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[bookmark: _Toc422311258]Introduction


The market survey is going to be carried out in Finland, country where I’m studying for the year abroad. Finland is particularly interesting to work with, because it is located in Europe where we find similar ways of doing business than in France but customs and values of Finnish people are at the same time completely different.
Finland is located in the North of Europe, between Russia and Sweden. Its capital is Helsinki, on the south coast. With approximately 5,5 million inhabitants, it is one of the less populated country in Europe. Nevertheless, it is far from being an unattractive country. In 2015, it has been ranked at the 8th position of the country with the highest quality of life according to the Legatum Institute’s Prosperity. Finland distinguishes itself especially by its entrepreneurship, which is encouraged and promoted. Having a business is pretty easy. This ranking is also due to a good development in technologies and information, in addition to its education and political system. 
Finnish people are particularly concerned for the environment and it explains why almost all of them are completely involved in every activities related to its protection. The government also carried out many policies to protect the environment and encourages businesses turned towards sustainable development. It is one of the main reason explaining why I have chosen to work on the Belgian brand “Exki”, which also felt concerned for the same issues and it decided to base its entire business plan on these values. In my opinion, Exki may be attractive for the Finnish market, and it is what I’m going to demonstrate.
First, I will present the company and its concept. Afterwards, I will be interested in the consumers’ needs and tastes regarding alimentation, in addition to study the competition on this market. Finally, I will carry out a comprehensive marketing plan including all suitable data to make Exki’s principle correspond to Finland. 




I. [bookmark: _Toc421880677][bookmark: _Toc422311259]Presentation of Exki 

1) [bookmark: _Toc421880678][bookmark: _Toc422311260]The project launch
The birth of Exki occurred in 1999 in Belgium. Everything started when 3 friends and colleagues in love with good food decided to work together. They developed a concept both intelligent and rare, the one of a fast-food combined with quality and natural products as they wanted. This combination of “eat quickly but eat well” is quiet new and fast-food often have a quite bad reputation in everyone’s mind. Moreover, it is not only a question of quality. Exki is totally committed in sustainable development and has a real citizen approach.
This is how the first restaurant Exki opened on January 9th, 2001 in Brussels. Exki adopted a philosophy called “Re-think”, whose three missions are to guarantee good quality products for good recipes, to respect the health of people in addition to protect the environment. Thus, every Exki’s engagements and activities are performed around 4 clear foundations that we need to analyse in order to completely understand Exki’s concept:

2) [bookmark: _Toc421880679][bookmark: _Toc422311261]Re-think! Health 
The main engagement of Exki is health. It comes before anything else, and it is why the three creators insisted as much on it. More and more, they saw the development of a lot of junk food companies everywhere, both in their city and in Europe. Those products are only composed of grease and sugar and are harmful to health. Also, grocery stores used to offering products whose expiry date for consumption is often exceeded in order to reduce their costs. 
To deal with this situation, Exki decided to offer on the contrary only fresh products delivered each day in the morning. Most products are organic products, and according to the season nearly 30% of them are approved. For example, all breads are organic, as well as the “vegetables of the month”, dairy products or certain beverages and desserts. Moreover, Exki decided to be evaluated by the first organism of control and certification in organic agriculture, called Certisys. It is for them another way to prove the quality of products to customers. 
Most recipes are based on vegetables and respect the recommended daily amounts. Well-being goes through food balance, it is why it was important to offer a wide range of products which are all both tasty and healthy. Once again, Exki asked nutritionists to analyse all dishes so that to make sure they respect the principle of the food pyramid. And Exki didn’t stop here. After having all results from analyses, they offered customers a comprehensive extra service related to food balance. Called “the program EKiLIBRE”, it is a set of information enabling to maintain this food balance and to be aware of what you eat. In this way, you can have for each dish their nutritional value, including the food pyramid in addition to the composition of the dish, the ingredients in detail or the daily amounts. There is also at everybody’s disposal a personal “menu EKILIBRE” where each customer can choose and track the composition of his meal. You just have to enter your gender, your age and you even have a list with allergens. 
In this way, every customer can find a wide range of dishes: sandwiches, hot or cold dishes or “candies” with for example mousses, yogurts, pies, fruits, teas etc… All recipes have been created by Frank Fol, who is a famous cook in love with vegetables and fruits. He is particularly concerned for the quality of products offered to customers. Furthermore, Exki gives a great importance to the controls related to daily amounts and food safety with hygiene.

3) [bookmark: _Toc421880680][bookmark: _Toc422311262]Re-think! Work
Exki, it is also being focused on the work environment. The creators understood that a successful company is necessarily a company where employees are happy to work, within a good atmosphere. If projects might be launched, managers involve employees in the decision and they encourage them to participate in the decision making. 
There is even the “Exki Academy”, where employees are trained especially to work in Exki. Trainings are personalized, it depends on everyone’s needs. The purpose is to make the team evolve, both personally and technically. 
Exki also received the “diversity label” in 2010 for hiring people from all nationalities, ages or genders. 

4) [bookmark: _Toc421880681][bookmark: _Toc422311263]Re-think! Environment
The main characteristic of Exki’s business plan is probably this one. As we have already said, Exki’s purpose since its creation has been to adopt an approach fully environmentally-friendly. Its commitment makes it different from other fast-foods. Management is environmental at each stage, from the creation to the arrangement of restaurants, including also their exploitation and the products used. 
The equipment chosen by Exki for its restaurants consume energy as little as possible. And it is why Exki decided to measure its impact on the environment by calculating its ecological footprint. It was especially one of the first company in Europe doing it. The final purpose being to reduce it. So after measurements in 2008, Exki committed to reducing its footprint by 25% in 3 years. In 2011, results were more than satisfying and Exki even succeeded to reduce it of 29%. The company used for example green electricity, or more environmentally friendly plastic bags. It also encouraged employees to limit their energy consumption as much as possible. Thus, there is a reduction of the ecological footprint of 58% for gas and 91% for electricity between 2006 and 2010.
In all restaurants, most pieces of furniture come from FSC forests (Forest Steward Council), so that Exki’s furniture is at the same time durable and of good quality. Paper used is totally recycled. Moreover, all uniforms are partly composed of organic cotton from Fair Trade. Every materials are generally recycled after being used. In 2010, Exki decided to renovate the first floor of its first restaurant, and all materials placed were old and had been already used. 
Exki even plays with mobility to reduce Co2 emissions. For example, all restaurants are established near public transports so that both customers and employees are encouraged to use them. Logistics is optimized to reduce distances travelled by partners and suppliers. Moreover, Exki goes even further by doubling the premium granted to partners who use bike instead of cars. 
Another important issue for Exki is the reduction of trashes. For example, the company offers paper bags that can be reused to reach this goal. It also recycles all trashes and sorts them. 
Thus, all these contributions to the environment are part of Exki’s philosophy. Now, it has been 10 years that Exki is engaged in sustainable development. It has successfully developed little by little a community with eco-citizens, especially by putting in place an original card.
Indeed, Exki decided to develop a special loyalty card to encourage people to protect environment and to act like other eco-citizens. The purpose of this card is to reward people contributing to this cause, and it can be possible thanks to various means. In this way, all customers using for example their bike to move or reusing their paper bags can accumulate points which enable them to choose between a free breakfast, a snack or a soup.

5) [bookmark: _Toc421880682][bookmark: _Toc422311264]Re-think! Partnership
We have seen that Exki wants to offer only fresh and good products to customers. If it is possible, it’s especially thanks to the network of partners that the company has developed. Since Exki promoted actively sustainable development, its partners are necessarily acting to protect the environment too. 
They can be suppliers, recognized for the certified quality of their products which are often organic. Some of them are local producers working with Exki to provide fresh products every day. 
Other partnerships are for example labels like Max Havelaar, promoting and insuring Fair Trade with coffee. The latter struggles for good revenues for producers, who often don’t have any security. These coffees are also high quality ones, respecting at the same time the environment. Another partnership is for instance the one with WWF or Deloitte (helping to limit the ecological footprint)

6) [bookmark: _Toc421880683][bookmark: _Toc422311265]Exki in figures and nowadays
The company with the slogan “natural, fresh and ready” was immediately a success after its launch, especially for its new concept that attracted a lot of vegetarian people or people who were just fed up with junk food. 
It expanded quickly and new restaurants opened in Belgium and in other countries in Europe. Nowadays, there are more than 78 restaurants concentrated between Belgium (principally in Brussels where they are really well established), France (more than 18 in Paris), Italia, Luxembourg and the Netherlands. The success is such that Exki is now dreaming about conquering the United States. The first restaurant has been already established in Manhattan, and another has been set up in New York where other restaurants should opened soon. 
Other figures are impressive. The turnover achieved in 2014 exceeded 100 million euros. Even in 2011, they were already more than 50 000 customers per day in average. At this moment, also 525 people were working in Exki, mainly with a permanent contract.   






II. [bookmark: _Toc421880684][bookmark: _Toc422311266]Study of consumers’ needs	

The purpose is to study the customer’s needs and values in Finland so that we can understand why Exki would be suitable for the Finnish market.

1) [bookmark: _Toc421880685][bookmark: _Toc422311267]Eating habits
Eating customs have progressively changed year after year in Finland. These changes refer especially to the time that Finnish people allow themselves to eat or where they are used to eating.
Around three decades ago, eating out during their free time was something exceptional. Today, it is much more common that Finns take a sandwich or eat rapidly when they have their lunch break, instead of eating directly on their workplace or at home. In the streets or in shopping centres, fast-foods, kiosks… all eating places where you can stop and buy something have flourished. And it is not only in Finland, but in all countries worldwide. One of the main factor is especially the shortage of the time, and the fact that the more you take time to eat, the later you usually leave your work place. Even if most Finns still appreciate to eat at home (more than 60% of them do it all age group taken together according to a study of “Statistics Finland”), it remains too long for most of them to prepare a complete meal. Moreover, lunch break is nowadays partly used for other activities than only having lunch (picking up a book or object in a retail shop, buying products for the evening, doing shopping etc…). All these examples are part of the reasons explaining why people eat more and more quickly, even if Finns want to take their meal at home to maintain their customs. It also encourages the expansion of fast-foods, leveraging theses new trends. And Finland is no exception to the rule, with a fast-food market dominated by more than ten large chains such as the famous McDonalds and Burger King or even the largest Finnish fast-food chain called Hesburger (260 restaurants in 60 towns in Finland).
Nevertheless, Finnish people like a lot of others in the world are fed up with this junk-food as we said before. Most of them turn toward better products, healthier and especially tastier. Exki was born in Belgium for all these reasons, and Exki may established in Finland for the same ones. It is “the new face of fast-foods”: people can still find the same concept of quick serve restaurants, but this time they will find fresh and tasty products instead of hamburgers or pizzas. And as it is written on Exki’s slogan (“Ready”), meals can still be taken home at every moment of the day. Finns don’t need to prepare their meal home for a long time anymore, they can simply enjoy a good meal in only a few minutes.
2) [bookmark: _Toc421880686][bookmark: _Toc422311268]Attraction for organic and healthy products
In addition to the previous reasons, the Finnish market is becoming more and more interested in organic products. Overall, Europe is even the second largest market for organic foods according to the World of Organic Agriculture. Scandinavian countries are not big producers, but they are even so the biggest buyers in Europe. In 2008, organic products were already appreciated by Finnish consumers. But for a few days this demand have been growing still stronger, with a rise from 17% in 2008 to 22% in 2014. Nowadays, food trends continue to strengthen this rise. 
Finnish consumers have always been concerned for their health. They are influenced by their environment, by their habits. It is in Finland’s culture: people feel close to the abundant nature around them, and they particularly appreciate all healthy and relaxing activities. It is why they are especially keen to improve their life quality and to eat well, organic products being a guarantee of quality for them. It provides them a high level of satisfaction, for benefits on health as well as for the taste and the confidence they express to the products.
Exki’s products are totally appropriate for it. We have already seen in “Rethink! Health” that the entire concept of Exki is based on health. Their qualities is officially proved by agencies’ controls and certifications. Despite the wide range of products, all are tried out by nutritionists and enable to maintain a balanced nutrition, providing the required daily amounts. 
Nevertheless, there is also the question of percentages of vegetarians in Finland. Vegetarian were around 4% in Finland (figures in 2012 from the Finnish vegan society), which is an important percentage according to the total amount of people. Exki suits vegetarians particularly with almost half of the sandwiches and hot & cold dishes made specially for them. 
Likewise, a lot of people have intolerances in Finland. According to the Academy of Finland, gluten intolerances doubled from the 1980s to 2000 with already 1,5% of children and 2,7% of the elderly having gluten intolerances. But thanks to the health program put in place by Exki, people can easily know what the constitution of products is. For each product, detailed information are available including the allergens. With the personalized “Menu Ekilibre”, everybody can select beforehand if he/she has intolerances so that the website makes automatically a selection.




3) [bookmark: _Toc421880687][bookmark: _Toc422311269]Environmentally-friendly values 

We have seen just before the importance of nature for Finnish people. The government often implements policies whose purposes are to protect even more the environment in Finland. One of its goal is even to become “the most environmentally aware nation in the world”. Finns share the same values than the government.
Every day, they take actions that are environmentally-friendly. I have been living in Helsinki for 8 months now, and we feel the collective consciousness. Downtown and outside the city, people can cycling as much as they want thanks to an impressive amount of bicycle paths. All Finns pay attention to recycle their trashes, and to sort them. It is why they appreciate a lot when companies also adopt this environmental consciousness, especially concerning foreign companies.
We can hardly find a best example than Exki. We understood its commitment in sustainable development when we had studied “Rethink! Environment”, one of Exki’s foundation. Everything has been done in this sense: reducing its footprint, reusing pieces of furniture, recycling, premium for good behaviours… Exki is part of the European models related to sustainable development, and Finnish people would greatly like it. 
Exki would be even more a great success that there is the Green Card, rewarding environmentally-friendly behaviours such as using bike or recycling. Nearly all Finns do it. Thus, they would be even more incited to protect their nature in addition to earn an organic breakfast or snack for example. In other words, they would be rewarded for what they love to do.










III. [bookmark: _Toc421880688][bookmark: _Toc422311270]Competition analysis

Obviously, Exki would face competition in Finland’s food market. We identify three different important kinds of potential competitors: the department stores, the vegetarian restaurants and the fast-foods. However, most of them are not direct potential competitors but indirect competitors. 

1) [bookmark: _Toc421880689][bookmark: _Toc422311271]Department stores
Proportionally to the current rise of the Finns’ interest for organic products, most department stores made the decision to align themselves with this trend by dedicating one part of their stores to organic food. The best known department stores in Finland (and thus the main competitor) is the Kesko Corporation, representing 80% of the grocery market in 2012. 
 In this way, K-supermarkets (belonging to Kesko Corporation) offers a wide range of organic products called “Pirkka products”. All of them are declared coming from “around 150 companies throughout Finland” producing organic foods. Pirkka products want to be part of fresh, organic and fair-trade products in order to provide quality products to their customers. 
However, it remains completely different from Exki’s products. Here, people buy only organic products individually and make their own “healthy and tasty dishes” then at home. Nothing corresponding with dishes and sandwiches based on fresh and organic products, already prepared and ready to be eaten. Department stores are only indirect competitors.

2) [bookmark: _Toc421880690][bookmark: _Toc422311272]Vegetarian restaurants 
They could be a potential threat to Exki. Most of them offer at the same time fresh and organic products adapted to vegetarian. Indeed, people going there expect most of the time to get high quality products and different from conventional products. 
The first one is called “Juuri”. It is a well appreciated restaurant located in Helsinki, because they favour small producers for their organic food. By the bye, they have four values concerning ingredients; the 4 P’s: “Perfect Produces from Preferred Producers”. Tastes and seasonable flavours are put in the forefront. All these elements composed their advantages, in addition to their reputation and the fact it is opened all the week. But Juuri is a luxury restaurant with prices proportional to the quality. The main dishes are minimum at 16 euros for lunch and 28 euros for dinner. Obviously, this restaurant doesn’t attract the same clients than Exki. Customer base is people who can afford going to the restaurant and interested in organic food as well. 
The second one is “Zucchini”, also very popular among people in love with vegetarian food. Most dishes are adapted to people with intolerances (especially gluten-free dishes). Its main advantage is probably its visibility on internet, which has contributed to build its current reputation. Indeed, it is the first restaurant that people find when they look for a vegetarian restaurant in Helsinki on the famous website “Tripadvisor”. Overall, it is ranked 14th out of the 1066 restaurants registered for the city of Helsinki. Zucchini is also very well located. Near the railway station (in the city centre), the restaurant is easily accessible. Thus, it might be a competitor. However, it has weaknesses. There is no website, so it is impossible to find a menu beforehand and it constitutes an obstacle if people previously look on internet before making a decision. But the main weakness is the following one: Zucchini is closed the week-end, meaning that Finns have to go there during their breaks the working days. It remains a restaurant, and we have seen that most Finns don’t allow so much time to eat for lunch. So Zucchini is like Juuri and doesn’t reach the same customers, or is not the most suitable option for them. 

3) [bookmark: _Toc421880691][bookmark: _Toc422311273]“Good” fast-foods 
All fast-foods in Helsinki are not part of Exki’s competitive environment. Some of them, even really famous like Mc Donald or Burger King, may be linked to Exki because they have the same principle and are likely to attract the same kind of customers in a hurry. However, some fast-foods are especially close to the latter concerning the sort of food that they offer. It is why we have to take into consideration fast-foods turned towards good and healthy products.
One of them is called “Armas Pikaruokala”. First, it seems to be more a restaurant than a fast-food. But its own customers talk about it like that because they don’t wait for a while before being served and dishes look like the ones we can find in a traditional fast-food. 
All dishes are made of fresh organic ingredients and are used to cook traditional Finnish food, which already constitutes a difference with Exki. Another difference, and not insignificant, is that Armas is not as involved in respecting the environment as Exki. By the bye, we can’t see meaningful values concerning sustainable development. Prices are attractive, especially for organic products with prices mainly around 10 and 12 euros. But weaknesses are important too. Despite being well located (in one of the most frequented street of Helsinki), Armas is established in the basement of a department store. It leads to a little visibility from outside and only people looking for organic food, who have already been in the department store or who heard talk of it are aware of its existence.  Even a comment on a website comparing restaurants says “Tourists seem not to have discovered it yet”, revealing the lack of popularity. Moreover, their website has really few information when we select “English” concerning the language: consumers who aren’t natives don’t know anything neither about the values and interests of the restaurant, nor about the menu. Armas’ clientele is really limited and is not really dangerous for Exki.

Then, another potential competitor is « Pic-Nic ». One of its main strength is that Pic-Nic is already well established in Helsinki (20 fast-foods) and on the whole in Finland. It is especially present in a lot of shopping centres and has a wide visibility in the city. Pic-Nic may compete against Exki because of its system (also a fast-food) but especially for the products offered to customers. Indeed, they decided to bet on good quality products too. We can find in Pic-Nic a wide range of products such as meat, salads or sandwiches and it is why we can especially perceive this brand as a fast-food. However, Pic-Nic is more turned towards a café principle, as they mention themselves on their Facebook page. There are a lot of bakeries, smoothies or cakes in addition to all coffees or hot chocolates. All previous products mentioned before like sandwiches are not part of the main products that customers look for when they go to Pic-Nic, and it is what constitutes the main difference with Exki. Moreover, there is no special concern for the environment, like Armas. We can identify some weaknesses as well: products are good but not organic or for vegetarians. Likewise, it remains habitual food and Pic-Nic isn’t seen as an original brand. Its concept is classic, but prices are quite high (for example 10 euros for pastas or 8 euros for a warm sandwich). In this way, Pic-Nic is not positioned on the same market segment than Exki and is not really a threat to it. 
Finally, the last company operating in Helsinki is called “SIS. Deli + Café”. This is probably the main competitor of Exki, and we are going to understand it after several reasons. SIS was launched in 2008 and successfully expanded little by little. Nowadays, SIS is quite known and has 5 restaurants in the centre or around. The purpose of SIS is, like Exki, to offer a wide range of products which are fresh and organic. Moreover, they have nearly the same slogan than Exki with “Tasty, Fresh, Healthy & Easy”, which recalls us the “Fresh, Natural & Easy”. They also want to provide good products to take away quickly, and thus SIS may be categorized as a fast-food. Products are from local producers in Finland. And like Exki, they share ecological values. Afterwards, we could think that SIS is really a serious threat to Exki. Nevertheless, SIS’s principle is not similar to the one of Pic-Nic. As mentioned in its name, their first objective is to develop themselves as a café with especially coffees, hot chocolates or bakeries. Fresh food such as organic sandwiches tends to be more products in the background, as a complement to the previous ones. Thus, “SIS. Deli + Café” can be classified as an indirect competitor to Exki and not as a direct one. 

To conclude about Exki’s potential competitive environment, we can say that some players on the market tend to approach Exki in its concept and offer. However, all of them have differences which make them belonging to a different market segment or they are just not a threat to Exki. 

[bookmark: _Toc421880692][bookmark: _Toc422311274]V) 		Marketing strategy 

1) [bookmark: _Toc421880693][bookmark: _Toc422311275]Business Model 
We can use the Business Model Canvas, a simple and clear model which enables us to fully understand Exki’s strategy in a first phase and then to focus on our marketing strategy.

· Key partners: Exki’s key partners are all suppliers sharing the same values for quality organic products and which provide to Exki the best products. Partners can be also labels certifying once again the quality but also fair trade. All partners have a common interest towards protecting the environment and sustainable development
· Key activities:  Exki’s value proposition requires different key activities such as a solid business model based on 4 founding principles: the sale of fresh and organic products available quickly, accompanied by a healthy program, a good working atmosphere with trained employees specially for Exki, solid partnerships and an overall environmentally friendly activity.  
· Value proposition: Exki’s value proposition is to offer exclusively high-quality products. The latter are at the same time fresh, organic and easily accessible. Exki also satisfies vegetarians and people with intolerances. The purpose is to offer tasty products supporting a healthy diet. Exki acts to protect the nature and raises awareness among people to this cause.
· Customer relationships: Exki wants to maintain close relationships with its customers. It also rewards customers adopting an environmentally friendly behaviour with the Green card. Exki and consumers are in contact with news-letters and emails. It is a real community sharing mutual values.
· Customer segment: Most important customers are especially the ones living in the city, with regular and quite good revenues, adults (thirty-year-old or older), especially women and with a concern for the environment and good products.
· Key resource: The most important resources are high quality products, fresh, organic and respecting the environment.
· Distribution channel: Products are offered directly in the restaurants where customers can either stay or take away their meal.
· Cost structure: Exki’s main costs are related to the products first, which are expensive to deliver but also to obtain (for their quality). Then costs linked to the establishment in a foreign country are quite high. Additional costs are related to the personnel and their training (Exki has its own academy) but also to marketing and sales (communication, wrappings etc…).
· Revenue stream: Exki’s revenues come from the sale of organic products in the restaurants.

2) [bookmark: _Toc421880694][bookmark: _Toc422311276]Necessary modifications 
In addition to the following Marketing-Mix, a few modifications are needed to completely fit the Finnish market, a bit different from the Belgian or French market.
The first change to which we always think could have been the name of the brand. Sometimes, it is necessary to adapt it to the country where the brand will operate. But in our case, the name is “Exki” and refers to the French adjective “Exquis”, meaning delicious or outstanding. Moreover, French language is often a proof of quality and this may be profitable to Exki. Moreover, it would be even more important that France is especially known for the quality of its cuisine and here Exki wants to offer high quality products. Thus, there is a potential positive impact on Finnish people who may trust products with this imprint. 
An important change is opening hours. It doesn’t seem so important, but this factor might be important in Finland. Indeed, it is necessary not to provide services only for lunch but also for dinner. And most restaurants in Belgium or in France are opened until six. For example, Finnish people would appreciate to have dinner in Exki and to try new hot dishes, even if dinner won’t be the time of day that Exki has to focus on (an important proportion of Finns prefer to eat home for dinner, like a lot of people would do worldwide). Moreover, it would be an opportunity to differentiate from potential competitors such as the ones we have seen before. For instance, “SIS. Deli + Café” which can indirectly compete with Exki is generally opened until six as well. But Finnish people tend to eat around six, so it would be impossible for them to have dinner in Exki. It is why widening the schedules would be a good idea, for example until eight. No need to stay opened until nine or ten like other fast-foods such as MacDonald, Exki’s clientele wouldn’t be interested. Likewise, being opened during the week-end can be a good opportunity. It is at this moment that people have more time to dedicate to meals, and thus they are likely to go to restaurants. But for instance the restaurant “Zucchini” offering buffets is closed during the week-end. As before with dinners, Exki may attract additional consumers by widening its opening hours to the week-end (some Exkis in France and Belgium being already opened at that time).
Obviously, we have to study the Finn´s tastes for food which are different from the ones in Belgium or France, even if the Finnish cuisine is influenced by its Western European neighbours. First, we can easily guess that seafood occupies an important place in dishes. But in Exki´s menu, fish is not so represented with only one sandwich with smoked salmon and one salad with crayfishes. Thus, Exki could for example add one or two specialities such as the “Vendace”, a fish served fried and salted with usually mashed potatoes. It is not complicated and expensive, and it may be served with the other hot dishes which are pastas and chicken (enabling also to widen the range of hot dishes). With respect to sandwiches, some of them are already composed of beef and chicken. It is a good thing because a lot of Finns like it and both are part of the widely eaten meats in Finland. There is one possible important change. In Finland, bread is in every meal and a lot of varieties of breads are available. In Exki, bread is already offered such as organic bread for baguettes (in “sandwiches”) specially prepared on site every day. But it would be a good idea to offer breads individually too, like a side dish to the other dishes. The most popular are rye bread which is unsweetened (“ruisleipä”) or a dark and crispy rye flatbread (“näkkileipä”). Moreover, even if Exki is not supposed to be a café, we have to take into account that Finns are the world´s heaviest coffee consumers in the world. They love drinking one after their meal. It is why Exki may offer a wide range of organic coffees in its restaurants in Finland, it would be definitely appreciated. However, Exki´s menu is already appropriated to the Finnish market and especially to the targeted consumers. For instance in cold dishes, there is a huge choice of salads like “small salads”, “duo salads” or “big salads”. Mainly all of the 13 salads offered are even organic. It totally corresponds to the expectations of consumers in Finland and especially to the women going to Exki to find healthy and tasty products. Likewise, milk products are extremely popular in Finland such as yogurts. In Exki´s sweets, we can find 5 different kinds of Bio Yogurts with several tastes (strawberry, apricot…) in addition to one big and one small yogurt 0%. There are perfect options for Finland. There is also a large choice of pies, mousses and other pastries that Finnish people appreciate for dessert. Thus, changes in the menu remain really feasible. 
There is no need to change the interior or exterior decoration of Exki, which already fits the Finn´s tastes. They can find a restaurant totally in agreement with its values, turned toward nature. The restaurant also gives off a peaceful and good atmosphere, exactly what people would look for if they go to this kind of restaurant. 
In this way, changes are on the whole limited due to the good match of Exki with the Finnish market.

3) [bookmark: _Toc421880695][bookmark: _Toc422311277]Targeted city 
We have to choose one or several cities for the arrangement of Exki in Finland. And the target city would be only Helsinki. The first reason is the most evident one: Helsinki is the largest city of the country with more than 600 000 inhabitants, without the suburb (Helsinki + suburb representing approximately 26% of the entire population).
It is the city which is the most adapted to Exki because it is potentially where Exki can reach the most customers. There is already a large “network” of fast-foods and restaurants dispersed everywhere, meaning that people are used to it and sometimes eat there as we have seen previously. Exki would be the change needed in this network and would easily find its place. 
Likewise, people interested in Exki are not indifferent to the environment. All people in Helsinki have a close contact with nature. Not only because they do environmentally-friendly actions but also because nature is everywhere. There are lacks downtown, a large harbour and we also have the possibility to go hiking and to get lost in the nature at one hour from the city centre. Thus, people in Helsinki fit Exki’s clientele. 

4) [bookmark: _Toc421880696][bookmark: _Toc422311278]Targeted consumers 
In the Business Model Canvas, we determined the population targeted in Finland “customers living in the city, with regular and quite good revenues, adults (thirty-year-old or older), especially women and with a concern for the environment and good products. We are going to justify this precise segment. 
The first criteria are linked together. We know now what products Exki sells: organic products guaranteeing high quality and freshness. However, this kind of products are quite expensive especially because of their quality and the previous strict selection needed (meaning sometimes that products come from the other part of the world, and we have to think about shipments). In other words, Exki’s clientele is not the same than other fast-foods, targeting especially young consumers. Actually, it is the opposite. Targeted consumers here are people who can afford paying products more expensive to get quality and to eat healthy. Prices are from 8€ to 20€, not all consumers can pay it for a sandwich or a hot/cold dish at lunch. Likewise, young population (for this market between 15 to 29 years old) are not as interested in the environment as thirty-year-old or older people. Moreover, it is especially the latter who have more comfort. 
All these criteria perfectly correspond to the population of Helsinki. According to “Helsinki Region” statistics, GDP per capita was 49,450 euros in Helsinki region in 2012 (almost 50,000 euros) while GDP per capita on the whole in Finland was 36,770 euros. The difference is huge, and shows that people in Helsinki have more financial means than anywhere else in the country. Moreover, most of the population is over 30 years old in Helsinki and is thus part of our target. In July 2014, the median age was even 43.2 years old, with 38.1% of 25-54 years old and 14.2% of 55-64% years old. The 0-14 represented only 15.8% of the population.
It is also written in the target “especially women”, and there is a good reason to that. Actually, women show a stronger interest in buying organic foods than men. Usually, women are few marketed by fast-foods because they are used to consuming only salads or small dishes that don’t make so much money. They are rigorous, especially towards the quality of the products. They want to eat healthy, natural products which are the opposite of junk food. More and more, they require highest quality products such as organic products. It is why they constitute an important part of our target. 

5) [bookmark: _Toc421880697][bookmark: _Toc422311279]Positioning 
We also have to include Exki’s positioning in our marketing strategy. 
Exki belongs to a niche market, meaning that a precise segment of customers is targeted as we have seen above. According to customers’ point of view, Exki is a new concept of fast-food offering organic and fresh products, in addition to have a particular interest in the environment and its protection. 
Exki differentiates itself from competitors thanks to these values. Products highly satisfy one part of consumers because Exki bets on quality and health. Products can also satisfy a wider range of consumers interested in discovering something new or who would like to switch their diet habits for a healthier diet, more balanced. Exki has a real added-value compared to the other competitors. The environmentally aspect of Exki contributes to make this brand even more different in consumer’s minds. 




6) [bookmark: _Toc421880698][bookmark: _Toc422311280]Marketing-Mix
In any business plan, we need to define a clear marketing mix. All results depend on it, because as we already know products need to fit customer’s needs in addition to be at the right price, place and time. Thus, we are going to see the last elements of our project.

[bookmark: _Toc422311281]Product 
If Exki makes the difference in Europe and could makes the difference in Finland, it is especially thanks to the products sold. We have seen that in our country people are more and more turned towards organic products respecting their diet. We have also seen that a lot of products from Exki satisfy local needs, but we could improve it even more by adding to the menu seafood, a few hot dishes or bread individually (see “Necessary modifications”). 	

However, except this diversification products should continue to be organic and delivered every mornings to ensure their freshness that people appreciate so much and are looking for. We also expect that Finns experience their meals as a new experience, finding again or discovering food prepared quickly but which is tasty. 	

Likewise, we could have an added-value to our products. Not complicated to get, and Finns would appreciate it a lot. For a few raw materials used for the preparation of dishes, we could contact local producers near Helsinki. For example, the company called Kieku which produces good and healthy eggs, whose production volume is also 30% of the total production in Finland.	

[bookmark: _Toc422311282]Place
For this market report, I decided to conduct a survey which would help us to make our decisions for the marketing mix. In this way, I asked as a first question “How long do you approximately take to have lunch?”, and 75% of the respondents answered the minimum possible: 30 minutes or less. This result is compatible with our analysis about “Eating habits” in Finland (see the customer analysis). Thus, it is logical that 62.5% declared that the proximity of an eating place such as Exki would be important in their decision to eat there. 	
In this way, the first Exki fast foods should be established around the railway station which refers to the centre where most workers are, and where they are most of our targets. Finns would easily reach Exki and wouldn’t spend a lot of time to look for an Exki or another restaurant further. 	

Then, a strategic choice would be to develop the brand outside this circle, especially in the area called Kallio which is a dynamic area of Helsinki, in expansion and more and more attractive and where other fast foods and restaurants are not as established as downtown. After studying the future results of our activity, it would be even interesting to set up a few fast foods in the largest cities in Finland such as Turku and Tampere where customers are similar. 

[bookmark: _Toc422311283]Price
The price is very important and especially a delicate data in our case. As we said in the definition of our targeted customers, the quality of the products offered by Exki also leads to relatively high prices that everybody cannot afford paying. In Belgium or France, prices at Exki are between 6 and 20 euros according to the dish but fit well to our target. 	

Indeed, the latter are part of the consumers that are willing to pay a premium price to get healthy products. In my survey, I asked “Why do you choose organic products”, and 75% of the respondents answered they do it especially to get healthy products. Likewise, 85,71% buy organic products for their quality. For some of them, the premium price is also a way to justify and to guarantee the high quality of organic products, signalling its value. However, these extra costs for customers have a limit that doesn’t have to be reached, but which is not clearly identified. Prices too high can discourage customers, even the ones partly included in our target. It is why we are going to maintain all prices below 20 euros. We will keep the same price range already set.	

We can also have an indicator of the customer’s satisfaction in Brussels and Paris by checking out on Tripadvisor. In both cities, the final grade out of 5 is comprised between 4 and 5. A lot of comments point out high prices, but once again most customers are also willing to pay more because it is really good products. Likewise, these prices in Finland would be even more affordable compared to France and Belgium, if we have a look on the world ranking about the average monthly salary (2014). While it is at 3,479$ in France and 3,749$ in Belgium, the AMS in Finland is at 3,911$. Thus, this price range is quite well adapted to the local market.




[bookmark: _Toc422311284]Communication
There are a lot of things to communicate to Finnish customers.	 
First, we have to talk about the products themselves which are one of the foundation of Exki’s concept. To attract customers after the launch of the brand, they have to be aware of what is offered and why it could be beneficial. The importance of organic and good products has to be highlighted as much as possible, thus people would understand that Exki’s products are different from other fast foods. At the same time, talking about quality may justify higher prices and convince customers to pay a bit more to get them. 
However, there is especially one issue which has to be settled quickly. Indeed, according to Hill and Lynchehaun, the second biggest barrier to purchase after the price is an inappropriate knowledge of organic food. Indeed, a lot of people know relatively few things about those products and the consequences are that they are not willing to buy them. And it makes sense: if people are not aware of the benefits of organic food, of their quality or of their contribution in the protection of the environment, they will be less pushed to buy them especially because of the price. I wasn’t totally sure of this result, so I decided to put one question related to that in my survey. I asked “How well do you think you know organic food”, and it is probably the question with the highest differences concerning answers: 25% answered “A little bit”, 25% “Averagely”, 25% “Well” and 25% “Very well”. In other words, people are not so well informed about organic products and it is why we have to communicate around it too. 
Another point, really important, is once again the proximity of the fast foods Exki. People have to know that they are easily reachable and they are free to choose to eat in the restaurant in a peaceful atmosphere or to take away, if they are in a hurry. It is about the “practical” side. An appropriate slogan to that could be “The high and fresh quality products that you deserve, even in busy moments”, reflecting our values and their expectations. 	
Finally, the last important point to communicate is another foundation of Exki, the environment. This notion is widely shared in Finland, another proof is their answer in my survey. To the question “How much do you care of the environment”, 25% of the respondents think it is “Important”, and 62,5% answered “Really important”. In this way, we can talk about Exki’s contribution to protect the environment and what has been put in place to achieve their objectives. Furthermore, we can mention the “Green Card” with the benefits for customers if they perform environmentally-friendly activities or tasks. 	

About means used for our communication, it would be better to start with advertising on internet: on Exki’s website (where they are all information) and on social networks. The purpose of the latter is to make the brand generally known in Finland. Then, advertise by using billboard and TV would be interesting in order to reach older people who don’t necessarily have an access to social networks. Finally, we could offer newsletters to people interesting in the last products or in opening of new fast foods in Finland. 























VI. [bookmark: _Toc421880699][bookmark: _Toc422311285]Conclusion:

To conclude, there is no doubt that Exki would be well adapted to the Finnish market. After studying the expectations of local consumers, we have seen that they are particularly interested in healthy and tasty products, in the environment and they don’t have so much time to eat. Exki’s concept totally fits their needs.	 

Then, we have seen that they are competitors on the market (restaurants, fast-foods…) but all of them are part of indirect competition. Thus, they are not a threat to Exki.
It is important to overcome the potential barriers to purchase, which are the price and the lack of knowledge. With a good communication plan as established, Exki would manage to attract Finnish customers and especially the targeted ones. Only a few changes are necessary to achieve our goals.	

In other words, Exki has the advantages of a fast-food (save time, easy to find…) without the drawbacks (junk food, unbalanced and harmful to health). Their environmentally-friendly actions, their working atmosphere and their training program are added-values contributing to reinforce Exki. Customers only benefit from fresh and quality products that they can take whenever they want during the day. This is the key of Exki’s success. Exki would be much more than a fast-food for Finnish consumers. It is a fast-food adapted to the issues and requirements of today and tomorrow in Finland.
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VIII. [bookmark: _Toc421880700][bookmark: _Toc422311287]Annexes

In order to get more data and to improve the content of my report, I have conducted a survey on the website “Kwiksurvey” enabling to carry out free and simple surveys with all results analysed. 
Here is the list of the questions:
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Market Survey

“The purpose of this survey is only academic and alresuls aim for carrying out a market survey about establshing a new concept of fast-food i Fnland.

Allansuiers are anonymous and won be reuse for any ofher objective.

Personal information

1 Do you live in Finland ?

Yes

No

2 What is your gender ?

Male

Female

3 How old are you ?

1824
253
3544
55t

55 orokder
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4 How long do you take to have lunch (approximately) ?

30 minutes orless
30 min- 1 hour
4 hour- 1 hour and a hatt

More than 1 hour and a half

5 Is the proximity of a restaurant/fast-food/canteen important in your decision to eat there ?

Yes
No

1 alvays eat at home.

Environment / Sustainable development

6 How much do you care of the environment ?

From 1105 stars *hkkk

7 I your opinion, does an environmentally-friendly restaurant have an added value compared to the
other restaurants ?

Yes

No
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Organic food

10

How well do you think you know organic food ?

© Amost nothing
© Alttebit

© Averagely

o wer

© Veyywel

How often do you buy organic products ?

© Severaltimes aweek
© Once aveek

© Once amonth

© Fewtimes ayear

© Never

Why do you choose organic products ? (If you buy some)

Protectig the envionment
Heathy products
Cualty products

Ethical easons

FhAAk
kA
iAok
Ak
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11 Are you willng to pay a premium price for organic food ?

Yes

No

12 Do you think higher prices for this kind of products are a guarantee of quality ?

Yes
No

Not alvays

The new concept

13 1f 1 talk to you about a totally environmentally-friendly fast-food offering only fresh and organic
products, how much you would be interested in discovering it ?

From 1105 stars *hkhk

14 Do you think you could be a regular consumer of this kind of restaurant ?

Yes

No
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Additional question
15 Do you know the Belgian brand called "Exki" ?

Yes

No

Thank you for your participation !
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