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EXECUTIVE SUMMARY

Evorsa is a small scale Dutch organization specialized in organizing personnel events. Although, the company has been on the market for seven years already, it seems that the firm is not moving forward. Through the years, Evorsa has managed to build up a solid image of itself as a winter activities expert in The Hague, thanks to many successful personnel events and projects organized for the community. However, the company is not very popular among its target audience as  a summer activities organizer. Therefore, the aim of this paper is to find the best solution for Evorsa to become more attractive to its clients, especially during the summer period and consequently increase the sales. 

After analyzing the most vital aspects of Evorsa by means of desk research, an interview with the owner and a survey conducted among the company’s clients, it became clear where the company’s weaknesses lie, and what communication challenges it currently faces. The gaps that diminish Evorsa’s chances to be more successful in its performance as a company are: lack of a clear communication strategy and underrating available communication tools. 

Without proper promotion, it would be very hard for Evorsa to get its target group familiar with the products, and to stimulate and convince them to buy. Therefore, detailed recommendations including objectives, strategy and tools have been presented. In order to promote itself and its products more effectively and gain more clients, Evorsa should firstly create knowledge among its target audience and inform them about its new (summer) activities, using the right tactics. It could, consequently increase interest in Evorsa and its products. Another important aspect Evorsa should focus on, is to improve its dialogue with the clients, which can eventually contribute to generating positive word-of- mouth. To support these strategies and achieve its goals, Evorsa should make use of the right communication tools, which include: advertising, direct marketing, e-marketing and word-of-mouth. 

Taking into consideration the huge competition, fast changing trends and consumer expectations, Evorsa should make a big effort in order to maintain its good position within the personnel events market. For this reason, it is strongly recommended to plan its activities very carefully and not underestimate promotional activities which are essential to attract people’s attention and win over new customers.
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INTRODUCTION
This report has been written for the events organizing company Evorsa, situated in The Hague, The Netherlands. The aim of this assignment is to create a marketing communications plan with as purpose to help the organization promote itself and its products more effectively, especially its new summer activities. To make it successful and realistic, a thorough investigation should be done in the field of the corporate events market in The Netherlands and especially in the region of The Hague. Moreover, Evorsa itself and its target group should be analyzed in order to find the most suitable solution for the company. 

Evorsa is a small company specialized in organizing team building personnel events. At this moment the firm offers its clients various sports clinics, packages and other sporting activities. Moreover, every year the company organizes a skating rink event for the community of The Hague and its surroundings. There are also other projects running, for example the organization of sporting activities in  multicultural districts and The Skating School Dordrecht. Evorsa is an expert in organizing sporting activities, especially on ice, and therefore the winter season is very busy and productive. On the other hand, the summer season is quiet and not very successful. During the winter months Evorsa organizes, on average, 40 corporate events within one month, in comparison to the summer period where only about eight activities are arranged by the company during the same period of time (Evorsa, 2009).
Recently, the company has been working on the new packages and workshops that have been added to its summer products offer (some of the new activities can be booked in the winter months as well) . By broadening its activities list, Evorsa hopes to gain more interest from clients, as well as to attract and surprise them with brand new, diverse products. In writing this thesis, the aim is to find out how Evorsa can attract more customers, in particular during the summer period, and what opportunities there are to help the company become more attractive to its target group. Therefore, the central question of this research report is:

“How can Evorsa best promote itself and its products (workshops and packages) in order to attract more customers, especially during the  summer season?” 

In order to answer the main question, a few sub questions should be answered as well:

1.  What are the new trends in the event branch in The Netherlands?

2. Who are Evorsa’s biggest competitors and what are their advantages?

3. Which characteristics does Evorsa’s target group have?

4. Is Evorsa’s website successful? Is there enough space for the summer season offers?

5. What kind of promotional activities are currently being used by Evorsa?

6.  What are Evorsa’s communication objectives?

7. Which communication/marketing tools would be the most suitable for Evorsa?

To find the answers to these questions, the following research methods will be used: 
· Desk research: by using the internet, books and other publications the current situation of the Dutch event market will be researched and evaluated 
· Interview with the owner of Evorsa and conversations with its employees will be conducted to gain primary data and learn more about the company and its issues

· A survey will be conducted among clients and ex-clients of the company in order to find out how people would like to be approached by Evorsa.

This final report is divided into a few main parts. The first chapter will give an internal description of Evorsa together with its mission, vision, objectives, and products as well as an analysis of the current situation. Its external condition will be defined in the second chapter  and special attention will be paid to the Dutch personnel events market, field of forces and Evorsa’s competitors. Moreover, the target group of the company will be described. The third chapter discusses the theoretical framework of the SOSTAC plan and Evorsa’s current promotional strategy. The results and an analysis of the survey conducted among the company’s target group, can be found in chapter four of this report. The last part of this work will provide a description, an analysis and a conclusion of all findings and results. Furthermore, in the fifth chapter detailed recommendations and suggestions will be given in the form of a marketing communications plan based on the SOSTAC structure. In addition, the last chapter of this report will, of course, answer the question: 
“How can Evorsa best promote itself and its products (workshops and packages) in order to attract more customers, especially during the summer season?

CHAPTER 1: INTERNAL ANALYSIS

In this chapter Evorsa, together with its mission, vision and organizational objectives will be described and analyzed. Moreover, attention will be given to the company’s products and the current situation. This knowledge is essential to a better understanding of its needs and in defining the core problem. The first chapter will be based on the information acquired during a personal interview with Kristoff van den Broeck (the company’s owner),  Evorsa’s website and the writer’s own reflections and observations. 
1.1.Evorsa
EVORSA stands for: Events Organization Sport Activities and is a small-scale Dutch company specialized in organizing personnel sporting events. Kristoff van den Broeck, the owner and originator of Evorsa, spent many years playing in professional ice – hockey teams in Belgium and The Netherlands. In 2001 he established the company under the  name of Evorsa and introduced the first two products, namely: curling and an ice hockey clinic (van den Broeck, personal interview, December 2008). Currently, Evorsa is mainly focused on arranging sports activities on ice such as: ice games, ice hockey clinics, curling and skiing or snowboard clinics. Through the years Evorsa has strengthened its image as the winter sports activities expert in The Hague but despite its broad summer offer the company still faces difficulties in convincing people about its attractiveness as the summer activities provider. 

1.2. Organizational structure and personnel

The organizational structure relates to the hierarchy and relationships in an organization. The way in which employees communicate with each other depends on that organizational hierarchy (Vos, Schoemaker, 2005, p.85). Evorsa does not have a clear hierarchical division, however, some characteristics of a flat (horizontal) organization structure can be noticed. The horizontal structure relates to the communication between people, working on the same level in the organization, and is very common among small businesses (Vos, Schoemaker, 2005). This situation has many advantages such as: minimal bureaucracy, easier communication flow between the employees and a pleasant and relaxed working sphere. Furthermore, Evorsa can be characterized as having a very informal company culture and communication between its personnel which contributes to a pleasant atmosphere at the workplace, which in turn motivates employees and reduces stress related to the job. 
The structure of Evorsa is very simple considering the small number of employees and a lack of internal departments. The personnel of the company can be divided into: “office workers” and on-call “field workers”. There are only two regular office workers at Evorsa: Kristoff van den Broeck who is the owner and founder of the company and Thomas ter Haar who actually manages the most crucial issues of the firm. Each year, Evorsa provides an internship for a student or students and there are also several on-call “field employees” who work as sports instructors during the events. During the  busy period, for example before Christmas, office workers are also active at  the events where they assist and instruct the guests about the activities. According to Kristoff, it is very important to have  personal contact with the customers in order to determine their preferences and expectations which consequently leads to improving the company itself as well as its offers (Evorsa, Team, 2006). 
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Figure 1: Hierarchical structure within Evorsa (office employees)

Each employee of Evorsa is in charge of  a particular project or projects which involves searching for the best solutions, negotiating with the clients and naturally, making decisions. This situation can often be very challenging for the employees because it gives them a lot of freedom in decision making as well as in the way of proceeding. On the other hand, especially for the interns, this structure can be very stressful taking into consideration the limited supervision. Kristoff, the owner of Evorsa, is not always present at the office thus he cannot control all the steps taken by them. This form of leadership can be described as delegating and is characterized by little control and little support. In this situation a lot is left to the employees (Vos, Schoemaker, 2005, p.90). Absence of a clearly defined organizational structure and appointed manager, who could lead and supervise all the projects, result in conflicts between employees and causes a lack of internal coherence and uniformity within the company..  
1.3. Mission, vision and objectives

Evorsa does not have a clearly defined mission statement. However, it can be noticed that the company’s purpose is to provide its customers with pleasure, recreation and adventure during the events. The company encourages people to spend their free time actively and promotes sport and a healthy way of live. Kristoff and Thomas, both employees of Evorsa, spent years playing in professional ice hockey teams thus they always keep a sporty spirit during the events. 

The vision is undefined as well. Nevertheless, the main goal of Evorsa is to become the biggest provider of winter sports activities in the region of  south Holland and at the same time offer its customers a wide range of different activities the whole year round, not only in the winter. Therefore Evorsa’s main organizational objectives are as follows: 

· Increase the number of clients in the summer season and make the summer period just as  profitable as the winter season
· Become the biggest winter sport personnel events provider  in the region of The Hague

· Keep customers satisfied

Evorsa may have some difficulties in achieving these objectives when considering the lack of a communication strategy and a clear company structure. Therefore, Evorsa should firstly realize what its fundamental purpose is, and what strategy would be the most suitable to achieve the objectives mentioned above. 
1.4. Products

As personnel party organizer, Evorsa focuses mainly on organizing company events,  in The Hague and its surroundings, with the purpose of getting employees together to have a good time outside  the workplace. However, team building events can also be booked by private people for special occasions such as bachelor or birthday parties. Personnel events are sold as one or two hour clinics combined with instructions, or package-activities combined with  lunch or dinner. Events provided by Evorsa are organized in cooperation with different locations among which are: some beach locals in Scheveningen, De Uithof in The Hague and Strand aan de Maas in Rotterdam. It has to be mentioned that part of the information on Evorsa’s website concerning summer packages, is not relevant anymore, yet  the offer is still present online. Moreover, the presentation of summer activities is not very convincing considering the confusing price indication and a lack of a clear and concise day program. On the contrary, winter activities are quite well presented on Evorsa’s website and much better sold than summer packages. Winter activities are being booked, almost on a daily basis, by different companies and the most popular activities include: curling, ice hockey and ice games clinics.
Recently, Evorsa’s products offer has been broadened with new workshops and packages. Unfortunately, these activities are as yet not present on the company’s website and it is these activities  which need good promotion because they are not known among Evorsa’s target group. The new products are much more diverse and not only focused on sports. Evorsa has made some arrangements with restaurants, dancers and artists and in cooperation with them, it is possible to offer new creative workshops. New, updated offers include: salsa, yoga, painting,  jewelry making, cooking and many more. (a complete list of the products and projects can be found in appendix 5). 
Apart from the activities organized for companies, Evorsa is also involved in several projects for the community of The Hague and its surroundings. Most of them are commissioned and subsidized by the district which cooperates with Evorsa, and the main reason for working on these projects, are for  financial advantages. Evorsa, who is the performer and the originator of  the entire program, can for instance, during The Skating Rink Project, earn some extra money by organizing school skating or team building events for companies. Not only are these activities very popular and enjoyed by the people , but they are also affordable for everyone and can be a good source of income. All the projects promote sport and a healthy way of life and this can be seen as the  essence of Evorsa, which stands for sport and physical activity of all ages. By being active for and in the community, the company contributes to the common good of the public and at the same time, promotes itself. 
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Figure 2: Evorsa’s products and services

1.5. The current situation

The winter season for Evorsa starts at the beginning of October and finishes at the end of March. This is the busiest time of the year, with many personnel events and other activities being organized. Apart from these activities, Evorsa also runs several projects which include: cooperating with primary schools from the multicultural districts in The Hague and The Skating School Dordrecht which provides skating courses for children and adults. 

During the winter months, Evorsa organizes on average 40 corporate events within one month in comparison to the summer period where only about eight activities are arranged  during the same time. This situation is probably the result of a poor and uninteresting summer offer, its presentation on Evorsa’s website and most of all the lack of promotional activities. Furthermore, Evorsa is mainly focused on earnings and making a profit instead of looking for the best strategy as a starting point, to achieve the company’s organizational objectives. 

1.6. Conclusion

Evorsa has to face its communication problems in order to be successful in achieving its organizational objectives. Although the company already exists for seven  years,  it still does not have a clearly defined organizational structure, mission and communication strategy. One of the company’s problems is also a lack of clear leadership which results in confusion amongst the personnel, especially the interns. As mentioned before, Evorsa would like to keep its clients satisfied and be able to provide them with interesting activities the whole year round thereby, the firm hopes to gain more interest from its target group by offering them new and diverse summer activities that have been prepared recently. 
Evorsa has to make a big effort and address its problems which can be solved through communication. In order to promote itself and its products, Evorsa should focus on the available communication tools and promotional methods. By doing this not only will sales improve but better recognition of the company among its target group, will also be obtained. The first step in this direction should be taken by exploring the external situation which will be thoroughly analyzed in the next chapter of this report.. 

CHAPTER 2 - EXTERNAL ANALYSIS

There are many external factors which influence Evorsa, and among them are the company’s target audience, competitors and business partners. This chapter explores the external situation of Evorsa with emphasis on the field of forces, the market position and the competition. Knowing its internal (described in chapter 1) as well as external situation, will give an accurate picture of the company together with its strengths, weaknesses, opportunities and threats (SWOT). 

2.1.Market position

Evorsa, an events organizing company, has been active on the Dutch market for the past seven years, and over these years, the firm has managed to build up a solid image as winter activities expert in The Hague. This image has been created due to many ice rink projects organized for the community as well as  Evorsa’s cooperation with several winter activity locations such as De Uithof and Snowworld. Moreover, the owner of the company as well as other employees, derive from “ice hockey world” which has a positive influence on their devotion to the job and performance during winter events. 

Nevertheless, for a few years now, Evorsa has experienced a stagnation and it seems as if they are not  growing and expanding as a company. This situation can be the result of a lack of a clear strategy and promotion activities and an insufficient ability to directly responding to new trends and developments in the events market. Moreover, the owner of Evorsa was focusing on too many things at the same time, such as playing in an ice-hockey team and/or working part-time as a gym teacher, which resulted in his, almost, permanent absence at the office (van den Broeck, personal interview, December, 2008). This situation is never good for a company, especially such a small company as Evorsa which needs a clear structure and firm leadership in order to function  and develop well. 

According to the research conducted by NIDAP,  the corporate events market (which includes personnel, team and relation building events) grew by 15% between 2004 and 2007 and in the same period of time the expenses intended for personnel events, increased by 48% (June 15, 2007, “NIDAP Bedrijfsevenementenonderzoek: markt groeit met 10 procent”). This means that the events market is constantly developing and the number of competitors is also increasing. Therefore, Evorsa should work on its communication with customers and its promotional strategy in order to stay in a good position on the market as well as grow in strength. Nowadays, it is not enough to just exist, the real challenge for a company is to convince new customers of their own uniqueness and to keep good relations with the existing ones.  

2.2.Target group
According to Kristoff van den Broeck, 90% of the target audience of Evorsa are companies (van den Broeck, personal interview, December 2008). Companies are thus a primary target group and at the same time the most important and most profitable. There are no trends in terms of size or branch. Evorsa provides its events to large companies such as KPN or ING, but also to many small companies with only a few employees. Also, most of the companies that book activities at Evorsa, are located in the southern part of The Netherlands, especially The Hague and its surroundings. 
A secondary target group can also be defined and this part of the target audience form individual people who make up 10% of Evorsa’s audience. Besides companies there are also private people who book team building events for special occasions such as: bachelor parties or birthday parties. Moreover, this group can also visit or participate in the projects organized by Evorsa. Nevertheless, the  main concern in this report will be placed on the primary target group taking into consideration that it forms 90% of Evorsa’s audience and is the most profitable group. Besides, Evorsa specializes in personnel events and therefore it focuses mainly on companies as its main consumers. 
2.3. Field of forces
Evorsa, like every other organization, operates in a certain field of forces that forms various external networks in which the company plays a role (Vos, Shoemaker, 2005). Its functioning depends on different parties who have their own interest (Vos, Schoemaker, 2005, p.21). The most important parties who play a special role in the functioning of Evorsa, are illustrated below.
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Figure 3: Field of forces of Evorsa


Customers

Without customers a company would not exist, that is why this group forms the most important part of Evorsa’s field of forces. One of the objectives of the firm is to keep the client satisfied thus maintaining good relations with the customers is essential in order to meet this objective. Evorsa should work on improving communication with its clients and keep them informed of all new developments of the company by, for example: regularly updating their website. Furthermore, Evorsa should consider working with “after event evaluation form” which would be completed by a customer after the event. Currently, Evorsa does not use this procedure but it could definitely contribute to learning more about their clients, their satisfaction levels, opinions and suggestions. 

Competitors

There are many competitors of Evorsa on the  national as well as regional events market in The Netherlands. In this report, the emphasis will be placed  on Evorsa’s local rivals in the region of The Hague considering that most of the customers come from this part of the country. In section 2.6. the main competitors of Evorsa will be presented.
Local Media

Evorsa is often involved in sport stimulating projects, subsidized by the community, and these projects (for example: Ice rink project 2007 in the centre of The Hague) are seen as social happenings because they attract many citizens. Thanks to these events, Evorsa has the opportunity to generate free (positive) publicity, because these kind of undertakings often get attention of the local media which can create a positive image and by chance, also promote the company. Communication with the media does not take place on a regular basis (only with regards to a project) and the community, not Evorsa, is responsible for contacting them. Among the media, which has given attention to Evorsa in connection with the project in December 2007, were: Den Haag Centraal, Algemeen Dagblad, De Weekkrant and Radio 3 FM. 

Sponsors

Projects for the community often attract sponsors who see these happenings as a chance to promote their own organization. In 2007 ENECO, in cooperation with Evorsa and the municipality of The Hague, presented the “green ice rink”, a synthetic and environmentally friendly skating floor which was a big success considering the energy saved (Schaatsbaan Den Haag, 2007). Before the event, Evorsa managed to arouse the interest of several sponsors who had  the authority to make such a project possible. Among them were: ENECO, Rabobank, The Hague University and HTM ((Schaatsbaan Den Haag, 2007). Cooperation with powerful sponsors during a project for the community, always attracts more media and consequently can have a positive influence on the company who is responsible for the event. 

Municipality

Evorsa cooperates with the municipality of The Hague in connection with projects organized for the city. However, this cooperation does not take place on a regular basis but only during a project and it also includes negotiations while searching for the best solutions which would satisfy both parties. Every step taken by Evorsa, before and during a project, has to be discussed with the municipality. Generally, the company maintains a good relationship with the municipality which is very important because their cooperation, for the good of the public, can help in creating a positive image of Evorsa among the citizens of The Hague and the local media. 

Business Partners 

Evorsa cooperates with several organizations in The Hague and its surroundings and among them are: De Uithof in The Hague, Silverdome in Zoetermeer and Drechtstedenhal in Dordrecht. These organizations provide the locations for the personnel events which Evorsa organizes, so keeping good relations with them, is essential. For this reason, Evorsa always meets the commitments and obligations made together with its business partners, because this is what makes the organization reliable and solid in the eyes of others. 

2.4 The competition

In this section of the report the main competitors of Evorsa will be described, analyzed and compared.  It is very important to identify their advantages and disadvantages in order to have, not only a better insight into the event branch, but most of all, into Evorsa. This report focuses on the competitors from The Hague and its surroundings given that most of the customers come from this region and rival companies are situated in the immediate proximity of Evorsa.  

The events (especially personnel events) branch is still growing in The Netherlands. According to NIDAP, a market research organization, the company events market increased by 15% between 2004 and 2007 in The Netherlands. Moreover, NIDAP assumes that there is still room for further growth on the Dutch events market (June 15, 2007, “NIDAP Bedrijfsevenementenonderzoek: markt groeit met 10 procent”). 

Currently, there are about 150 different events organizations in the region of South Holland and a majority of them focus on organizing personnel events for the companies (High Profile, “Evenementenorganisatiebureaus”). After analyzing these organizations the three biggest competitors of Evorsa have been revealed, they are: 

· BE YOU EVENTS ®
· GLOPE EVENTS ®
· BOOST EVENTS ®
Be You Events - Be You Events offers its clients a wide range of  indoor as well as outdoor activities, but there are no winter activities offered at all. The company’s motto is: “be yourself and do what fits you the best” and it seems to be a great match because, apart from the most popular activities like beach volleyball, Be You Events also offers its clients  more sophisticated activities for example: tai chi, acrobatic or cocktail workshops. Worth noting is the “theme parties” which are very popular among the customers, especially big groups. Moreover, one of the strengths of Be You Events is having a nanny service available and special attractions for the kids. The company’s website is clear and complete which is a big plus. Previous clients’ references are also accessible on the website.  (Be You Events, 2009). 
Glope Events - Glope Events is a great prospering events organizing company. Together with  the regular activities, it goes one step further by offering its clients  more “extreme sport” activities for example parachute jumping. Glope’s big advantage is the fact that the company offers its customers many specials, for example: bachelor parties, gift vouchers, insurance and a own activities guide (Glope Events, 2009). Furthermore, the website is clear, easy to read and available in English, which  also makes Glope Events attractive to international guests. 
Boost Events - Boost Events, similar to Be You Events and Glope Events, provides its customers with various activities for example: making  perfume or cocktail workshops. The company is constantly developing and improving its products on offer in order to meet the expectations of even the most  sophisticated clients. Unfortunately, similarly to Be You Events, Boost Events does not provide clients with  winter activities. This situation definitely puts Evorsa in a positive light and confirms its strong position as the main winter events organizer. The website of Boost Events provides its visitors with very encouraging references written by previous customers. These testimonials are the company’s big advantage because they all put great emphasis on the good organization, a variety of activities and nice instructors (Boost Events, 2009). To better understand Evorsa’s position in the light of its competitors, the strengths and weaknesses of each company are presented in the table below.
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Online brochure

Summer activities

Winter activities

Experience in community projects

Nanny service

Updated website

Website also in English

Kids attractions

Testimonials of ex-clients

Insurance

Pictures/Videos on a website

Activities in whole country

Gift vouchers

1 = BAD 2=MODERATE 3=GOOD

Be You Events

Boost Events

Glope Events

Evorsa


Table 1: Evorsa’s competitors analysis

Having analyzed the competition of Evorsa it can be concluded that the company has a few serious competitors in The Hague and all of them are constantly trying to win the  attention of potential clients by adding new products to their offers, regularly updating their websites and offering online brochures. After looking at Evorsa in the light of its opponents it can be said that the company has two main advantages over its rivals:
· Evorsa is an expert in organizing winter activities. Thanks to the enthusiasm of Evorsa’s staff, who has an ice-hockey background, their experience in organizing ice skating events in The Hague and good relations with big winter centers like De Uithof, Evorsa has confirmed its solid position as the winter events specialist in the region of The Hague. 

· Evorsa has great experience in organizing stimulating projects. Besides regular activities organized for the companies, Evorsa is also involved in projects for the community which promote sport and encourage a healthy way of live. Being active for the public welfare Evorsa not only promotes itself as a company but also creates its own public image. 

Despite the advantages which distinguish Evorsa from its rivals, there are also several aspects which let the company down. All the competitors have attractive, clear, but  most importantly, updated websites as opposed to Evorsa, which provides its visitors with irrelevant information on its website. Compared to its competitors, Evorsa does not offer its customers complete and actual product offers for the 2009 season and at the same time causes it to lose its chances to promote the new activities. 

2.5. New trends in the personnel events branch

Before the new trends in the personnel events branch are described and analyzed, a definition of a trend itself should be explained. According to the Trend Watching website, a trend is:  

“ A manifestation of something that has unlocked or newly serviced an existing (and hardly ever) changing consumer need, desire, want or value.”(2008, “Top five trend watching tips”)

Nowadays, there are no boundaries in the personnel events world and everything is possible. Because of the huge competition, companies constantly try to surpass each other by coming up with new, various and sophisticated activities. According to High Profile’s research, the two most important factors for people, when choosing an events organizing company, are  quality and creativity and what is worth noting is that cost is “only” in the third place (“Onderzoek in evenementenbranche”). Furthermore, as stated by the research organization NIDAP, personnel events are becoming more sport and activity orientated with special emphasis on the variety and diversity of the activities (June 15, 2007, “NIDAP Bedrijfsevenementenonderzoek: markt groeit met 10 procent”). Researching the companies events market some new trends in this branch have been noticed and according to Tendolle, a personnel trips and events organizing company, they are:
· Back to basics: This trend has already been born before the current financial crisis occurred and it strives for simplicity, pureness, authenticity and durability (“Event trends 2009”). However, the events are expected not only to be authentic but also of a good quality and original. 

· Custom made: Nowadays, people not only want to participate in an event, they also want to be actively involved in its organization. Customers of the events organizing companies wish to be informed about everything concerning their event. Moreover, the individual preferences of the client have to be taken into consideration as well (“Event trends 2009”). This situation  can be very difficult when a group of people is very big. 
· More effectiveness: Nowadays, perfect team building events should not only entertain a company’s personnel but it should also have long term effects on their performance at work. Successful events should motivate employees to work more efficiently and bring them together in what finally can result in better and more productive team work in a workplace (“Event trends 2009”). 
Apart from the new trends described by Tendolle, there are also some new directions in the sphere of the consumer’s wishes, among which are: sport, health, wellness and spirituality aspects. Therefore, many of the events organizing companies have, on their product lists, workshops like yoga, meditation or pilates. Moreover, according to NIDAP’s research report published by High Profile, personnel events are becoming more active and sport (even extreme sport) plays an important role during these happenings (June 15, 2007, ”NIDAP Bedrijfsevenementenonderzoek: markt groeit met 10 procent”). Many events organizing companies, among others Evorsa, focus mainly on sport and as stated by NIDAP, this part of the events branch will be growing in the next years. This situation creates great opportunity for Evorsa which, as mentioned before in this report, specializes in organizing sporting activities. 

2.6. SWOT analysis

After analyzing the internal as well as external situation of Evorsa, SWOT analysis in the form of a table will be set up. SWOT stands for strengths and weaknesses which are both aspects of the internal situation of a company, and for opportunities and threats which concern the external situation in which organizations operate.
INTERNAL ANALYSIS – EXTERNAL ANALYSIS

	STRENGHTS

· Good position within winter events market in The Hague
· Much experience in organizing projects for the community of The Hague and its surroundings

· Good communication with its business partners

· Motivated, devoted  personnel


	OPPORTUNITIES

· Growing personnel events market 

· Personnel events are becoming more “active”

· New products added to Evorsa’s offer 



	WEAKNESSES

· Lack of a clear leadership within organization

· Lack of a marketing and promotional strategy

· Lack of clearly defined mission and vision

· Underestimating available communication tools such as company’s website 

· Too much focus on quantitative outcomes

· Little focus on quality of communication
	THREATS

· Strong competition

· Current economic crisis


Table 2: Evorsa’s SWOT analysis 

2.7. Conclusion
After defining the strengths, weaknesses, opportunities and threats of Evorsa, a picture of the company becomes clearer and more understandable. Despite the strengths which make the company unique there are also several drawbacks on which Evorsa must focus . The main problem of the firm, which is also the reason for why these weaknesses occur, is underestimating  communication. Negative aspects within the company, such as: the lack of clear leadership, mission, vision or the communication strategy are very similar to each other, and can be solved through communication. Evorsa should realize its weaknesses, which is a big challenge for the company, and try to change them into strengths.

In the next chapter, communication tools used by Evorsa and its current promotional strategy, will be presented. By doing this, it will become clearer how innovative and “trendy”  Evorsa is in its promotional strategy, where the gaps are and what can be improved. Kristoff, the owner of Evorsa, admitted during the interview that marketing and sales are two very different aspects and he cannot deal with it very well (van den Broeck, December 2008). This can be the reason for the lack of a clear promotional and marketing strategy which is essential if Evorsa wants to prosper. 

CHAPTER 3 – CURRENT COMMUNICATION STRATEGY 
In this chapter promotional tools used by Evorsa to communicate with its target group, will be described. However, in order to evaluate the current promotional strategy objectively and critically,  a theory should be applied and new trends concerning promotional methods have to be presented. By doing this, it will be easier to define gaps in Evorsa’s present communication strategy and find out which tools would be the most suitable for the company. 

3.1.Promotional tools

In order to successfully promote its products or itself, a company should develop a clear strategy. One of the P’s of a marketing mix is “promotion which has its own mix of communication tools - promotions mix”(Smith P.R., 1998, p.6). This communication mix includes all the available promotional [image: image17.png]el
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instruments and is presented below. 

[image: image5]Figure 4: The communication mix (Smith, P.R.,p.XV)
The above listed communication instruments can be used by an organization to promote itself, its products or services. However, it has to be mentioned that not all these tools are suitable for every company taking into account their different budgets, target groups and messages to the audience.  Different promotional tools should integrate with each other, for example: advertising and public relations, so that a “unified message could be consistently reinforced” (Smith P.R., 1998, p.14). This kind of promotional process is known as Integrated Marketing Communications and is believed to increase profits and effectiveness of the campaign (Smith P.R., 1998). 
3.2. Evorsa’s current communication strategy 
To increase the effectiveness of the company’s communication strategy (or any other strategy), the firm should make use of a certain model and one of them is the SOSTAC planning system. 

	S
	O
	S
	T
	A
	C

	SITUATION ANALYSIS
	OBJECTIVES
	STRATEGY
	TACTICS
	ACTION
	CONTROL

	Where are we now?
	Where do we want to go?
	How do we get there?
	The details of strategy
	Implementation
	Measurement


Table 3: SOSTAC structure (Smith, P.R., 1998, p.32) 

Evorsa has never designed a real marketing communications strategy using available communication models such as, for example: SOSTAC. Although the company makes use of several promotional tools, they are not well considered and not based on a clear set of objectives. In chapter 5 of this paper, the real strategy supported by the SOSTAC structure will be created for Evorsa, taking into account the company’s communication needs.  

Having analyzed Evorsa’s current situation which has been extensively described in chapters 1 and 2, the next step that has to be taken is designing marketing and communication objectives for the company. “Marketing objectives refer to market share, sales or launching a new product while communication objectives are about generating awareness, attitudes or interest within the target audience” (Smith, P.R. 1998, p.42). Moreover, the objectives should be SMART which means they should be: specific, measurable, actionable, realistic and time specific (Smith, P.R. 1998, p.273)

After setting up the objectives, a strategy which summarizes “how we get there” should be created for the company. It can include a selection of target markets, positioning and a selection of communication tools (Smith,P.R., 1998, p.44). Evorsa should determine how they are going to achieve the objectives and how they want to approach its target audience. When choosing for the best option, the company can consider a one-way or two-way (dialogue) communication model to reach its target audience (Vos, Otte, Linders, 2003, p.76). The one-way model creates an opportunity for the company to just send messages to its audience while the two-way model could additionally create a dialogue between Evorsa and its clients, who could give feedback or make own suggestions. Besides one and two-way models, Evorsa should also consider whether to act pro-actively or re-actively. While choosing for the first option, the company should follow new trends on the market and always be a step ahead of its competition. On the contrary, acting re-actively refers to observing the competitors and to “follow their moves” (Vos, et al, 2003, p.77). The choice of the right strategy also depends on the product life cycle, its different stages are  presented below (Vos, Schoemaker, 2005, p.128).

PRODUCT LIFE CYCLE:

· the introduction of a new product

· the growth stage of a product

· the maturity into a fully-grown product

· a product in its declining stage

Recently, Evorsa has broadened its product offers by introducing new activities which are, according to the questionnaire findings, not yet known among the company’s clients and ex-clients. Therefore, in relation to the product stages theory, the promotional efforts aimed at new summer products should be intensive because Evorsa’s clients and potential clients should become familiar with them and their characteristics (Vos, Schoemaker, 2005, p.128/129). With regards to Evorsa’s older products (winter activities) which are already well known among existing clients, the same strategy will be used, and because the company wishes to attract more people and gain new clients,  promotional activities should be intensive as well.  
Choosing the right tactics is the next step that has to be taken while making use of the SOSTAC structure. “Tactics are the details of strategy”(Smith, P.R. 1998, p.47) and they have already been presented at the beginning of this chapter. Communication tools which are being used by Evorsa at this moment are described below: 

Internet (e-marketing): Nowadays, a company’s website is its “visiting card”. In order to be perceived as a progressive company, the site should remain clear, attractive and above  all, up-to-date. Unfortunately, Evorsa’s internet website, www.evorsa.nl (printed copy available in appendix 7) is not updated and new workshops and packages are still not available and visible to the visitors. This situation diminishes Evorsa’s chances to promote the new products. In contrast to Evorsa, its biggest competitors provide their customers with regularly updated internet sites that provide guests with online, downloadable brochures containing new product offers and their prices. To be better recognized by the clients, Evorsa should firstly take care of the appearance of its website - the main tool by which the company communicates with its target. 
Internet advertising: Small advertisements and information concerning Evorsa are available on several websites and portals, for example: the general companies’ data sites (Telefoon gids), start websites (start pagina) and events portals such as: Event planner, High Profile and Oplocatie.nl.   Appearing on these websites is not very expensive (in comparison to published media) or is even free of charge, therefore Evorsa  should seek for more such opportunities. Moreover, according to the research conducted in 2009 by NIDAP among 250 Dutch companies (Evorsa’s target group) from different sectors, 67% of the interviewed organizations find event organizing companies through the internet using well known event related websites. The most popular among Dutch companies are: Bedrijfsuitje.nl (28%), Locaties.nl (18%), Highprofile.nl (15%), Oplocatie.nl (15%) and Bedrijfsevenementen.pagina.nl (“KEN 2009. Jaarboek voor Eventmanagers”). Worth noticing is the fact that only 9% of the firms use specialist magazines and only 3% of them use daily newspapers  to find event organizing companies (“KEN 2009. Jaarboek voor Eventmanagers”). 
Public relations (free publicity): According to P.R. Smith (1998) public relations is “the development of and maintenance of good relationships with different publics” (p. 360). One of the public groups is, in case of Evorsa, the local media. A company generates free publicity in connection with projects organized for the community. These happenings are meant for the common good with the  purpose of bringing citizens together and promoting sport, therefore they can be very helpful in acquiring a positive opinion of Evorsa in the press. Positive publicity concerning the company can persuade people to, for example, visit its website and consequently become a customer. Among the local media which has written about Evorsa in connection with The Hague Ice Rink Project in December 2007 were: Den Haag Centraal, Algemeen Dagblad and De Weekkrant. 
Brand (corporate) identity: Brand identity is one of the communication tools and stand for visual means of identifying an organization and it can help a company in achieving  long-term communication goals (Smith, P.R., 1998, p.439). In the case of Evorsa, several brand identity instruments can be distinguished and among them are: the company’s car with info and logo, Evorsa’s t-shirts and sweaters worn by the instructors during the events and the company’s business cards.
3.3. New trends in marketing communications
Promotional practices are constantly changing because the world is constantly changing and so is  technology, customers and their needs. In 1980 one 30 second TV commercial on three national channels was able to reach 80% of a company’s target audience while in 2005 there were already more then 20 national channels, thousands of websites, magazines and radio channels (Kahar, 2009, “Integrated Marketing Communication”). Today’s consumer is becoming more and more demanding and critical towards different forms of advertising and to win the audience many companies try to outsmart each other by using various innovative and modern promotion approaches. One of the most important recent developments in the field of marketing has been the Internet, which offers companies an entirely new vehicle to reach their current and potential customers, as well as to communicate and interact with them (Kimmel, Allan, J., 2005, p.103). Some new trends in marketing communications are presented below.
Search engine marketing: Search engines such as Google or Yahoo give organizations an opportunity to advertise themselves and their  products by for example: increasing their visibility in search result pages. SEM methods include among others: search engine optimization and paid placement (pay per click) which means that a company pays only when its advertisement has been clicked by a visitor (“Search Engine Marketing”). In 2007 Evorsa made use of this form of promotion and, according to Kristoff van den Broeck, the company invested in paid placement with quite good results (2008, personal interview). The firm is still considering using this kind of advertisement in the future which is  reasonable because it worked for them in the past and according to new research, 80% of all Web visitors use search engines such as Google or Yahoo as a starting point when using the Internet (Jansen, Bernard, J., 2007). 

Customer mailing: Nowadays, customer mailing in  the form of newsletters or online brochures is a very common form of advertising considering the low cost and quick and unlimited access to the customers. However, there are also several barriers which can reduce the effectiveness of this tool. Many e-mails are directly detected as spam or they just do not appeal to the readers (Janoschka, A., 2004, p. 31). In order to increase the chances of people reading these e-mails , they should be designed  correctly  for instance: they should be personalized (Dear. Mr/Mrs.…), contain the signature of the sender and his (or the company’s ) address including the website address. Many organizations invite their customers to subscribe for periodic free newsletters which provide the clients with information about the companies’ new developments, products and other aspects. 
Evorsa should consider using customer mailing, taking into account all the advantages mentioned above. By doing this, current and potential customers will be well informed regarding new products and services which could consequently increase interest in Evorsa’s activities. Furthermore, direct mailing would be a great opportunity for Evorsa to keep good relations with  existing clients.

3.4. Conclusion
By taking a closer look at Evorsa’s promotional strategy and the tools used by the company, it can be concluded that the organization does not have a clear strategy and does not make proper use of the available communication and marketing instruments. In its struggle to become more popular and attractive to its target group, Evorsa has to change its attitude towards promotion in general, which  means that the company should implement a real strategy based on realistic objectives. The next chapter will reveal the results of a survey conducted among the clients and ex-clients of Evorsa and the preferences and expectations of this group will become known. Knowing this, it will be much easier to develop a marketing communications plan for Evorsa and choose the right tools for its promotion. 

CHAPTER 4 – SURVEY ANALYSIS

This chapter will cover an analysis of the survey conducted among the primary target group of Evorsa, namely: companies from The Hague and its surroundings. The questionnaire has been sent by email to nearly 120 companies which have used the services of Evorsa in the past 12 months. The main objective of this survey was to find out how the companies, as customers of Evorsa, would like to be approached and what kind of promotional activities  Evorsa should use in order to gain their attention. 

4.1. Survey results 

The survey was conducted among clients and ex-clients of Evorsa with the purpose of finding out how they normally search for an events organizing company to arrange their event, what is the most important factor they consider while choosing a company and of course, what their opinion is about  Evorsa and its overall performance as events provider. Out of almost 120 questionnaires sent to the people responsible for organizing internal personnel events within their firms, 46 of them responded. Below, the results of the questions will be explained and visualized by using graphics (a survey example and the results are available in appendices 2, 3 and 4). 

The first and second question results show in which branch the companies operate and how big they are. Evorsa does not only serve  one specific group of branches and there are also no trends in the field of company size however, the findings reveal that the biggest group that responded to the questionnaire, 20% of all questioned companies, derive from the public sector (police, municipalities, fire brigade), followed by the customer service sector which represent 13 % of all the respondents.
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Figure 5: Branches
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Figure 6: Size of a company

According to the survey findings, personnel events  organized by companies, 46% take place twice a year and 41% once a year, which confirms that these kind of events happen on a regular basis. This situation might be very promising for Evorsa taking into consideration the continual demand for these  happenings within its target audience. While asked about the most important factor when choosing an events organizing company, 34% of the respondents choose creativity which only confirms the earlier  findings of this paper. The results of the desk research, described in chapter 2, show that creativity and quality are the most important aspects for the customers (“Onderzoek in evenementenbranche”). According to the survey results, rich product offers and an attractive website seem to be the most important for 20% of the questioned companies. The least vital aspect when choosing an events company are testimonials of the ex-clients on a company’s website. 
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Figure 7: Most important factor when choosing an event organizing company 

36% of all the respondents find an events organizing company through popular Dutch events portals such as bedrijfsuitje.nl or eventprovider.nl. These websites give an overview of the events organizing companies, their offers but they are also a source of people’s opinions and new trends in the event world. Evorsa used to be registered on www.bedrijfsuitje.nl which, according to NIDAP research is no.1 among 28% of the Dutch companies (“KEN 2009. Jaarboek voor Eventmanagers”), but the firm decided to resign its presence on this website which was not really a smart decision when looking at the survey results. However, Evorsa is still present at eventprovider.nl and high profile but these sites are not as  popular as bedrijfsuitje.nl. Also, 30% of the respondents find an events organizing company by using search engines for example: Google. The results indicate and confirm desk research findings that the internet is still the most important tool to reach the audience. Worth noticing is the fact that only 4% of the respondents find event organizations via brochures or flyers. 
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Figure 8: How organization finds an event organizing company
The Internet is also the most important medium for the target group when it comes to finding Evorsa.  29% of the companies found Evorsa through Google and 28% of the respondents discovered the company through well known events portals mentioned above. These results suggest that Evorsa should definitely improve its website and keep it updated because nowadays, this is a very powerful tool through which the target audience can be reached. Apart from this, it has to be mentioned, that 20% of the respondents learned about Evorsa via its business partners for example: De Uithof, which cooperates with the company. In addition  to this, 17% of the audience heard about Evorsa through other people which only gives weight to the importance of mouth-to-mouth advertisement. 
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Figure 9: How organization found Evorsa

When asked about the time in which the event was organized by Evorsa, the majority of the respondents, 78%, indicated the winter season while only 22% mentioned the summer season. The results confirm Evorsa’s strong position as a winter activities provider and at the same time show the necessity of promoting, especially the less popular summer season activities. New summer offers has not been advertised yet, and the company loses its chances to become more successful in selling the summer activities. Based on the next question’s results, it also proves the solid image of Evorsa as the winter activities expert. 26% of the participants choose Evorsa as their events organizer because of its rich winter offer. Moreover, 22% of the respondents said that Evorsa was recommended to them by their friends, family or colleagues and the same number of people claim that the central location of Evorsa in the city of The Hague was  the deciding factor  in  hiring the company. 
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Figure 10: Why a company chooses Evorsa

The next question relates to the respondents’ opinion on Evorsa’s website, especially aspects such as: relevance of the information available, clarity and presentation of product offers and price indications. 54% of the respondents assessed the relevance of the  information on the website as average and only 2% as excellent. This result only strengthens the fact that Evorsa’s site needs to be updated. 
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Figure 11: Opinion on relevance of Evorsa’s website

The majority of the participants-57% of the respondents, rates the presentation of the product offers on Evorsa’s website as average, while 13% as bad and 26% as good. It can be said that opinions about the aspects of Evorsa’s website differ among the company’s target group. According to 35% of the questioned companies, the website of Evorsa should be, above all, up-to-date, and for 28% there should be clearer product offers. Only 5% of the respondents would not change anything about Evorsa’s website. 
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Figure 12: Opinion on presentation of products on Evorsa’s website
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Figure 13: Opinion on information concerning indication of prices

Questions 11 and 12 concern new products of Evorsa which are, unfortunately, not yet present on the company’s website. The results show that respondents are not at all familiar  with the new offers, except for the “jewelry making” workshop which is known among 11% of the survey participants. On the contrary, a great part of the respondents is very interested in the new offer, especially the “self-defense” and “yoga/meditation” workshops, which both appealed to  96% of the participants. This means that Evorsa should place these new activities on its website as soon as possible and by doing this its chances of becoming more popular during the summer season could increase significantly . 

The last question of the survey was the most significant for this research and relates to promotional tools by which respondents would like to be approached by Evorsa in the future. Results indicate that 36% of the participants would like to receive a newsletter sent by email on a regular basis to their company. Subsequently, 28% of the questioned group would prefer a brochure sent to their firms and 22% want to be approached by an attractive and up to date website. The least popular was a flyer as  promotional medium and it appealed only to 3% of the survey respondents. 
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Figure 14: Promotional tools by which a company wants to be approached 

4.2. Conclusion 

The findings of the survey conducted among the target group of Evorsa were of great importance for this research because it gave the opportunity to obtain  primary, “ first hand” data. It revealed the preferences, expectations and opinions of the clients in respect to events organizing companies, particularly Evorsa. After analyzing the results of the questionnaire, it became clear which aspects of the firm are approved by people and which ones still need improvement. On a basis of these findings, as well as the results of desk research described earlier in this report, a marketing communications plan can be designed for Evorsa and a general conclusion together with the recommendations, can be made. The marketing communications plan, described in the next chapter will be based on the SOSTAC model which structure has already been presented in the chapter 3 of this report. 
CHAPTER 5 – CONCLUSION AND RECOMMENDATIONS
On the basis of the primary and secondary research findings and after analyzing the most vital aspects of Evorsa in the earlier chapters of this report, the final conclusion can be drawn and recommendations in a form of a marketing communications plan based on the SOSTAC structure, can be given. By doing this, the Central Question of this research paper will  finally be answered.

5.1. Conclusion

Evorsa is a small events organizing company which strives to become more popular among its target group, attract more customers and at the same time upgrade sales of the offered activities, especially during the summer , which are not well sold at this moment. As this report tries to find the best solutions for the company’s problems, the Central Question of this paper is:

“How can Evorsa best promote itself and its products (workshops and packages) in order to attract more customers, especially during the summer season?”

Analyzing Evorsa internally as well as externally, it became obvious which aspects of the company need improvement. The biggest problems of the firm are the lack of a clear communication strategy based on realistic objectives and underrating the available promotional tools. Moreover, Evorsa is mainly focused on quantitative outcomes (earnings) rather than on the quality of communication towards its clients. Without using proper promotional instruments, Evorsa does not have a chance to present its products to the target group and be noticed by potential clients. Therefore, the company’s target audience should firstly become familiar with the company’s product offers and its characteristics. In order to attract more clients and increase sales, Evorsa should work intensively on the promotion of itself and its products by using the right tactics. Detailed recommendations will be described further on in this chapter. 

5.2. Recommendations 

To help Evorsa solve its problems, detailed recommendations founded on the SOSTAC structure including objectives, strategy, tactics, action and control, will be presented in this section. 
5.2.1.Objectives 

After analyzing the current situation and the target group of Evorsa (chapter 1 and 2) the next step that has to be taken is formulating SMART objectives. The objectives relate to the final situation and are designed in terms of what the target audience of the company needs to know, want, feel, find, be able or do in a specific period of time (Vos et al., 2003, p.65). 

	MARKETING
	OBJECTIVES

	
	1. Increase the sales of the summer activities in the summer seasons 2009 and 2010

2. Increase the sales of the winter activities in the winter season 2009/2010

	COMMUNICATION
	OBJECTIVES

	Knowledge
	1. Create knowledge about Evorsa’s new summer products among the company’s existing clients within 6 months 

2. Increase awareness about the existence of Evorsa and its products among the companies from the region of The Hague (potential clients)

	Attitude
	1. Increase a positive attitude towards Evorsa and its products among the company’s clients and ex-clients over the next year

2. Generate more interest in Evorsa and its products among its potential clients over the next year

3. Increase satisfaction about Evorsa’s overall performance among the target group within 1 year

	Behavior 
	1. Create a desire in booking offered by Evorsa activities among the approached companies (target group) within 6 months 


Table 4: Evorsa’s objectives

5.2.2. Strategy
After formulating the objectives, an answer to the question: “how we get there” should be given by drawing up a proper strategy for Evorsa. The firm perceives itself as a very customer-oriented organization which constantly strives to keep the clients satisfied. The company would like to follow the market trends and be able to respond directly to the new developments within the personnel events world, and please, even very demanding, customers. To be able to achieve its objectives, Evorsa should decide what approach it wants to use towards its target group. 

In order to create and increase the knowledge, awareness and interest among the target group in relation to Evorsa and its products, the company has to inform its audience about its offer by using proper communication tactics, for example: advertising. Promoting its activities, the firm should proceed according to first stage of product life cycle theory (the introduction of a product) by intensifying promotional activities, so that people can get familiar with Evorsa’s products and their characteristics, and consequently become convinced to buy them (Vos, Schoemaker, 2005, p.128).

Keeping in mind Evorsa’s wish to be perceived as a professional, customer-oriented and updated company, to increase a positive attitude towards the firm and satisfaction about its performance, the relationship between the company and its clients has to be improved as well. This can be achieved by using a two-way approach which strives to improve dialogue between the parties (Vos, Otte, Linders, 2003, p.76). To get people more involved, the company should communicate with them more actively through for example: an after-event satisfaction form which could be completed  by the customers in order to learn more about their expectations and suggestions, a regular creative newsletter,  a survey or organized presentations. Knowing clients’ expectations and needs, Evorsa could constantly work on optimizing its services, which, consequently could be helpful in attracting more customers. 

It is not easy to attract new clients (and increase the sales) considering the huge competition, therefore Evorsa has to take the initiative and act pro-actively by researching and following the market’s new trends and always be one step ahead of its competitors. Using two-way dialogue towards the clients can help Evorsa adapt to the new situation on the market easier and respond to the consumers changing needs faster. 

Taking into consideration Evorsa’s approach towards its target group, new trends in the field of promotion and the company’s budget limitation, the following tactics have been chosen to support the strategy: advertising, direct marketing, e-marketing and word- of- mouth. 

5.2.3. Tools and action
Internet advertising: Advertising creates and increases knowledge, awareness and interest among a company’s clients. Evorsa should definitely continue to make use of this tool for its promotion considering not only the relatively low cost (cheap in comparison to published media) for advertising online, but also quick and easy access to its target audience. Therefore, it is strongly recommended that Evorsa  revise its previous strategy concerning online advertising and advertise itself on events related portals (detailed recommendations in the table below). Some of these sites allow companies to place their ads for free, thus Evorsa should definitely make use of this opportunity. (a complete list of these sites can be found in appendix 6)
Search engine marketing (paid placement): This tool has already been described in chapter 3 as a new trend in marketing communications which can create or increase the consumer’s knowledge or interest about a certain company and its products. Paid placement (pay per click) is a form of internet advertising used on search engines such as Google or Yahoo. The advantage of this tool is the  fact that a company pays only when its advertisement has been clicked by a visitor. Evorsa used to make use of this tactic in the past and, taking into account the satisfactory results, it is advisable for the company to invest  in paid placement again. 

Direct marketing 
“Direct marketing brings the market directly to the home of the consumer instead of the consumer having to go to the market” (Smith,P.R., 1998, p.323). The advantages of direct marketing are: cost effectiveness, flexibility and easy measurement. Evorsa has never used direct marketing in its promotion before, but the company should definitely make use of this tool. Direct customer mail (one of the direct marketing techniques) which has already been discussed in chapter 3 as one of the new trends within promotion methods, can help the company to build long-term active relationships with its customers. 

Database marketing is another Direct marketing technique and is often linked with Direct mail (Smith, P.R., 1998, p.325). Using this tool, Evorsa could create a database with potential customer’s information (the company already owns a list with its existing and ex-clients) which could be regularly used to approach them. Database marketing is a long term commitment which contributes to building interactive dialogue with a customers, keeping them satisfied and consequently generate Word of mouth (Smith, P.R.). 
Internet (website) 
Nowadays, every company has the opportunity to present itself on the Internet and, in order to distinguish themselves from their rivals, satisfy the consumer and visualize their own identity, the company’s presence online should be unique and convincing. It is strongly recommended that Evorsa  rebuild its current internet site but, above all, update it. (detailed recommendations in the table below)

Word of mouth: Word of mouth is one of the marketing communication tools which simply means “talking about a company”. It is a very important instrument because positive or negative opinion of a friend about certain products or services can be much more convincing than even the most brilliant advertisement (Smith, P.R., 1998, p.509). In order to generate word of mouth and build a positive image of itself among its target audience, Evorsa should make use of other creative approaches to stimulate positive conversations among the clients (Smith, P.R., 1998, p.510)

	WHAT
	WHY
	HOW
	WHEN / HOW OFTEN

	INTERNET ADVERTISING
	- creates awareness, interest and knowledge about Evorsa among its target group 

- Relatively low cost or free of charge

- Easy accessible for people

- 67% of 250 interviewed Dutch companies and 36% of the survey respondents (chapter 3) find events company via internet (KEN 2009, Jaarboek voor Eventmanagers)

- events related portals have forums and chat rooms where all the issues concerning events branch can be discussed (it also generates word of mouth)
	- Present itself on  Bedrijfsuitje.nl (55 Euro/6 months) and Oplocatie.nl (200 Euro/1 year)
- Place Evorsa banner (160 Euro/month) on a front page of Teamuitstapje.nl 

- Exchange links with  Teamuitstapje.nl 
-Place advertisement in the e-newsletter (sent to 18.000 interested people 26 times a year) of Teamuitstapje.nl (40 Euro) 

- Present itself on Entertainment Track portal (free of charge)
	- June - July 2009/the whole year

- banner on a front page of Teamuitstapje.nl should be placed in July and August (intensive promotion of summer products)



	PAID PLACEMENT
	- creates awareness and knowledge about Evorsa among its target group 

- Relatively low cost

- Easily accessible for people
	- Evorsa should buy “pay per click” package at Googleads.words.nl 
	- June - July 2009/the whole year

	DIRECT MAIL
	- Creates and increases awareness and knowledge, builds relationship with clients

- Very low cost

- Easy to measure

- Unlimited accessibility 

- 36% of the survey respondents (chapter 3) want to be informed through a newsletter
	- Send attractive brochure with the new summer offer to the existing and potential clients by email. It is advisable to call the companies first (otherwise a brochure might be thrown into email trashcan) 

- Send a newsletter to the existing clients in order to inform them about any changes within Evorsa and remind the clients about itself. 
	- Send brochure as soon as possible (June/July) to promote summer activities and second one before the winter season starts (Beginning of September 2009) 
- Send newsletter regularly (for example: every 3 months)

	DATABASE MARKETING
	-Builds dialogue and relationships with the customers

- Cost effective, easy to measure, unlimited accessibility 
	- Build potential clients database using telephone book or a website (2miljoen.nl) which provides data of all registered companies in The Netherlands
	- June/July 2009
- Update a list once a year

	WEBSITE
	- Creates knowledge, awareness, interest 

- Visualizes what Evorsa stands for and gives the opportunity to be different than competition

- Is company’s visiting card
	- Design new, attractive containing all  information website (or rebuild old one)

- Include prices

- Translate into English

- Create a gallery with pictures/videos of successful events

- Create a possibility to download online brochure and subscribe for a newsletter

- Create a section with testimonials of satisfied clients and information about Evorsa itself
	- June/July 2009
- Update regularly

	WORD OF MOUTH
	- “The most potent communication tool on a one-to-one basis” (Smith, P.R., 1998, p.211)

- Can be generated by using other tools such as: publicity stunts, creative promotions

- Build loyalty towards a brand

-Help to build long term relations with clients 

- 68% of 250 interviewed Dutch companies find events organizing firm through own networks (Jaarboek voor Eventmanagers)
	- Find a location and organize short presentation of Evorsa and its offer for its target group (firstly send creative invitations and advertise it on the website and in a newsletter)

- Send creative Christmas digital postcards to the clients 

- Send creative Evorsa calendars and pens to the most loyal clients
	In order to generate word of mouth, Evorsa should always make an effort to keep clients satisfied and serve them optimally


Table 5: Planning system-tools and action

5.2.4. Control

In order to monitor promotional activities and be able to measure the results, a control system, which is the last part of the SOSTAC plan should be taken into account as well (Smith, P.R., 1998, p.49). Therefore, Evorsa is recommended to:

· keep an activities booking sheet in order to monitor which, when and how many activities are being sold (sales analysis)

· make use of after event evaluation form which would be completed by the clients in order to find out what their opinions are about Evorsa, its activities and overall performance (event evaluation form can be found in appendix 8)

· observe its paid placement results in order to know how many times Evorsa’s advertisement has been clicked

· conduct a survey among its clients and ex-clients from time to time and then   compare the results with those obtained and analyzed in chapter 4. The survey questions should include: assessment of Evorsa’s website, use of promotional tools and the company overall performance.

· design the website in a way that allows determining the number of site visitors and gives them the opportunity to ask questions
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