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The thesis describes the project made for Vierumiki Golf Club Oy. The project
has started in October 2010 and is still in progress at the moment of writing. The
idea of the project originated from managing director of Vierumiki Country Club
Oy — Mr. Jan Ruoho. Mr. Ruoho wanted to attract new customers to his club,
and, according to the idea, Russia was considered to be a good source of new cus-
tomers. To implement the idea a person with the knowledge of Russian language
and culture was required. And this is how Andrey Vasilyev became involved in it.

Altogether, the project consists of two major parts — attracting people to
Vierumaki and then teaching them to play golf or provide other golf services. This
thesis focuses only on the first part — marketing golf club on the Russian market.
The sport of golf is quite undeveloped in Russia and this situation provides good
opportunities to enter the market and obtain a share. However, there are also some
challenges. It was decided to count project successful if at least few people from
Russia would buy products of the club.

The thesis describes the marketing approach that was chosen for this project. The
approach’s name is marketing concept. It is a modern way of marketing. Also this
paper covers the steps of implementation of marketing concept for the project with
an emphasis on particular tools that were used to promote Vierumiki Golf Club on
Russian market.

Although the project is not over at the moment of writing, due to the seasonal
nature of golf in Finland it is possible to review the results of 2011 season as it is
over now. Results came twofold. Judging strictly the project has failed as the suc-
cess criteria wasn’t met. The reasons of that are discussed. However some positive
results that show the marketing efforts were not in vain are examined as well. Also
the future vision of the project is suggested.
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1 Introduction

Golf is one of the most popular sports in the world. It is played in many countries around
the world, yet in some of them it is quite undeveloped. The reasons for that are different:
historical, economical, geographical, political, etc. However, despite the reasons, this sit-
uation presents multiple opportunities to countries with developed golf infrastructure

to be successful on the golf market of countries lagging in golf development. This thesis
describes the project that was born in an attempt to use such opportunity and the result

of this attempt.

In Russia, football and ice hockey are sharing the leading places in popularity chart of
sport among the population. Other sports like basketball, tennis, martial arts, gymnas-
tics are also popular, but golf is nowhere near the top. It is a marginal sport with few
enthusiasts. One reason for that is political. In USSR (Union of Soviet Socialistic Re-
publics) golf was perceived as an imperialistic sport, which is only played by very rich
people who made their fortune, according to Soviet propaganda, by enslaving others and
thus no Soviet citizen should have anything to do with the sport. The other reason is
the geographical location of Russia. The climate of the northern part of the globe with a
tough winter and short summer hindered the popularization of the sport before Russian
Revolution, so Russian golf had no long history and culture. As the result, in the begin-
ning of 21st century Russia has undeveloped golf infrastructure, high participation costs
and an uncertain future. However, there are positive trends in Russian golf market also.
The number of interested people is constantly growing, new facilities are constructed,

the infrastructure is improving.

The idea of the project originally came from Mr. Jan Ruoho, the managing director of
Vierumiki Golf Club Oy, which is located in Vierumiki, Finland. Mr. Ruoho was look-
ing for ways to expand the golf club business onto the Russian market. In year 2008, he
approached Andrey Vasilyev with that idea to see if he would be interested. Vasilyev was
positive but he was going through an intensive study course in HAAGA-HELIA Uni-

versity of Applied Sciences and wasn’t able to commit himself to this project at that mo-
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ment. Only two years later, in 2010, the decision was made to start and the project be-

came a part of Vasilyev’s work placement.

In general, the goal of the project was to create some golf-related products (for example a
training course for beginner players), market them to Russian customers and sell. Ruoho
and Vasilyev agreed on that the project would be considered to be definitely successful

if at least few people from Russia would buy the products of the club. Certain factors
and restrictions, that will be discussed later, made this success criteria quite challenging.
However, there was always hope for the best and plans of this project to go on for more

than one year.



2 Overview of marketing theory

2.1 Philosophy

In the modern world marketing has became more than just advertising a product and
then selling it. The paradigm has shifted from trying to convince a customer to buy
what you have (Sales era) to the point when a company tries to give the customers what
they want (Marketing concept) (Johnson, 2002, 3.) Nowadays marketing is defined in a
following way: "Marketing is managing profitable customer relationships with a cus-
tomer. The twofold goal of marketing is to attract new customers by promising superior
value and to keep and grow current customers by delivering satisfaction." (Kotler, Arm-
strong, Wong, and Saunders, 2008, 4.) So the modern marketing is about building and
managing relationships. Figure 1 shows a simple five-step process that is the foundation
of modern marketing that is focused on a customer. In this model, during first four steps
a company creates a product that is of value to the customer and only on step five the
company actually captures the value from the customer in return. This fact alone already
shows how important a customer should be to any company that strives for success in

contemporary highly competitive environment.

( ) ( 1\ 4 1\ ( |
Understand . Construct Build prof- ! Capture
Design a . . |
the market an integrated itable ! value from
customer- . X . !
place and driven marketing relationships | customers to
customer . program and create ! create profits
marketing . w
needs and that delivers customer ! and customer
strategy . . ! ;
wants superior value delight ! equity
J \ J \ J & J :

Figure 1. A simple model of modern marketing process (Kotler et al., 2008, 5)

This philosophy or vision of marketing became increasingly popular lately. The ideas Kotler
et al. (2008) describes in his book are now shared by a good number of authors, who

teach the same concept from their own point of view. For example, Adrian Palmer in

his book "Introduction to Marketing: Theory and Practice" talks about marketing the
following way: "Marketing is essentially about organizations meeting customers’ needs

as a means of achieving the organizations’ own objectives" (Palmer, 2009, 33.) Also this
same concept was taught to the author of this text during marketing course by Arvaja
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(2008), and the project was made having this concept in mind. So this overview of mar-

keting will be given from the standpoint of the marketing concept.

But before giving a more detailed overview, one more point that is outside of the mar-
keting concept needs to be mentioned as it is related to the empirical part of this thesis.
In 2009, Forrester Research published an article "The Future of the Social Web: In Five
Eras". (Owyang, 2009) In this article, the author explained his own vision of the evolu-
tion of the social networking. And later in 2010, the professor of marketing and inter-
national business D. Steven White, referring to this article, posted his own article in his
blog under the title: "The Evolution of Marketing". In it he stated:
As with each previous change in marketing eras, this report serves to announce the paradigm
shift from the relationship marketing era to what is identified here as the social/mobile market-
ing era. (White, 2010)
This new era, White (2010) explains, focuses on the relationships with a customer to the
point when the companies and the customers are connected in 24/7 fashion through so-
cial networking, when real-time communication and information exchange will be cru-

cial success factor.

2.2 Basic marketing notions

Weather marketing is a science or an art or a blend of both, it still can’t live without ba-
sic notions, which, in a way, define marketing and differ it from other human activities.
These notions are: customer, needs, wants, demand, exchange and marketplace. This list is
not comprehensive. Entire marketing theory is based on many more key notions, how-
ever in order to meet limitations of the thesis and, at the same time, get better under-

standing of the subject, it seems reasonable to examine only these ones.

Customer — is a self explanatory notion, it is usually a person (although sometimes it
might be or a group of persons) who is willing to pay for a product. Customers are im-
portant as they provide payment to a commercial organization and thus they are a sole

foundation of the organization’s survival. But what makes a customer willing to pay?
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The answer is need. A need is the state of felt deprivation. Human needs are very differ-
ent and many, they range from needs for food, shelter, clothing to more complex needs
of self-fulfilment, knowledge, affection. Satistying human needs should be the focus of
organization’s efforts. However in most cases it happens indirectly. Needs shaped by cul-
ture and circumstance result in wants. For example, the need for shelter in big cities is
fulfilled by an apartment in a multi-storey building, while in a countryside people live in
separate houses. When a customer wants something and at the same time is able to pay
for it that produces a demand. Demand is the key motivator for companies to start their

business. (Kotler et al., 2008; Palmer, 2009)

"Exchange is the act of obtaining a desired object from someone by offering something
in return" (Kotler et al., 2008, 7.) Exchange doesn’t necessary implies the use of money,
for example a politician exchanges his promises for votes of voters. Thus seen through
the lens of marketing concept, marketing is about building and maintaining exchange re-
lationships. The notion of exchange leads to the notion of a market — as a place where
exchange takes place. It is worth noticing, that word marketing actually comes from

the word market; in fact, Kotler et al. (2008) defines marketing as "managing markets

to bring about profitable customer relationships".

Understanding customer needs, wants and demands, understanding market and the pro-
cess of exchange is important to successful marketing. But a company should know its
own capabilities also, otherwise it might face a situation where it is unable to reach the
goals it committed to because of inner problems. To address both issues, strategic plan-
ners usually would conduct an analysis (market research) that is called SWOT, which

is an acronym that stands for — Strength, Weaknesses, Opportunities and Threats. In
SWOT analysis, first two components (strengths and weaknesses) focus on internal fac-

tors of organization, while remaining two focus on external factors. (School, 2005)



2.3 Marketing strategy

Once a company has chosen its marketing philosophy, realized customers’ needs and
conducted the market research, the next step is to develop a marketing strategy. It can be
defined in several ways, for example: "Marketing strategy is a process that can allow an
organization to concentrate its limited resources on the greatest opportunities to increase
sales and achieve a sustainable competitive advantage" (Baker, 2008, 3) or "...game plan
for long-run survival and growth that makes the most sense given its specific situation,
opportunities, objectives, and resources". (Arvaja, 2008) In any case it is clear that the
strategy is very important as it will define the future of the company. Within marketing
concept approach the marketing strategy should be customer-driven, as the customer is
the center of the concept. In general, to develop the strategy a company should decide
on two things: selecting its target market (customers it will serve) and how it can best
serve to selected customers, differentiate and position itself on the market (value proposi-

tion) (Kotler et al., 2008, 8.)

To make company’s strategy easy to understand and remember to its customers and em-
ployees, often the company would come up with a mission statement. There are different
approaches in formulating mission statements. For example Arvaja (2008) says mission
statement should be specific, realistic, fit the market environment, based on distinctive
competencies and motivating. Hill and Jones (2007) suggests mission statement should
have four major components: reasons for existence, vision, key values and major goals.
A different approach is advocated by Kawasaki (2004), who offers replacing the concept
of mission statement with the concept of mantra (a very short statement, just three-four
words long):

Forget mission statements; they’re long, boring, and irrelevant. No one can ever remember

them — much less implement them. Instead, take your meaning and make a mantra out of it.

This will set your entire team on the right course. ...For example, Nike’s mantra is "Authentic

athletic performance” (Kawasaki, 2004, 3,7.)

Despite the approach some sort of statement outlining company’s essence is an impor-

tant asset to any company that wants to build long-term relationships with customers.



2.4 Marketing mix

Having decided on marketing strategy, the next step is to implement it in action. For
that to happen the company should develop an integrated marketing plan that will actu-
ally deliver company’s product to the chosen customers. Basically, all it takes for market-

ing managers is to make a number of decisions:

— What product would satisfy the needs of our customers? (Product)

— How much should this product cost? (Price)

— How are we going to tell our customers about our product? (Promotion)
— What way are we going to deliver our product to the customers? (Place)

Altogether these decisions are known as marketing mix or four °P’s. The first name comes
from the idea of marketer as a mixer of ingredients. The marketer is like a cook but in-
stead of mixing different edible ingredients to make a great dish, the marketer mixes four
components (product, price, promotion and placement) to satisfy customers’ needs. (Palmer,

2009, 21)

Focus on satis-
fying customers’
needs profitably

Figure 2. The marketing mix (Palmer, 2009, 21)

The second name comes from the four first letters of the components. Figure 2 shows
how all four "P’s are focused to satisfy customers and it is the art and science of market-
ing manager to prepare the mix which is better than of competitors and that way con-
quer the market. Despite the seeming simplicity of this model, behind every °P’ there is
great deal of marketing theory and variety, which is important to know in order to cook

a good mix.



2.5 Customer relationships

Now, when marketing plan is in action and potential customer knows about the product
and is able to buy, it is time to think what is going to happen after the exchange of the
product for money takes place? Marketing managers of the sales era would answer to
this: "If we were able to sell it once to the customer then we can sell it twice" implying
that they would use the same amount of promotion to get to the customer. However, in
the days of marketing concept this approach is no longer considered effective. It is more
effective to try and build profitable relationships with the customer when fist exchange
happens and then reduce the the costs of promotion to this customer as he will come

again because of good relationships.

"The key to building lasting customer relationships is to create superior customer value
and satisfaction" (Kotler et al., 2008, 13.) A customer should perceive the value of or-
ganization’s product to be greater than of competitors in order to buy from that orga-
nization. Customer perceived value of the product is not only the price but also every-
thing else that comes with the product — what customer perceive as a benefit to him.
For example, driving a Mercedes-Benz in Russia doesn’t only guarantee an excellent driv-
ing experience but makes an owner to appear wealthy, in other words giving the owner
the positive image. Creating superior customer value is the link between marketing mix
stage and customer relationships but to build and grow long-term customer relationships

the company should strive to deliver customer satisfaction.

Customer satisfaction is a measure of how product’s perceived performance meet cus-
tomer expectations (Kotler et al., 2008, 13.). If product’s perceived performance is lower
than expectations, the customer will be dissatisfied; if it meets the expectations, the cus-
tomer will be satisfied; if the performance surpasses the the expectations, the customer
will be very satisfied or delighted. There is a body of evidence showing that higher lev-
els of customer satisfaction lead not only to customer loyalty but also to greater profit,
e.g. (Hallowell, 1996) In fact, delighted customers sometimes become a very important

marketing force themselves, when they start telling people around them about the great



experience of the company’s product. So outstanding companies go a long way to keep

their important customers satisfied and delighted.

2.6 Capturing value

The last step of marketing effort is to capture the value from customers in return. How-
ever, it is important to remember that the value includes more than just current sales.
Capturing value also implies future sales and market share. It is useless for an organiza-
tion to build profitable relationships with customers and sell their product only once.
When building relationships, the organization should always think about the future —
future sales and instruments to implement it’s strategy on the market. For that to hap-
pen the company plans to sell its product to loyal customer as long as possible, up to the

lifetime, and constantly try to grow its share on the market. (Kotler et al., 2008)



3 Project in action

As it is said in introduction, the idea of the project came to the managing director of
Vierumiki Golf Club Oy, Mr. Jan Ruoho, who was looking into ways to expand. Later,
after discussing this project, Ruoho and Vasilyev had an agreement to start it. Actu-

ally, there was no real quality time when both parties sat down, analysed the situation,
planned and discussed the project. There were several meetings on some issues at hand
but most of the things were solved in the minds of both. However, it seems to be benefi-
cial for this thesis to explain the project using the same structure as the theory part i.e. as

if both parties really went through the process outlined in the previous section.

The end product! of this project, that was suppose to be sold to customers, consists of
two major experiences: recreation and learning to play golf. In general, the product can
be described as a service of active rest, which is provided by Vierumiki Golf Club Oy
for customers from Russia. As most of the Russian population does not speak English
or Finnish, the teaching of the game of golf would have to be provided in Russian. So
the native Russian language of the author was essential to this project. And thus the ac-
tual project was bigger than described in this paper, as author was dealing not only with
marketing of the product but also needed a dramatic improvement in the skill set of
the game, in understanding of the effective ways to teach it and complex rules. Thesis

doesn’t have this product as an attachment because it is not technically possible.

3.1 Market research

One part of the product is recreation. The need for the rest is a basic human need. The

rest, most of the time, is seen as pleasure thus it is something people want. Another part
of the product is about learning to play golf. While it is unclear if people have a need to
learn sports, it is quite clear that some have *wants’ to learn the game of golf. All of that

doesn’t depend on a country and is true to all people. But *wants’ aren’t enough, there

IStrictly speaking as the result of this thesis services were to be provided because no tangible goods were
to be sold. However, in theory part of this paper the word *product’ was used to describe both products
and services, so it seems reasonable to keep this approach throughout the thesis in order to be consistent.
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should be an ability to pay also to produce a demand. So the first question: "Is there a
demand (or an ability to pay) for such product in Russia?" At the moment of the start of
the project, the economic situation in Russia looked optimistic. The economy was grow-
ing steady, recovering after the crisis of year 2008, oil and natural gas (major export prod-
ucts) were growing in price. (TraidingEconomics.com, 2011) This fact and the fact that

Russia had people who can afford such product gave reason to be sure of the existence of

demand.

( N ( )
Strengths Weaknesses
— Location, proximity to St. Petersburg | | — Unfamiliar brand on Russian market
— Unique Sport Institute’s environment | [ — Unproven management team

e e s — Small marketing budget

— Several own golf courses

| — Multiple travel options

J O J

( N ( N\

Opportunities Threats

— Novelty of the sport — Location, competitors are closer

— Undeveloped golf infrastructure in — DPerception of the sport

St. Petersburg’s area

— Few competitors

| — Very large market J 1 )

Figure 3. SWOT chart

Figure 3 depicts the summary of the SWOT analysis. Strengths of Vierumiki Golf Club
are: relatively close proximity to St. Petersburg (which is considered as a primary source
of customers) together with multiple travel options allow people to get to the destina-
tion within 5 hours and choose the way that fits best customers’ needs; unique location
and environment of Vierumiki helps for better rest for whole family; several own golf
courses provide a variety of golf experience. Weaknesses are: the Vierumiki brand is un-
familiar to Russian customers thus it would be more difficult to attract customers; un-
proven management team — both Ruoho and Vasilyev were inexperienced in marketing
on the Russian market; the size of the marketing budget didn’t allow for big marketing
campaign. Opportunities are: because of the novelty of golf in Russia, the market has

a great growth potential; undeveloped golf infrastructure forces people from Russia to
look for golf clubs outside of the country; few competitors in St. Petersburg’s area (only

two in fact, one in Russia and one in Finland) means the market is not saturated and is
11



easy to penetrate; the five million population of St. Petersburg create very large mar-
ket. Threats are: two major competitors have more favourable location as they are much
closer to St. Petersburg; the people of Russia perceive golf as a very expensive and luxury

sport, thus not many might even think of learning to play it.

3.2 Strategy

The target market selected for this project was quite broad with some limitations. Cus-
tomers of any gender, age (starting from 15 years old), profession, education, mentality
were the target market. However, target customers should lead (or at least should be in-
terested in leading) active lifestyle and have the income ranging from slightly above the
average to high. The first limitation was necessary so that no efforts would be spent in
advertising the product to those who are not interested in active life style, second one
was necessary due to the price of the product. Also, of course, target customers’ geo-
graphical location was set to Russia and St. Petersburg in particular. The capital city of
Moscow was also perceived as a target market, however with lower priority, as the com-
petition was tougher there and it is much further from Vierumiki. The population of
St. Petersburg was roughly 5.5 million. A conservative estimate, assuming all limitations,

was 1% of population. This results in 55 000 people.

There were two major competitors to this project. First is the only golf club around

St. Petersburg called "Dunes". The club provides golf lessons and also is located next

to a small resort, however the golf infrastructure is very poor — club’s golf course has
only three holes, also they don’t provide any official green card certification. The other
competitor is located in Finland, close to Russian border. This competitor provides golf
lessons in Russian language on a nine holes golf course and the green card certification,
however they don’t provide any accommodations or food (customer will have to take
care of these things themselves) and are located in the city. Within the context of this
project, Vierumiki Golf Club provides in a single package: golf lessons for beginners,
green card certification, accommodations and food, plus some other recreational activi-

ties and the unique environment of Vierumiki. So the value proposition was quite differ-
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ent from anything on the market.

No mission statement of any kind was designed for this project. As this project was quite
small, it didn’t seem reasonable to have one. Also since there were only two people in-
volved in it, there were no need in any sort of common vision. Moreover, this project
was a part of the Vierumiki Golf Club Oy activity and thus would inherit the vision of

the club.

3.3 The mix

As it is said in the theory part, the marketing mix is four key decisions about product,
price, promotion and placement. Place and price were easy decisions. Customers would
have to come to Vierumaki and the price was chosen to be the same as what Finnish cus-

tomers pay for the similar product.

Product

The product is a package of several elements. The core element of the package is an ed-
ucational golf program that is targeted at a group of people who want to learn to play
golf with no prior knowledge of the game. As golf is really undeveloped in Russia, the
majority of Russian population (including St. Petersburg region) has never played the
game. Thus educational services have great growth potential. The package also includes
green card certification tests, full board and some other sport activities, like horse back
riding or curling. The idea behind additional sport activities is that people would have a
chance to get distracted from quite intensive golf program and try something else, indeed

Vierumiki has much to offer.

Although the project started with the idea of the product described above, the decision
was made that it wouldn’t hurt to add a similar one. Golf package — one or two green
fees plus accommodations for one or two days respectively. The idea was that this prod-
uct wouldn’t require any specific marketing efforts but can be interesting to customers

who already know how to play and would like to visit Vierumiki. Actually, in the end

13



the project has grown even more to promote hospitality services of Vierumiki but the

benefits of this will be described later.

Promotion

This was the most challenging part of the project and the reasons for that are outlined in
the "Weaknesses’ section of the SWOT analysis, see figure 3. It 1s also, the most substan-

tial part of this thesis. In light of that it is described in a separate section, only the list of

channels of promotion is be given here:
— Russian website

— Brochure

— Newspaper ad

— Travel agencies

— Direct marketing

— VIP guest

In the beginning of the project, the promotion plan consisted of only three channels.
The plan was to launch a brochure and a minimal version of the website at the same
time. Brochure was easier to make but it was suppose to have a link to the website, thus
the website should have been ready together with the brochure. Third channel was travel
agencies, they were suppose to use the information from our website and spread the
brochure. And in the process of promotion ideas about other possible channels came

to mind.

3.4 Channels of promotion

Russian website

Probably one of the most important tools of promotion nowadays is a website and it
is hard to overestimate its role. There are many reason for that, for example they come
handy for both parties: customers and promoters. However, the major problem with

the website for small start-ups is money. It is not cheap to create one and then maintain
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it. Fortunately, the author of this thesis has a masters degree in computer science, so he
was able to create one while working on this project. The website is located at follow-
ing URL: http://rugolf.vierumaki.fi. It was created to have similar look&feel as main
Vierumiki website (http://www.vierumaki.fi) in order to have possibility to merge to-

gether into one website later.

Of course the websites are good for promotion but their main role is most of the time
not in promotion itself. For example, world’s popular Google search engine promotes a
lot of things but its main role is to search information. The same way the main role for
this website was to provide information about Russian services of Vierumiki Golf Club
Oy and ways to contact. And at the later stages of its development, the website already
had information about some other Vierumiki services: accommodations, restaurants, or-
ganization of summer camps, interactive map. Also, there were other benefits of having a
website. One thing is that it becomes really easy to track people’s interest in a company
i.e. one can track a number of visits of the website during certain period of time. Let’s
say the company launches a marketing campaign with the link to its website and then it
will be possible to measure the effectiveness of this campaign just by looking at the statis-
tics of visits of the website. Another, is that it is possible to shorten marketing messages
and thus reduce costs and improve effectiveness e.g. if there is a website then a market-
ing message can have only essence and a link to the website which will give all the rest

information needed (price, contact details, etc.)

Brochure

The project has started in October 2010, there were three month before the New Year,
which is a big celebration in Russia and a number of people was expected to visit Vierumiki
from Russia. The idea was that while staying in Vierumiki, people might come across

the brochure, read it and get interested. However, before the New Year there was an-

other event with a lot of Russians — Nokia Junior Cup, international tennis tourna-

ment. At the moment it was clear that the brochure couldn’t be ready in time for the
tournament, so a simple version that can be printed on a regular color printer was de-

signed and printed, see attachment 1. This brochure had basic information about Vierumiki
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Golf Club, the study course for beginners and contacts; but there were no info about
prices and content of the course. It was posted next to the information board of the tour-

nament to attract the attention of as many Russian visitors as possible.

By the beginning of December the second version of the brochure was ready, see attach-
ment 2. The brochure had four pages of A4 size. It had information about prices, study
course content, daily schedule, details on how to get to Vierumiki and a link to the web-
site. This time the brochure was printed in a typography in 200 copies at about 150€
price. It was suppose to be spread around Vierumiki and, in best case scenario, be de-
livered to the rooms where Russians would stay. Unfortunately, this hasn’t been done
before the New Year, only after. Both brochures were designed by Jonna Uski, Russian

text was provided by Andrey Vasilyev.

Newspaper ad

Jlyuyuwiune ronbch nons
duHnaHuaum Bac xayT!
MNonbd nakeTbl paspatot!

OT 95 eBpo, BKIoYasi HOYb B OTene (2-X MECTHbI
HOMep C MoACeneHeM), 3aBTpak U rpuH-u

OO6yueHue urpe B ronbg Ha
pycckom s3bike, Green card

MogpobHas nHdpopmauus

—ew 5
1 GPOHMPOBAHME: < “FVIERUMAKI

http://rugolf.vierumaki.fi

Figure 4. Newspaper ad

Figure 4 shows the advertising that was designed specifically for the Finnish-Russian busi-
ness newspaper called "Trade way" (direct translation from Russian). The ad starts with a
rhyme to draw people’s attention, then it tells about golf packages and courses for begin-
ners, in the end it gives a link to project’s website. The newspaper has a website that is

located here: http://www.kauppatie.com. On this website there is an archive of issues in
electronic form, so those who are interested might check the issues of May and June-July,
2011 pages 15 and 24 respectively. This is a free newspaper, that is distributed in Finland,
in the area around Finnish-Russian border, in St. Petersburg and in Moscow. It is printed

in 65000 copies once a month in Russian and Finnish languages. During summer time
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the newspaper has only two issues and the ad was printed in both of them. 512€ were

paid for both issues. The design was made by a subcontractor company.

The ad was an attempt of a mass marketing. The idea to try this type of promotion came
while Vasilyev and Ruoho were thinking about the ways to reach potential customers. A
lot of Russian citizens, specifically those who live in St. Petersburg, often travel to Fin-
land to go shopping in the stores around the border, to spend their holidays or even use
an airport to travel further, so there was a high chance they can encounter the newspa-
per, pick it up and read it later. Also this newspaper is distributed in Russia, for example

in Finnish consulate, and people could come across it there.

Travel agencies

Travel agencies were suppose to play an important part. However, it wasn’t clear how
to work in cooperation with them due to lack of experience in this area. It turned out
Vierumiki already had contacts to several travel agencies from Russia, the represen-
tatives of which visited the place during winter time. So talking to Vierumiki’s staff
helped better understand how to cooperate. As a result a number of travel agencies from
Vierumiki staff’s list and couple more, which were found using internet search, were
contacted by email with an offer of 10% to 15% of the money the club gets from each

customer the agency sends.

Direct marketing

In his book and speech, Kawasaki (2011) speaks of a marketing strategy called "plant
many seeds". (LearningWithoutFrontiers, 2011) As the name implies, a marketer should
not stop only on using common channels of promotion but instead try to market a prod-
uct in many other ways also. For example, Kawasaki has sent his book not only to well
known reviewers but to more than 100 other possible reviewers (internet bloggers) in
hope that some of them will read his book, like it and write a post in their blogs and
people who read the blogs will learn about the book. With this strategy the cost of mar-

keting is usually low but the effect might be quite decent.
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In this project "plant many seeds" strategy was implemented partly through use of direct
marketing. Direct marketing (DM) is becoming increasingly popular, for example in US
direct marketing expenditures achieved 153.3 billion dollars (Insight, 2010, 4.) It appears
that this happens due to the paradigm shift from marketing concept to social/mobile

marketing, which is mentioned in second chapter. So, in a way, this project has partially

implemented social/mobile marketing in its process.

To promote Vierumiki Golf Club Oy directly, a Russian golf internet forum was used.
The forum is located at following URL: http://www.golf.ru/forum/ This forum has
the biggest Russian community of people interested in golf and it also attracts many new
members. The nature of such websites allows for anyone to post any information. The
author of this thesis monitored the forum and looked for people who are interested in
learning to play golf and suggested to visit Vierumaki’s website to learn more. Another
way was to just participate in discussions of interest. Then people might get interested
in author of useful posts and learn that the author is with the club and that way learn
about what club has to offer. Also there is a chance to build relationships with some peo-
ple on the forum and invite them to visit. All that activity doesn’t take much time and
resources, is useful to business and, at the same time, might be interesting as there is a

chance to learn something new and get to know new people.

VIP guest

Another part of "plant many seeds" strategy, was to invite an important guest from Rus-
sia to visit Vierumaki, tell him about the product, show the place and discuss possible
ways of cooperation. Also there was a plan to persuade the guest to run a golf tourna-
ment during the summer 2011, which would a great help to marketing. In 2008 St. Pe-
tersburg’s Regional Federation of Golf held their annual championships on the Cooke
course of Vierumiki Golf Club. So the federation was already familiar with the club
when this project has started. Based on that the decision was made to invite vice-chairman
of the federation — Igor Chugunov. The schedule of the visit was prepared and sent with
the invitation to him by email, attachment 3 shows original schedule. Unfortunately, he

has never answered to the offer.
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3.5 Relationships and value capture

Creating customer satisfaction and delight was an important part of the strategy. The
marketing budget was small and it was decided to make emphasise on delighted cus-
tomers who would then tell to their surrounding about the experience they had. And
there were reasons to think that it is possible to accomplish. First, in the beginning only
few customers were expected to get interested enough to come and thus the groups would
be small, which would allow for better educational effect, as an instructor would have
more time to work with each customer. And second, Vierumaki has great hospitality ser-

vice built already, plus unique environment would account for even better satisfaction.

Capturing value wasn’t paid much attention to. Delighted customers and some current
gain was considered to be a huge success already. The market was really undeveloped
and it allowed for luxury of not wanting to win own share right away, partly because the

project wasn’t ready to handle any significant number of customers.
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4 Results

The aim of this project was to attract new customers from Russia to Vierumiki Golf
Club to learn to play golf and enjoy other recreational activities. It was considered that
the outcome could be estimated by the number of people who’d came. Unfortunately,
nobody actually came to learn to play. Reasons for that will be discussed in later section.
In light of that fact, it seems reasonable to examine indirect results i.e. to see if, at least,

there were some interest in such product on the target market.

One way to do that is to check the statistics of website visits. Figure 5 shows the number
of unique visitors per month (thick line) and per day (thin line). The website went online
on December 31, 2010 and since then had about 19 unique visits per month in average.
The daily statistics show peaks in February and March. The February peak occurred
when Vasilyev went posting on Russian internet golf forum. March peak occurred when
Vasilyev has posted a small ad about the product on HAAGA-HELIA student’s extranet.
It is also interesting to notice that number of visits had dropped significantly in June and

September and was almost the same from January until May.
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Figure 5. Unique visitors of the website monthly and daily

e metric on the chart above could be considered to be a quantitative as it represents
The met the chart ab Id b dered to be a quantitat t rep t
just a number of visits but doesn’t tell anything about their nature. As this website is

available to anyone, plain number of visits doesn’t guarantee that it is the target market
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(Russians) who shows interest. Figure 6 provides more of a qualitative metric as it shows
how last 500 visits are distributed geographically 1.e. it shows if majority of interest actu-
ally comes from Russia and St. Petersburg. The website can be also used to obtain many
more useful quantitative and qualitative results which can be used to further optimize
the project’s marketing, however the detailed description of them and their discussion is

out of scope of this thesis.
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Figure 6. Geographical distribution of last 500 visits

Russian website is not the only source of indirect results. One person expressed the de-
sire to learn to play golf while he was staying in Vierumiki. Also one travel agency dur-
ing the season contacted Vasilyev to see if it is possible to send a group of people to learn
to play. There was another person who showed interest and desire to visit the golf club
and play. This person learned about the club through conversation with the author of
the thesis on the internet forum. Author and this person later became personally ac-
quainted with each other. None of this indirect results expressed in actual purchases of

any products.

There were also some other results, collateral results. The website had information about
other services provided by Vierumiki, like accommodation, restaurants, organization

of different camps. And people from Russian have learned about it. There were at least
three requests to rent a cottage, one of which was successtul and people actually went

to Vierumiki. At the time of writing there is also one request to provide facilities for a

summer camp for a group of 20 young swimmers from Russia, it is now being processed.
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5 Discussion

The project was not successful according to the criteria set at the start, however, should
it be considered a total failure? Certainly, there were a number of factors that were out
of control of Andrey Vasilyev. The result could have been different in different circum-

stances. So these factors and their influence on the results deserve further discussion.

5.1 Factors of failure

It is hard to estimate the weight of each factor that has contributed to the poor outcome
so they will be discussed in an arbitrary order. First such factor is marketing budget. It
is tricky to figure out how much one should spend on advertising. Some would suggest
to use 20% of the revenue (Thaeler, 2007). However in this project the were no detailed
plans for expected revenue and the revenue was expected to be low right at the start, so
this kind of approach wouldn’t have much sense. It seems more reasonable make deci-
sions about size of the budget based on the size of the target market. 512€ for newspa-
per ad plus 150€ for brochure print adds up to 662€ — this is the size of the marketing
budget of the project up to date (excluding the salary of Andrey Vasilyev). Obviously,
it is quite small relatively to the size of the target market (55 000 people). With a bigger
budget a bigger marketing campaign could be conducted, which, in turn, could draw at-

tention of more potential customers and result in overall better outcome.

Second factor is poor communication. The problem here was in communication chain.
Any time a customer would like to ask something that Vasilyev didn’t know, Vasilyev
had to ask Ruoho, but Ruoho was pretty busy all the time due to amount of work and
couldn’t answer quick enough. As the result Vasilyev could not answer either and the
customer gave up on his question. This situation happened every few times when cus-
tomers were asking questions related to the product. It would be unfair to blame Ruoho
alone as in some cases his quick reply wouldn’t matter anyway because desired accommo-
dation options were unavailable but anyway this communication problem could affect
customers’ satisfaction with Vierumiki service. Eventually corrective measures were
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taken and this issue is partially resolved at the moment, as Ruoho redirected all the re-

quests to a designated person on site, who can handle them promptly.

Another significant factor was lack of strong commitment. Vasilyev didn’t stay on site,
in Vierumaki, for the season, which made him less flexible. For example, there was one
customer who found out about the product when he came to Vierumaiki and he had lim-
ited time left to stay, so he wanted to start right away, which wasn’t possible because
Vasilyev was in Russian at the moment. Also other Vierumaiki staff didn’t show strong
interest. For example, there was an idea to make a link from Finnish Vierumiki website
to the website of this project, this would make project’s website easier to find, however
responsible managers hesitated to do so without any comments on what is the problem
with it, this situation remains even up to now. Ruoho’s busy schedule with other things

adds up to this factor also.

There is also one unifying factor that partially underlines all other factors — it is com-
plexity. There were probably too many new things to deal with to be successful right
away. It was still surprising and exiting that people actually found out about the prod-
uct and got interested but when looking back it becomes clear that the bar was pretty
high and there were just to few expertise, to few people working, too few resources. In
these circumstances, it is fair to say that project’s success was more a matter of luck or

gambling than a matter of thorough management and marketing.

5.2 Positive results

Indirect results suggest that the marketing efforts weren’t in vain — target market was
reached. There was constant interest in the website’s content and the majority (60%) of
that interest came from Russia, while in Russia, St. Petersburg and Moscow together ac-
counted for more than 74% of all Russian cities. A relative decline in the website activity
in June, August and September can be explained by the fact that many Russian people
have already decided on where to spend their vocation and thus are not so much inter-

ested in leisure services. Also remarkably high activity in October supports this expla-
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nation because people might start to think on where to spend their autumn vocation or
Christmas/New Year holidays. However high level of activity in July is an exception to

this hypothesis.

As it is said in "Results" section, one person have learned about the product while he
was already in Vierumaki. This fact leads to an assumption that this person has read
the brochure, which means that the brochure was actually useful. One travel agency
came useful also. Probably, due to the fact that this particular agency specialized in golf
tourism, while other agencies didn’t. As golf is really undeveloped in Russia most of the
travel agencies do not offer golf tourism to their customers. So eventually most of the
marketing channels used — website, brochure, travel agencies, direct marketing — have
proven to be effective. Newspaper ad was, in terms of money spent, the most expensive
channel and it is still unclear if it had any effect, probably this money could have been
spent some other way. And it is also hard to say why VIP guest has never replied to the

offer.

5.3 Future of the project

The project is not over yet. It was decided to go on with for the coming season. The first
unsuccessful try doesn’t mean the idea was bad, may be just more time is needed. Fortu-
nately, this project had positive indirect results and collateral results, which means more
and more people start to learn about Vierumaki, which, in terms, increases the proba-
bility someone would eventually want to buy the product. So to develop the project fur-
ther, one step would be to market Vierumiki more as a resort. Golf is a marginal sport
in Russia and its image might repulse people’s attention, while image of the resort, in

contrast, draws people’s attention.

Another way to develop is to give more options to customers. It turned out most of Rus-
sian customers wanted to stay in a cottage, while the product included lodging in a hotel.
Also some wanted to pay just for lessons as they took care of accommodations them-

selves. Based on that, full board can be excluded from product’s package and provided
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separately in addition to lessons. Options with staying in cottages are also possible.

5.4 Conclusion

In the end, it is hard to say definitely if the project was successful or not. On one hand, it
didn’t reach the goal set for it — nobody have bought any of the products offered within
the context of the project. From this standpoint it is failure. On the other hand, people
from Russia have learned about Vierumiki, got interested and bought other products.
And, may be, some time in future people would actually want to learn to play golf. In
this perspective, the project was beneficial to Vierumiki and, since it has future, might
still be successtul one day. In any case, the project was very useful to the author as it pro-
vided a chance to apply theory on practice, learn new skills and gain huge experience

in marketing. And on top of that the author got new connections in golf world both in

Finland and in Russia.
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Attachments

Attachment 1: First golf marketing brochure in Russian

ITo Bcem Bompocam MOKHO OOpallaThCs:

e JInuno B ocduc Nokia Junior Cup k Anppero BacunbeBy
(accuCTEHT AMpeKTOpa TypHHUpA)

e JIu6o no email: andrey.vasilyev@gmx.com




Attachment 2: Second golf marketing brochure in Russian

Kypc Ha pycckom asbike HepenbHblii Kypc Tonb¢-none

[INA HOBWUKOB Haw ronbd-kny6 npepnaraer Bockpecenve B nepuon BecHa-oceHb, ANA Bac paoTaioT ABa
cneumanbHbiil  obyyalowmii  Kypc Ha pyccKom 16.30 B roCcTUHULLY, Kode-6pei nonAa Ha 18 NyHOK, Ha OfHOM
A3blKe, KOTOPBI/i NOMOXeT GhiCTPO  OBRajeTh 1800  OTKpbiTHe Kypca W3 KOTOPbIX MPOXOAMA NepBblii  OTKPBITBI
BCEMA  HEOGXOQWMBIMW  MpaKTUYeCKUMA 1 1830  Ypok ronbba, 0CBOEHME HaBHIKOB UeMnioHaT JIeHMHrPaAckoi o6RacTh no ronbiy
TEOPETUUECKIMM HaBbIKAMA ANA WFPbI, A TaKKe 2045 Yokun 8 2008 roay, ¥ OAHO TPEHMPOBOUHOE Mone Ha 9
chaTb 3K3ameH, uToBbI NonyuwTs “paso Ha urpy” P— nyHok. [lea ApaiiBuHr-peiixa Ana oTpaGoTKy
(Green card). IMVHHBIX YAAPOB, a TaKxKe MecTa ANA OTPaBOTKY

09.00  Mexuvs
1000 Ypok ronbha, 0cBOeHYE HaBbIKOB
1200 O6ea

KOPOTKYIX yAapoB. B NepUOA OceHb-BecHa, Takxke
PaboTaeT  3UMHWA  TPEHWPOBOUHBIA  LEHTP,
A€ MOXHO OTPaGaTBiBaTh Kak ATMHHBIE, TaK i

Mbl BEPWM, UTO KaXpablii MOXKET HayuWTCA UrpaTb
5 ronbd. Mbi yunTbiBaEM  WHOVBMAYanbHble

0COGEHHOCTM KaXA0ro, ANA TOTo, YTO6bI NpoLecc 1400 Ypok ronbga, ocsoerivie Hagbikos KOPOTKME yaapbl.
06yueHIs 6bin SHEKTUBHBIM 1 NPUATHBIM. 17.00  Képnunr
2000 YuH Kpome ronbga, Buepymakn ABnaetca Bepywum
BmopHuK CMOPTVBHBIM LEHTPOM DMHNAHAMM, MeCToM ANA
09.00  Tlexuws aKTMBHOTO OTAbIXA, KOPMIOPATUBHbIX BbIE3A0E 1
1000 Ypok ronba, 0cBOeHYE HaBbIKOB 6usec-BTpen.
Kypc BbixogHOro axHA 1200 Oben

1400 YpoK ronibga, 0cBOeHYe HaBbIKOB

Mamuuya
17.00 CobopHan TpeHUpPOBKa

20.00  YxuH

1630  3acenemve B rocTiHuLY, Kode-Gpeitk
1800  OTkpbiTHe Kypca
1830 Ypok ronbda
2045 Yun

22,00 BeuepHuii omabix

Cpeda

09.00:  YpoK ronibda, 0CBOEHME HaBLIKOB
12.00: Oben

y66oma 14.00:  Ypok ronbéa, urpa

17.00:  Mporynka Ha nowaasx
2000:  Yokur

730 3aetpak
900 Ypok ronpa
1200 O6en

1400 Ypok ronsda
1800  Képnuwr

2000 Yxun

2100 BeuepHuit otabix

Yemaepe
09.00:  Ypok ronbga

1130 O6ea

12.00:  Sk3amen «[pago Ha urpy»
2000: Yokun

Bockpecenve 21.00:  BeuepHuit oTabix
Namnuya

09.00: Ypok ronbda
11.00:  3asepuienvte kypca

730 3aetpak
900  Ypok ronbda
1100 Bbinicka u3 rocTuHMLbI

1200 O6en 11.30:  BbinucKa U3 rOCTUHMLLI

12.00:  O6ea

Ha 8pemA kypca aece Heobxodumblii uHaeHmape
npedocmaensemcs Gecnnamio

http://rugolf.vierumaki.fi

Kak K Ham npoexaTb?

< i ueHtp
B IXHOM pervioHe OuHRAHQWM B 145 KM oOT

rpanHuupl ¢ Poccueir. B XMBOMMCHOM COCHOBOM
necy, OKpyXEHHBIIi NATbIO 03Epamu,

[lobpaTbcA  Clopa  [I0BONBHO  NErko  MOXHO
MHOTUMU  cnocoBamu. MoxHo npuexaTs Ha
MawnHe. U3 Metep6ypra unu Mocksbl yao6HO
106UpaTCA Ha noe3ze «les ToACToi» 40 CTaHUMK
JlaxTy, OTKy/a A0EXaTb 32 30 MIHYT M6 Ha TaKcH
nm6o Ha peiicosom asToGyce. U3 MeTepbypra,
TaKMM e MapupyTom MOXHO AOBpaTbcA Ha
CKOpOCTHOM dupMeHHOM noespe «Annerpox. Ecnn
BbI NPeAnouVTaeTe NponeTeTh GOMbLYIO YacTh
YTV Ha CAMONETe 1 NPU3EMANTCA B XeNbCUHKY,
TO OT TyAia Bbl CMOXeTe Nerko Ao6patbea Ao Jlaxtn
Ha noespe unu asTobyce.

B Buepymaxu!

XoTute HayuuTcs urpatb B ronbd?
LeHbt

El::::;:l':_m“e"a €TOMMOCTE MIPoXUBaNA Mbi ¢ PafoCTbIO NOMOXKeM Bam, NMOTOMY 4TO, Mbl
Bepum, Ka)KﬂblI‘/'I MOXKeT HayuunTca urpatb.

Kypc 8b1x00H020 dHA: 400 €%
HedenbHeili kypc: 635 €

To7b — 3TO OTANYHBIN COCO6 NPOBECTIA BPEMA Ha CBEXEM BO3AYXE,
OTAOXHYTb, 3aHUMAACHb CMOPTOM W NONyYaa HacnaxKaeHue ot Urpbl,
06LLeHWA C CEMbEN 1 APY3bAMA.

YKopoueHHbill HedenbHblli Kypc: 570 €4

* paHMan UeWa ABNAETCA CTaHAAPTHOW, OAHAKO Hal Ky6
MOXET NPEATOKATS MHOTO BADWAHTOB  PasMeweHwn
NUTaHA, B 3ABUCAMOCTI OT BbI6OPa KOTOPBIX LeHa MOXeT
W3MEHITCA B 0Ge CTopoHs

% YKOpOUeHHLIi HEAeNbHbIA KYPC COCTOWT W3 MAT Awed,
BMECTO CTaHAAPTHLIX WecTn

KonTakTHasa nHdpopmauyua
TMonyunTs Gonbiue MHGOPMALIMN, a TaK Xe 3apaTb
Tio6ble MHTEpecylolume Bac Bonpoch), Bbl MoxeTe

H$opMauveit: ‘
Beb-cain: httpy/rugolfvierumaki.fi G\gl.ElfgéAH%(é)L

Email: andrey.vasilyev@vierumaki.fi
Tel. +358-44-304-7299

Sport Institute of Finland

y N N '.‘ .
e T VIERUMAKI

VIERUMAKI
GOLF SCHOOL

http://rugolf.vierumaki.fi www.vierumaki.fi
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Attachment 3: VIP guest schedule

Pacnvcanue

[enp 1

6:40 MNoe3n Annerpo oTnpasnsaeTtca u3 CaHkT-MeTepbypra

8:30 Moe3g Annerpo npubbiBaeT B J1TaxTn, BCTpeYaemM Ha MallnHe
9:00 Mpuesxkaem B Buepymaku

9:00 - 10:00 Peructpaumsa B otene un 3aBTpak

10:30-11:30 [epBadA BCTpeya Cc 0b6CyKAEeHMEM

11:30-12:30 Typ no Buepymaku

13:00-14:00 O6ep

14:30-16:30 Tonbd TPEHMPOBKA B 3a/€e, Urpa Ha ronbdP-cmmynsatTope
16:30-17:30 CsBoboaHoe Bpema*

18:00-19:00 YxuH

19:30-20:30 Btopan BcTpeya c obcyaeHnem

21:00 CsobogHoe Bpema™

JdeHb 2
8:00 -9:00 3aBTpakK

10:00 Bbinncka 13 otena, otbesxaem B JITaXxTM Ha MallnHe
10:50 MNoe3n Annerpo otnpasnsaetca B CaHKT-lNeTepbypr
14:36 Moe3n Annerpo npubbiBaeT B CaHKT-MeTepbypr

*-No XenaHU, MOXHO 3aHATb CBO6OAHOE Bpema 4em-To onpeaesieHHbIM
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