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The purpose of this thesis was to find out the prospectus of establishing hand car 

wash business in Rauma Finland. However, the main objective of the thesis was to 

develop a business plan for XYZ hand car wash. A conceptual framework was pre-

pared through that all the research was undertaken. That framework included busi-

ness idea, PESTEL analysis, Porter’s five factors analysis, competitor’s analysis, 

SWOT analysis, empirical research and business plan. 

 

The idea of hand car wash came into author’s mind as the prices of car wash were 

very high and customers felt dissatisfaction. Moreover, qualitative research method-

ology was chosen for the research. However, semi-structured interviews were adopt-

ed to collect data. The sample for the interviews was ten auto car wash owners. 

However, three of the interviewees agreed for the interviews. Moreover, observation 

was also used as data collection method. The questions were prepared in themes 

format for the interviews.  

 

The results of the data showed that Finnish economy is stable and the Government 

supports the investment. Moreover, there is no direct competition of hand car wash 

business in Rauma. There are three main auto car wash centers in Rauma. Moreover, 

SWOT analysis showed that hand car wash business has strengths e.g. low invest-

ment, low risk and more opportunities. However, the challenges like weather, lan-

guage and physical work were also highlighted in the interviews.  

 

Furthermore, the business plan was designed with the help of BMC (Business Model 

Canvas). The plan showed that capital required for start-up was €1100 however the 

entrepreneur had his own 100% equity i.e. €13170. In the business plan, XYZ hand 

car wash reached to breakeven point in the first month of its operations and achieved 

€70, 66 net profit. This was due to the fact that there was less operational cost in-

volved in business. The required start-up capital, XYZ profit and loss account and 

other appendices were also attached with the thesis. 

. 

Hence, the results from the research strongly projected the success of hand car wash 

business in Rauma 

.  
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1 INTRODUCTION 

This thesis is about developing a hand car wash business plan in Finland i.e. XYZ 

hand car wash. To be an entrepreneur is very challenging. However, it is more chal-

lenging in a new country with language, cultural and many more differences. The 

word “challenge” has driven author to think about idea of XYZ hand car wash in Fin-

land. Every profession requires some attributes in the executives and work force. 

Similarly, entrepreneurship also demands various strengths to be an entrepreneur. 

Moreover, car wash industry also requires traits e.g. dedication, clarity, persistency 

and vision. Moreover, it is also being observed that hand car wash business can be 

started with the low capital. This business does not require auto machinery or any 

other technology. Moreover, operational cost is also very low as all the cleaning ma-

terial is available in the open market. The only fixed cost could incur is premises 

rent. Furthermore, it was also being observed during the data collection that custom-

ers’ hands were dirty while taking off wheel cups before wash and vacuuming after 

the wash caused inconvenience and dissatisfaction. Therefore, the inconvenience and 

dissatisfaction has also paved the researcher way to think about establishing a hand 

car wash business in Finland. 

 

 Finland is a developed country which encourages small businesses. However, author 

is an international student of business in Finland. Moreover, author has the relevant 

qualification and business experience which has driven him to think about business. 

Nevertheless, hand car wash idea came into authors’ mind after observing car wash 

business in Finland. The main factor behind this idea was high prices and customers’ 

dissatisfaction because of auto car wash. Moreover, there is no hand car wash busi-

ness in Finland as observed by author in many cities e.g. Helsinki, Tampere, Turku 

and Rauma. Therefore, the thesis is divided into mainly two parts i.e. theoretical and 

empirical. The main purpose of the theoretical part is to present the relevant theory 

which is important base for the thesis. Moreover, theoretical part will also support to 

develop the business plan for XYZ had car wash.  
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2 PURPOSE OF THE STUDY 

The basic purpose of this study is to find out the prospectus of establishing a hand 

car wash business in Finland. Therefore, this thesis will explore the business envi-

ronment and industry environment with practical research to understand developing a 

hand car wash business in Finland. Eventually, the author will establish his own hand 

car wash business after completing the studies. However, a business plan is neces-

sary for developing a business in real. Therefore the main objective of the study is to 

develop a business plan for XYZ hand car wash which eventually can help the author 

to establish the hand car wash business in Finland. However, the topic of the study is 

chosen very carefully considering author’s strength and limitations. Therefore, pur-

pose of the thesis project is to explore how to proceed in developing a business plan 

for XYZ hand car wash through literature review and by undertaking research in car 

wash industry in Finland. As the XYZ hand car wash idea is already in place, it is 

now important to evaluate whether this idea can be transformed into a business suc-

cess. Therefore, this thesis finds out relevant information for developing a business 

plan which in turn can paves the way for perspective entrepreneur.  

 

Secondary information has been collected through consulting relevant books, online 

articles and websites to acquire deep knowledge on developing business plan for 

XYZ hand car wash. The theoretical part of this thesis will present the important as-

pects to produce business plan and explore business environment on macro and in-

dustry level. However, the theoretical part of the thesis is very composed and realis-

tic fulfilling the need of translating business idea into a real business. However, the 

empirical part of this project i.e. a business plan for XYZ hand car wash is carried 

out through PESTEL analysis, Porter’s five factors analysis, competitors’ analysis, 

SWOT analysis, Business Model canvas and the results from the research. Moreover, 

in order to obtain the information, it is important to explore the business environment 

of that specific business area to ensure whether business idea carries the potential of 

profitable business. 
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Hence, considering the purpose of the study, the objective of the thesis is to: 

 

Find out how to develop a business plan of hand car wash in Finland. 

 

Nevertheless, in order to achieve the objective following research questions will be 

addressed in the thesis: 

 

Is Finnish market suitable for this idea? 

What are the threats and opportunities for this business? 

Will it be successful from idea- to-implementation stage? 

Therefore, after addressing above stated principal research questions, the final re-

search question will be addressed i.e. how to develop a hand car wash business? 

The empirical part of this thesis will focus on developing business plan of XYZ hand 

car wash. However, in order to address the research questions, a qualitative research 

is undertaken amongst the car wash owners in Finland. Semi structured interviews 

method has been used for collecting data. Moreover, ten existing car wash owners 

have been selected as a sample for this research as they are the most relevant people 

for giving the relevant information.  

 

Finnish car wash market involves mainly auto wash units. However, there are also 

many Gas filling stations which offer self-service auto wash. None of the car wash 

unit offers hand car wash services. It may be because of the various reasons e.g. 

weather, employees’ liability, complaints and physical work etc. Moreover, auto car 

wash is of very high prices. Therefore, it seems big opportunity of hand car wash. 

However, the success of real hand car wash business will depend upon the business 

plan.  

 

Therefore, the conceptual framework will be presented in the next chapter which will 

paves the way for developing a business plan for XYZ hand car wash. 
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3 CONCEPTUAL FRAMEWORK 

 

Figure 1. Conceptual framework of the thesis 

 

The above figure illustrates the conceptual framework of the thesis. Primarily, an 

idea is the initial point for developing a business plan. However, to transform an idea 

into a business plan, a systematical Macro level analysis i.e. PESTEL, Industry/micro 

level analysis i.e. Porter’s five forces and competitors’ analysis and SWOT analysis 

is necessary. PESTEL analysis helps to explore the overall environment of the coun-

try for the investment. However, it is also important to understand the behavior of the 

industry and competitors in the country and Porter’s five forces analysis helps in un-

derstanding the industry level environment. Nevertheless, it is also vital to recognize 

the strengths, weaknesses, opportunities and threats for the business which can be 

achieved through SWOT analysis. Moreover, above figure also shows that Business 

Model Canvas will be used along with empirical research to develop a final plan for 

XYZ hand car wash business in Finland. 

 

4 BUSINESS IDEA 

The starting point of every business is business idea. First of all an entrepreneur gets 

a business idea, he/she develops it and after thoroughly planning, the business is es-

tablished. Actually a business idea is a concept which can be used for commercial 

purposes and the idea is written about a product or service that can be sold for money 

in order to make profit. It can come from many different sources such as hobbies and 
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interests, past experience, recognizing an opportunity in a market, family and friends, 

discovery and innovation, study and research etc. The idea has no value if it is not 

turned into a business plan. After generating the idea a business plan is created 

(Greene 2009, 64). Most people think being an entrepreneur is all about coming up 

with an idea, but that's just one part. It's also important to know right from the start 

how you will reach interested customers in an effective and affordable way (website 

of businessnewsdaily 2015). However, many people think a car wash is a great busi-

ness opportunity because they see it as a business that doesn’t require a great deal of 

hands-on work but that still produces a great return on your investment. Beginners 

probably believe the income stream from a business such as this is as automated as 

the equipment that pulls your car through the wash tunnel. The reality is a bit more 

complicated than that. It is not exactly a mystery but ask any car wash owner and he 

will tell you the same thing that It is not as easy as it looks (website of entrepreneur 

2015). 

 

Moreover, when most people think of a car wash, they tend to think of an exterior 

conveyor wash. These are the washes that put cars on a motorized track and drag 

them through a tunnel where they are rinsed, soaped up, washed, rinsed again and 

possibly waxed. The cars then emerge clean, and perhaps even relatively dry, at the 

other end. But this is only one type of car wash. Other types of washes include:  

 

Full-service: This is basically a combination of the exterior conveyor with an inside 

cleaning (also known as detailing) added in.  

In-bay automatic (also called a rollover): This type of car wash is an automatic wash 

consisting of a machine that literally “rolls over” a stationary car parked in a washing 

bay.  

Self-service: Most self-service car washes are coin-operated brush-and-hose combi-

nations that the driver uses to dispense soap, wash the car and rinse it off (website of 

entrepreneur 2015). 

 

People today have less and less time to spend on errands like getting their car 

washed. One of the main challenges of today’s car wash owner is not just providing 

customers with clean cars. It is providing customers with clean cars in as short a time 

as possible. Another challenge is providing the best quality of wash possible. Cus-
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tomers today are better educated about their options and demand more value for their 

money (website of entrepreneur 2015). It used to be that only oil companies offered a 

car wash with a fill-up. And then, more often than not, the wash would be free. To-

day, however, many car washes combine the services of a gas station and car wash, 

or they strike deals with neighboring filling stations for car wash discounts (website 

of entrepreneur 2015). Moreover, according to a survey published in Auto Laundry 

News, almost half (46 percent) of car wash owners say that having a gas station 

nearby that offers a free wash with a gas purchase has hurt their business. While that 

is significant, the fact that the free wash does not take even more business away may 

be due to the fact that washing cars is a side business for these gas stations, and they 

tend not to do as good a job as a dedicated car wash. So while you may choose to 

offer multiple services to your customers to enhance your business, do not forget that 

your primary business is offering a quality car wash (website of entrepreneur 2015). 

 

However, with regards to Finland, Finnish road conditions in the winter render cars 

dirty very fast. Typical problems for the Finnish summer driving conditions are in-

sects and tree saps. In addition, metal dust grinding off the brake discs tends to stick 

to the wheel rims dis coloring them yellow. By washing the car regularly, car body 

corrosion can be prevented and the useful life of the vehicle can be extended. A layer 

of dirt on the vehicle paintwork conducts humidity into the pores of the paint and ad-

ditionally it slows down the drying process of the surface. Moreover, a dirt layer 

tends to cover up eventual paint damage caused by flying stones and makes it more 

difficult to catch the damage in time for repair. Dirty windscreens, naturally, also 

impair the visibility in traffic (website of oil 2015). 

 

Therefore, the next chapter will throw a light on macro and micro level analysis 

which will pave the way for developing a business plan for XYZ hand car wash. 
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5 BUSINESS ENVIRONMENT 

 

Business environment describes the environment where the business operates both 

internally and externally. It clarifies of how business is done, what are the proce-

dures, the competitors, all the factors affecting business decisions. A thorough analy-

sis of the business environment helps the business to succeed and grow. For the busi-

ness success it is important to know which environmental factors are critical to ana-

lyze. Quite often the business environment is researched by SWOT-analysis or de-

scribed using PESTEL-analysis which looks at the environment from a macro level. 

However, when analyzing the entire market sector, Porter’s Five Forces model can 

also be used. 

5.1 Pestel analysis 

The elements most frequently evaluated in the environmental analysis are the politi-

cal, economic, socio-cultural, technological, legal and environmental. The analysis of 

these factors is known as a PESTEL analysis. 

 

Figure 2. Components of a PESTEL analysis. (Website of professional academy 2015) 

 

A PESTEL analysis is a useful tool for understanding the broader environment in 

which an organization is operating. Specifically a PESTEL analysis is a useful tool 

for understanding risks associated with market (the need for a product or service) 

growth or decline, and as such the position, potential and direction for an individual 
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business or organization. Moreover, a PESTEL analysis is often used as a generic 

'orientation' tool, finding out where an organization or product is in the context of 

what is happening outside that will at some point affect what is happening inside an 

organization. The six elements form a framework for reviewing a situation, and can 

also be used to review a strategy or position, direction of a company, a marketing 

proposition, or idea (website of cipd 2015). The PESTEL model provides users with 

a series of headings under which users can brainstorm or research key factors. 

 

Political: what is happening politically in the environment in which organization op-

erates, including areas such as tax policy, employment laws, environmental regula-

tions, trade restrictions and reform, tariffs and political stability? (website of cipd 

2015). Moreover, in many countries the government is unstable and there might be 

considerable opposition to it which naturally affects the business. A hostile political 

takeover is most definitely going to affect everything in the country including the 

business operations (Morrison, 2002, 23-24). 

 

Economic: what is happening within the economy, for example, economic growth/ 

decline, interest rates, exchange rates and inflation rate, wage rates, minimum wage, 

working hours, unemployment (local and national), credit availability, cost of living 

etc. (website of cipd 2015). However, the situation within the economic environment 

might bring either opportunities or hinder the situation within the company and its 

operations. The effect of, for example, recession or rising consumer spending are op-

posite for a company and oppose either a threat or a chance for growth (Morrison 

2002, 23-24). 

 

Sociological: what is occurring socially in the markets in which organization oper-

ates or expects to operate, cultural norms and expectations, health consciousness, 

population growth rate, age distribution, career attitudes, emphasis on safety, global 

warming (website of cipd 2015). 

 

Technological: what is happening technology wise which can impact what organiza-

tion does? Technology is leaping every two years.  Therefore, how this will impact 
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the products or services. However, things that were not possible five years ago are 

now mainstream for example mobile phone technology, Web 2.0, blogs and micro-

blogs (Twitter), social networking websites. New technologies are continually being 

developed and the rate of change itself is increasing. There are also changes to barri-

ers to entry in given markets and changes to financial decisions like outsourcing and 

insourcing (website of cipd 2015). 

 

Environmental: what is happening with respect to ecological and environmental is-

sues? Many of these factors will be economic or social in nature (website of cipd 

2015). In the past decade these factors have grown to have a large impact on con-

sumer behavior for example: ethical corporate culture and pollution targets (website 

of professional academy 2015). 

 

Legal: what is happening with changes to legislation? This may impact employment, 

access to materials, quotas, resources, imports/ exports, taxation etc. (website of cipd 

2015). The legal forces affect the organization in many ways. In a stable situation the 

limitations and regulations imposed by the government might limit the business and 

for example the future EU-regulations might make mergers and expansions more dif-

ficult ((Morrison 2002, 23-24; Cheverton 2004, 72). 

 

A PESTEL analysis is a useful document to have available at the start of a new busi-

ness planning. It can provide the entrepreneur with background and context infor-

mation about targets towards growth, new product development and brand position-

ing. The opportunities and threats identified can be fed into a SWOT process and 

strategies identified to avoid or minimize the impact of the threats, and equally strat-

egies employed to build on the opportunities presented. 

 

There are various advantages associated with PESTEL analysis. PESTEL is a simple 

framework which facilitates an understanding of the macro level business environ-

ment. Moreover, it encourages the development of external and strategic thinking. 

PESTEL can also enable an entrepreneur or an organization to anticipate future busi-

ness threats and take action to avoid or minimize their impact. Furthermore, it can 



13 

 

enable an entrepreneur or an organization to spot business opportunities and exploit 

them fully (website of cipd 2015). However, there few disadvantages also associated 

with PESTEL analysis. Some users over simplify the amount of data used for deci-

sions. However, for long lasting results, this process needs to be undertaken on regu-

lar basis. Moreover, the best reviews require different people being involved, each 

having a different perspective. Furthermore, this process can be time consuming and 

costly (website of cipd 2015). 

5.2 Porter’s five forces analysis 

 

Figure 3. Porter’s 5 competitive forces. (Website of Harvard Business Review 2015) 

 

Porters five force model is probably the most used one in the world. Even though it 

has been around for a long time it is still valid. Porter’s model is used to determine 

the competitive intensity of a certain industry and thereby the potential profit for 

companies in the industry. The stronger the forces in the above figure, the stronger 

threat they create and therefore in the short run a company faces more restraints in 

raising prices and increasing profits. However in the long run, a company might re-

spond to strong competitive forces with strategies designed to turn some of the forces 

to its advantage (Porter 2004, 3-5). Now we shall look at the five forces in turn. 

 

 

 

 

 



14 

 

Threat of new entrants: 

 

New and potential entrants for an industry mean greater capacity and greater compe-

tition for market shares, even though they pose a threat for existing competitors. The 

extent of this threat is dependent on the barriers to entry. If the barriers are numerous, 

the threat of new entrants is low. The barriers for entry include, for example, econo-

mies of scale which might force the new entrant to enter on a large scale or not at all, 

product differentiation (the market might be dominated by a selected few that have 

been building brand identification for long), capital requirements, switching costs, 

government policy and access to distribution channels (Porter 2004, 7-17). 

 

Buyer power 

 

Important buyer groups might play a powerful role in forcing down prices or bar-

gaining for higher quality or better terms in business. Especially two buyer groups 

would be the strongest positions in playing the producers against one and other. They 

would therefore have bargaining power in the industry. The buyers who purchase a 

large proportion of the seller’s output naturally play a huge role in demand and sup-

ply, but also the buyers who can change to alternative supplier, given that the product 

is standard and the switching costs low can cause stress to the supplier (Porter 2004, 

25-26). 

 

Threat of substitutes: 

 

A substitute product is one that performs the same function as the industry’s product 

and therefore opposes a threat. The case with substitute product is that they may ap-

pear to be different e.g. tea and coffee, chocolate bar and a fruit - but they serve the 

same function. Tea and coffee both are drinks related to caffeine, morning rituals and 

socializing, while both chocolate bars and fruits can be targeted to the snack industry. 

Substitutes do place a ceiling for the prices possible for products in the industry, for 

example, if the price of coffee would increase steeply, consumers were likely to think 

tea as an option (Porter 2004, 23-24). 
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Supplier power 

 

Any organization needs raw materials and this creates buyer-seller relationship be-

tween the market and the suppliers. The distribution of power within such relation-

ships varies, but if it lies with the supplier then they can use this influence to dictate 

prices and availability. Therefore, it is organizations’ liability to assess the balance of 

power within the market they operate. Suppliers may work together to increase bar-

gaining powers, although this is usually against the law in developed countries where 

legal redress is available if such actions are discovered. However, there are various 

factors which can increase supplier’s power e.g. few suppliers and many buyers, high 

switching cost, small buyer, unavailability of substitute products and buyer is not 

price sensitive. Key elements for the situation that suppliers have a lot of bargaining 

power are that a few powerful companies dominate the supply industry and that there 

are a few substitutes to the product in question. The petrol industry works as a good 

example in both conditions. A threat to raise prices increases a suppliers bargaining 

power as does the intention to reduce quality (Porter 2004, 27-29). 

 

Competitive rivalry 

 

Basic assumption is that competitors are interdependent; prices, advertising, cam-

paigns, promotions and customer warranties are all monitored by competing firms 

who then respond. There are numerous factors that contribute to the intensity of ri-

valry amongst competition: 

 

Numerous or equally balanced competitors: If firms are numerous, they tend not 

to keep such a close eye on the competitors moves, but if equality amongst them 

adds the amount of tracking each other moves (Porter 2004, 17-22). 

 

Rate of industry growth: If the industry is growing steeply there are plenty of op-

portunities for firms to expand, but if the rate of growth is slowly the competition 

centers on gaining market share (Porter 2004, 17-22). 
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Product and/or service characteristics: The similarity of competing products and 

the essential nature of it make the product a commodity thus leading to the consumer 

making the purchase decision upon price and customer service (Porter 2004, 17-22). 

 

Level of fixed costs: High level of fixed costs leads to the situation where companies 

struggle to, at least cover the fixed costs, even by giving out considerable discounts. 

The airline industry serves as a good example; the plains need to fly as full as possi-

ble, so the last tickets are sold discounted through various outlets (Porter 2004, 17-

22). 

 

High exit barriers: These are economic, strategic and emotional factors that act as 

barriers for the company in leaving the industry. For example large investment on 

machinery that is difficult to sell forward is an exit barrier. High exit barriers lead to 

companies staying in business for as long as the operations are not making huge 

losses (Porter, 2004, 17-22). 

5.3 Competitor’s analysis 

When discussing rivalry the first step should always be defining the competition that 

needs to be examined. All significant existing competition must be analyzed but also 

the threat created by potential competitors need attention. Forecasting potential com-

petitors is not an easy task but there are certain groups from which the competition 

can be expected, such as firms who are not in the industry but could overcome the 

entry barriers at low cost. Predicting mergers or acquisitions can also help see the 

future situation in the market. A merger can suddenly push an earlier weaker compet-

itor to dominance of the market (Porter, 2004, 47-49). Basically business competitors 

are other organizations offering the same or similar products or services at the mo-

ment, organizations that can offer those products or services in the future or organi-

zations that could remove the need for a product or a service (Jobber & Fahy 2003, 

276). Therefore, Porter’s competitor’s analysis model is further being described. 
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Figure 4: The components of a competitor analysis. (Porter 2004, 49) 

 

Porter’s model is designed to assist in the sophisticated competitor analysis in strate-

gy formulation. The objective of any competitor analysis is to develop a profile of 

the nature and success of the likely strategy changes each competitor might make, 

each competitors probable response to the range of feasible strategic moves other 

firms could initiate, and each competitors likely reaction to the set of industry chang-

es and broader environmental shifts that might occur (Porters 2004, 48-49). Many 

times competitor analysis is done with only assumptions and superficial knowledge 

of the targets of investigation. According to Porter many companies act on the basis 

of informal impressions and intuition gained through hints of information about 

competitors that every manager receives instead of systematically gathering infor-

mation about the competition. There are four major components to a competitor 

analysis: future goals, current strategy, assumptions and capabilities. Understanding 

these four components should provide an insight of the competitor’s response profile. 

The right side of the figure (see figure 4) is usually emphasized in the investigations, 

but companies should be focusing on the left side. Understanding the drivers behind 

the actions help determine the possible behavior patterns of the competitor in the fu-

ture (Porter 2004, 49-50). 

 

However, examining the goals of the competitor is important for a number of rea-

sons. Knowledge of goals will allow predictions about whether or not each competi-

tor is satisfied with its present position and financial results. This will help in predict-

ing the likeliness of a competitor in changing strategy and the level intensity in react-

ing to outside events or moves by other firms. Predicting the reactions to strategic 
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changes is also aided by knowing the competitors goals. A diagnosis of the competi-

tor’s goals helps interpret the seriousness of the initiatives that the competitor takes. 

A strategic move by the competitor which addresses one of their main targets should 

be a key target and not a casual matter. Most of the time the goals are treated as fi-

nancial goals, they can also be related to e.g. social responsiveness, market leader-

ship and technological level (Porter 2004, 50-51). 

 

Moreover, identifying the competitor’s assumptions falls into two categories: the 

competitor’s assumptions about its own business and the competitor’s assumptions 

about the industry and the other companies in it. Every firm sets assumptions about 

its own position in the market. It might see itself as a socially conscious firm or the 

industry leader, which may or may not be true. The assumptions the firm holds about 

it will guide the way the firm behaves and the way it reacts to events. The assump-

tions the firm holds about the industry can be crucial in their solutions (Porter 2004, 

58). 

 

The third component of competitor analysis is identifying the competitor’s current 

strategy. It is most usefully used when the competitor’s key operating policies in 

each functional area are examined and the way that the functions are wished to inter-

relates (Porter 2004, 63). The final step in competitor analysis is a realistic appraisal 

of the capabilities of the competitor. All the previous components will influence the 

likelihood, timing, nature and intensity of a competitor’s reactions. The competitor’s 

strengths and weaknesses will determine its ability to initiate or react to strategic 

moves and deal with environmental or industry events that occur (Porter 2004, 63). 

5.4 Swot analysis 

When an organization adapts to its environment, it means taking advantage of the 

opportunities that it offers but also coping with the threats it opposes. However, job 

of the environmental analysis should be to identify most of the opportunities and 

threats. Adapting also means not only taking the opportunities offered and avoiding 

the threats but also using the strengths of the company and correcting weaknesses 

inside the company. The internal audit should have identified these strengths and 
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weaknesses that exist within the organization. Therefore, a very commonly used tool 

for putting the gathered information together is the SWOT-analysis. SWOT is an ac-

ronym for Strengths, Weaknesses, Opportunities and Threats. The analysis assesses 

the company’s strategic profile in terms of its strengths, weaknesses, opportunities 

and threats. Strengths and weaknesses deal with the company’s internal environment 

while opportunities and threats take into account the external environments changes 

and the direction of development. SWOT analysis is usually presented as a matrix 

with the top boxes referring to the internal factors and the lower ones referring to the 

external ones (Morrison 2002, 25).  

 

Figure 5. SWOT (website of google 2015) 

The factors that can be considered in the analysis can be very diverse. When as-

sessing the strengths and weaknesses, issues like organizational structure, clarity of 

objectives and the state of research and development need to be considered and ana-

lyzed in terms of to which category they belong to. Strengths are only strengths with 

strategic importance when they can be considered a competence or resource such as a 

good supplier or an attribute such as well-known brand image. However, weaknesses 

are factors that nullify the previously mentioned strengths. The external analysis in 

which the opportunities and threats are examined may include subjects like possible 

joint ventures, emerging substitute products or changes in the national economic sit-

uation. Moreover, opportunities and strengths may extend from the immediate pre-

sent to the foreseen future, which naturally has an effect on what is the urgency in 

dealing with them (Corneslissen 2004, 106). 
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It is important to note the strengths and weaknesses are intrinsic value-creating skills 

or assets, or the lack of these, relative to competitive forces. Opportunities and 

threats are external factors which are not created by the organization, but emerge as a 

result of the competitive dynamics caused by future gaps in the market (website of 

cipd 2015). SWOT analysis can be used for new business development, planning, 

and competitor’s evaluation with Porter’s five model and decision making. However, 

SWOT model has various advantages like other models e.g. PESTEL. It can enable 

an organization to anticipate future business threats and take action to avoid or min-

imize their impact. Moreover, it can enable an organization to spot business opportu-

nities and exploit them fully. However, disadvantage of SWOT is that any decision 

cannot be made solely through it as it is very simple model in its formation (website 

of cipd 2015). Nevertheless, can however be defined as, strengths or weaknesses, as 

well as opportunities or threats.  

6 BUSINESS MODEL CANVAS 

 

No generally accepted definition of the term “business model” has emerged. Diversi-

ty in the available definitions poses substantive challenges for delimiting the nature 

and components of a model and determining what constitutes a good model. It also 

leads to confusion in terminology, as business model, strategy, business concept, 

revenue model, and economic model are often used interchangeably. Moreover, the 

business model has been referred to as architecture, design, pattern, plan, method, 

assumption, and statement (Morris, Schiendehutte, & Allen 2005). 

 

However, at the most rudimentary level, the business model is defined solely in 

terms of the firm's economic model. The concern is with the logic of profit genera-

tion. Relevant decision variables include revenue sources, pricing methodologies, 

cost structures, margins, and expected volumes. Hence, Stewart and Zhao (2000) ap-

proach the model as a statement of how a firm will make money and sustain its profit 

stream over time. Moreover, at the operational level, the model represents an archi-

tectural configuration which focuses on internal processes and design of infrastruc-

http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB32
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ture that enables the firm to create value. Furthermore, in the model at operational 

level, decision variables include production or service delivery methods, administra-

tive processes, resource flows, knowledge management, and logistical streams (Mor-

ris, Schiendehutte, & Allen 2005).  A business model is a concise representation of 

how an interrelated set of decision variables in the areas of venture strategy, architec-

ture, and economics are addressed to create sustainable competitive advantage in de-

fined markets. The business model is related to a number of other managerial con-

cepts. It captures key components of a business plan, but the plan deals with a num-

ber of start-up and operational issues that transcend the model. It is not a strategy but 

includes a number of strategy elements. Similarly, it is not an activity set, although 

activity sets support each element of a model (Morris, Schiendehutte, & Allen 2005). 

 

Moreover, the business model construct builds upon central ideas in business strate-

gy and its associated theoretical traditions. Most directly, it builds upon the value 

chain concept (Porter 1985) and the extended notions of value systems and strategic 

positioning (Porter 1996). Because the business model encompasses competitive ad-

vantage, it also draws on resource-based theory (Barney et al., 2001). Business mod-

els implicitly or explicitly address the internal competencies that underlie a firm's 

competitive advantage. This is consistent with resource-based theory, where the firm 

is viewed as a bundle of resources and capabilities (Barney et al., 2001). However, 

competitive advantage can emerge from superior execution of particular activities 

within the firm's internal value chain, superior coordination among those activities, 

or superior management of the interface between the firm and others in the value 

network. Also, where the model has proprietary innovative elements, resource ad-

vantage theory holds relevance (Hunt 2000). 

 

Therefore, Business Model Canvas (BMC) is a modern and new tool for architectural 

configuration of firms’ operations. It was first established in 2009 by Alexander Os-

terwalder and Yves Pigneur. There are nine blocks in Business Model Canvas i.e. 

customers, customer relationships, value proposition, key activities, key partners, 

costs, key re-sources, channels, and revenue.  By conducting the BMC in right order 

the entrepreneur is able to adjust the issues in right manners and might be able to 

form new ideas. 

http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB25
http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB26
http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB5
http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB5
http://www.sciencedirect.com/science/article/pii/S014829630300242X#BIB17
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Figure 5: Business Model Canvas (Website of Business model generation 2015) 

The Customer Segments Building Block defines the different groups of people or 

organizations an enterprise aims to reach and serve (Osterwalder & Pigneur2010, 

20). Customer segments are to be considered carefully in order to be able to reach 

and serve the right kind of customers. Depending on the business, the segments can 

be formed based on for example large buying power or large consuming power. This 

decision also modifies the marketing strategy: business can choose for example from 

mass marketing, niche marketing, diversified marketing or multi-sided marketing. 

Whatever the segmentation is business has to make a clear decision on where they 

want to concentrate, how to reach the segment, what the segment is looking for and 

how to serve the particular segment. As customers play one role in Porter’s Five 

Forces Analysis, it is also important for business to follow how the customers act 

within the business environment and what the possible trends and threats will be. In 

case the core segments are very niche, it is recommended to create at least one or two 

other segments outside the niche area, kind of supporting segments, which might be 

the potential customers to create corporate recognition (Osterwalder & Pigneur 2010, 

20-21). 

 

The Value Propositions Building Block describes the bundle of products and services 

that create value for a specific Customer Segment. The Value Proposition is the rea-

son why customers turn to one company over another. It solves a customer problem 

or satisfies a customer need (Osterwalder & Pigneur 2010, 22). The value proposi-

tion acts as a corner stone for the business as it defines the value or advantage busi-

ness brings to its customers. Quite often the value proposition appeals to customers 

emotions and by doing so increases interest. However, no matter what the value 
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proposition is it is to be designed to each segment in order to fulfil their particular 

wants and needs. Value propositions can be based for example into price, brand, in-

novation, after sales, design, customization or ease. The value proposition must never 

be let down (Osterwalder & Pigneur 2010, 22-25).  

 

The Channels Building Block describes how a company communicates with and 

reaches its Customer Segments to deliver a Value Proposition. Channels are custom-

er touch points that play an important role in the customer experience (Osterwalder 

& Pigneur 2010, 26). The channels have five different roles to deliver the value 

propositions: awareness, evaluation, purchase, delivery, and after sales.  As it can be 

seen the channels are not only about delivering the value to customers, it is also very 

much about communication without forgetting the importance of after sales. A busi-

ness has to choose right partners to help in delivering the promised value to the cus-

tomer. An effective usage of partners may lead into mutual advantage and financial 

success (Osterwalder & Pigneur 2010, 26-27).  

 

The Customer Relationships Building Block describes the types of relationships a 

company establishes with specific Customer Segments. A company should clarify 

the type of relationship it wants to establish with each Customer Segment (Osterwal-

der, A. & Pigneur, Y. 2010, 28). When the form of relationship is decided a business 

must choose how they will create and maintain the wanted relationship. There are 

several different types and levels of relationships, for example: personal assistance, 

dedicated personal assistance, self-service, automated services, communities, and co-

creation (Osterwalder, A. & Pigneur, Y 2010, 29). Personal assistance and dedicated 

personal assistance differ in a way that in dedicated personal assistance the level of 

individualism is taken one step higher: one person is in contact and in relationship 

with the customer. Communities refer into for example Facebook, or Twitter groups 

where the exchange of information is possible. Co-creation is a form of partnership, 

where the customer is able to impact on the value proposition. Naturally business can 

form the relationship together with the customer in order to get a mutual understand-

ing of the relationship (Osterwalder & Pigneur 2010, 28-29). 

 

The Revenue Streams Building Block represents the cash a company generates from 

each Customer Segment (costs must be subtracted from revenues to create earnings). 
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A company must ask itself, for what value is each customer segment truly willing to 

pay? Successfully answering that question allows the firm to generate one or more 

Revenue Streams from each customer segment (Osterwalder & Pigneur 2010, 30). A 

business has to decide in what way they will gain sales revenue from its customers, 

which differs from pricing mechanism. A revenue stream can be for example “asset 

sale, usage fee, subscription fee, lending/renting/leasing, licensing, brokerage fees or 

advertising” (Osterwalder & Pigneur 2010, 31-32).  

 

The Key Resources Building Block describes the most important assets required to 

make a business model work. These resources allow an enterprise to create and offer 

a Value Proposition, reach markets, maintain relationships with Customer Segments, 

and earn revenues (Osterwalder & Pigneur 2010, 34). These are the foundation of the 

business and its strengths in order to be able to deliver the value propositions to its 

customers. Strong key resources distinguish business from its competitors. These can 

be physical such as manufacturing, facilities, buildings, vehicles, machines, systems, 

point-of-sales systems, and distribution networks. Moreover, it can be intellectual 

such as brands, proprietary knowledge, patents and copyrights, partnerships, and cus-

tomer database also human, in other words human resources. Moreover, kry re-

sources can also be financial such as cash, lines of credit, or a stick option pool for 

hiring key employees (Osterwalder & Pigneur 2010, 35). 

 

The Key Activities Building Block describes the most important things a company 

must do to make its business model work. Like Key Resources, they are required to 

create and offer a Value Proposition, reach markets, maintain Customer Relation-

ships, and earn revenues (Osterwalder & Pigneur 2010, 36). In other words what is 

there to be done in order to deliver the promised value to customers? These can be 

for example: production, where designing, making and delivering a product plays a 

key role or problem solving, where the capability of bringing out new solutions or 

ideas to customers problems is the key activity or platform/network where the key 

activity is the functional software. The key activities are to be considered carefully in 

order to be able to combine methods to deliver value and maintain relationships (Os-

terwalder & Pigneur 2010, 37). 

 



25 

 

The Key Partnerships Building Block describes the network of suppliers and partners 

that make the business model work. Companies forge partnerships for many reasons, 

and partnerships are becoming a cornerstone of many business models. Companies 

create alliances to optimize their business models, reduce risk, or acquire resources 

(Osterwalder & Pigneur 2010, 38). Key partnerships are the relationships enabling 

key activities. It is profitable for a business to create a network of partners to gain 

and to receive value. Different motivators drive towards different types of partner-

ships. The motivators can be optimization and economy of scale, reduction of risk 

and uncertainty, or acquisition of particular resources and activities (Osterwalder & 

Pigneur 2010, 39).   
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The Cost Structure Building Block describes all costs incurred to operate a business 

model. This building block describes the most important costs incurred while operat-

ing under a particular business model. Creating and delivering value, maintaining 

Customer Relationships, and generating revenue all incur costs. Such costs can be 

calculated relatively easily after defining Key Resources, Key Activities, and Key 

Partnerships (Osterwalder & Pigneur 2010, 40). According to Osterwalder and 

Pigneur there are two types of cost structures businesses can choose from: cost-

driven and value-driven which can have four different characteristics: fixed costs 

(costs that remain the same from month to month), variable costs (costs that vary de-

pending on the volumes), economies of scale (where more is less, the more you buy 

the less the price), and economies of scope (where same activity can cover multiple 

purposes). The cost-driven cost structure model aims at minimizing costs wherever 

possible and their value proposition is to deliver low price. In the value-driven cost 

structure model, businesses aim for value meaning luxury, design, and high degree 

service. (Osterwalder & Pigneur 2010, 41)  

 

The developers of BMC put emphasis on the fact that using the model should be fun 

and inspiring yet at the same time hard work towards business success. That is why 

they encourage using brainstorming, visual thinking, and post-it notes to get the most 

out of the model. Open atmosphere within the participants of the business model 

processing must however at the same time stay focused in order to give space for the 

wild ideas but not let them stray away from the core. Osterwalder and Pigneur have 

handed out some guidelines to ease up the process: visualize with post it notes and 

drawings, understand the essence, enhance the dialogue, explore ideas, tell a visual 

story, and make prototypes (Osterwalder & Pigneur 2010, 143-163). The canvas has 

quite a few other possible means of use: BMC can also be used for modelling the ex-

ternal business environment in order to get more competitive business model. Key 

trends, market forces, macroeconomic forces, and industry forced can be analyzed 

using the canvas. (Osterwalder & Pigneur 2010, 200). 

 

Business model generation and tool i.e. BMC has been illustrated above. However, it 

is also important to know about business plan in detail. Therefore, next chapter will 

explain about business plan in detail. 
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7 BUSINESS PLAN 

 

A business plan generally is a written document that describes entrepreneur’s idea in 

detail showing the probability, profitability and financing etc. in short all the aspects 

related to the business. After settling on a business idea then the entrepreneur starts 

to make a business plan. A business plan is a written document that describes all the 

steps necessary for opening and operating a successful business (Greene 2009, 64).  

 

The business plan describes to investors and financial sources all of the events that 

may affect the proposed venture. Details are needed for various projected actions of 

the venture, with associated revenues and costs outlined. It is vital to explicitly state 

the assumptions on which the plan is based. For example, increases/decreases in the 

market or upswings/downswings in the economy during the start-up period of the 

new venture should be stated (Kuratko & Hodgetts 2001, 289). 

 

Importance of a business plan 

 

The importance of a business plan at these days is a success factor and most cases it 

is a must. The business plan is necessary to start the business, to raise the capital to 

research the market and to check out the profitability of the new business etc. The 

entire business planning process forces the entrepreneur to prepare analysis of all the 

factors of an enterprise and to make and deal with effective strategy for unknown 

uncertainties. Thus a business plan helps an entrepreneur to avoid the venture led to 

failure. As one researcher states that if your proposed venture is marginal at best then 

the business plan will show you why and may help you avoid paying the high tuition 

of business failure. It is far cheaper not to begin an ill-fated business than to learn by 

experience what your business plan could have taught you at a cost of several hours 

of concentrated work (Kuratko & Hodgetts 2001, 289). Every new business must 

have a business plan. It is important for several reasons for example it can be used as 

a roadmap for the potential business. A business plan helps to optimize the growth 

and development according to the priorities.  

 



28 

 

A business plan makes the entrepreneur to think all aspects of the business. The plan 

will help to recognize whether the business idea will be profitable or not, what could 

be potential sales and profits, how much capital will be needed, where the money 

will come from, how many people need to operate the business etc. It is needed to 

secure financing for the business. Lenders and investors want a well-written business 

plan that proves the entrepreneur is serious about his business idea and has spent suf-

ficient amount of time in planning process. A business plan serves as a tool for man-

aging the business. Once the business is established and running, it can be used in 

decision making. By using the strategies from business plan the business could grow 

to reach to its visionary goal. (Greene 2009, 64).  

 

Key questions for business planning 

 

A well written business plan is like a work of art: It’s visually pleasing and makes a 

statement without saying a word. Unfortunately the two are also alike in that they are 

worth money only if they are good. Researchers Donald F. Kuratko and Jeffery S. 

Hornsby have recommend the following questions to consider when writing an effec-

tive business plan. 

Is the plan organized?  

Is the product/service and business mission clear and simple?  

Who is the business’s customer?  

Why will customers buy and how much better is your product or service?  

Do you have a competitive advantage?  

Does the break even analysis take into consideration the dynamics of price and vari-

able costs?  

How much startup capital needs?  

How do the investors get cash return?” (Kuratko 2009, 323-324). 

 

Therefore, potential entrepreneur needs to have a written form of business plan to 

implement his or her business ideas though he or she might have several of those 

(Kuratko 2009, 316).  
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Main components of a business plan 

 

An ideal written business plan must include the following sections: Executive Sum-

mery, Company Description, Industry Analysis, Target Market, Competitive Analy-

sis, Marketing Plan and Sales Strategy, Operations, Management and Organization, 

Long-term Development and Financials. Copies of supporting documents such as 

certifications, licenses, tax requirements and codes in an appendix etc. could also be 

attached in a business plan (Greene 2009, 329). 

 

The executive summary acts as an outline for the whole business plan. It should tell 

in short the main goals of the business and what is the reasoning for establishing the 

business. The executive summary acts as a CV for a job seeker and therefore it 

should be written so that the reader gets interested (Website of Entrepreneur 2015). 

 

The company description is obvious: what the company does how it does it, to whom 

it does, and where it does it. Internal and external market analysis guides the entre-

preneur to seek in information of the customers, suppliers and competitors. By doing 

that the entrepreneur can place the company on right positions within the market and 

define its target segment and group, just as well as its competitors. The tools de-

scribed in the following chapter for business environment analysis are good tools in 

this part (Website of Entrepreneur 2015). 

 

The company strategy is good to separate from company description. The company 

strategy defines the ways the goals and desired success will be achieved. It is to do 

with policies, regulations, processes and procedures within the company (Website of 

Entrepreneur 2015). 

 

Management description defines the management team and their roles and impacts 

on the company. It should also describe the tasks assessed to each member and how 

those are related to the business operations (Website of Entrepreneur 2015). 

Service or product line section should include the justification of why the planned 

service or product is needed, how it is produced and if needed also a logistical plan 

for possible deliveries. This section should include a financial sheet of its own, sepa-



30 

 

rated from the financial factors to convince especially the investors that the planned 

product or service is possible to do (Website of Entrepreneur 2015). 

 

The marketing and sales section of the business plan should explain the facts of gain-

ing sales, competitive advantage, market share and positioning within the market. It 

should clarify the ways of convincing customers to buy the particular product or ser-

vice. Financial factors are the excel sheets presenting all the calculations of costs. 

This section is the most important one for investors and therefore it is to be done 

carefully. The financial sheets should present also the ways of “paying back” among 

with the profitability calculations (Website of Entrepreneur 2015). 

 

Summary 

 

The PESTEL analysis will help to explore the macro level environment of Finland. 

This will help to gather useful data regarding business environment in Finland. 

Moreover, it will also provide the important information for preparing business plan, 

particularly, to the new investors. Furthermore, the Porter’s five forces analysis will 

help to understand micro level i.e. industry level analysis. This analysis will pave the 

way to collect data at industry level. Rivalry amongst the existing customers will be 

explored and the threat of the new entrants in the market will also be evaluated. 

Moreover, it will also be researched that how substitute products can be a threat to 

the business. However, the bargaining power of buyers and suppliers will also be in 

focus as these two forces play a significant role in affecting business. Nevertheless, 

the Porter’s five forces will provide the empirical data for preparing business plan for 

XYZ hand car wash.  Moreover, the competitors’ analysis will help to deeply ob-

serve the competitors’ strategy and capabilities. This analysis will provide the base 

for collecting data regarding competitors’ future goals, capabilities, assumptions and 

strategy. Therefore, the competitors’ analysis e.g. number of competitors, their prod-

ucts and services and prices can be vital for preparing business plan.  

 

Furthermore, SWOT analysis will help to collect the data regarding the car wash. 

However, it will be more focused on the XYZ hand car wash itself. This will provide 

information of strengths and weaknesses of XYZ hand car wash. Moreover, it will 

also highlight the opportunities and the threats for the XYZ hand car wash. There-
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fore, the data collected will be shown in the XYZ hand car wash business plan. How-

ever, BMC contents will also contribute in preparing business plan as its contents 

range from customers to value preposition and from key resources to key activities. 

Moreover, it also highlights the customer relationship, costs and key partner etc. 

Therefore, the logical contents will help to present the relevant data in the XYZ hand 

car wash business plan. 

 

Hence, the business plan will be prepared with the data collected through the re-

search data in the light of business plan contents. The next chapter will present the 

methodology of undertaking the research for XYZ hand car wash. 

8 METHODOLOGY 

8.1 Qualitative research 

There are mainly two kinds of research methods i.e. qualitative and quantitative re-

search methods.  Glenn (2010) defines qualitative research as a field of inquiry in 

which researcher aims to have in-depth understanding of human behavior and causes 

of that behavior. Aliaga and Gunderson (2000) defines that Quantitative research is 

explaining phenomena by collecting numerical data that are analyzed using mathe-

matically based methods (in particular statistics). In quantitative research, we collect 

numerical data. This is closely connected to the final part of the definition: analysis 

using mathematically based methods. In order to be able to use mathematically based 

methods, our data have to be in numerical form. This is not the case for qualitative 

research. Qualitative data are not necessarily or usually numerical, and therefore 

cannot be analyzed by using statistics. 
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Figure 6. Qualitative research chart (Kananen 2011, 36). 

 

The above chart shows that qualitative research follows the common chart of the re-

search. The research planning consists of planning, data collection, and analysis and in-

terpretation stages. The same format is used in quantitative research but tools and meth-

ods are different in the data collection and analysis and interpretation (Kananen 2011, 

36-45). However, it is also important to look into the main differences between quan-

titative and qualitative research. The chart below shows the difference. 

 

Table 1. Difference between quantitative and qualitative research (Anderson 2006). 
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The author has chosen qualitative methodology for this thesis after analysis of differ-

ence between two methods.  Qualitative research investigates the why and how of 

decision making and not just what, when and where. Therefore, small but focused 

sample is often selected than large random sample. Qualitative research is very hand-

ful in policy and evaluation research, where understanding why and how particular 

outcome was accomplished is as important as establishing those outcomes (Glenn  

2010, 95-96).  

 

Gillham (2010) states that qualitative research methods mainly emphasize on the 

type of the evidence (what is heard and what is done). This enables the researcher to 

comprehend the sense of existing situation. Scientific researchers also perform quali-

tative research before running their experiments. Qualitative style investigation gives 

them an idea what amendments can be made in the existing theory or how different 

results from those in the existing literature can be acquired (Gillham 2010, 10). Qual-

itative data is commonly used for data collection techniques such as interview or data 

analysis processes such as classifying the data which employ non numerical data. 

Qualitative data relies on meaning presented by words and data collection results in 

this type of data are non-standardized and require categorization of data. In this type 

research, analysis is performed through conceptualization (Saunders, et al., 2009 

151).  

 

Qualitative data refers to data which is non numeric in nature (unquantifiable) and 

could be useful for all research strategies. This could range from short list of re-

sponses to open ended questions or entire documented policy. This data should be 

analyzed and understood to benefit from it. Qualitative data analysis helps to develop 

theory from the data. This includes deductive and inductive approaches (Saunders, et 

al., 2009, 151). Moreover, qualitative research is the right choice if particular subject 

is studied in depth. It is considered suitable in cases where not much previous re-

search available on that topic. It is best for the studying the social, cultural and politi-

cal aspects of individuals and companies (Myers 2013, 8-9). Therefore, qualitative 

research methods will be chosen for conducting research of the study. The main pur-

pose of the study was to undertake research through qualitative research to have deep 

understanding of macro and micro level analysis of business and industry level envi-

ronment. Hence, a qualitative research method is suitable for this study. 
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8.2 Data collection methods 

In qualitative research the interview method can be divided into three different 

groups: structured, semi-structured and unstructured. In structured method the re-

searcher has defined the questions beforehand and the respondents answer only to 

those. Structured method is ideal when the researches aim to find out answers only to 

a specific area. The unstructured method is the opposite for structured. In un-

structured method researcher writes down for example some key words of the issue 

and then the interview flows onwards like a discussion. Unstructured interview is 

ideal when the issue is new or not much is known about it and the researcher is look-

ing of in-depth answers. Semi-structured interview is a method between structured 

and unstructured methods. The semi-structured interview was chosen because it is 

flexible enough to allow the interviewer to explore complex issues or questions that 

do not have a finite or predominated set of response categories (Bryman 2003). This 

means that there is an opportunity for an interviewer to probe respondents to elabo-

rate answers and also the interviewer is alerted on issues not previously thought of 

while preparing the interview questions. The interviews could be conducted on one 

to one basis. The one to one basis means that the interviewees are free to express 

themselves by saying how they really feel about something and there is this relation-

ship of trust between the interviewer and interviewee (Anderson 2004). 

 

However, one disadvantage of the interview is that it can be time consuming and 

frustrating (Easterby-smith, 2002) but the advantages of the method compensate for 

this. Bryman and Bell (2003:342) has argued that the use of semi structured inter-

views could compromise the standardization of the interview process and hence the 

reliability and validity of measurement. However, semi structured interviewing is 

considered appropriate in this research because it can facilitate the assessment of 

perception (Dundon et al 2003:32). 
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8.3 Observation 

Participant observation is a part of the broader qualitative research paradigm (Denzin 

and Lincoln, 2000), where the researcher serves as the primary instrument for ob-

serving and collecting data (Creswell 2003). Qualitative researchers operate under 

six assumptions (Merriam, 1988. 19-20): 

 

(1) The focus of the research is on the process rather than outcomes. 

(2) The research has an interest in meaning – how people make sense of their lives, 

or what is happening around them. 

(3) The researcher is the primary instrument for data collection and analysis and the 

data are mediated through this instrument. 

(4) Research involves fieldwork. 

(5) Research is descriptive, seeking meaning or understanding. 

(6) Research is inductive, building concepts, theory, and abstractions from the de-

tails. 

 

However, standard techniques to ensure the validity of qualitative research include 

having other qualified researchers independently code the material, undertake peer 

reviews, or facilitate triangulation, thus providing corroborating evidence through 

multiple sources (Creswell and Miller, 2000). Using a trained team of researchers to 

supply multiple accounts of the event can also assist in triangulation. Participant ob-

servation may be conducted by a single researcher or by a team of trained research-

ers. Observation can be active or passive. Active observation can be the gathered 

knowledge of the subject openly. Observation cannot be based on what people are 

thinking in their heads, it should be based on the facts, which occur during the obser-

vation. (Kananen 2011, 48) 

8.4 Research implementation 

The research design included interviews, sample selection and observation. Howev-

er, for the purpose of interviews, a thematic interview questions were designed. 

Those themes were business environment, SWOT and micro analysis. Moreover, 
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there were total fifteen questions in which 4 questions for business environment, 5 

for SWOT and 5 questions for micro analysis. These questions were open ended so 

that interviewees can freely express their views and also the interviewer can probe if 

needed.  Therefore, ten people were selected as a sample for this research. The se-

lected sample consisted of 3, 4 and 3 car wash owners from Rauma, Turku and Hel-

sinki respectively. The sample of car wash owners were selected because they were 

the direct competitors in the car wash industry. Moreover, the car wash owners could 

have better told us about starting a new business i.e. hand car wash as they were al-

ready in the car wash business. Therefore, the sample was contacted through the tel-

ephone as the researcher had their contact details because the researcher availed car 

wash service from those car wash centers occasionally.  

 

The purpose of the research was explained to the selected sample. They all liked the 

idea of hand car wash. However, only three of the car wash owners from Rauma 

agreed for the interviews. Two of the car wash owners from Turku were not available 

as they were on holidays and others two refused for the interviews. However, one of 

the car wash owners from Helsinki said that “he does not like to be in any research 

activity” and the others two refused because of their personal commitments. The se-

lected sample i.e. ten was ideal to have a diverse view from different cities. Howev-

er, three interviews are enough to have sufficient data for the small scale research in 

a fairly small town like Rauma. Therefore, a letter of purpose (appendix 1) was de-

livered to the three interviewees in person at Rauma. Therefore, they agreed for the 

interviews at their business places after 16:00 Finnish time on Wednesday (first week 

of June 2015), Friday (second week of June 2015) and Tuesday (fourth week of June 

2015). The interviews were conducted on one to one basis. There was no interference 

during the interviews. The researcher wrote down all the answers as the interviewees 

did not allow for recording on digital device. Furthermore, they did not permit to 

publish their names, addresses and other detail for publishing. However, they were 

also assured that a copy of the research can be provided to them if they needed.  

 

Furthermore, the data also collected through observation. The author designed a chart 

with subject headings to observe the customers behavior. These subjects heading 

were customers’ actions before and after car wash. The author note down all the ob-

servation data and also presented with the data collected through interviews. The ra-
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tionale behind the observation was to see how car wash business works in Finland. 

Moreover, what customer can expect and what can be their problems with existing 

car wash services. Therefore, author has observed all the process of car wash from 

paying money to the car wash. Furthermore, author had the opportunity to speak with 

people there on car wash station who complained about services. 

8.5 Analysis process 

Analyzing the data in qualitative research is based on meanings expressed through 

words. Results collection is non-standardized data requiring classification into cate-

gories. However, distinctions between quantitative and qualitative data it is easier in 

quantitative research to analyze meanings which based on numbers and collection 

results in numerical standardized data and which can be analyzed with statistics and 

diagrams. There is not standardized approach to the analysis of qualitative data. 

There are many theories and suggestions and traditions available in theory. There are 

four groups of these strategies which should be considered when creating the analy-

sis system to the research work: understanding the characteristics of language, dis-

covering regularities, comprehending the meaning of text or action and reflection 

(Saunders, Lewis & Thornhill 2003, 377-406). 

 

However, when starting to analyze interview material it must be pay attention to 

what material tells and what structures can be found in it. If the themes have been 

created so that replies of interviewees cover the whole phenomenon from every pos-

sible angle then the collected material contains the solution to the research problem. 

It should be able to find what the data will give you and “wants” to tell you. (Kanan-

en 2011, 59-60). However, there are two approaches of qualitative analysis i.e. de-

ductive and inductive (Saunders, et al., 2009). Inductive approach does not begin 

with clearly theoretical framework. It is rather a relationship between data and devel-

op question to hypothesis to test it. Data collection and analysis are main sources of 

theory. While, Deductive approach, as Yin (2003) states, an approach where existing 

theory is made use of to formulate research question and goal. Theoretical proposi-

tion can also be used to support the data analysis. Hence, deductive approach is suit-

able for this study (Saunders, et al., 2009, 490). 
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9 VALIDITY & RELIABILITY 

The validity of a qualitative research usually refers to the point of how the researcher 

defines his/her statements in the theoretical part and, furthermore, from how many 

sources the data is collected (Silverman 2001, 32-34). Reliability of any research re-

flects the fact that outcome, results and analysis of the study are based on reliable 

facts. Moreover, reliability also refers to the appropriate kind of sample selection. 

Nevertheless, the reliability of the study is generally emphasis on the researcher re-

garding the way collected theory, how he illustrates the completed researches. More-

over, reliability also requires researcher to show the ability to show the critical think-

ing.   

 

Nevertheless, researcher should also remember the fact that respondents would also 

see questions personally.  Furthermore, the respondents must be aware of the purpose 

of the research and the research must be undertaken with their consent. Moreover, all 

the respondents should be informed about the purpose of the research and how the 

outcome of the research will be utilized. Respondents’ identity must always be pro-

tected and the identity can affect neither the result nor the attitude from the principal 

(Silverman 2001, 33). However, during interviews various errors may occur in sev-

eral ways e.g. misunderstanding or misjudgment between interviewer and interview-

ee or in question forming and biasness etc. (Adams & all 2007, 148).   

 

The theory used in the thesis has been explained with the sources. Moreover, the in-

formation and data has been extracted through various sources e.g. books, e-journals, 

and the internet. Moreover, the sample i.e. car wash owners was selected carefully 

keeping in view the purpose of the study. Furthermore, the researcher proved them 

his identification and explained the purpose of the research. The interview questions 

were drafted in a simple manner and the interviewees were free to answer. Therefore, 

the outcome of the research is very positive i.e. the XYZ hand car wash can be a suc-

cessful business in Rauma. However, the same results may not ensure success of the 

business in any other city as the operational cost may be higher in big cities e.g. Tur-

ku and Helsinki than Rauma. Therefore, the reliability of this study is only beneficial 

for start-up business in Rauma.  
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10  FINDINGS 

This chapter explains the findings from the research undertaken for developing a 

business plan i.e. XYS hand car wash in Finland. There were ten people selected for 

interviews as sample. Those people were contacted through telephone and in person. 

However, unfortunately, three people were agreed to conduct the interviews. The re-

searcher explained them the purpose of study and research. Moreover, the interview-

ees were also being assured of confidentiality. It was also assured that they can re-

ceive a copy of research if they like. Furthermore, the interviews were conducted in 

thematic manner (appendix 2). However, the interviewees did not allow publishing 

their personal and business detail. Moreover, the data was also collected through ob-

servation. The author prepared an observation sheet to collect data at car wash outlet. 

The findings of the interviews are illustrated below. 

 

Interviewee 1 

 

“I personally do not have hand car wash business experience because I am in auto 

car wash business which is part of my filling station business”. He further said that 

he will also say that I am not a kind of person for hand car wash business as I am 

having this as a support to my main filling station business. You can see I also have 

car garage here. He replied for the potential of hand car wash business that our econ-

omy is better and people have different spending behaviors. So, investor can try but 

“I think with hard work, quality and competitive price one can be successful”. He 

was very positive about Government support for business. He said that Government 

support good ideas of business. They can provide support funding. They also advise 

you about the liquids and material to be used in car wash. However, in terms of fac-

tors affecting the business, he was little bit in deep thoughts. He said that there are 

many factors but the most important factor is Government as they can make any pol-

icy which can directly affect the business. He also said that “small business have less 

absorbing capacity of big changes”.  

 

Moreover, he replied that “opportunity is always there if you work hard and be pa-

tient as this is my personal experience”. Hand car wash is tough work but again I 

will say “hard work is the key to successes”. The main challenge in Finland for the 
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hand car wash is weather for the washer. However, this can be overcome by proper 

arrangements e.g. indoor car wash and heating in the premises. He also replied about 

the strengths that “this business seems to be of very low cost”. It also does not have 

any direct competition which is very good. In terms of weakness he said that “staff-

ing can be a weakness as it is a physical work and it is difficult to find people in 

Rauma for hand car wash”. However, he further said about competition that car 

wash is not our main business so we do not see our competitors in that way. Howev-

er, we keep looking their prices for wash and packages as some time customer come 

only for car wash and also get other products e.g. gas or cigarettes. So, competitors 

can affect the business in terms of customers as customers can move to other busi-

ness outlets for many reasons e.g. pricing, quality and atmosphere. He replied, in 

terms of complaints, that pricing is a big issue but normally customer’s complaint 

about scratches on the car surface is quite often. Sometime the quality of car wash is 

also addressed. Moreover, side mirrors and radio antenna also get broken in car wash 

as it is auto unit so then we compensate them. He also said about the frequency of car 

wash customers that normally our permanent customers visit us but many random 

customers also visit quite often.  He replied, regarding success of hand car wash 

business, that it can be successful with hard work and commitment.  

 

Interviewee 2  

 

“I have not seen much hand car wash business in Finland but I will say overall busi-

ness environment in Finland is good”. But let me tell you one thing that the Gov-

ernment of Finland supports entrepreneur by all means. However, he also said that 

“the potential of hand car wash is good because there is no quality in auto car 

wash”. He replied, regarding the factors affecting the business, that there can be 

many factors which affect the business. Hand car wash business can be very success-

ful, at least, in Rauma because it is a small town and people want quality with good 

price. I believe there is “great opportunity for this business”. Regarding question 

about challenges, he replied, that only physical work is challenge in hand car wash 

business and this can be overcome by employing people. 

 

 However, regarding strengths of hand car wash, he said that you develop social con-

tacts, as you communicate with customers, which can enhance your business. The 
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weakness could be that turnover as one person cannot wash cars for eight hours dai-

ly. Finland is open market for business so I keenly observe my competitors. I see 

their prices, strategy and growth. They can affect the business in various contexts e.g. 

opening up business near my premises, reducing prices, attracting customers etc. My 

car wash is auto so generally we receive complaints about quality and prices. How-

ever, now a days, customers are very clever as they go one service to other service 

for cheap and better option but I think hand car wash service in Rauma can be suc-

cessful. 

 

Interviewee 3 

 

Generally, Finnish business environment is fairly good as compare to other Scandi-

navian countries. The local council of Rauma can give the guidance about starting up 

business. He replied, regarding the potential of hand car business, that I am sure “this 

business can be successful by a foreigner particularly”. He further replied in a prob-

ing question, regarding reason for foreigner success, that “I have seen foreigners 

working hard and for long hours”. However, regarding factors affecting business, he 

replied that dishonesty and lack of Finnish language can affect the business.  

 

The hand car wash business in Rauma has the potential of growth. There are well off 

people with expansive cars, foreigners working at Olkiloutu and the common middle 

class people. So, some people want quality, some prefer price and many prefer both. 

SO, yes, it has the potential. He replied regarding challenges that the challenge can 

be the language barrier which can be overcome either by learning language or hiring 

local person. However, he described that less risk is the strength for this business as 

the investor does not need to worry about big loss. Moreover, he highlighted physical 

work as a weakness if the entrepreneur has to work at its own. 

 

He replied regarding the competitors that always keep an eye on your competitors as 

this is one kind of pro-active approach to remain market leader. I always see their 

weaknesses and strengths. He further replied, regarding competitors affects, that the 

can affect the business more than Government and the customers as they are 24 

hours in the market. Answering a question regarding customer complaints he said 

that quality is big issue as auto unit cannot hidden parts of the car and it also leaves 
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scratches on the car body. Therefore, many customers are not frequent visitors for car 

wash. However, he replied regarding the success of hand car wash that it has the po-

tential off success. 

 

Findings through observation 

 

The observation was regarding the customers for car wash. Therefore, the researcher 

took the opportunity to stay at auto car wash stations at Rauma to observe the cus-

tomers. Therefore, a detailed observation sheet (appendix 3) was prepared to note 

down the actions of the customers before and after car wash. There were total ten 

customers were observed. The reason behind observing low number of customers 

was the time as the observation takes longer time and the researcher had the time re-

straints.  Moreover, the observation was completed over Saturday and Sunday in the 

month of July 2015.  

 

The first customer came to car wash and paid money for auto car wash. The custom-

er, then, went out to her car. She first took off the radio antenna and closed the side 

mirrors. Then she drove the car to the wash bay. It took approximately 10 minutes 

for the wash and she drove the car out of bay. However, she parked the car in the 

parking area. She went again to the shop inside and bought cleaning cloth as she did 

not have in the car. She dried the front screen, back screen and door glasses. She 

wanted to dry whole the car as she took the round of the car. However, she did not do 

and drove away. 

 

Furthermore, the second customer was with the brand new car. He also paid the 

money for the car wash. However, he put some cloth sheets on the car front lights in 

order to avoid scratches on the lights. Furthermore, after the car wash, the customer 

took out the foot mats and took token for car vacuum. The customer started vacuum-

ing with very neat and clean suit which was very uncomfortable for him to do. So, he 

did not vacuum and dry the car from outside and drove way. 

 

Furthermore, the third customer also paid the money for the car wash. However, he 

was waiting in the queue as it was busy time. Therefore, he closed the side mirrors 

however he forgot to take off radio antenna. He came out after the car wash and an-
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tenna was damaged because of auto wash. Moreover, he himself dried the car from 

outside and the door panels. Furthermore, he also did vacuuming after paying money. 

However, the important thing was that he cleaned the tyres rims by taking off wheel 

cups. So his hands became dirty.  

 

Moreover, another customer paid money for the car wash and vacuum cleaning. So, 

he started vacuuming before the car wash. He took out foot mates and baby seat out 

of the car. He completed vacuuming inside that car and started to vacuum car boot. 

However, the vacuum cleaner stopped as it was for specific time so customer again 

paid extra money and completed car boot cleaning. Moreover, after that car wash, the 

customer dried the car himself which took his 10–15 minutes. However, one of the 

customer had arguments with the car wash staff as he paid for the full wash but the 

car was not cleaned properly from underneath and the tyre rims. The staff did not 

handled the complaint in a professional way as they said this is not our fault so cus-

tomer went away dissatisfied and angry. Moreover, there were five customers who 

just had the car wash in a usual manner while paying off the money and went away.  

11  DATA ANALYSIS 

 

The received findings were classified and categorized by using the themes i.e. Busi-

ness environment, SWOT and Micro level analysis. Moreover, the analysis was done 

by using the PESTEL analysis, SWOT analysis, and Porter’s five forces analysis. 

Business environment (PESTEL analysis) for XYZ hand car wash 

 

The business environment analysis plays a critical role in establishing new business 

either in domestic or international market. However, regarding XYZ hand car wash, 

the collected findings show that the Finnish economy is fairly in a stable position. 

Morrison (2002, 23-24) stated that the economic environment can bring either oppor-

tunities or hinder the investment situation. Therefore, the “economic factor” of 

PESTEL analysis was considered here to see the economy of Finland. Furthermore, 

the findings show that he Government and local councils fully support the new en-
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trants as the website of invest in Finland (2015) states that the Government is busi-

ness friendly, and the country has a developed infrastructure, a skilled workforce and 

competitive operating costs. Red tape is minimal and Finland is one of the least cor-

rupt countries in the world according to Transparency international. 

 

 

Porter’s five forces analysis for XYZ hand car wash 

 

Threat of new entrants 

 

Porter (2004, 7-17) states that the extent of this threat is dependent on the barriers to 

entry. If the barriers are numerous, the threat of new entrants is low. Therefore threat 

of the new entrants is high in general as the Finnish market is an open market and 

there are no specific barriers for car wash in Finland. However, realistically, the 

threat of new entrants in Rauma is low because of the physical work involved in 

hand car wash business. Therefore, the collected data shows that existing car wash 

owners are not interested in the hand car wash service.  

 

 

Bargaining power of buyers 

 

The bargaining power of the buyers is very visible in the data collected as they 

switch over from one car wash to the other. However, in the case of XYZ hand car 

was, there seems to be no bargaining for the service provided as XYZ hand car wash 

will be providing car wash at the lowest price as compare to auto car wash providers 

(detail in business plan). Porter (2004, 25-26) states that especially two buyer groups 

would be the strongest positions in playing the producers against one and other. 

However, there is no direct hand car wash competition for XYZ hand car wash in 

Rauma. Therefore, the buyers will not have the opportunity to bargain or manipulate. 
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Threat of substitutes 

 

Threat of substitute is not high as the hand car wash service is the lowest level of 

service in car wash industry. There are only auto car wash services in Rauma and 

there is no hand car wash service there. However, there is a possibility of people 

washing cars at home until the time a new hand car wash service is started in Rauma. 

Nevertheless, there is less probability of every car owner washing car at home. 

Therefore, there is no direct threat of substitute for XYZ hand car wash.  

 

Bargaining power of suppliers 

 

Any organization needs raw materials and this creates buyer-seller relationship be-

tween the market and the suppliers. The distribution of power within such relation-

ships varies, but if it lies with the supplier then they can use this influence to dictate 

prices and availability (Porter 2004, 27-29). However, in the case of XYZ hand car 

wash the bargaining power of suppliers does not even exist. The reason behind this is 

that hand car wash does not need any specific machinery and liquids which are hard-

ly available in the market. On the other hand, the machinery and liquids are easily 

available at various outlets. 

 

Competitive rivalry  

 

The rivalry level of hand car was at Rauma is not existing. XYZ hand car wash will 

be the only hand car wash at Rauma. The data collected shows that there are only 

auto car washes at Rauma. Moreover, theses auto car washes are not the main busi-

ness. These are the part of filling stations. However, the new entrants of hand car 

wash in the future can be the rival of XYZ hand car wash.    
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SWOT analysis for XYZ hand car wash 

Strengths Weaknesses 

 Low investment 

 Low risk 

 People skills 

 Commitment 

 Language challenges 

 Staff availability 

Opportunities Threats 

 Major share of market 

 Enhancement of business 

 Government funding support 

 Extreme weather 

 New entrants 

 

Figure 7: SWOT analysis for XYZ hand car wash 

 

The above figure shows the SWOT analysis for XYZ hand car wash. The SWOT 

analysis was carried out on the basis of the research undertaken for the said purpose. 

Strengths and weaknesses are the intrinsic values (website of cipd 2015) so n the 

case of XYZ hand car wash the internal value in terms of strengths are low invest-

ment and low risk. It is the advantage for XYZ hand car wash the low investment is 

required to start the operation. Furthermore, the risk of loss is minimal as compare to 

the investment. Therefore, if the entrepreneur faces the loss proportionate to the in-

vestment then the entrepreneur will absorb the loss comfortably.  

 

 

Moreover, the opportunities seem to be high for XYZ hand car wash which was evi-

dent through collected data. The data shows that the hand car wash business can have 

major share of market as it can produce quality service with low cost. Therefore, the 

strengths of XYZ hand car wash can have direct impact on business turn over. More-

over, considering the low cost as an opportunity, firms may also give the free hand 

car wash service as a gift to their employees on Christmas, New Year or any other 

event. However, considering the weaknesses of XYZ hand car wash i.e. language 

barrier and staff availability, it seems at this stage fairly challenging. Nevertheless, 

these challenges can be overcome by simple and straightforward strategy by learning 
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Finnish language and hiring Fluent Finnish speaking staff. Furthermore, the collected 

data reveals that that the threat of new entrants always remains in place as the Finn-

ish market is an open market. However, there are bleak chances of hand car wash 

competitors in Rauma as the hard physical work is the challenge for the investor. 

However, if the new entrants hire staff for hand car wash then the price will go high 

which can reduce the possibility of having competitive advantage. 

12  RESULTS 

Business environment, on the basis of research findings, in Finland is stable and sup-

portive. Three of the business owners endorsed the fact that Finnish Government 

supports the new business. Furthermore, the potential of hand car wash business is 

very high as customers need good quality wash with low price. Moreover, the incon-

venience and dissatisfaction of customers from auto car wash is an important factor 

to attract reasonable share of market. 

 

Furthermore, the hand car wash business carries various strengths e.g. low invest-

ment and low skills which will make XYZ hand car business a competitive business 

along with quality of service. However, there is an important weakness also in hand 

car wash e.g. language as a foreign investor. Moreover, at present, there is not direct 

competition of hand car wash in Rauma as there are only auto car wash businesses in 

Rauma. However, the possibility of new entrants in the future cannot be ruled out. 

Nevertheless, the findings of the research show that, the competitors observe the 

strategy, strengths and weaknesses of each other. Therefore, at the time of new en-

trants in hand car wash business, the probability of competitor’s analysis will be im-

perative and helpful. Furthermore, competitors can affect the business through price 

change and product selection in car wash. 

 

The complaints of the customers in auto car wash are on regular basis. Most of the 

time, customers complained about scratches on the car surface and damage of few 

external items on the car e.g. radio antenna and side mirrors. Furthermore, the cus-
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tomers are not happy even after paying high cost of car wash as they clean and dry 

the car after wash. Moreover, customers pay extra money for vacuum cleaning.  

However, the research data shows that loyalty is not seen amongst the customers. 

This is because of that fact that there is no human involved in car wash and custom-

ers are not either welcomed before or thanked after the wash. Hence, the success of 

hand car wash business is very high in Rauma because customers prefer high quality 

car wash with reasonable price. 

13  BUSINESS PLAN FOR XYZ HAND CAR WASH 

Business plan for XYZ hand car wash can be found as appendix 4 

14 CONCLUSION  

The basic purpose of this study was to find out the prospectus of establishing a hand 

car wash business in Finland. Therefore, this thesis explored the business environ-

ment and industry environment with practical research to understand developing a 

hand car wash business in Finland.  However, a business plan was necessary for de-

veloping a business in real. Therefore, the main objective of the study was to develop 

a business plan for XYZ hand car wash which eventually could help the author to 

establish the hand car wash business in Finland. Moreover, the qualitative research 

method was chosen for the research. Moreover, semi structured interviews were con-

ducted to collect data. Moreover, a thematic interview questions were prepared en-

compassing mainly three areas e.g. business environment, SWOT and micro analy-

sis. Primarily, the sample was consisted of ten car wash owners. However, three of 

them were available for the interviews. Moreover, the data was also collected 

through observation. The author prepared an observation chart comprising of two 

aspects i.e. customer’s actions before and after car wash. 

 

The result of the research proved that Finnish market is suitable for establishing hand 

car wash business. This was of the fact that Finnish Government and local councils 



49 

 

support new investors. However, it was also revealed through interviews that physi-

cal work and the weather can be a challenge for this business but the strength can be 

low investment and low risk. Moreover, the existing competitors are auto car wash 

providers which are the byproduct of the main business i.e. gas filling stations. Nev-

ertheless, there is no direct competition of hand car wash in Rauma. Furthermore, the 

observation data and the interviewees’ answers strengthen the point of customer dis-

satisfaction for auto car wash. The customer has to partly clean the car even after 

paying high price of auto car wash. Therefore, the prospectus of the establishing 

hand car wash business in Rauma is viable.  

 

However, as stated earlier that the main objective of the study was to develop a busi-

ness plan for XYZ hand car wash business. Therefore, a comprehensive business 

plan has been drafted. The business model of XYZ hand car wash will focus on qual-

ity and low cost i.e. value preposition. Moreover, initially, there will be only one per-

son managing all activities considering the cost factor. 

 

The business plan requires €1100 for starting up which is very nominal amount. 

However, the entrepreneur has own capital €13170 which is more than sufficient to 

survive approximately six months even without zero% turnover. Nevertheless, the 

breakeven point is achieved in the first month of starting business where net income 

is € 70, 66. Moreover, it further increased in the rest of months. Moreover, the pro-

jected sales scenario is also very positive and consistent. However, the positive as-

pect of this low investment business is the low operating and fix expenditure. How-

ever, it is important to note that the cash flow i.e. € 28910 of the business is very pos-

itive at the end of the year 2016. This shows that the business will have enough cash 

to meet its expenses.  

 

Moreover, market analysis through Porter’s five forces model revealed that there is 

no direct competition for XYZ hand car wash in Rauma. Moreover, the cost of hand 

car wash is very low as the existing to car wash service provider cannot become sub-

stitute of hand car wash. Furthermore, suppliers and buyers cannot manipulate the 

XYZ hand car wash business as this business only needs washing material which is 

widely available and the cost of car wash is very low. Furthermore, the business plan 

also briefly illustrates the three competitors in Rauma. Moreover, the startup will be 
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in January 2016. SWOT analysis of XYZ hand car wash shows that business can be 

successful as the strengths are mainly low investment and less risk. However, being a 

foreigner, language barrier can be a risk.  

 

Hence, the research results and the business plan findings recommend that hand car 

wash business will be successful in Rauma.  

 

However, the thesis work was not an easy task. The author started the thesis in May 

2105 and it was almost impossible to complete the thesis in September 2015. How-

ever, the supervisor guided at every step of the thesis to proceed further. She has 

made it possible to complete thesis in this time. Moreover, it was very challenging to 

collect the data for the research as the author did not have personal contacts and also 

unaware of the market behaviour. However, the author succeeded to conduct re-

search for the thesis.   

15  SUGGESTIONS FOR THE FUTURE RESEARCH 

 

This thesis has focused on developing a business plan for hand car wash business in 

Finland. However, this research covers only a small town of Rauma in Finland. 

Therefore, it is suggested that a comprehensive research should be undertaken at 

country level to see the potential of the hand car wash business. Moreover, the peo-

ple resourcing and management factor should also be considered for the future re-

search as it is difficult to find people for the hard physical job in Finland.  
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APPENDIX 1 

Dear Sir/Madam,  

 

I study at Satakunta University of Applied Sciences Rauma. I am doing Master’s in 

Business Management and Entrepreneurship. I am writing my Master’s Thesis about 

developing a business plan for a hand car wash. As proceeding with the thesis I have 

found a challenge in finding information about business environment, competitors’ 

analysis and SWOT of a car wash industry. Therefore I would like to arrange an in-

terview with you. I would be grateful if you can please give a suitable time for the 

interview. 

  

Your answer will be dealt with confidentiality and used only for this Master’s thesis. 

Moreover, thesis of the copy can also be provided to you if required. 

 

Best regards,  

 

Zia H Chaudhry 

Student I.D: 1200105 
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APPENDIX 2 

Questions for the interviews 

Business environment 

How do you see the business environment for the hand car wash business? 

How do you see the potential of hand car wash in Finland? 

How well the Government and the local council support business? 

Which factors can affect the business? 

 

SWOT 

What can be the opportunities for hand car wash? 

What can be the challenges for hand car wash business? 

How these challenges can be handled? 

What strengths you see in hand car wash business? 

What weaknesses you see in hand car wash business? 

 

Micro analysis: 

How do you see you competitors? 

How competitors can affect the business? 

What kind of complaints you receive from the customers? 

How often regular customers get car wash? 

What is the possibility of success in hand car wash business? 
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APPENDIX 3 

Observation Sheet for car wash customers 

Date 

Place 

Customer No 

Actions before car wash Actions after car wash 
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APPENDIX 4 

1BUSINESS PLAN FOR XYZ HAND CAR WASH 

1.1 Executive summary 

The XYZ hand car wash will provide hand car wash service in Rauma. The operation 

of XYZ hand car wash will be on January 2nd, 2016. XYS hand car wash vision is to 

be a premium quality car wash service for the residents and business owners in Rau-

ma. Moreover, the mission of, the XYZ hand car wash will diversify its business area 

to introduce door step, home service in future. The car wash will, initially, run by the 

entrepreneur to keep the cost low. However, XYZ hand car wash start-up cost will be 

€1100 which will include machinery and license. Nevertheless, €13170 will be own-

er’s equity at the time of starting business so that €2195 per month for six months 

fixed cost can be covered in the case of zero sales turn over. Therefore, the XYZ 

hand car wash does not need loan or external investor. 

 

XYZ hand car wash is foreseeing projected sales, from January 2016 to March 2016, 

up to €2520 per month. This will enable the business to reach breakeven point. How-

ever, the sales for the first month will be the same i.e. €2520 but the additional cost 

will incur. Therefore, the net income is showing loss. Moreover, the sales will be in-

creased to €3600 form April 2016 to June 2016 which will eventually increase the 

net income. Furthermore, form July 2016 to December 2016, the sales has increased 

but remain constant i.e. €3960.  

1.2 XYZ hand car wash idea 

Finland is a developed country. The author came to Finland for studies. However, 

during staying in Finland, the author observed that there is no hand car wash with 

low prices in Finland. There are only auto car wash services in Finland which are not 

the main businesses as they are the side business of filling stations. Moreover, author 
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also wanted to develop the business in Finland, after the studies, with low cost and 

high prospects of success. Therefore, car wash industry was observed in Finland 

which provide services with high prices and the customers’ dissatisfaction is high. 

Therefore, the idea of hand car wash came into author’s mind to start business with 

the low investment to provide high quality service at low prices.  

1.3 Management summary 

XYZ hand car wash is a very small business. Initially it will be managed by one per-

son. Mr. Zia Chaudhry is the sole owner and manager of XYZ hand car wash. In ad-

dition, he will be helped by part time employees if needed. However, the financial 

matters e.g. book keeping and taxation will be managed through accountancy firm.  

1.4 Competitive advantage 

The owner will build valuable relations with the local business community and hopes 

that this will create loyal customers. In addition, the owner’s experience as an opera-

tions manager has been valuable in keeping overhead expenses as low as possible, 

and this will be an advantage when creating special offers and discounts for custom-

ers. However, the significant factor is hand car wash. The hand car wash service will 

be provided with care to reach the highest level of customers’ satisfaction. The best 

material will be used to wash the cars in order to avoid any damage to the cars and to 

ensure the quality of hand car wash. It will be ensured that customers themselves 

need not to do anything after the car wash. Therefore, the low price and the quality 

hand car wash will give competitive advantage to XYZ hand car wash over its com-

petitors.  

1.5 Vision 

XYZ hand car wash vision is to be a premium quality car wash service for the resi-

dents and business owners in Rauma.  The entrepreneur will strive to keep employ-

ees loyal and in high spirits to ensure customer satisfaction. The XYZ hand car wash 
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will diversify its business area to introduce home service car wash in future. Moreo-

ver, also in the future, a branch of XYZ hand car wash business will be established in 

Turku or Helsinki. Furthermore, XYZ hand car wash will also become sole franchis-

er of hand car wash in next ten years in Finland. 

1.6 Mission 

The XYZ hand car wash will provide quality hand car wash service to its customers 

and will also generate the profit. The business will ensure the cost effective and qual-

ity hand car wash service to achieve the customers’ loyalty and satisfaction. Moreo-

ver, XYZ hand car wash aims at creating jobs to play its part in Finnish economy.  

1.7 How business model work 

XYZ hand car wash business model will work in a simple and straight forward man-

ner. It is a low cost hand car wash service. The customer will be served with good 

quality hand car wash and hand dry after the wash. Moreover, customers will be pro-

vided free vacuum cleaning. The focus will be on customer satisfaction which in re-

turn will pave the way for business turnover and profit increase as the satisfied cus-

tomer will, through word of mouth, market our business to others. 

1.8 Value proposition 

The purpose of the value proposition is to describe the value we are offering to the 

customers and which needs are satisfied (Osterwalder & Pigneur 2010, 22-25). XYZ 

hand car wash business idea and model is very simple in operation as it does not re-

quire big machinery and manpower. So, we will focus on pricing and quality service. 

Moreover, we will keep minimum operating cost so that we can be the market leader 

in car wash industry in Rauma.  Therefore, the key value proposition of XYZ hand 

car wash will be the low prices, free vacuum cleaning and quality work and customer 

satisfaction.  
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1.9 Target market 

The initial target market for the XYZ hand car wash will be residents and companies 

of Rauma city in Finland. The reason behind choosing this target market is the fact 

that the entrepreneur has been living in Rauma since last two years. Therefore, this 

market is very well known and explored by the entrepreneur. Moreover, there are 

large numbers of foreigners who also, work at Olkilouto nuclear power plant, lives in 

Rauma who can also be a major part of our target market. 

1.10 Marketing plan 

Marketing plan is an important element for any business. Rauma, although, is a small 

town of approximately 40000 residents out of total Finnish population i.e. 5483533. 

However, an aggressive marketing plan will be adopted to launch and execute XYZ 

hand car wash. Therefore, the marketing mix tools will be adopted for the XYZ hand 

carwash plan. As marketing mix provide feasible combinations of variables to form a 

realistic approach to meet the objectives (Sherlekar, Parsad.and Victor 2010, 29). 

 

Product mix 

 

The XYZ hand car wash will have smaller product mix. The table below shows the 

product mix. 

Table 1. Product mix of XYZ hand car wash 

XYZ Hand Car Wash Products 

Car wash 

Car polishing 

Vacuuming 

 

 

The above table shows the products which XYZ hand car wash will offer. The main 

product is car wash. However, car polishing will also be offered. Moreover, the vac-

uuming will be free of cost for the customers. 
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Price mix 

 

XYZ hand car wash prices will be lower than the auto car wash competitors. These 

prices are mentioned in the table below.  

 

Table 2. Price of XYZ hand car wash services 

Services Prices 

 Car wash 15.00 € 

Car Polishing 10.00 € 

Vacuuming Free 

 

The above table shows the prices for the services offered by XYZ hand car wash. It 

is important to know that vacuuming is free of charge. However, the price for the car 

wash is 15.00 € and the car polishing is of 10.00 € 

1.11 Key resources and activities 

The XYZ hand car wash business requires low investment. Moreover it does not re-

quire vast resources to operate the business. However, our key resources will be pro-

fessional cleaner, cleaning bay (building) at best location, cleaning equipment and 

marketing strategy. However, initially, entrepreneur will be the only employee to 

manage the business. Furthermore, with the business growth, part time employees 

can be hired on the basis of as and when needed. Moreover, the activities will be car 

cleaning with hands and free vacuuming. The hand car wash is the core activity. 

However, the other activities will be to ensure the satisfaction of the customers and 

enhancement of business through marketing and quality service. 
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2 FINANCIAL ANALYSIS 

 

XYZ hand car wash is a new start-up business. This is a very low investment busi-

ness with low risk and expenditures. However, it is very important to analyze the fi-

nancial aspects of the business. 

2.1 Breakeven analysis 

The income statement (Appendix 6) shows that XYZ hand car wash is a very low 

expenditure business. The breakeven point is reached in January 2016 where net in-

come is €70, 66. This shows the company has achieved breakeven point just within 

the start of the business in first month. Moreover, the breakeven point has been 

achieved only for seven car washes a day at 15.00 € each car and 42 car washes a 

week and eventually 168 car washes a month. This car wash monthly projection is 

very normal in car wash industry. However, on the other hand, fixed and variable 

cost is also very low which has enabled the company to reach breakeven point steadi-

ly.  

2.2 Sales scenarios and projections 

The profit and loss statement (appendix 6) of XYZ hand car wash shows one year i.e. 

2016 sales projection. The sales projection has been shown on the basis of only car 

wash. The price of the car wash is €15 per car and the working days are 6 days a 

week from Monday to Saturday. Six days per week is very hard work. However, Sat-

urday is easy for the people to get car washed as it is a day off from the job so it can 

be convenient for the customers to get their car washed.  
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Table 3. Projected car wash on daily, weekly and monthly basis 

Jan – March 

 No of cars Price Total 

Daily 7 €15 €105 

Weekly 42 €15 €630 

Monthly 168 €15 €2520 

Apr – June 

Daily 10 €15 €150 

Weekly 60 €15 €900 

Monthly 240 €15 €3600 

July – Dec 

Daily 11 €15 €165 

Weekly 66 €15 €990 

Monthly 264 €15 €3960 

 

The above table shows that, from January to March 2016, 7 cars per day will be 

washed which can generate up to €2520 per month. This will enable the business to 

reach breakeven point in the first month. However, the sales for the first month will 

be the same i.e. €2520 but the additional cost will incur. Moreover, the sales will be 

increased to €3600 from April to June 2016 with 10 cars wash per day which will 

eventually increase the net income. Furthermore, from July to December 2016, the 

sales has increased but remain constant i.e. €3960 with 11 cars wash per day. How-

ever, one car approximately takes 15-20 minutes for basic car washes. So, 3 cars can 

be washed in one hour and maximum 21 cars can be washed by one person in 7 

hours a day. However, car wash with polishing may take approximately 30 minutes 

so in that case one person can do maximum 14 cars in 7 hours a day. The detailed 

profit and loss statement (appendix 6) shows the detail of per month and annual 

sales.  

2.3 Operating cost 

Operating cost for XYZ hand car wash is very low. The overall cost for the first 

month is high as advertisement and some washing equipment will be purchased. 



64 

 

However, during the remaining whole year, the cost is same which is very low in 

terms of operations. The washing liquid is very cheap to buy from local market. Rent 

is €300 which is very cheap and suitable for startup business. However, the utilities 

cost, €300, is little over projected but it is to keep the business projection safe and 

practical. So, the operational cost is considered on the basis of necessity which 

means that cost can be reduced or increased with the emerging needs of the business. 

Therefore, the increase in sales can yield a big profit in the present projection of 

costs for year 2016. The detailed analysis of sales and costs is illustrated in profit and 

loss statement (appendix 6).  

2.4 Funding requirement 

XYZ hand car wash is a low funded business. It will be started from €2195. Howev-

er, the required funding is approximately €1100 which includes the machinery cost 

of €1000 and the license cost of €100. This business does not need huge funding and 

investment from others or loans as the owner will arrange himself. Moreover, there is 

no liability for this business. The startup funding detail is shown below. 

 

Table 4. Source and amount of funding for XYZ hand car wash  

Source of funding Amount % Total 

Owner’s equity 100% € 13170 

Investors 0 0 

Loans 0 0 

Total funding 100% € 13170 

 

The above table shows the source of funding available for the XYZ hand car wash. 

The Owner’s equity is € 13170. This funding is sufficient to sustain the business for 

at least six months without any sales turnover. 

2.5 Profit & loss statement 

The profit & loss statement of XYZ hand car wash shows the one year income pro-

jection. The price for car wash is € 15 per car and the profit & loss statement was 
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generated on the basis of car wash price. Therefore the summary of the profit and 

loss statement is on next page. 

 

Table 5. Summary of profit & loss statement of XYZ hand car wash year 2016 

Description Year 1 

Total sales € 42120,00 

Total costs € 25880,00 

Gross income € 16240,00 

Taxes (20%) € 3248,04 

Net profit & loss € 12991,96 

 

The above figure illustrates the total sales and costs of XYZ hand car wash for the 

year 2016. Moreover, it also shows the total net income generated in the year 2016. 

However, the detailed profit & loss statement can be seen in appendix 6. 

2.6 Cash flow 

The cash flow statement of XYZ hand car wash shows that how much money is com-

ing in and going out in a month for the year 2016. The initial required funds for in-

vestment are € 13170. However, cost of startup is € 1100 which includes machinery 

of € 1000 and € 100 license fee. Therefore, the cash beginning in the month of Janu-

ary 2016 is € 12070. The total money goes out of the account in the month of Janu-

ary is € 2290. Therefore, the bank amount at the end of the month is € 12300 after all 

the expenses being paid out. However, the money paid out from February to Decem-

ber is € 2090 because the advertising was paid for once in January. However, this 

activity of money coming in and expenses going out covers whole year. Therefore, 

the bank amount in the beginning of the month of December is € 27040 and the 

money in the bank at the end of December is € 28910. The cash flow is positive 

which means that the XYZ hand car wash will not run out of cash at any stage to 

meet its costs. However, detailed cash flow statement is shown in the appendix 7.  

 

 

 



66 

 

2.7 Balance sheet 

The balance sheet of the XYZ hand car wash shows the assets and the liabilities at 

the beginning of the year 2016.  

 

Opening Balance Sheet at 1
st
 day of year 2016 

Assets   Liabilities  

 

Equipment  € 1000 Owner´s equity € 13170 

License  € 100 

Bank(6 months fixed cost) € 12070 

 

Total assets  € 13170 Total liabilities € 13170 

 

The opening balance sheet is simple as there are not many assets and liabilities of 

XYZ hand car wash. Total assets are € 13170. However, the bank includes 6 months 

fixed cost i.e. € 12070 mentioned also in profit & loss statement (appendix 6). More-

over, there is no initial liability e.g. loans for XYZ hand car wash. However, the 

owner’s equity is shown in liabilities i.e. € 13170. Therefore, the total assets i.e. € 

13170 are equal to total liabilities i.e. € 13170.  

 

Moreover, the ending balance sheet also reflects the assets and liabilities of XYZ 

hand car wash at the end of the year 2016. 

 

Ending balance sheet at the last day of year 2016 

Assets   Liabilities  

 

Equipment  € 500 Owner´s equity € 29410 

Bank  € 28910 

 

Total assets  € 29410 Total liabilities € 29410 

 

The ending balance sheet shows that equipment value is € 500 which was initially of 

€ 1000 (see in opening balance sheet). The difference in the equipment value is be-
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cause of depreciation i.e. decreasing in the value of assets.  Therefore, the deprecia-

tion was calculated by the formula as below: 

 

Cost of equipment - 50% of equipment value 

€ 1000 - € 500 = € 500 for a year. 

 

However, in the profit & loss account depreciation is shown € 41,67 on monthly ba-

sis (profit & loss appendix 6). Moreover, the bank in the ending balance sheet shows 

€ 28910 which can be also seen in cash flow statement appendix 6. Furthermore, the 

owner’s equity on liability side is € 29410 which equates with the assets. 

3 EXTERNAL ENVIRONMENT 

 

Finland is an advanced industrial economy with a thriving private sector and a busi-

ness environment that is highly conducive to foreign direct investment (FDI). The 

government is business friendly, and the country has a developed infrastructure, a 

skilled workforce and competitive operating costs. Red tape is minimal and Finland 

is one of the least corrupt countries in the world according to Transparency interna-

tional. Foreign owned companies can benefit from government investment incen-

tives. Foreign investment in Finland is welcomed as a boost to the dynamism of the 

economy. As one of the most competitive and open economies in the world, Finland 

has a great deal to offer foreign investors (Website of Invest in Finland 2015). Amer-

ican magazine, Newsweek ranked Finland as the world’s best country on the basis of 

criteria emphasizing the environment, education and quality of life. Finland has a 

highly industrialized, free-market economy with a per capita output equal to that of 

other western economies such as France, Germany, UK or the Sweden. The largest 

sector of the economy is services (57.1%), followed by manufacturing and refining 

(40.3%). In 2010 the Finnish economy recovered from the 2009 financial crises bet-

ter than most forecasts predicted, and showed a broad based growth of 3.1% and un-

employment rate 7.78 %. However, exports in Finland contribute over 38% of GDP 

(Website of Globaledge 2015). 
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Table 6. GDP and unemployment of Finland (Website of Globaledge 2015) 

GDP (€) 
(2014) 

GDP per capi-
ta (€) 
(2014) 

Unemployment 
rate (2014) 

194,5 billion 35928  8.7% 

 

Moreover, corporation tax, i.e. 24.5%, is uniform for all types of corporate income 

and general value added tax rate is 24% (website of Invest in Finland 2015). 

Economic growth is projected to resume in 2015 after three years of contraction. 

Nevertheless, sluggish incomes and high unemployment will continue to weigh on 

private consumption and remaining spare capacity will delay investments. A pick-up 

in exports on the back of the global economic recovery and the weaker euro should 

progressively spill over to the domestic economy. Business investment is expected to 

recover slowly, as demand picks up and capacity utilization rises. Slow income 

growth, high unemployment and uncertainty hold back residential investment despite 

low borrowing costs. Public investment has been steadily growing since 2010 and 

will rise further in 2015, but is then set to weaken as fiscal constraints tighten (web-

site of oecd.org 2015) 

 

However, Rauma is a small town comprising of 5483533 people (website of vrk.fi 

2015). Rauma Chamber of Commerce operates independently in the Rauma region. 

It represents a business voice for local enterprises and holds a strong and active posi-

tion in the local business fields. Our mission is to promote and support the business 

community in the economic region of Rauma. Rauma Chamber of Commerce is a 

network of 450 companies throughout the Rauma region (website of onec.fi 2015). 

 

 

Figure 1. Snapshot of Finnish economy (website of globaledge 2015) 
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The above figure shows that Finland’s Exports rank is higher than 78.69% of the 

countries in the dataset. For exports, FDI and GDP measures, a higher rank (closer to 

100%) indicate a stronger economy. Conversely, for unemployment and inflation a 

lower rank (closer to 0%) indicates a stronger economy (website of globaledge 

2015). 

4 MARKET ANALYSIS  

The basic purpose of market analysis is to gather information to understand the oper-

ating environment and its influencing factors going forward. Finland stands at no 11 

in world ranking of ease of doing business (website of World Bank 2015).  Moreo-

ver, Finland is least corrupt country in the world and country risk rating is A2 (Web-

site of Invest in Finland 2015) 

 

However, analyzing market more deeply is done with the Porter’s five forces frame-

work. Like Kotler and Keller states Michael porter has identified five forces that de-

termine long run attractiveness of a market (Kotler & Keller 2006, 380). 

4.1 Industry competitors 

There are many car wash service providers in Rauma. However, all of them are ei-

ther auto car wash or self-service car wash. None of the car wash service provider is 

offering hand car wash service in Rauma. Therefore, the probability of direct com-

petitors’ rivalry is minimal. However, it cannot be ruled out in the future as the indi-

vidual member countries of EU may have adverse impact on other economies e.g. 

Greece. So, in that case, people may become unemployed and the industry rivals can 

avail easy work force to initiate the hand car wash business too. 
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4.2 Potential entrants 

The new entrants always take a chance in any kind of economy. XYZ hand car wash 

itself is a new entrant in Rauma. However, XYZ hand car wash does not see any oth-

er similar business entrant in Rauma particularly from Finnish investor as hand car 

wash is a very hard working job and the low price offering does not motivate any 

Finnish person to take a risk. Contrary to this argument, the foreigners living as im-

migrants in Rauma can be a potential threat which will be coped up with quality. 

4.3 Substitute product 

Car wash, only, in any form can be substitute product. However, in hand car wash 

case, the only substitute can be home service where people start washing cars at their 

homes. However, that seems impossible at a macro level in Rauma. There are large 

numbers of people who live in multi-story buildings where there is no water facility 

available in car parking. Furthermore, the aged people will prefer to get their car 

washed at lower price with better quality instead of washing at home. Moreover, the 

well-off people with luxury cars will also prefer to have hand car ash service with 

good quality and reasonable price. 

4.4 Supplier’s power 

Supplier power plays an important role in many cases e.g. pricing, demand and sup-

ply of materials etc. XYZ hand car wash business will not have any supplier manipu-

lation as the car wash material is widely available in open market at different prices. 

Furthermore, in hand car wash business, there is not requirement of any advance 

technology or unit which can force the entrepreneur to follow the supplier terms of 

business which in turn can have detrimental effects on pricing, quality and long term 

sustainability.  
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4.5 Buyer’s power 

The potential customers of XYZ hand car wash are car owners living in Rauma. It is 

evident that buyer always try to manipulate the business though price negotiation, 

switching over to other rivals and through gaps of visiting same car wash outlets. 

Since auto car wash outlets in Rauma are of key chain filling stations so the prices 

are different. However, in XYZ hand car wash case, price will be lower than the ex-

isting auto car wash providers. Moreover, the quality will be high standards with free 

vacuuming. So, there will be minimum possibility of buyer manipulating the busi-

ness strategy and turnover.  

4.6 Competitors analysis 

There are three main auto car wash service providers in Rauma. There competitors 

are mentioned below: 

 

Table 7. Competitors’ analysis 

Car wash providers Ordinary wash Full wash 

ABC €16,00 €36,00 

NESTE OIL €17,50 €34,90 

ST1 RAUMA €19.90 €34,90 

 

The above table shows the price comparison that full service price is above €30 

which is very high. The vacuum cleaning is not included in the price. Therefore, cus-

tomer has to pay extra €4 euros for vacuum cleaning. So, the total price for full wash 

with vacuum cleaning is approximately €40.  
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5 KEY TRENDS 

 

The people in Rauma have almost the same line of thinking or trends like other peo-

ple in Finland. They want quality of car wash. However, they also like to have car 

drying after car wash which is being done in auto car wash but it does not satisfy the 

customers. The customers usually dry various parts of the car e.g. wind screen, win-

dows, bumpers and tyre rims themselves even after auto dry. Moreover, customers 

also like to have the hidden parts of the car e.g. door panels, car boot form inside, 

mud guards and engine cleaned in either same or reasonable price which is not avail-

able in auto car wash. Furthermore, customers prefer scratch free car wash which is 

impossible in auto car wash as the auto car wash unit leave scratches on car surface. 

Therefore, the customers prefer to have a car wash with minimum damage to their 

car. All the above mentioned trends can be easily addressed with hand car wash.  

However, the car wash industry trends, particularly, in Rauma are fairly static. The 

auto car wash is being offered as a byproduct at filing stations. Therefore, the busi-

ness owners of auto carwash usually do not think outside the box. Eventually, XYZ 

had car wash business idea has emerged which will have the potential to excel and 

address all the above stated trends in Rauma auto wash market. 

6 MILESTONES 

Table 8. Milestones of XYZ hand car wash 

Milestones 

Complete business plan 

Signing rental contract 

Premises preparation 

website preparation 

Flyers distribution 

Start of business 

 

The above table shows the milestones for the start of the business. The most im-

portant milestone is business plan as this will be the base for the start of the business. 
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Moreover, acquiring and preparing premises is also important milestone as it is very 

challenging to acquire ideal location for car wash. However, website and flyer distri-

bution is amongst the milestones too which are very challenging and effective. 

Moreover, start of business at particular date is very challenging. However, theses 

milestones will be achieved with hard work and dedication. 

7 IMPLEMENTATION ROADMAP 

 

XYZ hand car wash is a very low investment business. Therefore, it does not require 

any investor for the start up. However, in order to achieve the milestones, an imple-

mentation roadmap strategy is very important. Hence, a very brief and clear road 

map has been shown on the next page. 

 

Table 9. Implementation road map of XYZ hand car 

Milestones Start Date 

Complete business plan 25.09.2015 

Signing rental contract 01.12.2015 

Premises preparation 10.12.2105 

website preparation 15.12.2015 

Flyers distribution 23.12.2015 

Start of business 02.01.2016 

 

The above table shows the dates for achieving the milestones. It is almost over three 

months to achieve all the milestones to start the business. The business plan comple-

tion date is 25.09.2015. Therefore, from business plan completion date, the remain-

ing milestones will be completed in the month of December 2015. However, the 

business will be started on 02.01.2016. Moreover, the sales and marketing will be on 

individual basis with the focus on achieving loyalty of the customers.  
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8 RISK ANALYSIS 

 

XYZ hand car wash will be operating in Rauma Finland. Although Finnish economy 

is good for business but it is important to analyze the risks involved in staring up 

business in Rauma. Therefore, the best method to analyze the risks and highlight the 

strengths is SWOT analysis.  

 

 

 

Table 10. SWOT analysis of XYZ hand car wash 

Strengths Weaknesses 

 Low investment 

 Low risk 

 People skills 

 Commitment 

 Language challenges 

 Staff availability 

Opportunities Threats 

 Major share of market 

 Enhancement of business 

 Government funding support 

 Extreme weather 

 New entrants 

 

The above table shows that XYZ hand car carries strength i.e. low investment a low 

risk particularly. However, language barrier and staff hiring can be a weakness. 

Moreover, due to low investment and low risk, there are various opportunities for the 

business e.g. Business may get Government funding if needed, more customers can 

be attracted which eventually can enhance the prospectus of business. However, the 

main threat i.e. new entrants can also be seen along with weather in Finland. 
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APPENDIX 5 

Business Model Canvas 
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APPENDIX 6 

XYZ hand car wash 

Profit & loss statement for year 2016 
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APPENDIX 7 

XYZ hand car wash 

Cash flow statement for year 2016 
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