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Executive summary   

Television is once again being reformed with new devices and services. After colour screens, the remote 

control, the VCR, digital transmitted signals and receivers (set-top boxes), the next wave of improvements 

are called Enhanced, Interactive Connected, Smart personal televisions. These new televisions offer 

consumers to manage television content in an effective, efficient and personalised way. These 

developments of information systems that offer creation, digitalisation, storage, search, distribution and 

delivery are addressing the órealô needs of consumers nowadays.  

 

Your.TV is trying to position itself in the middle of these developments. Your.TV is a Pan European online 

television company that offers high quality of television services. It is offering state of the art technology 

that delivers High Definition television quality over Internet broadband connection.  

 

Your.TV is offering channels from all around the world together with all the favourite national and 

international television channels per country. The concept of Your.TV is offering foreign television 

channels that keep foreign and expat consumers in touch with their language to enjoy the latest news, 

entertainment and sports television programming from back home. 

 

Due to the increase of the Arab population in Europe, Your.TV wants to examine the possibilities of 

offering an Arabic television package. Currently the Arab world is changing and the recent Arab revolution 

has impacted the European migration. The European Union has ruled Arab refugees to apply for asylum 

in whatever county they happen to arrive. The Arab generations has evolved over the years experiencing 

lots of cultural shifts. According to Arab media outlook 2008-2013, young people in the Arab world make 

up a relatively high percentage of the Arab population. Todayôs young Arabs are increasingly connected 

and technologically savvy, as well as well-informed about current affairs.  

 

This new young Arab generation presents opportunities for Your.TV. Therefore a research analysis is 

needed. The research analysis has to determine which European countries have the most Arab potential. 

More importantly the research has to figure out what the needs of the Arabic consumers are. What are 

their interests? Is television individuality and interactivity important for the Arab consumers? Can Your.TV 

meet the Arab consumer interests and needs? If so, in which ways? 

 

Based on the results of the research analysis, a marketing communication plan is developed based on 

the question:  

 

ñHow can Your.TV introduce the Arabic television package successfully to the European Arab consumers 

by making use of marketing communication?ò 

 

The marketing communication plan is written for Your.TVôs introduction phase. Your.TV is a new starting 

television company; therefore the focus of the plan will be on creating high results with low costs using 

effective marketing communication efforts.   

Your.TVôs introduction can be called successful if a clear brand identity is chosen and the marketing 

target group is reached through the communication target group by using a strong informative personal 

approach focus and by using the selected low cost high result marketing communication instruments. 
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Preface  

I chose this graduation assignment for several reasons. I wanted to do a graduation assignment that 

relates to my interests and that would fit my educational background, skills and work experience. I am 

interested in pursuing a career in marketing communications. During my previous education, I followed a 

commercial economic marketing communication education. Also during my current education I followed 

an abroad internship in Canada where I worked as a marketing communication assistant. Following this 

internship, I have learned, improved and developed lots of new skills. That is why due to my educational 

background, interests, skills and career ambitions, I chose this topic because it relates to marketing 

communication.  

Another reason I chose this assignment is that I am planning to follow a Masters program that relates to 

marketing communication. After graduation, I want to apply for the Masters program International 

Marketing and Brand management. By doing so, I want to use this assignment as a reference to increase 

my chances during the application and evaluation process.  

This graduation assignment is international oriented. The assignment consists of a research analysis on 

the developments of the Arabic population and their television preferences. Based on my Somali cultural 

background, I am closely related to the Arabic culture due to cultural similarities. I speak the Arabic 

language fluently and I am aware of the Arab civilization, culture and religion. Combined with the use of 

the English language, this graduation assignment provides the best way to gain global knowledge. This is 

also why I chose this graduation assignment.  

 

For this opportunity, I thank: 

 

I would like to thank Gijs davelaar the founder of Your.TV, who was my graduation job coach. I thank him 

for giving me the opportunity to work on this graduation project. He guided me through this project with 

advice, tips and feedback on how to handle and approach situations. Despite his busy schedule, he had 

always time to answer all my questions concerning my project, therefore I thank him.  

Also I wanted to thank Gilbert Heiligenberg and Ewa Dybkowska. I thank them for the useful 

suggestions and the knowledge they shared with me on the data collections and research analysis. 

Finally I want to thank Jan Timmerhuis, who was my university graduation coach. I want to thank him for 

supervising my thesis proposal and approval. I also wanted to thank him for the knowledge and advice he 

provided me at the beginning of my graduation project, especially on the literature selection.     

I really enjoyed working on this graduation project. It has been a great experience and I gained lots of 

knowledge and I wanted to thank everybody for it.  
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Introduction  

The introductory section describes the research background, the research objectives, the research main 
and sub questions, and the research methodology. 
 

óBill Gates says people will someday laugh at the TV we have todayô 

Back in 2007, Bill Gates hinted at some interesting possibilities that IPTV offers in the future. He went so 

far saying people will someday laugh at the TV we have up to now. Due to the developments of the 

Internet and the growing developments of IPTV, television is changing and will continue to change.  

(Bill Gates on the future of IPTV, Daily IPTV 2007)  
 

The most common leisure activity among people is watching television. The television experience and 

viewing behaviour have changed rapidly with the coming of interactive television. Individuality has 

become important and consumers nowadays want personalization, interactivity, communication, high 

definition quality and selected television content. With the emerge of interactive television the consumers 

have changed wanting their television to be personal, to be of high quality, to connect to everything and to 

be affordable. The consumer wants control, relevant content, easy to use systems and interactive 

experience on all devices from the mobile phone to the television to the computer. They also want to 

communicate, share and view content on the same device. Consumers want their television experience to 

be as easy as possible, from signing up for a new service to paying for it. Consumers want their television 

experience to reflect their individual needs and personality. They want services that will enhance and 

make their lives easier. They want a new experience that is of value of their money.  

( Kijkgedrag verandert door interactieve TV, KPN Consumentenpanel 2010) 

 

Your.TV is a start up television company that is planning to launch television on the European television 

market. Your.TV is offering a unique, affordable, convenient and simple to use interactive television. The 

concept of Your.TV is offering foreign channels that keep foreign and expats consumers in touch with 

their language to enjoy the latest news, entertainment and sports programming from back home.  

 

Your.TV is offering channels from all around the world together with all the favourite national and 

international television channels per country. Due to the increase of the Arab population in Europe, the 

company wants to examine the possibilities of offering an Arabic television package.   

Therefore a research analysis is needed. The research analysis has to determine which European 

countries have the most Arab potential, what the European broadband penetration is, what the popular 

Arabic television channels are and what competitors can be expected. 

 

More importantly the research has to figure out what the needs of the Arabic consumers are. What are 

their interests? Is television individuality and interactivity important for the Arab consumers? Can Your.TV 

meet the Arab consumer interests and needs? If so, in which ways?  

 

The results of the analysis will identify the factors Your.TV has to consider when offering the Arabic 

television package in Europe. Based on the research analysis results, a strategic marketing 

communication plan will be written answering the main question: How to introduce Your.TVôs Arabic  

television package to the European Arab consumers.  
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1. Description and purpose of the research  
 

This marketing communication plan is part of my graduation assignment for my communication study. 

The assignment focuses on researching how to commercially introduce Your.TVôs Arabic television 

package to the European Arab consumers. The research consists of different analysis. The research has 

to examine the possibilities of launching and introducing Your.TVôs Arabic television package to the 

European Arab consumers. The plan is based on the central key question:  

 

ñHow can Your.TV introduce the Arabic television package successfully to the European Arab consumers 

by making use of marketing communication?ò 

 

To be able to formulate a strategic marketing communication plan, different analysis are made of the 

company Your.TV, the European television market, the target group, the Arabic media and the 

competitors. Also theoretic models are used to be able to formulate the strategic marketing 

communication plan. The conclusions of the research analysis and theoretic models will help lay the 

foundations for the strategic marketing communication plan. The following analyses have been made: 

- An analysis of the background of the company Your.TV  

- An analysis of Your.TVôs products and services, the unique selling points, the benefits and 

additional features that can be used to formulated sales arguments for the marketing 

communication 

  

- An analysis of the European television market and the broadband penetration in the European 

countries in which Your.TVôs products and services can function  

- An analysis of the potential of the Arab people living in the European countries in which Your.TVôs 

Arabic television package can be introduced and offered to. 

 

- An analysis of the most popular Arabic television channels with the highest and largest television 

ratings and market shares that could be selected and added into Your.TVôs Arabic television 

package.  

- An analysis of the Arabic television industry and the trends and areas of focus that are important 

to consider for the introduction of Your.TVôs Arabic television package.  

- An analysis of the Arab consumers researching what their interests and needs are in television.  

 

- An analysis of Your.TVôs competitors. What are their competitor advantages? What Arabic 

channels are being offered already by the competitors? What products and services are the Arab 

consumers using to watch television?  

 

The main objectives of the research are:  

- Researching whether there is enough Arab potential in Europe? 

- Researching what the interests and needs of the Arab consumers are?   

- How to reach the target group through marketing communication  

 

In this plan the most important conclusions of all the analysis can be found, as well as the strategic 

marketing communication plan with recommendations on how to introduce Your.TVôs Arabic television 

package to the European Arab consumers. The full analysis of the complete research can be found in the 

marketing communication plan annex report. 
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                                                What is the current state of the European television market?  
                                                                      What is the broadband penetration in the European target countries 
                                                What is the estimated potential of the Arab people living in the European countries    
                                                       What is the estimated amount of the Arab population in Europe divided in household                      
                                                                     Is the Arabic language still a vital language among European Arabs  

   
 

                          

 

2. Main and sub research questions  
 
The central key question is: 
ñHow can Your.TV introduce the Arabic television package successfully to the European Arab consumers 
by making use of marketing communication?ò 
 
To support this central question, the following sub questions will help research and examine whether 

there are possibilities of introducing Your.TVôs Arabic television package successfully to the European 

Arab consumers. It will also will help create the strategic marketing communication plan.  

 

Market and target group potential:  

1. What is the current state of the European television market?  
2. What is the average broadband penetration connection speed of the European countries? 
3. What is the estimated figure/amount of the Arab people living in each European country? 
4. What is the estimated figure/amount of the Arab population living in each European country divided into 

household?  
5. Is the Arabic language still a vital language among European Arabs?  

 

Media and competitors:  

1. What are the most popular Arabic television channels among the Arab people?  
2. What are the television ratings and market shares of the most interesting Arabic television channels? 
3. What Arab Internet and Social media tools are interesting and are being used by the Arab people? 
4. What are the interests and needs of the Arab consumers when watching television?  
5. What do Arab people use to watch Arabic television? ï What equipment, devices and services do they make 

use of and what are the prices? What are their general complaints about these services that they currently 
subscribe to? Are there many illegal viewings? 
 

Marketing communication strategy:  

1. In what ways can online and offline media be used to attract the Arabic target group in Europe? 
2. What marketing and sales strategies are suitable for the Arabic target group in Europe? 

 
 
 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                                                                                                                                                                                         
                                                                        What ways can online/offline media be used to attract the target group 

                                                                                               

                                                                                                      What marketing and sales strategies are suitable? 

This schedule illustrates how the research questions related to each other and how they relate to the aim of the 
main outcome of the research 

                                                                  

                                            What Arabic channels do Arab people watch? What are their content and descriptions?   

                                                             What are the TV ratings and market shares of the Arabic channels? 

                                                                         What are the Internet and Social media behaviour of the Arabs   

                                                                                          What are the interests and needs of the Arab consumers  

                                                                                                                                            when watching television?               

                                                                                                What services, equipment and devices Arab people make  

                                                                                                                              use of when watching Arabic channels? 

                                                                                   

                                                                                

 

Market 

 

       Marketing     

          communication   

Aim: Introducing Your.TVôs Arabic television package successfully to the 

European Arab consumers  

Competition 

     Media 

 Target Group 
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3. Research methodology  
 

To be able to formulate a strategic marketing communication plan, different analysis are made of the 

company Your.TV, the European television market, the target group, the Arabic media and the 

competitors.  Based on these analysis there is chosen for an applied type of research. An applied 

research will directly deliver knowledge on subjects where decisions will be made based on the results. 

Accurate information on the market, the target group buying patterns and the competition will be collected 

to understand, implement and manage effective marketing communication strategies to eventually reach 

the target group. (Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 142)  
 

The research methodology consist of a desk research where the main focus lays on researching and 

analysing the Arab potential in Europe, the developments of the Arabic media and the competitors that 

can be expected.  

 

Desk research  

Different analysis are conducted during the desk research in able to formulate the marketing 

communication plan. The research analysis is divided into an internal and external analysis. The internal 

analysis describes the companyôs background and the products and services that are being offered. The 

external analysis describes the European television market, the target group, the Arabic media and the 

competitors. The research resources and tools that are used for the desk research are the following: 

 

Literature books, research articles and study reports 

Several literature books are used during the analysis to gain insight and to get more familiar with the 

topics. The literature books refer to different research studies on the developments and trends of the 

Arabic television industry. Besides the literature books, lots of Internet research articles and study reports 

are used for the research analysis.  

 

Quantitative research  

The quantitative research is conducted to provide a numerical and statistic insights of the research. 

These statistic informations are mostly collected from research analysis and observations through recent 

European statistic publications.  

 

» Eurostat statistical office 

Eurostat is the statistical office of the European Union. This office is specialized in providing the EU 

statistics on European countries in various themes such in economy, environment and regional. To 

analyse the Arab potential in Europe, information has been gathered from Eurostat giving an overview of 

the Arab population potential in each European country. Also to analyse the broadband penetration in 

Europe, information data is gathered from Eurostat as well as from broadband speed test websites 

Speedtest and Akamai.  

 

» PARC research company  

A researching company named Pan Arab Research Center (PARC) has been contacted to obtain 

information on the Arabic channels and their television ratings and market shares. This marketing 

research company is specialized in obtaining various information on Arabic media and marketing data.  
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Theoretical 
reserach  

ÅLiterature books  

ÅInternet articles  

ÅResearch study reports  

 

Quantative 
reserach  

ÅStatistic analysis 

ÅNumerical data assembly 

Qualitative  
research  

ÅBehavioural analysis 

ÅTrends analysis 

ÅMedia analysis 

» Online databases 

Different online databases are used to collect information on the Arabic channels. Various Arabic 

television informationôs are gathered from television Internet data websites. These databases are:  

 

- Mavise: EU database website on television channels and television companies  

- Lynasat: Information website on all satellites around the world  

- OBS.COE: Information portal website for audiovisual sector  

 

» Search engines  

The desk research is also conducted through Internet search engines Google, Yahoo and MSN to gather 

recent Internet research articles and study reports. Also information from both local and international 

websites are collected to analyse the latest trends regarding the European television market and Arabic 

media trends.   

 

Qualitative research  

Qualitative research is conducted to track current trends and to gain insight on the target group television 

attitudes, behaviours, Interests, needs, culture and lifestyle. This information is mainly collected from 

literature books, Internet research articles and study reports.  

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This figure illustrates the desk research phases and the resources and tools  
that are used for the research 

                                                                  

 

Desk  

research 
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4. Chapters overview  
 

 

 

 
 

 
The strategic marketing communication plan consists of 5 chapters. The first and the second chapter will 

summarize the most important conclusions of the internal and external analysis.  

 

The third chapter describes the theoretic models that are implemented and processed to help formulate 

the strategic marketing communication plan. In this chapter conclusions will also be taken based on the 

outcome of research analysis results and the theoretic models.   

 

The fourth chapter describes the strategic marketing communication plan. Based on the conclusions of 

the research analysis and theoretic models, the marketing communication target group, objectives and 

strategy will be determined and described. In the fifth and last chapter recommendations will be given.  

 

This plan also includes a marketing communication plan annex report. This annex report includes the full 

analysis of the internal and external analysis. The analysis in the annex report will give a more detailed 

overview of the analysis made on the company, products, European television market, target group, 

Arabic media and competition. The annex report also includes the research data collections. Also contact 

information of the target groups and the Arabic channels as well as the marketing communication plan of 

action are all included in the annex report.  

 

 

 

 

 

 

 

Chapter 1:  Internal analysis  

Chapter 2:                External analysis   

Chapter 3:                  Theoretic models and conclusions  

Chapter 4:                      Marketing communicaton plan  

Chapter 5:                                         Recommendations  

This figure illustrates the chapters of the Marketing communication plan  
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Chapter 1: Internal analysis  

In this chapter, the most important conclusions and findings of the internal analysis will be summarized. 
The full analysis of the internal analysis can be found in annex 1 of the marketing communication plan 
annex report. 
 

Chapter 1.1: Mission statement  
 

Your.TV is a Pan European online television company that offers high quality of television services. It is 

offering state of the art technology delivering High Definition television quality over Internet broadband 

connection.  

The mission statement has to be clearly defined in each organisation since it contains the most important 

objectives, standards and values of an organisation. The mission can be described as the identity of the 

organisation. (Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 142)  

 

The mission statement of Your.TV is the following:  

Offering ethnic consumers television they can choose from, keeping them in touch with latest news, 

entertainment and sports programming from back home.  

The core values that Your.TV wants to offer the consumers are television services that offer simplicity, 

interactivity, convenience and freedom of choice. Through its mission and values, Your.TV tries to 

distinguish itself from the competitors and fulfill the consumers television interests and needs.  

Chapter 1.2: Marketing mix  

 
According to Phillip Kolter (2005), author of the book Marketing Management, Marketing mix is a 

combination of tools, grouped in four categories (4Pôs), implemented by the companies in order to 

achieve the business goals on the market. Additionally, People, as the 5
th
 P, can be added in the case of 

companies offering services. The Marketing mix of Your.TV is the following:    

» Product  

Your.TV is combining Internet technology with regular television to provide a new and innovative 

television experience to the consumer. Your.TVôs concept is to offer foreign television channels that keep 

foreign and expat consumers in touch with their language. Your.TV is offering lots of interactive television 

options such as Electronic TV Guide, Video on Demand, Storage and Pause and Catch Up television. 

Your.TV is also offering unique other options consumers can profit from. These are the following:  

 

Large amount of television content; 

Your.TV is offering 200 channels from all around the world together with all the favourite national 

television content channels per country. In the future Your.TV is also capable to offer more than 1000 

channels.  

 

Free choice of television channels;  

Your.TV is offering the consumers to select television channels based on their choice, interests and 

needs.  
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Ethnic television package;  

Your.TV is offering channels to European consumers who are living abroad and that are interested in 

their native European channels.  

 

Television subscription only;  

Consumers are not obligated to buy television, Internet and telephone packages. Your.TV offers the 

consumers only a television package.  

 

Interactivity   

With the new television trends, Your.TV television enables consumers to make use of their mobile and 

social media options combined with the use of Smart and Connected television. Your.TV offers 

consumers for example to make use of mobile remote control turning the IPhone, IPad and even the IPod 

to a televsion remote control. Also Your.TV offers consumers to make use of Youtube to watch Internet 

videos. 

 

» Price  

Your.TV price levels are not set yet but they will be very competitive compared to the competitors.  

 

» Promotion 

Your.TV has not yet had any promotional activities. Your.TV is working hard on promoting and contacting 

television channels first, offering them the possibilities of distributing the channels through Your.TV in 

Europe. This is the first phase of Your.TVôs marketing communication purposes. The second phase of 

Your.TV marketing communication purposes is introducing the product and services to the customers. 

That is why a research analysis and a strategic marketing communication plan are needed. This will be 

described in chapter 3.  

 

» Distribution  

Your.TV is positioning itself as an online organisation using their website as a source of distribution. 

Besides the website, consumers may contact Your.TV by telephone and email to discuss all questions 

and issues relating to the product and services.  

 

» People 

The company is founded by Gijs Davelaar, who has worked for almost 12 years in the broadcasting and 

cable industry as a production manager and TV producer. Gijs Davelaar has an extensive knowledge of 

the television industry. During these years he has performed different assignments and has given lots of 

advices to several television companies and organisations. He had also built up an extensive network of 

many television producers and marketing advertisers in the broadcasting industry. 

 

The tasks and activities will be carried out by two co-owners and a small team with an adequate 

educational background that has a good command of foreign languages. The tasks will be divided evenly 

and varies between administrative duties such as:  

 

- Contacting television channels and informing them about the possibilities of distributing television 

channels through Your.TV in Europe 

- Contacting potential consumers and informing them about Your.TVôs offerings and services    
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Chapter 1.3: Conclusions  
 

The most important conclusion that can be made of the internal analysis is that Your.TV offers state of the 

art technology that delivers great High Definition television quality. Your.TVôs new television technology 

offers television combined with the Internet. Your.TV television offers lots of interactive television options 

such as Electronic TV Guide, Video on Demand, Storage, Pause and Catch Up television. Also it offers 

unique selling points such as large amount of television content, Free choice of television channels, 

Ethnic television package, Television subscription only and Interactivity. This makes Your.TV a strong 

and a very attractive product.  

 

As for the weaknesses of Your.TV, the company depends on self investments, loans and support of 

private investors. There is little money to invest in the marketing communication purposes due to the 

money that is invested in Your.TVós new television features, technology and improvements. That is why 

Your.TVôs marketing communication purposes will focus on making use of effective marketing 

communication tools to create high results with low budget. 

 

Another weakness of Your.TV is that it does not have retailers. The distribution is limed and Your.TV is 

only using their website to offer their products and services to the consumers as a source of distribution.  
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Chapter 2:  External analysis  

In this chapter, the most important conclusions and findings of the external analysis will be summarized. 
The full analysis of the external analysis can be found in annex 2 of the marketing communication plan 
annex report.  

 
Chapter 1.2: Market analysis  
 
Television market  

Your.TV television will be offered to the consumers as a Pay TV and the company will be active on that 

market. In Europe Pay TV is categorized in Analogue cable, Digital subscriber line, Digital cable, Satellite, 

IPTV and over the top services. Analysis Mason forecasts (2011) shows that Pay TV maintains its appeal 

as a primary television service in Europe. The analysis also shows that the number of Pay TV households 

in Europe will increase between 2011 and 2016.  

 

Analysys Mason also shows that Over The Top television (VOD, Catch Up, HD) will become common 

place in the household. Over The Top services will become more popular as online video increasingly 

moves from the computer to the television. That is why there are now many options getting the Internet 

content onto the High Definition television with the Connected televisions. Connected televisions have 

become increasingly available and affordable resulting to mass adoption. According to Parks Associates 

forecasts (2009), the number of European households with a Connected television will reach 47 million in 

2014. In 2009 there were just only 4 million European households with Connected television.  

 

Analysys Mason also shows that the Satellite and IPTV will be the key growth drivers of traditional Pay TV 

in Europe. IPTV growth will boosts the maturing market in West Europe. Your.TV is using the IPTV 

technology to deliver television. Various researches show the global emerge of IPTV. Television 

companies worldwide are noticing IPTV and its developments. Due to the increase of competition 

between Satellite, Cable and Telecom companies, all these companies has gotten into each otherôs  

businesses. Nowadays Phone companies are delivering videos services, Cable companies are providing 

wire line phone services and other televisions providers are offering every combination in between. That 

is why television companies are being more actively involved in IPTV.  

 

Broadband penetration  

IPTV works with the use of the Internet and since Your.TV is using this technology it is important to 

research and measure the European broadband penetration. In order that Your.TV television system 

work, a broadband connection of 8 Mbps or more is needed. Different European broadband research 

analysis show that the services and systems of Your.TV can be active in almost every part of Europe. The 

European countries in general have a good access of the Internet, especially in West Europe. 

                                                                                                                          

Trends in the television world  

The trends in the television world provide new levels of interaction though the Internet. Video blogs, photo 

sharing, music downloads and instant messaging sites all continue to benefit from faster broadband. 

Social media with leaders such as Facebook and Twitter are becoming a major focus. Also mobile social 

networking services are becoming more and more important. The Internet has also a large impact on the 

television itself. As connectivity and Social media are becoming important to the consumer, television 

devices are transforming and merging all these developments into Smart, Connected, Social and 3D 

televisions.  
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Chapter 2.3: Target group analysis  
 
Your.TV wants to offer an Arabic television package. Therefore it is important to research the potential of 
Arabic people living in Europe to measure the estimated target group of Your.TV.  
 
Arab population research   
According to the Eurostat population research (2011), the following results on the Arab population in 
Europe are identified: The most Arab potential is to be found in the Western and Northern European 
states in the countries France, Germany, Italy, Spain, United Kingdom, Sweden, Austria and Denmark. 
Most Arabs in Europe are descend primary from North Africa and are from the Arab countries Algeria, 
Morocco, Egypt and Tunisia. The Arabs from the Middle East who are living in Europe are mostly from the 
countries Iraq and Syria. Alan Greenblatt article: ñArab Refugees Finding Harsh Welcome In Europe 
2011ò, explains that the Arab revolution that started since the ending of 2010, impacted the European 
migration. The fall of Tunisia had 25.000 irregular migrants landing on Italian islands in the first 3 months 
of 2011. The European Union has ruled refugees to apply for asylum in whatever county they happen to 
arrive. The EU policy grants asylum to refugees who would not be safe in their county of citizenship of 
residence due to their race, religion, nationality or political stances. 
 
Muslims  
Pew Research on ñThe Future of the Global Muslim Population 2011ò shows that Muslim communities in 
Europe are rising. These Muslim communities are Muslims mostly from the Northern African and Middle 
Eastern countries Morocco, Algeria, Libya, Egypt, Tunisia, Iraq and Syria. Research shows that the 
estimated population of Muslims in Europe is expected to grow fast. Other trends show that there is a 
decline in Arab birth rates. Arab regions are usually known for their high birth rates and population 
growth. However, recent studies show that over the years there has been a decline in birth rates in Arab 
regions. The birth rates even collapsed to European levels. Pew Research also shows that the Muslim 
population in Europe is young and most people are under 30 years. European Muslim population is 
projected to remain relatively youthful in the coming two decades.  
 
As for the employment state among Muslims, the study report: ñMuslim in the European Union: 
Discrimination and Islamophobia 2006ò, shows that Muslims tend to have low employment rates and are 
employed in low skilled low paid jobs in most European Member States. They are mostly active in 
industrial and service sectors working in construction, personal services, cleaning, catering and caring.  
 
Language  
Researches show that the Arabic language is a relatively vital language among Arab people living in 
Europe. There are many Arabic dialects. The most used dialect among Arab people is the modern 
standard Arabic. The Plusvalor project: ñThe Case of Arabic in Europe by Jan Jaap de Ruiter, Redouan 
Saidi, Massimiliano Spotti Tilburg University 2009ò, shows through surveys that for Arab speaking groups 
from Maghreb countries (Morocco, Algeria and Tunisia) Arabic is still quite a vital language among its 
speakers. First generation Arabic speaking migrants have in general a low command of standard Arabic 
but they can express themselves in their own Arabic dialect. The first generation Moroccans are a good 
example of this, expressing themselves very well in Moroccan Arabic. However, the higher Arabic 
educated young brides and grooms who come to Europe, have a relatively good command of standard 
Arabic.  
 
MENA Media habits Youth Survey (2010) conducted among Arabic university and high school students, 
shows that English emerged as a dominant language and is being used across all media activities among 
the Arab youth. Almost all participants blog in English and the majority use English for entertainment, 
work/schoolwork and watching television (with the exception of news consumption). The survey showed 
that Arabic came in second rank and French came in third position. This is unusual among Arab 
participants who indicate that they speak French fluently and have studied French primarily at school. Still 
they choose to use English for all their media activities.  
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Chapter 2.3: Arab media analysis  
 

Your.TV wants to offer Arabic television package. Therefore the company needs to know what the most 

popular television channels are among the Arab audience.  

 

Pan Arabic channels  

The Arab television industry analysis as well as the PARC analysis shows that the majority of the Arab 

audience favour the general entertainment channels. According to the book Arab Television Industries by 

Marwan M. Kraidy and Joe F. Khalil 2010, most entertainment channels are held by a variation of the 

Arab media groups MBC, LBC, Dubai, Rotana and Melody media group. The entertainment consists of a 

mixture of Western and Arabic entertainment, targeting the Arab audiences throughout the Middle East 

and North African regions. These channels revolutionised how the Arab television industries produce and 

program entertainment. Unlike the national television channels that serve Arab national audiences a mix 

of social marketing political propaganda and filtered censored entertainment, the new entertainment 

channels offer talking shows, game shows, music videos and reality shows that are new and different for 

the Arab audience. That is why the Arab audience favour the entertainment channels. Arab Media 

Outlook 2008-2013 by Dubai Press Club and Value Partners, also shows the rise of specialized music, 

entertainment and religious niche channels. The niche channels are offering a much more specialized 

content of music shows targeting the youth audience, religious shows targeting the religious audience 

and woman programs targeting the female audience. Based on the Arab television industry analysis and 

PARC media analysis, a selection of the top Pan Arabic channels is chosen for Your.TV to integrate into 

their Arabic television package. The selection of Arabic channels is divided into entertainment channels, 

niche channels and news channels. This can be found in annex 7 p. 90 of the marketing communication 

annex report.  

 

Arab consumers and viewers  

The Arabic television analysis also researched the impact of Arabic television in Europe. The European 

study: ñChanging channels: how satellite TV altered the view of citizenship 2011ò , conducted by several 

university professors shows that through Satellite television Arab residents in Europe are being informed 

with all the events that are happening back home. This gives them a sense of identity and cultural 

belonging. The study shows that by keeping in touch with the Arabic events, no treat of ethnic media 

exists among Arabic speakers in the EU. The Arabic language television is used alongside European 

television to gain a broader view of the world. Satellite TV is not a threat; instead it gives Arab groups in 

the EU a sense of place in the world. The Arabic television analysis also researched the interests and 

needs of Arab consumers. The Arab media outlook 2008-2013 by Dubai Press Club and Value Partners 

shows that the Arab audience are evolving in their viewing habits demanding more of television. Young 

Arab people between the ages of 15-25 years are forming the majority of the Arab population. These 

young Arab consumers are increasingly connected and technologically savvy, constantly creating and 

sharing content through instant messaging and social networking sites. They are comfortable with new 

technologies and prefer the speed and variety of content delivered through online and mobile channels.  

 

Arab media usage  

The PARC media analysis along with other surveys show that television is well viewed among the Arabs. 

The analysis also shows that besides the television, the Internet is well used among the Arabs. The most 

commonly visited websites include; Facebook, Google, Hotmail and YouTube. Other Arabic websites that 

are also frequently visited by the Arabs are Arabic news and religious websites. Arab surveys also show 

that Arab Internet users spend more time online than watching television.  
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Chapter 2.5: Competition  

 
In Europe consumers are mostly using the three digital television broadcast systems Digital Cable, 

Satellite and IPTV. These are all competitors of Your.TV television.  
 

Cable television  
According to Cable Europe congress press release 2008: ñEuropean cable industry sees rapid growth in 

digital TV, telephony and broadband Internet 2008ò, European Cable is growing and adjusting as 

consumers demand for new media and multi-channel television. With new features of High Defintion 

television channels, Video on Demand, interactive TV applications and telephony services, Cable 

television is leveraging and competing with Satellite and IPTV television to take the lead. The Cable 

television advantages are that it offers consumers easy installation, fully integrated systems and no self 

investments. The disadvantages are the selective channels and the oligopoly behaviour of Cable 

providers setting high prices for consumers. The biggest disadvantages of Cable television for Arab 

consumers are the limited Arabic television content.  
 

Satellite television  

Analysys Mason (2011) shows that over the years the Satellite and IPTV will be the key growth drivers of 
traditional Pay TV in Europe. The biggest competitor of Your.TVôs Arabic television is the Satellite 
television. The Satellite has the main advantage of offering free and subscripted Arabic channels. 
Consumers do not have to pay any monthly subscription and can watch a wide range of Arabic channels. 
Other advantages of the Satellite television are the range of channels and the excellent picture quality. 
But the Satellite has also lots of disadvantages that Your.TV can profit from for example the difficult 
installations process and weather dependent.  
 
Dreambox  
Another fierce competitor of Your.TV is the Dreambox. According to the article: ñPay TV Piracy And Its 
Effects On Pay TV Provision by Claudia Loebbecke and Mattias Fischer 2005ò, hundreds of thousands of 
viewers throughout the Arab regions and other parts of the world are using receivers mainly referred to as 
Dreamboxes in the form of Piracy. The Dreambox is extremely popular among the Arabs with the main 
advantage of offering encrypted free Pay TV Arabic channels in High Definition quality. Even though the 
Dreambox offers a wide range of free Arabic channels, it comes with an expensive process of purchasing 
costs and monthly fees of pirate cards and regular updates.  
 
Internet television  
Luigi Canli De Rossi article: ñDifference Between Internet Television and Web Television 2005ò, explains 
that there are two ways in broadcasting television using the Internet. One is IPTV that is being used by 
Your.TV and the other is Internet TV/Web TV. Main difference between the two is that IPTV (Internet 
Protocol Television) is designed specifically for video, which means that it is often much quicker and less 
capable to perplexity on the Internet. IPTV systems run on closed secure networks just like Cable 
television. The Internet TV/Web TV however is different and is more aimed at amateur free download 
videos. With sites like YouTube, viewers are able to watch or create shows and upload them to the 
Internet. Videos are available on the site for a long time and can be clicked on by anyone who wants to 
watch them. Videos can also be downloaded to portable media player, which makes it possible to enjoy 
them offline. The main advantage of Internet television is the streaming of free videos, downloads, 
YouTube and MSN.  Consumers do not have to pay any monthly subscription and can watch a lot of 
channels broadcasted from all over the world. Disadvantage of Internet television is that the videos are 
mostly amateur short low quality videos. Also most video content is unsecured and children can watch 
whatever they want.  
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2.5   Research results overview 
 

Market analysis 
What is the current state of the European television market?  
What is the average broadband penetrations connection speed in the European countries? 

 

» EU television market: Annex 2 p.11 of the marketing communication plan annex report  

 

- Research shows that the number of Pay TV households in Europe will increase over the years 

and that Satellite and IPTV will be the key growth drivers of traditional Pay TV in Europe.  

- Research shows that the number of European households with a Connected TV will increase.  

- Research shows that television companies around the world recognize the emergence of IPTV.  

- Research shows that IPTV subscribers are expected to grow across the world.  

 

 

» Broadband penetration: Annex 2 p.15 of the marketing communication plan annex report  

 

- Research shows that the broadband access market is increasingly growing across world regions.  

- Research shows that DSL continues to be the most popular broadband access technology of the 

worldwide broadband access.  

- Eurostat analysis show that the EU countries penetration is between the 2 Mbps and 10 Mbps 

and that there are also EU countries that are above the 10 Mbps. 

 

» Trends: Annex 2 p.17 of the marketing communication plan annex report  

 

- Research shows that video blogs, photo sharing, music downloads and instant messaging sites 

allow for new levels of interaction. The emerge of Social media has become a major focus 

dominated by leaders such as Facebook, Twitter and YouTube. Mobile social networking services 

are also becoming more and more important. Smart and Connected televisions have also 

become increasingly popular among television consumers. The Internet is playing a major role as 

the platform which provides the possibility for all these developments. 

 

- Research shows that in the future, OTT (Over the top services) will play an important role in 

allowing consumers to access their paid-for services in the way they want, adding value to Pay 

TV subscriptions. Ultimately, consumers will enjoy content óany time, any placeô through range of 

devices including mobile phones, iPads, games consoles and Connected TVs, that will all be 

connected to a central content gateway. 

 

- Research shows that the Internet access speeds that are being offered to the end consumer are 

increasing exponentially in many countries. Photo sharing, music downloads, instant messaging 

sites all continue to benefit from faster broadband.  

 

- Research shows that television has become more than just a box as manufacturers have found 

more ways through Connected, Smart and 3D televisions to revolutionize how consumers 

experience entertainment in their living rooms.  
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Target group analysis 
What is the estimated potential of the Arab people living in the European countries? 
What is the estimated amount of the Arab population in Europe divided by households? 
Is the Arabic language still a vital language among the Arabs in Europe?   

 

» Arab population in EU: Annex 4 p.28 of the marketing communication plan annex report  

 

- Research shows that most Arab potential is to be found in the Western and Northern European 

states in the countries France, Germany, Italy, Spain, United Kingdom, Sweden, Austria and 

Denmark.  

- Research shows that most Arabs in Europe are descend primary from North Africa and are from 

the Arab countries Algeria, Morocco, Egypt and Tunisia. The Arabs from the Middle East who are 

living in Europe are mostly from the countries Iraq and Syria. 

 

» Trends: Annex 4 p.29 of the marketing communication plan annex report  

 

- Research shows that Muslim communities in the EU include Muslims from North Africa and the 
Middle East from the countries Morocco, Algeria, Libya, Egypt, Tunisia, Iraq and Syria.  

- Research shows that the estimated population of Muslims in Europe is expected to grow fast. 

- Research shows that the Arab revolution impacts the European migration. More Arabs from Libya 

and Tunis are fleeing the war to EU countries.  

» Arab potential in household in EU: Annex 4 p.32 of the marketing communication plan annex report  

 

- Recent studies show that over the years there has been a decline in Arab birth rates due to the 

cultural shifts of modernization thinking, later marriage, education, employment. The Middle 

Eastern and Northern African regions are usually known for their high birth rates and population 

growth. 

- Research shows that Muslim women have an average of 2.2 children each in Europe. 

 

» Age groups: Annex 4 p.34 of the marketing communication plan annex report  

 

- Research shows that the Muslim populations in Europe are youthful than their non- Muslim 

counterparts. People under the age of 30 comprise about 49% of the Muslim population in 

Europe in 2010. Europeôs Muslim population is projected to remain relatively youthful in the 

coming two decades. 

» Employment and education: Annex 4 p.35 of the marketing communication plan annex report  

 

- Research shows that the Muslims tend to have low employment rates and are employed in low 

skilled low paid jobs in most European Member States. They are mostly active in industrial and 

service sectors working in construction, personal services, cleaning, catering and caring.  

 

- Study results shows that non-native born pupils have much lower literacy scores than native 
pupils with no foreign background. Research reports on the performance of Muslim migrant 
students indicates that first-generation and second generation students often report consistently 
high levels of interest, motivation and positive attitude towards schooling. 
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» Language: Annex 4 p.36 of the marketing communication plan annex report  

 

- Research shows that the Arabic language is a relatively vital language in Europe. Pupils that 

follow Arabic in secondary education in the Netherlands and France are able to attain a high level 

in Arabic. First generation Arabic speaking migrants have in general a low command of Standard 

Arabic. The higher educated young brides and grooms who come to Europe have on the contrary 

a relatively good command of Standard Arabic 
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Arab media analysis  
What Arabic channels do Arab people watch? What are their content and descriptions?   
What are the Arabic channels TV ratings and market shares? 
What are the interests and needs of the Arab consumers when watching television?  

 

» Free To Air Satellite: Annex 7 p.71 of the marketing communication plan annex report  

 

- Researches show that the majority of the Arab audience favor the general entertainment 

channels on the FTA market 

 

- Researches show that the small numbers of specialized niche channels are becoming more 

popular. One of them are the religious channels that are making up for the second highest 

number of channels after the general interest channels 

 

 

» Pay television: Annex 7 p.72 of the marketing communication plan annex report  

 

- Researches show that the Pay TV market in the Arab and European regions is emerging even 

due to the extensive threat of the other platforms such as Free Satellite, Terrestrial, Cable and 

IPTV. 

 

- Researches show that in Europe most TV households use Cable followed then by Pay TV, Free 

Satellite and IPTV.    

 

- Research shows that Pay TV among Arabs is not popular. Monthly fees for Pay TV channels are 

around $50.- and more. This is why the Pay TV sector in the Arab regions is one of the smallest. 

Besides the Pay TV pricings that puts the services out of reach for most Arab viewers, other 

reasons for the low Pay TV penetration are the overflow of Free To Air channels, widespread 

issue of piracy and limited amount of premium content available in the Arabic language. 

 

 

» Pan Arab entertainment channels: Annex 7 p.74 of the marketing communication plan annex report  

 

- Research shows that the top Pan Arab entertainment channels are held by the media groups 

MBC Group, LBC and Dubai Incorporated. The entertainment consists of a mixture of Western 

and Arabic entertainment targeting the Arab audiences throughout the Middle East and North 

African regions. The Pan Arab news channels are being led by Al Jazeera and Al Arabiya, two of 

the most influential Arab satellite news channels that provide the main source of information for 

Arab viewers 
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» Niche Arabic channels: Annex 7 p.78 of the marketing communication plan annex report  

 

- Research shows that small specialized Arabic channels are rising in popularity among the Arabs. 

The Arab television industry analysis as well as the PARC analysis show that specialized niche 

channels are rising in the genre music, entertainment and religious.The channels offer much 

more specialized content of music shows targeting the youth audience, religious shows targeting 

the religious audience and woman programs targeting the female audience.  

 

- Research shows that the North African Free To Air market is becoming a key market due to its 

growth in the last years. Egyptian channels Al Hayat TV (Arabic Christian channel) and Dream TV 

(Egyptian entertainment channel) are becoming popular. Also the new Melody media 

entertainment group is being recognized and is becoming popular both national as international.  

Tunisiaôs Nessma TV and Moroccoôs 2M are also becoming popular in the North African region. 

These channels are following the trend that is set by Dubai and are investing more in the content  

to generate interest from the Arab audience. 

 

» Pan Arab popular channels: Annex 7 p.83 of the marketing communication plan annex report  

 

- The Arab television industry analysis as well as the PARC analysis show that the majority of the 

Arab audience favour the general entertainment channels. These entertainment channels are 

mostly held by the media groups MBC, LBC, Dubai, Rotana and Melody media group.  

 

- The analysis also shows the rise of specialized music and religious niche channels like Iqraa and 

Najoom that are offering a more specialized content targeting Arab adults, youth and woman 

 

 

» Pan Arab television ratings: Annex 7 p.83 of the marketing communication plan annex report  

 

- Research shows that in the Middle East countries United Arab Emirates and Saudi Arabia, MBC 

is the most popular amongst the entertainment channels. The media analysis shows that after 

MBC, news channels Al Jazeera and Al Arabiya are popular. The channels of Dubai media 

incorporated and Rotana Media group are also popular among the Middle Eastern Arab 

audience.  

 

- In the Northern African regions, PARC media analysis shows that MBC is popular in Algeria but 

less popular in Egypt. The Algerian PARC media analysis shows that after MBC, the Algerian 

state owned channel Canal Algerie and Moroccoôs 2M are popular among the Arab audience. In 

Egypt niche specialized channels like Dream TV, Rotana Cinema and Al Hayat are more popular 

among the Egyptians 
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» Pan Arab television market shares: Annex 7 p.85 of the marketing communication plan annex report  

 

- Analysing the market shares of the Middle Eastern United Arab Emirates and Saudi Arabia; 

shows that the entertainment channels that are mostly held by the media groups MBC, LBC, 

Dubai and Rotana have the largest market shares. 

 

- The Pan Arabic channels that have the largest market share in Algeria is MBC. After MBC that 

holds the top 5, the state owned channel Canal Algerie and Moroccoôs 2M have the largest 

market share. LBC, Dubai and Al Jazeera also share large market shares in Algeria.  

 

- As for the market share of Pan Arabic channels in Egypt, the media groups Rotana, ART and 

Melody hold the largest market shares. Also niche specialized channels like Dream TV, Rotana 

Cinema and Al Hayat have large market shares.  

 

» Arab viewers/consumers: Annex 7 p.86 of the marketing communication plan annex report  

 

- Research shows that the Arab people mainly use Satellite television as the main source of news 
and entertainment. 
 

- Research shows that young people in the Arab world make up a relatively high percentage of the 
population. In some countries, over 50% are less than 21 years old and all countries have a large 
youth segment that is particularly receptive to new media. 
 

- Research shows that most of the Arab consumers belong to the ñnet generationò. These are 
young consumers born after 1977 who have grown up with the Internet and mobile 
communications and have a strong and diverse appetite for content. Research indicates that the 
ñnet generationò, regardless of its geographic location or cultural background, tends to have a 
very similar way when they are online. They are comfortable with new technologies and prefer the 
speed and variety of content delivered through online and mobile channels. 
 

- Research shows that todayôs young Arabs are increasingly connected and technologically savvy, 
as well as well-informed about current affairs, no matter where they are from. 

 

- Research shows that TV is a major source of news for Arabs across the EU ï more so than 
websites or social media. There is no retreat into ethnic media among Arabic speakers in the EU. 
The Arabic language television is used alongside European TV to gain a broader view of the 
world. 
 

- Research shows that popular entertainment preferences are divided along age lines. The older 
generation is watching Arab soaps and the younger is favouring European shows. But some 
entertainment can bring families together ï for example typically Arabic soap operas are watched 
by families to celebrate the end of Ramadan. Above all, research shows that fears of the Satellite 
are unfounded ï Satellite TV is not a threat, it merely gives Arab groups in the EU a sense of 
place in the world. 
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» Arab media usage: Annex 7 p.92 of the marketing communication plan annex report  

 

- Research shows that besides Algeria that has television viewing percentage of 50%, all the other 
Middle Eastern and Northern African countries including the Arab expats, have a viewing 
percentage of 90% and higher.   
 

- Research shows that the United Arab Emirates and their expats are using most Internet with 
70%. The Kingdom of Saudi Arabia and their expats are using 50% of the Internet while the 
Northern African countries Algeria and Egypt have a lower Internet usage with 40% and 15%. 

- Research shows that the top 10 of the most commonly visited websites by UAE and KSA Arabs 
expats, Algerians and Egyptians include; Facebook, Google, MSN, Yahoo, Hotmail, YouTube and 

Flickr. Arabic websites that Arabs also mostly visit to get general news on the Arab regions and 
their development are; Al Jazeera, Al Arabia, 6Arabs, Al Bahahar, Arabia, Zawiya, Tarab, Al 
Khaleeja and Maktoob. Other Arabic websites that are also frequently visted by the Arabs are 
religious websites Islamway, slampedia, Muxlim, Islamonline and Quranonline.  

 

- Research shows that Social media users in the Arab are young. Around 70% of Facebook users 
in the Arab world are between 15 and 29 years. Facebook is the most popular social networking 
tool in Arab countries.  
 

- Research shows that Arab Internet users spend more time online than watching television. 
Internet retains a substantial audience throughout the day and night, while traditional media show 
peak periods for consumption. Email and social networking are the most popular activities. 
 

- Research shows that Middle East Internet users lead online shopping in MENA region. Male and 
female online shoppers have different purchasing profiles.   
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Competition analysis  
What services, equipment, devices do Arab people make use of to watch the Arabic channels? 

 

» Cable television: Annex 9 p.124 of the marketing communication plan annex report  

 

- Research shows that the European cable industry sees rapid growth in digital TV, telephony and 

broadband Internet. The European cable industry recorded rapid growth in the number of 

households using digital television, high-speed broadband and telephony services as demand for 

new media and multi-channel television reached new levels. 

 

- Research shows that Cable television continues to invest strongly in its fibre-coax network 

allowing it to soon offer +200Mbps download speeds and simultaneously broadcast multiple HD 

television channels, VOD, interactive TV applications and telephony services. Cable will continue 

to be a strong competitive force in Europe.  

» Satellite television: Annex 9 p.126 of the marketing communication plan annex report   

 

- Research shows that Satellite dishes are sprouting up all over the world. Officials of the most 

widely viewed channel MBC, estimated that their audiences are at minimum of 100 million to 120 

million Arab viewers through the Satellite. 

 

- Research shows that the growing force driving the popularity of Satellite television is the price: 

free! Most Arab people, who watch Satellite TV, are able to watch most channels free-to-air 

(FTA). The number of local language Satellite TV channels increases dramatically each year. The 

reasons the Middle East has so many FTA channels is because many local TV stations do not 

need to make a profit as long as the oil continues to fuel the world economy. This why 

governments and successful local businessman in the Arabic region can afford to build their local 

TV brands and audiences. The increasing numbers of FTA channels vividly confirms that Satellite 

TV will be media king in the Arab region for years to come. 

 

» Trends: Annex 9 p.127 of the marketing communication plan annexes report  

 

- Research shows that hundreds of thousands of viewers throughout the Arab regions and other 

parts of the world are using receivers mainly referred to as Dreamboxes in form of Piracy. 

The Dreambox is extremely popular among the Arabs with the main advantage of offering free 

Pay TV Arabic channels in High Defintion quality.  

 

» Internet television: Annex 9 p.128 of the marketing communication plan annex report  

- Research shows that Internet/Web television is a platform which is still evolving. Sites like 

YouTube make it really easy to create own shows and upload them to the Internet. These videos 

will be available on the site for a long time and can be clicked on by anyone who wants to watch 

them. These videos can also be downloaded to portable media players making it possible to 

enjoy them offline. 
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Chapter 2.6: Conclusions  
 

Market analysis  

Most important conclusions that can be made after analysing the television market is that Your.TV has 

chosen the right technology as IPTV and Internet are becoming essential for consumers that find 

connectivity and social media very important. Trends show that the television devices are changing 

rapidly. The future of television combines Internet, Smart, Social and Connected televisions. Your.TV 

enables the consumers to make use of these televisions to fulfill their interests and needs and to enhance 

their television experiences. 

Target group analysis 

The target group analysis shows that there is enough Arab potential in Europe mostly in the Northern and 

Western states. The analysis also shows that most Arab potential in Europe is from the Maghreb 

countries. These Arab countries are mostly Muslims countries. Research shows that the Muslim 

population is a youthful population and that over the years it will increase in numbers. Also research 

shows that the Arabic language among the Arabs in Europe is still vital and that along with the Arabic 

language, the English language is being heavily used. These are all opportunities that are beneficial for 

Your.TV.  

Arab media analysis  

The most important conclusions that can be made on the Arabic media analysis are that the new young 

Arab generations are evolving. Internet is becoming essential to Arabs and they find connectivity and 

social media very important. The Arab young consumers are comfortable and open to new technologies 

that can enhance their lives. Also studies show that Arabic language television is used alongside 

European television to gain a broader view of the world. Based on all these findings, Your.TV television 

can offer and provide the Arab consumers exactly what they want. 

 

Competition analysis  

Based on the competition analysis, the most important conclusions that can be made is that Your.TV 

presents a unique value proposition for the Arab consumers. From a demand perspective, Arab con-

sumers are likely to be receptive to Your.TVôs television offerings and benefits: improved interactivity, a 

richer television content portfolio, personalization and the convenience of one-stop shopping (including 

subscription, billing, maintenance, and upgrades) for all home communication and entertainment needs.  

 

The largest threat Your.TV is facing is the high penetration levels of Free To Air Satellite and the illegal 

distribution of the Dreambox. The only way to turn down this threat is to provide the Arab consumers 

attractive television content with services that have control over content, time-shifting, catch-up TV and 

Video on Demand. A sufficient investment in premium content and interactive services has to be made to 

ensure that the services are delivered with consistently high quality. This is difficult for consumers that are 

used to getting hundreds of channels for free. But free does not always stand for quality and only a 

particularly compelling package of services will persuade eventually Arab consumers to start switching 

and paying for television.   
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Chapter 3: Theoretic models  

In the third chapter the research results will be processed into theoretic models to be able to lay the 

foundations for the strategic marketing plan.  

 

Chapter 3.1: SWOT analysis  
 
SWOT analysis is a model provided by Albert S. Humphrey who was a business expert in the field of 
corporate strategic planning and strategy realisation. It is used to evaluate the strengths, weaknesses, 
opportunities and threats the company is facing. The aim of the SWOT analysis is to identify the key 
internal and external factors that are important for the company to set a strategy.    

 

Strengths: 

 

S1: Unlike the competitors that offer television though their own Internet broadband connection, Your.TV 

offers High Definition television quality through any regular Internet broadband connection.  

S2: Your.TV offers a large amount of television content.  

S3: Your.TV offers free choice of television channels.  

S4: Your.TV offers ethnic television package.  

S5: Your.TV offers interactive options combined with Smart/Connected television.  

 

S6: Your.TV has specific knowledge of innovation and software development of digital television.   

 

S7: Your.TV founders have an extensive knowledge of the television industry and have an extensive 

network of many television producers and marketing advertisers in the broadcasting industry.  

 

S8: Your.TV partnered with the technology company IPHION, who share in-depth knowledge about 

Internet, networks and video compression.  

 
Weaknesses:  

W1:  Your.TV is in their introduction stage and therefore still an unknown company.  

 

W2:  Your.TV does not have a large budget for marketing communication purposes.  

 

W3:  Compared with the competitors Satellite and Dreambox, Your.TV has a relatively high purchase 

price for the hardware with additional monthly subscription fees.  

 

W4:  Your.TV only offers a television subscription compared to the competitors who offer television, 

telephone and Internet bundle packages.  

W5: Your.TV does not have retailers unlike the competitors. The distribution is limed and Your.TV is only 

using their website to offer their products and services to the consumers as a source of distribution. 
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Opportunities  

O1: Research shows that most Arab potential is found in the Western and Northern European states.   

 

O2: Research shows that the estimated population of Muslims in Europe is expected to grow fast.  

Muslim communities in the EU are mostly Muslims from North Africa and the Middle East.  

 

O3: The Arab revolution impacts the European migration. More Arabs from Libya and Tunis are fleeing 

the war to EU countries.  

 

O4: Research shows that the number of Pay TV households in Europe will increase and that Satellite and 

IPTV will be the key growth drivers of traditional Pay TV in Europe.  

 

O5: Research shows that the number of European households with Connected TVôs will increase.  

O6: Research show that IPTV subscribers are expected to grow across the world.  

O7: Research shows that the broadband access market is increasingly growing across world regions.  

 

O8: Research shows that the Internet access speeds are increasing exponentially in many countries.  

Photo sharing, music downloads, instant messaging sites all continue to benefit from faster broadband. 

 
O9: Research shows that young people in the Arab world make up a relatively high percentage of the 

Arab population and are particularly receptive to new media. 

 

O10: Research show that young Arabs are increasingly connected and technologically savvy and well-

informed about current affairs.  

 

O11 Research shows that the Arabic language is a relatively vital language in Europe.  

 

O12: Research show that there is no retreat into ethnic media among Arabic speakers in the EU. The 

Arabic language television is used alongside European TV to gain a broader view of the world. 

 

Threats:  

T1: Arab people mainly use the Satellite television as their main source for news and entertainment. 

 

T2: The growing force that drives the popularity of Satellite television is the price: free! Most Arab people 

who watch Satellite television are able to watch most channels free-to-air (FTA).  

 

T3: The number of local language Satellite television channels increases dramatically each year.  

 

T4: The Dreambox is extremely popular among the Arabs. The main advantage of the Dreambox is that it 

offers all of the free and Pay TV Arabic channels in High Definition quality through piracy.  

 

 

 

 



 

 
 

30 | Your.TV Marketing Communication Plan 
 
 

Confrontation analysis  

Grow: Strengths + Opportunities: The strong points can be built to a opportunity to realize further grow 

 
SO1: S1+O6+O7+O8 

Your.TV offers High Definition television using any regular Internet broadband 
connection. Researches show that Internet access speeds are increasing, broadband 
access market is growing and IPTV subscribers are increasing. These are all 
opportunities that can realize further grow. 

 
 

SO2: S3+O1+O2+O3+O11+O12 

Your.TV offers free choice of television channels. Your.TV also offers a large amount 
of Arabic television content. Research shows that there is a lot of Arab potential in the 
Western and Northern European states. Research also shows that the estimated 
population of Muslims in Europe is expected to grow fast. Research also shows that 
the Arabic language is a relatively vital language in Europe and that there are no 
retreat into ethnic media among Arabic speakers in the EU. The Arabic language 
television is used alongside European TV to gain a broader view of the world. These 
are all opportunities that can realize further grow. 

 
SO3: S1+O9+O10 

Your.TV offers High Definition television using any regular Internet broadband 
connection. Research shows that young Arabs are receptive to new media and are 
increasingly connected and technologically savvy. They are also well-informed about 
current affairs. These are all opportunities that can realize further grow. 

 
SO4: S5+O6+O7+O10 

Your.TV offers interactive options combined with Smart/Connected television. 
Researches show that the Internet access speeds are increasing. Also broadband 
access market is growing and the IPTV subscribers are increasing. Young Arabs are 
also becoming increasingly connected and technologically savvy. These are all 
opportunities that can realize further grow. 

 
SO5: S5+O9+O10 

Your.TV offers interactive options combined with Smart/Connected television. 
Researches show that young Arabs are receptive to new media. They are becoming 
increasingly connected and technologically savvy. Also they are well-informed about 
current affairs. These are all opportunities that can realize further grow. 

Improve: Weaknesses + Opportunities: To able to make use of the opportunities, the weaknesses must be improved  

 
WO1: 

W1+W2+W4+W5+O1+O2+O3 

Research shows that there is a lot of Arab potential in the Western and Northern 
European states. Research also shows that the estimated population of Muslims in 
Europe is expected to grow fast. This is an opportunity. Your.TV is in their introduction 
stage and is still an unknown company. Also Your.TV does not have a large budget or 
retailers. This has to be improved in order to be able to make use of the opportunity.   

Defense: Strengths + Threats: With a strong point, the threat can be turned down and defended 

 
ST1: S2+S3+T3 

The popularity of Satellite television and Dreambox is caused by many reasons. One 
of them is the number of free Satellite television channels that increases dramatically 
each year. This is a threat. Your.TV offers a large amount of Arabic television content 
that Arab consumers can choose from instead of being overloaded with lots of 
channels. With this strong point, the threat can be turned down.   

 
ST2: S5+T2+T4 

The popularity of Satellite television and Dreambox is caused by many reasons. The 
main reason is the price: free! Most Arab people, who watch Satellite television, are 
able to watch most channels free-to-air (FTA). This is a threat. Your.TV offers 
improved interactivity, a richer content portfolio and personalization. With this strong 
point, the threat can be turned down.  

Withdraw/ retract: Weaknesses + Threats: The threat exposes the weakness and reversal is required 
 

WT1: W3+T2+T4 
Your.TV has a relatively high purchase price for the hardware and monthly fees are 
also required with it. Television through Satellite and Dreambox is free and Arab 
people are able to watch most Arab channels free-to-air (FTA). This threat exposes 
the weakness of Your.TV and reversal is required.  
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Chapter 3.2: Product Life Cycle  
 
Product Life Cycle  

The Product Life Cycle is a model which can determine a strategy focus related to the stage Your.TV is 

currently in. (Floor en Van Raaij 2006, Marketingcommuncatie strategie, p.163 ) 

 

                
 

Your.TV is a starting television company. The company is in their introduction stage. In this stage it is 

important to have a clear message of what the product is and which benefits and characteristics are 

underlined and stressed to the consumers. Brand awareness and knowledge must be increased to reach 

the consumers and to persuade them to buy Your.TV.(Floor en Van Raaij 2006, Marketingcommuncatie 

strategie, p. 165) 

 

That is why the most important strategic objectives during the introduction stage of Your.TV are: 

 

- Creating brand awareness and knowledge   

- Communicating Your.TVôs television characteristics and benefits  

- Persuading the target group to subscribe to Your.TV  

 

These strategic objectives are important to take into account when writing the marketing communication 

plan. The primary goal during the introduction stage is to create awareness for the product to establish a 

clear identity for Your.TV. Also it is important in this stage to communicate Your.TVôs television 

characteristic and benefits to persuade the target group to subscribe to Your.TV.  

 

That is why Your.TV has to focus on promotion to let the consumers know what Your.TV can mean for 

them and what it can offer them. Your.TV has to communicate the essential characteristics and 

emphasize on the functional benefits to persuade the target group to purchase Your.TV.  
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Chapter 3.3: The Porter model  
 

Porters five forces model 

The five forces model of Porter is a strategic model developed by Michael E. Porter. In his book 

ñCompetitive Strategy, 1980ñ, Porter defines the forces that determine the attractiveness of the market. 

To measure the attractiveness of television market, 1 to 5 rating will be given where 1 is the highest and 5 

is the lowest.   

Porters five forces models  

Scale  

1. Very Good 2. Good 3. Fair 4. Weak  5. Poor  

 

 

 

Threats of new entrants Description  Rating  

Technology   Developing technology is expensive and takes time. Your.TV already has 
the technology that is new and different than the regular IPTV providers. 
Your.TV technology is also difficult to copy.  

1 

Government regulation  EU governments regulate major EU television providers and encourages 
competition.  

2 

Economic of scale   There are economic scale benefits for major television providers. The 
benefits are in distribution, content delivery and purchasing hardware.  

4 

Threats of counter 
actions/ retaliation  

Competitors will protect their market shares by trying to compete with 
Your.TV.  

4 

Brand loyalty  Brand loyalty is high due to the few EU television providers that exist 4 

Switching costs  Consumers have to purchase new hardware when switching to Your.TV.  4 

Finance  To enter the television market, start up costs are needed. Your.TV is in 
the introduction stage and will therefore grow in time.  

5 

Degree of rivalry Description  Rating  

Product differentiation   Your.TV offers the consumers lots of innovative options that are different 
than the competitors. Low levels of product differentiation are associated 
with higher levels of rivalry. Therefore Your.TV will focus on Brand 
identification, awareness and knowledge. This tends to constrain rivalry.  

2 

Market grow Television market is growing. This is beneficial because in a growing 
market, companies are able to improve revenue. In a small market 
companies have to compete for market share.  

2 

Switching Costs  Consumers have to purchase new hardware when switching to Your.TV.  
Switching costs are high. This is beneficial because low switching costs 
increases rivalry. When consumers can freely switch from one product to 
another, there is a greater struggle to capture consumers.   

2 

Number of competitors   Cable, Satellite, Dreambox and Internet television are all competitors of 
Your.TV. Rivalry increases because all these competitors are competing 
for the same consumers.  

4 

Diversity of rivals   Each competitor has a different culture, history, values and philosophies. 
This makes an industry unstable and there is a greater possibility to 
misjudge rivals moves.  

4 
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Threat of Substitutes  Description  Rating  

Switching substitutes 
 

Your.TV is unique and innovative. Your.TV has unique software and will 
continue to grow and develop staying ahead of the competitors in terms of 
differentiation.  

2 

Buyer inclination to 
substitute  

Arab television through Satellite and Dreambox is free and Arab people   
are able to watch most Arab channels free-to-air (FTA).  

5 

 
Price performance/ trade 
off of substitutes  

Satellite television and Dreambox are popular because its free! Most Arab 
people, who watch Satellite television, are able to watch most channels 
free-to-air (FTA). Your.TV has a relatively high purchase price for the 
hardware and monthly fees are required. 

5 

Power of buyers  Description  Rating  

Buyer concentration  Buyers are not concentrated and therefore have an impact on the 
television industry.  

2 

 
Product differentiation  

Your.TV offers the consumers lots of innovative and extra options that are 
different than the competitors. Products that are being offered by the 
competitors do not differ a lot from each other and are usually the same 
offering a few new services.  

2 

Buyer information  Arabs are using the Internet frequently. Through Arab Internet websites 
and Internet articles, blogs and social networks they mostly collect 
information.  

4 

Price sensitivity  The advantage of Free television (Satellite, Dreambox, Internet television) 
affects the purchase of a new hardware.  

4 

Switching costs  Consumers have to purchase new hardware when switching to Your.TV 4 

Power of suppliers  Description  Rating  

Suppliers concentration  Many television channel stations are relatively unimportant channels. The 
television channel stations with high market shares are the ones that are 
powerful and important. These television channels are not easily prepared 
to offer there channels to television providers, unless the television 
providers are good. Your.TV has build lots of relationships and contacts 
with different television channel stations. Your.TV has also a huge 
network of international television channels.  

1 

Quality  Television stations find quality very important for their television channels. 
Your.TV can offer this with its new television technology. Compared to the 
competitors, Your.TV guarantees television stations will get a superior 
quality.  

1 

Switching costs  Theme channels can easily be replaced, but television channels with a 
high market share cannot because they have lots of viewers.  

4 

Suppliers brand  Television stations with high market share are necessary to add into 
Your.TV television package. 

5 
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Porters generic strategies  

Michael Porters generic strategies is a model that suggest strategies that could be adopted to gain 

competitive advantages. This model uses strategies that competes on either low costs (Cost Leadership 

strategy) or by differentiating products to meet specific customer needs (Differentiation strategy). There is 

also the Focus strategy that focuses on a specific niche in the market offering specialised products for 

that niche. The focus strategy is more a moderator of the two strategies and it is used in combination. If a 

company is using the cost focus approach in a niche market, then it aims for a cost advantage in its target 

segment only. If a company is using the differentiation focus approach, then it aims for differentiation in its 

target segment only and not the overall market. Based on the SWOT analysis and the five forces model 

of Porter, the following Porters generic strategy can be chosen:  

 

» Cost Leadership strategy  

This strategy is based on gaining competitive advantage by being able to produce and sell at low costs. 

The aim of this strategy is to increase profits by reducing costs. This is achieved by increasing market 

shares by charging lower prices. The results of this is making sales profit because the costs are reduced.  

 

In able to implement this strategy, access to the capital is needed to invest in the technology that can 

bring costs down. Also low cost base (labour, materials, facilities) are needed along with a way of 

sustainably cutting costs below those of other competitors.  

 

The cost leadership strategy is the not the right strategy for Your.TV. The SWOT analysis and the five 

forces model of Porter shows that Your.TV has a relatively high purchase price for the hardware. The 

reason for this is because the technology company Iphion is developing Your.TVôs unique television 

technology and that is expensive. This is the main reason why the cost leadership strategy is not suitable 

for Your.TV.  

 

» Differentiation strategy 

This strategy is based on making products and services different and more desirable then the 

competitors. The aim of this strategy is to deliver differentiated products and services that have the ability 

to deliver high quality. The differentiation strategy will incur additional costs in creating competitive 

advantage offering different, desirable and high quality products. These costs will be recovered by 

offering high price for the products and services to make up for the high costs. Also unique differentiation 

is difficult and time consuming to copy by competitors. 

 

Based on Your.TVôs mission and values, the differentiation strategy is the most suitable for Your.TV. 

Your.TV tries to distinguish itself from the competitors, fulfilling the consumers television interests and 

needs. The SWOT analysis and the five forces model of Porter show that Your.TV offers the consumers 

lots of innovative and extra options that are different than the competitors. Products that competitors offer 

are fairly regular and offer few new services. Another important differentiation is that Your.TV technology 

is new and is difficult to copy making it unique and different then the competitors.  

» Focus strategy  

Your.TVôs Arabic package will focus on the Arabic target group. It is a specific niche in the television 

market and Your.TV is offering Arabic television for that niche. Therefore Your.TV will use the focus 

strategy combined with the differentiation strategy. Your.TV will be using the differentiation focus 

approach aiming for differentiation in its target segment (Arabic television) only. 
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Chapter 3.4: Conclusions  

 

» SWOT analysis  

 

The most important conclusions that can be made of the SWOT analysis is that it shows that there are 

lots of opportunities. Your.TVôs strengths show that the company has a strong product that offers lots of 

benefits for the Arabic consumer. This combined with the opportunities, provide strong points that can 

realize further grow. The most important strong points combined with opportunities that can be built on 

and can realize further grow is that Your.TV offers interactive options combined with Smart/Connected 

televisions. This proofs useful due to the growing consumers with Connected televisions, increasing 

Internet access speeds, growing broadband access market and increasing IPTV subscribers. All of these 

results combined with young Arabs who are becoming increasingly connected and technologically savvy, 

form strong points that can be build to can realize further grow.  

 

On the other hand to be to able to make use of the opportunities, the weaknesses must be improved. 

There are lots of opportunities for Your.TV. However, Your.TV is in their introduction stage and is still an 

unknown company. This has to be improved to be able to make use of the opportunity.  

 

As for Your.TVôs threats, the biggest threat Your.TV is facing is coming from the Satellite television. 

Satellite and Dreambox are free and Arab people are able to watch most Arabic channels free-to-air. 

Your.TV has a relatively high purchase price for the hardware and monthly fees are required. This threat 

exposes the weakness of Your.TV and reversal is needed. This can be achieved by offering a compelling 

package of services with control over the content and personalisation services like time-shifting, catch-up 

TV and Video on Demand. Because FREE does not always stand for quality and Your.TV services will 

eventually persuade Arab consumers to start switching and paying for Your.TV television due to the 

quality it offers.  

 

» Product Life Cycle  

 

Your.TV is in its introduction stage. In this stage it is important to have a clear message of what Your.TV 

television stands for and which benefits and characteristics the company wants to communicate to the 

target group. The primary goal during the introduction stage is to create brand awareness and 

knowledge for the product to establish a clear identity for Your.TV. Your.TV has to focus on promotion to 

let the consumers know what Your.TV television can mean and offer them.  

 

Your.TV has to communicate the essential characteristics and emphasis on the functional benefits to 

persuade the target group to purchase Your.TV television. That is why the most important strategic 

objectives during the introduction stage of Your.TV is to create awareness, knowledge and to 

communicate Your.TVôs characteristics and benefits to eventually persuade the target group to subscribe 

toYour.TV.  
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» Porters five forces model  

 

The Porter five forces models shows that the television market is attractive for Your.TV offering lots of 

opportunities. But at the same time it is very difficult with the high powers of the buyers, substitute and the 

rivalry to consider.  

 

Most of the threat comes from the buyer inclination to substitutes and the price. These substitutes are 

Satellite and Dreambox. Arab television through Satellite and Dreambox is free and Arab people   

are able to watch most Arab channels free-to-air (FTA). This makes it hard to compete as Your.TV has a 

relatively high purchase price for the hardware where monthly fees are required. 

 

As for the high power buyers, this power comes due to buyers not being concentrated. Buyers can 

choose freely and choose the best product suitable for them. Also buyers are price sensitive and the 

advantage of Free television channels affects the purchase of a new hardware. Because in order to 

switch to Your.TV, buyers have to purchase new hardware.  

 

The degree with rivalry shows that Your.TV offers the consumers lots of innovative and extra options that 

are different than the competitors. Your.TV differs a lot from the competitors in the technology their 

offering. This is good because low levels of product differentiation are associated with higher levels of 

rivalry. Still, Your.TV does have a number of competitors to be concerned about and because all these 

competitors are competing for the same consumers, the rivalry increases.  

 

In order to maintain in the television market, Your.TV has to distinguish itself from the competitors. That is 

why a differentiation strategy is chosen.  

Porters generic strategies 

The differentiation strategy is the most suitable strategy for Your.TV. Based on the SWOT analysis and 

the five forces model of Porter, Your.TV offers the consumers lots of innovative and extra options that are 

different than the competitors. The cost leadership strategy is the not the right strategy for Your.TV 

because in order to implement this strategy, costs must be reduced. Your.TV has a relatively high 

purchase price for the hardware that is being expensively developed by Iphion. This expensive process 

pays off because Your.TVôs technology is new and is difficult to copy making it unique and different then 

the competitors. Therefore the differentiation strategy is more suitable for Your.TV. Your.TV will focus on 

the Arabic target group since it is offering an Arabic television package. Therefore, the best and most 

suitable strategy for Your.TV to implement is the differentiation focus approach that is aiming for 

differentiation in its own target segment: Arabic television only. 
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» Marketing communication plan  

 

To answer the central question of this report: ñHow can Your.TV introduce the Arabic television package 

successfully to the European Arab consumers by making use of marketing communication?ò, numerous 

sub-questions are answered. The findings of the research analysis and theoretic models led to the 

following important conclusions. The results showed that there are lots of opportunities for Your.TV. There 

is enough Arab population potential in Europe and over the years it will even grow. The research analysis 

shows that the Arabic population in Europe is youthful and that there are becoming increasingly 

connected and technologically savvy. The new young Arab generations are evolving becoming 

comfortable and open for new technology, finding Internet, connectivity and social media important. This 

forms an opportunity for Your.TV when introducing Your.TV television to the Arabic target group in 

Europe. Therefore it is best that Your.TV focuses its offers and services on the new young Arabic 

consumers mostly from the second and later generations.   

However, the threats of the competitors Satellite and Dreambox is high and even though Your.TV offers 

an attractive television package with lots of options, Satellite and Dreambox makes it hard to compete 

when offering free television. However, in order to deal with this threat, Your.TV has to communicate their 

unique characteristics and functional benefits to persuade and convince the target group. Your.TV is in its 

introduction phase; therefore the primary goal during this stage has to be to create brand awareness and 

knowledge for the product to establish a clear identity for Your.TV. In able to achieve this, a brand 

personality for the company has to be developed.  

 

Furthermore, Your.TVôs clear mission statement and values are based on distinguishing the company 

from the competitors and satisfying the consumers interests and needs. This is important to focus on 

since the Porter model clearly shows that the rivalry levels are high and the consumers have high power 

in the television market. That is why a differentiation strategy is more suitable for Your.TV.  

Also it is essential to create a buzz during the introduction phase to able to spark the target group 

interests. Therefore effective marketing communication instruments have to be implemented to reach the 

target group.  

 

On the basis of these findings and conclusions the marketing communication plan will be formulated. 
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Chapter 4: Marketing communication plan  

This marketing communication plan will be written for Your.TVôs introduction phase. Your.TV is a new 
starting television company; therefore the focus of the marketing communication will be on ñeffective 
marketingò, creating high results with low costs.   

Chapter 4.1: Marketing communication target group  
 

Your.TV marketing target group  
The following section of the marketing communication plan will describe the most important 
characteristics and qualities of Your.TVôs target group. A well defined target group is the starting point of 
every successful plan. A marketing target group is the group of customers the company is aiming its 
marketing efforts and message to eventually persuade them to purchase the product.  
(Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 135). Based on the research analysis, 
Arabs in Europe are mostly descended from North Africa from the Arab countries Algeria, Morocco, Egypt 
and Tunisia. On the basis of the research analysis, the primary target group of Your.TV is defined. The 
variables and breakdowns of Your.TVôs marketing target group are presented in table below. 

Your.TV marketing target group  

Geographic  variables 

VARIABLES TYPICAL BREAKDOWNS 
 

European countries 

France, Belgium, Germany, Italy, Netherlands, Spain, 
United Kingdom, Austria, Denmark, Norway, Sweden  

Cities Capital cities 
Density  Urban, rural  

Demographic  variables 
Age  15-29 and above  

Gender  Male and female adults  

Family size  4 and above  

Family cycle  Single, newlyweds with no children, first families 
 (with young children), full nest (with growing and teenage 

children), empty nest (children moved out)  

Occupation  Part time and full time job 

Education  All  

Religion  Islam as well as other religions  

Race  Arabic countries, Arabic speaking people 

 
 
 
 

Nationality/Culture  

Bi-cultural: This group includes people from the Maghreb 
countries (Morocco, Tunisia, Algeria). This group is from 
North Africa and are migrants from the Maghreb. Many of 
the second and third generation are Arabic speakers who 
are very well integrated and who adopted the identity of 
their European country for a sense of identity belonging 
 
Transnational. This group includes Egyptians, Iraqis,  
Palestinians, Lebanese and Syrians.  This group is 
overwhelmingly of Middle Eastern origin. The 
transnational Arabic speakers take a broader view of 
citizenship, seeing themselves as connected to a pan-
Arab culture or region as a whole and as well as their 
adopted European country 

Psychographic variables 
Social class  Middle class, upper middles, lower uppers and upper 

class 

Lifestyle  Active social or family life, peace and comfort loving, hard 
working, mainstream interests: entertainment music, 
dance, cinema and sport.  

Determinants of choice 
 

Attention paid to original, affordable high quality of 
products and services.  
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The marketing target group of Your.TV are Arabic men and women between 15-29 years old from the 
second and later Arabic generations in Europe. These are: Single, newlyweds with no children, first 
families (with young children), full nest (with growing and teenage children), empty nest (children moved 
out) from middle class, upper middles, lower uppers and upper class from the countries of origin from the 
Maghreb and Middle East area (Morocco, Tunisia, Algeria, Egypt, Iraq and Syria).  
 
To reach Your.TVôs marketing target group effectively, the target group is categorized in different groups 
to address and familiarize them with Your.TV television.  
 

1. Marketing target group:  

Young single Arab students and professionals without any personal commitments who enjoy to 

watch Arab and European soaps, sports, entertainments.    

2. Marketing target group:  

Married Arab couples and partners living together with children who enjoy watching television 

programming that brings families together.  

3. Marketing target group:  

Arab seniors who like to follow the developments of their country of origin.  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
This marketing communication plan will focus on reaching the marketing target group; young single Arab 
students and professionals. These will be the primary marketing target group of Your.TV.  
 
According to Arab media outlook 2008-2013 by Dubai Press Club and Value Partners, 50% of the 
population in the MENA region are below 30 years of age. Pew research on ñThe Future of the Global 
Muslim Population 2011ò shows that the Muslim population in Europe who mostly are descended from the 
North African and Middle Eastern Arabic countries are youthful. Europeôs Muslim population is projected 
to remain relatively youthful in the coming two decades. That is why this marketing communication plan 
will focus on reaching young Arab students and professionals since they are the majority of the Arab 
population.  

Marketing 
target gorup  

Married Arab 
couples and 

partners with or 
whithout childeren  

Young single Arab 
students and 
professionals  

Arab seniors  
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Your.TV communication target group  

The communication target group is in some cases broader than the marketing target group. The selection 

process of the potential buyers can be then influenced by other groups. These other groups functions as 

influentials and can influence the buyers decision. (Floor en Van Raaij 2006, Marketingcommuncatie 

strategie, p. 135). 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The research analysis shows that the majority of the Arab population are Muslims. In Europe there are 
lots of Arabic and Muslim movements, organisations and networks active. These Arabic and Islamic 
Muslim movements, organisations and networks in Europe often have influence on the Arabs and 
Muslims in their communities. They form as information instruments in Arabic and Muslim issues (Muslim 
in the European Union: Discrimination and Islamophobia 2006).  
 
Over the last several years, European governments have stepped up their efforts to improve 
Arab and Muslim integration. These have included introducing new citizenship laws and language 
requirements promoting dialogue with Arabic and Muslim organizations, developing ñhomegrownò imams 
that are more familiar with the European culture and traditions, improving educational and economic 
opportunities for Muslims, and tackling racism and discrimination (Muslims in Europe: Promoting Integration 

and Countering Extremism 2011).  

 

The reason that the Arabic and Muslim organisations are chosen as a communication target group is that 

these movements, organizations and networks in Europe have influence on young Arabs and Muslims in 

their communities. Lots of these European Arabic and Muslim movements, organisations and networks 

represent young European Arabic Muslims. FEMYSO (Forum of European Muslim Youth and Student 

Organisation) is a good example of this. FEMYSO is bringing together leading and active Muslim youth 

from all around Europe to look at the issues that is concerning them today and to look at ways that can 

contribute to the future of Europe. FEMYSO encourages young European Muslims from different 

European countries and backgrounds to meet, discuss, share ideas in youth work and to work together to 

find creative solutions to the many pressing issues facing young Muslims in Europe. The description and 

contact information of other European Arabic and Islamic Muslim movements, organisation and networks 

such as FEMYSO can be found in annex 11 of the marketing communication annex report. 

Communication  
target group  

Marketing  
target group  

Young single  
Arab students and 

professionals 

Islamic Muslim 
organisations and 

networks in Europe  

Arabic movements, 
organisations and   

networks in Europe 

http://www.google.nl/url?sa=t&rct=j&q=femyso&source=web&cd=3&ved=0CDIQFjAC&url=http%3A%2F%2Fwww.esib.org%2Findex.php%2FAbout%2520ESU%2Fassociates%2F106-forum-of-european-muslim-youth-and-student-organisation-femyso.html&ei=_lsLT_qIK8qUOvTokbAB&usg=AFQjCNEZYgiHRXwmNTKCY25FN8AvMThnpQ&cad=rja
http://www.google.nl/url?sa=t&rct=j&q=femyso&source=web&cd=3&ved=0CDIQFjAC&url=http%3A%2F%2Fwww.esib.org%2Findex.php%2FAbout%2520ESU%2Fassociates%2F106-forum-of-european-muslim-youth-and-student-organisation-femyso.html&ei=_lsLT_qIK8qUOvTokbAB&usg=AFQjCNEZYgiHRXwmNTKCY25FN8AvMThnpQ&cad=rja
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To reach the marketing target group, Your.TVôs communication target group will be Arabic and Islamic 
Muslim movements, organizations and networks in Europe.  
 

Your.TV marketing communication target group  
 

Marketing target group:  

- Young single Arab students and 

professionals in Europe 

 

 
A target group based on young Arab people between 
15-29 years old from the second and later Arabic 
generations in Europe. Research analysis shows that: 

- 50% of the population in the MENA region are 
below 30 years of age.  
 

- Muslim population in Europe who mostly are 
descended from the North African and Middle 
Eastern Arabic countries are youthful. Europeôs 
Muslim population is projected to remain 
relatively youthful in the coming two decades 
 

 
Communication target group:  
 

- Islamic Muslim communities, movements, 
organisations and network in Europe 

 

 
A target group based on Islamic Muslim movements, 
organisations and networks representing the interests of 
Muslims in Europe. Research analysis shows that:  

- Muslims from North African Arabic countries are 
predominate among the Muslim populations of 
Europe. Significant numbers also include Arab 
migrants and refugees from the Middle East.   

 

- Biggest increases in Europeôs Muslim 
population in absolute numbers over the next 20 
years are expected to occur in the United 
Kingdom, France, Italy, Germany and other 
countries in Western, Northern and Southern 
Europe 
 
 

 
Communication target group: 

- Arabic movements, organisations and   
networks in Europe 

 
A target group based on Arabic national organisations 
representing the interests of Arabic people in Europe. 
Research analysis shows that:  

- Most Arab potential is to be found in the 
Western and Northern European states. 
 

- Most Arab in Europe are descend primary from 
North Africa and are from the Arab countries 
Algeria, Morocco, Egypt and Tunisia. The Arabs 
from the Middle East who are living in Europe 
are mostly from the countries Iraq and Syria 
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Chapter 4.2: Marketing communication objectives  
 

Your.TV marketing objectives  

Before any marketing communication objectives can be set, there must first be clarity about the business 

and marketing activities.(Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 192) 

 

Your.TV wants to launch Your.TV television in all of the European territories that have an average 

broadband speed of 8 Mbps or more. Your.TVôs marketing goal is to reach 10% penetration in the 

European territories where the broadband is sufficient. 

 

Total Arab population  in Europe 
Algeria, Egypt, Morocco, Tunisia, Lebanon,  

Iraq and Syria 

European market 
Target penetration  

Net Index broadband speed (Mb/s) Oct.2011 Penetration Number of Customers 

France  13.70 600.686 10% 60.069 

Spain  10.75 207.194 10% 20.719 

Netherlands 24.41 138.399 10% 13.840 

Germany  15.65 109.443 10% 10.944 

Sweden  26.26 69.712 10% 6.971 

United Kingdom  12.14 54.700 10% 5.470 

Austria  10.95 41.317 10% 4.132 

Belgium  16.95 33.812 10% 3.381 

Denmark  17.41 8.374 10% 837 

TOTAL 1.263.637 10% 126.364 
 

Pan European penetration indicates how many households have a broadband connection in various 

European countries. Your.TVôs marketing goal is to gain in 5 years time 126.364 Arab customers.  

 

Your.TV marketing communication objectives  

To support this goal, marketing communication objectives are set. Marketing communication objectives 

relate to the impact that the marketing instruments will have to achieve the goals. (Floor en Van Raaij 

2006, Marketingcommuncatie strategie, p. 193) 

 

The Product Life Cycle shows that Your.TV is in its introduction phase. In this stage, it is important to 

have a clear message of what the product is and which benefits and characteristics are underlined and 

stressed to the consumers. In order to achieve the marketing goal, Your.TV must aim to make the target 

group aware of their product. The target group has to be convinced of the benefits and characteristics.  

 

This marketing communication plan will focus on reaching the marketing target group; young single Arab 

students and professionals. These will be the primary marketing target group of Your.TV. To reach this 

marketing target group, Your.TVôs will approach Arabic and Islamic Muslim movements (communication 

target group) in Europe to get in contact with their young Arabic student and professional members. 
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The objectives are set for both marketing and communication target group. The marketing target group 

objectives are based on purchasing Your.TV television. The communication target group objectives are 

based on informing and recommending Your.TV television. The objectives are formulated in SMART 

cognation, affection and conation objectives.  

Marketing target group objectives:  

Your.TVôs marketing goal is to gain in 5 years time 126.364 Arab customers. This amount of Arab 

customers divided over 5 years, means that 25.273 Your.TV Arab customers will add up each year to 

eventually reach 126.364 Arab customers in 5 years. The marketing communication objectives are 

formulated as following: 

- 85% of the marketing target group will know about Your.TVôs brand and product service benefits 
(104.859 Arab customers).  
 

- 65% of the marketing target group will show and demonstrate a positive attitude towards 
Your.TVôs products and services (68.159 Arab customers).  
 

- 38% of the marketing target group will proceed to make a purchase each year  
(25,218 Arab customers).  

 

Communication target group objectives:  

The communication target group objectives are based on informing and recommending Your.TV 

television. The marketing communication objectives are formulated as following: 

 

- 85% of the communication target group will know about Your.TVôs brand and product service 

benefits.  

 

- 80% of the communication target group will show and demonstrate a positive attitude towards 

Your.TVôs products and services.  

 

- 75% of the communication target group will inform and recommend Your.TV to their members.    
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- Merk/identiteit:  

Brand identity  

 

- Doelgroep/relevantie:  

Target group relevance  

 

- Concurrenten/onderscheid: 

Competition difference   

Chapter 4.3: Branding   

3.2: Your.TV Proposition  
Brandy idenity, target group and competition (MDC Model)  
Your.TV is in its introduction phase, therefore the primary goal during this stage has to be to create a 
brand awareness and knowledge for the product to establish a clear identity for Your.TV. In able to 
achieve this, a brand personality for the product has to be developed.  
Positioning is a part of the strategy and the art of creating a brand. Companies create strategic and 
tactical suggestions in order to encourage the customers acceptance of a particular positioning in their 
minds. (Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 146) 
There are many reasons of choosing to position a brand and to create an identity. The reason Your.TV 
has to develop a brand identity is, to communicate the brand knowledge to the consumers and at the 
same time generate brand awareness. That is why the MDC model is used to find the right balans 
between the brand, target group and competition. The MDC model helps to decide in which area the 
product has to emphasizes on.(Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 147) 

 

 

 

 

 

 
1. Brand identity 

Regarding to the brand identity, the company has to decide which aspects and characteristics they 
want to emphasise on. (Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 147) 
The concept of Your.TV is offering foreign television channels that keep foreign and expats 
consumers in touch with their language to enjoy the latest news, entertainment and sports television 
programming from back home. The core values that Your.TV wants to offer to the consumers are 
television services that offer simplicity, interactivity and freedom of choice. Your.TVôs identity will 
emphasise on these values and characteristics.  
 

I. Simplicity 
Your.TV installation is easy and there is less need for equipment. By connecting Your.TV set top box 
to the television set and ethernet cables to the Internet modem, consumers can distribute television 
signals from their Internet connection into their television. 

II. Interactivity  
With the new televisions trends, Your.TV television enables consumers to make use of interactive 
options. Your.TV offers consumers to make use of new Smart and Connected televisions that 
enables to make use of mobile and social media options on their television. Your.TV also offers 
mobile remote control that turns the IPhone, IPad and even the IPod to a televsion remote control. 
Also Your.TV offers consumers to make use of Youtube to watch Internet videos. 

III. Freedom 
Your.TV is offering the consumers to select their own television channels based on their interests and 
needs. This is a unique selling point that distinguishes Your.TV from the competitors. Cable television 
usually offers a strict package where variation is not possible and where foreign television channels 
are very limited especially with the Arabic content. Satellite television on the other hand offers 
consumers hundreds of channels for free with no control or freedom of choice.  Your.TV is offering 
200 channels from all around the world together with all the favourite national television content 
channels per European country. In the future Your.TV is also capable to offer more than 1000 
channels.  
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2. Target group relevance 
Regarding to the target group, it is important that the company makes the right choices. It is important 
that the company chooses the right brand target group. The marketing communication target group 
has to be decided as well as the values that are relevant for the target group. 
 (Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 147)  
 
The target group of Your.TV are Arabic men and women between 15-29 years old from the second 
and later Arabic generations in Europe.  The target group is divided into two groups:  
 
Bi-cultural: This group includes people from the Maghreb countries (Morocco, Tunisia, and Algeria). 
This group is from North Africa and are migrants from the Maghreb. Many are descendents or are 
families of the first groups of post-war guest workers who came to Europe after the Second World 
War. Many of the second and third generation are Arabic speakers who are very well integrated and 
who also adopted the identity of their European country for a sense of identity and belonging.  
 
Transnational: This group includes Egyptians, Iraqis, Palestinians, Lebanese and Syrians. This group 
is overwhelmingly of Middle Eastern origin. The transnational Arabic speakers take a broader view of 
citizenship, seeing themselves as connected to a Pan-Arab culture or region as a whole as well as 
their adopted European country. 
 
Marketing target group 
The marketing target group are the potential buyers of Your.TVôs products and services. Your.TVôs 
marketing target group are young single Arab students and professionals between 15-29 years old 
from the second and later Arabic generations in Europe. 
 
Communication target group 
The communication target group will be approached in order to influence the marketing target group. 
Your.TVôs communication target group will be Arabic and Islamic Muslim movements and 
organisation active in Europe. 

 
Your.TV wants the target group to approach the core values the company stands for. These are 
simplicity, interactivity, freedom of choice, original, affordable high quality of products and services. 
 

3. Competition difference 
When competing against the competitors in the same category, it is better to emphasises on the 
distinguishing aspects that the product has to offer. The law of the category is: óIf you canôt be first in 
a category, set up a new category you can be first inô. (Rik Riezenbos en Jaap van der Grinten, 
Positioneren 2008, p. 148) Your.TV is the first in the category of freedom of choice. Consumers can 
select and form their own television channel package based on their interests and needs. This aspect 
distinguishes Your.TV from its competitors.   
 
By making use of the MDC model Your.TVôs brand identity, target group and competition difference is 
chosen Your.TVôs brand values are simplicity, interactivity and freedom. These values form Your.TVôs 
identity and has to be communicated to the marketing and communication target groups. Your.TV has 
to emphasize on the Freedom value as it is Your.TVôs unique selling point distinguishes the company 
from its competitors.  

Informational positioning    
A company that has a new product on the market, has to develop the market itself. Consumers should 
learn what the new product can do for them. The company has to focus on the category need, brand 
awareness and brand knowledge. Consumers need to be persuaded to buy the product. (Floor en Van 
Raaij 2006, Marketingcommuncatie strategie, p. 217) The theoretic model Product Life Cycle shows that 
Your.TV is in its introduction phase. Therefore an appropriate positioning has to be chosen that fits this 
phase. An informational positioning is chosen for Your.TVôs positioning during the introduction phase.  
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The informational positioning is based on connecting the characteristics to the functional benefits.  

The reason why an informational positioning is chosen during Your.TVôs introduction phase is because in 
the introduction phase it is important to have a clear message of what the product is and what the 
benefits and characteristics are. The informational positioning is often used for new products with a 
problem solving characteristics. It is an effective strategy if there are clear differences between the 
competitors and if these differences lead to positive consequences for the consumers. If a brand has a 
clear unique selling point, an informational positioning is recommended (Floor en Van Raaij 2006, 
Marketingcommuncatie strategie, p. 217). That is why an informational positioning is the most suitable 
positioning for Your.TV during the introduction phase.  
 

Means End Chain model 
Your.TV has lots of functional benefits with clear unique selling points. These benefits and unique selling 
points have to be communicated to the consumers. The Means End Chain model helps defines the 
consumers choice of a product that contributes to the realisation of certain values. The Means End Chain 
model explains the relationship between the products attributes and the values and how it is mediated by 
consequences. The Means End Chain model is based on the question: óHow does a brand appear to the 
consumers in order to extract from the brand what it can do for them? 
(Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 103). 
   

Your.TV Means End Chain model 
 

Product attributes 

 

Standard options 

 

Extra options  

 

Personalization 

Sharing, Communication, 

Portability  

 

Refer to functional features 

and characteristics of the 

product  

EPG  

Child lock 

Pause options 

Mobile remote 

controle  

VOD/Catch UP 

HD TV 

Storage   

Choosing own 

television channel 

package 

Social media  

Connected Smart television  

Internet browsing  

Functional consequences      

 

Personal meaning given to 

an individual attribute    

-Easy to search  

 

-To know more 

about TV programs 

 

-Safety  

 

-Watching TV  

profitably  

 

-Portability  

 

- To be able to see 

what you want to 

see  

 

-High image TV 

quality  

 

- See program of 

interest in own 

time 

 

-Having control over 

television content  

 

-Providing clarity to 

allow choices  

 

- Choosing content to 

certain specifications 

 

 

 

-Watching TV 

and surfing the web at the 

same time. 

 

- Being connected all the 

time 

 

- Consuming different types 

of content 

 

End values      

 

Personal values that 

provide relevant meaning 

for consequences.  

Simplicity and Interactivity  

Easily integrated, Variety of services, 

Automated systems, Adjusting to modern 

living environment 

 

Freedom  
Having choice and control, Being an individual,  

Empowered to make own choices  

based on interests and needs  

 

 

 

The product (Your.TV television) with certain attributes (Standard & Extra options, Personalization, 
Sharing) leads to certain desirable consequences (Easy search, High quality of image, Having control 
and choice). These benefits contribute to the realisation of certain values (Simplicity, Interactivity and 
Freedom). Consumers will identify and experience Your.TVôs products and services according to Means 
End Chain model described above.   
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Brand Positioning Sheet  

The Brand Positioning Sheet model is used to summarize all the choices that are made to position the 

brand. The BPS has 9 elements. The first 3 relate to the positioning analysis and are already been 

described (Brand identity, Target group relevance and competition difference). The remaining 6 elements 

relate to the positioning choice and will be described as following:  

 

 

 

 

 

 

 

 

 

 

 

 

 

Brand Positioning Sheet: Rik Riezenbos en Jaap van der Grinten, Positioneren 2008, p. 161 

4. Target group and competition selection 

Your.TVôs marketing target are young single Arab students and professionals between 15-29 years 

old from the second and later Arabic generations in Europe.  

 

Your.TV competition is basically coming from any type of Pay TV company including. In Europe 

consumers are mostly using the three digital television broadcast systems Digital Cable, Satellite and 

IPTV. 

 

5. Brand values   

When using Your.TV television, the realisation of the values Simplicity, Interactivity and Freedom are 

being offered to the consumers. The values simplicity and interactivity translate the simple and easy 

use of the product interactive options. The freedom value translates having the choice and control of 

your television content.  

 

6. Consequences  

When using Your.TV television, the consequences can be expressed in functional meanings. For 

example: Easy search, High quality of image, Having control and choice. Your.TV television system is 

automatic easily integrated system that offer variety of interactive services.  
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7. Benefits  

The functional benefits Your.TV television offers to the consumers are the following:  

- EPG: Easy to search to know more about TV programs 

- Child lock: Safety  

- Pause options: Watching TV profitably  

- Mobile remote: Portability 

 

- VOD/Catch UP: To be able to see what you want to see 

- HD TV: High image TV quality 

- Storage: See program of interest in own time 

- Having control over content  

 

- Choosing own television channel package:  

Providing clarity to allow choices 

Choosing content to certain specifications 

 

- Social media: Being connected all the time 

- Connected Smart television: Consuming different types of content 

- Internet browsing: Watching TV and surfing the web at the same time  

 

8. Reason to believe  

Your.TVôs unique selling points will be used as the reason the consumers will believe and be 

convinced of Your.TV television. The unique selling point of Your.TV television is that it offers the 

consumers to form their own television channel package based on their interests and needs. 

 

9. Brand essence  

The way Your.TV wishes to position itself in the customerôs mind is to emphasize on the core values 

the company stands for. These values are; Simplicity, Interactivity, Freedom of choice, original, 

affordable high quality of products and services. 

 

Brand positioning statement  

Based on the MDC and BPC model, the conclusions that can be made is that the best way to position 

Your.TV is to choose a Product-focused approach. This means that the characteristics and benefits of 

the product (Means End Chain model) will be communicated in order to create a link between the 

consumers and the company. The following Brand Positioning Statement is defined for Your.TV 

focussing on the target audience and compelling benefits.  

The television that makes it possible to choose and enjoy your own television channels in your language, 

keeping you in touch with the latest news, entertainment and sports programming from back home. 
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Chapter 4.4: Marketing communication strategy  
 
Your.TV marketing communication strategy  

The strategy has to communicate the essence of the product. The most suitable choice for a strategy 

depends on the stage of the product.  When the target group, objectives and the positioning are set, the 

right strategy has to be chosen to achieve the goals. Also the strategy has to decide the communication 

messages (proposition) that needs to be communicated to the target group.    

(Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 223) 

 

The theoretic model Product Life Cycle shows that Your.TV is in its introduction phase. In this stage it is 

important to have a clear message of what the product is and which benefits and characteristics are 

underlined and stressed to the consumers. Therefore an informational positioning has to be chosen to 

communicate the benefits and characteristics that enables the consumers know what Your.TV can do for 

them. Based on the PLC stage of Your.TV (introduction phase) and the chosen positioning 

(informational), the following strategies are formed:  

 

Creating brand awareness and knowledge & communicating the characteristics and benefits 

 

 
 

 

To reach the marketing target group, Your.TVôs communication target group Arabic and Islamic Muslim 

movements, organisation and networks in Europe will be approached be able to get in contact with their 

member network of young Arabic student and professional. The characteristics and benefits of the 

products will be communicated to the marketing target group in order to create a link between the Arab 

consumers and the company. Awareness will be generated by using effective communication tools to 

provide the target groups all the information about Your.TV television.  

 

 

Marketing 
communcation 

strategy  

Marketing 
communcation 

target group  
Your.TV 

Your.TV  
television 

Communication 
target group  

Arabic and Islamic 
Mulim organisations 
will be approched to 
reach the marketing 

target group  

Marketing  
target group  

Increasing Your.TV 
brand awareness and 
knowledge among the 

target audience  

Informing target 
audience about 

features and functional 
benefits of Your.TV 
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Your.TV unique selling proposition  
The marketing communication strategies need to be supported by carefully selected communication tools 
that will appeal to the target group. Therefore the promotional campaign must convey a message, a 
unique selling proposition distinguishing the company from its competitors. To be able to introduce 
Your.TV, a clear proposition needs to be defined. (Floor en Van Raaij 2006, Marketingcommuncatie 
strategie, p. 246). 
 
Currently the slogan of Your.TV is ñThe choice is yoursò, meaning that Your.TVôs consumers have the 
freedom of choice to select their own television channel package. This unique selling point is one of 
Your.TVôs unique and strong point distinguishing the company from the competitors. This unique selling 
point is not offered by any of the competitors of Your.TV making it unique. However, the current slogan 
does not emphasise or communicate the unique selling point clearly (which choice and what can the 
consumers choose from??). To communicate this unique selling point effectively, it has to be reformed to 
deliver the message more clearly and effectively. Therefore, the new slogan of Your.TV should be: 

 
- Your.TV, The television that you choose..... 
- Your.TV, The television of your choice..... 
- Your.TV, Your channels, Your choice, Your television....  

Marketing communication messages  

To reach the marketing communication target group effectively, a set of effective messages are set for 

the marketing and communication target group in order to address them and to familiarize them with 

Your.TV. The following messages are composed to communicate to the marketing communication target 

group.  

 

 

 

 

 

 

 

 

 

To reach this marketing target group with this message, Your.TV will approach the communication target 

group Arabic and Islamic Muslim movements, organisations and networks in Europe. 

Communication target group: 

The Arabic and Islamic movements, organisations and networks are in contact with the marketing target 

group and can influence their members. This can be an effective communication channel to introduce 

Your.TV television. Therefore the Arabic and Islamic Muslim movements, organisations and networks are 

of high value and can function as communication channels.  

 

Marketing 
target group 

ÅYoung single Arab students and professionals without any 
personal commitments who enjoy to watch Arab and European 
soaps, sports, entertainments.  

Communcation 
message  

ÅYour.TV, the televsion that combines all your television 
preferences in 1 package. Enjoy your favorite European 
country programming combined with televsion programming 
from back home, keeping you in touch with the latest news, 
entertainment and sports. Get the best of both worlds.  
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To reach the Arabic and Islamic movements, organisations and networks and to get in contact with their 

young Arabic student and professional members. Your.TV has to convince these movements, 

organizations and networks of the benefits Your.TV television can provide for them and their members.  

The Arabic and Islamic movements, organisations and networks in Europe represent the interests of 

Arabic and Muslims in people Europe. These movements, organisations and networks find it important 

that their Arabs and Muslim members stay in touch with their culture alongside their European identity. 

Your.TV television can provide this offering television that makes it possible to choose and enjoy Arabic 

television channels that keep the Arabs in touch with the latest news, entertainment and sports 

programming from back home. 

That is why the following message is composed to communicate to the Arabic and Islamic movements, 

organizations and networks:  

Your.TV television keep European Arabs in touch with their culture, providing them a sense of 

identity and cultural belonging by offering television that makes it possible to choose and enjoy 

Arabic television channels that keep the Arabs in touch with the latest news, entertainment and 

sports programming from back home. 

 

Another way to convince the Arabic and Islamic movements, organizations and networks of the Your.TVôs 

benefits is by offering them promotional activities. Your.TV is targeting young single Arab students and 

professionals. By doing so, Your.TV can promote the Arabic and Islamic movements, organisations and 

networks among this target group generating awareness and increasing their members.  

 

 

Marketing 
communcation 

Communication 
messages  

Commmunication 
target group  

Arabic and Islamic 
movements, 

organisations and 
networks  

Your.TV televison 
keep EU Arabs in 
touch with their 

culture, providng 
them a sense of 

identity and cultural 
belonging  

Advertising, Promtion 
Direct Marketing 
Public Relations   

Social Media 
Email, Newsletters, 
Blogs , Facebook, 
Twitter, Youtube  

Your.TV can 
promote the Arabic 

and Islamic 
movements, 

organisations and 
networks by 

targeting young Arab 
professionals  

Telephone calls 
Meetings  
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Chapter 4.5: Marketing communication instruments  
 
Due to the fact that Your.TV is in the introduction stage of the Product Life Cycle, it needs to become 

recognizable and generate awareness among the target group. Therefore intensive communication 

efforts are needed. The marketing communication strategies need to be supported by carefully selected 

communication tools that will appeal to the target audience (Floor en Van Raaij 2006, 

Marketingcommuncatie strategie, p. 434). 

 

Companies can choose several marketing communication instruments such as promotion, sponsoring, 

public relations or direct marketing to promote their brands. For each of these marketing communication 

instruments, different media tools are selected to communicate the message to the target group.  

(Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 572) 

 

 

 

 

 

 

This is the process Your.TV will set up for their marketing communication activities. The marketing 

communication instruments that are chosen to promote Your.TV are thematic Advertising, Promotion, 

Direct marketing and Public relations. One of Your.TVôs goals is that the target group has to show a 

positive attitude towards Your.TV products and services during the introduction phase. A thematic 

promotion is therefore suitable for Your.TV because it involves promotion for long term effects and it 

focuses on changing attitudes towards towards the brand to create customer loyalty.  

(Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 572) 

 

Your.TV will be promoted through the media tools Social media. Your.TV is a new starting television 

company that is in the introduction phase of the Product Life Cycle. As a starting company, Your.TV has a 

budget limitation and does not have lots to spend on marketing communication efforts. That is why the 

best way to promote Your.TV is to use Social media. Social media provides cost effective free advertising. 

Also it can help build reputation and create great awareness and exposure. That is why Social media is 

chosen to promote Your.TV.  

 

As for the target group, the primary target group that Your.TV will focus on is the Marketing target group 

Young Arab students and professionals. To reach this marketing target group, Your.TVôs communication 

target group will be Arabic and Islamic Muslim movements in Europe.  

 

Theory of Malcolm Gladwell 

The Arabic Muslim movements, organisations and networks are the communication target group during 

the introduction phase. This target group needs to be reached to be able to reach the marketing target 

group. The focus will be to create a ñbuzzò around Your.TV using effective ways of marketing.  

 

The best way to reach the communication target group when taking into account the research analysis 

results and the focus of the low budget high results is, choosing an informative personal approach. This 

informative personal approach means that only an investment in time is needed to reach the target group. 

The informative personal approach of the marketing communication will be based on the theory of 

 
 
 
 

Marketing Communication 
Instruments  

Advertising , Promtion  
Direct Marketing  

Public Relations   
 

 
 

Media tools  
Social media  

Email, Newsletters, 
Blogs , Facebook, 
Twitter, Youtube 

Communcation  
target group 

Arabic and Muslim 
movements, organisations 

and networks    

Marketing  
target group 
Young Arab 
students and 

professionals in 
Europe  
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Malcolm Gladwell. This theory is focused on creating a ñTipping Pointò (a point in which a broad number 

of people adapt to a product in a short period of time) by using personal communication channels. The 

base of this theory is that it is important to start convincing a small target group that has an interest in the 

product and have a high influence on the target group.  

 

The Malcolm Gladwell theory is explained below how to be implemented during Your.TVôs introduction 

phase: 

The Law of the Few  

The Law of the Few contends that before widespread of popularity can be attained, a few key types of 

people must champion an idea, concept or product before it can reach the tipping point. Gladwell 

describes these key types as Connectors, Mavens and Salesmen. If individuals representing all three of 

these groups endorse and advocate the idea, it is much more likely that it will tip into exponential 

success. (The Tipping Point/ Het beslissende moment: Hoe je net het verschil kunt maken Malcolm Gladwell p. 36) 

 

How this can be implemented for Your.TV: 

The Law of the Few can be implemented by selecting individuals or organisations that will be able to 

function as personal communication channels. For Your.TV these personal channels can be the Arabic 

and Islamic Muslim movements, organisations and networks. They have to master the information about 

Your.TV in order to be able to inform their members and create the buzz that is Your.TV.  

 

The Stickiness Factor  

The Stickiness Factor is the quality that compels people to pay close, sustained attention to a product, 

concept or idea. Stickiness is hard to define and its presence or absence often depends heavily on 

context. Often, the way that the Stickiness Factor is generated is unconventional, unexpected and 

contrary to received wisdom. 

(The Tipping Point/Het beslissende moment: Hoe je net het verschil kunt maken Malcolm Gladwell p. 80) 

 

How this relates to Your.TV: 

The Stickiness Factor for Your.TV will have to come from its benefits and competitive advantages, which 

is Freedom and the functional benefits. When Introducing Your.TV to the target group, the target group 

will be surprised and amazed by Your.TVôs benefits and advantages. This will be a strong point for the 

increase of curiosity and attention for Your.TV. Therefore the conclusion can be that the benefits and 

advantages will be the base for the ñStickinessò factor and sustained attention for Your.TV. 
 

The Power of Context  

The Power of Context is very important in determining whether a particular phenomenon will tip into 

widespread popularity. Changes in the environment can play a major factor in the propensity of a given 

concept attaining the tipping point.  
(The Tipping Point/Het beslissende moment: Hoe je net het verschil kunt maken Malcolm Gladwell p.118) 

 

How this relates to Your.TV: 

To create Power of Context around Your.TV, the marketing communication will have to be related as 

much as possible to current changes that the target group is facing, keeping the news around the 

changes up to date and playing with the worries or obstacles the target is facing. This is essential to 

create the buzz to meet the objectives and create a tipping point.  
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The Malcolm Gladwell theory will be used as a base for the introduction of Your.TV. It will be interpreted 

in such a way that it can be applied to reach Your.TVôs target group through marketing communication.   

 

Marketing communication channels 

To reach the target group, the following communication channels (groups that are related to the target 

group) can be a good way to implement the theory of Malcolm Gladwell and reach the marketing target 

group. These groups are:  

 

- Arabic movements, organisations and networks  

- Muslim movements, organisations and networks  

 

Communication channel: Arabic and Islam Muslim movements, organisations and networks  

The communication channels that can create a tipping point for Your.TV and communicate and persuade 

the marketing target group are the Arabic and Islamic Muslim movements, organisations and networks.  

 

The Arabic and Islamic movements, organisations and networks are in contact with the marketing target 

group that need to be generating the buzz, tipping point and sales. These organisations have the 

following influence: 

- The Arabic and Islamic Muslim movements, organisations and networks in Europe have influence 

on the young Arab students and professionals in the Arabic and Muslim communities in Europe.  

 

The Arabic and Islamic Muslim movements, organisations and networks are an important communication 

channel due to the connection that the marketing target group has with these movements, organisations 

and networks.  

 

The Arabic and Islamic Muslim movements, organisations and networks will be contacted to create a 

tipping point to introduce Your.TV to the target group. The full contact information of these European 

Arabic and Islamic Muslim movements, organisation and networks can be found in annex 11 of the 

marketing communication annex report. 
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Media instruments   

After choosing the marketing communication instruments (Advertising, Promotion, Direct marketing and 

Public relations), the right combination of media tools have to be chosen to communicate the message to 

the target group. (Floor en Van Raaij 2006, Marketingcommuncatie strategie, p. 37) 

 

To be able to create a buzz and tipping point, the target group must be reached by effective media 

instruments. Therefore the following low cost high results media instruments are chosen: 

 

Public relations and direct marketing  

- Blogs 

- Emails  

- Newsletters  

 

Advertising and promotion  

- Facebook 

- Your.TV website  

- YouTube 

- Twitter  

 

Media   

Media tools  In which way? 

Publishing   

- Posting blogs 

- Articles  

- News  

 
Blogs  
Email and newsletter  
 

Media sharing and social network   

- Online videos  

- Connecting with the target group 

- Sharing online resources 

- Promoting 
 

 
YouTube  
Face book 
Twitter  
Website 

 

Online Social media tools are chosen because they will have the best chances to reach the marketing 

and communication target group. Many Arabic and Islamic Muslim movements, organisations and 

networks have embraced the new media online tools including websites, YouTube online videos and 

social networking websites Facebook and Twitter to reach new followers (Pew Research:ñMuslim 

networks and movements in Western Europe 2011). Also the research analysis shows that the young 

Arab people are forming the majority of the Arab population and these young Arab consumers are 

increasingly connected and technologically savvy, constantly creating and sharing content through instant 

messaging and social networking sites.  

 

The online Social media tools that are chosen to promote Your.TV are blogs websites, YouTube, 

Facebook and Twitter. These media instruments will help to support the increase of brand awareness in 

the introduction phase of Your.TV. In annex 12 of the marketing communication annex report, the 

activities of these media tools are described in detail in the marketing communication plan of action. 
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Public relation and direct marketing  

Media instrument: Blogs 

Blogs are really important to create a buzz around the product. Most people these days read or have a 

blog. Blogs are a powerful tool for the use of marketing and promotion. The entries are short and allow 

the user to add links, pictures and videos. It is also easy for people to read blogs. A quick blog entry can 

show the people what is new in order to keep them updated. By adding new articles and information, 

blogs can be used to inform the target group about Your.TV. 

To create brand awareness and knowledge and to communicate Your.TVôs functional benefits, the blogs 

can generate awareness for Your.TV by linking themes to the blogs such as: New Internet Arabic 

television, Affordable High Definition Arabic television, Arabic television of your choice. Blogs need to be 

identified on having a focus on these themes. By doing this, the blogs are most likely going to be visited 

by the target group.  

 

Implementation of using the blogs to introduce Your.TV 

The objective of using the blogs is to generate awareness and communicate the functional benefits with 

blogs publications. This media can contribute to reaching this objective. The implementation of the blogs 

will include the following activities: 

 

- Contacting blog websites in order to be able to put news on their blogs 

A lot of blog websites will have to know that Your.TV is beneficial to their readers/followers  

 

- Writing blogs about important new developments and promotions around Your.TV  

New way of watching Arabic television, Affordable prices, simple installations   

 

Media instrument: Email and newsletter marketing  

Email is rated as the most popular and most used application on the Internet. By developing a Your.TV 

Email marketing campaign, Your.TV can create a list of target group contacts.  

 

Implementation of using Email and newsletter marketing to introduce Your.TV 
- Creating compelling messages to send to the target group: Personalizing Emails and newsletters 

are a very effective way of increasing attentions of the target group. People rarely receive 

personal invitations in the mail. This makes and gives the email a unique personal touch. 

 

- E-blasts: This is a way in which Your.TV can contact a large amount of people in a short amount 

of time by sending online notification to their personal contacts.  

 

 

Telephone calls 

To reach the target group in a short amount of time, there is always the possibility to call the target group 

and inform them about Your.TV. It is important during the call to explain the purpose of calling and what 

they can get out of it. At the same time Your.TV can also ask if the target group can promote Your.TV 

amongst their networks, clients, and/or employees. The target group can be asked whether if they can 

display promotional items in their lobby areas and information areas or if they can post anything up on 

their website or social media tools.  
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Advertising and promotion  

 

Media instrument: Facebook  

Facebook is a social networking website that allows users to add friends, send messages, share photos 

and videos. Facebook pages are a powerful way to create a large database of followers and clients. By 

using Facebook, Your.TV can connect and communicate with followers and clients.  

 

Facebook is a powerful marketing tool and is important for Your.TVôs marketing efforts. With Facebook 

the brand awareness can be build further.   

 

Implementation of using Facebook to introduce Your.TV 

For the implementation of Facebook during the introduction of Your.TV, the following steps need to be 

made: 

 

- Creating a Your.TV profile on Facebook  

 

- Placing messages, videos and links on the Facebook wall.  

By placing new Your.TV updates, news and information about Your.TV on Facebook wall keeps 

the target group contacts informed. This way Your.TV contacts will always be updated.  

 

- Creating Your.TV groups on Facebook 
Creating Your.TV groups, Your.TV can be promoted via private messages, videos and pictures 
and wall posts. Also this way Your.TV is building a community, creating a place where the target 
group can discuss, inform and update different topics regarding Your.TV.  
 

- Joining Facebook groups that are relevant to Your.TV 
Facebook groups are all about networking and discussions. Joining Facebook groups with similar 

interests are a perfect way to discuss and inform the target group about Your.TVôs activities. 

 

- Adding blogs into Facebook  

Facebook also has a blogging feature called Notes. Blogs are very popular and are a great way 

to gain more awareness and attention. By adding the blogs on Facebook using the feature Notes, 

Your.TV can highlight information about their activity on Facebook.    

 

Media instrument: Your.TV website  

Your.TVôs website has to be the most important part of the Social media strategy. Your.TVôs website has 

to function as the cornerstone of the Social media marketing strategy. The role of the Social media tools 

is to provide helpful and useful support to encourage the target group to visit Your.TVôs website. All the 

social media tools have to be linked to Your.TVôs website. Your.TVôs website must contain all of the 

information about their products and services.  

 

As for the distribution, currently Your.TV is only using a website as a source of distribution. This makes it 

difficult to bring the box to the consumer. That is why the website has to provide all the information about 

Your.TVôs products and services. By updating the information regularly, Your.TV will keep the target 

group up to date. It would also be helpful adding to the site: information about Your.TV, Information about 

the products and services, pictures & videos, articles and blogs. 
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Media instrument: YouTube  

YouTube is a video sharing website where users can upload, share and view videos. YouTube is a highly 

popular video sharing service. YouTube is the main place to view videos on the Internet because it is 

popular and people are using it a lot next to the television.  

 

YouTube can stimulate the awareness around Your.TV television by using the communication channels 

to create brand awareness and knowledge.  

 

Implementation of using YouTube to introduce Your.TV  

For the implementation of YouTube during the introduction of Your.TV, the following steps need to be 

made: 

 

- Creating a Your.TV profile on YouTube  

- Keeping the profile updated by uploading videos of all the important items around Your.TV 

- Uploading all visual material available on Your.TV 

Animations, videos and instruction videos 

 

Media instrument: Twitter  

Twitter is the best real-time tool in Social media. It is a micro blogging service that provides users the 

ability to send and read messages, also known as ñtweetingò. Twitter provides its audience and followers 

a short and quick status updates.  

 

Implementation of using Twitter to introduce Your.TV 

The goal is to get more people to follow Your.TV through Twitter. That is why Your.TV will be promoted 

through Twitter using the following ways:  

 

- Search followers  

By searching popular Arabic followers on twitter, Your.TV can follow them and the people who 

are following them. This will lead to an increase of followers and also Your.TV can connect and 

communicate with the followers.  

 

- Posting Tweets  

By posting daily tweets on Twitter, Your.TV will keep the followers informed about new 

developments concerning Your.TV. 
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4.6: Marketing communication budget  
 

Before putting together a marketing communication plan, the extent of the budget has to be known. This 

prevents coming up with plans and ideas that are financially not achievable. (Floor en Van Raaij 2006, 

Marketingcommuncatie strategie, p. 139) 

Your.TV is a starting television company. Your.TV depends on external financial resources. The company 

depends on self investments, loans and support of private investors. There is little money to invest in the 

marketing communication purposes. Most of the budget is invested in Your.TVós television features, 

technology and improvements. That is why Your.TV marketing communication purposes are to use 

effective marketing communication tools to create high results with low budget. Therefore, Online Social 

media tools are chosen because they have the best chances of reaching the target group without bringing 

any costs. 

The only financial advice of this plan will be to investment in employee costs. One employee has to be 

hired to implement the marketing communication plan. 

 

The marketing communication tasks and activities will be carried out by an employee with a university 

degree preferably in economics, communication or media. The employee has to have a good command 

of the English and Arabic language and must be aware the Arab developments, civilization, culture and 

religion.  

 

This budget is set to give an impression of the expenses that could be spend on hiring a employee. The 

minimum wage has been set to ú2000 gross in 2012 (Startsalaris algemeen HBO en WO, nobiles 2012). 

The employee costs are inclusive social security contributions that have to be paid on the employee 

salary.  

 

 

  

  

  

  

 

 

 

 

 

 

 

 

 

 

Employee costs  Employee monthly 
costs 

Employee cost 
year basis 

1 employee   ϵнлллΦ- ϵнлллȄ мн ƳƻƴǘƘǎ Ґ ϵнпΦллл 

30% social security  ϵсллΦ- ϵслл Ȅ мн ƳƻƴǘƘǎ Ґ ϵтΦнлл 

Total cost  ϵнсллΦ- ϵомΦнлл 
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Chapter 5: Recommendations    

In this chapter recommendations will be given.  

5.1: Recommendations  
 

Your.TV recommendations  

The goal of this plan is to introduce Your.TV to the Arabic target group in Europe. This can succeed if a 

clear brand identity is chosen and the marketing target group is reached through the communication 

target group by using a strong informative personal approach focus and using the selected low cost high 

result marketing communication instruments.  

 

The adaption of Your.TV will not be easy considering the competitors services (Satellite and Dreambox) 

that the Arabic target group is using to watch Arabic channels. However, taking into account Your.TVôs 

benefits and advantages, the company has a good chance to convince and persuade the Arabic target 

group of using their product and being a success on the European television market.  

 

The marketing communication plan is written to introduce Your.TV commercially to the Arabic target 

group. The introduction can be called successful if a clear brand identity is chosen and the marketing 

target group is reached through the communication target group by using a strong informative personal 

approach focus and using the selected low cost high result marketing communication instruments. The 

following recommendations have been made in order to succeed and to achieve the goals:  

» Marketing communication target group: 

- Communication target group:  

The communication target group is the group that will be approached in order to influence the 

marketing target group. The communication target group are Arabic and Islamic Muslim movements 

and organisation active in Europe.  

 

- Marketing target group:  

The marketing target group are young single Arab students and professionals between 15-29 years 

old from the second and later Arabic generations in Europe. 

» Branding  

The following Brand Positioning Statement is defined for Your.TV focussing on the target audience and 

compelling benefits.  

 

The television that makes it possible to choose and enjoy your own television channels in your 

language, keeping you in touch with the latest news, entertainment and sports programming from back 

home. 

» Marketing communication strategy  

The characteristics and benefits of the products will be communicated in order to create a link between 

the consumers and the product. Awareness will be generated using effective marketing communication 

tools to provide consumers all the information about Your.TV television. The marketing target group will 

be reached through the communication target group Arabic and Islamic Muslim movements, 

organisation and networks in Europe. They will be approached to be able to get in contact with their 

members network of young Arabic student and professional. 
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» Marketing communication instruments: 

- The marketing communication instruments Advertising, Promotion, Direct marketing and Public 

relations will be used to promote Your.TV among the target group    

- The media instruments blogs, YouTube, Facebook, Twitter, Emails, newsletter marketing and 

telephone calls will function to support brand knowledge and brand awareness among the target 

group.  

 

» Public relations and direct marketing 

 

Blogs, Email and newsletter 
Blogs are easy for people to read. A quick blog entry can show the target group what is new and to keep 

them update. By adding new articles and information, blogs can be used to inform the target group 

about Your.TV. Newsletters are effective, simple and have a low cost combined with Email. Newsletters 

and Emails can be used to inform and update the target groups by sending frequently interesting news, 

new information and promotion on Your.TV. These tools can be used to send press releases, updates, 

articles and annual reports in order to remain visible.  
 

» Advertising and promotion  

 

Facebook, Twitter and Youtube  

As the popularity of Social media increases, Your.TV can make use of this and create their own 

community using Facebook, Twitter and Youtube to reach and interact with the target group. These 

Social media websites are very popular and form an excellent tool to reach a large audience with 

possibilities such as placing updates, messages, articles, photos and videos to give the target groups an 

impression of Your.TVôs products and services. It is also an efficient instrument to communicate 

frequently with the target groups. Considering the financial limitations, Social media is very convenient 

and appealing for Your.TV because it is free.  

Besides promotion, Social media can also be used to encourage the target group to interact with 

Your.TV. The target group should feel that their opinion matters. Positive experiences with Your.TV 

should be exploited and shared through Social media by sharing statements and testimonials of 

subscribers that had a positive experience with Your.TV. This contributes to a good image for Your.TV.  

 

Social media ads  

Facebook and Twitter online communities are growing, especially in the Arabic communities. That is 

why it is interesting for Your.TV to advertise on these Social media websites. By making use of 

Facebook ads for example, advertisers have complete control over their advertising spends through the 

ability to set a daily or lifetime budget per campaign. Advertisers can estimate the cost per click (CPC) or 

per one thousand impressions (CPM) as they create their ads. Advertisers will be charged for the 

number of clicks they receive (CPC) or the number of impressions of their ads that are being displayed 

(CPM). The amount that advertisers are charged will never exceed the daily budget. 

 

http://www.facebook.com/ads/create
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Your.TV website  
Your.TV website has to be the most important part of the Social media strategy. Your.TVôs website has to 

be the cornerstone of the Social media marketing strategy. The role of the Social media tools is to provide 

helpful and useful support to encourage the target group to visit Your.TVôs website. All the Social media 

tools will be linked to Your.TVôs website. Your.TVôs website must contain all of the information about the 

products and services since Your.TV is only using the website for their distribution. 

Your.TVôs website is currently not up to date regarding the available information on it. The website has to 

function better since it is being used for distribution. It needs an update and extension of information. 

The target group should have access to more information on the company and be able to find updates on 

the activities. All the Social media tools have to be linked to Your.TVôs website. Your.TVôs website should 

include the following aspects that every good website should hold:  

 

- A good layout with information that is up-to-date                                                                   

- High-quality of information focussing on the companies background, products, services, activities  

- Links to Your.TVôs partner-organisations 

- Link to Social media tools  

- A function that enables to give opinions and feedback  

Flyers/posters 

Flyers and posters is a good option for Your.TV to consider when advertising outside the digital world. 

Spreading flyers and posters is a low cost and rather easy way for Your.TV to promote the product and 

company at different places. It can be used to announce promotions and at the same time promote the 

company. The flyers and posters should be placed where Your.TVôs target group is present. Your.TVôs 

target group are young Arab students and professionals in Europe. To be able to reach this target group, 

flyers and posters can be placed at Islamic schools, libraries, Arabic restaurants, Arabic stores and 

mosques. 

Free Banners 

Different Internet websites offer free services where it is possible to create free banners. Your.TV can 

develop this tool without any costs except for time, to try to place their banners on Arabic and Muslim 

Islamic websites to reach the target group. Also banners can be placed in digital Email newsletters in 

order to lead the target group to visit Your.TVôs website. Because Your.TV is striving to achieve high 

results with low costs, the company should make use of free online instruments for their marketing 

communication.  

Free-Banners.com  Exhange your banner with over 150,000 other members sites. 

Freenetcodes.com  Free online banner maker with many configuration options, such as: change font, select 
banner size, background, text color and upload your own background image. 

GIFWorks  Phantastic free online tools to make animated GIF images, including banners. Highly 
recommended. 

Signboard Factory  Free instant automated service: 2-line banner, 3-D banner, instant 3D font maker, brass-like 
name plate. 

QuickBanner  Online instant free and non-free banner creation tools (animated, flash, button, GIF, etc). 

http://www.free-banners.com/
http://www.freenetcodes.com/mybannermaker_myspace
http://www.gifworks.com/
http://nis-ei.eng.hokudai.ac.jp/~yamamoto/factory
http://quickbanner.com/
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Fairs, exhibitions and events / Experience marketing  

The fairs, exhibitions and events are an effective way to consider during the introduction phase of 

Your.TV. The target group is going to adapt quicker when they can see how Your.TV television is being 

used and how it works. Attending fairs, exhibitions and events will be the best sales argument to 

persuade the target group of Your.TV. 

 

The main advantages of attending fairs, exhibitions and events are: 

- It is a good opportunity to hold talks with potential customers, competitors, retailers, importers or 

agents. 

 

- Fairs, exhibitions and events are the ideal place for product demonstrations and insightful 

information. 

 

- Participation in itself means publicity. 

 

The fairs, exhibitions and events are the perfect way to create awareness and show the target group the 

added value of Your.TV. By attending the fairs, exhibitions and events the following results can be 

achieved: 

 

 

 

  

Fairs, exhibitions and events 

 
Free publicity  

 
Free publicity will be created increasing the buzz 
among the target group. 

 
Tipping Point  

 
By appearing in various fairs, exhibitions and 
events, Your.TV will be noticed and more people 
are going to talk about it (word of mouth). This will 
increases the tipping point.  

 
 
Experience marketing  

 
The fairs, exhibitions and events are part of 
experience marketing. In order to believe in the 
functions of a product, the target group has to see 
how Your.TV is being used and how it works. 
Therefore fairs, exhibitions and events are the best 
way to create brand awareness and knowledge.  
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