detail, style, elegance and high quality.

3.2.5  People

As mentioned before, during the first phase of the company's life cycle, all tasks and activities will be carried out  by two co-owners with an adequate educational background, good command of  foreign languages and a passion for events. Potential weaknesses such as a of lack of experience might be turned into strengths since it guarantees an innovative attitude, passion and enthusiasm not affected by the routine. In the beginning, it will be impossible to hire any additional, regular employee or intern due to financial limitations. However, this will become essential when the business starts to yield a profit. Nevertheless, until that time, the tasks will be divided evenly between two partners as follows: one will be in charge of all administrative duties, taking phone calls and making appointments, the other will take responsibility for the promotional activities and appointments with customers. Furthermore, there will also be external parties involved in the event organisation process such as: caterers, restaurants, hotels, and location specialists. 

3.3 Conclusion

In the mission and vision of the company, strong commitment has been made to give the client a feeling of importance and involvement in order to distinguish itself on the events market and  attract potential customers. Fun Factory plan to keep this promise through satisfying the needs and expectations of all clients, offering a suitable price strategy, providing quality service as well as having a professional and personal approach .

Chapter 4
SWOT   Analysis

‘’No great marketing decisions have ever been made on quantitative data.’’

                                                                                                                      John Scully
SWOT is a complete analysis of the internal and external factors and  can be summarised  in the form of a table divided into the strengths and weaknesses of the organisation and the opportunities and threats of the external environment where in the company operates (Vos, et al. , 2005,p. 34). It will lead to the formulation of the core problem which Fun Factory is facing. All findings have been  placed in a SWOT matrix below.

 4.1  SWOT matrix

	STRENGTHS
	WEAKNESSES

	Clear mission and vision of the company

Enthusiastic and devoted personnel

Professional attitude

Putting client in the center

Low start-up cost

Personal appeal/relation with clients
	Starting company, no experience

Lack of additional personnel

	OPPORTUNITIES
	THREATS

	Demand for events

Weaknesses of competitors(poor information, unprofessional attitude, websites)

Numerous trends create  room for creativity

Company growth
	Experienced competition

Not well-known on the market

Current economic crisis

Threat of failing


Table2: Fun Factory SWOT analysis
4.2  Core problem

Threats and weaknesses identified in the SWOT matrix above formulate the core problem which the organisation is facing. Firstly, Fun Factory is a starting company, unknown on the competitive events market and needs to distinguish itself from the competition and  generate awareness among the public by developing a good communication marketing strategy and communicate it to the potential clients. Furthermore, another threat results from the current financial crisis and its impact on the majority of  individuals who are focussing on saving. According to the survey findings, 42,86% of the respondents  would not hire a professional event management company to organise any kind of  private event due to the financial crisis.The only one solution for this  might be a penetration price strategy reducing the price of the services, set by the competition.

4.3  Conclusion

To answer the central question of this report, namely; 

''How to launch a new event management company into the Dutch market?''
numerous sub-questions had to be answered. The findings of the situation analysis  led to the following conclusion. In spite of sufficient demand for private events, the economic crisis, causing a decrease in the consumers’ purchasing power, might be a serious hindrance when launching a new company into the market as it will  seriously reduce the potential target audience. However, in order to deal with it successfully, Fun Factory will direct its offer to people with a relatively high income, whose lifestyle necessitate the help of a professional events management company. Also competitive prices of offered services need to be emphasised in the promotional campaign. Another threat is that of experienced competition which  has been operating on the market for a while. However, it means that only two competitors  might be outshone by the intensive promotional campaign of Fun Factory since the majority of consumers tend to try or do new things, as mentioned in chapter 2. It is essential to create a buzz and arouse an interest before the actual launch. Despite the limited manpower, the company should present itself as a professional specialist in the events organisation field and gain some free publicity by organising the spectacular  opening event. Moreover,  Fun Factory's clear mission and vision, placing the clients, their expectations and wishes in the centre of  the company's activity, creates the opportunity to distinguish the company from the competition and give the clients a  feeling of importance and participation in every stage of the event, which  is very appreciated by customers nowadays (Roekel,S. 2008,‘’Connecting the Dots’’). On the basis of these findings the company’s objectives will be formulated.
Chapter 5
Target  Groups and  Objectives

‘’Winners compare their achievements with their goals, while losers compare their achievements with those of other people.’’
                                                                                                                                                              Nido Qubein
Since a well-defined target group is the starting point of every successful project, the following section of the report will deal with the most important characteristics and qualities of Fun Factory’s target groups. Subsequently, marketing and communication objectives will be set up in order to find out what the company wants to achieve with its target groups in the future (Vos, et al., 2005, p. 34).

5.1  Division and characteristics of the target groups

On the basis of the research, the primary target groups was defined to serve the goal of the organisation, namely; individuals from different cultural backgrounds in the region of The Hague. The characteristics of the target audience are presented in Table 3.

	VARIABLES
	TYPICAL BREAKDOWNS

	Geographic  variables

Region 

Cities

Density
	The Netherlands

The Hague
urban, rural

	Demographic  variables

Age

Gender

Family size

Family life cycle

Income(annual)

Occupation

Education

Religion

Race

Nationality
	25-45 and above

female and male adults

1 and above

single, newlyweds with no children ,first families ( with young children), full nest (with growing and teenage children), empty nest (children moved out) 

2nd group(€ 30-40 000), 3rd group (€ 40-50 000), 4th group(€ 50 000 and above)(CBS,2007)

part time and full time job
MBO, HBO, university

all

all

all

	Psychographic variables

Social class

Lifestyle

Personality
	middle class, upper middles, lower uppers and upper class

successful in personal and career life, very busy, active family and social life,  attention paid to professionalism and high quality of  services and products, comfort and well-organized free time valued,  mainstream interests: music, dance, cinema, going out, clubbing, restaurants, sport

sociable extrovert, family man,  peace and comfort loving, hard working, open-minded, chaotic,

 ambitious, competitive, status conscious and oriented to success

	Determinants of choice
	attractive website of the company,

high service quality, professionalism, original offer, cooperation with client and speed of service


Table3: Characteristics of Fun Factory target group based on the research

Considering the age of the target audience, it concerns both male and female adults from different generations, which results in the diversity of offered activities targeting both, young adults ( weddings, birthday, bachelor, graduation and theme parties), couples with children (communion and christening parties, birthday parties) and last but not least elderly people with jubilees and birthday parties as well. When deciding on the income of the target group the affordability has to be taken into account, especially during the time of the economic crisis. Limited financial resources were the main reason mentioned by 42,86% of the surveyed target audience, for not hiring an event management company to organize any kind of private event. Even though, prices for events are flexible and depend on many factors, these kind of services are rather costly in comparison to events organized without the company involvement, due to  the provision charged. Therefore, it can be affordable only to the people with a high income with the bottom threshold set on € 30 000. Obviously, it limits the size of the target audience since only 24 % of the Dutch households, in 2007, had an annual income higher than  € 40 000 and the average income was €26 900. The graph below presents the average income, on a yearly basis, of professionally active people  from 2005 to 2007.


Graph1: .The average income in € of professionally active person in The Netherlands in years 2005, 2006 and 2007
Due to the research limitations and the lack of any data from 2008 and 2009 concerning the income of the Dutch population, the assumption about the general economic situation of the consumers will be  made on the basis of the data presented in Graph 2.

Graph2:Percentage of consumers whose economic situation clearly deteriorated in the indicated period
The graph above clearly presents the fact that due to the economic crisis  the economic situation of the Dutch consumers has decreased gradually. Thus, one can assume that the rising tendency of the income from previous years stopped and the height of the income in those years either remained on the same level as in  2007 or decreased (CBS, 2007). Since the height of the income is the factor which determines social affiliation as well as the lifestyle of the target audience, the negative impact of the financial crisis may limit the size of the circle of Fun Factory's potential clients. 

5.2  Business aims and objective

Business aims have been formulated, by Fun Factory, on the basis of its mission and they are as follows:

Fun Factory is in business to organise events for individuals. Its aim is to  place the  clients, their needs and wishes in the centre of the company’s activities and provide them with services of the highest quality in order to become the brand leader in the targeted region. 

Business objectives serve as a directive to achieve business aims (Tutor2u,’’Business organisation’’). The objective for Fun Factory was formulated on the basis of the events market research and in conformity with commonly used SMART ( Specific, Measurable, Achievable, Realistic and Timed) criteria and it is as follows :

· To become the clients preferred event management company in the targeted region within 36 months.

5.3  Marketing objectives

The following marketing objective for Fun Factory was formulated in conformity with SMART criteria as well:

· Achieve 30% of the distribution in the targeted region, 24 months after the launch of the promotional campaign.

5.4  Communication objectives

Communication objectives refer to how communication should influence the minds of the target audience; for instance, how to create awareness, build knowledge, positively affect the attitude or generate interest (Smith & Taylor,2004, p.44). According to Arens and  Bovée  (1994, p.44), when introducing a new product or service a very high level of awareness is to be sought and consequently as many potential clients as possible should be aware of the new entry.The following communication objectives for Fun Factory can be formulated in compliance with the AIDA model (Kahar, 2009).

Attention / Awareness 

· Create  awareness of the Fun Factory brand name and its services among  the public

Interests    

· Arouse interest in the Fun Factory brand and its services
· Create a positive attitude towards the Fun Factory brand as well as its services 

· Convince the public that using Fan Factory services is beneficial

Desire

·  Create the willingness among the public to hire Fun Factory to organize an event

Action

· Implement the required communication tools to  positively affect the buying behavior of the public

· Build brand loyalty through the company's activities
The marketing communication objective for Fun Factory was formulated on the basis of research conducted among the potential target audience as well as research on  the market environment , its growth and competition, conforming to the  SMART criteria, and it is as follows;

· To create 30%  brand preference among Fun Factory target groups within 24 months after the promotional campaign has been launched
Chapter 6
Branding

‘’A brand for a company is like a reputation for a person. You earn reputation by trying to do hard things well.’’
                                                                                                                                                    Walter Landorf
According to Philip Kotler  (2001, p.3), brands enable to identify products, services and businesses and distinguish them from the competition as well as communicate the benefits and values  the products or services can provide. Due to the current competitive nature of the business it is essential and beneficial for the companies to brand their products and services, also in the entertainment industry, in which Fun Factory will fall (Virtual Advisor,2004,‘’Building your Brand’’). Especially, considering the fact that the company is starting and not recognizable by the potential customers on the Dutch market yet. Thus, the main point of this chapter is to develop the brand essence of Fun Factory and position it on the events market.

6.1 Brand positioning 

Positioning is a part of the strategy and the art of creating a brand. Companies create the strategic and tactical suggestions in order to encourage the customers' acceptance of a particular positioning in their minds. Positioning studies identify the audience on the basis of their needs, expectations and wants which will determine the type of  products and services that best fit those needs and wants (Virtual Advisor,2004,‘’Building your Brand’’). In order to position Fun Factory among its competition and develop the brand essence, use will be made of the Brand Key model. There are eight steps required :

6.1.1 Competitive environment

After having done the analysis regarding the competition, it seems that a client-oriented attitude and professional approach is something that Fun Factory should focus on and emphasis in its future campaign since both competitors lack this, at least in the phase of first contact. They neither react on written requests for an offer nor answer the phone. It is unacceptable in a B2C ( Business to Consumer) sector in which the time as well as easy and fast access to information, is very appreciated (Focus group, 2009). 
6.1.2  Target group

The company is willing to be the best choice brand for people who value professionalism, cooperation and speed of service as well as share the passion for perfection, elegance, good taste and style. Moreover, Fun Factory's offer will be directed to those who wish to have an opportunity to realize their own ideas of the perfect event and to be actively involved in the organisation process.

6.1.3  Consumer insight

Consumer insight answers the question of needs and motives that determines the consumers' purchase decision (Sharepeople. ’’Brand Key Model’’). The research indicates that  mostly people organise the events and gather together to satisfy  social needs and to release the stress caused by a rushed and busy lifestyle (Focus group, 2009). However, those have the necessary funds, prefer to hire a professional event management company to realize their ideal event in a professional and efficient way which  enables them to save precious time (Survey, 2009).

6.1.4 Benefits

Benefits  might be functional or appeal to the emotions of the consumers (Sharepeople. ’’Brand Key Model’’). One of the functional benefits Fun Factory is willing to ensure its clients, is  time saving, possible gratitude for  high speed of good quality service, and easy and immediate access to all information essential to make  a purchase decision. In addition, implementation of  the penetration price strategy will create an opportunity to save  money when organising an event. In terms of emotion, the company will appeal to sense of belonging, happiness, pleasure as well as excitement in a stylish, relaxed atmosphere.

6.1.5  Values & personality

Brand personality gives the consumer additional value which is more important than the perceived positioning of the brand. An attractive brand personality can reinforce the purchase decision, and help to create an emotional link between the customer and the company. Due to the fact that small-company brands usually adopt the personality of their owners (Virtual Advisor, 2004,‘’Building your Brand’’), Fun Factory will distinguish itself from the competition by the professional, fresh and personal approach to the clients as well as solicitude for  detail at every stage of preparation. Furthermore, the company will offer its potential customers tasteful and stylish events, organised with enthusiasm and passion. Since the clients are central in every activity which the company will carry out , allowance for their needs, wishes and expectations needs to be made. Fun Factory's goal and priority is to serve each customer optimally and guarantee the satisfaction through the provided service.

6.1.6  Reasons to believe

Reasons to believe are the proofs offered in order to substantiate positioning. Fun Factory, as the only  company in the targeted region, will narrow the  service's focus to individuals, only to become a specialist who is perceived to know more, or to be of a "higher quality" than a generalist (Focus group,2009). Furthermore, being specialised in  one specific field enables it to devote as much time as necessary to each potential client from the very first contact till the last contact after the event.  Professionalism, solicitude for detail and passion for style and elegance will also be reflected on the company's website.

6.1.7  Discriminator

Discriminator is the most compelling and competitive statement a potential client would make when purchasing a particular brand ( Sharepeople. ’’Brand Key Model’’). In case of Fun Factory that might be:

''Fun Factory - the  brand with  great customer service organising excellent and stylish events which fit me perfectly.''

6.1.8  Brand  essence

Brand essence is perceived as the  heart and a soul of the product or service that embodies the core values, qualities and advantages of the brand as well as defines its personality and uniqueness ( Sowder.J. 2006, ‘’What is Brand Essence’’). Taking into consideration the core values combined with the preferences of the target group, willingness to cooperate and to be  part of the event organising process, the  brand essence of Fun Factory might be defined as follows;

''Passion and style the way you wish''
6.2  Mission statement and brand promise

An important step in the  branding process developed from the brand essence, is the mission statement of the brand and for Fun Factory it is as follows:

At Fun Factory you are central in everything we do to make your event successful. We are here to 
work  for  your success. From the original concept to the stylish and enjoyable event. We get you there.
In order to  keep this promise, the company will make an effort to create good  business relations with the best external contractors in order to provide the potential clients with service of the highest quality. Moreover, an emphasis will be put on a professional and attentive approach towards the client.

6.3 Brand  elements

According to Kotler (2001, p. 92), brand elements are visual devices identifying and distinguishing products or services. Key elements required when building the strong brand are as follows:

· Name

· Logo

· Tagline (slogan) 

Name

The name is considered to be ''the face'' of the brand, its first and greatest expression ( Kotler, 2001, p. 95). Additionally, according to James Dettore, president of the Brand Institute in Boston, it ''should be able to communicate on its own without a lot of advertising'' (Virtual Advisor, 2004,‘’Building your Brand’’). Therefore, the company was named Fun Factory. This name is associated with a lot of fun, excitement, social life and enjoyment and seems to be the perfect name for the company which is all about entertainment. 

Logo

The logo is another, essential element of the brand, the ''graphic look'' of its name or company ( Kotler, 2001, p. 98). The Fun Factory logo will be designed by a professional graphic designer  and it will reflect the brand personality. Therefore, to give the potential clients a distinct view of what Fun Factory offers, namely tasteful and stylish events, a suitable elegant logo will be designed. According to a Logo Design Guru, to achieve this,  an emphasis should be put firstly, on simplicity of the text, fonts as well as graphic elements. Secondly, the use of colours must be limited to a maximum of two and last but not least, the use of a legible font (“Elegant Logos’’, 2008. para.4,6). Taking this into consideration, the following combination of colours will be used;
· Black, since it is perceived as  very classy, powerful (Smith.K. 2009.’’Sensational 
Color’’), stylish and timeless (Johnson.D. 2007, ‘’Color Psychology’’,para.3)

· Shocking pink immediately grabs the attention and it is the colour of love and beauty that  

provides a feeling of relaxation and acceptance (‘’Color Symbolism’’, 2009,para. 4). The neutral black conveys warm attributes, while pink is also a typical warm colour. In comparison  to cool colours, warm colours excite (Bear, J. H. ‘’Warm Colors ‘’,para.1) and  are perceived to be active and  cheerful. Thus, associated with fun and excitement it  perfectly matches the name of the company. It also attracts viewers’ attention and stand out in an image.( ‘’Color Temperature’’,2009, para.24,33,34)
· Purple ( alternatively), since it is very trendy, has royal qualities, uplifts and encourages 
(Smith.K.2009,’’Sensational Color’’)

· The Font that will be used is- Blackadder ITC , with the name of the company in bold.  Only
first letters of the name will be capital letters, and the colour combination of the font will be a  black background with pink/ purple words
· Very little and simple graphic elements to create an impression of vitality and movement

Slogan

The slogan is ''an easily recognizable and memorable phrase that serves to support the brand image projected in a brand name and logo.'' Moreover, it stands for functional and emotional values of the brand expressed in its essence, personality and positioning ( Kotler, 2001, p. 101). Since Fun Factory stands for clients' satisfaction, passion and style its slogan is as follows:

'’ Events with passion. Just the way you wish''

The complete  positioning process of Fun Factory is summarized and presented in  Figure 2.
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Figure2:Graphic Brand Key model for Fun Factory
Chapter 7
Strategy
‘’When the customer comes first, the customer will last’’

                                                                            Robert Half
7.1 Marketing communication strategy
According to Smith & Taylor (2004, p.47) strategy answers the question ‘’How we get there?’’, “How Fun Factory can achieve its communication objectives?’’. The most suitable choice for a strategy depends on the development stage of the product or service. Due to the fact that Fun Factory is in the introduction stage of the life cycle, it  needs to become recognizable among potential clients, which  requires intensive communication efforts (Vos & Schoemaker, 2005, p.128,129). However, when deciding on a strategy, the budget’s limitation of a starting company needs to be taken into consideration. Therefore, in order to generate awareness as well as provide potential clients with all the information about the new brand on the market and, consequently, arouse interest in the offered service, the following strategies are formed, namely;
· Create a brand personality for the company (see chapter 6)
· Generate some favorable word-of-mouth in the pre-launch phase 
· Launch of the Fun Factory, company organizing stylish, unforgettable  event
7.1.1 Explanation of marketing communication strategies
· Create a brand personality for the company
As Fun Factory is the new, unknown events organizing company, it is essential to create a brand personality in order to distinguish itself from the competition and enable the prospective clients to create an emotional link between them and the company. The whole process has been  described in chapter 6.

· To generate some favorable word-of-mouth in the pre-launch phase

It is essential to achieve this before the actual launch of the company since it is the most patent promotional tool that will help to arouse interest and generate some awareness about the brand among its target audience.

· Launch of  Fun Factory
Fun Factory as a new brand should meet a potential clients’ requirements and preferences as well as differentiate itself from existing competition. However, the service that the company offers is not totally new and for this reason it is wise to distinguish itself on the basis of a fresh and different approach to the clients and to the profession. 
 7.2 Market segmentation
Fun Factory’s target market consists of the middle to upper income (on average exceeding € 30 000 per capita on a yearly basis)  professionals with a Dutch as well as an international background, in the 25-45 and above age range, living in The Hague and leading busy, active family and social lives and is divided into three segments;
· Young and single professionals  in their 20’s or 30’s, without any personal commitments, very
active socially, in their free time they are orientated towards fun, excitement and pleasure-potential target audience for bachelor and birthday parties. Creative message for this segment;

Fun Factory.100% Entertainment Guaranteed
or

 Unforgettable Experience with Fun Factory
· Married couples and partners living together with children, leading successful career lives,
preferably with two incomes, paying attention to comfort and well organized free time spent in a family circle. This is the  main segment the company will focus on, suitable for most of  Fun Factory’s activities such as; birthday, communion and christening parties, weddings, baby showers, anniversary’s and theme parties. Creative message for this segment;
Fun Factory Events. Excellent Family Entertainment
· Seniors still socially active with  relatively high pension to organize an event such as jubilee or
birthday party. Creative message for this segment;
Fun Factory Events. Unforgettable Moments Together
7.3 Positioning
Research on the consumers preferences revealed that what the target audience value the most, is cooperation (65%) as well as client involvement in the whole process of events organization (Roekel,S. 2008,‘’Connecting the Dots’’ ). Prospects want to  have everything under control when organizing the event.  Great importance is also attached to  professionalism (70%) and passion for the profession (Roekel,S. 2008,‘’Connecting the Dots’’ ). 
From the facts given, one can conclude that the best way to position Fun Factory is on the basis of its  customer-focused approach. This means that the potential client becomes a partner,  placed in the center of everything the company does, whose wishes and expectations  always have priority and who takes an active part in organizing an event. Moreover, its intention is to be perceived as a company with passion for events organized in a professional way. 
The way Fun Factory wishes to position itself in the customer’s mind is emphasized through its slogan;  Events with passion. Just the way you wish. 
7.4 Unique Selling Proposition
The marketing communication strategies need to be supported by carefully selected communication tools that will appeal to the target audience. However, the promotional campaign must convey a message, an unique selling proposition distinguishing the company from its competitors. For Fun Factory that would be;
‘’Fun Factory gives priority to clients’ needs and wishes’’
Chapter 8
Tactics, actions and control
‘’If we are strong, our strength will speak for itself. If we are weak, words will be of no help’’

                                                                                                                                       J.F. Kennedy
8.1 Communication tools and actions
Tactics answer the question of how to implement the strategy with the use of different communication tools while actions answers the question of who, when and how it should be implemented. Fun Factory will focus its efforts mostly on e-marketing since it is considered to be ‘’a least expensive and  most effective marketing tool nowadays” (Sceats.M. 2007,‘’eMarketing-What is it?”, para.1) mostly due to its accessibility, since nearly all Dutch consumers use the Internet. To be more precise, 97% of the first segment market of Fun Factory ( 25-35 years old), 95% of the second segment and 70% of the third segment (Le Quoc.K. 2008, ‘’The Impact of …’’). Actions, will be carried out by the two partners of the company. All communication tools and actions that will be implemented by Fun Factory to promote its brand, are mentioned and characterized in  Table 4.
	LAUNCH PHASE
	COMMUNICATION

TOOLS
	Aug.


	Sep.
	Oct.
	Nov.
	Dec.
	Jan.

	Pre-launch
	        Website

Brand identity

Direct marketing

Buzz marketing
Word of Mouth


	X
X
	       X

X

X
	
	
	
	

	Launch
	           Event

Free publicity

Direct marketing

Search engine

Internet advertising
	
	
	X
X
X
	X

X
	X

X
	X

X

	Post-launch
	Evaluation form

Direct e-mail- brochure, newsletter
	
	
	
	X
X
X
	X
X
X
	X
X
X


Table4.Tactics and action
8.2 Goals and characteristics of the communication tools 
· Website
A well designed and eye-catching website is a ‘’must’’ in the world dominated by the Internet. It enables a company to visualize the brand identity, distinguish itself from the competition and serves the clients optimally. This is why  it is the most important tool for Fun Factory, also taking into account the fact that an attractive website is considered as very important (30%) and important for 45% of the surveyed audience when choosing an event management company. To achieve its goals, the company wishes to create a website with elegant, simple and outstanding design that reflects its personality, easy to navigate, with clear, readable information with an offer including prices. A good way to give the prospective clients an ‘’entertainment hint ‘’ is to place  short movies from the most spectacular events, on the website as well.

· Brand identity
In order to create awareness among the company’s target group, Fun Factory will place visual elements defining its brand on the company’s car, business cards and the signboard in the office, which will be seen and be recognisable by many prospective clients.

· Direct marketing
The goal of direct marketing is to provide prospective clients with all the information concerning the company and, at the same time, to generate awareness among them. In the case of Fun Factory door-to-door marketing has been chosen as the most appropriate form of  marketing since it is informative, cost-effective and targets potential clients precisely (Kahar.Z.2009,”Integrated Marketing 

Communication’’ppt). Carefully designed and eye-catching leaflets will be handed out in selected housing estates inhabited by well-off residents, such as; Wassenaar, Scheveningen, Voorburg, 

 Wateringen and the central area. Moreover, it also plans to distribute Fun Factory’s flyers in public and social places frequently attended by the target audience, different for each segment.

· Young, single professionals-fitness clubs, sport centres, cinemas, night clubs, bars and restaurants, healthy food shops, company cafeterias, shopping centres, boutiques, wedding fashion boutiques

· Couples with children-fitness clubs, sport centres, company cafeterias, cinemas, kindergartens, restaurants, shopping centres
· Seniors - senior clubs and rest houses, sport centres, restaurants

In the pre-launch phase the flyers, announcing the competition for the best idea for an opening event, will be distributed among two first market segments. 
· Buzz marketing
Buzz marketing communication is a specific kind of an activity undertaken by the company in order to generate favourable word-of-mouth publicity about products and services (Kahar.Z.2009,’’Integrated Marketing Communication’’ppt ). It guarantees effectiveness at a low cost and will be used in the pre-launch stage in order to arouse interest among the target audience and announce the opening of the company.Since Fun Factory is the event management company, a good idea might be handing out the flyers (in public and social places frequently attended by the first two segments of the target audience), announcing the competition on the company’s website, for the best idea of a spectacular opening event. Three of the most creative concepts will be given a prize -an invitation to this event.

Implementing this tool is planned one month before the actual opening, to give people time to send their ideas.

· Word of Mouth

According to Taylor & Smith (2004, p. 590) Word of Mouth is one of the most patent marketing tools that has ever been invented since people tend to trust more in friends, colleagues or family recommendation or criticism of the product or service than in advertisements or other forms of marketing. The preferences of the surveyed target group seem to confirm this tendency, because 45,45% of them search for an event management company among friends and family (Survey,2009). For this reason, Fun Factory should generate as much positive WOM as possible by its buzz marketing communication as well as by providing its clients with professional service, great customer service and unforgettable experiences. 

· Event
The opening event is a great opportunity for Fun Factory to show what the company is all about, to interact with the potential clients as well as to generate some WOM and free publicity. A well organised and  spectacular event might be an unforgettable experience for the participants.
· Free publicity

It is a free and effective way to generate awareness among the target audience because it might give a huge amount of credibility. Hopefully, the pre-launch campaign leading to the spectacular opening event will be news worthy for local newspapers, such as; De Posthoorn, distributed weekly in the region of The Hague as well as daily newspaper AD Haagsche Courant.
· Search engine marketing

Search engine marketing aims to  generate traffic to the website. Thanks to  SEM  the company attains a higher ranking in the top search engines such as Google or Yahoo. It is a very effective and useful tool since 81% of global Internet users rely on search engines to find the information they need (‘’Search Engine Statistics’’,2008, para.6). Therefore, ranking highly in search engines is crucial to Fun Factory’s e-marketing, especially because 51,52% of the surveyed target group would use the Internet when searching for an event management company. 
· Internet advertising
The goal of  internet advertising is to generate awareness by  reaching as many prospective clients as possible and inform them about the existence of the Fun Factory brand and its offers. Considering budget limitations, every opportunity for free or cheap advertisement should be taken into account. For this reason, a good way for the company to show its presence on the events market is  to exchange  links with http://www.teamuitstapje.nl/ , an online portal that offers this possibility. Another way to promote itself at a low cost (€40) is to place an announcement  in the e-newsletter of Teamuitstapje since it is sent to 18.000 interested people 26 times a year. Moreover, there are several websites where the link of the company might be placed for free, such as;

http://www.entertainmenttrack.com/rubriek.php?recordID=122 

http://www.freetrader.nl/ 

http://advertenties.west-net.nl/ 

http://tweedehands.net/
http://www.speurplaza.nl/
http://www.openhandel.nl/gratis_advertentie_plaatsen/
http://www.speurders.nl/new_ad_form.php
Last but not least, advertising is a free opportunity for Fun Factory  to create an outstanding and eye-.

catching profile on the popular social networking sites such as Hyves, the most popular Dutch portal with over five million members and http://nasza-klasa.pl/ (Polish) with 1136 members in  The Hague and 6289 in  the whole of the Netherlands.
When the introductory phase has been completed successfully, the following step, in the growth stage of the product or service, is  to create a brand preference among the potential target audience (Vos & Schoemaker, 2005, p.129). To achieve this, the distinctive characteristics of the brand need to be emphasized as well as build strong relationships with clients, based on professionalism and cooperation. For this reason, apart from the already mentioned strategies, some additional strategies are to be implemented;
· Evaluation form
To support interaction with the client and build up brand preference, Fun Factory will create an opportunity to express opinions and/or, reservations concerning the events, customer service and the company by placing an evaluation form on the company’s website. Apart from this, each client will be contacted personally (on the phone) once the event is over, to find out about  their experiences and feelings afterwards. (See Appendix 5)
· Direct marketing

The use of direct e-mail, including the brochure, up to date offers and newsletters, will be made in order to communicate with its clients and prospective clients efficiently. There is always a risk that the e-mail will be recognised as a spam and send, unopened, to the recycle bin. To avoid this, each customer will be asked if he/she is willing to receive contact by email. Moreover, on the company’s website there will be an option for those who wish to subscribe to an e-mail. 

8.3 Control
The purpose of the control is to measure and evaluate the effectiveness of the promotional campaign with regard to the company’s  main objectives. It is essential to know how successful the programme is and what can be improved. Means of measurement for Fun Factory, are as follows;
· the survey will be conducted among the target audience six months after the launch of the 

campaign. It will enable to find out if the prospects are aware of the Fun Factory offers and its brand name

· booking sheets of the company measuring the brand preference

· counting visits on the company’s website measuring the interests of the target audience

· panel discussion with prospects in places where the leaflets were distributed to measure the level of awareness among the target audience

 It will  asses if the campaign should be adjusted or if it should continue in the same way.
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Consumer insight:


Consumers willing to satisfy social needs in a professional way and save some time intended for events preparation.





Reasons to believe:


Focus on individuals only-more time devoted to each client -better quality of service





Discriminator:


Fun Factory, the brand with a great customer service organising excellent and stylish events that fit me perfectly 





Slogan:


 Events with passion. Just  the way you wish





Logo:


Elegant logo in pink and black with simple graphic elements associated with vitality and fun





Name:


Fun Factory





Brand promise:


At Fun Factory you are central in everything we do to make your event successful. From the original concept to the stylish and enjoyable event. We get you there.











 The way you wish








Brand essence:


Passion and style the way you wish





Values & Personality:


Passion for events. Professional, fresh and personal approach to the clients, allowance for the customers’ needs, wishes and expectations, high speed and good quality of service.





Benefits:


Functional- time  and money saving


Emotional-sense of belonging, pleasure, excitement and happiness





Target group:


People with passion for perfection, elegance, good taste and style.





Competitive environment:


VIP Evenementen-young company, for middle and upper class, guarantees quality, creativity and success 


Okapi Events targets all classes, stands for creativity and unique concept with African leitmotiv
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