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1 Need	  for	  inbound	  marketing	  

The	  last	  decade	  was	  revolutionary	  in	  the	  field	  of	  marketing.	  As	  the	  Internet	  is	  grow-‐

ing	  rapidly	  and	  seamlessly	  across	  the	  borders,	  market	  places	  have	  migrated	  to	  the	  

electronic	  market	  space	  as	  well.	  Given	  the	  scale	  and	  benefits	  the	  online	  solutions	  

offer	  to	  businesses	  and	  their	  customers,	  it	  can	  be	  seen	  as	  a	  big	  part	  of	  businesses’	  

future.	  (Ryan	  and	  Jones	  2009,	  15)	  

The	  Internet	  provides	  possibilities	  for	  digital	  communications	  between	  companies	  

and	  their	  customers	  increasing	  the	  emphasis	  of	  Customer-‐to-‐Business	  models	  (C2B).	  

In	  this	  model	  a	  potential	  buyer	  approaches	  the	  company	  that	  then	  compete	  for	  the	  

sale.	  Internet	  is	  much	  more	  than	  just	  another	  marketplace	  and	  channel	  to	  market	  

services	  and	  products	  with	  e.g.	  banners.	  Internet	  provides	  multiple	  new	  channels	  and	  

options	  for	  also	  customers	  to	  compare	  service	  providers,	  their	  features	  and	  prices	  

and	  seek	  information	  before	  a	  purchase	  decision.	  Marketers	  are	  therefore	  no	  longer	  

in	  charge.	  (Chaffey	  and	  Smith	  2013,	  9-‐11;	  Ryan	  and	  Jones	  2009,	  15)	  	  

Customers	  are	  developing	  new	  patterns	  of	  consuming	  media	  and	  selecting	  services.	  

Companies	  need	  to	  be	  visible	  at	  the	  right	  time	  in	  the	  right	  place	  as	  the	  customers	  are	  

using	  search	  engines,	  affiliates	  and	  review	  sites	  to	  choose	  their	  preferred	  supplier.	  

The	  gap	  between	  the	  promises	  the	  companies	  have	  given	  and	  the	  realities	  that	  the	  

customers	  are	  actually	  delivered	  is	  shrinking	  as	  information	  search	  as	  well	  as	  com-‐

paring	  and	  reviewing	  companies	  is	  easier	  than	  ever.	  The	  customer	  is	  the	  one	  to	  hold	  

the	  power	  as	  they	  have	  the	  power	  to	  choose	  what	  content	  to	  consume,	  when	  to	  con-‐

sume	  it	  in	  a	  way	  they	  want	  to	  consume	  it.	  Customers	  can	  choose	  who	  to	  value,	  trust	  

and	  especially	  from	  whom	  to	  purchase.	  Companies	  therefore	  need	  to	  adjust	  and	  

adapt	  to	  answer	  a	  customer’s	  need.	  Marketers	  are	  forced	  to	  find	  new	  ways	  to	  meet	  

those	  needs.	  (Hochman	  2010,	  4;	  Chaffey	  and	  Smith	  2013,	  5,	  103;	  Ryan	  and	  Jones	  

2009,	  15).	  	  No	  wonder	  the	  traditional	  marketing	  that	  pushes	  a	  message	  to	  the	  audi-‐

ence	  has	  passed	  off	  from	  inbound	  marketing	  where	  marketers	  make	  an	  effort	  to	  pull	  

in	  their	  ideal	  customers.	  (Urban	  2004,	  47;	  Virtanen,	  2015).	  	  
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Inbound	  marketing:	  the	  answer	  to	  companies’	  needs	  

Inbound	  marketing	  as	  a	  marketing	  method	  is	  increasing	  its	  popularity	  consistently	  as	  

the	  purpose	  is	  to	  answer	  to	  the	  potential	  customers’	  needs	  and	  nurture	  the	  existing	  

relationship	  with	  the	  customers.	  The	  focus	  has	  turned	  from	  the	  product	  to	  the	  cus-‐

tomer.	  In	  the	  best	  cases,	  customer	  can	  turn	  from	  a	  loyal	  customer	  to	  an	  advocate.	  

Advocates	  are	  valuable	  to	  the	  companies	  as	  they	  can	  “market”	  the	  service	  e.g.	  

through	  their	  own	  social	  media	  channels.	  	  

An	  inbound	  marketing	  is	  known	  by	  several	  names.	  In	  this	  report	  two	  terms	  are	  main-‐

ly	  referred	  to:	  inbound	  marketing	  that	  can	  be	  seen	  as	  a	  more	  wide	  concept	  and	  con-‐

tent	  marketing	  that	  can	  be	  seen	  as	  a	  subset	  for	  the	  inbound	  marketing.	  Even	  though	  

the	  terms	  around	  the	  subjects	  are	  still	  changing,	  the	  inbound	  marketing	  strategy	  is	  

here	  to	  stay.	  The	  emphasis	  will	  be	  on	  the	  aspect	  of	  B2B	  service	  marketing	  although	  

inbound	  marketing	  is	  applicable	  to	  both	  service	  and	  product	  marketing	  and	  B2C	  mar-‐

keting.	  	  

Nowadays,	  marketing	  often	  takes	  place	  in	  an	  online	  environment	  via	  companies’	  own	  

publishing	  platforms	  and	  distribution	  channels.	  Instead	  of	  paying	  a	  high	  price	  for	  

publishing	  content	  through	  paid	  medias	  such	  as	  print,	  TV	  or	  radio,	  companies	  have	  

became	  medias.	  (Corcoran,	  2009)	  Content	  is	  published	  on	  companies’	  own	  online	  

platforms	  aiming	  to	  reach	  carefully	  build	  target	  audience(s)	  and	  engage	  existing	  

ones.	  Building	  buyer	  personas	  by	  interviewing	  a	  company’s	  customers	  is	  essential	  

when	  implementing	  inbound	  marketing	  in	  use.	  However,	  acknowledging	  only	  the	  

target	  groups	  is	  not	  enough.	  Companies	  need	  to	  be	  findable,	  desirable	  and	  significant	  

in	  the	  eyes	  of	  potential	  customers	  to	  even	  be	  considered.	  (Kurvinen	  &	  Sipilä	  2014,	  

94-‐95)	  

This	  thesis	  deals	  with	  the	  topic	  of	  inbound	  marketing	  and	  especially	  the	  importance	  

of	  customers	  in	  it.	  For	  the	  research	  about	  buyer	  personas	  there	  is	  a	  case	  company,	  

Company	  X,	  for	  it.	  The	  topic	  for	  this	  thesis	  was	  chosen	  as	  the	  need	  for	  deepening	  and	  

updating	  the	  buyer	  personas	  was	  seen	  relevant.	  Hence,	  Company	  X’s	  marketing	  de-‐

partment	  lacked	  the	  resources	  to	  conduct	  the	  research	  themselves.	  Buyer	  personas	  

are	  the	  fundamental	  base	  around	  the	  inbound	  marketing	  method.	  Even	  though	  
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Company	  X	  had	  created	  the	  personas	  already	  in	  2013	  and	  was	  satisfied	  with	  the	  tar-‐

geting,	  a	  more	  profound	  round	  of	  interviews	  was	  seen	  necessary.	  The	  purpose	  of	  the	  

research	  therefore	  is	  to	  strengthen	  the	  existing	  four	  buyer	  personas	  that	  Company	  X	  

already	  have	  created	  in	  2013	  to	  enable	  more	  specific	  content	  creation	  in	  the	  near	  

future.	  A	  qualitative	  research	  with	  15	  in-‐depth	  phone	  interviews	  of	  Company	  X’s	  cus-‐

tomers	  was	  conducted	  during	  May	  and	  June	  2015.	  	  

1.1 	  Introduction	  of	  the	  assignor	  company	  	  

Company	  X	  is	  a	  Finnish	  Business	  To	  Business	  (B2B)	  company	  offering	  Software	  as	  a	  

Service	  (SaaS)	  for	  all	  sized	  companies.	  The	  business	  was	  started	  in	  2007	  when	  the	  

founders	  of	  the	  company	  realized	  a	  need	  for	  the	  kind	  of	  service.	  Company	  X	  was	  one	  

of	  the	  first	  companies	  in	  Finland	  to	  provide	  this	  kind	  of	  service	  online	  yet	  today	  the	  

amount	  of	  the	  competitors	  is	  increasing	  constantly	  as	  even	  the	  international	  compet-‐

itors	  has	  stepped	  in.	  	  

The	  pricing	  of	  the	  service	  is	  based	  on	  subscription	  fee.	  Subscription	  has	  traditionally	  

been	  revenue	  model	  for	  publishers	  but	  is	  largely	  used	  in	  digital	  products	  and	  services	  

as	  it	  offers	  different	  range	  of	  purchase	  options	  at	  different	  price	  points.	  (Chaffey	  and	  

Smith	  2013,	  71).	  	  Company	  X	  have	  monthly	  subscription	  fee	  with	  resign	  opportunity	  

of	  one-‐month	  notice	  period.	  Company	  X’s	  strategy	  is	  not	  to	  force	  their	  customers	  to	  

long	  subscriptions	  or	  compete	  with	  the	  lowest	  price	  in	  the	  market.	  The	  aim	  is	  to	  be	  

seen	  as	  a	  reliable	  partner	  for	  their	  customers.	  Inbound	  marketing	  strategy	  provides	  

tools	  to	  effectively	  implement	  this	  goal.	  	  

Challenges	  of	  SaaS	  

Even	  though	  SaaS	  services	  can	  be	  seen	  as	  a	  very	  good	  option	  for	  multiple	  reasons	  

from	  the	  customer’s	  point	  of	  view,	  it	  have	  its	  own	  challenges	  for	  the	  service	  provider.	  

For	  example,	  there	  is	  no	  need	  for	  physical	  devices	  so	  no	  big	  monetary	  investments	  

are	  needed	  when	  signing	  the	  contract	  with	  a	  SaaS	  provider.	  As	  costs	  are	  usually	  ra-‐

ther	  minimal	  they	  do	  not	  tie	  the	  customer	  for	  certain	  service	  provider.	  The	  service	  is	  

accessed	  via	  a	  web	  browser	  so	  all	  the	  information	  is	  easily	  transferred	  from	  service	  

to	  another.	  Updating	  and	  introducing	  new	  features	  is	  up	  to	  the	  development	  team	  of	  
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the	  service	  provider	  that	  can	  change	  the	  situation	  of	  the	  competition	  fast.	  (Wikipe-‐

dia,	  2016).	  Furthermore,	  when	  using	  SaaS	  service,	  changing	  the	  service	  provider	  is	  

rather	  easy	  to	  the	  customer.	  	  

Company	  X	  has	  managed	  to	  remain	  one	  of	  the	  most	  used	  and	  well-‐known	  services	  in	  

their	  field	  of	  business.	  Hence,	  they	  struggle	  with	  the	  customers	  that	  are	  willing	  to	  

change	  the	  service	  provider	  to	  competitor	  that	  offers	  the	  similar	  service	  with	  lower	  

price.	  Engaging	  the	  existing	  customers	  is	  therefore	  seen	  as	  a	  big	  challenge	  to	  Compa-‐

ny	  X.	  	  

Inbound	  marketing	  as	  a	  competitive	  advantage	  

Company	  X	  works	  hard	  to	  differentiate	  from	  their	  competitors	  with	  their	  marketing	  

strategy.	  Company	  X	  started	  to	  change	  their	  marketing	  strategy	  from	  traditional	  

marketing	  towards	  the	  inbound	  marketing	  in	  2012.	  According	  to	  the	  company’s	  Mar-‐

keting	  manager,	  they	  were	  one	  of	  the	  first	  companies	  to	  implement	  the	  inbound	  

marketing	  in	  Finland.	  The	  company	  saw	  the	  need	  to	  change	  their	  marketing	  from	  

working	  with	  individual	  actions	  for	  processing	  bigger	  picture.	  One	  of	  the	  aims	  was	  

also	  to	  come	  closer	  to	  their	  customers.	  	  

In	  2013	  the	  company	  renewed	  their	  whole	  brand.	  During	  the	  renewal	  Company	  X	  

changed	  their	  communication	  style	  from	  a	  corporate	  style	  communication	  for	  more	  

human-‐to-‐human	  (H2H)	  style	  where	  help	  and	  knowledge	  are	  shared	  with	  the	  cus-‐

tomers	  in	  language	  they	  speak.	  In	  March	  2014	  one	  of	  the	  inbound	  marketing’s	  core	  

was	  taken	  into	  use	  as	  the	  buyer	  personas	  were	  defined	  with	  cooperation	  of	  the	  com-‐

pany’s	  marketing,	  customer	  service	  and	  sales	  team.	  The	  clientele	  were	  carefully	  gone	  

through	  and	  the	  most	  important	  four	  buyer	  groups	  were	  defined	  based	  on	  their	  prof-‐

itability.	  From	  all	  the	  four	  groups	  two	  customers,	  in	  total	  of	  eight,	  were	  interviewed	  

in	  March	  2014	  to	  create	  four	  (4)	  realistic	  Company	  X’s	  buyer	  personas.	  However,	  so	  

far	  only	  one	  of	  the	  persons	  has	  been	  in	  active	  use.	  	  

The	  competition	  gets	  harder	  in	  the	  field	  of	  business	  Company	  X	  is	  working	  as	  the	  

amount	  of	  the	  competitors	  is	  increasing	  and	  the	  prices	  decreasing.	  Company	  X	  has	  

faced	  the	  problem	  of	  the	  existing	  customers	  changing	  their	  service	  provider	  and	  

keeping	  the	  existing	  customers	  is	  seen	  hard	  both	  because	  of	  the	  unstable	  current	  
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financial	  situation	  and	  the	  nature	  of	  SaaS	  business.	  Company	  X	  does	  not	  compete	  

with	  the	  price	  but	  their	  goal	  is	  to	  be	  the	  best	  service	  in	  the	  market.	  This	  is	  done	  by	  

e.g.	  providing	  excellent	  customer	  experience	  from	  the	  first	  sales	  call	  to	  the	  customer	  

service.	  The	  inbound	  marketing	  strategy	  aims	  to	  engage	  the	  customers	  throughout	  

their	  whole	  buying	  process	  by	  offering	  relevant	  content	  that	  is	  targeted	  to	  small	  tar-‐

get	  groups,	  the	  buyer	  personas.	  	  	  

The	  business	  decision	  problems	  are:	  	  	  

What	  kind	  of	  content	  should	  be	  created	  to	  engage	  existing	  customers	  more	  and	  cre-‐

ate	  them	  additional	  value	  to	  make	  them	  more	  engaged	  to	  Company	  X?	  	  

What	  issues	  are	  the	  current	  customers	  facing	  when	  it	  comes	  to	  their	  business	  and	  

how	  can	  the	  company	  help	  with	  those	  by	  means	  of	  content	  creation?	  

By	  focusing	  on	  existing	  customer’s	  issues	  Company	  X	  believes	  it	  will	  also	  be	  helpful	  

when	  turning	  leads	  into	  sales.	  This	  is	  because	  even	  the	  companies	  using	  the	  service	  

varies	  a	  lot	  by	  several	  factors,	  they	  are	  most	  likely	  facing	  same	  issues	  in	  the	  certain	  

phases	  of	  their	  businesses	  (Marketing	  Manager	  2015).	  	  Furthermore,	  as	  every	  unique	  

new	  webpage	  (e.g.	  blog	  post)	  increases	  the	  search	  engine	  ranking,	  frequent	  content	  

creation	  with	  relevance	  to	  the	  (potential)	  customer	  gives	  opportunity	  to	  generate	  

new	  leads	  among	  the	  most	  pre-‐defined	  desired	  customer	  groups	  that	  can	  be	  seen	  as	  

a	  good	  side	  effect	  of	  the	  research.	  	  
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Inbound	  marketing	  strategy	  in	  Company	  X	  

Company	  X	  has	  a	  clear	  inbound	  marketing	  strategy	  and	  tools	  to	  constantly	  measure	  

the	  achievements	  that	  are	  gained	  through	  different	  actions.	  Company	  X’s	  inbound	  

marketing	  strategy’s	  main	  goals	  are	  to	  	  

• Be	  organized,	  measurable	  and	  transparent	  

• Be	  found	  from	  the	  search	  engines	  

• Build	  trust	  

• Nurture	  and	  generate	  the	  leads	  

• Make	  strangers	  to	  read/subscribe	  blog	  and	  turn	  them	  into	  visitors	  

• Make	  the	  visitors	  to	  download	  e-‐books	  and	  turn	  them	  sales	  qualified	  leads	  
(SQL)	  
	  

• Turn	  the	  existing	  customers	  into	  advocates	  that	  share	  the	  Company’s	  content	  
and	  act	  as	  referrals	  

	  
	  
In	  Company	  X,	  after	  starting	  to	  implement	  the	  inbound	  marketing	  in	  use,	  the	  market-‐

ing	  department	  has	  become	  a	  department	  with	  real	  business	  target	  and	  is	  no	  longer	  

seen	  as	  a	  department	  with	  supporting	  role.	  They	  now	  have	  a	  significant	  role	  in	  cus-‐

tomer	  acquisition	  and	  performance	  accountability.	  They	  are	  driven	  by	  lead	  genera-‐

tion	  and	  customer	  acquisition	  but	  also	  in	  customer	  retention	  by	  nurturing	  and	  help-‐

ing	  the	  existing	  customers	  to	  success.	  (Marketing	  Manager,	  2015)	  
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1.2 Research	  approach,	  strategy	  and	  problem	  

The	  purpose	  of	  this	  research	  is	  to	  offer	  information	  to	  Company	  X	  that	  is	  both	  rele-‐

vant	  and	  informational	  for	  their	  four	  buyer	  personas.	  For	  that,	  the	  company	  needs	  to	  

understand	  their	  customers’	  thinking	  processes	  and	  motivations	  better.	  The	  aim	  is	  to	  

encapsulate	  the	  customers’	  behavior,	  experiences	  and	  feelings	  by	  their	  own	  terms	  

and	  context.	  In	  other	  words,	  the	  aim	  is	  to	  increase	  the	  understanding	  of	  the	  custom-‐

er’s	  experiences	  and	  later	  create	  content	  around	  those	  issues.	  (Malhotra	  2012,	  186,	  

188;	  Mäntyneva	  et	  al	  2013,	  32)	  

As	  here	  the	  research	  problem	  is	  within	  the	  existing	  customers’	  current	  issues,	  it	  is	  

clear	  that	  the	  use	  of	  secondary	  data	  collected	  before	  cannot	  provide	  answers	  to	  this	  

particular	  research	  problem.	  Therefore,	  exploratory	  research	  by	  collecting	  primary	  

qualitative	  data	  from	  the	  customers	  is	  seen	  the	  most	  suitable	  research	  method.	  

(Mäntyneva	  et	  al	  2013,	  32)	  	  The	  symptoms	  of	  the	  decision-‐problem	  are	  the	  custom-‐

ers	  that	  are	  switching	  the	  service	  provider.	  Most	  customers	  are	  satisfied	  with	  the	  

service	  features,	  reliability	  and	  the	  customer	  service	  the	  company	  is	  providing.	  Ac-‐

cording	  to	  the	  feedback	  from	  the	  resigning	  customers,	  the	  main	  cause	  to	  change	  the	  

service	  provider	  is	  the	  price	  but	  lowering	  the	  price	  is	  not	  an	  option.	  Engaging	  the	  cus-‐

tomers	  more	  throughout	  the	  overall	  service	  experience	  is	  seen	  as	  an	  act	  that	  the	  

marketing	  department	  is	  capable	  to	  deliver.	  	  

The	  competitors	  of	  Company	  X	  do	  not	  provide	  content	  in	  forms	  of	  blog	  posts,	  e-‐

books	  and	  webinars	  as	  frequently	  or	  in	  as	  a	  wide	  form	  (if	  any)	  as	  Company	  X	  does.	  

Even	  though	  Company	  X	  is	  far	  ahead	  of	  their	  competitors	  when	  it	  comes	  to	  the	  in-‐

bound	  marketing	  strategy	  and	  implementation	  there	  is	  a	  constant	  need	  to	  strength-‐

en	  the	  already	  accomplished	  position	  of	  expertise.	  This	  need	  is	  highlighted	  especially	  

among	  the	  three	  buyer	  personas	  that	  have	  not	  been	  that	  well	  taken	  into	  account	  in	  

the	  overall	  content	  creation	  process.	  	  For	  that,	  the	  marketing	  department	  found	  im-‐

plementing	  a	  new	  research	  about	  the	  topic	  useful	  to	  update	  and	  intensify	  the	  per-‐

sonas.	  
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Research	  questions:	  

RQ1:	  What	  Is	  best	  in	  the	  field	  of	  business	  the	  bueyrs	  personas	  are	  operating	  in?	  	  

RQ2:	  What	  challenges	  are	  the	  buyer	  personas	  facing	  now	  in	  their	  businesses?	  

RQ2:	  What	  are	  the	  buyer	  personas	  perceptions	  of	  the	  future	  and	  internationaliza-‐
tion?	  

As	  stated	  earlier,	  Company	  X	  had	  already	  defined	  four	  buyer	  personas	  from	  their	  four	  

different	  customer	  types	  and	  given	  them	  certain	  characteristics	  based	  on	  two	  inter-‐

views	  per	  buyer	  persona	  in	  2013.	  	  Together	  with	  the	  marketing	  department	  it	  was	  

decided	  that	  in	  this	  research	  the	  amount	  of	  interviewees	  should	  be	  larger	  than	  two	  

respondents	  from	  each	  group	  with	  the	  maximum	  of	  four.	  The	  interviews	  should	  be	  

recorded	  to	  enable	  a	  deeper	  analysis	  of	  the	  than	  in	  the	  previous	  round	  and	  updated	  

versions	  of	  the	  buyer	  personas	  would	  be	  built	  based	  on	  the	  new	  findings.	  	  

As	  the	  research	  problem	  here	  is	  to	  find	  out	  the	  challenges	  and	  issues	  of	  the	  current	  

customers	  of	  Company	  X,	  qualitative	  research	  was	  seen	  as	  the	  best	  approach	  to	  gain	  

an	  insight	  into	  understanding	  the	  customers’	  issues	  (Malhotra	  2004,	  57).	  The	  aim	  is	  

to	  gain	  rich	  and	  detailed	  answers.	  	  Qualitative	  interviews	  are	  not	  as	  standardized	  as	  

quantitative	  interviews	  and	  therefore	  gives	  more	  generality	  in	  the	  formulation	  of	  the	  

interviewees’	  own	  perspectives.	  They	  are	  flexible	  and	  can	  depart	  from	  a	  schedule	  

based	  on	  respondents’	  answers.	  (Bryman	  &	  Bell	  2015,	  480-‐481)	  
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2 Towards	  customer-‐centric	  digital	  marketing	  methods	  

This	  chapter	  is	  divided	  in	  three	  parts.	  It	  starts	  with	  the	  definition	  of	  marketing	  and	  

then	  compares	  the	  differences	  of	  traditional	  and	  inbound	  marketing.	  The	  second	  

subchapter	  is	  about	  the	  customers	  as	  it	  is	  the	  core	  of	  the	  inbound	  marketing.	  In	  the	  

third	  chapter	  the	  inbound	  marketing	  conceptions	  and	  the	  strategy	  are	  introduced.	  	  

2.1 Traditional	  vs	  Digital	  marketing	  	  

There	  are	  several	  definitions	  for	  marketing	  such	  Oxford	  Dictionary’s	  (n/d)	  	  ”the	  action	  

or	  business	  of	  promoting	  and	  selling	  products	  or	  services,	  including	  market	  research	  

and	  advertising	  Business	  Dictionary	  states	  that	  marketing	  is” The	  management	  pro-‐

cess	  through	  which	  goods	  and	  services	  move	  from	  concept	  to	  the	  customer.	  “	  In	  other	  

words,	  marketing	  aims	  to	  attract	  new	  customers	  by	  making	  the	  company’s	  product	  

or	  service	  selection	  noticed.	  	  	  

From	  4P	  to	  4C	  

One	  of	  the	  most	  known	  marketing	  methods	  is	  the	  marketing	  mix	  with	  4P’s.	  The	  term	  

4P	  was	  coined	  in	  the	  1960’s	  from	  four	  core	  issues	  of	  product,	  price,	  place	  and	  promo-‐

tion.	  When	  these	  variables	  are	  planned	  and	  carefully	  mixed	  together	  in	  the	  right	  way	  

the	  mix	  should	  be	  able	  to	  satisfy	  the	  customer,	  especially	  when	  used	  in	  products	  ra-‐

ther	  than	  services.	  (Chaffey	  and	  Smith	  2013,	  68-‐69)	  

The	  Internet	  provides	  opportunities	  but	  also	  challenges	  to	  the	  companies.	  Place	  and	  

promotion	  overlap	  when	  companies	  can	  increase	  their	  online	  presence	  and	  distribu-‐

tion.	  Pricing	  in	  the	  other	  hand	  is	  under	  pressure	  as	  structures	  and	  options	  are	  be-‐

coming	  more	  complex.	  Thanks	  to	  the	  transparency	  of	  prices	  the	  Internet	  provides,	  

customers	  can	  look	  for	  lower	  prices	  through	  online	  tools	  that	  easily	  compare	  the	  

price	  range.	  (Chaffey	  &	  Smith	  2013,	  71,	  75).	  	  

However,	  the	  traditional	  4P	  marketing	  mix	  suggests	  a	  push	  marketing	  methods	  that	  

not	  explicitly	  acknowledge	  the	  needs	  of	  customers	  but	  lead	  more	  to	  product	  or	  ser-‐

vice	  orientation	  rather	  than	  customer-‐orientation.	  According	  to	  Mooney	  (2008,	  21,	  

35),	  traditional	  marketing	  can	  be	  described	  as	  a	  closed	  brand	  worldview	  that	  is	  a	  
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one-‐way	  communication	  created	  by	  the	  marketers.	  The	  companies	  compete	  on	  cus-‐

tomer’s	  attention	  by	  pushing	  out	  mass-‐market	  messages	  they	  think	  would	  appeal	  

their	  audience.	  (Chaffey	  and	  Smith	  2013,	  68-‐69)	  

4C	  framework	  was	  created	  in	  the	  1990’s	  that	  consider	  the	  traditional	  4P’s	  from	  cus-‐

tomer	  perspective.	  These	  4Cs	  are:	  

• Customer	  needs	  and	  wants	  (from	  the	  product)	  

• Cost	  to	  the	  customer	  (price)	  

• Convenience	  (relative	  to	  place)	  

• Communication	  (promotion)	  

Today	  the	  categories	  of	  the	  traditional	  marketing	  mix	  are	  beginning	  to	  blur	  as	  the	  

propositions	  merge	  with	  the	  service	  experience	  and	  all	  of	  the	  mixes	  are	  seamlessly	  

integrated.	  3P’s	  –people,	  processes	  and	  physical	  evidence,	  are	  also	  added	  to	  the	  4P	  

to	  better	  serve	  the	  online	  environment	  and	  the	  service	  produces.	  (Chaffey	  and	  Smith	  

2013,	  68-‐69).	  	  No	  matter	  what	  mix	  is	  in	  use,	  a	  company	  needs	  to	  know	  which	  varia-‐

bles	  are	  the	  most	  important	  for	  their	  ideal	  customers	  and	  mix	  the	  mixes	  accordingly.	  

The	  principle	  now	  is	  to	  stick	  close	  to	  the	  customer	  and	  this	  is	  what	  the	  next	  subchap-‐

ters	  are	  about.	  In	  the	  following	  subchapters	  the	  concentration	  is	  in	  the	  2P’s	  of	  pro-‐

motion	  (communication)	  and	  place	  (convenience)	  whereas	  price	  and	  product	  are	  left	  

mainly	  to	  the	  background.	  

Digital	  marketing	  concepts	  

Chaffey	  and	  Smith	  (2013,	  68-‐69)	  states	  that	  online	  value	  proposition	  (OVP)	  is	  a	  core	  

of	  the	  digital	  marketing	  concept	  and	  should	  differ	  from	  the	  offline	  proposition.	  The	  

OVP	  exploits	  the	  advantages	  that	  being	  online	  offer	  to	  the	  companies	  and	  the	  cus-‐

tomers.	  These	  advantages	  compared	  to	  offline	  proposition	  include	  e.g.	  depth	  and	  

interactivity	  of	  the	  content,	  immediacy,	  easiness	  to	  buy	  online,	  cheapness	  to	  buy	  

from	  Internet	  and	  more	  resources	  and	  information	  that	  are	  available	  online.	  The	  OVP	  

is	  more	  than	  the	  sum	  of	  prices,	  benefits	  or	  features	  and	  should	  enclose	  the	  complete	  

experience	  from	  selecting	  the	  service	  to	  buying	  and	  using	  it.	  
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Figure	  1.	  Traditional	  marketing	  vs.	  inbound	  marketing	  

The	  main	  differences	  between	  traditional	  and	  inbound	  (digital)	  marketing	  are	  high-‐

lighted	  in	  the	  Figure	  1.	  Most	  significant	  difference	  is	  the	  fundamental	  change	  from	  

company-‐	  and	  product-‐centric	  mindset	  to	  customer-‐centric	  mindset	  where	  custom-‐

ers	  are	  pulled	  in	  instead	  of	  pushing	  the	  message	  out.	  Furthermore,	  in	  the	  online	  envi-‐

ronment	  the	  web	  sites	  have	  evolved	  from	  one-‐way,	  brochure-‐like	  listing	  communica-‐

tion	  styles	  to	  two-‐way	  communication	  that	  emails,	  discussions	  and	  automated	  inter-‐

actions	  have	  enabled.	  (Chaffey	  &	  Smith	  2013,	  487).	  	  

At	  it’s	  best,	  company	  can	  decrease	  their	  marketing	  costs	  significantly	  when	  costs	  for	  

a	  paid	  advertisement	  degreases	  with	  digital	  methods.	  Hence,	  a	  company	  can	  reach	  

their	  target	  audience	  more	  effectively.	  In	  digital	  marketing	  producing	  and	  publishing	  

content	  is	  inexpensive	  as	  there	  are	  no	  third-‐party	  costs	  for	  example	  from	  buying	  ad-‐

vertisement	  space	  from	  a	  magazine.	  Digital	  marketing	  can	  be	  even	  done	  without	  any	  

additional	  costs	  for	  example	  by	  putting	  effort	  in	  organic	  search	  results	  and	  by	  being	  

active	  in	  the	  social	  media.	  This	  approach	  requires	  a	  long-‐term	  plan	  and	  active	  partici-‐

pation	  in	  social	  media	  channels	  such	  as	  LinkedIn	  and	  Twitter.	  (Sivonen,	  2015)	  Even	  

though	  traditional	  marketing	  channels	  and	  methods	  still	  have	  their	  time	  and	  place	  

the	  focus	  is	  now	  to	  provide	  information	  to	  customers,	  be	  present	  and	  transparent	  

and	  enable	  two-‐way-‐communication	  where	  customer	  can	  feel	  valued.	  	  

Traditional	  marketing	  and	  selling	  

• Outbound	  
• Sales	  oriented	  
• One-‐way	  communication	  
• Push	  out	  the	  message	  to	  big	  mass-‐

es	  (TV,	  print,	  radio)	  	  
• Concentrates	  on	  service	  quality	  and	  

features	  	  
• Customer	  acquisition	  through	  cold	  

calls	  
• Service	  centralized	  
• Reaching	  potential	  customer	  is	  

difficult	  
• Expensive	  and	  hard	  work	  

	  
	  

Inbound	  marketing	  and	  selling	  

• Inbound	  
• Customer	  oriented	  
• Two-‐way	  communication	  
• Pulls	  the	  customer	  in	  
• Personalized	  content	  through	  buyer	  personas	  	  
• Concentrates	  on	  the	  customer’s	  needs	  and	  

pain	  points	  
• Offers	  solutions	  
• Share	  content	  online	  
• Aims	  to	  loyal	  customers	  that	  turn	  into	  cus-‐

tomer	  advocates	  	  
• Affordable	  
• Own	  media	  (blogs,	  accounts	  in	  social	  media	  

channels	  
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Increasing	  usage	  and	  trust	  towards	  digital	  media	  

According	  to	  Global	  Web	  Index	  (GWI)	  study	  (2016),	  Internet	  users	  spend	  typically	  

over	  6	  hours	  online	  daily.	  People	  are	  looking	  information	  online	  independently	  and	  

only	  in	  Finland	  30	  million	  Google	  search	  are	  done	  daily.	  Furthermore,	  consumption	  of	  

online	  media	  is	  constantly	  increasing.	  2015	  already	  more	  than	  50	  %	  of	  the	  media	  

consumption	  time	  is	  spent	  online.	  The	  traditional	  media	  channels	  TV,	  radio	  and	  print	  

gain	  less	  time	  together.	  (GWI,	  2016,	  Virtanen	  2016)	  More	  over,	  according	  to	  2016	  

Edelman	  trust	  barometry	  (2016)	  search	  engines	  have	  bypassed	  the	  traditional	  media	  

as	  the	  most	  trusted	  source	  of	  information	  with	  trust	  percentage	  of	  63	  compared	  to	  

traditional	  media’s	  57	  percent.	  	  

To	  sum	  up,	  the	  usage	  of	  Internet	  and	  online	  content	  is	  increasing	  constantly.	  People	  

search	  information	  independently	  and	  trust	  the	  information	  they	  found	  from	  search	  

engines.	  Companies	  therefore	  need	  to	  be	  present	  in	  the	  same	  places	  the	  customers	  

are	  and	  draw	  them	  in.	  Inbound	  marketing	  that	  is	  introduced	  in	  the	  next	  subchapter	  

offers	  solutions	  for	  these	  marketing	  needs	  of	  companies.	  	  

2.2 Conception	  of	  inbound	  marketing	  

Companies	  have	  created	  additional	  content	  around	  their	  products	  and	  services	  for	  

decades.	  For	  example	  brands	  including	  John	  Deere	  and	  Lego	  have	  had	  their	  own	  cus-‐

tomer	  magazines	  from	  as	  early	  as	  1895.	  Jell’o	  distributed	  free	  recipe	  books	  in	  1904	  

that	  contributed	  sales	  of	  over	  one	  million	  dollar	  by	  1906.	  (Pulizzi	  2014,16;	  CMI,	  2012) 

Inbound	  marketing	  itself	  can	  be	  seen	  as	  a	  relatively	  new	  marketing	  strategy	  that	  has	  

been	  acknowledged	  since	  2006	  (Hubspot	  n/d	  1)	  with	  the	  help	  of	  digitalization.	  In-‐

bound	  marketing	  is	  a	  compilation	  of	  content,	  social	  and	  search	  marketing	  (Bosom-‐

worth	  2012).	  This	  is	  clarified	  in	  the	  Figure	  2	  below.	  Content	  creation	  is	  to	  publish	  

content	  for	  the	  website	  and	  the	  rest	  is	  playing	  a	  role	  drawing	  the	  traffic	  in	  the	  web-‐

site	  to	  distribute	  the	  content.	  In	  the	  following	  chapters	  all	  of	  the	  three	  phases	  are	  

gone	  through	  more	  thoroughly.	   
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Figure	  2.	  The	  content	  marketing	  hub	  (adapted	  from	  Smart	  Insights	  2012)	  

According	  to	  Hubspot	  (n/d	  1)	  “Inbound	  marketing	  focuses	  on	  creating	  quality	  content	  

that	  pulls	  people	  toward	  your	  company	  and	  product,	  where	  they	  naturally	  want	  to	  

be.	  By	  aligning	  the	  content	  you	  publish	  with	  your	  customer’s	  interests,	  you	  naturally	  

attract	  inbound	  traffic	  that	  you	  can	  then	  convert,	  close,	  and	  delight	  over	  time”.	  	  

According	  to	  Joe	  Pulizzi	  (2014,	  5),	  the	  creator	  of	  the	  term	  content	  marketing	  and	  

founder	  of	  a	  USA	  based	  Content	  Marketing	  Institute	  (CMI),	  content	  marketing	  is:	  

“marketing	  and	  business	  process	  for	  creating	  and	  distributing	  valuable	  and	  compel-‐

ling	  content	  to	  attract,	  acquire	  and	  engage	  a	  clearly	  defined	  and	  understood	  target	  

audience	  -‐with	  the	  objective	  of	  driving	  profitable	  customer	  action.	  “	  	  	  

Even	  though	  inbound	  marketing	  suits	  all	  companies	  and	  business	  types	  Kortesuo	  	  

(2010,	  101)	  states	  that	  inbound	  marketing	  is	  best	  suitable	  for	  immaterial	  companies	  s	  

that	  are	  for	  example	  offering	  consultation	  services.	  These	  companies	  need	  to	  con-‐

vince	  their	  target	  audience	  by	  marketing	  their	  service	  indirectly	  through	  content	  with	  

strong	  expertise.	  	  Although	  the	  purpose	  for	  a	  company	  is	  to	  promote	  sales	  the	  com-‐

munication	  and	  content	  sharing	  to	  prospects	  and	  customers	  should	  be	  done	  without	  

actively	  selling	  the	  service.	  Customers	  want	  to	  be	  entertained	  and	  are	  interested	  how	  

the	  company’s	  services	  can	  help	  them	  to	  solve	  their	  problems.	  The	  key	  element	  is	  to	  

Content	  Hub	  
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define	  one	  to	  few	  buyer	  personas	  that	  best	  represent	  company’s	  target	  customers	  

and	  create	  content	  that	  is	  targeted	  to	  those	  personas.	  (Ansaharju,	  n.d.;	  Pulizzi	  2014,	  

6,	  78).	  	  

Importance	  of	  an	  inbound	  marketing	  strategy	  

An	  inbound	  marketing	  strategy	  aims	  to	  provide	  tools	  for	  companies	  to	  effectively	  

differentiate	  from	  their	  competitors.	  The	  inbound	  marketing	  strategy	  is	  a	  plan	  to	  

maximize	  the	  profit	  the	  contents	  are	  producing.	  The	  plan	  should	  consist	  of	  a	  plan	  to	  

help	  the	  customer	  to	  buy	  by	  offering	  the	  right	  information	  in	  the	  right	  place.	  The	  

inbound	  marketing	  strategy	  is	  a	  part	  of	  company’s	  strategy	  that	  is	  also	  bringing	  the	  

marketing	  and	  sales	  departments	  closer	  together	  through	  content.	  The	  aim	  is	  to	  

strengthen	  the	  company’s	  position	  of	  expertise	  that	  increases	  the	  effectiveness	  of	  

marketing.	  (Kurvinen	  &	  Sipilä	  2014,	  105).	  

	  

Figure	  3.	  Five	  key	  elements	  for	  successful	  inbound	  marketing	  (adapted	  from	  Rose	  &	  
Pulizzi	  2011,	  11-‐12)	  

As	  shown	  by	  Figure	  3,	  there	  are	  five	  key	  elements	  that	  need	  to	  be	  understood	  when	  

accomplishing	  successful	  content	  marketing	  strategy.	  The	  first	  (1.)	  key	  is	  to	  under-‐

stand	  what	  the	  company’s	  core	  is	  by	  understanding	  e.g.	  the	  differentiating	  factors	  of	  

the	  provided	  service.	  The	  second	  (2.)	  key	  is	  to	  understand	  the	  customers	  that	  the	  

company	  either	  already	  have	  or	  wishes	  to	  have.	  When	  the	  customer	  types	  are	  well	  

defined,	  creating	  relevant	  content	  that	  is	  the	  third	  key	  (3.)	  element,	  is	  possible.	  The	  

fourth	  key	  (4.)	  is	  to	  feed	  and	  nurture	  the	  potential	  and	  existing	  customers	  and	  letting	  

1.  
Understand  
the  core

2.	  
Understand  

the  
customers

3.	  Create  
relevant  
content

4.  Feed,  
nurture  and  

let  go

5.  Measure



18	  
	  

	  

go	  of	  them	  if	  their	  lifespan	  as	  a	  customers	  is	  seen	  to	  be	  over.	  The	  fifth	  (5.)	  key	  is	  to	  

measure	  the	  results	  constantly.	  Measuring	  is	  important	  and	  easy	  to	  implement	  due	  

to	  digital	  marketing.	  (Rose	  &	  Pulizzi	  2011,	  11-‐12)	  	  

The	  results	  of	  the	  inbound	  strategy	  can	  be	  seen	  after	  creating	  the	  trust	  among	  the	  

most	  important	  target	  audience	  that	  the	  buyer	  personas	  represent.	  An	  inbound	  mar-‐

keting	  strategy	  is	  not	  a	  campaign	  as	  building	  the	  trust	  and	  ultimately	  being	  an	  opin-‐

ion	  leader	  takes	  persistence	  and	  time.	  The	  potential	  and	  existing	  customers	  will	  be	  

nurtured	  and	  engaged	  with	  information;	  content,	  that	  they	  find	  interesting	  and	  rele-‐

vant	  to	  their	  business.	  (Tanni	  and	  Keronen	  2013,	  183).	  	  	  

A	  successful	  inbound	  marketing	  strategy	  forces	  the	  departments	  to	  co-‐operate	  more	  

closely	  in	  order	  to	  create	  high	  quality	  content.	  This	  requires	  that	  people	  administer-‐

ing	  the	  marketing	  communication	  come	  closer	  to	  the	  processes	  that	  are	  connected	  

to	  the	  customer	  interface	  e.g.	  the	  sales	  and	  customer	  service	  departments	  and	  the	  

ones	  responsible	  for	  the	  product	  planning	  and	  development.	  This	  enables	  the	  crea-‐

tion	  of	  content	  that	  is	  relevant	  to	  the	  customer	  as	  the	  content	  need	  to	  revolve	  

around	  the	  core	  needs	  of	  the	  customer	  (Rose	  and	  Pulizzi,	  2011,	  128).	  	  

Companies	  fail	  to	  achieve	  results	  in	  their	  inbound	  marketing	  if	  they	  have	  not	  spent	  

enough	  time	  recognizing	  their	  target	  audience	  and	  their	  problems.	  The	  content	  is	  

created	  only	  to	  publish	  content	  from	  the	  company’s	  own	  perspective	  and	  there	  is	  a	  

lack	  for	  perseverance	  and	  continuity.	  It	  is	  important	  to	  aim	  at	  being	  a	  pioneer	  instead	  

of	  a	  follower.	  (Kurvinen	  &	  Sipilä	  2014,	  226).	  Kubo	  Oy	  (2014)	  released	  a	  study	  about	  

Trends	  of	  Content	  Marketing	  in	  Finland	  2014.	  According	  to	  the	  study,	  only	  23	  %	  of	  

the	  companies	  using	  content	  marketing	  strategy	  have	  it	  documented.	  However,	  a	  

documented	  strategy	  with	  a	  responsible	  person	  to	  implement	  it	  does	  increase	  the	  

effectiveness	  of	  inbound	  marketing.	  	  
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2.3 It	  is	  now	  all	  about	  the	  customer	  

As	  stated	  in	  the	  previous	  chapter,	  in	  inbound	  methodology,	  after	  the	  company	  un-‐

derstands	  the	  core	  (1.)	  of	  their	  business,	  the	  second	  (2.)	  stage	  is	  to	  understand	  the	  

customer.	  A	  customer,	  also	  referred	  as	  a	  buyer,	  is	  defined	  in	  the	  Business	  dictionary	  

(2015)	  as:	  A party	  that	  receives	  or	  consumes	  products	  (goods	  or	  services)	  and	  has	  the	  

ability	  to	  choose	  between	  different	  products	  and	  suppliers.	  

The	  aim	  of	  marketing	  is	  to	  match	  the	  customer	  needs	  with	  the	  company’s	  services	  

and	  make	  the	  company’s	  offering	  something	  that	  the	  customer	  want	  to	  buy.	  (Urban	  

2004,	  1)	  By	  understanding	  the	  customers	  it	  is	  possible	  to	  serve	  them	  from	  the	  infor-‐

mation-‐search	  stage	  up	  to	  the	  buying	  decision	  stage.	  This	  can	  be	  achieved	  only	  by	  

looking	  the	  business	  through	  customer´s	  eyes.	  The	  customer	  is	  only	  interested	  of	  

their	  own	  interests	  and	  the	  company’s	  ability	  to	  serve	  these	  needs.	  Companies	  need	  

to	  develop	  meaningful	  content	  to	  earn	  place	  in	  the	  customers’	  conversations.	  Suc-‐

cess	  is	  build	  around	  the	  marketing	  processes,	  expertise	  and	  customer	  understanding.	  

(Kurvinen	  &	  Sipilä	  2014,	  104;	  Mooney	  2008,	  35).	  

The	  online	  environment	  has	  enabled	  the	  number	  of	  marketing	  channels	  to	  increase.	  

People	  are	  exposed	  to	  more	  than	  5	  000	  marketing	  messages	  per	  day	  (Pulizzi	  2014,	  

27)	  and	  have	  learned	  to	  go	  around	  the	  interruptive	  advertisement	  (Kurvinen	  &	  Sipilä,	  

2014,	  102).	  	  They	  are	  finding	  traditional	  marketing	  boring	  and	  fatigue	  and	  would	  like	  

to	  not	  see	  the	  obvious	  selling	  messages	  (Sinha	  &	  Foscht	  2007,	  164-‐165).	  Customers	  

have	  the	  power	  of	  choosing	  the	  channels	  and	  seeking	  the	  information	  where	  ever	  

and	  when	  ever	  it	  is	  needed.	  They	  can	  be	  demanding	  and	  have	  no	  tolerance	  for	  inter-‐

ruptive	  or	  disruptive	  advertisement.	  (Virtanen,	  2016)	  According	  Mooney	  (2008),	  in	  

digital	  era	  the	  individuals	  create	  a	  web-‐made	  world	  that	  has	  turned	  the	  brand-‐made	  

world	  to	  customer-‐created	  space	  where	  companies	  need	  to	  engage	  richly,	  meaning-‐

fully	  and	  deeply	  to	  have	  the	  control.	  For	  the	  costumers	  community-‐by-‐brand—

association	  is	  not	  enough.	  Interactivity	  is	  needed	  to	  deepen	  and	  foster	  the	  customer	  

relationships.	  	  
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As	  the	  communication	  now	  runs	  both	  ways,	  the	  reputation	  is	  no	  longer	  in	  the	  hands	  

of	  the	  company.	  Brands	  need	  to	  engage	  their	  online	  consumers	  on	  their	  own	  turf	  by	  

supporting	  communities	  that	  have	  closest	  affinity	  to	  their	  customers.	  Communica-‐

tion	  is	  based	  on	  transparent	  dialogue	  with	  the	  customers.	  If	  the	  brand	  is	  co-‐created	  

with	  customers	  it	  will	  engage	  them	  and	  pull	  the	  customers	  in.	  (Mooney	  2008,	  16)	  

Customer	  referrals	  are	  highly	  appreciated	  among	  the	  customers	  and	  therefore	  the	  

customer	  can	  be	  the	  best	  marketer	  for	  the	  company,	  an	  advocate.	  (Virtanen,	  2016)	  	  

According	  to	  Edelman	  Trust	  barometer,	  75	  %	  of	  33	  000	  respondents	  have	  impact	  of	  

conversation	  with	  peers	  when	  making	  decisions,	  overcoming	  concerns	  or	  warning	  

about	  risks.	  More	  over,	  78	  %	  trust	  the	  information	  created	  by	  their	  friends	  and	  family	  

on	  social	  networking	  sites.	  To	  compare,	  55	  %	  trust	  the	  employees	  of	  the	  company	  

and	  49	  %	  of	  the	  CEO.	  (Edelman	  Insight,	  2016).	  Especially	  service	  related	  businesses	  

are	  likely	  to	  loose	  customers	  to	  competitors	  if	  they	  mishandle	  their	  customer	  rela-‐

tions,	  according	  to	  Olenski	  (2015).	  He	  states	  “Customer	  engagement	  is	  a	  very	  im-‐

portant	  asset	  for	  a	  business.	  It	  is	  important	  to	  include	  marketing	  experts	  in	  the	  pro-‐

cess	  of	  engaging	  customers	  and	  also	  in	  delivering	  a	  consistent	  and	  focused	  service	  

quality	  to	  customers.	  “	  

2.4 The	  buyer	  personas	  and	  how	  to	  build	  them	  

In	  many	  cases	  the	  customer’s	  needs	  are	  often	  defined	  by	  the	  company’s	  sales	  and	  

management	  visions	  and	  assumptions	  lacking	  actual	  customer	  understanding	  

(Kurvinen	  &	  Sipilä,	  2014,	  102).	  	  Marketing	  and	  sales	  are	  focused	  around	  the	  service	  

whereas	  it	  should	  offer	  solutions	  to	  attract	  the	  buyers.	  (Hanki,	  2015).	  However,	  the	  

customer	  is	  in	  control	  as	  they	  have	  the	  ability	  and	  freedom	  to	  choose	  from	  several	  

different	  service	  providers.	  Building	  relationship	  with	  the	  customers	  is	  now	  more	  

important	  than	  ever	  and	  knowing	  the	  customer	  is	  essential.	  Customers	  want	  all	  the	  

information	  available	  before	  making	  buying	  decision	  and	  if	  a	  company	  can’t	  provide	  

that,	  they	  will	  choose	  a	  competitor	  who	  will.	  (Hochman,	  2010,	  78-‐79)	  

One	  of	  an	  inbound	  marketing’s	  main	  purposes	  is	  to	  strengthen	  or	  widen	  the	  relation-‐

ship	  with	  the	  potential	  and	  existing	  customers	  and	  stakeholders.	  Content	  can	  help	  to	  

build	  these	  relationships	  if	  it	  participates	  to	  creation	  of	  value.	  Value	  is	  bind	  to	  con-‐

text,	  relevance	  and	  timing.	  (Avaus,	  2012).	  	  In	  Hochman	  (2010)	  views:	  “Value	  is	  at	  the	  
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forefront	  of	  every	  customer’s	  mind,	  at	  every	  end	  of	  the	  value	  chain”.	  In	  other	  words,	  

the	  feeling	  of	  advantage	  must	  be	  greater	  than	  the	  spending	  that	  customer	  have	  put	  

in.	  Understanding	  the	  need	  of	  the	  customer	  by	  offering	  unique	  solutions	  can	  there-‐

fore	  create	  the	  value.	  Relationships	  that	  are	  built	  on	  trust	  and	  create	  value	  to	  cus-‐

tomer	  will	  more	  likely	  turn	  long-‐term.	  (Creamentors,	  2015)	  	  	  

In	  the	  inbound	  marketing,	  communication	  is	  formulated	  according	  the	  customer	  

type,	  i.e.	  a	  buyer	  persona.	  The	  company	  needs	  to	  know	  who	  to	  reach.	  However,	  

modern	  people’s	  buying	  behavior	  is	  hard	  to	  segment	  as	  the	  buying	  behavior	  varies.	  	  

According	  to	  Sinha	  and	  Foscht	  (2007,	  12-‐13)	  this	  “hybrid	  shopper”	  purchases	  from	  

any	  social	  class-‐,	  income-‐,	  or	  education-‐based	  model	  and	  fitting	  them	  into	  certain	  

customer	  segmentation	  is	  hard.	  Instead	  of	  using	  the	  obvious	  demographics	  of	  e.g	  

location,	  sex	  and	  age,	  companies	  should	  generalize	  their	  ideal	  customer(s)	  that	  is	  

combination	  of	  different	  factors.	  These	  factors	  can	  differ	  a	  lot	  based	  on	  the	  service	  

the	  company	  is	  selling.	  

A	  buyer	  persona	  is	  a	  person	  that	  has	  targets,	  challenges	  and	  certain	  ways	  to	  act	  and	  

is	  considered	  as	  a	  live	  and	  different	  person	  representing	  the	  company’s	  ideal	  cus-‐

tomer.	  As	  its	  best	  the	  buyer	  persona	  can	  help	  the	  company	  to	  understand	  their	  audi-‐

ence	  better.	  If	  the	  buyer	  personas	  are	  carefully	  built,	  they	  can	  be	  used	  in	  base	  of	  all	  

content	  production	  in	  all	  channels.	  (Hubspot	  Academy	  2015,	  Class	  01)	  Use	  of	  the	  

buyer	  personas	  enable	  content	  creation	  that	  meet	  the	  customer’s	  real	  expectations	  

and	  needs	  by	  being	  relevant	  yet	  semi-‐fictional.	  (Rose	  &	  Pulizzi	  2011,	  41).	  	  According	  

to	  FIGA-‐model	  the	  purpose	  is	  that	  a	  small	  target	  group	  Finds	  the	  company’s	  content.	  

The	  better	  the	  people	  can	  Identify	  to	  the	  content	  the	  better	  they	  can	  enGage	  to	  the	  

content	  which	  will	  lead	  into	  Action.	  In	  the	  FIGA-‐model	  the	  target	  audience	  grows	  

constantly	  and	  creates	  group	  of	  advocates	  that	  can	  bring	  in	  new	  followers	  that	  even-‐

tually	  can	  mature	  into	  potential	  customers.	  (Tanni	  &	  Keronen	  2013,	  118)	  	  

It	  is	  important	  that	  the	  company	  can	  answer	  to	  their	  customers’	  needs	  by	  telling	  

credibly,	  truly	  and	  in	  interesting	  way	  about	  their	  issues	  with	  the	  customers	  having	  

ability	  to	  interact	  with	  the	  company	  as	  they	  want.	  (Kurvinen	  and	  Sipilä	  2014,	  39).	  The	  

company	  need	  to	  know	  where	  the	  customer	  is	  obtaining	  the	  information	  and	  how	  do	  

they	  consolidate	  the	  information	  to	  reach	  decision.	  	  But	  as	  the	  customers	  are	  ex-‐
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posed	  to	  constant	  barrage	  of	  information	  the	  message	  must	  attract	  the	  customer’s	  

attention.	  To	  become	  customer-‐centric	  companies	  have	  to	  understand	  their	  custom-‐

ers’	  biggest	  problems	  and	  pain	  points	  thoroughly.	  Interviewing	  the	  potential	  or	  exist-‐

ing	  customers	  and	  getting	  into	  their	  mindsets	  can	  achieve	  this.	  (Kurvinen	  &	  Sipilä	  

2014,	  103-‐104;	  Urban	  2004,	  25;	  Hubspot	  Academy	  2015,	  Class	  03)	  Also	  Pulizzi	  (2014,	  

94-‐95)	  states	  that	  the	  best	  way	  to	  gather	  clear	  insights	  about	  the	  customers	  is	  to	  

have	  in-‐depth	  conversation	  with	  the	  buyers	  that	  have	  turned	  into	  customers.	  

After	  the	  research	  it	  is	  possible	  to	  create	  the	  buyer	  personas	  that	  should	  then	  be	  the	  

base	  of	  all	  content	  creation.	  According	  to	  Hubspot	  (n/d	  2)	  the	  buyer	  persona	  should	  

be	  semi-‐fictional	  representations	  of	  the	  company’s	  ideal	  customer	  based	  on	  real	  data	  

and	  educated	  speculations	  about	  customer	  demographics,	  motivations,	  behavior	  

patterns	  and	  goals.	  Buyer	  persona	  should	  not	  be	  a	  representation	  of	  the	  target	  mar-‐

kets,	  job	  titles	  or	  specific	  real	  people.	  Instead,	  they	  have	  common	  behavior	  patterns,	  

shared	  pain	  points,	  universal	  goals	  and	  general	  demographic	  and	  biographic	  infor-‐

mation.	  The	  buyer	  personas	  should	  be	  continually	  iterated	  according	  the	  need	  and	  

therefore	  can	  never	  be	  fully	  completed.	  	  

All	  the	  available	  information	  from	  marketing	  researchers	  to	  the	  company’s	  internal	  

knowledge	  of	  the	  customer	  base	  should	  be	  exploited	  when	  building	  the	  buyer	  per-‐

sonas.	  The	  amount	  of	  the	  buyer	  personas	  varies	  from	  one	  to	  few	  according	  the	  busi-‐

ness.	  Rose	  and	  Pulizzi	  	  (2011,	  41-‐45)	  suggests	  that	  at	  least	  following	  questions	  should	  

be	  asked	  when	  creating	  buyer	  personas:	  

1. Who	  is	  she/he?	  

2. What	  is	  their	  need?	  

3. What	  unique	  value	  proposition	  do	  the	  company	  offer	  to	  the	  persona?	  

The	  more	  detailed	  the	  buyer	  persona	  is,	  the	  easier	  it	  is	  to	  create	  content.	  (Kurvinen	  &	  

Sipilä	  2014,	  16)	  With	  relevant	  content,	  the	  discoverability	  from	  the	  search	  engines	  

can	  be	  increased	  (Tanni	  &	  Keronen	  2013,	  84).	  However,	  external	  features,	  especially	  

in	  a	  B2B	  business,	  should	  not	  matter	  much	  when	  creating	  the	  personas.	  According	  to	  

SalesManago’s	  Case	  Study	  (2015),	  using	  buyer	  personas	  can	  lead	  up	  to	  210	  %	  in-‐
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crease	  in	  total	  traffic	  in	  company’s	  website	  and	  97	  %	  increase	  of	  acquired	  leads	  

through	  the	  website.	  

Company	  X	  acknowledges	  the	  increase	  in	  the	  online	  traffic	  that	  using	  the	  inbound	  

marketing	  and	  buyer	  personas	  has	  brought.	  Also	  the	  amount	  of	  the	  sales	  qualified	  

leads	  (SQL)	  has	  increased	  after	  they	  started	  to	  implement	  the	  inbound	  marketing	  to	  

use	  with	  the	  carefully	  defined	  buyer	  personas.	  	  

To	  sum	  up,	  defining	  buyer	  personas	  in	  content	  strategy	  is	  important	  as	  it	  

• Enables	  the	  creation	  of	  relevant	  content	  to	  the	  clearly	  targeted	  group(s)	  

• Participates	  in	  all	  marketing	  stages	  from	  lead	  generation	  to	  nurturing	  existing	  

customers	  

• 	  Increases	  the	  traffic	  and	  amount	  of	  leads	  generated	  from	  the	  company’s	  

website	  	  

• Help	  people	  inside	  and	  outside	  the	  company	  to	  create	  content	  

2.5 Customer’s	  Buying	  Process	  

A	  buying	  process	  is	  a	  process	  that	  leads	  the	  customer	  towards	  the	  buying	  decision.	  

The	  online	  environment	  has	  changed	  the	  buyer’s	  behavior	  as	  the	  customers	  compare	  

the	  sites	  that	  feature	  well	  in	  in	  the	  search	  engines.	  Even	  in	  a	  B2B	  buying	  process,	  op-‐

tions	  are	  taken	  into	  consideration	  independently.	  Before	  an	  offline	  purchase,	  the	  B2B	  

buyers	  can	  make	  up	  to	  half	  of	  their	  research	  online.	  In	  other	  words,	  buyers	  control	  

their	  buying	  cycle	  much	  more	  than	  the	  merchants	  control	  their	  selling	  cycle	  (Wizdo,	  

2015).	  By	  understanding	  the	  customers’	  buying	  process,	  it	  is	  possible	  to	  affect	  a	  buy-‐

er´s	  decisions.	  (Chaffey	  &	  Smith	  2013,	  184).	  

Such	  content	  that	  is	  based	  on	  an	  expertise	  and	  is	  created	  through	  a	  marketing	  and	  

sales	  department’s	  co-‐operation	  can	  and	  should	  support	  every	  phase	  of	  the	  buying	  

process	  as	  the	  visitor	  can	  be	  at	  any	  buying	  process	  stage	  when	  entering	  the	  compa-‐

ny’s	  website.	  In	  the	  first	  phase,	  the	  company	  needs	  to	  stand	  out	  with	  its	  expertise	  

and	  answer	  to	  the	  knowledge	  seekers’	  questions.	  The	  second	  phase	  should	  make	  the	  
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change	  transparent	  and	  once	  the	  potential	  lead	  has	  turned	  into	  an	  existing	  customer	  

to	  help	  them	  develop	  their	  own	  approach.	  (Tanni	  &	  Keronen	  2013,	  63).	  Inbound	  

marketing	  can	  therefore	  help	  a	  sales	  department	  with	  customer	  acquisition	  but	  also	  

with	  the	  customer	  retention.	  	  

Hubspot	  Academy	  (2015,	  Class	  01)	  divides	  the	  buying	  process	  in	  three	  stages:	  

1. Awareness	  stage	  

2. Consideration	  stage	  

3. Decision	  making	  stage	  

In	  the	  awareness	  stage	  (1)	  the	  potential	  customer	  is	  experiencing	  and	  expressing	  

symptoms	  of	  a	  problem	  or	  an	  opportunity.	  In	  the	  consideration	  stage	  (2)	  the	  cus-‐

tomer	  has	  defined	  the	  problem	  and	  is	  now	  committing	  to	  research	  of	  different	  ser-‐

vice	  providers.	  In	  the	  decision	  making	  stage	  (3),	  the	  customer	  has	  compiled	  a	  list	  of	  

available	  merchants	  and	  make	  the	  decision	  based	  on	  the	  journey.	  The	  targeting	  and	  

timing	  of	  the	  content	  need	  to	  match	  to	  the	  buying	  process	  stage.	  Without	  relevance	  

in	  the	  information	  search,	  the	  information	  is	  screened	  out	  by	  the	  uninterested	  audi-‐

ence.	  (Chaffey	  &	  Smith	  2013,	  182-‐183).	  	  When	  a	  customer’s	  buying	  process	  is	  taken	  

into	  consideration	  in	  every	  stage	  of	  the	  inbound	  methodology	  the	  company	  is	  able	  to	  

create	  content	  to	  every	  visitor	  according	  their	  stage	  in	  the	  buying	  process.	  
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3 Implementing	  inbound	  marketing	  in	  use	  

This	  chapter	  provides	  the	  basic	  tools	  to	  implement	  inbound	  marketing	  in	  use.	  The	  

first	  chapter	  describes	  the	  four	  main	  stages	  of	  inbound	  marketing.	  The	  second	  sub-‐

chapter	  is	  about	  producing	  relevant	  content	  with	  the	  help	  of	  buyer	  personas	  and	  the	  

third	  chapter	  is	  to	  ensure	  that	  the	  content	  will	  be	  found	  via	  Search	  Engine	  Optimiza-‐

tion	  (SEO).	  The	  fourth	  sub-‐chapter	  is	  about	  the	  content	  distribution	  channels	  and	  the	  

last	  sub-‐chapter	  about	  how	  a	  sales	  department	  can	  benefit	  from	  a	  well-‐implemented	  

inbound	  marketing	  strategy.	  

3.1 Four	  main	  stages	  of	  inbound	  marketing	  

While	  an	  inbound	  marketing	  at	  it’s	  best	  can	  be	  profitable	  yet	  rather	  inexpensive	  

(marketing)	  strategy,	  it	  is	  vital	  to	  put	  some	  effort	  into	  introducing	  it.	  Without	  docu-‐

mented	  inbound	  marketing	  strategy,	  inbound	  marketing	  will	  not	  work	  as	  desired.	  	  

	  Figure	  4.	  Four	  main	  stages	  of	  inbound	  marketing	  (adapted	  from	  Hubspot,	  n/d	  1)	  

According	  to	  Hubspot’s	  inbound	  methodology	  (n/d	  1)	  introduced	  in	  the	  Figure	  4,	  

there	  are	  four	  main	  stages	  in	  inbound	  marketing.	  The	  stage	  one	  (1)	  is	  to	  attract	  

strangers	  to	  a	  website	  by	  creating	  e.g.	  blog	  posts	  that	  solve	  the	  target	  customers’	  

problems.	  In	  this	  stage	  search	  engine	  optimization	  (SEO)	  plays	  a	  huge	  role	  as	  if	  the	  

content	  is	  not	  shown	  in	  the	  search	  results	  the	  stranger	  will	  most	  likely	  not	  find	  the	  

content.	  After	  strangers	  are	  turned	  into	  visitors	  in	  the	  second	  (2.)	  stage,	  they	  can	  be	  

converted	  into	  leads.	  Leads	  can	  be	  generated	  for	  example	  by	  using	  landing	  pages	  

• strangers	  

• blog	  	  
• keywords	  

Auract	  

• strangers	  into	  visitors	  

• use	  forms,	  CTA's,	  
landing	  pages	  

Convert	   • visitors	  into	  leads	  

• CRM,	  email,	  workflows	  

Close	  

• leads	  into	  customers	  

• social	  monitoring,	  
smart	  content	  

Delight	  
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where	  contact	  information	  is	  gathered	  via	  calls-‐to-‐actions	  (CTA’s)	  and	  forms.	  	  When	  

the	  contact	  information	  is	  gathered	  the	  lead	  is	  warm	  enough	  to	  be	  contacted	  and	  

turned	  into	  a	  customer	  in	  stage	  three	  (3),	  closing.	  Stage	  four	  (4)	  is	  delighting	  custom-‐

ers	  by	  offering	  them	  smart	  content	  that	  can	  ultimately	  turn	  them	  into	  advocates	  or	  

promoters.	  (Hubspot	  Academy	  2015,	  Classes	  01-‐03)	  SEO,	  landing	  pages	  and	  CTA’s	  are	  

introduced	  more	  thoroughly	  in	  subchapter	  3.4.	  	  

3.2 Content	  creation	  	  

Once	  the	  buyer	  personas	  are	  defined	  the	  content	  creation	  is	  more	  straightforward	  

and	  same	  rules	  can	  be	  applied	  to	  all	  content	  producers.	  Producing	  content	  is	  much	  

more	  than	  just	  publishing	  news	  from	  the	  company	  or	  releasing	  bulletins.	  Content	  is	  

important	  as	  it	  is	  the	  message	  the	  company’s	  inbound	  strategy	  delivers.	  If	  there	  is	  no	  

content,	  there	  is	  nothing	  to	  deliver.	  With	  content	  it	  is	  possible	  to	  pull	  the	  people	  

from	  a	  one	  stage	  to	  another	  in	  the	  inbound	  methodology.	  (Hubspot	  Academy	  2015,	  

Class	  03)	  The	  biggest	  strengths	  and	  weaknesses	  of	  an	  inbound	  marketing	  are	  in	  the	  

content.	  If	  the	  content	  does	  not	  resonate	  with	  the	  target	  audience,	  the	  audience	  will	  

be	  disappointed	  and	  the	  consumption	  of	  content	  and	  furthermore	  the	  engagement	  

can	  be	  threatened.	  Only	  by	  setting	  clear,	  measurable	  targets	  and	  by	  creating	  an	  in-‐

bound	  strategy	  success	  is	  possible.	  Building	  content	  culture	  is	  advised	  by	  engaging	  

the	  whole	  company	  to	  the	  content	  creation	  processes.	  (Kurvinen	  &	  Sipilä	  2014,	  182)	  

One	  way	  to	  ensure	  that	  the	  content	  is	  high	  quality	  is	  to	  create	  a	  quality	  criterion	  and	  

valuate	  the	  content	  after	  it	  is	  written.	  For	  example	  if	  all	  the	  company’s	  departments	  

are	  participating	  in	  the	  content	  creation	  it	  is	  recommendable	  to	  ask	  the	  following	  

questions	  before	  publishing:	  	  

• Is	  there	  a	  clear	  argument	  in	  the	  beginning	  that	  follows	  the	  topic?	  

• Is	  the	  argument	  justified	  clearly?	  

• Is	  the	  content	  exiting	  and	  helps	  the	  customer?	  

• Would	  you	  share	  the	  content	  in	  your	  social	  media	  profiles?	  

(Tanni	  &	  Keronen	  2013,	  158-‐164)	  
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Content	  types	  and	  formats	  

There	  should	  be	  one	  clear	  purpose	  for	  every	  piece	  of	  content.	  The	  purpose	  can	  be	  

e.g.	  to	  inform,	  to	  inspire	  or	  to	  start	  a	  conversation.	  Content	  can	  be	  presented	  in	  dif-‐

ferent	  forms	  most	  important	  being	  the	  written	  articles	  such	  as	  blog	  posts,	  white	  pa-‐

pers	  and	  e-‐books.	  Other	  formats	  are	  e.g.	  videos	  and	  infographs.	  The	  choice	  of	  right	  

format	  of	  the	  content	  is	  depending	  on	  the	  buyer	  persona	  the	  content	  is	  targeted	  to.	  

(Hanbury	  2011;	  Hubspot	  Academy	  2015,	  Class	  03)	  	  	  

	  

Figure	  5.	  The	  content	  marketing	  matrix	  (Smart	  Insights	  2012)	  

Smart	  Insight	  introduces	  Content	  marketing	  matrix	  that	  is	  seen	  in	  the	  Figure	  5.	  Ac-‐

cording	  the	  matrix,	  content	  can,	  and	  should,	  be	  shared	  through	  different	  forms,	  

channels	  and	  styles	  to	  appeal	  more	  customer.	  There	  are	  four	  different	  styles	  to	  cre-‐

ate	  the	  content;	  entertaining,	  educating,	  convincing	  and	  inspirational.	  The	  selected	  

style	  depends	  on	  the	  buyer’s	  journey	  and	  can	  be	  between	  emotional	  and	  rational.	  

For	  example	  articles	  are,	  according	  the	  matrix,	  educational	  and	  rational	  content	  that	  

work	  best	  in	  the	  beginning	  of	  the	  buyer’s	  journey,	  the	  awareness	  stage,	  whereas	  re-‐

views	  can	  be	  seen	  more	  emotional	  and	  convincing	  method	  closer	  to	  the	  actual	  buy-‐

ing	  decision	  stage.	  
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Importance	  of	  a	  website	  and	  blogs	  in	  content	  creation	  

As	  introduced	  in	  the	  chapter	  2.2.1,	  a	  company’s	  website	  acts	  as	  a	  content	  hub	  that	  

most	  of	  the	  content	  is	  distributed	  from.	  A	  company	  website	  and	  its	  blog	  are	  playing	  

biggest	  role	  when	  committing	  and	  activating	  the	  customer	  in	  a	  long	  run.	  A	  company	  

blog	  is	  easy	  to	  set	  up	  and	  it	  is	  one	  of	  the	  most	  effective	  and	  best	  ways	  to	  share	  ex-‐

pertise	  and	  to	  build	  followers	  and	  loyal	  readers.	  It	  can	  be	  combination	  of	  news,	  

communication	  and	  work	  as	  a	  marketing	  channel.	  Yet,	  to	  be	  successful,	  a	  blog	  needs	  

to	  have	  at	  least	  one	  or	  more	  writer	  and	  it	  should	  be	  updated	  frequently.	  (Kurvinen	  &	  

Sipilä	  2014,	  187,	  189)	  	  A	  blog	  can	  contain	  text,	  pictures	  and	  videos	  and	  can	  easily	  

promote	  new	  content	  related	  to	  the	  industry.	  Every	  blog	  post	  is	  new	  unique	  web	  site	  

which	  ensures	  better	  visibility	  in	  the	  search	  engines	  and	  can	  therefore	  be	  seen	  as	  a	  

one	  of	  the	  most	  important	  content	  distribution	  channels.	  Furthermore,	  companies	  

can	  address	  the	  posts	  to	  a	  certain	  buyer	  persona	  in	  any	  of	  their	  buying	  process	  stage.	  

Hence,	  it	  is	  most	  suitable	  channel	  in	  attract	  stage	  and	  therefore	  using	  the	  language	  

the	  customers	  use	  is	  important	  while	  producing	  blog	  posts.	  (Hubspot	  Academy	  2015,	  

Class	  04).	  Furthermore,	  corporate	  style	  communication	  lacks	  personalization	  and	  by	  

avoiding	  that	  getting	  closer	  to	  a	  visitor	  is	  easier.	  (Kortesuo	  2010,	  22)	  When	  providing	  

potential	  customers	  free,	  downloadable	  material	  e.g.	  white	  papers	  and	  e-‐books,	  it	  is	  

easy	  to	  collect	  their	  details	  through	  forms.	  When	  potential	  customer	  has	  given	  their	  

email	  address	  voluntarily	  they	  are	  more	  easily	  converted	  into	  customers.	  (Hubspot	  

Academy	  2015,	  Class	  06).	  

Grapping	  and	  holding	  the	  audience’s	  attention	  

After	  grapping	  the	  attention	  of	  the	  desired	  audience,	  the	  company	  need	  to	  hold	  on	  

to	  the	  customer’s	  attention.	  To	  create	  devoted	  and	  long-‐term	  advocates	  the	  only	  

way	  is	  to	  produce	  content	  that	  is	  build	  with	  strong	  expertise	  that	  meets	  the	  website	  

visitors’	  needs	  in	  their	  buying	  process	  stage.	  (Tanni	  &	  Keronen	  2013,	  119).	  Further-‐

more,	  if	  the	  content	  can	  be	  told	  as	  a	  story	  it	  will	  affect	  both	  to	  sense	  and	  feelings.	  A	  

good	  story	  includes	  characters	  that	  the	  reader	  can	  identify	  with	  and	  whose	  actions	  

are	  understandable.	  The	  most	  effective	  stories	  are	  new	  to	  the	  reader	  and	  therefore	  

the	  best	  stories	  are	  based	  on	  own	  the	  writer’s	  own	  experiences.	  (Kortesuo	  2010,	  

103-‐104)	  
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Figure	  6.	  Effective	  and	  convincing	  content	  creates	  engaged	  visitors.	  (Adapted	  from	  
Tanni	  &	  Keronen	  2013,	  95)	  

As	  shown	  in	  Figure	  6,	  the	  main	  goal	  of	  convincing	  content	  is	  to	  make	  the	  customers	  

engaged.	  To	  engage	  people	  that	  are	  seeking	  information	  the	  content	  need	  to	  be	  both	  

impressive	  with	  interesting	  details	  and	  convincing	  with	  its	  expertise.	  If	  the	  audience	  

is	  not	  loyal	  and	  engaged,	  the	  content	  itself	  cannot	  accomplish	  much	  (Pulizzi	  2014,	  

27).	  Furthermore,	  when	  content	  is	  worthy,	  casual	  visitors	  turn	  into	  leads	  that	  can	  be	  

ultimately	  converted	  into	  loyal	  customers.	  	  

To	  sum	  up,	  the	  main	  purpose	  of	  quality	  content	  is	  to	  engage	  the	  customers	  with	  fre-‐

quently	  published,	  relevant	  and	  informational	  content	  that	  make	  them	  ultimately	  to	  

buy	  the	  service.	  Key	  to	  the	  long-‐term	  success	  is	  to	  be	  able	  to	  engage	  the	  customers	  

continually	  and	  create	  content	  that	  the	  customers	  can	  find	  valuable.	  Creating	  con-‐

tent	  as	  stories	  is	  engaging	  and	  more	  memorable	  yet	  harder	  to	  produce.	  Well-‐defined	  

buyer	  personas	  will	  help	  the	  employees	  and	  visitor	  content	  producers	  to	  target	  the	  

content	  to	  the	  right	  people	  and	  write	  in	  understandable	  style	  mimicking	  the	  lan-‐

guage	  the	  customers	  are	  using.	  

Marketing	  through	  an	  own	  media	  	  

Pulizzi	  (2014,	  20,	  26-‐30)	  states	  that	  inbound	  marketing	  can	  be	  referred	  as	  a	  publish-‐

ing	  as	  brands	  are	  focusing	  not	  on	  their	  products	  in	  marketing	  but	  more	  importantly	  

on	  the	  informational	  needs	  of	  their	  target	  customers.	  The	  difference	  is,	  that	  in	  in-‐

bound	  marketing	  the	  content	  supports	  the	  business	  whereas	  media	  companies	  make	  

money	  directly	  from	  the	  creation	  of	  content.	  The	  target	  is	  to	  build	  an	  audience	  that	  

finds	  the	  content	  interesting	  enough	  to	  lead	  to	  subscription.	  	  

	  

Effect 

Interesting	  de-‐
tails	  makes	  the	  
visitor	  to	  read	  
more	  

Convince 

Justified	  content	  
that	  is	  frequently	  
provided	  convince	  
the	  visitors	  with	  its	  
expertise	  

= Engaging 

Quality	  content	  make	  visitors	  
to	  subscribe	  notifications	  
about	  new	  content	  and	  visit	  
the	  website	  again	  when	  a	  
need	  arises	  	  

+	  
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Digitalization	  has	  enabled	  a	  decrease	  in	  physical	  expenses	  that	  has	  meant	  a	  revolu-‐

tion	  in	  marketing	  actions	  as	  the	  barriers	  to	  entry	  in	  publishing	  arenas	  no	  longer	  exists	  

(CMI,	  2012).	  Own	  media	  is	  the	  channel	  that	  the	  company	  completely	  controls	  such	  as	  

a	  web	  site.	  Own	  media	  enables	  communication	  directly	  with	  the	  customers	  who	  

want	  to	  engage	  with	  the	  company	  and	  build	  long-‐term	  relationship	  with	  them.	  It	  fa-‐

cilitates	  publishing,	  distribution,	  measuring	  the	  results	  and	  development.	  The	  distri-‐

bution	  of	  the	  content	  can	  be	  done	  via	  company’s	  own	  channels	  or	  through	  partially	  

owned	  media	  such	  as	  social	  media	  channels	  Facebook	  and	  Twitter.	  (Corcoran	  2009).	  

Own	  media	  as	  a	  low-‐cost	  publishing	  platform	  can	  be	  also	  used	  as	  a	  test	  platform.	  If	  

the	  content	  works	  in	  the	  own	  publishing	  platform	  by	  collecting	  shares	  and	  com-‐

ments,	  it	  is	  easier	  to	  consider	  distribution	  through	  paid	  media	  (Kurvinen	  &	  Sipilä	  

2014,	  157).	  This	  means	  that	  the	  company	  is	  paying	  for	  publishing	  their	  company	  

message	  e.g.	  by	  advertising	  in	  traditional	  channels	  such	  TV	  or	  radio	  or	  in	  digital	  me-‐

dia	  e.g.	  Facebook.	  (Pulizzi	  2014,	  7).	  

3.3 Search	  Engine	  Optimization	  (SEO)	  	  

To	  attract	  visitors	  a	  company	  needs	  to	  be	  found	  from	  the	  search	  engines	  and	  to	  do	  

that,	  the	  content	  have	  to	  be	  relevant	  for	  the	  (potential)	  customer.	  Search	  Engine	  

Optimization	  (SEO)	  is	  the	  process	  of	  improving	  the	  website	  to	  attract	  more	  visitors	  

from	  the	  search	  engines,	  such	  as	  Google	  or	  Bing.	  SEO	  is	  vital	  as	  no	  content	  matters	  if	  

it	  cannot	  be	  found	  from	  search	  engines.	  This	  applies	  also	  in	  the	  B2B	  as	  the	  buying	  

process	  often	  starts	  by	  seeking	  information	  to	  solve	  a	  problem	  through	  the	  search	  

engines.	  According	  to	  Hubspot	  Academy	  (2015,	  Class	  11)	  Up	  to	  60	  percent	  of	  a	  buy-‐

er’s	  purchase	  decision	  has	  already	  been	  made	  before	  talking	  to	  a	  sales	  representa-‐

tive.	  The	  customer	  should	  be	  able	  to	  identify	  their	  own	  world	  with	  the	  help	  of	  the	  

service	  the	  company	  is	  providing.	  This	  is	  essential	  especially	  in	  the	  stage	  of	  turning	  

strangers	  into	  visitors.	  (Tanni	  &	  Keronen	  2013,	  167-‐169;	  Hubspot	  Academy,	  Class	  02;	  

Virtanen,	  2016).	  	  
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Content	  that	  is	  created	  around	  the	  buyer	  persona’s	  issues	  by	  mimicking	  the	  custom-‐

er’s	  language	  is	  easily	  found	  as	  the	  key	  words	  match	  to	  the	  information	  seeker’s	  

search-‐terms.	  (Hubspot	  Academy,	  Class	  02)	  However,	  this	  is	  not	  enough.	  The	  content	  

also	  need	  to	  be	  interesting	  to	  the	  information	  seeker	  and	  suit	  to	  the	  stage	  of	  the	  buy-‐

ing	  process.	  Most	  important	  SEO	  issues	  from	  inbound	  marketing’s	  view	  are:	  

• Heading	  of	  the	  target	  page	  

• URL	  (the	  address	  of	  the	  owner	  of	  the	  content)	  

• Meta	  text	  and	  possibly	  image	  (alt-‐text)	  

Organic	  vs.	  paid	  results	  

In	  order	  to	  be	  found	  from	  the	  search	  engines,	  companies	  can	  either	  pay	  for	  the	  visi-‐

bility	  with	  paid	  ads	  or	  aim	  for	  organic	  search	  rankings.	  In	  organic	  results	  context	  and	  

relevance	  are	  playing	  big	  part	  as	  search	  engines	  are	  moving	  towards	  content	  sharing	  

instead	  of	  only	  individual	  keyword	  hits.	  The	  more	  credible	  the	  content	  in	  the	  website	  

is,	  the	  better	  chances	  are	  to	  be	  found	  from	  the	  organic	  results	  (Pulizzi	  2014,	  23).	  	  

Organic	  search	  results	  are	  the	  results	  that	  appear	  when	  they	  are	  relevant	  to	  the	  

search	  terms.	  	  Becoming	  well	  ranked	  in	  organic	  searches	  is	  time	  consuming.	  It	  re-‐

quires	  both	  creating	  relevant	  content	  in	  unique	  sites,	  e.g.	  blogs	  and	  using	  SEO	  tactics	  

to	  achieve	  it.	  Organic	  results	  are	  percept	  as	  credible	  resources	  and	  high	  ranking	  may	  

imply	  for	  an	  industry	  leadership	  generating	  more	  clicks	  to	  the	  site.	  (Goodwin,	  Brecht)	  

However,	  if	  the	  customer	  does	  not	  find	  the	  relationship	  of	  the	  content	  and	  the	  pro-‐

vider	  of	  it	  trustworthy,	  the	  search	  result	  might	  not	  be	  clicked	  even	  though	  the	  rank	  

would	  be	  among	  the	  best	  three	  (Tanni	  &	  Keronen	  2013,	  83-‐85).	  	  

The	  Marketing	  manager	  from	  Company	  X	  states	  that	  one	  of	  Company	  X’s	  aims	  is	  to	  

gain	  high	  rankings	  in	  organic	  search	  engines	  results	  and	  “drown	  the	  keywords	  with	  

quality	  articles	  through	  company’s	  blog.”	  
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3.4 Social	  media	  is	  important	  part	  of	  inbound	  marketing	  	  

Distribution	  makes	  content	  relevant	  as	  the	  purpose	  is	  to	  have	  the	  right	  content	  in	  

front	  of	  a	  right	  person	  at	  the	  right	  time.	  (Hubspot	  Academy	  2015,	  Class	  03)	  The	  up-‐

coming	  subchapters	  will	  give	  a	  more	  thorough	  idea	  of	  where	  to	  publish	  the	  content	  

and	  of	  the	  channels	  through	  which	  to	  distribute	  the	  content.	  Different	  social	  media	  

channels	  are	  introduced	  and	  examples	  given	  how	  and	  when	  to	  use	  them	  in	  an	  in-‐

bound	  marketing	  strategy.	  

According	  to	  Pulizzi	  “no	  content	  marketing	  strategy	  is	  complete	  without	  a	  strong	  so-‐

cial	  media	  strategy”.	  	  Hence,	  the	  use	  of	  social	  media	  channels	  is	  important	  but	  of	  no	  

good	  if	  the	  content	  is	  not	  valuable,	  compelling	  and	  engaging.	  In	  social	  media	  market-‐

ing	  the	  focus	  is	  on	  social	  networks.	  In	  the	  inbound	  marketing	  however,	  the	  center	  is	  

the	  company’s	  website	  and	  social	  media	  is	  used	  to	  distribute	  the	  links	  to	  the	  content	  

on	  the	  website.	  (Pulizzi	  2014,	  20-‐23,	  231).	  A	  company	  should	  lead	  a	  customer	  

through	  different	  channels	  to	  their	  website	  where	  the	  high	  quality	  content	  is	  being	  

published.	  This	  increases	  the	  value	  of	  the	  company’s	  website	  and	  builds	  a	  foundation	  

for	  effective	  multi	  channeling.	  (Tanni	  &	  Keronen	  2013,	  38-‐39).	  	  Sharing	  content	  

through	  multiple	  channels	  creates	  a	  continuum	  that	  is	  easy	  to	  follow.	  All	  channels	  

have	  their	  own	  time	  and	  place.	  Together	  they	  create	  a	  multichannel	  content	  path	  

that	  will	  lead	  not	  only	  the	  customer	  but	  also	  marketing	  departments’	  own	  work.	  

(Tanni	  &	  Keronen	  2013,	  38-‐39).	  Therefore	  it	  is	  wise	  to	  think	  which	  channels	  are	  rele-‐

vant	  to	  the	  company	  as	  being	  present	  in	  all	  the	  channels	  is	  not	  necessary	  in	  most	  

cases.	  	  
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Social	  media	  channels	  

Social	  media	  channels	  can	  be	  roughly	  divided	  into	  four	  sub	  categories;	  short	  text	  

channels	  such	  as	  Facebook,	  Twitter	  and	  LinkedIn,	  long	  text	  channels	  such	  as	  blogs	  

and	  LinkedIn’s	  SlideShare	  and	  image	  channels	  such	  as	  Instagram,	  Pinterest	  and	  

YouTube.	  (Siniaalto	  2014,	  36).	  	  As	  shown	  by	  the	  Table	  1,	  all	  social	  media	  channels	  

serve	  different	  needs	  and	  their	  lifecycles	  vary	  from	  short	  to	  long.	  All	  the	  channels	  

have	  a	  purpose	  in	  creating	  and	  sharing	  content.	  Tanni	  and	  Keronen	  (2013,	  40-‐41)	  

suggests	  that	  a	  customer	  should	  be	  lead	  through	  the	  channels	  by	  using	  three	  content	  

types:	  (1)	  recapturing,	  (2)	  engaging	  and	  (3)	  activating.	  These	  contents	  are	  then	  divid-‐

ed	  based	  on	  the	  customer	  type	  and	  the	  nature	  of	  the	  channel	  used.	  	  

Table	  1.	  Nature	  of	  the	  most	  used	  social	  media	  channels	  and	  how	  they	  fit	  to	  different	  
content	  publishing	  and	  sharing	  phases	  (adapted	  from	  Tanni	  &	  Keronen,	  2013,	  49-‐50)	  

Channel	  

Li
st
en

	  

Re
ac
h	  

Co
m
m
it	  

Ac
tiv

at
e	  

Li
fe
	  c
yc
le
	  

Purpose 

www	   x	   	   x	   x	   long	   To	  gather	  www-‐presence	  and	  ensure	  on-‐
going	  story	  

blog	   x	   	   x	   x	   long	   Increase	  the	  company’s	  value,	  commit	  the	  
customer	  and	  enable	  interaction	  with	  cus-‐
tomer  

facebook	   x	   x	   	   	   short	   To	  listen	  other	  influencers	  and	  to	  gather	  
followers.	  Guide	  customers	  towards	  engag-‐
ing	  content/contacts	  

twitter	   x	   x	   	   	   short	   To	  listen	  influencers	  and	  expand	  the	  
amount	  of	  own	  followers.	  Guide	  customers	  
towards	  other	  engaging	  contents/contacts	  

youTube	   	   	   x	   x	   long	   To	  solve	  problems	  by	  providing	  videos	  
Guide	  customers	  towards	  other	  engaging	  
contents/contacts	  

LinkedIn	   x	   x	   	   	   short	   To	  listen	  influencers,	  to	  participate	  discus-‐
sions,	  guide	  customers	  towards	  other	  en-‐
gaging	  contents/contacts	  
	  

	  

At	  their	  best,	  social	  media	  channels	  can	  be	  part	  of	  the	  engagement	  process.	  Twitter	  

and	  LinkedIn	  publications	  have	  short	  life	  cycles	  but	  are	  needed	  for	  sharing	  infor-‐

mation	  about	  the	  existing	  content	  and	  reaching	  people	  as	  well	  as	  in	  creating	  net-‐

works	  and	  relationships	  with	  other	  users.	  LinkedIn	  and	  Twitter	  play	  a	  big	  role	  espe-‐

cially	  in	  social	  selling.	  	  The	  timing	  of	  a	  publication	  is	  important	  to	  reaching	  customers.	  



34	  
	  

	  

Sharing	  content	  in	  different	  channels	  by	  several	  users	  at	  different	  times	  of	  the	  day	  

enables	  a	  better	  visibility.	  Through	  social	  media	  channels,	  companies	  and	  profession-‐

als	  can	  share	  their	  expertise	  through	  both	  their	  personal	  and	  company’s	  accounts,	  

participate	  in	  interesting	  conversations	  and	  create	  networks	  and	  relationships.	  (Sivo-‐

nen,	  2015)	  	  

Kortesuo	  (2010,	  32-‐33)	  states	  that	  social	  media	  users	  can	  be	  divided	  in	  four	  subcate-‐

gories.	  The	  first	  (1.)	  group	  does	  not	  participate	  in	  social	  media	  activities	  at	  all.	  The	  

second	  (2.)	  group	  has	  social	  media	  accounts	  that	  they	  use	  to	  consume	  other’s	  con-‐

tent	  but	  does	  not	  participate	  in	  content	  creation.	  The	  third	  (3.)	  group	  is	  active	  and	  

produces	  content.	  The	  most	  effective	  SoMe	  user	  is	  the	  fourth	  (4.)	  group	  both	  actively	  

consuming	  and	  creating	  content.	  Social	  media	  is	  also	  a	  good	  channel	  to	  follow	  other	  

significant	  companies	  from	  the	  same	  field	  of	  expertise.	  	  Listening	  constantly	  what	  

others	  have	  to	  say	  about	  the	  company’s	  products	  and	  service	  is	  as	  important	  as	  shar-‐

ing	  one’s	  own	  content.	  (Tanni	  &	  Keronen	  2013,	  51)	  	  

Trust	  drives	  customers	  to	  referrals,	  renewals	  and	  upsells.	  Companies	  can	  grow	  from	  

inside	  out	  if	  they	  acquire	  new	  customers	  via	  existing	  ones.	  This	  can	  be	  achieved	  by	  

concentrating	  on	  a	  three-‐cee	  model	  of	  content	  (1),	  conversation	  (2)	  and	  

(re)commendations.	  (Jafe	  and	  Albarda	  2014,	  182).	  Social	  media	  channels	  offer	  good	  

platforms	  to	  implement	  the	  3-‐cee	  model.	  

3.5 Role	  of	  a	  sales	  department	  in	  an	  inbound	  marketing	  processes	  

One	  of	  an	  inbound	  marketing’s	  main	  target	  is	  to	  warm	  up	  the	  leads	  up	  to	  the	  point	  

where	  a	  sales	  department	  can	  contact	  them	  and	  turn	  into	  customers.	  In	  an	  effective	  

inbound	  marketing,	  the	  sales	  and	  marketing	  departments	  need	  to	  come	  closer	  to-‐

gether.	  After	  all,	  they	  both	  share	  the	  same	  target:	  to	  gain	  revenue.	  Companies	  that	  

set	  a	  common	  goal	  for	  their	  marketing	  and	  sales	  departments	  have	  greater	  chance	  to	  

increase	  revenue	  than	  the	  companies	  whose	  marketing	  and	  sales	  departments	  do	  

not	  co-‐operate.	  (Hubspot	  Academy	  2015,	  Class	  10)	  The	  responsibility	  of	  a	  sales	  pro-‐

cess	  in	  an	  inbound	  marketing	  sales	  funnel	  has	  moved	  considerably	  from	  a	  sales	  de-‐

partment	  to	  a	  marketing	  department.	  The	  lead	  is	  moved	  to	  sales	  department	  after	  it	  

is	  seen	  a	  qualified	  enough	  to	  actually	  buy.	  (Mildht,	  2015)	  By	  measuring	  the	  potential	  
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customers’	  online-‐actions	  can	  do	  this.	  These	  actions	  can	  be	  e.g.	  subscribing	  the	  com-‐

pany	  blog,	  downloading	  e-‐books	  and	  visiting	  the	  website	  frequently.	  The	  more	  

knowledge	  about	  the	  customer	  before	  contacting	  them	  the	  sales	  department	  has,	  

the	  more	  warm	  the	  contact	  is.	  (Hubspot,	  n/d	  2;	  Hanki	  2016)	  

	  

	  

	  

	  

	  

	  

	  

Figure	  7.	  Role	  of	  Sales	  and	  Marketing	  departments	  in	  a	  traditional	  and	  an	  inbound	  
sales	  funnel	  (adapted	  from	  Singlegrain	  n/d;	  Creamentors	  2015)	  

As	  shown	  by	  Figure	  7,	  the	  left	  side	  of	  a	  sales	  funnel	  represents	  the	  roles	  of	  marketing	  

and	  sales	  departments	  in	  a	  traditional	  sales	  model,	  and	  the	  right	  side	  represents	  an	  

inbound	  marketing	  model.	  The	  difference	  between	  the	  traditional	  and	  the	  inbound	  

marketing	  is	  the	  increased	  responsibility	  of	  a	  marketing	  department	  in	  a	  sales	  funnel	  

in	  the	  latter.	  After	  the	  visitor	  has	  shown	  enough	  interest	  towards	  the	  company,	  the	  

lead	  is	  categorized	  as	  Sales	  Qualified	  Lead	  (SQL)	  and	  can	  then	  be	  contacted	  by	  a	  sales	  

representative	  in	  the	  best	  possible	  timing.	  Marketing	  department’s	  role	  is	  to	  provide	  

relevant	  content	  to	  the	  potential	  customer	  along	  the	  whole	  buying	  process	  having	  

supportive	  role	  for	  the	  sales	  department.	  (Hubspot	  Academy	  2015,	  Class	  11)	  Howev-‐

er,	  the	  funnel	  should	  not	  be	  a	  strict	  list	  of	  who	  does	  what	  but	  the	  whole	  company	  

should	  be	  involved	  in	  the	  sales	  process.	  The	  trust	  is	  not	  gained	  via	  processes	  but	  

from	  genuine	  interaction	  with	  the	  customer.	  Implementing	  inbound	  marketing	  but	  

administrating	  outbound	  sales	  lead	  to	  undesired	  results.	  (Sivonen,	  2016)	  
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Company	  X’s	  Marketing	  Manager	  states	  that	  after	  implanting	  inbound	  marketing	  in	  

use	  the	  potential	  customers,	  Sales	  Qualified	  Leads,	  are	  moved	  to	  sales	  department’s	  

responsibility	  only	  after	  they	  are	  warm	  enough.	  This	  is	  measured	  by	  carefully	  defined	  

qualification	  metrics	  in	  weekly	  basis.	  	  

Genuine	  interaction	  in	  social	  media	  channels	  can	  turn	  into	  good	  sales	  figures.	  Finding	  

potential	  customers,	  building	  a	  trust	  and	  creating	  content	  are	  the	  key	  elements	  in	  

successful	  social	  selling.	  Social	  selling	  means	  engaging	  customers	  by	  e.g.	  promoting	  

the	  brand	  in	  any	  of	  the	  social	  media	  channels	  such	  as	  Facebook	  and	  Twitter	  and	  is	  

now	  considered	  as	  a	  powerful	  strategy.	  (Mildth	  2015).	  By	  nurturing	  and	  engaging	  the	  

contacts	  new	  relationships	  can	  be	  found	  and	  trust	  build.	  Existing	  relationships	  can	  be	  

cultivated	  in	  social	  media	  both	  before	  and	  after	  the	  close.	  LinkedIn	  plays	  the	  biggest	  

role	  in	  a	  B2B	  networking	  as	  it	  can	  be	  seen	  as	  a	  best	  platform	  at	  the	  moment	  to	  share	  

professional	  articles	  and	  comments	  and	  build	  an	  own	  image	  as	  an	  expert.	  At	  its	  best,	  

these	  contacts	  create	  extra	  value	  and	  are	  effective	  way	  to	  build	  relationship	  to	  the	  

customer	  through	  expertise.	  (Mildth	  2015;	  Hanki	  2015)	  

3.6 Automating	  and	  measuring	  the	  processes	  

Digital	  marketing	  enables	  automating	  and	  measuring	  of	  variable	  actions.	  Traditionally	  

marketing	  automating	  refers	  to	  triggering	  e.g.	  emails	  or	  social	  media	  messages	  based	  

on	  time	  delays.	  In	  inbound	  marketing	  automation	  is	  centered	  on	  the	  prospect.	  By	  

automating	  the	  marketing	  efforts	  it	  is	  possible	  to	  target	  the	  message	  to	  the	  right	  per-‐

son	  at	  the	  right	  time.	  Automation	  of	  the	  actions	  is	  vital	  and	  time	  saving.	  Effective	  

automating	  takes	  into	  account	  every	  marketing	  channel	  a	  lead	  is	  consuming	  and	  

takes	  account	  the	  evolving	  needs,	  behavior	  and	  interactions	  the	  lead	  has.	  Automat-‐

ing	  system	  recognizes	  a	  visitor	  and	  their	  movements	  in	  different	  channels	  and	  based	  

on	  the	  data,	  can	  assess	  the	  buying	  process	  stage	  the	  visitor	  is	  at.	  With	  right	  tools	  

companies	  can	  measure	  the	  amounts	  of	  visitors	  and	  followers	  in	  different	  channels,	  

downloaded	  e-‐books	  and	  the	  amount	  of	  opened	  newsletters	  sent	  by	  e-‐mail.	  Measur-‐

ing	  gives	  valuable	  information	  of	  how	  the	  content	  is	  seen	  and	  how	  it	  resonates	  with	  

the	  audience.	  Yet,	  the	  numbers	  are	  not	  the	  only	  thing	  to	  look	  for	  but	  also	  the	  effect	  

the	  content	  have.	  When	  the	  measured	  lead	  is	  warm	  enough	  to	  contact,	  the	  sales	  

department	  can	  contact	  the	  lead.	  As	  the	  data	  is	  collected	  from	  multiple	  channels,	  it	  
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can	  be	  used	  to	  send	  marketing	  messages	  utilizing	  the	  various	  channels	  that	  influence	  

a	  buyer’s	  decision.	  From	  customer’s	  point	  of	  view,	  the	  automating	  and	  measurement	  

efforts	  are	  saving	  them	  from	  unnecessary	  imposing	  sales.	  (Kurvinen	  &	  Sipilä	  2014,	  

147-‐148;	  Hubspot,	  n/d	  3;	  Sivonen,	  2015	  2)	  

Finnish	  companies	  have	  named	  selling	  and	  bringing	  in	  new	  customers	  as	  their	  main	  

business	  goals	  for	  inbound	  marketing.	  However,	  less	  than	  half	  of	  the	  companies	  

measure	  the	  amount	  of	  leads,	  the	  quality	  of	  leads	  or	  the	  amount	  of	  sales	  in	  inbound	  

marketing.	  (Kubo,	  2014)For	  example,	  Company	  X	  have	  a	  point	  system	  where	  the	  col-‐

lected	  points	  are	  constantly	  monitored.	  After	  the	  prospect	  have	  collected	  enough	  

points	  according	  pre-‐defined	  criteria	  from	  their	  actions	  (e.g.	  subscribing	  the	  company	  

blog	  and	  downloading	  an	  e-‐book),	  they	  will	  be	  ignored	  or	  qualified	  from	  a	  Marketing	  

Qualified	  Lead	  to	  a	  Sales	  Qualified	  Lead	  and	  contacted	  by	  a	  sales	  representative.	  	  

4 Research	  Methodology	  

4.1 Data	  collection	  

Use	  of	  qualitative	  research	  method	  enabled	  search	  for	  patterns	  and	  diversity.	  It	  

brought	  out	  the	  examinees	  perceptions	  of	  situations	  and	  gave	  a	  chance	  to	  observe	  

the	  factors	  that	  influence	  their	  past	  and	  development.	  With	  qualitative	  methods	  

macro	  level	  information	  and	  especially	  their	  splitting	  can	  be	  observed	  better	  (Hirsjär-‐

vi	  &	  Hurme	  2010,	  26-‐27).	  	  Exploratory	  study	  is	  useful	  when	  clarifying	  of	  the	  problem	  

is	  needed	  and	  where	  the	  subject	  cannot	  be	  measured	  in	  quantitative	  manner	  and	  

objective	  is	  to	  understand	  the	  customer	  better.	  Furthermore,	  it	  is	  characteristic	  to	  

exploratory	  research	  that	  information	  needed	  is	  loosely	  designed.	  Here	  the	  goal	  was	  

to	  e.g.	  find	  challenges	  that	  are	  not	  measurable	  from	  the	  participant’s	  perspective.	  

The	  aim	  was	  to	  study	  “what	  is	  happening;	  to	  seek	  new	  insights;	  to	  ask	  questions	  and	  

assess	  phenomena	  in	  a	  new	  light”	  and	  use	  the	  information	  to	  content	  creation.	  

(Saunders,	  Lewis	  &	  Thornhill	  2009,	  140;	  Malhotra	  2012,	  86-‐87;	  Saunders,	  Lewis	  &	  

Thornhill	  2009,	  140).	  	  
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Interviews	  	  

One	  of	  the	  principal	  ways	  to	  conduct	  exploratory	  research	  is	  interviewing	  experts	  in	  

the	  subject	  (Saunders,	  Lewis	  &	  Thornhill	  2009,	  140).	  	  When	  the	  questions	  are	  open-‐

ended	  it	  requires	  respondents	  to	  give	  their	  extended	  answers	  in	  their	  own	  words.	  

Use	  of	  one-‐on-‐one	  in-‐depth	  interviews	  encouraged	  the	  respondents	  to	  talk	  in	  depth	  

of	  their	  opinions,	  feelings	  and	  reactions.	  (Adams	  &	  Brace	  2006,	  37-‐38,	  75,77).	  Here	  

the	  experts	  were	  the	  Company	  X’s	  current	  customers	  from	  four	  different	  fields	  of	  

businesses	  representing	  the	  buyer	  personas.	  The	  focus	  was	  in	  the	  quality	  of	  the	  in-‐

terviews	  that	  are	  highly	  linked	  to	  the	  qualities	  the	  respondent	  had	  in	  terms	  of	  rich-‐

ness	  of	  experience	  and	  the	  relevance	  of	  the	  experience	  to	  the	  study.	  (Malhotra	  et	  al.	  

2012,	  260)	  In-‐depth	  interview	  were	  semi-‐structured,	  direct	  and	  personal	  to	  uncover	  

underlying	  motivations,	  beliefs,	  attitudes	  and	  feelings	  of	  a	  topic.	  (Malhotra	  et	  al.	  

2012,	  254).	  Interviews	  enabled	  drawing	  as	  much	  information	  as	  possible	  from	  the	  

chosen	  respondents.	  Even	  though	  interviews	  were	  done	  with	  only	  small	  number	  of	  

customers,	  they	  provided	  important	  starting	  point	  for	  future	  actions.	  	  

The	  interview	  contained	  10	  open-‐ended	  questions	  based	  on	  the	  first	  round	  of	  inter-‐

views	  that	  the	  marketing	  department	  had	  used	  in	  March	  2013.	  The	  interview	  sched-‐

ule	  is	  included	  in	  Appendix	  1.	  The	  interviews	  were	  done	  on	  one-‐on-‐one	  basis	  and	  

were	  conducted	  through	  phone	  calls.	  Phone	  interviews	  were	  justified	  for	  many	  rea-‐

sons.	  They	  were	  economic	  and	  suitable	  for	  interviewees	  that	  were	  either	  busy,	  geo-‐

graphically	  far	  or	  both.	  Here	  the	  customers	  were	  scattered	  all	  over	  Finland	  and	  face-‐

to-‐face	  interviews	  would	  have	  been	  both	  time	  consuming	  and	  expensive	  to	  organize.	  

(Hirsjärvi	  &	  Hurme	  2010,	  64-‐65)	  The	  interviews	  were	  held	  between	  20th	  of	  May	  and	  

23th	  of	  June	  2015	  during	  normal	  office	  hours.	  	  

Following	  Malhotra’s	  (2005,	  437)	  interview	  structure	  the	  interview	  process	  was	  di-‐

vided	  in	  five	  steps.	  The	  first	  (1.)	  step	  was	  to	  make	  the	  Initial	  contact	  that	  results	  ei-‐

ther	  in	  cooperation	  or	  the	  loss	  of	  a	  potential	  respondent.	  The	  initial	  contact	  was	  

made	  by	  email	  as	  to	  “warn”	  the	  prospect	  companies	  and	  give	  the	  candidate,	  who	  

was	  the	  contact	  person	  in	  the	  database	  of	  Company	  X’s,	  time	  to	  think	  whether	  or	  not	  

to	  join	  the	  research.	  Also,	  sending	  emails	  with	  the	  same	  content	  was	  less	  time	  con-‐

suming	  than	  calling	  the	  candidates.	  The	  initial	  email	  is	  included	  in	  Appendix	  2.	  After	  
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the	  initial	  email	  contact	  the	  time	  for	  the	  actual	  interview	  was	  scheduled	  via	  phone	  

call	  and	  the	  candidates	  were	  shortly	  prepared	  for	  the	  upcoming	  interviews.	  If	  a	  can-‐

didate	  refused	  to	  participate,	  a	  new	  email	  to	  another	  candidate	  was	  sent	  to	  gather	  

the	  agreed	  number	  of	  interviews,	  which	  were	  12	  –	  16.	  	  Asking	  questions	  was	  the	  se-‐

cond	  (2.)	  step	  and	  the	  third	  (3.)	  step	  of	  probing	  was	  also	  used.	  Here	  probing	  was	  

used	  e.g.	  in	  cases	  in	  which	  the	  interviewee	  did	  not	  seem	  to	  fully	  understand	  the	  

question.	  Probing	  is	  an	  effective	  method	  to	  motivate	  the	  respondents	  to	  provide	  

relevant	  information	  and	  clarify	  their	  answers.	  Even	  a	  slight	  change	  in	  the	  wording,	  

manner	  or	  sequence	  can	  lead	  to	  distortion	  and	  bias	  and	  therefore	  probing	  is	  recom-‐

mended	  as	  it	  can	  elaborate,	  clarify	  or	  enlarge	  the	  answer.	  (Malhotra	  2005,	  437).	  The	  

Interviews	  were	  recorded,	  according	  the	  fourth	  (4.)	  step,	  with	  the	  help	  of	  two	  

smartphones	  in	  lack	  of	  better	  technology	  at	  hand.	  One	  phone	  was	  for	  the	  actual	  

phone	  call	  with	  the	  speaker	  on	  and	  the	  second	  smart	  phone	  for	  recording	  the	  call	  to	  

enable	  later	  transcribing.	  The	  negotiation	  rooms	  of	  Company	  X	  were	  used	  to	  enable	  

better	  concentration	  and	  to	  avoid	  extra	  background	  noise.	  The	  last	  (5.)	  step	  was	  to	  

terminate	  the	  interview.	  The	  recorded	  interviews	  were	  transcribed	  shortly	  after	  the	  

interviews	  to	  enable	  the	  analyzing.	  Transcribing	  was	  done	  outside	  the	  office	  hours.	  

The	  interviewees	  

Company	  X	  has	  more	  than	  4	  000	  existing	  customers.	  Interviews,	  loosely	  structured	  

conversations,	  were	  here	  drawn	  from	  the	  participants	  that	  represent	  some	  of	  the	  

four	  target	  groups	  defined	  earlier,	  the	  buyer	  personas.	  The	  interviewees	  were	  gath-‐

ered	  from	  the	  already	  constituted	  four	  buyer	  personas	  that	  exclude	  many	  of	  the	  cus-‐

tomers	  from	  the	  research.	  To	  narrow	  it	  down	  even	  more,	  the	  following	  criteria	  were	  

created	  to	  enable	  more	  precise	  statements	  from	  the	  suitable	  respondents.	  The	  suit-‐

able	  respondent	  should	  fit	  in	  the	  following	  requirements	  of:	  

• Has	  not	  been	  part	  of	  the	  first	  round	  of	  interviews	  in	  2013	  AND	  

• Has	  volunteered	  for	  Company	  X’s	  Customer	  panel	  OR	  

• Has	  otherwise	  communicated	  actively	  towards	  the	  company	  AND	  

• Is	  closely	  involved	  in	  this	  segment	  of	  the	  business	  
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Here,	  the	  selection	  of	  interviewees	  was	  relied	  on	  the	  author’s	  personal	  judgment.	  

The	  candidates	  were	  selected	  based	  on	  the	  accessibility	  and	  cooperativeness	  and	  on	  

the	  colleagues’	  recommendations	  to	  suit	  the	  research.	  The	  amount	  of	  interviewees	  

were	  agreed	  to	  be	  small	  but	  bigger	  than	  in	  the	  previous	  round	  in	  2013.	  It	  was	  also	  

agreed	  with	  the	  Marketing	  Manager	  of	  Company	  X	  that	  three	  to	  four	  participants	  

from	  each	  group	  are	  enough	  for	  the	  research.	  In	  total	  there	  were	  15	  participants.	  As	  

the	  time	  resource	  was	  limited	  the	  candidates	  were	  attempted	  to	  contact	  maximum	  

of	  four	  times	  via	  phone	  after	  the	  initial	  email	  was	  sent.	  If	  the	  candidate	  was	  not	  

reached,	  the	  next	  suitable	  candidate	  was	  contacted.	  The	  participants	  and	  the	  perso-‐

na	  demographics	  will	  be	  more	  closely	  introduced	  in	  the	  Appendix	  3.	  	  

4.2 Data	  analyses	  

The	  content	  analysis	  is	  a	  classical	  procedure	  to	  analyze	  textual	  material,	  here	  the	  

transcripts.	  The	  objective	  is	  to	  “reduce”	  the	  data,	  to	  simplify	  it	  by	  summarizing	  and	  

structuring	  the	  data.	  The	  unit	  of	  analysis	  may	  be	  words,	  themes,	  or	  topics.	  It	  can	  be	  

therefore	  even	  defined	  as	  a	  quantitative	  technique	  based	  on	  the	  classifying	  and	  

counting.	  (Malhotra	  et	  al.	  2012,	  307).	  Furthermore,	  when	  examining	  individual	  cases	  

the	  presence	  or	  absence	  of	  a	  theme	  may	  be	  measured.	  Going	  through	  the	  results	  

thematically	  was	  seen	  most	  applicable	  based	  on	  the	  research	  questions.	  Malhotra	  et	  

al.	  	  (2012,	  296)	  suggest	  that	  after	  qualitative	  data	  is	  assembled,	  it	  should	  be	  reduced	  

by	  first	  organizing	  and	  structuring	  the	  data	  and	  then	  putting	  some	  of	  the	  collected	  

data	  aside.	  This	  includes	  a	  process	  of	  coding	  the	  data.	  Coding	  is	  to	  break	  down	  the	  

data	  into	  discrete	  chunks	  by	  labels.	  Labels	  are	  created	  based	  on	  the	  pre-‐defined	  

themes	  of	  

• what	  is	  found	  best	  in	  the	  business	  the	  buyer	  personas	  are	  operating	  in	  

• what	  are	  the	  challenges	  the	  buyer	  personas	  are	  facing	  

• what	  are	  the	  perceptions	  about	  the	  future	  and	  internationalization	  

Here,	  broad	  labels	  from	  the	  initial	  reading	  were	  the	  following:	  best,	  challenge,	  future	  

and	  internationality.	  Labels	  were	  gathered	  from	  throughout	  the	  interviews.	  After,	  

the	  initial	  labels	  were	  examinated	  more	  carefully	  and	  chunked	  to	  even	  more	  precise	  

labels	  inside	  the	  personas	  when	  possible.	  (Malhotra	  et	  al.	  297-‐298)	  Common	  percep-‐
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tions	  throughout	  all	  the	  15	  respondents	  are	  here	  left	  aside	  as	  the	  purpose	  was	  to	  

find	  similarities	  inside	  each	  buyer	  persona.	  

5 Results	  

This	  chapter	  is	  conducted	  to	  introduce	  the	  results	  of	  the	  research.	  	  In	  this	  research	  

the	  results	  effects	  on	  the	  marketing	  material	  that	  will	  be	  produced	  in	  the	  future	  in	  

the	  forms	  of	  blog	  posts,	  e-‐books	  and	  even	  webinars.	  The	  nature	  of	  the	  research	  is	  to	  

feel	  the	  current	  business	  environment	  and	  look	  for	  the	  trends	  in	  the	  responses.	  The	  

results	  are	  introduced	  by	  the	  popularity	  inside	  each	  of	  the	  four	  buyer	  persona’s	  re-‐

sponses	  following	  suggestions	  of	  how	  to	  update	  the	  existing	  buyer	  personas.	  

5.1 Best	  issues	  in	  operating	  in	  the	  field	  

See	  Appendix	  4.	  

5.2 Perceptions	  of	  the	  challenges	  	  

See	  Appendix	  5.	  

5.3 Thoughts	  about	  the	  future	  and	  internationalization	  

See	  Appendix	  6.	  	  

5.4 Suggestions	  of	  the	  new	  buyer	  persona	  descriptions	  

See	  Appendix	  7.	  
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6 Conclusions	  	  

See	  Appendix	  8.	  

6.1 Reliability	  and	  validity	  

The	  reliability	  refers	  to	  the	  ability	  to	  give	  other	  than	  random	  results	  (Mäntyneva	  et.	  

Al,	  2003,	  34)	  and	  is	  easier	  to	  reach	  in	  quantitative	  research	  where	  sample	  size	  is	  large	  

and	  research	  is	  structured.	  Here,	  the	  conclusions	  and	  generalizations	  from	  the	  four	  

group’s	  issues	  were	  drawn	  based	  on	  qualitative	  research	  method	  and	  small	  amount	  

of	  interviews.	  The	  data	  obtained	  from	  the	  in-‐depth	  interviews	  can	  be	  difficult	  to	  ana-‐

lyse	  and	  interpret.	  The	  number	  of	  in-‐depth	  interviews	  tends	  to	  be	  few,	  as	  in	  this	  case	  

three	  to	  four	  per	  persona,	  due	  the	  length	  and	  lack	  of	  resources.	  The	  challenges	  of	  

phone	  interviews	  were	  the	  missing	  cues	  that	  offers	  context	  in	  the	  interview	  situation,	  

especially	  knowing	  if	  the	  interviewee	  has	  understand	  the	  question.	  (Hirsjärvi	  &	  Hur-‐

me	  2010,	  64-‐65)	  Additional	  observations	  add	  richness	  and	  multi-‐faceted	  analyses.	  

These	  potential	  interpretations	  were	  not	  possible	  as	  the	  interviews	  were	  conducted	  

via	  phone.	  (Mäntyneva	  et.	  Al,	  2003,	  34;	  Malhotra	  et	  al.	  2012,	  260)	  

All	  of	  the	  respondents	  were	  representing	  different	  fields	  of	  businesses	  and	  therefore	  

their	  issues	  varied	  a	  lot	  and	  the	  respondents’	  perceptions	  had	  impact	  on	  the	  results.	  

For	  this	  reason,	  same	  results	  cannot	  be	  replicated	  if	  the	  interviews	  would	  be	  repeat-‐

ed	  with	  different	  interviewees.	  However,	  this	  issue	  is	  general	  with	  small	  amount	  of	  

respondents	  and	  therefore	  cannot	  be	  seen	  as	  a	  challenge	  for	  only	  this	  research.	  

(Mäntyneva	  et	  al.	  2003,	  34-‐35)	  Triangulation,	  use	  of	  different	  data	  collection	  tech-‐

niques,	  is	  a	  process	  of	  validating	  data	  by	  comparing	  data	  (e.g.	  quantitative	  and	  quali-‐

tative)	  or	  methods	  (interviews	  and	  observations).	  For	  example,	  a	  further	  research	  to	  

study	  the	  generality	  of	  the	  now	  found	  issues	  could	  be	  useful	  to	  enable	  even	  better	  

understanding	  of	  the	  buyer	  personas.	  Validating	  the	  data	  could	  be	  done	  through	  

cross-‐verification	  with	  e.g.	  as	  a	  quantitative	  online-‐questionnaire.	  (Malhotra	  et.	  al	  

2012,	  304)	  	  
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Generating	  information	  that	  is	  both	  accurate	  and	  current	  is	  extremely	  difficult	  to	  

achieve	  especially	  in	  marketing	  research.	  This	  is	  partly	  due	  the	  complexity	  of	  the	  sub-‐

jects	  under	  the	  study,	  the	  context	  or	  environment	  in	  which	  the	  measurements	  are	  

taken	  and	  the	  skills	  required	  from	  the	  researcher	  to	  perform	  and	  interpret	  the	  meas-‐

urements.	  (Malhotra	  et	  al.	  2012,	  78-‐79).	  Also,	  some	  of	  the	  respondents	  interpreted	  

the	  questions	  in	  different	  way	  than	  it	  was	  meant	  to.	  In	  these	  cases,	  new	  round	  of	  

interviews	  with	  clarifying	  questions	  might	  have	  brought	  more	  accurate	  answers	  to	  

the	  question.	  In	  some	  cases	  it	  was	  possible	  that	  the	  speaker	  and	  some	  occasional	  

background	  noise	  had	  effect	  on	  respondents	  hearing	  and	  understanding	  the	  ques-‐

tions	  correctly.	  

As	  stated	  in	  chapter	  2.4,	  the	  more	  detailed	  the	  persona	  is,	  the	  easier	  it	  is	  to	  create	  

content	  for	  it.	  If	  the	  focus	  in	  this	  research	  would	  have	  been	  e.g.	  in	  two	  of	  the	  buyer	  

personas	  instead	  of	  all	  four,	  more	  insightful	  results	  might	  have	  been	  able	  to	  be	  cre-‐

ated.	  The	  questions	  in	  the	  interviews	  were	  following	  the	  same	  schedule	  as	  the	  inter-‐

views	  in	  2013.	  This	  was	  according	  the	  wishes	  of	  Company	  X.	  Generating	  more	  perso-‐

na-‐specific	  interview	  schedules	  could	  have	  brought	  even	  more	  insightful	  observa-‐

tions	  for	  each	  buyer	  persona.	  Hence,	  by	  using	  same	  questions	  it	  is	  possible	  to	  reflect	  

the	  results	  to	  the	  previous	  round	  to	  see	  the	  changes	  that	  has	  occurred	  within	  the	  

time	  period	  between	  the	  interviews.	  However,	  this	  comparison	  is	  not	  part	  of	  this	  

research	  and	  therefore	  it	  is	  impossible	  to	  know	  if	  this	  has	  any	  additional	  value.	  	  

Keeping	  buyer	  personas	  up	  to	  date	  is	  on-‐going	  process	  and	  here,	  as	  the	  business	  en-‐

vironment	  is	  under	  constant	  change,	  adding	  extra	  challenge	  to	  keep	  the	  buyer	  per-‐

sonas	  up	  to	  date.	  The	  data	  was	  collected	  during	  the	  summer	  2015	  but	  analyzed	  and	  

introduced	  to	  Company	  X	  in	  December	  2015.	  This	  might	  have	  caused	  some	  data	  be-‐

ing	  already	  dated	  as	  some	  challenges	  the	  customers	  were	  facing	  back	  in	  the	  summer	  

2015	  might	  have	  already	  been	  solved	  and	  new	  problems	  rose	  by	  the	  time	  the	  results	  

were	  introduced.	  	  
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6.2 Discussion	  

Marketing	  has	  been	  under	  a	  revolution	  for	  a	  decade	  as	  the	  customers	  keep	  changing	  

their	  (buying)	  behavior	  and	  many	  companies	  seem	  to	  struggle	  to	  keep	  up	  with	  the	  

pace.	  Also	  the	  relatively	  new	  inbound	  marketing	  method	  and	  its	  implementations	  

seem	  to	  be	  evolving	  fast	  with	  new	  terms	  and	  sub-‐methods	  constantly	  popping	  out	  

while	  writing	  this	  thesis.	  Inbound	  marketing	  strategy	  is	  an	  effective	  way	  to	  become	  

more	  customer-‐centric	  but	  implementing	  it	  successfully	  requires	  lot	  of	  persistence	  

and	  time.	  By	  offering	  relevant	  content	  it	  is	  possible	  to	  gain	  trust	  among	  the	  custom-‐

ers.	  But	  to	  be	  relevant	  and	  informational	  there	  is	  a	  need	  to	  know	  everything	  about	  

the	  customers	  from	  their	  language	  they	  speak	  to	  their	  buying	  processes	  and	  social	  

media	  channels	  they	  use.	  	  

Building	  buyer	  personas	  cannot	  be	  based	  on	  random	  act	  as	  Company	  X	  realized	  be-‐

fore	  conducting	  their	  first	  research	  in	  2013.	  Interviewing	  customers	  is	  time-‐

consuming	  but	  offers	  a	  lot	  of	  valuable	  information	  that	  cannot	  be	  gathered	  from	  an-‐

ywhere	  else.	  Understanding	  that	  the	  buyer	  persona	  is	  never	  “done”	  but	  evolve	  and	  

change	  just	  like	  a	  normal	  person	  is	  important.	  Therefore,	  implementing	  the	  inbound	  

marketing	  method	  is	  not	  a	  light	  decision	  but	  requires	  resources	  and	  engagement	  

from	  the	  whole	  company.	  On	  the	  other	  hand,	  borders	  between	  different	  depart-‐

ments	  are	  blurring	  and	  closer	  cooperation	  between	  departments	  is	  vital.	  This	  is	  espe-‐

cially	  true	  with	  marketing	  and	  sales	  departments	  and	  Hubspot	  (Hubspot	  Academy,	  

Class	  11)	  have	  created	  a	  new	  term	  to	  describe	  the	  phenomenon:	  smarketing.	  

It	  is	  still	  odd,	  that	  knowledge	  that	  a	  customer	  service	  has	  about	  the	  customers,	  are	  

not	  taken	  in	  a	  consideration	  more	  visibly	  in	  inbound	  marketing	  methodology.	  It	  is	  

interesting	  to	  see	  what	  the	  future	  of	  the	  inbound	  marketing	  method	  will	  be	  like	  and	  

what	  direction	  it	  will	  take.	  One	  thing	  is	  certain,	  though;	  the	  customers	  hold	  the	  pow-‐

er	  now	  and	  companies	  need	  to	  adjust	  to	  that	  to	  survive.	  	  	  
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