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1 INTRODUCTION 

The main purpose of this report is to learn how to implement 
a project which in this case is called a Mini Thesis project, 
and it is based on a chosen topic. Usually students pick a 
case company, to which they are doing the project for and 
students are focusing on a certain problem of the case com-
pany or an organization and they are trying to come up with 
a development plan and give recommendations for solving 
the problem.  
The company that is being used in this report is Forssan 
Levy Oy, and the topic for this research in this case is: 
“Finding new customers for Forssan Levy Oy in the Finnish 
market”. 

1.1 Mini Thesis project 

Mini Thesis project is meant for second-year students at 
Häme University of Applied Sciences as a practice for the 
final Thesis that third-year students are going implement 
next year.   
The project must include a case company or organization, to 
which the writer conducts a research for and tries to solve a 
problem of theirs.  
The case company has usually faced some sort of problem, 
that the writer is supposed to examine and suggest possible 
ideas for solving it.  
Students are given about three months to finish the whole 
project. The Mini Thesis project includes presentations held 
by the students, preseminar, interim seminar and the final 
seminar. In such presentations, students introduce their case 
companies and their topics of the projects.  
Furthermore, students are revealing how their processes are 
proceeding, and they will tell in case they face any problems 
or challenges during the project. 
Due to the three presentations held by the students, also 
presentation skills are being improved during this project.  

 

1.2 Research question 

A research question indicates in a sentence form what the 
student is trying to commit during the project. The question 
should be clear and short, and it is supposed to include the 
main idea of the topic. The research question that has been 
chosen for this project is: “How can Forssan Levy Oy find 
new customers in the Finnish market?  
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The question was chosen after a company visit at Forssan 
Levy Oy, where the company explained their current situa-
tion and their wishes for the upcoming project.  

1.3 Research objectives 

The research should have objectives to help to implement the 
project in a structured and simple way. There are four differ-
ent objectives in this research.  
 

1. Describing and analysing the Customer Re-
lationship and Management theory  

2. Describing and analysing the current situa-
tion of the company  

3. Describing and analysing the outcome of 
the research including strengths and prob-
lems  

4. Giving suggestions based on the research 
and theory 

 
In the first objective, the focus is on theory and especially on 
customer acquisition. The book that will be used in the the-
ory part is Customer Relationship and Management written 
by Francis Buttle. 
The second objective is about the current situation of 
Forssan Levy Oy, and especially focusing on their checkout 
counters and their current customers. The idea is to explain 
why the company wants to find new customers and with who 
are they competing with in the Finnish market.  
The third objective is about describing and analysing the im-
plemented research and survey that was sent for potential 
customers. The idea is to indicate the difficulties, problems 
and possible strengths and possibilities of Forssan Levy Oy 
in the market.  
The fourth objective is about giving recommendations for 
the company based on the theory, research and the survey 
that was conducted during the project.  

 

1.4 Research methods 

The methods that have been used in this project were search-
ing and studying information and theory online and from a 
book, and conducting a survey for the companies that 
seemed potential customers for Forssan Levy Oy.  
Using a survey in a research has pros and cons, it is a good 
choice if it succeeds to receive many responses, but in many 
cases surveys sent via email do not receive many responses 
in time.  
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In this case, the survey was sent for more than one hundred 
and ten companies but only ten companies responded to it.  
It is a necessity to send the survey many weeks before the 
decided deadline since companies are quite slow to check 
and respond to emails.  
It would be more efficient to phone the potential companies, 
in order to get all the answers in time.  
This survey was sent to more than 110 companies, and there-
fore the decision of emailing the companies seemed a better 
option.  
The main purpose of the survey is to indicate the current sit-
uation of the potential customers’ checkout counters and 
their suppliers and if they are in a need of new ones.   
Forssan Levy Oy also wants to know how many stores the 
potential customers have, to make sure that the customer 
would order more than one checkout counter, which would 
be the ideal case. The company wants mostly find store 
chains due to the bigger sale opportunities and customization 
possibilities for the customers.    

  

1.5 Forssan Levy Oy 

Forssan Levy Oy is a Finnish family owned business located 
in Forssa, Finland.  
The company produces checkout counters, shop furnitures,   
 lifting platforms and security portals. In addition, they offer 
services such as designing and manufacturing and they also 
test and install the deliveries comprehensively.  
Forssan Levy Oy also offers projects including a complete 
survey of customers’ requirements such as technical specifi-
cation, budget, cost targets and utilization of the finished 
product. This happens together with the customer. The com-
pany also offers alternative approaches to the product design 
to get the cost effective but successful project.  

 
The company has been operating for 47 years, and they are 
know as a reliable and flexible supplier.  
The company’s goal is to have confidential and long-term 
customer relationships.  
The company offers high-quality technical solutions and by 
offering these, they improve their customers’ productivity 
and safety.  
The company’s main goal is to find the best, most reliable 
and most functional solution for finalizing the product for 
their customers. They need to listen carefully to their cus-
tomers with an open mind and fulfil the needs of their cus-
tomers in the most efficient way.  
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1.6 The main product in the project 

The product that the company wants to use in this project is 
their checkout counter.  
The counters are customized according to the needs and 
store space of their customers and the counters fit well in a 
small store with a limited floor area, since they are very 
compact. 
Forssan Levy Oy focuses on providing ergonomical desing 
for their counters to help employees to work in a comfortable 
way.  
The counters also have robust steel structure and led top light 
and led floor light and led panel for marketing material.  
The counters have different height operators for both stand-
ing and seated operations, so the working level at the counter 
can easily be adjusted.  
The company wants to focus on checkout counters with a 
belt conveyor design, so they are not trying to find customers 
in a need of only service desks.  
 

 
 

2 THEORY AND EXISTING KNOWLEDGE 

 

2.1 Customer acquisition  

Theory based on customer acquisition fits to the theme find-
ing new customers well and therefore studying of it helps to 
understand how to acquire new customers for a company 
that is already been in the Finnish market for many years.  
New customers need to be acquired in order to build compa-
nies, and customer acquisition can therefore be seen as the 
first stage of customer lifecycle.  
The customer lifecycle can be divided into three major man-
agement activities such as acquiring new customers, retain-
ing existing customers and developing customer value. 

 
When companies decide to acquire new customers, they usu-
ally put together a customer acquisition plan which should 
include answers to the questions such as: 
 
1. Which potential new customers as known as prospects 

will be targeted? 
2. How will these prospects be approached? 
3. What offer will be made? 
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These questions help the companies to create separate plans 
for customer acquisition and for customer retention, since 
most plans do not distinguish between them. 
 
A new customer can be new either new to the company or 
new to the product category and in this project customers 
could be from the both sections, but majority of the potential 
customers found were in the new to the company section.  
Majority of the companies contacted with the survey already 
have stores and checkout counters, and therefore they are fa-
miliar with the product category.  
New to the company customers are won from competitors. 
They might switch the company for getting a better solution 
or because they value variety. 
A company which produces mold and other natural products 
for different suppliers was contacted too, and since they did 
not have a store yet, but it seemed that they could open one 
in the future, they are an example of a new to the product 
category customer.  
Since the checkout counter market is quite a mature one, 
new-to-company customers are the only option for getting 
new customers, since there are very few new-to-category 
customers. 
New-to-company customers can be very expensive to ac-
quire, especially if they are strongly committed to their cur-
rent supplier, so for acquiring a lower value customer might 
be a better prospect since they are probably more willing to 
switch the company to a new one. 
 
 Jan Hofmeyr has developed the Conversion Model which 
contains a battery of questions designed to assess whether 
the customer is likely to switch. In this model, the customers 
can be segmented into committed and uncommitted custom-
ers.  
It is not easy to acquire committed customers, so therefore it 
is important to focus on customer acquisition strongly, since 
Forssan Levy Oy is looking for long-lasting relationships 
There is no need for customers who are likely to switch as 
soon as possible.  
 
There are key performance indicators when acquiring new 
customers and they are:  
 
1.How many customers are acquired? 
2.What is the cost per acquired customer? 
3.What is the value of the acquired customer? 
 
The ideal result of an acquiring plan would be a low cost 
programme that generates lots of highly valuable customers.  
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2.2 Current situation of the company 

Forssan Levy Oy manufactures currently approximately 60 
to 100 units of checkout counters yearly in Finland. 
The company has been producing checkout counters and 
shop furnitures for companies such as Alko, which is a Finn-
ish liquor shop owned by the government and for some phar-
macies in Finland.  
 
With Alko, the company has had a sales contract for several 
years, and now the company is willing to find new custom-
ers, since the government is usually looking for the most af-
fordable options for checkout counters for Alko, and the 
company is a bit afraid of losing the contract with Alko in 
the future.  
Because Forssan Levy Oy produces security portals and lift-
ing platforms too, they have gained a good position in their 
markets but in the market of checkout counters they are not 
willing to even compete with the companies at the top of the 
market such as Checkmark which produces checkout coun-
ters for the two leading grocery store chains Osuuskauppa 
and KESKO that are leading the grocery store market in Fin-
land.  
 
Checkmark is the leading checkout counter producer in Fin-
land, and they operate in other countries too. Since 
Checkmark produces quite a lot of counters, they could prob-
ably give Alko a great deal if they switched from Forssan 
Levy Oy to Checkmark.  
ITAB is a supplier and it is the second largest competitor in 
the market, and these both companies produce approximately 
20,000 checkout counters yearly in comparison with Forssan 
Levy Oy 60 to 100 checkout counters yearly. These two 
competitors have bigger roles in the market, and Forssan 
Levy Oy is not willing to compete with them in the market, 
the company wants to find store chains that are not cooperat-
ing with these companies.  
 
Forssan Levy Oy has previously entered into Swedish mar-
ket by trying to cooperate with companies such as System 
Bolaget and Vinmonopolet but the results have not been very 
successful. When entering into foreign markets, the company 
should come up with a market entry plan to analyse the 
strengths and weaknesses in the market in the foreign coun-
try and the possibilities in there.  

 
The earlier customer acquisition has not been very carefully 
thought of and the cooperation with Alko started out by de-
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livering other items for them and the company became inter-
ested in the checkout counters offered by Forssan Levy Oy 
that way. Basically, Forssan Levy Oy does not acquire the 
customers but the customers contact the company first.  

 
The company had earlier contacted companies such as Saari-
oinen, Panda and R-kioski and there was no need to include 
these companies in the survey.  

 
 

 
 

3 DATA COLLECTION 

 
To support the research, a survey was conducted with ten 
questions conserning checkout counters and possible needs 
for new ones of the potential customers.  
The main purpose of the survey was to gather data from the 
potential customers and to find out if they have heard about 
Forssan Levy Oy and if they use some other producer or if 
they are in a need of new producer. 
 
In total, ten companies answered the survey even though it 
was sent for more than 110 companies in Finland. 
There were two weeks to answer the survey and it was sent 
via e-mail.  
  
In the end of the survey there was a place for possible con-
tact information, in case the customers would had been inter-
ested in the company and would had wanted more infor-
mation of it but no one did leave their information there.  
 
Questions that were in the survey were the following:  
 

1. How important are checkout counters for 
your company?  

This was measured on a scale of one to five where one meant 
that it is not important at all, and five meant that checkout 
counters are very important to the company.  

 
2. Are you satisfied with your current check-

out counter solutions? 
To this question customers could answer yes, no or then they 
could had written freely their reply.  
 

3. Have you had any plans on purchasing new 
checkout counters?  

Customers could answer here yes, no or then write freely 
their reply. 
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4. Would you consider that a more expensive 

and high-quality checkout counter solution 
could be a great investment for your com-
pany?  

The customers could answer yes, no, maybe and write again 
their own reply.  

 
5. Are checkout counters with belt conveyors 

needed in your stores? 
The answers could had been yes, no or they could respond 
freely.   

 
6. Who is your current checkout counter man-

ufacturer? 
Here the customers responded freely. 
 

7. Have you heard about a Finnish family 
owned business called Forssan Levy Oy?  

 Here they could answer yes, no, or write freely. 
 

8. How many stores will your company have 
in the future? 

Here the customers answered from one to ten or then more 
than ten.  
 

9. How many checkout counters do you have 
in your stores currently?  

Here they could answer from one to ten or choose the option 
more than ten. 

 
10. Are you interested in getting more infor-

mation of Forssan Levy Oy? 
Here the customers could say yes, no, or 
write freely. 

 
In the question one, the responses were quite divided but ma-
jority responded that they consider, that their checkout coun-
ters are really important for their company. But three compa-
nies though that the counters don’t matter at all. One com-
pany responded four from one to five scale and two compa-
nies responded a number 3, which was on a scale one to five 
and meant that they are in the middle, the checkout counters 
do matter to them but not that much. 
 
The question two indicates that the companies are quite sat-
isfied with their checkout counters since 60 percent of the re-
plies were yes. 20 percent of the replies were not happy with 
their solutions, and 20 percent of them did not know.  
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In the third question 80 percent of the replies were no which 
means that they have not been planning on purchasing new 
checkout counters. Only 10 percent responded yes and 10 
percent responded that they do not know.   
 
In the fourth question, 50 percent of the respondents thought 
that a better and more expensive checkout counter solution is 
not a good investment for their company and 30 percent 
though that it might be a good investment. Only 20 percent 
thought that it is a good investment for them. 
 
In the fifth question 90 percent of the respondents though 
that they do not need checkout counters with a belt convey-
ors, and only ten percent responded that they need them.  
 
In the sixth question only five companies answered overall 
out of ten, and two companies responded that they have pro-
duced their checkout counters by themselves and then Pan 
Oston and Adi Kalusteet Oy were mentioned.  
 
In the seventh question, the respondents had not heard about 
Forssan Levy Oy. 
 
In the question number eight the responses were really di-
vided but 50 percent of the companies thought that the com-
pany will have only one store in the future. 20 percent re-
sponded that they will have two stores in the future and 10 
percent responded that they will have five stores and ten per-
cent responded with 10 or more stores in the future. One 
company responded that they do not know.  
 
In the ninth question the majority responded that they have 
only one checkout counter in their store and three companies 
responded that they have two. Only one company responded 
that they have ten or more of them in their store. Two com-
panies did not know at all. 
 
In the last question, no one wanted more information of the 
case company Forssan Levy Oy.  

 
 
 
 
 

4 ANALYSIS 

Even though there were not too many responses in the sur-
vey, it is still quite easy to indicate that none of the compa-
nies knew about Forssan Levy Oy at all before the survey 
and since none of them wanted more information about the 
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company these companies might not be very potential cus-
tomers for Forssan Levy Oy. 
It could be, that many of the companies that were contacted, 
already have a reliable producer and they have got a great 
deal and contracts with them and they are not willing to 
switch a producer easily. 
Since only five out of ten replied to the question of their cur-
rent producer, it is obvious that the companies that did not 
answer do not want to tell who their current producer is, and 
maybe they are so committed to the producer that they want 
to support their operations and not to reveal anything to other 
producers. 
These ten respondents are probably not the ideal customers 
that Forssan Levy Oy is looking for, since majority of the 
companies do not need belt conveyor based checkout coun-
ters and these are the ones that Forssan Levy wants to find 
new customers for. 
Furthermore, the majority has not though about purchasing 
new counters, and most of the companies are satisfied with 
their current solutions. 
 
During the online research, it was easy to notice that there 
are not too many store chains in Finland and especially the 
chains that use belt conveyor designs in their checkout coun-
ters and who are not already working with the competitors 
Checkmark or ITAB. 
 
It was easier to find a lot of companies that have only one or 
maximum of two stores here in Finland but then they are 
probably not in a need of new checkout counters since they 
are not expanding the company nor want to invest in new 
checkout counters since they already have ones. 

 

5 RECOMMENDATIONS 

Based on the theory used in this project and the research 
online and the survey, the recommendations for Forssan 
Levy are quite different what the company is probably ex-
pecting since they hoped for many contacts of potential cus-
tomers. 
But before acquiring contacts the company should create 
more customer communication, and utilize customer experi-
ence research, since Alko for example seems to be satisified 
with their checkout counter solutions. On the other hand, the 
company might not be able to implement this since for ex-
ample Alko does not give a permission of telling that they 
are a customer of Forssan Levy Oy. They also do not give a 
permission for anyone else to use red and black colors in 
checkout counters because they are the colors of Alko’s 
checkout counters. 
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This situation is quite a difficult one, since the company does 
not want to compete with Checkmark or ITAB but they still 
want to find new store chains that could be possible custom-
ers for them. 
There are not too many store chains here in Finland, and due 
to that it is difficult to acquire them if not competing with the 
biggest competitors in the market. 
If the company wants to stick with the promotion of belt 
conveyor designed checkout counters, they could also try to 
find new customers abroad to increase their sales and to find 
long-lasting customer relationships. 
 
The company should also increase their publicity through 
public relations and start different promotional activities for 
example exhibitions, seminars, tradeshows, conferences and 
appearances in trade magazines to raise the awareness of the 
company. 
Also, networking is very important in the market and by hav-
ing personal contacts with well-connected and co-operative 
people it is easier to market their products and raise the 
awareness of the company. 
Furthermore, Forssan Levy Oy could start searching infor-
mation about the upcoming new shopping malls and new 
store chains, in order to find potential and ideal customers 
for them. 
 
 
A new and add-on recommendation for Forssan Levy Oy is 
to market their service desks without the belt conveyors 
since this way they could find a lot of different types of store 
chains, including for example hotels, barbershops, post of-
fices, airports and the list goes on.  
These service desks are not as expensive as the belt conveyor 
checkout counters, but if the company found a store chain, 
the sales would increase due to the amount of service desks 
ordered because a store chain as a customer would order 
many service desks for their new stores. 
 
The belt conveyor designed checkout counters are mainly 
useful for companies that sell a lot of for example groceries 
or many items at the same time for the single customer.  
In the Finnish market the leading checkout counter producer 
company called Checkmark is working with quite a many 
grocery store chains in Finland and they have gained a good 
position in the market and it is difficult to compete with the 
company. 
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6 CONCLUSION 

The Finnish checkout counter produces Forssan Levy Oy is 
in a need of new customers for their checkout counters and 
this research was made for them to find out if there are new 
possible customers for them in the Finnish market.  
The company wanted to find companies that are store chains 
and that they use belt conveyor designed checkout counters, 
which caused difficulties because the company did not want 
to compete with the leading checkout counter producers 
called Checkmark and ITAB at all.  
 
A survey was conducted to support the research but only ten 
companies out of 110 responded the survey, and therefore 
the survey did not bring the best results that were hoped for 
to help to get new customers for the company. But, the sur-
vey still gave more information of the current situation of the 
possible ten customers that responded the survey and cus-
tomers’ awareness of Forssan Levy Oy.  
 
The recommendations were mostly about increasing market-
ing and promotional activities, to get more publicity for the 
company, if they still want to continue finding new store 
chains here in Finland.  
If they do, they need to start competing with the bigger com-
panies in order to get new customers, due to the size of the 
Finnish checkout counter market. The checkout counters are 
quite an expensive investment for the companies and there-
fore the customers need to be aware of the producer and its’ 
competitive advantages.  
 
A new and add-on recommendation for the company was to 
focus on finding new customers for their service desks that 
could increase the amount of new possible store chains. Even 
though the service desks are not as expensive as the checkout 
counters with belt conveyors, they still would increase sales, 
if they found a store chain in a need of many service desks. 
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7 SOURCES 

Survey- 
https://docs.google.com/forms/d/1jfZ8PfKcBVxK0t_g7SH9
u-JnWRhguG3M1HE8Zf5GJao/edit#responses 
 
Checkmark - http://www.checkmark.fi 
 
Forssan Levy Oy - http://www.forssanlevy.fi 
 
ITAB - http://itab.com
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