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The purpose of this thesis was to create a digital marketing plan for the commis-
sioner, Bitumipojat Oy, because they did not have a marketing strategy before. 
The company’s online store has been operating for few years, and they needed 
a marketing plan to increase their sales and attract new customers. Bitumipojat 
wanted to know what marketing tools they needed to achieve these objectives. 
 
The theoretical framework outlines the different tools used in digital marketing, 
such as social media marketing, customer reference marketing, search engine 
marketing and content marketing. The digital marketing plan’s conceptual frame-
work was created based on SOSTAC and Marketing Mix. The author conducted 
a quantitative research by designing a questionnaire to gather information about 
the target audience’s social media and buying behaviour and their search habits, 
which gave the necessary information to create the digital marketing plan. 
 
Secondary data research showed the importance of website optimization and so-
cial media marketing, and the company’s content should include photos, videos, 
and articles. It was found out that Bitumipojat has the values, the target audience 
value, them being a good product quality, quality of service, seller’s expertise, 
and reasonable price level, but they have not utilized it in their marketing before. 
 
Based on the situational analysis, the company has an excellent opportunity to 
differentiate and grow their business since their competitors do not do active dig-
ital marketing. The literature review and collection of questionnaire data made it 
possible for the author to create a SOSTAC model-based digital marketing plan. 
The plan includes all the recommended tools and strategies the company should 
utilize to grow their business. After using the digital marketing plan and growing 
the company, it is suggested that they conduct new research about their custom-
ers to gain more customer data and create new target group segments.  
 

Key words: digital marketing plan, online store, social media marketing, 
SOSTAC 
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1 INTRODUCTION 
 

 

1.1 Thesis topic 
 

The online store's marketing plan was chosen as the thesis topic based on the 

author's interest and the commissioner's needs. The thesis focuses on construct-

ing a practical digital marketing plan and the main elements it should include. The 

focus is on the organisation’s social media channels and online presence, as the 

organisation’s products are aimed at individual consumers (B2C), and the pur-

chasing and selling happen online.  

 

The topic is relevant for Bitumipojat since digitalisation has changed the way peo-

ple consume. The popularity of online stores has grown rapidly during the past 

15 years. Because of Google, consumers could find online stores with ease, and 

the variety of products, reasonable pricing and ease of purchasing drew consum-

ers to online shopping. Ten years ago, the growing popularity of social media 

helped boost the growth, and six years ago, the introduction of mobile purchasing 

increased the popularity of online shopping by 43,21% during 2015-2016. The 

introduction of the smartphone and social media have enabled online store com-

panies to do inexpensive and widespread marketing, thus making online shop-

ping easier. (Rantamölö 2020.) Almost half of the small to medium businesses 

have estimated that digitalisation affects their business significantly, especially in 

companies that are focused on selling. The importance of digitalisation is the 

most remarkable when the companies are in the founding or growth phase. (Con-

feredation of Finnish Industries 2015.)   

 

The thesis’s primary focus is on developing an online store. As the online store's 

sales have not been what was expected, the development of a marketing plan is 

in place to increase the sales. However, the commissioner has not had the re-

sources and knowledge to create and execute a marketing plan prior. Therefore, 

the thesis focuses on digital marketing actions because the company is entirely 

online, and nowadays, companies must have online visibility to attract new cus-

tomers and create long-lasting customer relationships (Kotler 2019, 23). 
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The author believes that the plan will help the organisation increase its online 

presence, thus generating more sales through its online store and gaining new 

customers and possibly attracting potential employees.  

 

1.2 Thesis objective, purpose and research question 
 

The purpose of the thesis is to provide Bitumipojat Oy with an adequate marketing 

plan, which would improve the company’s digital presence and create more at-

traction to their online store, thus generate more sales and attract new customers 

and potential employees.  

 

The marketing plan's objective is to create more traffic on the organisation's 

online store and improve Bitumipojat’s social media visibility. To achieve the ob-

jective, it is crucial to see what tools and channels the company should utilize and 

how they should plan their marketing activities. Furthermore, it is essential to 

search the market’s characteristics and what factors affect their target audience’s 

social media and buying behaviour. Based on these objectives, research ques-

tions were set.  

 

The initial research question is:  

What are the digital marketing tools the company should use to in-

crease its visibility and online sales? 

 

The supporting sub-questions are:    

How to create a digital marketing plan for Bitumipojat Oy? 

How should they use these tools to reach digital marketing goals? 

 

1.3 Research methods 
 

The primary data of this thesis is gathered by quantitative research by using a 

questionnaire. The questionnaire data is collected from potential customers to 

determine which social media channels they use and how they would research 

the commissioner's online store.   
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This way, the commissioner gathers information on which channels are the most 

relevant for an online company that sells bitumen roofing material and what kind 

of content they should provide for their target audience. 

 

In this thesis, the literary review consists of digital marketing, marketing planning, 

and B2C marketing on a general level. The literary review also includes two mar-

keting planning models, marketing mix and SOSTAC, which are part of the the-

sis’s theoretical framework together with the concepts. Finally, the literary review 

is combined with the collected primary data in the empirical part, in which the 

questionnaire and digital marketing plan is created. 

 

1.4 Thesis structure 
 

The thesis structure is visualised in figure 1. The first chapter introduces the the-

sis topic and its objectives, purpose, research questions, and methodology. 

Chapter two introduces the commissioner’s company and the industry it operates 

in. The third chapter explains the concepts and theories that create the thesis 

framework. Together, chapters one, two and three form the thesis plan. Chapter 

4 explains the research methods, introduces the conceptual framework, the plan-

ning of the questionnaire and the analysing methods. Chapter 5 includes the re-

sults of the questionnaire as well as the analysis of it. Based on the data gathered, 

chapter six will include the digital marketing plan. Finally, chapter seven includes 

the conclusions and recommendations made by the author.  
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2 CASE COMPANY AND INDUSTRY 
 

 

2.1 Bitumipojat Oy 
 

This thesis is commissioned by Bitumipojat Oy. The company's main business is 

roof installation, and now they have established their online store where they sell 

roofing materials. Bitumipojat was established in 2015. The company is located 

in Lempäälä, and their worksites are mainly located in the Pirkanmaa region.  The 

company has four employees. They are very successful in their roof installing 

business, but they have not had success yet with their online store. (Viitanen & 

Virtanen 2020.) The turnover of Bitumipojat was 499 KEUR, and their profit was 

4 KEUR (Finder n.d).  

 

Their online store sells roof materials made from bitumen, which they use in their 

installing business as well. Bitumipojat have an excellent opportunity to create a 

successful online business because their prices are much lower than their com-

petitors. Their target customers are so-called ‘’DIY-builders’’ who will do some 

minor renovations or buildings to their homes or other small projects. (Viitanen & 

Virtanen 2020.) 

 

Bitumipojat Oy launched its online store in 2018. The online store sales have not 

been what was expected, and now the organisation wishes to develop a market-

ing plan to increase their sales and positioning in the market. They do not have 

an employee who focuses on marketing solely, and the marketing is done by the 

company's owner. Previously marketing has consisted of seldom Instagram and 

Facebook posts and one radio advertisement. (Viitanen & Virtanen 2020.) 

 

2.2 The construction industry in Finland & online store trends 
 

Finland’s construction industry employs around 250 thousand people, and it in-

cludes both employees and entrepreneurs. Around 100 thousand of these are 

employees, 35 thousand are white-collar workers, and the rest are entrepreneurs. 

Small companies dominate the construction industry. The industry is very sea-

sonal, most of the construction is done during summer, and it is sensitive to trade 
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fluctuation, and it affects employment, but it has been stable for the last few years 

(Rakennusteollisuus RT ry N.d.) The pandemic did not affect the roofing industry 

a lot. The economic situation of the industry remained good because there was 

more housing construction than was expected. Therefore, the business cycle is 

expected to remain at a good level in 2021 as well. (Rakennusteollisuus RT ry 

2021.) 

 

The consumers are not as familiar with the roofing industry’s brands as the pro-

fessionals, and the consumers' perceptions of brands are more deficient than 

professionals. Only a few brands in the industry have good notoriety among the 

consumers. (Kerabit 2017.) Marketing in the industry has traditionally relied on 

sales, and marketing and communications have had a minor role. During the last 

few years, companies have been seeking new marketing channels to increase 

their sales. The development of websites has been on the rise, and companies 

have started to create content, and they are trying to test new ways to improve 

search engine visibility. (Olsio 2019.)  Almost every company in the industry has 

a website, and they are present on the internet. Some of the websites are remain-

ders of the ’90s, and they have not been updated in years. Often the websites 

consist of reference images and contact information and nothing else. Most of the 

companies' marketing activities revolve around Google AdWords, and when in-

specting the results of organic marketing, giant online stores are ahead of smaller 

companies. The competition of organic marketing is very minimal in the construc-

tion industry. (Jansen 2021.)  

 

According to Relatable (2020), the popularity of online shopping will pass brick-

and-mortar sooner than expected if the regular consumers follow the early 

adopters' footsteps. The role of physical stores changes, as they are seen more 

as an inspirational place, and the purchasing takes place online. Showrooming’s 

popularity is on the rise, and it attempts to combine brick-and-mortar and e-com-

merce. For the online store to succeed, it needs to be convenient to the con-

sumer. Nowadays, online purchases happen primarily through mobile, which 

means that the online stores need to be designed that in mind if they wish to 

succeed in the competition. Also, the demand for flexible and alternative payment 

methods are increasing significantly. Shopping through social media platforms is 

growing, and Instagram dominates it. In the future, the importance of reviews 
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grows, and it is seen to decrease online trust issues among consumers. The con-

sumers' values are changing as sustainable production is seen as a more im-

portant value than the price. Consumers also prefer content is something easy to 

consume and access.  
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3 THEORETICAL FRAMEWORK 
 

 

This chapter will introduce the concepts and theories that are used in this thesis. 

These concepts and theories compose the theoretical framework and literary re-

view for this thesis. The concepts introduced and explained are written to give 

the reader a broad context of the thesis. The concepts start from the common 

marketing terms and end in the specific ones. The theories also contribute to the 

theoretical framework. 

 

The SOSTAC model is the main framework of this thesis, and it will guide the 

digital marketing plan creation process as a model for Bitumipojat Oy.  To help to 

determine the strategy, tactics and actions of SOSTAC in the digital plan, the 

Marketing Mix is used to help to form the questions when designing the research 

questionnaire. The formation of questions is explained more in-depth in chapter 

4.2. The conceptual framework can be seen in Figure 2, which is presented be-

low. 

 

3.1 CONCEPTS 
 

3.1.1 Digital Marketing  
 

Marketing used to be seen as a part of the company functions alongside produc-

tion, human resources, financial and information management. Nowadays, cus-

tomer-oriented marketing thinking plays a vital role at the strategical level, guiding 

most business decisions and solutions. (Bergström 2018, 17.)  

 

The whole organisation should notice that marketing is part of every function, and 

it does not only belong to the marketing department. The organisation's image is 

an essential competitive factor; it is how organisations create long-term customer 

relationships. The current and potential customer’ needs and wishes are the 

premises of marketing thinking from which new products and services are devel-

oped. (Bergström 2018, 17.) According to Bergström and Leppänen (2018, 17), 

the more satisfied the customer is, the more likely the customer relationship will 

continue, and the longer the customer relationship, the better its success. 
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Companies' most usual tools to reach customers are websites, search engines, 

social media channels and e-mail. Nowadays, digital marketing can be seen as 

more vital than traditional marketing methods because consumers spend all-time 

high amounts on the internet. Digital marketing utilises this as an opportunity to 

promote their products and services and interact with their customers, thus build-

ing customer relationships, which is not possible through traditional marketing 

channels. (The American Marketing Association n.d.)  

 

It is agreed that currently, there are three different types of media in digital mar-

keting: paid, owned and earned media. When using paid media, the company 

invests its capital in getting more visitors, get greater reach or conversions 

through search engines, and display their advertisement on networks or affiliate 

marketing. Traditional media channels such as print and TV advertisements also 

fit into this category. Owned media consists of media platforms that the company 

owns and controls themselves, such as their social media channels, apps, web-

sites and e-mail lists. These may also include brochures and retail stores. 

On the other hand, earned media can be defined as various communication meth-

ods between customer and businesses online and offline. Communication can 

happen through word of mouth, which can be prompt through social media mar-

keting and conversations across different social media channels and communi-

ties. Traditionally it has been seen as the publicity generated through PR, but 

nowadays, it is seen as sharing content through influencers, blogger and other 

partners. (Chaffey & Ellis-Chadwick 2019, 10.) 

 

At its core, marketing can be defined as a process whose primary goal is to satisfy 

customer needs. In the marketing process, companies provide value to their cus-

tomers in order to build strong customer relationships, thus gaining value from 

customers in return. (Kotler et al. 2017, 5.) 

 

3.1.2 Marketing plan 
 

The marketing plan’s purpose is to document how to achieve the organisation’s 

customer-centric strategic objectives by using specific marketing strategies, tac-

tics and tools (Kotler et al. 2018, 621). The marketing plan’s objective is to reach 



14 

 

a specific audience with a clear and consistent message to turn prospects into 

customers (Rėklaitis & Pilelienė 2019, 78). The plan aims to establish a frame-

work for an organisation to access various marketing opportunities, set marketing 

goals and put competition into perspective. The marketing plan must be precise 

and flexible so that it helps the company prepare for unforeseen factors, such as 

new competition, changing technologies and other changes that can impact mar-

keting efficiency. (Wood 2017, 4.)  

 

The marketing plan consists of seven different stages:  

 

1. Analysis of the current situation 

2. Market and customer analysis 

3. Determining segmentation, targeting and positioning  

4. Setting marketing direction and objectives of the marketing plan 

5. Planning of programmes, strategies and support 

6. Planning of progress and performance measuring 

7. Executing, controlling and reviewing the plan 

 

(Wood 2017, 4.) 

 

In this thesis, these stages will be covered using SOSTAC as the framework to 

create a digital marketing plan. SOSTAC is explained in more detail in chapter 

3.2.2. 

 

3.1.3 Business-to-Customer Marketing 
 

In Business-to-Consumer markets, the seller is a business, and the final consum-

ers are individuals who buy goods for their personal consumption. In most cases, 

consumers are not aware of what influences their buying behaviour. (Armstrong, 

Brennan, Harker & Kotler 2019, 167.) When making B2B sales, the buyers often 

make their decisions based on rational factors, but in B2C sales, the decision 

making is often based on emotional factors. Therefore, it is essential to under-

stand the differences between consumers when trying to implement and plan a 

marketing strategy successfully. (Rėklaitis & Pilelienė 2019, 74.)  
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In most cases, B2C marketing communication will be based on capturing the 

customers' attention immediately by offering coupons or subscription to the 

newsletter to get a discount on a purchase or other similar methods. Because of 

emotional decision-making, B2C consumers will not put as much effort into ana-

lysing other options or competitors, but they are sometimes interested in the 

characteristics and advantages of products and services. Therefore, the emo-

tional factor plays a fundamental role in the sales process in order to provoke a 

purchase decision. (Rėklaitis & Pilelienė 2019, 74, 78.) 

 

When doing a B2C marketing plan, the choice of proper media channels is crucial 

for the company’s success, especially of the smaller companies, who have limited 

budgets, because when choosing one or two primary channels they reduce the 

risk of wasting time and resources on activities that would not lead to pursued 

goals and objectives (Rėklaitis & Pilelienė 2019, 79). Although the company's 

primary purpose is to sell in the B2C market, the aim of marketing communica-

tions is not always to increase sales. In addition to sales, many other secondary 

objectives may be set, such as building loyalty, reinforcing brand name and in-

vestigating consumer responses. Customer orientation is the most significant fac-

tor in marketing (Rėklaitis & Pilelienė 2019, 77) 

 

When implementing the marketing plan, the result measurement is mandatory in 

order to learn from mistakes and avoid them in the future, thus providing direc-

tions to improve in marketing techniques (Rėklaitis & Pilelienė 2019, 84.) 

 
3.1.4 Social Media Marketing 
 

Social media marketing can be defined as using digital marketing tools such as 

social media channels, websites, e-mail and apps to engage and reach custom-

ers through computer’s or mobile devices (Kotler, Armstrong, Harris, Hongwei, 

2019, 23). It is also about monitoring the customers' activity to reinforce engage-

ment with the company, which may happen through the company website, social 

media channels, or third-party sites. (Chaffey & Chadwick 2019, 29) Social media 

marketing aims to create engagement with target customers and promote its busi-

ness by making tailored content for particular social media channels. Social me-
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dia is an excellent tool for companies to gain insight into their customers’ inter-

ests. By having a social media platform, the company can communicate with their 

customers and target customers and recognise their brand and create stronger, 

long-lasting relationships by engaging with them. Social media marketing is also 

very cost-efficient compared to other advertising platforms; creating social media 

profile is free, and when doing paid campaigns and advertisements, the costs are 

relatively low. (Henderson 2020.) 

 

3.1.5 Customer Reference Marketing 
 

Customer reference marketing can be described as an action where a company 

utilizes existing customer relationships and previously delivered customer solu-

tions in their marketing actions to appeal to new customers. By having customer 

references, the company brand, reputation, and credibility can strengthen. Hav-

ing references indicates that the company has a strong market position. It also 

reduces the potential buyer’s perceived risk since it demonstrates previous expe-

riences. By utilizing customer references, the company gains credibility as it 

shows the company’s expertise, experience, and ability to deliver customer value. 

Customer reference marketing is seen as critical marketing, promotional and sell-

ing an asset when attracting new potential customers and building the company’s 

credibility. (Jalkala & Salminen 2010, 976-978 & 981-982.) 

 

3.1.6 Search Engine Optimization 
 

Search engine optimization (SEO) is a pivotal part of search engine marketing 

(SEM). SEM is used to generate visitors from search engines like Google, Bing 

or even YouTube. SEM utilizes the consideration phase of the customers when 

they are looking for products or brands, which nowadays mostly happens through 

search engines. SEO purpose is to achieve the highest possible ranking in the 

organic searches of the consumers when using search engines by utilizing the 

chosen keywords or phrases. (Chaffey & Chadwick 2019, 400-401.) SEO’s ad-

vantages are in creating traffic to the website, and when having well-chosen key-

words, the visitors are highly targeted, thus having quality visitors who already 

have a high intention to purchase. SEO also affordable because optimization 

does not require money. The disadvantage of SEO is the lack of predictability 
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and the ongoing nature. It is hard to predict SEO results compared to other media, 

and the competition is tough. For a company to have good SEO, they need to 

update it regularly and create new content and links. (Chaffey & Chadwick 2019, 

406.) 

 

3.1.7 Content Marketing  
 

Content marketing consists of either static content in web pages or dynamic con-

tent that encourages engagement. Good examples of engaging content are vid-

eos, user-generated content and podcasts. (Chaffey & Chadwick 2019, 36.) In 

order to succeed in digital marketing communications, the produced content 

needs to be at the centre of all marketing actions because it incites all the chan-

nels that are being used to communicate with audiences. When doing e-mail and 

social media marketing or campaigns, content creation is a crucial method in or-

der to generate demand and engage with the audience. The most important part 

is to create content that meets the target customer’s interest and the company’s 

set commercial goals. To create more awareness and get shares of the content, 

the companies can partner with sites or influencers. To get the best results, the 

company needs to monitor its performance, such as sharing effectiveness in so-

cial media. They should also engage with the audience by answering their ques-

tions and comments. It is also essential to see how well the content is performing 

in search marketing since by creating a regular stream of content, the search 

engines will favour the site when consumers are looking for information, thus 

generating more traffic to the website. (Chaffey & Chadwick 2019, 36-38.)  

 

3.1.8 Integrated Marketing Message 
 

Integrated marketing communication (IMC) can be defined as a marketing ap-

proach where a message is shared through multiple strategies while working to-

gether and reinforcing one another’s purpose. An example of this is when a com-

pany introduces their new logo and promote it in multiple channels such as tele-

vision, print, social media. Their approach in each medium differs slightly, but the 

core message is the same, thus linking all forms of communication together. 

(Lake 2019.) When a company utilizes IMC, the brand awareness increases, con-

sumers are more familiar with the product or service, and consumers are more 
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likely to favour the company when purchasing than companies that are not inte-

grating their strategies (Allen 2020). In addition, by having a unified core message 

rather than a scattered myriad of messages, the company is able to have a more 

impactful effect (MMC Learning 2020). 

 

IMC has multiple benefits, such as boosting sales by communicating through mul-

tiple platforms to create multiple opportunities to increase the awareness and in-

terest of consumers. Well planned and executed reminders and special offers 

help the customer in their buying process by reducing the consideration time. IMC 

enables consistent messaging, making the company’s marketing more credible, 

and nurturing the customer relationship. It reduces the customer’s search pro-

cess and helps to differentiate from the competitors when the consumer is con-

sidering their options. Utilizing IMC in the company’s marketing can save money 

and reduce workload since it eliminates duplication of visual materials since all 

the materials can be utilised in different mediums like print and social media. 

(MMC Learning 2020.) 

 

3.2 THEORY MODELS 
 

3.2.1 The marketing mix (7p’s) 
 

After the company has defined its marketing strategy, it is time to use the mar-

keting mix. The marketing mix consists of strategic tools that the company utilizes 

to reach its determined goals defined in the marketing strategy. As seen in figure 

2, the marketing mix defines the company's tool kit for establishing a strong po-

sitioning in the target markets. (Kotler, Armstrong, Harris, Hongwei 2019, 51-52.) 

The marketing mix was introduced in the 1960s and was referred to as four P’s; 

product, price, place, and promotion. However, as time has passed, four P’s have 

evolved to seven P’s, including the service mix known as people, process and 

physical evidence. (Chaffey & Chadwick 2019, 19.) 

 

The product defines the end product, which is catered to the target audience. The 

product decisions should be defined by conducting the customers' needs and 

feedback concerning their desires. The product can be divided into core products 

and extended product. The core product defines the main product the customer 
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purchases, but the extended product involves additional services and benefits 

built to support the core product. (Chaffey & Chadwick 2019, 193.)  

 

The price variable defines the amount of money the consumer pays to enjoy the 

product or service. When setting prices, the company must think about the cus-

tomers’ perceived product value and its compatibility with competitor prices. (The 

Marketing Mix n.d.)  It defines the company’s pricing policies that define the pric-

ing models and the prices set to products and services. The place variable de-

fines the ways the products are distributed to customers. Typically product place-

ment aims to minimise the inventory, transport and storage costs and maximize 

products' distribution. (Chaffey & Chadwick 2019, 202, 212.) When the company 

understands its target audience and product placement, the distribution can be 

done in channels that resonate with its target audience, thus attracting more po-

tential customers. Placement relates closely to the promotion because well-made 

promotion maximises the reach and attracts more customers. (Chaffey & Chad-

wick 2019, 212; The Marketing Mix n.d.) The promotion variable is the last one of 

the traditional marketing mix’s four P’s. It includes the marketing activities that 

are used to communicate with customers and inform them about products. It in-

cludes public relations, merchandising, word of mouth, packaging, advertising 

and selling. (Chaffey & Chadwick 2019, 220.)  

 

People variable recognizes the importance of the organisation’s employees and 

their interaction with customers during sales as well as before and after sales. It 

helps the organisation manage its customer service and define each employee’s 

involvement in the marketing and selling process. (Chaffey & Chadwick 2019, 

222.) The process refers to all the procedures and methods that organisations 

utilize to achieve their marketing strategy goals. The physical evidence refers to 

all the tangible products and how they are purchased and used. It covers the 

experience that the customer experiences when visiting the online store and pur-

chasing a product. (Chaffey & Chadwick 2019, 223, 225.) The physical evidence 

includes the environment where the organisation distributes its products, the 

packaging and branding of the products as well as the way the staff acts and 

dresses (Business Queensland, 2016). 
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FIGURE 2. Marketing Mix (McCarthy 1960, modified) 

3.2.2 SOSTAC  
 

The SOSTAC model, seen in figure 3, was created by PR Smith in the 1990s to 

help marketers in marketing planning. It was voted as the third most popular mar-

keting model because it is easy to understand and remember, and it applies to 

multiple different planning activities. The name of the model, SOSTAC, stands 

for each step that the model contains:  Situation analysis, Objectives, Strategy, 

Tactics, Actions and Control. All the six steps support and overlap one another in 

each stage of planning. (Chaffey 2019.)  

 

The model's acquisition starts with analysing the company’s current situation, its 

capabilities and resources, and how its brand is perceived. After the situation 

analysis, the company will define their objectives, where does the company want 

to be in the future. When the company has analysed its situation and objectives, 

it is time to think about the strategy and tactics to achieve set objectives and 

goals. The last two steps are focused on implementing the plan and monitoring 

its performance, and does it work as planned. (Chaffrey & Smith 2013, 3-4.) 
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FIGURE 3. SOSTAC planning framework (Smith N.d.,modified) 
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4 RESEARCH METHODS 
 

 

4.1 Research objectives 
 

To answer the research questions: ‘’What are digital marketing tools the company 

should use to increase its visibility and online sales?’’, ‘’How to create a digital 

marketing plan for Bitumipojat Oy?’’ and ‘’How should they use these tools to 

reach the digital marketing goals?’’ quantitative data must be gathered. The best 

way to collect the data is through an online questionnaire, so it would be available 

for target customers across the country, which would give the author a diverse 

set of answers. The questionnaire is also used because the company has not 

collected any information about their customers or target audience, and by doing 

a questionnaire, the company gets a diverse look into their audience, thus helping 

them to create content tailored to their audience in the future.  

 

Quantitative research was chosen as the research method because it enables 

learning about the demographics and it examines their attitudes and behaviours, 

and measures the frequencies and correlations (Goertzen 2017). The research 

approach is inductive since the purpose is to find patterns and obtain information 

about the respondents’ behaviour and form a digital marketing plan by utilizing 

that awareness (Thomas 2006, 238). The quantitative research method can be 

defined as utilizing and analysing numerical data to quantify and analyse how the 

variables differ in order to get results. The data aims to explain issues or phe-

nomena by utilizing collected data in numerical form and analysing it with math-

ematical methods such as statistics. (Apuke 2017, 40, 46.) 

 

Analysing the consumers' social media behaviour and marketing preferences and 

their purchasing behaviour and factors that influence it, the author gains a better 

understanding of their target audiences’ behaviour. The questionnaire aims to 

detect how age, gender, county and the purpose of purchase affect the cus-

tomer’s behaviour. This insight of the target audience gives the author a better 

understanding, and it helps the author create a digital marketing plan for the com-

pany that the commissioner will then execute in their future practices.  
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4.2 Research design 
 

The questionnaire can be divided into three parts: background information, social 

media behaviour and buying behaviour. The questionnaire combines both 

SOSTAC and Marketing Mix. It aims to collect information to parts of SOSTAC; 

(6.2) strategy, (6.3) tactics. Different factors of Marketing Mix are used in the 

questionnaire. In questions about social media behaviour (questions 4-8), mar-

keting mix’s promotion and placement are relevant. The questions aim to detect 

the most popular social media channels that the company should use and the 

content they should use in their promotion, which helps the company to decide 

their placement in the social media. See the conceptual framework in figure 4 

 

The questions about the buying behaviour are pivotal concerning the marketing 

plan because the Marketing Mix’s physical evidence factor sees it as an essential 

factor when planning a company’s marketing. Furthermore, since the online store 

was established a short time ago, this information can be highly beneficial for the 

company’s business because the usability of the website affects the customer’s 

buying behaviour.  

  

 
FIGURE 4. Conceptual framework (Smith N.d., McCarthy 1960, modified) 
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4.3 Data acquisition 
 

The questionnaire was planned and designed in February-March 2021, and the 

data collection was done between 24.03.2021 and 07.04.2021. The question-

naire was created by using Google Forms, and it included 15 questions. In total, 

the questionnaire got 89 responses. The commissioner offered a prize to be 

drawn among the respondents to attract target audiences to answer the ques-

tionnaire. The prize was either a roof cleaner or a roof inspection service. By 

having a prize related to roofs, the author was able to attract respondents who 

are the company’s target audience. 

 

The research data was collected through the Facebook group ‘’Rakentaminen & 

Remontointi’’ and ‘’Rakentaminen ja Talotekniikka’’ where the assumed target 

audience is located in. The groups were chosen because, in both of them, the 

conversations revolve around DIY-building and renovation, which are topics that 

the target customers of Bitumipojat are interested in. The questionnaire was pro-

moted only once in the Facebook groups because the moderators only allowed 

the author to post once about the questionnaire. Bitumipojat Oy also promoted 

the questionnaire on their website. The questionnaire was also shared in the au-

thor’s social media channels, and the author’s followers shared the questionnaire 

in their channels. 

 

4.4 Analysis methods 
 

The author analysed the data using Microsoft Excel and an Excel expansion 

called Tixel. The questions were constructed to a data matric in which the differ-

ent variables were turned into numerical values, representing the answers the 

respondent gave. For example 1= Female, 2= Male, 3= Prefer not to answer. 

When analysing the data, the author wanted to see how different factors, such as 

age, gender and location, affect the respondent’s answers. That is called a de-

pendent variable. Its purpose is to explain if knowing the value of the first variable 

reduces the uncertainty of the second variable’s value. (Manninen 2004, 74.) To 

gain that information, the author analysed the data by doing cross-tabulation with 

Tixel. After analysing the data, the author formed graphs using excel to make the 

data easy to comprehend. 
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4.5 Research limitations and validity 
 

As explained in chapter 4.3, the research was conducted through Facebook 

groups, where the assumed target audiences are. A prize was drawn among the 

survey answerers and the prize being a product relating to the roofing materials, 

it can be assumed that it attracts respondents interested in roofing. However, this 

cannot be proven in any way, but the author must assume that the prize worked 

the way it was designed to. The survey was tested before publishing by test par-

ticipants. The test participants gave feedback on the survey and if it was easy to 

understand and fill in and check if the questions were easily misunderstood. This 

minimizes the possibility of misunderstandings, thus creating reliable data. After 

their feedback, the author edited the survey to its final form and shared it.  

 

The validity of the questionnaire is determined if the results were able to answer 

the initial research questions and if the results correlate with the variables they 

are expected to correlate (Jhangiani, Chiang & Price 2015). The research objec-

tive was to gain knowledge about consumers buying and social media behaviour, 

their preferred social media channels and content, as well as how they would 

search for roofing materials. The questionnaire also aimed to detect how age, 

gender, county and purpose of purchase affect the results. The author decided 

to not take the age group’s 56-65 and over 65 years old answers into account 

when analyzing because the number of respondents in those groups was too low, 

making the answers unreliable. The purpose of purchase and location of the re-

spondent were not used in the cross-tabulation analysis either because the sam-

ple sizes of groups were too small, excluding the detached house roof and cot-

tage roof, which in total were chosen by 70% of the respondents when choosing 

the purpose of purchase. Moreover, when combining the votes for Western Fin-

land and Southern Finland, they gathered 92% of the votes.  

 

It is also suspicious that most of the respondents were young females. Because 

the construction industry is often seen as a masculine industry, it surprised the 

author. It is unknown why the response rate of under 25-year-old females was so 

high. However, it is essential to note that it is proven that nowadays, women have 

an even more prominent role in the decision-making process concerning home 

improvement. In fact, women represent 44% of DIY-builders (Huffman 2006). 
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Nowadays, women also make 91% of the home purchasing decisions, and young 

single women buy houses more than single men, and they are the second most 

significant segment of homebuyers after married couples. In which the women 

also tend to make the decisions. (Girl Power Marketing n.d.; De Jong 2018.) 

 

The questionnaire was successful, and all the objectives were met, thus making 

the research valid. Furthermore, the questionnaire got 89 respondents, which is 

a high amount of responses when considering the lack of promotion and that the 

survey was distributed only through few specific Facebook groups, which in-

creases the validity of the research. However, the answer percentage of the ques-

tionnaire cannot be answered because it was distributed through Facebook 

groups and not directly to the answerers. Thus, it is not known how many people 

have seen the post about the questionnaire.  
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5 RESULT ANALYSIS 
 

 

The result analysis starts from the analysis of the demographics. The author was 

able to get 89 answers to the questionnaire. Of the respondents, 64 were female 

(71%), 22 were male (25%), and three preferred not to answer (3%). There was 

an option to choose ‘’non-binary’’, but it was not selected by any respondent, so 

it will not be considered in the analysis. The high amount of young female survey 

respondents can be attributed to few factors. According to studies, young adult 

females answer online surveys more frequently than young adult males (Smith 

2008; Yetter & Capaccioli 2010; Slauson-Blevins & Johnson 2016). Because the 

survey was mainly shared through Facebook, it is essential to note that there are 

more female Facebook users than males. Women are more active than men on 

social media, which can also explain the higher amount of female respondents. 

(Biernatowska, Balcerowska & Bereznowski 2017.)  

 

The age groups were divided into six groups. The age group options were: Under 

25 years old, 26-35, 36-45, 46-55, 56-65 and over 65 years old. From figure 5, it 

can be seen that under 25 was the most popular group with 36 responses (41%), 

followed by 46-55 with 23 responses (26%), 26-35 with 16 responses (18%) and 

36-45 with nine responses (10%). The lowest amount of answerers were in 56-

65 with three responses (3%) and over 65 year olds with two responses (2%). 

 

 
 

FIGURE 2. Age distribution of respondents 
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The location of respondents was divided into four options: Southern Finland, 

Western Finland, Northern Finland and Central Finland. Most of the answerers 

were from Western Finland with 52 answerers (58%), the second-largest group 

was from Southern Finland with 30 answerers (34%). Only four respondents were 

from Central Finland (5%), and only three respondents were from Northern Fin-

land. None of the respondents selected Eastern Finland, so it will not be consid-

ered in the analysis.  

 

When analysing the purpose of purchase, it can be seen from figure 6 that de-

tached house roofs are the most popular, with 44 respondents (51%) from 86 

respondents. Cottage roof was second with 17 respondents (20%). The rest were 

pretty equal with popularity: 7 respondents did not have a need for purchase 

(8%), seven respondents chose row house’s roof (8%), five chose garage’s roof 

(6%), three chose playhouse’s roof (4%), and three chose other (3%) from which 

sauna building was answered once and housing association twice. 

 

 
 

FIGURE 3. Distribution of purpose of purchase 

 

5.1 Analysis of results 
 

The first part of the questionnaire aimed to search what social media channels 

the respondents use daily. This question helps the author to decide what social 

media channels should be utilized in the marketing plan. The options were Face-

book, Instagram, LinkedIn, Twitter, Snapchat, WhatsApp, TikTok, YouTube, 
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blogs. In addition, there was an option to answer to choose ‘’other’’ and ‘’I do not 

use social media’’.  Generally, the most popular social media platforms were 

WhatsApp with 76 responses (85%), followed by Instagram with 72 respondents 

(81%) and Facebook with 68 respondents (76%). 

When looking at the results based on gender, women use WhatsApp and Insta-

gram the most; both are used by 88% of women daily. Also, 41% of women use 

Snapchat daily, but only 27% of men use it daily. On the other hand, WhatsApp 

is the most popular social media among men, with 77% of men using it daily. Tied 

in the second place are Instagram and YouTube, both being used by 59% of men 

daily.  

 

From figure 7, it can be seen that among under 25-year-olds and 36-45-year-

olds, Instagram was the most popular choice; 94% of under 25-year-olds and 

100% of 36-45-year-olds using it daily. On the other hand, Snapchat and TikTok 

mainly were popular among under 25-year-olds and 26–35-year-olds; 78% of un-

der-year-olds and 25% of 26-35-year-olds using it daily. The rest did not use it at 

all.  

 

 
 

FIGURE 4. The daily social media platforms of each age group 
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When asked about the most used social media channel, the most popular were 

Facebook and WhatsApp, with 24% of the respondents using it the most and 

Instagram with 22% of respondents using it the most. 

Instagram is used by 28% of women daily, and only 9% of men use it daily. In-

stagram was also the most used social media by women, with 28% of women 

using it, and WhatsApp was the most used by men, with 32% of men using it the 

most. 

 

Figure 8 shows that the most used social media differs a lot between each age 

group. For example, Snapchat was most voted by 33% under 25-year-olds, 

Whatsapp was voted by 38% of 26-35-year-olds and 68% of 36-year-olds. On the 

other hand, Facebook was the most popular among 46-55 (43%), 56-65 (67%) 

and over 67-year-olds (100%).  

 

 
 

FIGURE 5. The most used social media channels of each age group 

 

When asked about what kind of content the respondents enjoy, 66% answered 

videos. The following content forms are relatively similar in popularity, Pictures 

and infographics with 49%, articles with 48%, other’s experiences 43%, podcasts 

38% and Facebook groups with 39%.  
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In each gender, videos were the most popular, with 64% of women and 67% of 

men preferring it. However, women tend to enjoy pictures and infographics more 

than men, 56% of women and only 24% of men preferring it.  

 

Figure 9 shows that videos were the most popular form of content in the younger 

age groups, 86% of under 25-year-olds and 88% 26-35-year-olds preferring it. 

However, articles were also popular, with 65% of 46-55-year-olds and 50% of 26-

35-year-olds and 40% under 25-year-olds voting. 

 

 
 

FIGURE 6. What kind of content each age group enjoys 

 

The author wanted to find out which marketing communications reach consumers 

the best. Social media posts were the most voted with 72%, followed by word-of-

mouth 56%, company’s website 46%, paid social media advertisements 35%. 

Figure 10 shows how the preferred marketing communications differ between 

genders. Again, the company’s website was the most preferred marketing com-

munication, with 50% of men voting for it and 44% women preferred social media. 

However, women preferred paid social media advertisement more than men, 

42% of women voting it and only 14% of men voting.  

Only in 46-55-year-olds, social media posts were not the most popular, rather 

than the company’s website being the most popular with 65%. Paid social media 
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advertisements were mostly popular among under 25-year-old (42%), 25-35-

year-olds (50%), 36-45-year-old (33%) and 56-65-year-old (33%).  

 

 
 

FIGURE 7. Preferred marketing communications of each gender 

 

In the following section, the respondents were asked to choose what best de-

scribes their statement on a scale of 1 to 5 (1= Disagree, 5= Agree). 

It can be seen that respondents have purchased products that someone has pre-

sented on social media (3,15), that social media advertisements influence their 

purchasing decisions (3,13) and that they see targeted advertising as beneficial 

(3,01). However, most do not agree that celebrities affect their purchasing behav-

iour (1,95).  

 

The same pattern can be seen when demographic factors, like gender in figure 

11, are considered. The differences between genders were minimal, only in pur-

chasing products that someone has presented on social media; men (2,38) do 

not agree with it as much as women (3,39) do. The 26-35-year-olds were most 

agreeing about social media advertisements affecting their purchasing decisions 

(3,56). 
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FIGURE 8. Purchasing behaviour statements among genders 

 

The questionnaire asked respondents about difficulties they have encountered 

when purchasing a product or service from an online store. The respondents were 

able to answer question freely since the question was open-ended. The author 

categorized the answers into five sections: Incomplete or incorrect information, 

unsatisfactory websites, payment opportunities, reliability and delivery and avail-

ability issues.  

 

Delivery and availability were the most significant difficulties the respondents 

have encountered. Many mentioned the long delivery times, expensive delivery 

costs, delivery taking longer than estimated, wrong product delivered, and the 

delivery information not readily available. The issues with availability had to do 

with not getting the product, hard to see if the product is available and what it 

costs, and the stock balance was incorrect. 

 

The second most common issues respondents had, had something to do with 

incomplete or incorrect information or unsatisfactory websites. Unsatisfactory 

websites were slow, were illogical, hard to understand, and ordering was unnec-

essarily complicated. The incomplete or incorrect information often consisted of 

bad product pictures, had inadequate product information, or the products did not 
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meet up to the assumed quality the company claimed. In addition, some respond-

ents had issues with the payment methods and the lack of them in online stores. 

Few respondents were also worried about the reliability of the websites, and they 

were not always assured if the websites were legitimate.  

 

When asked about the preferred method of searching for roofing materials, 

Google search was most voted overall (90%) and most voted regarding age and 

gender. From figure 12, it can be seen that 100% of men 87 % of women would 

use Google search. Among men, the next option was an online store (32%), and 

among women, it was friends and family (48%). Women were more likely to use 

social media for searching, with 22% of women and only 9% of men preferring it.  

Under 25-year-old were more likely to ask from friends and family (49%) and use 

an online store for searching (49%). Also, 36-45-year-olds were more likely to 

search through an online store (44%), compared to 46-55-year-olds (26%) and 

26-35-year-olds (19%). 

 

 

 
 

FIGURE 9. Preferred method of roofing material searching among genders 

 

If the respondent answered social media in the previous question, they were 

asked which social media channels they would use to search roofing materials. 

Facebook was the most voted option in general (63%), followed by Instagram 
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(55%), YouTube (34%). It can be seen from figure 13 that among men, Facebook 

was the most voted (75%), and among women, Instagram was the most voted 

(67%), followed by Facebook (60%). Men were likely to use Youtube (25%) and 

TikTok (25%) as much for searching. However, TikTok (37%) was more likely to 

be used among women than Youtube (7%). Instagram dominated among under 

25-year-olds as the most popular, with 93% preferring it over Facebook (53%).  

 

 
 

FIGURE 10. Social media as a search tool among genders 

 

The respondents were asked to rate the most critical factors affecting their pur-

chasing behaviour on a scale of 1 to 5 (1= Not important, 5= Important). 

The five most important factors were product quality (4,64), quality of service 

(4,38), seller’s expertise (4,33), price level (4,19) and company’s reputation 

(4,14). The three most minor factors were the company’s location (3,13), oppor-

tunity pick up from the store (3,38) and the opportunity to buy from an online store 

(3,40).  The results were very similar when taking age and gender into consider-

ation. However, it can be seen that men (4,24) appreciated the company’s repu-

tation more than women (4,13) and the good product descriptions were more 

important to men (4,19) as well, comparing to women (3,70). 

26-45-year-olds graded seller’s expertise (4,78) and company’s reputation (4,68) 

a lot higher than other groups, compared to the average 4,33 and 4,14. 
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The respondents also had an opportunity to voice factors that they wanted to 

mention but were not mentioned in the previous question. For example, the re-

spondent’s mentioned that they value products made in Finland, and they prefer 

using products that are made nearby, and they appreciate if the products have a 

low carbon footprint and the company has a trustworthy image. Also, free delivery 

is appreciated, as well as short delivery time.  
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6 DIGITAL MARKETING PLAN 
 

 

The marketing plan will be executed by following the SOSTAC model created by 

Smith (n.d.) and parts of the marketing mix. The framework, seen in figure 3, 

consists of six parts: Current situation analysis, Objectives, Strategy, Tactics, Ac-

tions and Control. The digital marketing plan utilizes the theories and question-

naire results from the previous chapters in order to create a digital marketing plan 

for Bitumipojat Oy.  

 

6.1 Current situation 
 

The analysis of the current situation is used to analyse the competitors, the mar-

ket the company operates in and the internal analysis of the company. The anal-

ysis sets the base for the company to set their objectives, strategies and tactics. 

(Chaffrey & Smith 2013.) Therefore, this chapter is divided into two parts, internal 

and external analysis.  

 

6.1.1 Internal Analysis 
 

Bitumipojat Oy offers different roofing services in addition to their online store. 

The services are mostly roofing installations and roof inspections. Their online 

store’s selection includes different sorts of shingles, eaves and ridge plates, roll 

equipment and additional accessories such as roof cleaner and sealing glue. The 

main products are shingles. (Bitumipojat oy n.d.) The company’s marketing ac-

tions have been very minimal, and not many resources have been used. The lack 

of marketing strategy has resulted in irregular and spontaneous marketing ac-

tions that have not produced any leads. The company has only had few sales 

prior to this research, so they could not detect their customers' characteristics. 

However, it is fair to assume that the customer segment is quite broad because 

the company is operating in B2C markets. All the marketing activities are done 

by one of the founders, and the company does not have a marketing manager, 

and they do not use advertising agencies. The company does not have a market-

ing plan, and their previous marketing actions have consisted of Facebook and 
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Instagram posts as well as one radio commercial. However, the adverts and posts 

only mention the installation business. (Viitanen & Virtanen 2020.)  

 

The company has an Instagram channel, and it has 128 followers, and they have 

posted 28 posts. The first post was published on 26.05.2020, which makes the 

account reasonably new. Their Facebook page has 218 followers, and it was es-

tablished in 2015. After the company established their Instagram page, it can be 

seen that the account was linked to their Facebook since the posts are identical. 

Their Instagram and Facebook content does not include the promotion of the 

online store and its offerings. The content consists primarily of their roofing instal-

lation works and its progress shots. However, the Instagram description includes 

a mention of the products they offer on their website.  

 

In this thesis, SWOT is used to analyse the company and its marketing actions. 

SWOT is a tool used to evaluate the company’s competitive positioning by iden-

tifying its strengths, weaknesses, opportunities and threats. It analyses the inter-

nal factors. Strengths and weaknesses being internal factors and opportunities 

describing the external factors. (Investopedia, n.d.) Bitumipojat Oy’s SWOT is 

visible in figure 14.  

 

Bitumipojat Oy’s main strengths come from their extensive expertise and quality 

products that have competitive pricing. Their selection is well-curated and having 

a limited selection helps them to differentiate from the competitors. Both founders 

have years of experience working in the field, which has resulted in experience 

in the installation service and gaining extensive product knowledge. Their product 

pricing is the lowest in the market, and the products are excellent quality. The 

products are made in the same region, which makes the logistics easy to man-

age. In addition, the website functions well, and the buying process is seamless.  

 

Their weaknesses are their lack of marketing activities and experience in digital 

marketing. The company does not have a strong presence in social media, and 

they have not done any website optimization or content writing. As a result, their 

website does not attract visitors or offer anything to the viewers other than prod-

ucts. They also have minimal resources because marketing is done when they 

have spare time from their other tasks. They also have not collected any data of 



39 

 

their customers, and they have not utilized key performance indicators (KPI’s), 

and because of this, there is no existing database to be utilized in the marketing 

plan. 

 

Because the company has not done any strategically planned digital marketing, 

it can be seen as a possibility to start from a fresh ground. By carefully planning 

digital marketing actions, the company has an opportunity to increase its visibility, 

sales, brand awareness and strengthen their employer image. In addition, be-

cause most of the smaller companies in the industry have not done planned mar-

keting, Bitumipojat have an excellent opportunity to differentiate and position 

themselves in the market.  

 

Their biggest threats are the competitors, especially the corporations which have 

done marketing previously, and their brand awareness and visibility are notable. 

Also, the lack of expertise and resources are threats since the company does not 

have any specific person doing digital marketing, resulting in a lack of marketing 

activities, if they will not increase their resources.  

 

 
 

FIGURE 11. Representation of Bitumipojat Oy’s SWOT 

 

6.1.2 External Analysis 
 

It is essential to understand what is the current situation in the market and trends. 

Bitumipojat Oy operates in the construction industry. The construction industry 
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has stayed relatively stable regarding the pandemic. However, the pandemic has 

increased the sales of construction materials because the consumers have ex-

pressed more interest in renovating and doing small construction projects (Tam-

milehto 2020). In total, the sales grew 5% during the year. At the beginning of the 

year, the growth was 3,8%, and in the last quarter, it was almost 11%. However, 

the growth was not equal since most sales mainly consisted of gardening and 

small renovation products. Therefore, the heavy construction sales did not grow 

at all. A similar development has been reported in other Nordic countries and 

Central Europe. It is expected that the growth will continue in the next year. (Rasi 

2021.) The construction market is explained more in-depth in chapter 2.2. This 

external analysis focuses mainly on the competitor analysis.  

 

The author chose the competitors for the analysis. All three competitors are seen 

as solid competitors concerning the company’s current state as all the chosen 

competitors use their webpage to sell products or utilize it to help consumers 

make offer requests. All competitors also sell same products from the same man-

ufacturer, and all competitors have physical locations as well. The analysis fo-

cuses on analysing the companies digital marketing, social media channels and 

webpages. The competitors' names are replaced with A, B, C –letter to keep the 

information confidential. The competitor SWOT analysis is divided into two based 

on the size of the company. Thus, competitor A represents a larger company in 

figure 15 and competitor’s A and B are represented in figure 16 as they are 

smaller companies.  

 

Competitor A has 4447 followers on Instagram, 40 883 followers on Facebook. 

Their Instagram and Facebook content are pretty similar, both have inspirational 

posts where they style their products, but on their Facebook, they have more 

giveaways. Their Youtube page has 337 subscribers, and their Twitter has 90 

followers, but the Twitter page has not been active in years. On their Youtube 

channel, they have over 800 videos which consist of advertisements, instruction 

videos and building content with influencers.  The webpage is well made, and it 

is easy to use, and it is visually pleasing. The company delivers everywhere in 

Finland, and their delivery prices are around 15 euros depending on products. 

Their products have well-made descriptions, and all the necessary product infor-
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mation is there. The company was founded in 2008, and its turnover is 48,4 mil-

lion euros with 1,2% operating profit. They have multiple locations around the 

country, and they have 50-99 employees. 

 

Competitor A represents a large company that has a strong established market-

ing strategy and actions. Their website is professionally made, and they have a 

strong brand. However, they are not explicitly focused on roofing materials, and 

their selection is vast, making it harder to differentiate and browse through. Be-

cause the company is enormous, their marketing and image lack personality, 

meaning the likeliness of a small company. They are more likely to phase a PR 

issue because they are a notable brand. 

 

 
FIGURE 12. Representation of competitor A’s SWOT 

 

Competitor B only has a Facebook page and a website. On their Facebook page, 

they have 372 followers. Their content consists of the promotion of sales, product 

demonstrations and stylized images of the products. The website’s functionality 

is mediocre, as the scalability is up to the mark, but the website is not visually 

pleasing. The product pictures are low quality and small, and the product descrip-

tion and info are short and hard to read. Furthermore, they do not deliver their 

products across the country, only in a small region, and the delivery can be up to 

200 euros. The company was founded in 2004, and its turnover is 1,1 million 

euros with 0,9% operating profit is 0,9. The company has one location, and they 

have 1-4 employees. 

Competitor C does not have an Instagram page, but they have been mentioned 

six times by other users. Their Facebook page has three followers, and they have 
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only posted few photos. The website is sleek, and it is easy to use. However, the 

product descriptions are short and do not obtain the needed information about 

the products. On the other hand, the pictures are of good quality and aesthetically 

pleasing. The company was founded in 1995, and its turnover is 1,5 million euros 

with 14% operating profit. The company has one location, and they have 5-9 em-

ployees. 

 

Competitors B and C are smaller companies that do not have a strong brand, but 

their products are of high quality and their pricing is only few euros higher than 

Bitumipojat Oy’s. Both of their websites operate well concerning the buying pro-

cess, but both are lacking in the attractiveness. Competitor B’s whole website is 

unattractive, their photos are low quality and the lack of information and product 

descriptions makes it dull and unattractive to potential buyers. Competitor C’s 

situation is similar, but to their benefit, they have a sleek website and good pic-

tures. However, neither of them has a robust online presence, and their marketing 

actions are close to non-existent. They do not have experience in marketing, nei-

ther they put effort into it. As a result, the content in their social media channel’s 

and websites is disengaging, thus not creating benefits to the followers. Further-

more, competitor C does not offer the option to buy from the online store as there 

is only an option to make an offer, thus weakening the possibility of purchase and 

competitor B’s shipment is extremely expensive. However, if they decide to exe-

cute strategical marketing actions, they are able to increase their positioning as 

well.  Both of their current marketing situation is similar to Bitumipojat Oy. 

 

 
FIGURE 13. Representation of competitors B’s & C’s SWOT 
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6.2 Objectives 
 

When creating a digital marketing plan, it is pivotal to define the objectives. The 

objectives are defined by using the SMART approach. It stands for specific, 

measurable, actionable, relevant and timely. (Chaffey 2019.) The company’s 

business strategy does not mention its marketing objectives, but the author set 

the objectives together with the commissioner. The commissioner desires to in-

crease its sales and differentiate itself from the competitors with their strength-

ened brand awareness and visibility. 

 

Further, the company should become one of the go-to online stores for roofing 

materials in the future. During the first year after utilizing the marketing plan, the 

company aims to get 50 sales and increase their social media following by 100% 

during the next year.  Because there is no previous data on website visitors, con-

version rates, number of unique visitors, these can not be taken into account, but 

after a year of monitoring and usage of the plan, the company can set these ob-

jectives.  

 

6.3 Strategy 
 

The strategy should be future-oriented, and the author decided to create a target 

for the next three years because the company has not established a marketing 

strategy previously. Therefore, the strategy consists of the strategic plan for the 

next three years, target groups and positioning.  

 

TABLE 1. Bitumipojat Oy’s digital marketing strategy 

2021 2022 2023 

Implement a digital marketing plan Increase brand awareness Increase brand awareness 

Get customer insight 
Use customer insight data to drive marketing 

actions 
Update segments if necessary 

Set up KPI’s SEO on the website: write articles SEO on the website: write articles 

Utilize social media channels Utilize social media channels Utilize social media channels 

Update website  Reference marketing 

Google Analytics keywords  Customer satisfaction survey 
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The marketing strategy for the year 2021 has many activities because there have 

not been any previous strategic marketing actions. The first year’s actions include 

the implementation of the plan, collecting customer insight and data, set KPI’s for 

marketing, social media channel usage, updating the website and setting up 

Google Analytics Keywords.  

 

The years 2022 and 2023 only introduce few new actions that might help the 

company ease its marketing. Bitumipojat should focus on increasing their brand 

awareness, creating a solid positioning, using the collected customer insight data 

to drive their marketing activities, and paying attention to search engine optimi-

zation. If possible, the company should introduce reference marketing in 2023, 

but if there are no resources, the company should follow the 2021 and 2022 strat-

egies and update the segments if needed. 

 
6.3.1 Target groups 
 

According to the commissioner, their target customers purchase their products 

for renovations or smaller construction projects such as garage roofs. On the 

other hand, consumers who are doing more extensive projects such as building 

roof for a house prefer to use contractors. Because of this and the questionnaire 

results, the author chose to create the segmentation of target groups on age de-

mographics. Based on the questionnaire and conversations with the commis-

sioner, the author came up with two segments. The segments are based on the 

buying and social media behaviour questions’ answers the respondents chose. 

When creating both target groups, the author combined the results of two age 

groups and generalized them to create a combined group. 

 

The first target group includes age groups from under 25-year-olds to 35-year-

olds. This group’s preferred social media channel is Instagram, followed by Fa-

cebook. Their preferred marketing content is videos followed by pictures, articles 

and other people’s experiences. Their preferred marketing communications are 

social media posts.  
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The second target group includes ages 36-55. This group’s preferred social me-

dia channel is Facebook, followed by Instagram. Their preferred content is arti-

cles, followed by videos and pictures. They are also more likely to enjoy newslet-

ters. Their preferred marketing communications is a company’s website.  

 

Both target groups are influenced by social media advertisements and are likely 

to buy a product if someone has recommended it on social media. When rating 

factors that influence their buying, both groups valued them in the following order:  

product quality, quality of service, seller’s expertise, price level and company’s 

reputation. 

 

6.3.2 Positioning  
 

The company's positioning describes the consumer's perception of the product 

and brand offering compared to the competitors. Positioning defines how the 

company wants to differentiate in the market and what they have to offer in order 

to succeed in it. (Chaffey & Chadwick 2019, 13, 170). The marketing mix’s place-

ment factor is part of the positioning since it aims to determine how the products 

or services are delivered to consumers.  

 

Based on the research, their target customers value quality products, the exper-

tise of the seller, price level and the company’s reputation, short delivery time and 

products made in Finland. The company possesses all these attributes, which 

means they have a good chance of differentiating themselves if they put the effort 

in. The best way to gain better positioning in the market and generate more sales 

is to utilize these factors when creating promotional material and writing content. 

Because most of their competitors do not utilize social media marketing or web-

site optimization, the company has an opportunity to strengthen its position with 

minimal effort. In addition, the younger target audience enjoys reading about 

other people’s experiences and by sharing these on the website, and social me-

dia channels, the brand’s image will strengthen, as it is proven that younger con-

sumers trust reviews as much as personal recommendations (Hebblethwaite 

2018).  
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6.4 Tactics 
 

After setting the long-term strategy, the details on how to achieve set goals and 

objectives are defined in the precise tactics. Tactics define and detail how the 

objectives will be achieved by what tools and channels to use. (Chaffey & Smith 

2013, 538, 559) The marketing mix’s physical evidence and promotion are ap-

parent in all the tactics, because by choosing the correct channels and actions, 

the experience purchasing of the products becomes easier for the customers, 

while the promotion of products is at the core of the activities. The chosen tactics 

include the social media channels the company already has and updating the 

existing website, but also introducing new tactics such as search engine optimi-

zation, customer reference marketing and customer satisfaction survey. 

 

6.4.1 Social media channels 
 

In both target groups, social media marketing was the most preferred marketing 

communication method. The research questionnaire also aimed to detect what 

social media channels their customers prefer, and it was identified that in both 

target groups Facebook and Instagram were chosen as the channels they use 

daily, excluding WhatsApp and Snapchat. Based on the research results and the 

commissioner’s resources, the chosen social media channels are Facebook and 

Instagram.  

 

The objective of Facebook and Instagram marketing is to increase the brand’s 

visibility and awareness and attract new possible employees by increasing the 

company’s image. Based on the research results of the question about preferred 

content, Bitumipojat should produce more video and picture content for their 

channels. Also, customer testimonials are essential to share. This is explained 

more in-depth in chapter 6.4.4. Furthermore, the social media channels also work 

as remarketing channels, meaning that the produced content should encourage 

customers to visit the website. The company should also consider utilizing paid 

social media advertisements to gain more visibility.  

 

All the produced content should have the same unified core message, but de-

pending on the channel, the style can differ. For example, videos on Facebook 
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can be longer and possible horizontally filmed, but in Instagram, the videos 

should be under one minute in length and preferably shot vertical. In addition, the 

produced content should include product demonstrations, visually pleasing pho-

tos and videos of builds where the products have been utilized to showcase what 

the products look like. The company should also promote their short delivery time, 

low pricing and the fact that the products are made in Finland and close to their 

online store’s location to gain the interest and trust of the target groups.  

 

Furthermore, the author recommends that the company should combine their Fa-

cebook and Instagram accounts, because of the lack of resources. By combining 

them, both channels are updated regularly, and the company does not have to 

produce content separately to each channel, thus saving resources. In addition, 

the author suggests the company to consider making completely new social me-

dia channels for the online store or regularly promoting it as their service, thus 

separating it from the installation business.  

 

6.4.2 Webpage 
 

The company’s website is very plain and stripped. It includes the products and all 

the necessary shipping and payment information, as well as the short story of 

how the company was founded. The website does not offer much for the visitor, 

and by not having the landing page, the visitor is immediately thrown into the 

product page, thus not allowing the visitor to browse different sectors. The web-

site is lacking engaging content that would create organic traffic to the website. 

 

As websites are the older target groups preferred marketing communications ac-

tivity, the company should invest in it. Furthermore, the website acts as an online 

store, meaning every customer must use it. Thus, it is essential that it looks good 

and provides content for the customers, affecting the company's brand and sales. 

The author recommends adding more pictures of their products, both studio pho-

tos and customer reference photos. They should also write longer product de-

scriptions and articles to the website to cater more helpful content for possible 

customers and to optimize their SEO. It is also essential to create a separate 

section for the articles and possibly create a lander page, where the visitors can 

choose what section they want to browse.  
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6.4.3 Search engine optimization 
 

The research showed that the majority search for roofing products by using 

Google, which means there is a huge possibility for the company to gain visibility. 

However, to appear in the search engines, the company must invest in SEO. The 

company has not endeavoured in SEO, which would drive more traffic to their 

website, but if they implement it in their marketing actions, they can increase their 

ranking in the search engines and attract new customers. In order to succeed in 

SEO, the company has to create content for their website, and the content has to 

include the keywords their customers are using. Without well-made content, the 

SEO will not succeed. It is suggested that the company should look closely into 

Google AdWords to see what keywords their target audiences use and possibly 

ask for them when doing customer satisfaction surveys.  

 

6.4.4 Reference marketing 
 

Bitumipojat has previously done some reference marketing with their installation 

business on their Facebook and Instagram channels by sharing completed roof-

ing installations. However, the posts include a minimal amount of information 

about the projects and customers behind them, making it hard for potential cus-

tomers to recognize and identify similar customers with similar visions. According 

to Jalkala and Salminen (2010, 981-982.), if the company utilizes customer ref-

erences in their marketing, the potential customer sees the company as more 

credible and reliable. Based on that, references should be used in both website 

and social media marketing to attract new customers. In their reference market-

ing, the company should explain the customer’s vision and needs and explain the 

need for the product. Furthermore, if possible, share the background information 

of the customer if the customer agrees. The references can be done by posting 

pictures and videos of the process and finished result, and possibly customer 

statements. As the company makes more sales and gains new customers, they 

should ask their customers if they would like to provide statements and agree to 

be a reference. 
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6.4.5 Customer satisfaction survey 
 

Before making the digital marketing plan, the company has collected any data of 

their customers. As a result, it was unknown how the customers found the online 

store and how they felt about the buying process. It is important to know about 

the customers’ needs, wants, and motivations, as well as content and channel 

preferences, in order to improve the company’s marketing activities. By utilizing 

customer feedback questionnaires in the future, the company can gain new cus-

tomer insight, from which they can detect specific target groups, which makes 

personalised and targeted content marketing easier. (Chaffey & Chadwick 2019, 

57). Knowing the target audience, they can create engaging content, thus in-

creasing the company's visibility. The better the company knows their customers, 

the more likely they are satisfied and likely to purchase again or recommend the 

products to a friend. 

 

6.5 Actions 
 

Actions are one of the most challenging parts of SOSTAC to implement because 

even though the tactics are well defined, it needs to be planned and scheduled 

well so that it is realistic for the company to execute. Each tactical tool requires 

planning and implementation, which the actions define. It defines who is respon-

sible for the action and how and when it should be implemented. (Chaffey & Smith 

2013, 564-565). 

 

Because Bitumipojat have not done any major marketing, it is unknown how the 

workload should be divided since they have not scheduled resources for market-

ing previously. The author suggests that they follow the action plan and monitor 

how much resources it takes, and after a while, they divide the tasks based on 

the resources they have. It is important to note that the company might not have 

the competence to create content as well as they wish, use the required tools. 

Because of this, the author suggests that they should participate in some market-

ing course or hire a project or part-time worker to help them get started.  

 

To make the actions clearer for the company, the author created a channel plan 

that includes the company's activities in each channel. Furthermore, the company 
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should make a content calendar for the year, including all the company's market-

ing activities during the year. It helps the scheduling and organising of the activi-

ties.  

 

TABLE 2. Channel plan for Bitumipojat Oy 

CHANNEL PLAN / 2021 

Channel Tactic Process When Content-type 

Facebook 

Increase the brand’s 

visibility and brand 

awareness, attract 

new possible employ-

ees,  

Create engaging con-

tent, increase the 

number of followers, 

follow the analytics, 

create a calendar 

August -> 

 

1-2 x week 

Videos and photos, 

customer references 

Instagram 

Increase the brand’s 

visibility and brand 

awareness, attract 

new possible employ-

ees, strengthen cus-

tomer relationships 

Create engaging con-

tent, increase the 

number of followers, 

follow the analytics, 

create a calendar 

August -> 

 

1-2 x week 

Videos and photos, 

customer references, 

reels of product 

demonstrations 

Website 

Increase the brand’s 

visibility and brand 

awareness, attract 

new possible employ-

ees, provide tactical 

information, lead gen-

eration 

Search keywords,  

contact customers for 

references,  

September -> 

 

Articles: 1 x 2 months 

Articles, product de-

scriptions, customer 

references in articles 

and photos 

 

The activities are suggested to start after summer since during summer the 

founders are extremely busy. The author suggests that during the winter season, 

the company would start implementing the strategy to see how the activities have 

affected the company's visibility and sales during the following summer season.   

 

6.6 Control 
 

To measure how the actions perform, the company must set key performance 

indicators (KPI). KPI is a metric that calculates the performance of processes and 

whether set goals are achieved. (Chaffey 2019, 159). It helps the company to see 

what channels are most popular among their customers and which generate the 

most sales. The longer the company utilizes KPI, the easier it gets to analyse the 

importance of each channel and to which channel they should use and what they 

should drop (Chaffey & Smith, 2013, 569.) 
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Because the company aims to attract new customers and increase its attractive-

ness as an employer, the company should measure the engagement in their so-

cial media channels. For example, how much are they gaining followers, how 

much are they getting shared, how many posts are saved, and how many com-

ments or likes they get and from whom. These indicate the brand's awareness 

and if the followers enjoy their content. Moreover, it can be seen which social 

media channels generate the most visitors to the company’s website. The author 

suggests that the company should follow Facebook Business Manager’s and In-

stagram’s analytics to follow the engagement, but because the company should 

also follow their webpages performance, Google Analytics would analyse all their 

channels. To monitor customer satisfaction, the company should utilize customer 

satisfaction surveys. 

 

One of the objectives was to increase the company's visibility and online sales. 

As the website is updated, it is essential to monitor does it attract visitors and are 

the visitors unique or returning visitors. In addition, it should be monitored do 

these visitors convert to customers and how many of the visitors convert. The 

conversion rate helps the company see if their website is efficient and easy to 

use and if the visitors value the company’s offers. By utilizing web analytics, the 

company can see the page visits and the duration of visit, thus understanding 

what kind of content engages the visitors by seeing how long they spend time 

reading articles and product descriptions. If the visitors are there only for a short 

time, it can indicate that the SEO targets the wrong target groups, and the mar-

keting actions need to be changed. The author suggests that the company utilizes 

Google Analytics to measure the website and the social media channel perfor-

mance. The metrics should be followed regularly. Based on the resources, it 

should be weekly or monthly.  
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CONCLUSION AND DISCUSSION 
 

 

The purpose of this thesis was to develop a digital marketing plan and strategy 

for the commissioner’s online store to help them to generate more sales through 

their online store, gain new customers and possibly attract potential employees. 

With the development of a digital marketing plan, the company can detect what 

social media channels they should utilize and how should they improve their web-

site to improve their digital presence. The research aimed to detect how their 

target audience uses social media and what factors they find relevant when pur-

chasing products and create a marketing plan based on the relevant findings. 

After conducting this digital marketing plan, Bitumipojat is able to understand their 

target audience and know what marketing actions they should take.  

 

The main research question What are the digital marketing tools the company 

should use to increase its visibility and online sales?  Is answered well in the 

thesis, as chapter 6 explains all the tools the company should utilize in their mar-

keting actions, which consist of social media marketing, website optimization and 

updating, reference marketing and additionally customer satisfaction surveys. 

The sub-questions How to create a digital marketing plan for Bitumipojat Oy? and 

How should they use these tools to reach digital marketing goals? Are also ex-

plained, as the digital marketing plan explains all the details of each tactic. The 

main points being regular and stable posting timetables, providing content that 

the followers will engage with. However, the author suggests that the company 

should first concentrate on improving the website and optimize it to create more 

traffic to the website, and only after those steps should they add more resources 

to their social media channel marketing.  

 

The author suggests that Bitumipojat would do a more in-depth questionnaire 

about the customer preferences as their business grows and they gain more cus-

tomers because previously, they have not collected any data on their customers. 

Moreover, by having information on customer preferences, they can excellence 

their marketing activities and possibly create new customer segments. The au-

thor believes that the digital marketing plan will increase the company’s sales and 

positioning in the marketing since, in the situation analysis, it became clear that 
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their competitors are not active in marketing their products. This information and 

the commissioners’ interest in marketing already gives them a competitive ad-

vance. The company should highlight their expertise, actively promote that their 

products are made in Finland and that the factory is few kilometres away. To 

further differentiate, they should make their marketing activities present them as 

the small company they are and use that likability as their advance. They are 

already a prominent name in the installation industry, which they can utilize in 

their online store marketing.  The author believes that Bitumipojat has an excel-

lent opportunity to grow their online store business. However, it is essential to 

point out that they need to invest in their marketing activities if they wish to grow. 

It is crucial for Bitumipojat to consider adding resources for their website optimi-

sation and social media marketing to make the most out of this plan.  
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APPENDICES  

Appendix 1. Thesis research survey about target audience's social media and 
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