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This assignment focuses on PanArt, a communication 
and marketing agency located in Rhoon, Netherlands. 
The company provides full-service packages to its 
customers. At this point in time the company operates 
without the use of a marketing plan in a fast-paced work 
environment. Consequently, PanArt’s marketing channels 
have been performing lower than projected. The social 
media channels are currently of little added value to the 
company, whilst they have a lot of potential. The main 
challenge, therefore, is that without a marketing plan and/
or strategy the company digital channels are headed in 
no particular direction. Accordingly, the objective of this 
assignment is to develop a marketing plan. The assignment 
is based on industry data, desk-research and a survey. 

The analysis of the company’s business environment 
revealed that PanArt’s current marketing efforts have 
mediocre performance. This is especially true for the 
company’s social media accounts. The external analysis 
showed that the company has no direct competition 
for its full package service. However, the company 
does have competition for its individual services. It 
also became clear that PanArt does not currently 
have any partners. However, there are most certainly 
potential partners. During the external analysis a 
confrontation matrix has been created. This matrix 
combines the company’s strengths, weaknesses, 
opportunities and threats to help formulate strategies for 
the company. This confrontation matrix revealed some 
challenging and possibly threatening combinations, 
for which recommendations have been formulated. 
It also became clear that the company’s “clients first” 
policy makes keeping up consistency and regularity 
more strenuous. Research shows that consistency 
has become increasingly important on social media 
nowadays. After combining all the key findings resulting 
from the research a marketing plan was developed. 

Based on the executed analyses, it is recommended that 
the firm formulates and communicates its goals towards 

its employees, as this causes the employees to become 
more motivated. If employees are not informed about the 
company’s goals, they may lack engagement resulting 
in a loss of turnover due to non-productivity. It is also 
recommended that PanArt starts budgeting time for its own 
social media efforts. This can prevent neglect and ensure 
consistency, consequently, increase the performance of 
the social media efforts. Moreover, to be able to use social 
media most effectively the company should implement a 
social media strategy to show the direction to be taken, as 
well as uncover desired content of PanArt’s customers. 
In addition, PanArt’s own website should be optimized to 
reach the targets set. The company’s website has been 
slacking and no longer has a sufficient score according 
to SE Ranking, a tool to measure a website’s health and 
performance. Finally, PanArt should seek to invest in 
specializing its current staff. Allowing them to specialize 
will cause more efficiency for the company itself and 
its customers. Adopting these recommendations 
will ensure that the company’s marketing channels 
will improve in performance. Thus, resolving the 
issue of not reaching the full marketing potential. 
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PanArt is and has always been a full service 
marketing and advertising agency. When they say 
full service they really do mean full service. They 
unburden the client in every way when it comes to 
marketing and communication challenges. They 
successfully achieve this with their team, consisting 
of 22 specialists, all within their own respective 
fields. They have in-house marketing specialists, 
communication advisors, developers, graphic 
designers, and so on. To guarantee optimal results 
these specialists come together, this is easily done in 
the office in Rhoon, Netherlands. PanArt’s services 
fall into three categories consisting of communication, 
(graphic) design and online, what these categories 
entail exactly can be found in appendix 1. 
	 With its 26 years of experience PanArt seeks 
to communicate, inspire and create with delight and 
ambition. They do this while holding onto their core 
values, which are to be friendly, flexible and have 
a no-nonsense attitude. PanArt operates within 
the marketing and advertising industry. This is a 
constantly and rapidly progressing industry. To keep 
up with the swift advancements PanArt’s specialists 
must adapt and keep developing their knowledge and 
skillset. This is also reiterated in PanArt’s vision and 
goals. 
	 PanArt’s vision is to continue to serve current 
and new customers in an ever-changing, and rapidly 
growing market due to technological advances. 
As such, PanArt wants to continue to respond to 
customer needs by investing in staff and equipment to 
keep up with (technological) developments. 
	 The goals of PanArt can be divided into two 
categories; short term and long term. The short term 
goal is to get the company back on track financially 
after the rocky year caused by Covid-19. The 
long term goal is to offer continuity and stability to 
employees and customers with whom PanArt has a 
connection. 
	

PanArt’s clients mainly consist of companies looking 
to outsource their marketing and communication 
activities, this means PanArt is a B2B company. 
PanArt prefers working with companies they have 
a connection with, this makes the processes much 
easier. 
	 A few key figures of this company are as 
follows. They have successfully finished 28.750 
assignments from 562 clients over the duration of 26 
years of existence. Unfortunately, PanArt does not 
wish to provide financial information to third parties. 
	 PanArt is a Limited Liability company and 
has two shareholders who are also active in the 
day-to-day activities. These are also the founders of 
the company and have thus been with the company 
for its 26 years of existence. Together they form the 
management of the company as the creative director 
and the strategic director.  Apart from this there 
are no set management layers. Some employees 
bring a lot of experience to the company, all in their 
own respective fields. While others have joined the 
company to get educated. However, each one of them 
contributes in their own unique way to the company’s 
business.	
	 The company’s primary activity is to come up 
with solutions to marketing challenges. It all starts with 
a new order for either the account manager, marketing 
specialist or the communication advisors. One of 
these employees becomes the project manager. 
This role consists of assigning the necessary tasks 
to complete the project, monitoring the project and 
checking the results. After this everyone can get to 
work, from the marketing department to the graphic 
designers and developers. The marketing specialist 
conducts research, the graphic designer uses the 
results of the research to create designs, and the 
developer will make those designs the reality. Finally, 
the project manager checks the results and in some 
case will monitor them over a longer period of time. 
At this point almost the whole team, or at least every 
department, has been involved with the project. This 
is only a brief summary of how it works when PanArt 
receives an assignment. In reality, the steps overlap to 
create optimal results. 

Due to the fact that PanArt is a marketing and 
advertising agency it has been difficult to remain 
focussed on the business’s own marketing processes. 
This is a common problem for this type of company, due 
to the fact that marketing and advertising agencies are 
often completely emerged in the marketing activities 
of their client, they tend to neglect those of their own 
company. This is recurrently a consequence of too 
little resources and the lack of a marketing plan. 
Unfortunately, this may cause negative promotion 
towards (potential) customers. Customers are not likely 
to believe PanArt can take care of their marketing and 
advertisements, if they can not even take care of their 
own. 
	 The problem arises when too little resources are 
allocated to the company. This especially becomes a 
problem when the employees are fully booked, meaning 
they can not perform marketing activities for PanArt, 
because they are working for clients. The results are 
for example, inactive social media accounts and a 
website that is no longer up-to-date with the latest SEO 
requirements. 
	 The emergence of the problem probably dates 
back to an incline in customers, but not in resources. 
Therefore, it is key that a marketing plan is set in place, 
to clarify everything surrounding PanArt’s marketing 
efforts for the planner and employees. Having this plan 
in place will also simplify marketing activities, because 
the goals and means are clear.

1. Preliminary research
1.1 Company analysis 1.2 Problem analysis
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To be able to formulate any kind of plan PanArt’s 
current position in their business environment needs to 
be mapped out. At this point in time there is little to no 
information regarding the working/business environment 
of PanArt. Getting the necessary information can be 
achieved by doing an internal and external analysis. 
During the internal analysis the focus can be put on the 
resources, competencies and competitive advantages 
of the company (Mirkovic, 2019). While the external 
analysis will provide a clearer picture of the environment 
that affects PanArt, but cannot be influenced by PanArt 
(NI Business Info, n.d.). 
	 In addition, It needs to be identified to what 
extent PanArt’s policy of “clients always come ahead of 
us” has an effect on the company’s marketing activities. 
	 Moreover, There are little to no insights in the 
amount of time and resources available for PanArt’s 
own marketing activities on a monthly base.
	 Furthermore, a feasible marketing plan must be 
created, taking into account the little time and resources 
PanArt’s employees have. Mapping out the results from 
these analyses will give us a solid basis for a clear 
strategy, resulting in the creation of a digital marketing 
plan. 

 In short, the following information gaps will need to be 
filled. 
•	 Information gap 1: The state of PanArt’s current 

business environment. 
•	  Information gap 2: Results and effects of PanArt’s 

“clients first” policy. 
•	 Information gap 3: Available resources on a monthly 

base.
•	  Information gap 4: Marketing plan and strategy

The previously mentioned information gaps translate 
into the following research questions: 

Main research question
•	  How can a continuous marketing plan for PanArt 

be achieved, that remains feasible at all times?

Sub-questions
•	 What is PanArt’s current business environment 

like? 
•	 Does the policy PanArt applies have a tangible 

effect/impact on the marketing activities and thus 
on the results?

•	 What are the resources and time available to 
allocate to PanArt’s own marketing activities?

The aim of this project is to create a marketing plan, 
with a focus on the digital part, that is feasible in a busy 
and fast-paced company like PanArt. This company 
is constantly working on the marketing activities of its 
customers. Therefore, their own marketing efforts are 
sometimes neglected. 
	 To overcome this a proper, clear and feasible 
plan must be set in place. This ensures that there is 
always something to fall back on, when their time and 
resources are running low. In addition, this marketing 
plan will give PanArt a solid base for all its marketing 
purposes. 

To be able to fill in all the information gaps a research 
design has been created, the visualisation can be 
found in figure 1. This research design shows the silver 
lining of the planning. During the first three weeks the 
preliminary research has been executed, resulting in 
the company introduction, problem analysis, information 
gaps and research questions. To get a better idea of 
the problem the next three weeks are allocated to doing 
exploratory research. This means diving back into the 
problem analysis to try to get a better understanding 
of the problem, this will be done by collecting and 
analysing data. After the initial 6 weeks, the biggest 
block of the research design starts, during the next 11 
weeks field research will be conducted. The internal and 
external analysis, trend watching and resource analysis 

shall be included in this part of the research. This part 
covers the sub questions of this research and therefore 
fill in the information gaps. The two weeks following the 
field research are allocated to gather the results and 
create tactics and define the strategy, this is part of the 
implementation phase. When the last week arrives the 
strategy will be presented to both the hosting company 
(PanArt) and HZ University of Applied Sciences. 

2. Research approach
1.4 Research questions 2.1 Research design1.3 Information gaps

1.5 Project aim

2. Research approach1. Preliminary research
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Figure 1: Research design



The state of PanArt’s current business environment.

To answer the first information gap, extensive desk 
research must be carried out to create a clear view of 
the internal and external environment of the company. 
The internal analysis will consist of a digital channel 
performance, SEO analysis, VRIO analysis and an 
analysis of the company’s customer personas with 
their matching customer journeys and gap analyses. 
The external analysis will consist of a SWOT analysis, 
competitor analysis, an analysis considering the 
current and potential partners. During the competitor 
analysis a special focus wil be put on companies who 
have had the same issue in the past, or companies 
that are currently facing similar issues. Macro trends 
and emerging technologies will be taken into account, 
especially considering the current developments 
around Covid-19. After these analyses the base of 
the strategy can be formulated, because the SMART 
goals and key performance indicators (KPIs) can be 
set up. There will also be a better understanding of 
the branding and value proposition of PanArt. 

2.3 Information gap 2
Results and effects of PanArt’s “clients first” policy.

This information gap can be filled by diving into the 
past results of Panart. A comparative research of 
two time frames will have to be done. During one the 
socials have been kept up-to-date and during the 
other time frame the socials have been neglected. 
After looking into these results there will be a better 
understanding of whether or not PanArt’s policy has a 
tangible effect on the marketing efforts. 
	 To ensure the reliability and validity, the data 
collected must be as close to the present as possible. 
In addition, time frames of one month (30 days) are 
considered. This is done to create an average view of 
the results, without the oddities of extreme highs or 
extreme lows. 

Available resources on a monthly base.

To identify the resources available for PanArt’s own 
marketing efforts, the schedules of the available 
personnel must be monitored and analysed. This 
means conducting desk research of past and future 
planning items to find out how much time has been 
spent in the past and how often this time has been 
given to a customer, and how much time employees 
get at this point in time. 
	 Due to the fact that PanArt has a very 
extensive clocking system which clocks every 7,5 
minutes and contains order numbers, past time slots 
allocated for the purpose of PanArt’s marketing can 
also be taken into account 
	 We will be able to look back at past time 
slots allocated for the purpose of PanArt’s marketing. 
This clocking system is extremely reliable for data 
extraction due to the fact that every minute of the day 
must be allocated to the specific orders and tasks 
employees have worked on that day. 

2.5 Information gap 4 
Marketing plan and strategy

The final information gap is based on the results 
generated by all the analyses conducted for the other 
information gaps. Therefore, this information gap 
can only be filled once the others are finished. After 
the results of information gap 1 have been gathered, 
the initial step of the creation of the marketing can 
already be taken. During the first steps the results of 
the internal and the external analysis will be mapped 
out to get a clear view of the\these results. However, 
both information gap 2 and information gap 3 add 
crucial information for the execution of the strategy. 
It is therefore important to have all the information 
before finalising the tactics and strategy. Because of 
this, information gap 4 will get answered during the 
implementation phase, as shown in figure 1. 

  The state of PanArt’s current business environment

3.1.1 Internal analysis
3.1.1.1 Digital Channels
3.1.1.1.1 Instagram
Followers
We can see that the number of followers on 
Instagram is slowly increasing. This is likely a result 
of a recent project to increase the follower base. 

Engagement
When looking at the statistics on Instagram we see 
that there is very little interaction with PanArt’s effort 
to reach out. What does catch the eye is that the most 
popular posts are the ones in which we introduce a 
team member. PanArt does not get any comments 
on her posts, they also do not get shared or saved. 

3.1.1.1.2 Facebook
Followers
Just like on Instagram PanArt’s “fanbase” is 
not gigantic on Facebook. To be exact, 339 
have liked the company’s page on Facebook. 
However, when we look at the engagement, 
we can see that these people are of little value.  

Engagement
On the company’s Facebook the same trends as on 
Instagram is visible. However, there are more followers 
but even less interaction. This strengthens the feeling
that  most of our active followers/fans moved to
Instagram. 

3.1.1.1.3 LinkedIn
Followers
On this platform PanArt has by far the most followers. 
However, the question remains if these followers 
are genuine, useful and active. After analysing 
the followers on this platform, it was uncovered 
that only a few of our clients are actively following 
us on LinkedIn, let alone on the other platforms.

Engagement
As can be seen from the engagement rate, there is 
not a lot of interactions based on the company’s posts. 

3.1.1.1.4 Mailing
Although the statistics of the email marketing 
campaigns are positive, there is most definitely room 
for improvement. Especially when considering that the 
latest newsletters have been made  on the fly after a 
small brainstorm session. Instead, it would be advisable 
to get ahead and plan several newsletters in advance. 
This makes it easier and less stressful to create 
content, make the visuals, and to send it out on time. 

Figure 2: Amount of followers  and the engagement 
rate of the digital channels

3. Results
2.2 Information gap 1 2.4 Information gap 3 3.1 Information gap 1

2. Research approach 3. Results

Amount of 
followers

Engagement 
ratio

Instagram 266 7,5%
Facebook 339 1,3%
LinkedIn 385 2,1%
Emailing* 103 65,0%
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3.1.1.2 SEO Analysis
When making a comparison between March 7th 
2021 and May 31st we see that the health score of 
PanArt’s website has gone from a 78 (healthy) to a 56 
(halfway there).  This means the score has decreased 
to below sufficient. Meaning there is work to be 
done to improve the website This statistic has been 
developed to indicate the overall health of the website. 
The calculation is based on the amount and severity of 
the problems found by a crawler during the website audit. 
	 At this point in time, the majority of the problems 
are technical in nature. This means the “internet guys” 
have to be put to work for PanArt’s website. However, 
due to the recent departure of the intern in that 
department their hands are full at this moment. Real 
changes can probably be made once a new intern has 
been hired and onboarded. It is estimated that this 
will happen during the next semester (September).  

3.1.1.3 VRIO Analysis
Barney’s VRIO analysis model is a strategic tool 
designed to determine the competitive advantages of a 
company’s internal resources and capabilities.  Having a 
competitive advantage means that the resources and or 
capabilities are valuable, rare, inimitable and organised. 
Having said so, based on this model it was determined 
that PanArt has the following competitive advantages:
•	 Full service
•	 Own studio and development team
•	 Diverse and knowledgeable personnel 

3.1.1.4 Customer Analysis
PanArt has a great variety of diverse customers. 
Due to the great diversity, it is nearly impossible to 
separate the clientele of the company into groups 
based on the nature of the companies. One thing 
that does stand out is that the majority of the 
customers are located in our direct environment. 
	 To get a more convenient overview the 
customers have been split into groups based 

on the services they require from PanArt. This 
means the following groups have been created, 
to which examples have been added to clarify: 
 
Complete takeover of component 
Key aspects of such projects are that they are often long 
term or regularly come back. An example in this case 
would be the takeover of the social media accounts 
for the companies Skichalets.nl and Villa Kas Oraño.   
 
Large project
The  large projects are characterized by their long 
duration. However, unlike the complete takeovers, 
once they are finished the client moves on. They 
are not projects that regularly come back to PanArt. 
As an example, we have the website of Wikimedia, 
due to the complexity of the website it can certainly 
be considered a large project. The complexity is 
caused by the fact that everything has to be factually 
correct on the many different pages of the website.  

Medium project
Medium projects are those that have a relatively 
short duration and are one-off projects. For example, 
the project that was recently finished for the Sociale 
Dienst Drechtsteden. For this project we partnered 
up with Guy de Hoop, live and quick illustrator. 
For the drawing to be achieved a storyline and a 
storyboard had to be created based on which the live 
illustration explaining the corporate story was made. 
 
Small project
Small projects are one-off projects with a short duration. 
A great example in this case is the new logo for our 
client Barista Studios. The client wanted a new logo 
incorporating two key components: coffee and cocktails.  

3.1.2 External analysis
3.1.2.1 Competitor Analysis
Doing a competitor analysis proved to be more 
difficult than expected. The question of who PanArt’s  
employees believe the competition is, was posed. 
However, a non-answer was given on multiple 
occasions. Usually along the lines of 
“PanArt does not have real competitors, 
because we we offer full-service packages.” 
	 However, one thing was uncovered 
during the activities at PanArt. There is one other 
company, besides PanArt, that provides the same 
or similar service in the same village. This means 
that PanArt has direct and local competition. 
	 When diving deeper into the competition 
based on the services PanArt provides the following 
was uncovered. The statistics of CBS (‚Centraal 
Bureau Statistiek‘) show that on April 19th 2021 over 
7.311 advertisement agencies were registered in the 
Chamber of Commerce. This would mean that there is 
plenty of competition in this field. However, PanArt has 
created its own competitive advantages by providing a 
full-service package. There are not many advertisement
/communication/marketing/ agencies that have 
their own graphic studio and development team.
 
3.1.2.2 Partner Analysis
Employees of the company believe that PanArt has no 
(need for) partners, because they have everything in 
house. But the reality is different. The designs for flyers 
that our studio has created, for example, must also 
be printed to be of its intended use. PanArt does not 
have the ability to do this herself. This means that she 
has to hire a company to do this. A printing company 
could therefore be an example of a potential partner.
	 Furthermore, a number of project managers 
are currently working on live and quick illustrations 
for various customers. We do not have this skill in-
house either. This is done by the talented artist Guy de 
Hoop. Mr. De Hoop could also be a potential partner 
of PanArt, as he has proven himself to be of value 
for our project managers and of course customers.  
	 The bottom line is that PanArt has a lot of 

services in house, but it is also missing a few. For 
the services which have been repeatedly required by 
customers but are not in PanArt’s current in-house 
portfolio it is advisable to maintain fixed partners. 
Having partners can ensure greater efficiency.

3.1.2.3 SWOT Analysis
To get a complete overview of the strengths, 
weaknesses, opportunities and threats of the 
company Those who know most about the company 
were asked to participate in a questionnaire of sorts. 
All employees (available) were asked to prioritize 
the points mentioned in the SWOT that had been 
prepared and add points if they felt the need to. 
The individual results of this questionnaire and the 
SWOT overview have been added to the appendices.

3.1.2.4 Confrontation matrix and analysis
As a first step, solutions must be found for the most 
negative points in the confrontation matrix. The 
following combinations were negatively flagged. The 
matrix can be found in appendix 5 whilst the elaboration 
of these combinations can be found in appendix 6

•	 (W2+O1) Less specialistic in certain areas vs. 
Increased need for digital marketing

•	 (W2+T2+T5) Less specialistic in certain areas 
vs. Highly reputational business/branche vs. 
Competition

•	 (W1+T3) No clear (-ly communicated) marketing 
plan vs. Little reach on social media

•	 (W4+T1) Customer orders are prioritised over 
internal orders from PanArt vs. Dependent of 
clients (speed and communication)

•	 (W3+T5) No formulated goals vs. Competition 

3. Results3. Results
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3.2 Information gap 2
Results and effects of PanArt’s “clients first” policy

The effect PanArt’s “client first” policy has had 
on the company is hard to prove. However, we 
can speculate on the effects and results, based 
on other people’s and companies’ experiences. 

The effects are the most evident on Instagram. 
Due to internal orders getting pushed back when 
a client’s order comes in, it is challenging to stick 
to the pre-made content calendar. The content is 
thought of and created halfway during the month 
before. Unfortunately, content creation often gets 
pushed back. As a result, the content in often not 
done in time. Out of necessity posts get postponed, 
which results in a lack of consistency. Even on social 
media the phrase “consistency is key” is relevant. 

Multiple sources dictate that posting regularly and 
consistently has positive effects on an Instagram 
account (Simpson, 2019) (Payne, 2020) (Donlon, 
2021). Not posting regularly may even mean 
that it becomes improbable that your audience 
is seeing your message. Making an impact is 
even harder if the message does not arrive at its 
intended audience. Meaning, effectively reaching 
the audience must be done through consistency. 

However, the “clients first” policy make this more 
strenuous. The workaround for this problem would be 
to work so far ahead that procrastination will have minor 
impact on the consistency of the social platforms. The 
downside being that PanArt does not always capitalise 
on current event, causing missed opportunities. TO 
pull off both consistency and regularity, the studio 
would have to be available for PanArt’s own socials.

3.3 Information gap 3
Available resources on a monthly base

PanArt essentially has plenty of resources. 
However, on a monthly basis, how much of said 
resources are allocated to the company itself? 

First of all, PanArt has the following resources 
for website optimisation on a monthly basis. 
•	 2 hours SEO optimisation: This time is used to 

optimise and enhance the website, resulting in a 
better ranking in Google’s search results. 

•	 2 hours reporting: These reports show the 
progress made on the website on a monthly base 
as well as the next steps to be taken for further 
development and optimisation of the website.

Secondly, when considering PanArt’s social media it 
becomes visible that since my arrival a lot more time 
and effort have been put into these channels, with as 
main focus Instagram. As previously mentioned the 
company’s social media has a small reach. Due to the 
additional resources the number of followers has seen 
an increase of over 20%. To continue the increase PanArt 
must keep investing in its social media going forward. 
This can be done through interns (as is the current 
case), but also through the fixed employees. To be most 
efficient and cost-effective a combination would be best.
	 The additional resources can also be 
reviewed in the hours put into the order. In the months 
September 2020 through January 2021 (period before 
my arrival) 16 hours and 22 minutes were spent on 
the social media order of the company. After my arrival 
February 1st 2021 through June 1st 2021 255 hours 
and 7 minutes have been spent on the same order. 
Most of this time can be allocated to the project in 
which we try to enlarge our reach. The majority of 
the remaining time can be allocated to research, 
content creation and posting on the platforms. 
	 The bottom line is that increasing your follower 
base and consequently reach on social media costs 
time and resources. There are no set or budgeted 
times for social media. It heavily relies on the amount 
of time available, meaning time not allocated to clients. 

3. Results 3. Results

“Consistency 
is key”

3.4 Information gap 4
Marketing plan and strategy

As a result of all the extensive research that has 
been executed a marketing plan was created. This 
marketing plan follows the RACE model, in which 
the customer life cycle is divided into four phases: 
Reach, Act, Convert and Engage. For each of these 
phases at least two tactics were developed. In 
accordance with these tactics targets were set and 

strategic objectives and key points were mentioned. 
During the final part of the internship the student will 
work on elaborating the tactics into visual examples. 
The slide with tactics can be found in figure 3, this 
has been done using the Dutch language, due to the 
company’s nationality. The complete overview of the 
digital marketing plan can be found in the appendices.
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Figure 3: Marketing plan slide - tactics



In this chapter conclusions will be drawn about 
the information gaps and the main research 
question will be answered based on the results 
discussed in chapter 3. The final part of this 
chapter will elaborate on the study’s limitations.

4.1 Information gaps
4.1.1 Information gap 1
The state of PanArt’s current business environment

First of all, we draw conclusions on the business 
environment of the company. It can be concluded 
that the biggest improvements are required on 
the company’s website and its Instagram account. 
In addition, the company has a great variety of clients. 
This makes following the technological trend of hyper 
personalization difficult, as there is are no set target 
groups based on the client’s behavior, pains and gains. 
	 Moreover, according to the employees 
of the company, they have no direct competitors. 
This is very unlikely. What is more likely is that 
the competition provides single services 
whereas PanArt provides full-service packages. 
	 It is an also common belief that the company has 
no need for partners. However, according to the results 
of this research there are most definitely possibilities 
to take on partners in order to work more efficiently. 
Additionally, the confrontation matrix showed significant 
risks when combining the following combinations:
•	 Less specialistic in certain areas vs. 

increased need for digital marketing.
•	 Less specialistic in certain areas vs. highly 

reputational industry vs. competition.
•	 No clear (-ly communicated) marketing 

plan vs. little reach on social media.
•	 Customer orders are prioritized over 

internal orders from PanArt vs. Dependent 
of clients (speed and communication).

•	 No formulated goals vs. competition.

Results and effects of PanArt’s “clients first” policy

The result of the “clients first” policy the company 
maintains is that PanArt’s own orders get pushed to the 
back of the line. Resulting in severe difficulties in keeping 
up the consistency of the company’s social media 
accounts. In addition, the SE Ranking website health 
score dropped to below sufficient, as a result of little and/
or less time to optimize. This is likely due to a client’s order 
jumping the line as a result of hurdles in their projects.

4.1.3 Information gap 3
Available resources on a monthly base

On a monthly base four hours are budgeted for the website. 
However, due to the SE Ranking website health score 
plummeting to insufficient health, it could be argued that 
this is not enough time. Furthermore, the social media 
order has no minimum, nor maximum budgeted hours. 
Creating the risk of complete neglect of the company’s 
social media accounts. Content creation often takes 
time. But the time required is not always available.

How can a continuous marketing plan for PanArt be 
achieved, that remains feasible at all times?

Overall, the findings of the research creates a 
complete overview and forms the basis of a solid 
marketing plan. This overview includes the internal 
and external factors of the company’s environment 
as well as the resources and capabilities of the 
company to capitalize on opportunities that arise
and threats they need to conquer. Based on all the 
information that resulted from the research a marketing 
plan and strategy can be developed. The marketing plan 
should discuss tactics to improve the current approach, 
as well as introduce new possibilities. These tactics 
should take into account the challenge of time shortage.

4.3 Limitations
Although extensive research was done it should be 
noted that there are also limitations. The first one being 
shortage of time. If there had been more time to execute 
this research it would have been more elaborate. In 
addition, it was not allowed to work on the professional 
product nor research at the internship company, thus the 
intern was missing resources to be able to execute the 
research to the fullest extent. Moreover, it is unclear to 
what extent information provided by the employees of 
PanArt was objective. Answers given to questions often 
showed some subjectivity. However, it is uncertain to 
what extent the answers were subjective. Finally, not all 
information was provided. The intern lacked information 
about the financial position of the company, as well as 
some administrative information. The strategic director 
of the company did not feel the need, or did not feel 
comfortable sharing this information. Without having 
to face these limitations the research would have gone 
more efficiently and would have been more elaborate.

4. Conclusion 5. Recommendations

4. Conclusion
4.1.2 Information gap 2

4.2 Main research 
question
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PanArt is currently incapable of carrying out its own 
marketing activities with consistency and regularity. 
This causes the social media performances, as well as 
the website’s performances to lack when comparing 
it to the possibilities. To be able to perform in line with 
expectations a marketing plan has to be set in place and 
must be regarded with decisions affecting the matter. 
This marketing plan must have a special focus on the 
digital part of marketing as well as take into account the 
fast pace, resources and capabilities of the company. 
Based on the results deriving from the research 
the following recommendations can be formulated.

5.1 Formulate and 
communicate goals
The fact that PanArt does not have or
communicate its goals to its employees 
elevates the chances of demotivated employees. 
This may cause a weakness in the company. 
According to Alison Napolitano “High levels of 
employee motivation are intrinsically linked to high 
levels of employee engagement” (Napolitano, 2016)
It is incredibly important to pay attention to this according 
to a research questionnaire done by Gallup into “the state 
of the American workplace”. This research dictates that 
70% of the employees of a company lack engagement 
for the company of their employment. Yearly, the cost 
resulting from this absence of engagement, and in 
turn productivity is estimated at $450 to $550 billion. 
To prevent PanArt from losing money to non-
productivity the company should set and 
communicate clear goals with its employees. 

5.2 Budget time
As a result of the nature of the company, PanArt’s 
own order often gets pushed to the back of the line. 
As mentioned before this causes a lack of consistency 
and regularity. Which may both negatively affect the 
company. Although it is nearly impossible to eradicate 
the problem completely, there is a way to lessen the 
burden and the effects. It is advisable for the company to 
plan its own order way ahead of time. This way it is not 
a disaster when the order gets pushed back. In addition, 
the larger activities can be divided into smaller pieces. 
This increases the chance of the order appearing on the 
agenda. Planning ahead and dividing into smaller pieces 
will help finishing everything way before the deadline. 
This assures that the company can update its social 
media accounts and website consistently and regularly.

5.3 Social media 
strategy
As a result of there being no marketing plan within 
the company, the efforts on social media have been 
executed without direction. This has resulted in lesser 
than expected results. To be able to perform better in the 
future the company should invest time into developing a 
social media strategy as part of their content marketing 
efforts. This strategy should contain the objectives and 
manner of doing so of the social media channels. To be 
able to formulate this channel extensive research must 
be done to uncover the desired content by the target 
market. However, as a result the company would see an 
enormous increase in the performance on social media.

5.4 Optimise website
As a result of neglect due to clients’ orders being 
prioritized over PanArt’s own the website health score 
according to SE Ranking has dropped to below sufficient. 
To be able to have a well-functioning and user-friendly 
website PanArt should invest time into the optimization of 
said website. As mentioned in the research’s results the 
majority of the optimizations require a level of technical 
specialty. This means one of the company’s developers 
has to dive into the website to fix the technical errors. 

5.5 Specialise current 
staff
PanArt offers a wide range of services. However, for 
some of those service the company only has surface 
level knowledge in-house. To be able to meet the 
client’s requirement and have a high level of efficiency 
the company should seek to specialize the current staff. 
Specializations can be achieved through online courses. A 
great example in this case are the courses offered through 
LinkedIn Learning. They offer a range of courses diving 
into knowledge that could be of great value for PanArt.

5. Recommendations 5. Recommendations
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Appendices AppendicesAppendix 3: SWOT analysis - final version

Positive Negative

In
te

rn
al

S1
S2

S3
S4

S5
S6
S7
S8
S9

Strenghts
•	 Full service;
•	 Diverse and knowledgeable per-

sonnel;
•	 Experience projectmanagers;
•	 Own studio and development 

department;
•	 Clear corporate identity;
•	 Favourably located office;
•	 Longterm existence;
•	 Own client contact
•	 Reasonably large company.

W1

W2
W3
W4

Weaknesses
•	 No clear (-ly communicated) mar-

keting plan;
•	 Less specialistic in certain areas;
•	 No formulated goals;
•	 Customer orders are prioritised over 

internal orders from PanArt.

Ex
te

rn
al

O1

O2
O3

04

05

Opportunities
•	 Increased need for digital marke-

ting;
•	 Good reputation;
•	 (Reasonably) large and diverse 

customer base;
•	 Companies are in need of Co-

vid-19 communication means;
•	 Personnel keeps developing and 

learning (internal knowledge 

T1

T2

T3
T4
T5

Threats
•	 Dependent of clients (speed and 

communication);
•	 Highly reputational business/bran-

che;
•	 Little reach on social media
•	 Fluctuating workload;
•	 Competition
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AppendicesAppendix 5: Confrontation matrix Appendix 6: Confrontation matrix; elaboration Appendices

(Z2 + K1) Minder specialistisch op bepaalde vlakken 
vs. toegenomen behoefte aan digitale marketing
PanArt is a full service company with a very diverse 
staff that knows a lot about many different things. The 
downside here is that there is less specialisation, this 
is especially obvious in the marketing department. We 
all know a little about everything, but nobody has in 
depth knowledge of for example Google Analytics. 
	 Due to all the technological developments in 
the previous years the need for digital has increased. 
This is also the case in the field of marketing. Digital 
marketing has gained a significant role in the marketing 
departments of most companies. However, the fact 
that PanArt does not have a specialist in this field 
proposes a threat. Therefore we must try to eradicate 
this threat by either training and specialising the 
current employees or hiring specialists. Yvon, PanArt’s 
strategic director has indicated not having plans to 
onboard a new employee in the marketing department. 
Therefore the most realistic option to ‚defend’ PanArt’s 
position would be to educate the current staff. 

(W2 + T2 + T5) Less specialistic in certain areas vs. 
Highly reputational business/branche vs. Competition
The fact that PanArt does not have in-house specialists 
in its marketing department, shows a competitive 
disadvantage. Especially when considering 
competition in the highly reputational branche PanArt 
is operating in. The strategy to eliminate this threat is 
the same as it is for the points made above, meaning 
the current staff to be educated and should specialise. 

(W1 + T3) No clear (-ly communicated) 
marketing plan vs. Little reach on social media
Another aspect that catches the eye is the low reach of 
the company’s social media accounts. For a company 
that has been in business for over 25 years this is 
remarkably negative. For instance, when comparing 
PanArt’s Instagram account we see that some of our 
competitors have almost 6 times more followers. The 
same trend can be seen in the engagement rates on 
this platform. Considering the company does not have 
a set marketing plan (including a social media strategy) 
only worsens this. Therefore the best option to solve this 
problem is to create a marketing plan that includes a 
social media strategy. However, this costs effort and time 
to research, create and implement effectively. Luckily, a 
beginning has been made with the graduation project. 

(W4 + T1) Customer orders are prioritised over 
internal orders from PanArt vs. Dependent 
of clients (speed and communication)
Due to the nature of the business the orders of clients 
usually obtain first place over PanArt’s own internal 
orders. As a result, tasks for the internal orders may 
be carried out up to over a week later than the initial 
due date. There are no easy ways to fix this problem 
or threat. However, there is one way to get ahead of 
it, literally. It should become standard practice to plan 
PanArt orders way ahead of their due date. Therefore, it 
does not immediately become a problem when activities 
are pushed back in the agenda. An example is to plan 
and create social media posts ahead. When everything 
is planned and created in advance the only thing that 
remains is posting, which should only take a few minutes 
and therefore becomes easier to add to the agenda. 

(W3 + T5) No formulated goals vs. Competition
Not having clear or formulated goals and objectives 
likely has negative effects on the business. 
Without goals the company and its employees 
have noting to strive for. Having goals is also a 
significant way of motivating employees as your 
giving them steppingstones towards an end result. 
	 On the other hand not having clear goals 
and objectives may demotivate your employees. 
Unmotivated employees cause a severe weakness 
for the company. According to Alison Napolitano 
“high levels of employee motivation are intrinsically 
linked to high levels of employee engagement.” This 
is with good reason according to Gallup’s survey on 
the topic of “the state of the American workplace”. 
The study shows that 70% of employees shows a 
lack of engagement which costs the United States 
an estimated of $450 billion to $550 billion in lost 
productivity per year (Napolitano, 2016). As a solution, 
PanArt should set achievable goals and objectives to 
motivate its employees and encourage productivity. 
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