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Summary 
 
The aim of this diploma thesis is to evaluate the possibility of Citylife Nottingham 

expansion into a new market in London and to propose a suitable strategy for this 

expansion. The company has experience in Nottingham, Leeds, and Sheffield, where their 

concept is successful and popular with customers. However, there is definitely 

presumption for success, London differs greatly from these cities, especially by its market 

size. Thus, this crucial step of expansion into such a large and unknown market must be 

thoroughly prepared. In this work, internal and external analyses are presented and 

evaluated. Subsequently, there is introduced a new marketing mix together with the 

strategy of this expansion. 

Keywords 

Expansion strategy, New Market, Market Development, Situation analysis, Marketing 

Mix, Online marketing 

 

Abstrakt 

Cílem diplomové práce je vyhodnotit možnost expanze společnosti Citylife Nottingham 

na nový trh v Londýně a navrhnout vhodnou strategii této expanze. Společnost má již 

zkušenosti v Nottinghamu, Leeds a Sheffieldu, kde je jejich koncept úspěšný a klienty 

oblíbený. Ačkoli zde předpoklad pro úspěch rozhodně je, Londýn se od těchto měst 

značně liší, a to především svou velikostí. Proto je nutné, aby se společnost na tento 

zásadní krok expanze na tak velký a neznámý trh důkladně připravila. V práci jsou 

představeny interní i externí analýzy, které jsou následně vyhodnoceny, a následně je 

představen nový marketingový mix společně se strategií této expanze.  

Klíčová slova 

Expanze, Nový trh, Rozvoj trhu, Situační analýza, Marketingový mix, Internetový 

marketing 
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1 INTRODUCTION 

Globalization is a current phenomenon and covers all areas of economic and social life, 

including lifelong learning. People are becoming increasingly aware of the importance of 

international education, cultural overview and good language skills. That is why, it is 

increasingly popular to go to study and work abroad among young people, where they 

have the chance to enrich themselves in all aspects of life. One of the most popular 

countries for foreign stays is undoubtedly the United Kingdom. English is an 

indispensable attribute for success in the international environment, as well as English 

academic degrees that are known all over the world. Therefore, the number of 

applications at English Universities is increasing every year, and the same situation it is 

also with number of exchange stays. 

Both sides - the United Kingdom and the incoming internationals - can benefit from this 

situation. The main subject of this master’s thesis - company Citylife Nottingham – has a 

concept based on this trend. It was founded in 2015 and its purpose is to unite young 

international people and help them to settle in new environment abroad. The company 

organises various events, trips, activities, Bar Crawls, and provides other services such as 

accommodation, assistance, etc. for them. This concept is very efficient and successful 

for the company's business. 

Citylife Nottingham is very popular among internationals, especially international 

students. After this success, the company decided to expand the business to Leeds and 

Sheffield, where it currently operates. Another planned big step is an expansion to the 

new market in London - what is a topic of this master’s thesis. 

London is a huge metropolis and attracts a big number of internationals every year, thus, 

there is a great potential for company’s success in this new market. On the other hand, 

however, this positive market size could have also a negative side. The company may 

encounter many obstacles here – this expansion can be very challenging on the financial, 

time and human side too. Therefore, it is crucial to analyse the current situation of the 

company and the suitability of this large market for this business. The subsequent creation 

of an expansion strategy and the creation of a new marketing mix requires a careful 
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assessment of all circumstances, so that the expansion is as smooth as possible, and no 

unnecessary mistakes are made. 

1.1 Aim of work and methodology 

The aim of the diploma thesis is to evaluate the possibility of expansion of the selected 

company into the new market and to propose a suitable strategy for this expansion. The 

evaluation will be based on external analyses of the new market and internal analysis of 

the company. 

In the first part of the thesis, I will present the theoretical foundations which will be the 

basis for my analysis, evaluation and subsequent strategy proposal. I will be focused on 

the choice of appropriate analytical procedures and then on the theory of expansion into 

a new market. 

The theoretical part will be followed by an internal analysis of the current situation of the 

company.  For this purpose, 5C situation analysis will be used, and the current marketing 

mix will be presented and evaluated. All the data about the company were collected by 

myself during my internship in this company when I have been doing a lot of various 

work and I have communicated with managers and clients on daily basis. Thus, as the 

main research methods for the internal analysis will be observations, interviews and also 

a satisfaction questionnaire for existing customers.  

The next chapter will involve the external analysis of the new market, using the Ansoff 

matrix, 5C analysis, and PEST analysis, which will be summarized and evaluated in the 

SWOT analysis. Data for these external analyses will be mainly secondary and will be 

collected on web pages of particular institutions like universities or statistical offices.  At 

the end of this chapter, I will identify key success factors of this expansion in this industry. 

All these analyses will be evaluated in the next-to-chapter and also the new marketing 

mix will be created. This new marketing mix will be tailored in order to meet the needs 

of the new market and the expansion strategy will be introduced. 
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In the last chapter, I will summarize the most important moments of this work, and I will 

propose my recommendations.  



 7 

2 THEORETICAL FOUNDATIONS  

2.1 Business expansion 

Every company wants to maximize its profit, as it is assumed by many economists to 

formulate various theories, and therefore creates corporate strategies to achieve this aim 

(Hyršlová, 2008). One of the possibilities how to generate more profit is a business 

expansion, which can have forms of market penetration, market expansion, product 

expansion, diversification strategies or acquisition strategies (Baker, 2014).  

Igor Ansoff, so-called a father of strategic management, invented matrix, which explains 

strategic options for businesses growth. This matrix, called Ansoff matrix, is an analytical 

technique, nowadays used in marketing and strategic management, allows to choose an 

appropriate market and product strategy and assess associated risks (Ferrell, 2011).  

This matrix has two dimensions – new and existing markets and existing and new 

products. Based on this combination of both types of markets and products, we get four 

strategies: 

1. Market penetration – the aim is to increase a market share; the company will 

penetrate into existing market with an existing product. This is the least risky 

strategy because the company can use existing resources, processes, capabilities. 

2. Market development – this strategy includes searching for new markets. The 

company uses an existing product.  

3. Product development – The company customize and innovate its product to the 

existing markets. This strategy can be risky if the company is not good in 

innovations.  

4. Diversification – This strategy is the most complicated and the most perilous. 

Diversification means that the company develops or innovates an existing product 

and wants to succeed in the new market (Professionalacademy.com, 2018). 
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Figure 1  Ansoff Matrix 
Source: https://s3-eu-west-1.amazonaws.com/tutor2u-
media/subjects/business/diagrams/models-ansoffmatrix.jpg?mtime=20180218071056 
 

2.1.1 Market development 

Market development is a corporate strategy, whereby the company try to find new 

customers for their existing products and services. In other words, the aim of market 

development is to expand to new markets.  

Market development is a process which includes two important steps. The first one is 

situation analysis, which concludes the analysis of the company and market research. The 

second step involves creating a promotional strategy – marketing mix (Kotler, 2013). 

2.2 Situation analysis 

Situation analysis is a comprehensive analysis of all relevant information and factors 

(internal and external) that affect the current and future situation of the organization and 

its market. Using situational analysis, the organization collects information about its 

strengths and weaknesses, opportunities and threats. The result of the situation analysis 

is the basis for the creation of strategies, plans or suggestions for possible scenarios of 

the company's future behaviour. As three most adequate models will be used 5C analysis, 

PEST analysis and SWOT (Ferrell, 2011). 
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2.2.1 Situation analysis 5C 

Situation analysis 5C is mostly used for strategic or marketing planning - the organization 

first needs to know the reality, so the decision-making about the future is not based only 

on impressions and conjectures. The analysis content can distinguish, but the most 

commonly it has a structure of 5C (sometimes also 4C or 7C) (Managementmania, 2018). 

• Company - Analysis of the internal conditions of the organization, its resources, 

and products 

• Customers - Analysis of markets, customer segments 

• Competitors - Competitive organizations analysis 

• Collaborators - Analyse people with whom collaboration can be established 

• Climate / Context (external macroeconomic factors) - analysis of other external 

conditions affecting or business (economic, political and other conditions)  

It contributes to a better awareness of your own resources, products, assumptions of 

success, market situation and possible future development. It, therefore, helps in deciding 

where the organization should be in the future. Its importance grows if the environment 

or the markets are unstable and rapidly changing. Good managers are doing some sort of 

situational analysis constantly to be able to respond flexibly to all changes 

(Managementmania, 2018). 

2.2.2 PESTLE analysis 

PESTLE analysis is an analytical technique used to strategically analyze the environment 

of the organization. PESTLE (sometimes PESTEL or PEST) is an acronym, and 

individual letters mean different types of external factors: 

• Political - Existing and Potential Effects of Political Effects 

• Economical - The impact and influence of local, national and world economics 

• Social - projection of social changes within the organization, including cultural 

influences (local, national, regional, world) 

• Technological - impacts of existing, new and advanced technologies 

• Legal - effects of national, European and international legislation 
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• Ecological - local, national and world environmental issues and issues of its 

solution 

The essence of the PESTLE analysis is to identify for each group of factors the most 

significant phenomena, events, risks and influences that affect or will affect the 

organization. The PESTLE method is part of the methods used in the area of impact 

analysis. It is sometimes used as an input to the SWOT analysis of the external 

environment (Kotler, 2007). 

2.2.3 SWOT analysis 

SWOT analysis is an universal analytical technique used to assess the internal and 

external factors affecting the organization's success or any specific intent (such as a new 

product or service). Most often, the SWOT analysis is used as a situation analysis in 

strategic management and marketing. The SWOT analysis was developed by Albert 

Humphrey, who created it in the 1960s. SWOT is an acronym for the initial letters of 

individual factors: Strengths, Weaknesses, Opportunities and Threats 

(Managementmania.com, 2018). 

2.3 Marketing Mix 

Philip Kotler and Gary Armstrong feature the following definition of a marketing mix in 

one of the most widely used marketing book (Grada Publishing 2004, 6th edition, page 

105): "A marketing mix is a set of tactical marketing tools - production, pricing, 

distribution and communication policies, that let the company adjust their supply 

according to customers' wishes in the target market. " 

The marketing mix represents and specifies all organization’s steps to stimulate demand 

for the product. These steps are divided into four variables (Kotler, 2004): 

• Product - product identifies not only the product or service itself but also 

the product range, quality, design, packaging, an image of the manufacturer, 

brand, warranty, service and other factors that determine the client's 

satisfaction. 
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• Price - price is the value expressed in money for which the product is sold. 

It also includes discounts, terms, and conditions of payment, refund or credit 

options. 

• Place - place indicates where and how the product will be sold, including 

distribution channels, distribution network availability, sales assortment, 

supply, and shipping. 

• Promotion - promotion tells how consumers know about the product (from 

direct sales to public relations, advertising and sales support). 

An effective marketing mix appropriately combines all variables to give maximum value 

to the customer and at the same time, meets the company's marketing goals. It is a set of 

proven tools for implementing a company’s strategy. 

However, Philip Kotler states, that for proper creation of the marketing mix, the marketer 

must not look at it from the point of view of the seller but from the purchaser's point of 

view. The marketing mix will then look like this (4P become 4C): 

• the product becomes a customer value/solution 

• the price becomes a customer cost 

• the place is transformed into customer convenience 

• the promotion becomes communication with the customer 

According to Robert Nemec (2005), it should be emphasized that the marketing mix is a 

tactical, not a strategic tool. He states, this is the classic mistake of many marketers and 

marketing books - they consider the marketing mix to be the central theme of marketing. 

Before the marketing mix can be used, strategic issues as segmentation of the market, 

targeting and positioning need to be solved. 

2.4 Online marketing  

Internet marketing is based on classic marketing. Classic marketing has a number of 

definitions. Marketing was defined in 1985 by the American Marketing Association 

(AMA) as follows, " Marketing is the process of planning and executing the conception, 
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pricing, promotion, and distribution of ideas, goods, and services to create exchanges that 

satisfy individual and organizational objectives." (AMA, 2007). 

This definition was changed by the same association in 2004 as follows: " Marketing is 

an organizational function and a set of processes for creating, communicating, and 

delivering value to customers and for managing customer relationships in ways that 

benefit the organization and its stakeholders.” (AMA, 2007) This change in the definition 

of marketing was very important. This was not only a cosmetic change but a change in 

the very essence of marketing. The new definition brought a customer relationship factor 

to marketing and a certain added value. In the current market environment where the 

competition is very high, building a customer relationship with a particular company is a 

key element. Delivering a product is not the only value that a customer expects from the 

company. Companies are forced to add some additional value to customers in this current 

competitive environment, which differentiates them from competitors. The goal of 

marketing is to establish long-term relationships with customers and to provide them 

certain values, which are beneficial to them as well as to the company (Ferrell, 2011). A 

very short and concise definition comes from Philip Kotler, one of the most respected 

personalities of contemporary marketing. Philip Kotler (2007) defines marketing as 

"Meeting customer needs profitably." 

Online (or internet) marketing then serves as a tool for promoting classic marketing. 

Contemporary Internet marketing tools enable companies to establish and maintain 

customer relationships, reach new customers, and deliver to customers the exact value 

that will put the company above its competitors. The definition of the internet marketing 

is then as follows: "Internet marketing is the application of the Internet and related digital 

technologies to achieve marketing goals” (Chaffey, 2011). The main reason for the 

development of Internet marketing is the current integration of the Internet into the lives 

of the majority of the population. 

Currently, 89% of the UK population use the Internet (Office for National Statistics, 

2018). Since the internet environment connects most of the population, it is the ideal tool 

to reach out a large number of people at one point. It enables to attract a large number of 

customers when the marketing tools are used appropriately. In contrast to classical 
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marketing, Internet marketing allows a very detailed measurement and evaluation of 

individual marketing activities and based on it optimize these activities and achieve even 

better results (Jones, 2009).  

Online marketing itself is a long-term process based on the use of a variety of tools and 

their interaction. For effective online marketing, it is important to clarify several factors. 

At the beginning of internet marketing, it is necessary to define a long-term objective of 

this activity and to define the target group of customers. Internet marketing tools need to 

be adapted to the long-term strategy of the company and be used to support it (Janouch, 

2011). The strategy of online marketing itself consists of several steps that are similar for 

all instruments. It is the decision for the campaign itself, where goals and resources are 

defined. Once the campaign is ready, the second step is the execution, and then the 

campaign is continuously measured and monitored. Based on the measurement results, 

the entire campaign is analyzed and optimized (Janouch, 2011). 

2.5 Online marketing tools  

There are many online marketing tools, so it is not possible to assure them all in a 

sufficient quality within the company. For this reason, it is advisable to focus on the most 

important ones that bring the most benefits to the company. This work introduces the 

most important tools by which it is possible to attract the most customers if these tools 

are properly used, and thus increase company’s sales (Chaffey, 2011). 

2.5.1 Website 

The basic internet marketing tool for each business is the official website. Each company 

should have at least an essential, simple web presentation of the company's business with 

contact details. If a company is not so-called online, it loses its potential clients every 

day.  

Before starting the creation of websites, both the company and the author should define 

the purpose. Viktor Janouch, in his Internetový Marketing book (2011), lists these main 

possible purposes of web pages: 
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• Brand building 

• Providing information about products or activities 

• Sale of advertising space 

• Sale of products and services online 

• Earn money on partner programs 

• Providing support and help for customers 

• Obtaining customer information 

A very important factor is the accessibility of websites - usability on mobile devices such 

as phones and tablets. Some of the most basic rules of website accessibility include 

(Ministerstvo informatiky ČR, 2008):  

• Website content is accessible and legible 

• Working with the website is by the user 

• The information is understandable and clear 

• Website use is clear and understandable 

• References are clear and instructive 

• The code is technically competent and structured 

2.5.2 Search Engine Optimization 

 Search engine optimization and its enhancement is a long-term process that will appear 

after a few weeks or months. It is best to start thinking about SEO already when we start 

the creation of the website, it means the moment when we think about the purpose of the 

website, target groups etc (Enge, 2015). 

SEO itself can be divided into five steps, which are two kinds - on-page and off-page. 

On-page edits are edits visible on the web page. By contrast, off-page edits are all 

activities to improve the searching of websites that are made from outside (Enge, 2015). 

The first step to optimize the website is to realize what is our target group. The website 

does not need to attract and engage everyone, but it needs to be focused especially on its 

permanent and potential customers (Enge, 2015). 
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Another very important step is to select appropriate keywords. Of course, it has to take 

into account the target group and their way of expression. It is also important to take into 

account the current trend of prolonging and refining search queries, so-called "long tail" 

- the transition from short search queries to multi-word queries (Enge, 2015). 

On-page factors also include keyword density in different parts of the webpage, and also 

code structure and website navigation elements (Spencer, 2015). 

What matters is the number and location of links leading to the webpage, which is the 

first off-page factor. It depends on the number, quality and similarity of the contents of 

both pages - referential and referenced. The final step is to check and monitor the traffic 

results (Enge, 2015). 

Beyond these basic steps, it is needed to write properly the meta description information 

that is displayed to users in the searching engine after the search. These steps and 

operations must be repeated and checked, with the difference that some must be repeated 

more often and others less often (Spencer, 2015). 

SEO edits are very important for the website. The greatest chance of potential customer’s 

clicking is having links in the first three or ten. At the maximum, the user gets to 30th 

link (Krutiš, 2005).  

The main benefit of SEO is its low cost compared to other forms of internet advertising. 

If the optimization is successful for just a single search engine, in the most cases, the 

changes will also appear to other search engines. Certainly, a great advantage is its long-

term effect compared to other forms of internet tools (Spencer, 2015). 

A certain disadvantage may be for the webmaster to react actively to changes in search 

engine algorithms and to edit on-page and off-page factors. Furthermore, good SEO 

requires building new content on the web. If we really want to write quality content, it 

can take quite a while. In very competitive environments, it is not possible to secure first 

search engine placements, which are very important in very competitive industries such 

as tourism, web hosting and others (Krutiš. 2005). 
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2.5.3 Pay-per-click advertising 

Pay per click (PPC) advertising means, that you as the advertiser do not pay for the 

display of the link, but for the clicks and the subsequent customer’s referrals to the 

website. The principle of its function is simple. For example, the user writes a query to 

the search engine, and it displays also the ad results associated with the keyword in the 

search query, not only the natural results (Strokes, 2014). 

The main benefits are paid only for a real visitor or customer of your site. The targeting 

can be very accurate due to the good work with keywords that is a must for a successful 

campaign. A great benefit is also easiness to modify individual campaigns and easy 

evaluation of campaigns. At the same time, the advertiser must be careful, constantly 

control and monitor the campaigns (Strokes, 2014). 

The scope of the campaign depends on the size of the budget you set for each campaign. 

Without budget constraints, it could happen that a large group will click on the link, and 

the cost of fees would be enormous (Strokes, 2014). The most popular UK search engine 

Google has a special program to enter these campaigns – Google AdWords (Google, 

2018). 

2.5.4 Facebook 

Facebook, leader of social media, has been operating since 2004 when it was founded by 

Harvard student Mark Zuckerberg. Today it has more than 1.4 billion active users who 

join the social network every day (TechNet, 2018). It is, therefore, an important platform 

for online marketing as it offers endless possibilities to work with company’s community 

and to reach new potential customers. 

The foundation of corporate marketing on Facebook is to establish a Facebook page. The 

page can serve as a business card where users can find basic information about the 

business. But more important is that the company can simply come in contact with its 

customers, whether existing or potential. Just like on Facebook's personal profile, the 

company can share posts, links, photos or videos here, reply to comments, or organize 

competitions (Haydon, 2012). 
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Figure 2  Monthly users of social media in 2017 
Source: https://wearesocial.com/uk/blog/2017/07/socials-monday-mashup-358 
 
 
The Facebook page is a very good channel for direct communication with customers. In 

addition to those comments, users can also give public ratings or send private chat 

messages to the company’s profile. Also, today un the social networking world, audio-

visual content is becoming increasingly popular. In addition to pre-created videos, the 

company can also use live streams on Facebook (Dunay, 2012). 

The last option is to create Facebook events. As a company, you can create your own 

event, then invite fans or promote it among other users. The advantage of the events is 

that you can easily inform your fans about the event, share with them details, share photos, 

videos, or event programs with them. You can afford to add more content to your event 

than to your page because you share only with people who have already shown interest 

in your event. Additionally, it is more likely that your customers will not forget about the 

event, as they will be notified shortly before the event (Haydon, 2014). 

The advantage of the company's Facebook page is also that it is indexed by search engines 

within a few days. The business will appear at the top of the search when searching a 
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brand query, which may be especially useful for start-ups that do not have their own 

website yet (Dunay, 2012). 

Paid content and advertising 

Facebook has the biggest income from advertising. Advertisement on Facebook has been 

available since 2004, what means basically since its inception. But the advertising 

revolution came in 2009 when Facebook launched the ability to target ads to users by 

language and geographic area. Since then, Facebook has added dozens of new ways to 

target the advertisement to reach potential customers or loyal fans (Pavoničová, 2017). 

• Sponsored content - If the company profile is set up on Facebook, the company 

will be able to promote their posts. Promoting an existing post is a simple way 

how to increase the reach of the link, photos, videos or events to get new fans and 

potential customers. It is important to note that the company will not have much 

of a purely organic reach today. The posting algorithm in the user’s feed is 

constantly changing, unfortunately at the expense of the unpaid content. So, it is 

good to keep in mind, that if the company wants to deliver own content at least to 

its fans, it will have to pay for its posts. However, costs are not too high, the 

promotion of the post among fans costs approximately between 4 pounds to 8 

pounds (the cost, of course, vary according to the size of the audience) 

(Pavoničová, 2017). 

• Banner advertising - Another more advanced option is working with Facebook 

banner advertising. In addition to Business Manager, corporate profile 

management tools, there is also a tool called Ads Manager. In Ad Manager, the 

company can create more complex campaigns, select from a variety of ad formats, 

and target according to dozens of criteria. Thanks to the information that users 

provide, targeting Facebook ads is very accurate and therefore effective. The 

company can target not only the exact demographic data of the user (age, gender, 

place, language, etc.), but also his / her specific interests, graduate schools, 

occupations or, for example, whether the user is in a relationship, married or single 

(Pavoničová, 2017). 
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• Facebook remarketing - Facebook is also a good channel to re-address 

customers or users who visited company’s page. Describing a remarketing on 

Facebook would be very capacious, so have enough information that, in addition 

to classic remarketing, Facebook also offers dynamic remarketing, or targeting 

similar audiences and email lists (Pavoničová, 2017). 

• Product advertisement and dynamic remarketing - Last but not least, 

Facebook also offers the opportunity to promote specific products. Just like in 

Adwords (Google Shopping), the company can upload a product feed to the 

interface to promote its products where the label, picture, and current price will 

automatically appear in the ad. Product advertising can be effectively used as a 

remarketing tool when it shows the product to the customer, that was viewed by 

the customer on the page or, for example, put it in a basket but the purchase was 

not completed. In this case, we are talking about dynamic remarketing when 

products are automatically displayed to users based on remarketing audiences. 

And social networks are the ideal place where the company can get the escaped 

customers back to the page in order to complete their conversion (Pavoničová, 

2017). 

2.5.5 Instagram 

Instagram is becoming more and more popular, and today has 800 million active daily 

users, and Instagram stories are watched by more than 250 million people every day. That 

is why it is very effective to set up a corporate Instagram profile. Today, Instagram uses 

more than 25 million businesses to promote their product or services (Instagram, 2018). 

Professor Scott Galloway from New York University claims, it has the potential to 

become the world's strongest social network, as it currently has 15 times more 

engagement than Facebook and even 25 times higher than Twitter (iPodnikatel.cz, 2015). 

Engagement rate expresses the level of interaction of users – their comments, likes, 

sharing. 

Like other social networks, Instagram also has its analytics tools, Account Insights, Ad 

Insights, and Ad Staging. Account Insights is a tool for analyzing the performance of the 

entire account, Ad Insights is used to analyze the performance of individual ads. It will 
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help the company to learn how it can raise awareness about the brand or product. It can 

track the number of impressions, reach, and engagement of individual posts. With Ad 

Staging, it can create, preview, store, manage ad campaigns, and track the same ad 

information as in account Insights for posts (Pavoničová, 2018). 

The attractive visual content of the Instagram profile is crucial, and the advertisers have 

4 advertisement options: 

• Photo ads – standard Instagram post format 

• Video ads – the same as above, but with a video in place of a photo 

• Carousel ads – a slideshow ad, which allows for multiple images 

• Stories ads – these are Instagram’s version of Snapchat ads seen at the top 

of the feed 

Instagram advertisement is very similar to Facebook. It uses Facebook’s demographic 

data to serve up ads to the appropriate audience. This makes the tool very valuable for 

businesses looking to target a niche audience since, Facebook already has a decent history 

and thorough demographic targeting options (Pavoničová, 2017). 

 

 
 
Figure 3  Instagram statistics 2018 
Source: https://www.idigic.net/find-the-best-time-to-post-on-instagram/ 
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2.5.6  E-mail marketing 

Emailing is one of the most commonly used methods of direct marketing. It consists of 

sending mass emails. These emails are delivered exclusively to a pre-created contact 

database, with contacts of customers which agreed with it. 

The main benefits of emailing are primarily low cost and accurate targeting. The company 

can even sort its database of contacts into smaller subgroups, which it sends these emails 

to. And because it can easily add measurement codes to emails themselves, the company 

can easily evaluate this e-mailing. Using web analytics tools (such as Google Analytics), 

the company can track the clickthrough rate of the links and the number of orders the 

company gain by this (Chaffey, 2011). 

Companies can choose from many e-mailing platforms as Mail Komplet, MailChimp, 

SmartEmailing, Ecomail, Mailer Lite, GetResponse, SendBlaster, Sendmails etc. The 

world-wide most used platform is undoubtedly MailChimp (Taylor, 2018). It offers a 

large number of prepared templates for emails as well as a sophisticated solution for 

editing and setting up email campaigns (Mailchimp, 2018). 
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3 SITUATION ANALYSIS OF CITYLIFE NOTTINGHAM 

In order to be able to propose Citylife's expansion strategy for the new market in London, 

it is necessary to know the current situation in which the company is located. Therefore, 

this chapter will analyze the current situation of Citylife Nottingham in detail. To analyze 

the current situation, the 5C situational analysis will be used. Then a current marketing 

mix will be introduced and evaluated.  

3.1 5C Analysis  

Situational analysis is a comprehensive analysis capturing all the essential information 

and factors (internal and external) that affect the current and future situation of the 

organization. Using situational analysis, the organization collects information about its 

strengths and weaknesses, opportunities and threats. 

Situational analysis is mostly used for strategic or marketing planning - the organization 

first needs to know the realities, so that decision-making about the future direction is not 

based only on impressions and conjectures. Its content is various, most commonly used 

is structure 5C (sometimes also 4C or 7C). The observed areas are customers, 

competitors, collaborators and climate or context. 

3.1.1 Company  

Citylife Nottingham is a company founded by internationals for internationals in October 

2015. As the founders were international students at that time, they had the feeling that 

there was a community for internationals missing in Nottingham. Thus, they established 

a company called Citylife Nottingham in February 2016. The main goal at Citylife 

Nottingham is to help international people to integrate into the English life. This means, 

the company organizes various events every week, many trips around the United 

Kingdom and Europe too, and also provides student accommodation and help for new 

people. 

At the beginning of this business, there had been working just two founders of Citylife, 

and very soon, they were joined by the third person. Currently, they employed many other 
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people, mainly international students, which help them promote the brand in Nottingham 

and also run their trips as trip leaders.  

The company is very popular among international people in Nottingham, because the 

company make them feel as a big community of internationals, and also because the 

quality of offered services is very good for an affordable price, or for free of charge. That 

means, the company customers are mainly students or young international people, who 

are in Nottingham for a short period – one or two semesters – what makes the company 

work on new customers base every school semester again.  

In September 2016, the Citylife International company was established with two sub 

visions in Leeds and Sheffield, where they have a success too. Thanks to this, the 

company founders decided to expand their business to the big city of London.  

3.1.2 Customers  

Customers of Citylife are young international people, mainly exchange students of one 

of the local universities – Nottingham Trent University and University of Nottingham - 

or young international working people – so-called young professionals at Citylife. This 

means, that customers of Citylife are price sensitive and the community of customers is 

every school semester different, what makes the company work on new customer base 

mainly every September and October, and then January and February.  

According to company’s statistics, from September 2017 to June 2018, the company has 

2023 registered email addresses - customers that purchased a ticket online – and 4542 

purchases, that means in average 2.2 purchases per one registered customer and the 

average spend of money is 78.67 pounds per one person. 

3.1.3 Competitors  

The fact, that Citylife makes their customers feel as a part of their international 

community, makes them very unique in Nottingham and generally in England too. Of 

course, there are competitors who provide similar services, but mostly those companies 

are focused just on one section – for example, trip providers, or accommodation 

providers.  
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However, for the aim of this work, I have to be focused on competition in the new market 

in London, which will be provided in the next chapter.  

3.1.4 Collaborators  

The collaborators of Citylife are local enterprises – Nottingham, Leeds, Sheffield. Since 

the company runs mainly event business, the most important collaborators are 

transporting agencies, owners of venues, clubs, restaurants, colleges, and universities. 

Concerning the provision of student accommodation, in Nottingham, they collaborate 

also with accommodation agency.  

3.1.5 Climate 

A more detailed PEST analysis will be used for climate analysis, where it can be 

specifically evaluated the political, economic, social and technological environment in 

the UK market.  

3.2 Analysis of actual marketing mix of Citylife  

The Marketing Mix is a method of product strategy and product portfolio determination. 

There are several variants of the marketing mix. In this work is used the Marketing Mix 

4P, which is was designed by E. Jerome McCarthy, and that is probably the most well-

known and most widely used variant.  

3.2.1 Production mix (Product) 

The Citylife offers a relatively broad range of services for foreign students in Nottingham 

(Leeds, Sheffield). These are mainly organizing trips around the United Kingdom, trips 

to Morocco, Europe and Ibiza. Tours can be considered as the most important product of 

the company, as the company earns the most of its profit from these trips. Citylife also 

organizes various events to promote socialization for foreign students, which usually take 

place regularly every week. As a by-product, the company mediates student 

accommodation, as well as free help and support for new foreign students and youths in 

England. 
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Citylife enjoys great popularity among foreign youths and students, that like as trips as 

their events. In the next section, I present and analyze the main products of Citylife. 

Citylife Trips 

Citylife organizes trips mainly around the United Kingdom, where it organizes 

approximately 1 or 2 days trips per week during the school semester, several multi-day 

tours during the semester and several multi-day tours abroad, concretely it is Morocco, a 

sightseeing trip to Western Europe and a trip to Ibiza. Trips are always carefully planned 

and during my time at the company I have not experienced any problems caused by the 

company. Clients appreciate these trips and tours for their high quality and affordable 

price. Therefore, during the school semester, the company maintains its permanent clients 

base and the tours are sold out in the vast majority of cases. On every trip is also as an 

extra service company’s photographer, and those photos are then uploaded on the 

Facebook page, where their clients can tag themselves in those pictures what is very 

appreciated by them, meanwhile, the company is well promoted by it. Actual offer of 

trips around the UK and abroad you can find in appendix 5. 

Meet & Speak 

Meet & Speak is a very popular exchange language event that is organized regularly every 

Thursday for all internationals in Nottingham. The event is completely for free, people 

can socialize, meet people from around the world and learn English. This event is not 

profitable for the company in terms of money, however, these types of events which are 

organized by Citylife, make our clients feel like part of a big international community, 

which helps to sell other products.  

Bar Crawls 

Bar crawls are organized parties which take place several in average twice every month. 

This event is also very popular since the price of the ticket is very affordable and new 

people can easily explore night bars and clubs with us, while meeting other people from 

around the world and practice English at the same time.  
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Beer Pong & Karaoke Night 

This event takes place several times in the semester, and although it is quite new one, 

very quickly it has started to be a very favourite one among students. Karaoke is free of 

charge and the beer pong tournament is charged with reasonable price for those players. 

Other events  

During the school semester, they also organize other events like Skating event in the 

winter, Treasure hunt event in the city centre, Bowling events, Pancakes event etc. These 

events are for free or charged with a reasonable price.  

Housing 

The company also helps new students to find an accommodation in Nottingham. They 

offer a free advice or re-rent one of their flats in very nice student house. Generally, those 

clients are very content with the accommodation, because all flats are over standard 

quality for a very good price. Normally, student accommodation in England is very 

expensive, or with not really good quality when the price is low. Also, contacting Citylife, 

is the easiest way how to settle in Nottingham. 

3.2.2 Contraction mix (Price) 

As I mentioned above, our clients are young people, mostly students who are expected to 

be price-sensitive - but many foreign students come from affluent families. For this 

reason, the price should not be too high and has to be reasonable.  

The price range of one day trip is 20 pounds to 30 pounds, where the profit is 

approximately 35%– 50% of the final price. In this profit aspect, the company in 

Nottingham has an advantage in comparison to Leeds a Sheffield because of the central 

location of Nottingham, what means easier access to many trip destinations. Considering 

Bar crawls, the ticket price is mostly 10 pounds and the profit for the company is 80% 

from every ticket.  
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Citylife also offers a client loyalty card, that costs 10 pounds. The Citylife Card is a 

discount card designed exclusively for internationals in Nottingham. The card holder gets 

10% discount on all Citylife Nottingham events. The card also offers many exclusive 

discounts with their partners in the city, such as discounts in restaurants, nightclubs, and 

bars.  

3.2.3 Distribution mix (Place) 

Citylife uses direct and indirect distribution to distribute its services. Since the company 

sells trips and some of its events, as a distribution is considered the sale of these services 

to end clients. As a direct tool, the company uses direct contact with clients, where the 

client can buy the service directly “at the door”, come in advance to the company's office, 

or to one of the other events. In the case of indirect distribution, there are interconnections 

that make it easier for the company to sell their tickets. In this case, Citylife uses its 

Facebook and website to promote an event or trip, and if the client is interested to buy the 

ticket online, he is redirected to www.tickettailor.com, which the company uses to sell 

their tickets online. The fee for ticket sales is very low and therefore very acceptable and 

advantageous for the company.  

3.2.4 Communication mix (Promotion) 

The company uses several strategies for its promotion, but social networks are used the 

most. Since their clients are young people, this strategy is very appropriate and effective 

too. The company has its Facebook site where it publishes all of its events and trips, and 

they make a special Facebook event with a detailed description and with a link for buying 

tickets online for every single event they offer. This site also provides online support 

where site administrators respond to any questions and try to help their customers. As 

mentioned above, as customers are mostly exchange students, who in most cases stay in 

Nottingham for one or two semesters, the promotion of this site is increased at the 

beginning of each new semester. Citylife creates Facebook groups that are designed for 

international exchange students, where students are adding themselves because they want 

to get some information about the city etc., and then they are invited by the admin on the 

Citylife’s Facebook page, explaining at the same time what Citylife offers. This strategy 

is very effective, as the company gets most of its customers by this. The problem group, 
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however, may be students from China who make up a large population of foreign students 

in England and who do not use Facebook as abundantly as students from other parts of 

the world. 

Another channel of communication is the company's website that has a professional 

design and good searching optimization. On their site, you can buy tickets for trips and 

other organized events. There is also a Citylife housing section on the website, where 

customers can apply for accommodation assistance in Nottingham. The site regularly 

adds articles about life in England, Nottingham, about what's going on and more, which 

also helps to find the website easier. 

Recently, the company also has started to use the Instagram application, where it regularly 

posts photos from trips and events and also promotes future events. The company is 

actively working on the popularity of the Instagram profile, as this application is getting 

increasingly popular among young people in particular. For example, the company uses 

its hashtags for its promotion and also runs a regular photo competition, that motivates 

Instagram users and its followers to use its hashtags and hence to promote the profile. 

E-mailing is another type of online marketing used by Citylife Nottingham. Company 

uses internet tool MailChimp, that is very suitable for small and medium business. With 

this tool, the company can create own commercial emails and it is connected to the 

database of customers addresses, who agreed on the emailing of commercial messages. 

Its benefits include a pleasant and simple user environment and zero financial cost of 

using it. The company asks for email address when is the customer buying their product, 

or when the visitor of its webpage wants to download Citylife Welcome Student Guide. 

Another used strategy is cooperation with local universities, which is not yet well 

developed. More intensive collaboration is being established with Nottingham Trent 

University College, where we are able to distribute our promotional materials, and then 

also hand out promotional materials in the city centre and places closed to local 

universities. 
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3.3 Customer satisfaction survey  

In order to verify the right company’s approach, I created a questionnaire for current 

clients of Citylife Nottingham. This questionnaire consists of 18 questions that are mainly 

focused on satisfaction with the quality and cost of the provided services, and on the 

promotion channels that the clients prefer. I placed the questionnaire on Facebook page 

of the company and I managed to reach 40 participants. The results are very positive, and 

particular questions can be found in Appendix 6. 

The most important questions are: 

 
Thanks to this question, we have got confirmed, that the promotional approach that uses 

Facebook is the right one. 70% of participants answered, that due to this promotion they 

found Citylife Nottingham. Second most common answer was recommendation from 

friend, what is very positive sign for the company. 
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This question shows us, how our clients use social media and other channels to follow 

our events etc. Again, Facebook is the most used channel with 100% responses. Instagram 

follows with 50% and our email promotion with newsletters is interested for 13% of our 

clients. We can see that website is not very attractive for this purpose, so it might have a 

positive impact to upload more interesting content there, that will be promulgated via 

Facebook and Instagram as well. 

  
In this questionnaire I asked respondents about particular services the company offer and 

all of them has positive replies. This question summarizes overall opinion about Citylife, 

and as it can be seen in the pie chart, almost 60% of clients voted for „very satisfied“ 

option, and 40% for „somewhat satisfied“. There was no single negative answer, what 
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means that the concept is very efficient and favorite among young internationals. Based 

on this, we can just develop, extend and fit this concept on London‘s market.  

 
 
This question proves the satisfaction of our clients. 100% of our customers would 

recommend our company to their friends, what is crucial thing for the brand and 

promotion. 

 
 

This question shows, who are our customers. As it is figured in the pie chart, 

approximately 40% are Erasmus or exchange students. Almost 30% are master students 

and the third position belongs to undergraduate students.  
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4 SITUATION ANALYSIS OF THE NEW MARKET IN LONDON 

Citylife is an experienced company with an effective marketing strategy in those cities 

where it already operates. However, the expansion to the new market in London is 

something different, since London is much bigger city than Nottingham, Leeds or 

Sheffield. Thus, the detailed analysis of this new market is needed, and it will be 

introduced in this chapter. I am going to use the Ansoff Matrix, Situation analysis 5C, 

PEST and SWOT analysis.  

4.1 Ansoff Matrix 

Assuming the company is satisfied with its product offer at the moment, the next logical 

step for the company is to expand its scope to another new market. The company that has 

made the effort and spent money to develop its products, logically wants to use all of this 

asset and wants to develop further opportunities in new markets – so-called Market 

Development, what is the case of the firm Citylife. It wants to develop a strategy for the 

new big market in London, thus I am explaining this one option. 

 Existing product New product 

Existing market Market penetration Product 

development 

New market Market development Diversification 

 
Figure 4  Ansoff Matrix – position of Citylife 
Source: own processing 

 
Before the company identifies the new market, it is appropriate to answer the following 

questions (Professionalacademy.com, 2018): 

• Is the market really attractive for the company?  

• Are they willing to invest money and time into this new project? 
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• Are they able to adapt to the new market? 

• Will they have a competitive advantage in the new market?  

These questions will be answered in following analyses.  

 

4.2 Situation analysis 5C 

As mentioned above, this analysis helps to analyze and understand the new market 

situation, which is very needed for development of new marketing strategy. In this case, 

I am going to use 5C structure, where Company, Customers, Competitors, Collaborators, 

and Climate will be analyzed in detail.  

4.2.1  Company 

A detailed description of the current situation in the company has already been described. 

The company operates in Nottingham, Leeds and Sheffield, where company requirements 

differ from the large London market. Therefore, potential requirements for a company 

operating in London will be analyzed here. 

Citylife has already built its portfolio of services and has experience that can be used very 

well in the new market. At present, the company has only a few representatives in each 

city, which is currently good enough for those markets. However, the expansion to 

London will require to hire new people to represent Citylife there. The process of finding 

suitable candidates can be lengthy and demanding. In addition, for the London market, it 

will be necessary to find more employees, taking into account the eco-rate, which can 

lead to higher costs mainly at the beginning of the business. However, if a responsible 

person will be found in a leading position, the company can also hire international 

students as interns, that will save them the additional costs. 

An additional attribute of a successful business will be a suitable office where all 

employees can work, and the manager will have an overview of what is happening in the 

company. 
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4.2.2 Customers 

The international student population in London 

London is a sought-after place for students from all over the world, with 40 universities 

and other higher education institutions. Every semester, thousands of young people from 

around the world are studying or working here. That means there is a great customer 

market for Citylife. 

Source: own processing based on data collection from universities statistical offices 
 

The total number of non-UK students studying in the United Kingdom in the school year 

2016-17 was 442,375 students (UKCISA, 2017). According to company  

London&Partners (2016), London attracts 23% of the UKs international student market, 

over one in a fourth student attending London’s higher education institutions are from 
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outside the United Kingdom and in many London’s institutions, international students 

account for over 30% of the population. That means London’s international student 

population is approximately 101,747 students (detailed chart of the international student 

population of these biggest universities in London, you can find in appendix 1).  

According to the latest data published by the Higher Education Statistical Agency 

(HESA), in the academic year 2013-2014, London welcomed 71,510 international 

students from outside the European Union and the remaining 35,285 from within the EU 

(HESA, 2015).  

In London, the leading international student source is China, when numbers of Chinese 

student numbers have grown by 49% since the school year 2009-2010 and by 72% since 

the year 2005-2006. 

The Indian student market, by the contrast, has continued to decline with a falling by 11% 

year on year. The year 2009-2010 was the peak in Indian students after expansion since 

the year 2004-2005 in London. However, the next year brought a big drop of Indian 

students in London. The huge decline is widely speculated as an attribution of a change 

in post-study visa requirements. 

The rest of countries with the biggest share of the student market, such as the United 

States, Italy, Malaysia and Hong Kong have increased their share. And countries such as 

Nigeria and Greece now occupy lower positions in the top ten. Pakistan, ninth in 2009-

2010, dropped out of the top 20 that year. When comparing London to the United 

Kingdom as a whole, different countries dominate, as shown in the chart below. 

Table 1 Students by country of origin in London and as a percentage across the UK 
 
Rank  Country of origin Number of students 

in London 

% of country’s students in 

London out of all country’s 

students in the UK 

1 China 13,460 15% 

2 United States 6,440 36% 

3 India 4,790 23% 
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4 Italy 4,375 43% 

5 Germany 3,875 26% 

6 France 3,570 30% 

7 Hong Kong 3,275 22% 

8 Greece 3,250 28% 

9 Malaysia 2,840 17% 

10 Nigeria 2,700 14% 

Total in London  106,795 23% 

 
Source: London & Partners analysis  
 

 

Figure 6  Top 10 countries of origin for London’s international students as a proportion of total 
international students in the capital 
Source: HESA 
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Where are our customers in London?  

For the correct location of the office and the selection of local partners, I analyzed areas 

of London and find out where is the biggest population of students. Unfortunately, I did 

not find any relevant data that would prove the correctness of some claims. In general, I 

can only say that the student is deployed across all parts of London. By logical reasoning, 

however, I came to the conclusion that students want to live near their university, and 

thus I pointed locations of major universities in London in one map, see appendix 3. The 

second criterion of my consideration was the average price of rentals in London’s areas, 

see the map in the Appendix 3. 

4.2.3 Competitors  

Based on my research, Citylife is the unique concept in England and there is no similar 

company in London. Citylife has a unique concept of friendly international community, 

that makes its clients loyal. However, there are many companies, that offer similar 

products, as trips around the United Kingdom, Bar Crawls and of course student 

accommodation agencies, which I will introduce and analyze in this chapter.  

Trips competitors 

As the most important product for Citylife are trips, thus, the analysis of trip providers in 

London is needed. In this chapter, will be introduced to the biggest competitors in 

London, that provide trips around the United Kingdom. Other travel agencies are not 

really competitors for us. 

• Visit London – Visit London is a subsidiary of London & Partners company, that 

is the official promotional company for London. It promotes London and helps to 

attract businesses, events, congresses, students, and visitors to the capital. They 

provide rips around London from £30 (visitlondon.com, 2018). 

• Golden tours – Golden tours agency provides trips around London, United 

Kingdom and more-days trips abroad. The average price for one day trip out of 

London is 70 pounds (goldentours.com, 2018). 
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• Student Tours – Student tours agency organize student trips around the UK and 

to European destinations. The price range for one day trip is 40-50 pounds 

(londonstudenttours.com, 2018).  

• UK Viator – This company provides mainly tours abroad but also has some trips 

around the UK. The average price for one day trip is 85 pounds (uk.viator.com, 

2018). 

• Evan Evans – London tours and trips around the UK. The average price for one 

day trip is 89 pounds. (evanevanstours.com, 2018)  

• Visit Britain – the UK trip provider with average day trip price 90 pounds 

(visitbritainshop.com, 2018). 

• Premium tours – Provider of London tours, trips around UK and Europe. 

Average one-day trip price is 90 pounds (premiumtours.co.uk, 2018). 

• International friends – Day trips and tours for Britain visitors, average one day 

trip price is 120 pounds (internationalfriends.co.uk, 2018). 

• Stonehenge tour – This company provides only tours to Stonehenge; thus, the 

average price is lower – 50 pounds – since the Stonehenge is not so far from 

London (thestonehengetour.info, 2018). 

• The English bus – Provider of guided tours around London and the UK. The 

average price for one day trip is 95 pounds (theenglishbus.com, 2018). 

• Anderson Tour –  UK trip provider with average one day trip price 50 pounds 

(andersontours.co.uk, 2018). 

• Leading Tours – Leading tours is an agency that provides trips and tours around 

London, the UK and abroad. The prices are negotiable depending on a number of 

customers (leadingtourslondon.com, 2018). 

• Rabbies tours from London –  Rabbies tours provides tours from London to all 

United Kingdom. The prices are quite cheap – one-day trip 50 pounds 

(rabbies.com, 2018). 

• UK study tours -  Tours for students around UK with reasonable prices – one-

day trip 50 pounds (ukstudytours.com, 2018). 

• Study link tours – Provider of group travel for universities and colleges 

(studylinktours.co.uk, 2018). 
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Student Accommodation competitors 

There are many student accommodation agencies in London, however, as I said, the 

Citylife use different marketing approach what makes them unique among international 

students. The biggest competitors found are as follows: 

• HFS London - An experienced provider of quality homestay accommodation 

across zones 1 – 4 in London. Their purpose is to connect international students, 

interns and tourists with local homestay hosts for an authentic “home away from 

home” experience (HFS London, 2018) 

• My Student Halls - Student accommodation search engine, dedicated to student 

halls across the UK (mystudenthalls.com, 2018) 

• Unite students - Unite students is a huge student accommodation operator 

operating in many cities around the UK and newly also in China. They manage 

28 properties in London (unitestudents.com, 2018).  

• Optivo - Optivo is a housing association and a registered charity committed to 

offering affordable student accommodation across London and the UK. Its 

commercial operations offer a wide range of accommodation, specializing in halls 

of residences, to suit the needs of university students and summer language school 

groups, as well as independent budget travelers (Optivo, 2018). 

• Best Student Halls - Best Student Halls is the UK's most comprehensive student 

accommodation comparison service, committed to helping you find and book the 

best student rooms in the UK at the best price (beststudenthalls.com, 2018).  

• Student Stay - Student accommodation platform (studentstay.co.uk). 

• Student Pad - Studentpad is the number one platform for student 

accommodation. It is a searching engine for rooms in private student houses, on-

campus, or own flats (studentpad.co.uk, 2018). 

• LHA London - LHA London has been providing high-quality accommodation in 

London since 1940 (lhalondon.com, 2018). 

• Britannia Students services - Britannia Student Services, London’s leading 

student accommodation agency, was established in 1997, as a specialist in housing 

international and British students visiting or studying in London. They offer 
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rooms in a hall of residence, a family homestay or an apartments/houses to share 

(britanniastudents.com, 2018). 

• University rooms - University rooms available for staying in for not only 

students. Rooms are in over 400 colleges and student residences 

(universityrooms.com, 2018)  

• Pure student living - Provider of high quality student accommodation with other 

services in London and the UK. All of their properties are ideally located for local 

universities and transport links. http://purestudentliving.com/ 

• The student housing company - Student accommodation provider around the 

UK and in Australia. In London, they offer students rooms and studios in two 

properties (thestudenthousingcompany.com, 2018). 

• CRM students - Offers a wide range of student accommodation in London and 

other UK cities. They have relations with universities and colleges (crm-

students.com, 2018).  

• Urbanest - Student accommodation provider. All of their properties are in Zone 

1 and close to London’s major universities and colleges (uk.urbanest.com, 2018) 

• London homestays - Independent provider of student accommodation and 

English language tuition in London. They are now established as market leaders 

in our field, working with highly reputable schools (londonhomestays.com). 

• London student housing group - Student accommodation provider in London. 

Offers students flat with more rooms for more than 2 students 

(londonstudenthousing.net) 

• Lee Abbey - Christian community offering students accommodation for 

Christians in Kensington (leeabbeylondon.com, 2018).  

• Downing students - Downing students is a student accommodation provider in 

many UK cities. In London, they offer two students flat in two properties in the 

heart of London (downingstudents.com, 2018) 

• Scape - Scape is an inspirational place for students to live and work (scape.com, 

2018). 
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Bar Crawl competitors  

London is a city with great nightlife, many clubs, pubs and bars. As I could find, there 

are companies that provides bar crawls in London, but since London is such a big city, 

there is still a big space for us. The following competitors were found (prices were found 

on websites of these companies): 

• The Shoreditch Pub Crawl - £13 online ticket 

• London Party Pub Crawl -  £15 online ticket 

• Wicked Student Nights - £10 online ticket 

• The Camden Pub Crawl - £14 online ticket 

• One Big Night Out Bar Crawl - £14 online ticket 

4.2.4 Collaborators  

The collaborators are very important for the company. Since London is a very new market 

for Citylife, they will need to make new relationships with local partners. However, this 

is not considered a big issue, since London offers plenty of bars, clubs and other potential 

collaborators that it needs. The more demanding thong will be finding the proper place, 

or London area, where they want to run the business and also find those partners. Citylife 

has experiences from Nottingham, Leeds, and Sheffield, where to find the collaboration 

is not a problem at all since there is not the dilemma about where to have an office and 

other stuff either. In this chapter, I will introduce the most important areas of collaboration 

what will be needed to find. 

Transportation provider 

Transportation providers are very important part of collaborators. Citylife’s most 

profitable products are trips and tours and the price should not be overpriced since our 

customers are mainly price-sensitive students. Thus, the company needs to find that 

transportation provider which offers a reasonable price and is reliable.  
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For example, according to company’s experiences and prices in Nottingham, the trip from 

London to Stonehenge should be charged 650 pounds for one coach with 61 seats, this 

can be one of their benchmarks.  

Following transportation companies can be considered to cooperate with in London (as 

they have good references on Google): 

• westwaycoaches.co.uk 

• londoncoachinggroup.com 

• thekingsferry.co.uk 

• mintcoaches.co.uk  

• boudencoachtravel.co.uk 

• people2places.co.uk 

• london-bus-hire.com 

Meet & Speak venue 

Meet & Speak is a very important product of Citylife, because this regular event takes 

place every week and makes attended people make new connections with people, 

meanwhile people there can practise their English. Thanks to these types of Citylife 

events, the customers are loyal towards the company. Because of that all, the venue, 

where it will run this Meet & Speak, has to be in very good condition, with nice stuff, 

willing to provide some small free snacks for our clients and provide small discounts at 

the bar too. As a reward, we will offer them an every-week full bar of our clients. 

Bars and Clubs for the bar crawl 

These collaborators are not a problem to find. Every bar wants to be crowded on the 

evenings and we can help them with that. Our requirement is to offer us one drink for 

every participant of the bar crawl for a better price – actually the company pay 1 pound 

for one drink in bars in Nottingham. Bar and club collaborators, we can find once we 

know the area what we will be focused on.  
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Accommodation Providers 

As the Citylife wants to provide full service for international students and young 

professionals, they need to find a collaborator, in the best case, some private owners of 

flats our houses, that will be willing to rent those spaces to us. The requirements are 

mainly clearness, comfortability, locations and affordable price for students. See 

appendix 3 for average rents in London’s areas. 

Universities and colleges  

To promote our company, it would be very efficient to establish a collaboration with local 

universities and colleges and at the same time partner universities of local universities. 

Local universities could allow us to bring promotional materials to their campuses and 

international offices or allow them to make a presentation for new incoming exchange 

students.  

In case that we will be able to ask partners universities of local universities from around 

the world– in case of short-term exchange students – we can collaborate with international 

offices which will provide our Welcome guide with all important information about 

student life in London, what will be our great promotion too.  

Other collaborators and sponsors 

Among other collaborators belong owners of bars, restaurants, shops etcetera which can 

provide us discounts for students, can provide us the space for our other events and others.  

4.2.5 Climate  

A more detailed PEST analysis will be used for climate analysis, where it can be 

specifically evaluated, such as the political, economic, social and technological 

environment in the UK market.  
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4.3  PEST analysis 

4.3.1 Political environment 

Setting up a new company  

Citylife owners want to establish a new company for the new market in London. That 

means, there will be set up a Private Limited Company, what is the best option. To set up 

a private limited company is needed to register with Companies House, what is known as 

‘incorporation’. The company needs to have following (GOV.UK, 2018): 

• a suitable company’s name 

• an address for the company 

• at least one director 

• details of the company’s shares - you need at least one shareholder 

• to check what your SIC code is - this identifies what your company does 

• shareholders to agree to create the company and the written rules (known as 

‘memorandum and articles of association’) 

• details of people with significant control (PSC) over your company, for example 

anyone with more than 25% shares or voting rights (GOV.UK, 2018) 

Considering the tax system, the United Kingdom of Great Britain and Northern Ireland 

(UK) is a country with a relatively low level of taxation compared to the EU average. The 

greatest benefits of the British tax system include a number of tax breaks and low 

employer's payments to social and health insurance. 

On the self-employed (self-employed) and partners in a company subject to the obligation 

to file a tax return for the previous financial year (1. 4 - 31. 3.) no later than 30. 9. (in 

writing) or 31. 1. (electronically). Failure to comply with the deadline is subject to a fine 

of GBP 100. 

Taxes and social security contributions (national health insurance is not allocated 

separately) selects HMRC ie. HM Revenue and Customs (Tax and Customs Her Majesty) 

(Businessinfo.cz, 2018). 
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See Appendix 5 for detailed information about Limited company tax system. 

Political environment for incoming international students 

The business of the company is strongly connected to the legislation for non-UK students, 

which is not problematic at the moment. Students coming from the European Union have 

no need to have a visa for studying or staying in the United Kingdom, and other students 

from non-EU countries have generally not big issues to get this visa for the studying stay, 

since the UK is aware of economic benefits which they bring. The question is, what will 

happen after Brexit with EU students coming to study in United Kingdom. Many authors 

agreed that the impact will not be very cognisable. And anyway, according to HESA 

statistics, the amount of incoming international students increases every year and the 

prediction does not speak against.  

4.3.2  Economic environment 

The United Kingdom is currently the fifth largest economy in the world (according to the 

nominal GDP) and the second largest European economy. The year 2016 was marked by 

the June referendum, in which 51.9% of the voters decided to leave the country from the 

European Union. As a result of the referendum, the British economy responded, on the 

one hand, to a sharp fall in the exchange rate of the pound against the dollar and the euro, 

negative forecasts were not fulfilled on the other, and for the whole of 2016 British GDP 

grew by 1.8%; growth slowed down only slightly from 2.0% of GDP in 2015. Growth, at 

a slower pace than predicted before the referendum, continued the economy in 2017, 

when the weaken pound helped to British exports. British unemployment reached the 

lowest levels in 2017 in the last decade, however, increased consumer price inflation and 

rising commodities and sub-deliveries from abroad due to a weaker pound rate. At the 

beginning of 2018, the pound was boosted by the progress in the Brexit negotiations, but 

in the first quarter of 2018, the British economy recorded the weakest growth in last 5 

years - only 0.1%. It is, therefore, a question of whether the 2018 growth forecast of 1.5% 

of GDP is to be matched, ie at the same level as in 2017. Thus, GDP growth in the UK at 

the beginning of 2018 is the second lowest value in G7 after Japan, despite stimulating 

government spending (especially infrastructure projects and looser fiscal policy) causing 

continued government deficits. In addition to the moderate appreciation of the pound, the 
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slowdown in industry and exports, declining consumer loans and spending, the fall in car 

sales (15% year-on-year in March 2018), and the first decline of land prices in London 

since 2009, were the trends in the first quarter of 2018. The low corporate investment rate 

due to breakeven uncertainty caused by Brexit and the resulting low labor productivity in 

Britain are one of the main reasons why the record-low unemployment is not reflected in 

faster wage growth (Businessinfo.cz, 2018). 

4.3.3  Social environment 

The social environment is very affable for businesses in England, as the company already 

experienced. All England, especially big cities and London, are very friendly to 

internationals and different cultures, what is an important sign for their business, as well 

as people in England, are very open-minded and helpful. In this term, there are no 

obstacles.   

4.3.4  Technological environment 

The United Kingdom is a developed country that focuses on the modernist technologies, 

research, and development (Businessinfo.cz, 2017). That is the reason, why the United 

Kingdom is very amiable for business in terms of technological requirements, as the 

company already experienced. Running the business in London will bring no change in 

terms of technological requirements for Citylife.  

4.4  SWOT analysis of the expansion to London’s market 

Strengths  Weaknesses  

• Original concept of Citylife  

• Experience of Citylife 

• Good and specific marketing 

strategy 

• Free events as a marketing 

strategy 

• Usage of social media  

• No experience in such a big city 

• No contacts in London yet 

• Need to find new employees and 

representatives for London 

• Need for a good decision for 

location 

• Many trips competitors 
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• Good references 

• Brand of Citylife 

• Good web presentation  

• Reasonable prices 

• Quality services  

• Bar crawls competitors 

• Accommodation competitors 

• Higher prices of rents 

• More expensive PPC, worse 

placement through SEO 

 

Opportunities  Threats  

• Big market 

• Number of international students  

• Number of young internationals  

• Number of potential collaborators 

• Attractive city for internationals 

• Chinese social media - WeChat 

• Cooperation with university 

societies, colleges, and 

universities  

• Collaboration with bars, clubs, 

transport companies 

• Better prices than our competitors 

• Trips around London  

 

• New competitors 

• High initial costs 

• Slow start 

• Bad location of the company 

• Overpriced transportation 

companies 

• Exposure of similar company for 

internationals 

• Lack of proper and reliable 

workforce 

• Inability to find right collaborators 

• Brexit influence 

• New visa law  

• Bad economic situation of 

potential clients 

• Higher university fees 

 

 

4.4.1 Strengths 

As the biggest strength of Citylife, I consider their experience, product portfolio, and 

marketing strategy. The company began its business in Nottingham and then was able to 

open other branches in Sheffield and Leeds where it was successful too. Based on 



 48 

analyses and customer satisfaction, we can claim that their approach is correct and 

effective, and there is a strong premise that this concept will be successful in London as 

well. Citylife executives strive to continuously modernize the marketing approach and 

create representative websites, Facebook and Instagram. Overall, the brand they are 

working on is perceived very positively by society in these cities. Thus, Citylife can use 

references from these cities to prove their quality in London.  

4.4.2 Weaknesses 

The big London market can have its drawbacks. As a major weakness is that Citylife has 

been operated only in cities that have not exceeded a population of million people, so ,for 

example, choosing locations for their social events has not been so complicated and there 

are not many competitors in those cities. However, there is no company in London with 

a similar concept, there is a number of competitors offering individual products such as 

trips and tours around the UK, bar crawls, and student accommodation. 

Another weak point of London is the high price of rentals, as Citylife should set up an 

office that is easily accessible, preferably in the city centre where the rents are the highest 

ones. Citylife also does not currently have employees who could drive the new business 

in London, so it may be difficult to find the right adepts.  

Another flaw in this new market is the imperfect knowledge of it - there are not too many 

local partners in the city, which are the key factor of success, so the company will have 

to work a lot for establishing partnerships that will be beneficial to both parties. These all 

requirements can take a long time. 

4.4.3  Opportunities 

London offers a wide range of options for Citylife. There is a great number of potential 

collaborators and a huge segment of our potential clients. Since the Citylife’s concept is 

unique in London, there is a big chance that international people will like it. Citylife uses 

modern market approaches as promotion through Facebook and Instagram. Their 

opportunity how to attract first people in London is then to set up a new Facebook group 

for internationals in London and then invite them to Citylife’s Facebook profile. But not 
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only Facebook is the way, a good strategy would be hiring a Chinese person, who can 

promote the company also via Chinese social media as in China is Facebook prohibited 

and Chinese create the biggest community of international students in the UK and London 

too (Partners&London, 2015).  

Their opportunity to be successful also depends on new partnerships. If they will be able 

to find proper venues, a transport company and other sponsors, but also partners as 

universities and colleges for our better promotion, the chance for the success is very high.  

4.4.4  Threats 

The expansion to the London market has its threats too. The main threats include the 

inability to quickly find right employees and to establish co-operation with local partners, 

or the establishment of cooperation with bad partners. Another threat is the high cost and 

thus reduced profits from earnings. In London, it will be expensive to rent an office and, 

for example, if the start of a new business is delayed, the first months may be losing. 

Other potential threat may be changes in legislation for foreign students and other 

internationals, or, for example, increased tuition fees, which would lead to the decline of 

the international student population in London. However, I do not consider this threat to 

be real. The last potential threat may a bad economic and political situation of countries 

which foreign students are mostly come from. 

4.5 Key success factors of this expansion 

Every industry has own key success factors which are the combination of important facts 

that are required in order to accomplish one or more desirable business goals. The most 

important goal for the company is to have enough clients for running their trips, events 

and accommodation rental, that generate the profit. In this chapter, will be introduced key 

success factors which are required for successful business expansion to the new market 

in London.  



 50 

1) Size of the international population in London 

As previously identified, the company's clients are international students and young 

professionals. That is why the size of the international population in London is a 

precondition for success. Based on the analyses, it has been found that London's 

international student population is the largest in the UK and is therefore sufficient for 

their business. Another positive fact is, that London is a very popular city for young 

people from all over the world and it is predicted that its attractiveness will continue to 

rise in next years, even the fact there is the Brexit issue.  

2) Good location of the business in London 

Another important factor of success is the well-chosen location in London. This point 

may be a bit more difficult because it is difficult to determine where the most potential 

clients are. This means a well-chosen place for an office, but mainly well-chosen venues 

for their regular events such as Meet & Speak. There has always been just one venue used 

for these every-week events so far, but in the case of London, it is advisable to consider 

more places at the same time, which will, however, need more staff.  

3) Reliable workforce  

Another very important requirement for a proper run of the business is to find a reliable 

workforce. In such a big market, as London is, this is a big need. The company has to find 

a manager, who will control the business and also other workers, who will organize and 

run their social events and trips.  

4) Finding collaborators 

Very important factor for the company is to find right collaboration. As it was mentioned 

above, the Citylife needs to collaborate with bars, restaurants, accommodation owners, 

transport agent, and other local partners.  
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5) Good quality and price of Citylife’s products 

The precondition for the success of any business is that its product will be demanded, 

which means that the client will consider the product as a quality and at an affordable 

price. Citylife is aware of these requirements and its marketing mix is adapted. 

6) No competitor with the same approach  

From analyses of the London market, we already know that there are few competitors 

with similar products, but no company that has the same product portfolio and similar 

attitude to their clients. This specific concept, thus, gives the company a competitive 

advantage in our client segment of students and young professionals.  

7) No restrictions and laws against internationals in the United Kingdom 

The precondition for a large international population in London is a favourable legal 

environment. Currently, the situation for this business favorable is, but after Brexit, the 

legislation can be slightly changed, as the United Kingdom will lose most of the 

preferential agreements with third countries, which will have to be re-negotiated. 

However, this unfavorable development is not expected, as international students and 

young professionals have a very positive economic and social impact in the United 

Kingdom and especially in London (London&Partners, 2015).  

8) A good economic situation of incoming internationals 

If we want to think more deeply about the key success factors we need to meet, it should 

also be taken into account the financial situation of those clients, who must have financial 

resources to buy these products. As already mentioned in the analyses, the clients of the 

company are considered to be price sensitive as they are young people who in most cases 

do not have their own income. However, the positive fact for the community is, that the 

majority of students who can afford to pay tuition fees in London or to finance an 

exchange stay, come from families with a good financial situation. 
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5 EVALUATION OF THE EXPANSION STRATEGY 

On the base of previous analyses, this chapter will evaluate and summarize possibilities 

and recommendations of Citylife’s expansion strategy on the new London’s market.  

London is a huge market with great opportunities for Citylife. In the school year 

2015/2016, there were 107,200 overseas students (Other EU and Non-EU) in London, 

comprising 29% of all higher education students in the capital, what is a rise from 104,400 

students (28%) in the school year 2014/2015 (Londonhigher.ac.uk, 2018). London 

remains a destination of choice for not only international students, but also for other 

young international people, what makes this market suitable for Citylife’s business. 

Citylife can be considered as an experienced company with a well-developed portfolio of 

products and effective marketing approach. That means, the company can use most of it 

for the London, however, there are some differences which have to be considered and 

adjusted. In the following subchapter, the adjusted marketing mix for the expansion to 

London market will be proposed. 

5.1 Marketing mix of Citylife London 

5.1.1 Production mix (Product) 

Citylife can use its production mix, but as the London market is different in terms of the 

size of the city and its location, there will be proposed some changes. Social events as 

Meet & Speak, Bar Crawls and providing of accommodation should stay the same, as the 

concept is well-done and successful. The main change in production mix are trips and 

tours, because of the different location of London. Citylife Nottingham uses the 

advantage of the central location of Nottingham in England (East Midlands) – what makes 

many trip destinations manageable just as one day trip. Compared to that, London is 

located in the south-east of the island of Great Britain, what has to be considered in the 

new UK trips offer. Also, thanks to the London’s size, it would be a good idea to add city 

tours as a new product of Citylife London. In following subchapters will be introduced 

suitable trips and tours destinations. 

 



 53 

One day trips  

For one day trips are suitable destinations which are maximally 250km far away from 

London. The recommended one-day trips destinations are introduced in the table below 

and are based on previous company’s experience, distance from London and 

attractiveness of the place.  

Destination Distance from London (Google 
maps) 

Itinerary 

Stonehenge & 
Bath 

160 km (2h 15min) Stonehenge 

Guided city tour in Bath 

Free time 

Oxford 
90 km (1h 45min) Guided city tour in Oxford 

Free time 
Cardiff 245 km (3h) Guided city tour in Cardiff 

Free time 
Bristol 190 km (2h 30 min) Guided city tour in Bristol 

Free time 
Brighton & 
Eastbourne 

127 km (2h) Guided tour in Brighton 

Free time in Brighton 

Free time in Eastbourne 
Dover & 
Dungeness 

125 km (2h) Guided tour in Dover 

Free time in Dover 

Dungeness (desert of 
England) 

Cotswolds 175 km (2h 20min) Hiking 

Villages  
Stratford-
upon-Avon 

109 km (1h 20min) Guided city tour in 
Stratford 

Shakespeare fans 
Canterbury 96 km (1h 40min) Guided city tour in 

Canterbury 
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Southampton 
& Portsmouth 

128 km (2h) Free time in Southampton 

Guided city tour in 
Portsmouth 

Free time in Portsmouth 
Southdown 
national park 

80 km (1h 30min) Hiking 

New forest 
national park 

140 km (2h 10min) Hiking 

Colchester and 
Mersea Island 

112km (1h 45min) Colchester castle 

Free time in Colchester 

Free time in Mersea Island 
 

Every one-day trip ticket includes: 

• Transportation by bus 

• Group trip leader  

• Bottle of water 

• Itinerary of the trip 

• Citylife photographer 

Multiple days trips  

The following chart introduces potential offer of multiple days trips from London. The 

choice of destinations is based on the attractiveness of the place, distance, and experience 

of Citylife. Trips to destinations, which are too distanced from London, do not include 

transportation since it is not efficient in terms of time and price as well. After research of 

air tickets from London to Dublin, Edinburgh, and Glasgow, I found out that prices are 

very affordable, and the flights are provided every day from London’s airports. 

Concretely, low-cost company Ryan air provides flights to these cities from the Stansted 

airport and their prices start at 9 pounds per one-way ticket (Ryanair.com, 2018).  
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Destination 
Distance from 

London (Google 
maps) 

Number 
of days Itinerary 

Liverpool and 
Manchester 350 km (4h 25min) 

Weekend 

3 days 

Guided tour in every city 

Free time in every city 

Bar Crawls 

Yorkshire and the 
Humble York 340 km (4h 15min) 

Weekend 

3 days 

York, Scarborough, and 
Whitby 

Snowdonia and 
Peak District 
National Park 

340km (4h 15min) 
Weekend 

3 days 
Hiking 

Lake District 
National Park and 
Yorkshire Dales 
National Park 

430km (4h 35min) 
Weekend 

3 days 
Hiking 

Edinburgh 

650km 

(own transport –
plane) 

Weekend Guided city tour, Bar Crawl, 
Free time 

North East 
England 

430 km (4h 30 
min) 

Weekend 

3 days 

New Castle, Durham, Angel 
of the North, Alnwick castle 

Scottish Highlands 600km (own 
transport – plane) Weekend Hiking 

Dublin 600km (own 
transport – plane) 

Weekend 

(own 
transport) 

Guided tour, bar crawl, free 
time 

 

Every multiple-day trip ticket includes: 

• Transportation by bus (Except of Dublin, Edinburgh, and Scottish Highlands trip) 

• Group trip leader  

• Accommodation 

• Bottle of water 

• Itinerary of the trip 

• Citylife photographer 
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London city tours  

Since London is such a big city, it would be a good idea to add city tours to Citylife 

London offer. They can organize for example London city centre tour, which would be 

targeted mainly to new students and internationals in the city.  Another possible trip 

within London can be trip to Windsor. 

Trips out of the United Kingdom 

Citylife offers trips to Morocco, Ibiza and Euro trip (France, Belgium, Netherlands) 

which take place once or twice every term. These trips do not include transportation. The 

meeting points are in the first destination of the tour, in case of Morocco, it is the local 

airport.  

In London, there is a big advantage thanks to local airports and a big offer of flights to 

many destinations around the world (low-cost airlines) – in case of Nottingham, there is 

a small airport East Midlands, which does not have such a big offer, and there are not 

many flights provided by low cost airlines. Due to the fact, that there are so many 

possibilities of connections from London, and their affordability (not only by plane), there 

are much better conditions for placing other new destinations to Citylife offer of trips 

abroad. 

Based on company’s statistics, the biggest abroad trips group of customers are students 

from Asia and mainly Chinese. Thus, it is very convenient to consider also the visa 

requirements for these potential customers and the attractiveness of European countries 

for them. 

Table 2  Proposal of destinations for Citylife London trips abroad 
 

Destination 

Air ticket price 

from London 

(Ryanair.com, 

2018) 

Visa requirement 

for Chinese 

Length of the 

trip 

Morocco tour from 70 pounds Visa not required One week 
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Ibiza from 20 pounds Visa required 4 days 

Euro trip tour – Fr, 

Be, Nl 
from 30 pounds Visa required One week 

Northern Cyprus from 50 pounds Visa not required 4 -7 days 

Egypt tour 

from 150 pounds 

or from 100 

pounds (with 1 

change) 

Visa on arrival One week 

Italy tour from 20 pounds Visa required 5 – 7 days 

Spain tour from 20 pounds Visa required 5 - 7days 

Austria, Slovakia & 

Czech Republic 

tour 

from 15 pounds Visa required One week 

Oslo, Copenhagen 

& Stockholm 
from 10 pounds Visa required One week 

 

5.1.2  Contraction mix (Price) 

The price politics of the company will stay the same. As mentioned in the marketing mix 

of Citylife Nottingham, their customers are considered as price sensitive and also the 

company, as they have a friendly-community approach, want to have reasonable prices. 

Thus, for example, the company offer low-cost solutions (but still of good quality) in 

terms of accommodation on their trips etc. 

The contraction mix is very dependent on the cost of transportation companies, 

accommodation costs and future costs based on deals which will be closed with local 

partners as bars, restaurants etc. in London. 

For now, the supposed contraception mix is follow: 

Product  Profit percentage from earnings 
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One day trip 35 - 50% 

Multiple days trip 30 - 40% 

Trip abroad 30 - 40% 

Bar Crawl  80% 

Other social events  0-10% 

 

Citylife London should also provide a client loyalty card, that can cost 10 – 15 pounds. 

The Citylife Card will be a discount card designed exclusively for internationals in 

London. The card holder will get 10% discount on all Citylife Nottingham trips and 

events. The card will also offer many exclusive discounts with their partners in the city, 

such as discounts in restaurants, nightclubs, and bars. 

5.1.3  Distribution mix (Place) 

Citylife will use direct and indirect distribution to distribute its services. Since the 

company sells trips and some of its events, as a distribution is considered the sale of these 

services to end clients. As a direct tool, the company will use direct contact with clients, 

where the client can buy the service directly “at the door”, come in advance to the 

company's office, or to one of the other events. In the case of indirect distribution, there 

are interconnections that make it easier for the company to sell their tickets. In this case, 

Citylife London will use its Facebook and website to promote an event or trip, and if the 

client will be interested to buy the ticket online, he will be redirected to 

www.tickettailor.com, which the company uses to sell their tickets online now. The fee 

for ticket sales is very low and therefore very acceptable and advantageous for the 

company.  

Another option for the company is to integrate payment gateway to their web pages. There 

are many Online Payment Gateways on the market and these requirements are needed to 

be considered for a right selection (dreamhost.com, 2017):  

• Security 

• Cost  
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• Accepted Payment Methods 

• Compatibility 

• Payment Location 

The following charts introduce the 10 most popular payment gateways and their features. 

 

Table 3  10 most popular payment gateways and their features 
 
 
 

Amazon 
Payments WePay PayPal Authorize.Net 2Checkout 

Transaction 
Fees 

2.9% + 
$0.30 

2.9% + 
$0.30 

2.9% + 
$0.30 

2.9% + $0.30 2.9% + $0.30 

Cross-Border 
Fees 

3.9% + 
$0.30 N/A 4.4% + 

fixed fee 
Extra 1.5% Extra 1.5% 

Monthly Fee $0 $0 $0 $25 $0 
Chargeback 
Fee $20 $15 $20 $25 $20 

Setup Fee $0 $0 $0 $49 $0 
Card + 
Accepted 
Payment 
Types 

All Major 
Types 

All Major 
Types 

All Major 
Types 

All Major 
Types 

All Major 
Types 

Currencies 100+ N/A 25 N/A 87 
 

 

  Dwolla Stripe Worldpay Merchant 
e-Solutions 

Simplify 
Commerce 

Transaction 
Fees 

Contact 
Dwolla 

2.9% + $0.30 2.75% + 
£0.20 

Varies 2.75% + 
$0.30 

Cross-Border 
Fees 

N/A Extra 1% N/A N/A N/A 

Monthly Fee N/A $0 £19.95 $29 N/A 
Chargeback 
Fee 

N/A $15 £15 $20 N/A 

Setup Fee N/A $0 $0 $99 $0 



 60 

Card + 
Accepted 
Payment Types 

ACH 
Payments 

All Major 
Types 

All Major 
Types 

All Major 
Types 

All Major 
Types 

Currencies N/A 135+ 135+ 150+ N/A 
 

Source: https://www.dreamhost.com/blog/10-online-payment-gateways-compared/ 
 
 

Location of Citylife London office 

The location of the new office in London is convenient to be in the city centre or in close 

surrounding. The price of rent, however, can be higher, but since there is no specific 

student area in London, I can just presume the choice of the right location. There should 

be considered price of the rental, the accessibility for customers (public transport) and 

size of the office. There are 19 Commercial Districts throughout Central London which 

are introduced together with the approximate cost of rental in chapter below 

(findalondonoffice.com, 2018).  

Table 4  Approximate annual costs for office in London 
 
Commercial area Approx. annual cost for office  

(28 m² - space for 5 persons) 

Bloomsbury £29,100.00 

Canary Wharf £19,800.00 

Covent Garden £29,700.00 

Euston  £29,300.00 

Farrington & Clerkenwell £24,300.00 

Holborn £27,600.00 

Kensington & Chelsea £26,700.00 

King’s Cross £27,900.00 

Knightsbridge £33,000.00 
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Marylebone £29,700.00 

Mayfair £44,700.00 

Oxford Street £29,700.00 

Paddington £28,200.00 

Shoreditch £28,200.00 

Soho £29,700.00 

St James’s  £44,700.00 

The city of London £27,000.00 

Victoria £29,700.00 

Waterloo & London Bridge £20,700.00 

 
Source: Own processing based on data of findalondonoffice.com 
 

As it can be seen in the chapter, the most affordable areas to rent an office are Waterloo 

& London Bridge, Farrington & Clerkenwell, and Canary Wharf.  

Location to run Meet & Speak  

Meet & Speak is a very important event for the company, since it is free of charge and 

regular every week, and thanks to this, it is very attended. It is kind of promotions since 

there begin all friendships and connections among people, which bring to Citylife the 

customer loyalty. 

Thus, I consider the selection of the right venue as very crucial, and because of the huge 

size of London, my recommendation is, to select two venues in different areas of central 

London, where will be these both events held.  

Some of these favourite areas with many potential venues to consider are followings 

(Forest, 2016):  

• Soho 

• Shoreditch 
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• Covent Garden 

• Brixton 

• Angel / Islington 

• Bermondsey 

• Fitzrovia 

• Clerkenwell 

• Bethnal Green 

• Marylebone 

Areas to run Bar Crawls  

As Bar Crawls do not need to have same venues every time, there is no strong need to 

select an exact area in London. However, clubbing is concentrated in particular parts of 

London. Overall, there are 630 wards, of these 246 wards are listed as having had an event 

at some point in the list of Resident Advisor. 

Those areas with the highest number of open venues are Hoxton East and Shoreditch (56 

venues), and the West End (23 venues) according to Resident Advisor. These two areas 

account for 16% of all open venues in London, and the 10 wards with the most open 

venues account for 37% of the total. Soho, within the West End, has a high proportion of 

the West End venues, what is more than in neighbouring Mayfair (Residentadvisor.net, 

2018). 

Other favourite areas to go out in London are (Scholz, 2016): 

• Brixton 

• Chelsea 

• Clapham 

• Covent Garden 

• Soho 

• Elephant and Castle 

• Shoreditch 

• Kensington 
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• King’s Cross 

5.1.4 Communication mix (Promotion)  

The proposed communication mix for Citylife London is very similar to actual one, since 

its strategy is effective, and the cost of promotion is very low. 

In next subchapters, will be introduced particular points of new communication mix of 

Citylife London.  

Social media 

Social media are very important part of Citylife Nottingham promotion strategy and this 

approach is very effective since vast majority of young people use it – nowadays 

approximately 2 billion people actively use Facebook every month (technet.idnes.cz, 

2017).  

Citylife London has to establish their Facebook page, where it will share all planned trips 

and events and will provide all needed information about the company – including 

references about the brand from other cities. Also, the staff of Citylife London should set 

up new personal accounts, as employees and admins of Facebook pages. This staff will 

then regularly check Facebook groups designed for international people in London, 

Erasmus students in London, those who are searching for student accommodation in 

London etc. and will add all new people in those groups to their Facebook list of friends. 

Once they have these internationals in the friends list, they can invite them for their events 

and introduce the Citylife London to them. Set up of new Facebook groups would be very 

helpful as well, and since these groups will belong to Citylife, they could share the post 

directly to those groups too. 

Another very used platform is Instagram, that favourability is still increasing among the 

young population. The approach will be very similar to Facebook one. Once there is an 

account of Citylife London, the social media manager should work on their profile and 

number of their followers. The Instagram profile has to contain catchy and interesting 

pictures, which would perfectly promote the business – pictures from trips and events, 

motivation, info about London etc. – and also inform about actual agenda through 
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Instagram stories. The profile has to be very active and they can use also paid promotion, 

with the possibility to select the right target group – age, gender, location etc.  

As it is proved, that there is a big Chinese community of students in London, I see as a 

very convenient to hire Chinese person as a part of the Citylife team. The main reason is, 

that the Facebook, which is the main distribution channel, is prohibited in China, and thus 

many Chinese are not used to use Facebook. In China, they have substitutional platforms, 

and one of the most used is for example WeChat, more about this in appendix 3. This 

person would manage the profile of company there and promote our products.  

Website and its optimization 

The website is another very important part of company’s promotion. Citylife London will 

need to establish new web page www.citylife-london.com, as they have for Citylife 

Nottigham (see www.citylife-nottingham.com) and other cities. Their web presentation 

is well-done, thus, the new web page should be done the same way, plus they can consider 

adding a payment gateway, as it was mentioned above.  

To make the webpage visible in searching of potential customers, I recommend them to 

optimize their web page. That means, they need to hire some person, who will write 

regular blogs with topics which would be interested for potential clients – life in London, 

actual affairs, international life in UK etc. – to make the web page pop up on better 

positions in searching engines platform as for instance google.  

Google AdWords and My Business 

Another option, which is paid, is to set up PPC (pay-per-click) campaign. I recommend 

using Google AdWords, as Google is the most used searching engine in the world, see 

appendix 3. In case of London, the price can be a bit higher than it would be in case of 

Nottingham, because of the size of the market, and mainly the number of competitors.  

The company should also register themselves in My Business by Google, where the 

registered company gets free Google listing. The listing appears right when people are 

searching for the business or businesses like yours on Google Search or Maps. 
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Leafleting 

Leaflets distribution is still a very effective way how to promote the business and 

therefore I recommend it too. Citylife London should distribute leaflets mainly closely to 

local universities in London where are daily thousands of students. For this purpose, the 

company needs to ask local council for a permission. Leafletting without permission is 

prohibited in England, and the penalty can be up to £80, or a fine up to £2,500 and a 

criminal record (gov.uk, 2018).  

• Detailed info about leafleting in the UK can be found at www.gov.uk/permission-

to-distribute-leaflets. 

Universities, Societies, and Colleges  

As the last and also very important option is cooperation with local universities and 

colleges. For Citylife, it would be very helpful, if international offices of these institutions 

would recommend us to new incoming international students. This would be effective 

mainly for those students, who are coming to London for exchange study – for instance, 

Erasmus programme. Or even permission to place the promotion materials in their 

facilities could bring new customers for us.  

The similar thing can be done in case of partner universities of local universities. As a 

partner university is meant university, where are international students are coming from. 

We can offer them help for their outgoing students in form of our “Welcome Student 

Guide” for the city of London. This Guide will contain all important information that the 

student wants and needs to know about the life in London, and also there will be 

information about our company. Citylife Nottingham and Sheffield already have their 

own guide each. The Citylife Nottingham Welcome Guide was made by me and one 

journalist student, while I was working for them. 

In England, the societies at universities are very popular. Therefore, the collaboration 

mainly with international societies – for instance, Indian Society, Chinese society, 

Portugal Society - would be very prosperous as well.  
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6 CONCLUSION AND RECOMMENDATION 

The aim of this master’s thesis was to evaluate the possibility of expansion of company 

Citylife to the new market – London - and to propose a suitable marketing strategy for 

this expansion.  

After evaluation of all internal and external analyses, I came to the conclusion that 

expansion to this market is appropriate since there is a large market of target customers, 

collaborators, and the environment of London is generally suitable for Citylife business. 

In the work, the relevant theory was introduced first, and on its basis, I created my ideas 

for internal analysis of the company, external market analysis and subsequent 

recommendations for expansion into the new market. After consideration of possible 

approaches, I chose the 5C analysis, PEST analysis, SWOT analysis and customer 

satisfaction questionnaire. I also evaluated the company's current marketing mix and then 

proposed a new marketing mix adjusted to the needs of the new market. In the analytical 

part, also key success factors of this business were introduced. 

After the analysis of Citylife, it was found that the company is in a good condition and it 

has a well-established marketing mix, and company founders put an effort to adapt the 

strategy according to new circumstances if it is needed. That's why I concluded, that the 

company is ready for expansion to another new market, even the market is so huge, as it 

is in the case of London. Citylife can most of its existing strategy use for the new market, 

it can benefit from its experience and from references of satisfied customers as well. 

In the work, however, it was mentioned that although the current strategy is effective and 

sufficient for the cities where Citylife is currently operating, the establishment of a 

London business will be more demanding in financial, logistical and time terms. As 

London is a huge and vibrant city, the start of a business can be challenging, and it will 

need to make quite large initial investments. The company must establish new websites, 

Facebook sites, and Instagram profile. Then find the right local partners and choose the 

area where they want to organize their events and have their office, which may be a key 

point in the strategy. Also, it could not be forgotten, that Citylife does not currently have 
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employees who would manage the business of the company in London, and this process 

of recruitment may need a considerable effort. 

However, if all these requirements will be fulfilled, a good promotion will be developed, 

and good cooperation will be established, there is a strong premise that the company will 

be successful since there is a large target customer market in London and the concept that 

Citylife offers, does not have competitors in London. 

Also, the future situation development is presumed to be positive, with no critical risks 

over the next few years. According to predictions of research institutes, although there is 

the planned Brexit, the number of international students will grow steadily in the United 

Kingdom, and especially in London. London will be a more sought-after destination for 

international students from all over the world, and since the UK economically and socially 

benefits from these international incoming students and young professionals, I do not 

assume the UK’s legislation will be negatively changed in the future.  
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7 LIMITATIONS OF THIS WORK 

The study was faced with various limitations. The main limitation of this work is the data 

associated with the research of the London market. This research was conducted only on 

the basis of secondary data research on the Internet. This limitation is mainly connected 

to the location of a business in London. There were no available data about the location 

of international students in London, so the proposals are based on logic, deduction and 

bloggers recommendation, what can be a subjective opinion. This is also connected with 

the research of potential collaborators, especially the proposal of suitable venues to 

collaborate with. For this proposal, it is advisable to personally visit individual localities, 

and then clarify possible conditions of cooperation and their suitability for this business. 

Another, but not very significant limit is a customer research. Based on statistics, I was 

able to get decent data on the international student population in London, but I was unable 

to find specific numbers of young workers incoming from outside the UK. These people, 

however, do not represent a large percentage of our customers and therefore do not affect 

the resulting decision for expansion to London. The same limit applies to international 

students who come to study to London only for an exchange or short stay, which means 

that final numbers of the international population are even higher. 
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APPENDIX 1 

International student population statistics 

 

Figure 7  10 UK cities with the most universities 
Source: https://www.citymetric.com/horizons/which-british-city-has-most-universities-and-
whats-largest-city-without-any-2157 
 
 
Table 5  Student population in London 
 

Name of 
university 

Total student 
population 

Internation
al student 
population 

% of 
international 

students 
% of EU 
students 

% of non – 
EU 

students 
City 
University  

18997 2753 39,00% 11% 28% 

University of 
Greenwish 

19914 3783,66 19% 7% 12% 

University of 
the arts 
London  

18290 8779,2 48% 13% 34% 

Birkbeck, 
University of 
London 

12915 1291,5 10% 5% 5% 
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Brunel 
University 
London 

13130 4201,6 32% 6% 26% 

Goldsmiths, 
University of 
London 

9345 2336,25 25% 9% 16% 

Imperial 
College 
London 

17565 8782,5 50% 16% 34% 

King's 
College 
London 

30565 9169,5 30% 12% 18% 

Kingston 
University 

19470 3309,9 17% 5% 12% 

London 
Metropolita
n University 

12145 1578,85 13% 9% 4% 

London 
School of 
Economics 

11210 7398,6 66% 17% 49% 

London 
South Bank 
University 

17985 1978,35 11% 4% 7% 

Middlesex 
University 

19505 5071,3 26% 9% 17% 

Queen Mary 
University of 
London 

25332 8106,24 32% 10% 22% 

Royal 
Holloway, 
University of 
London 

10325 2994,25 29% 8% 21% 

SOAS, 
University of 
London 

6360 2925,6 46% 15% 31% 

St George's, 
University of 
London 

4855 339,85 7% 2% 5% 

St Mary's 
University, 
Twickenham 

5535 387,45 7% 4% 3% 

University 
College 
London 

37905 15162 40% 11% 29% 
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University of 
East London 

13215 1189,35 9% 3% 6% 

University of 
Roehampton 

10205 1122,55 11% 4% 7% 

University of 
West 
London 

10390 1558,5 15% 7% 8% 

University of 
Westminster 

19650 5895 30% 10% 20% 

Total 364808 100115 26,61% 9% 18% 

 
Source: Own processing based on universities data 
 
 

Table 6  Student population in UK cities and universities 
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City Number of 
international 
students 

University Total 
number 

of 
students 

% of 
international 

students 

TOTAL 
international 

students 

Nottingham   Nottingham Trent 
University 

23045 18% 4148,1 

Nottingham 11572,1 University of 
Nottingham 

29176 30% 7424 

Leeds   University of Leeds 27995 26% 7278,7 

Leeds   Leeds Trinity 
University 

3715 1% 37,15 

Leeds   Leeds Beckett 
University 

20122 14% 2817,08 

Leeds 10198,93 Leeds art university  1320 5% 66 

Sheffield   Sheffield Hallam 
University 

24627 14% 3447,78 

Sheffield 12296,94 University of 
Sheffield 

24581 36% 8849,16 

Loughborough 3136 University of 
Loughborough 

17807 22% 3136 

Liverpool   Liverpool Hope 
University 

8000 4% 320 

Liverpool   Liverpool John 
Moores University 

18268 13% 2374,84 

Liverpool 22366,44 University of 
Liverpool 

19810 35% 6933,5 

Birmingham   University of 
Birmigham 

27061 27% 7306,47 

Birmingham   Birmingham city 
university 

22500 8,50% 1912,5 

Birmingham   Newman university 26025 5,20% 1353,3 

Birmingham 13358,86 Aston University 8989 31% 2786,59 

Northampton   University of 
Northampton 

12985 10,20% 1324,47 

Durham   Durham University 17396 30% 5219 

Newcastle   Newcastle 
University 

20952 30% 6285,6 

oxford   Oxford Brookes 
University 

17840 18% 3211,2 

Oxford 10966,62 University of Oxford 20409 38% 7755,42 

Cambridge    The Open University       

Cambridge    Anglia Ruskin 
University  

15197 25% 3799,25 

Cambridge 10235,4 University of 
Cambridge 

18389 35% 6436,15 
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Source: Own processing based on universities data 
 

 

York   York St John 
University 

5616 6,56% 368,4096 

York 4408,1496 University of York 14962 27% 4039,74 

Leicesrter   De Montfort 
University 

15880 25% 3970 

Leicester 9531,3 University of 
Leicester 

14635 38% 5561,3 

Edinburgh   The university of 
Edinburgh 

39666   17271 

Edinburgh   Heriott-Watt 
University 

9259 41% 3796,19 

Edinburgh   Napier university 10953 32% 3504,96 

Edinburgh   Queen Margaret 
University 

8036 43% 3455,48 

Edinburgh 28090,83 Scottish Rural 
College 

1580 4% 63,2 

Warwick & 
Coventry 

  Coventry university 22737 45% 10231,65 

Warwick & 
Coventry 

17417,01 University of 
Warwick 

18424 39% 7185,36 

Lancaster   University Of 
Cumbria in 
Lancaster 

8790 3% 263,7 

Lancaster    Bishop Grosseteste 
University 

1451 0% 0 

Lancaster 5501,34 Lancaster University 14549 36% 5237,64 

Cardiff   Cardiff Metropolitan 
University 

9711 12,20% 1184,742 

Cardiff 7473,102 Cardiff University 24186 26% 6288,36 

Lincoln 1740 University of 
Lincoln 

10874 16% 1739,84 
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APPENDIX 2 

 
 

Source: Screen Shot - Google map 

 
Figure 8  Map of universities location in London 
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Source: University of London 
 

 

 

Figure 9   Average rents in London 
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APPENDIX 3 

WeChat 

China - country with 1.3 billion people, that have no access to Facebook, Instagram, and 

Twitter. However, more than half of them are using one online social service to chat 

with friends, make voice and video calls, play games, split lunch bills, make online 

payments and even more – WeChat. WeChat is taking over China in both social and 

commercial aspects. It has grown into the largest and the most influential social network 

in China (Ling, 2017). That means a big potential for business purposes. People can 

register a WeChat account as an individual or a business. 

• Requirements for an Individual - a Chinese ID card, a Chinese bank account, a 

Chinese mobile phone number, and a personal WeChat account. Each Chinese ID 

card can register up to 2 WeChat Official Accounts. 

• Requirements for a business - a business license, an associated bank account, a 

mobile phone number, and a personal WeChat account (SEO Shifu Blog, 2017). 

WeChat currently only allows companies and organizations from the following countries 

and regions (SEO Shifu Blog, 2017):  

• China Mainland 

• Hong Kong Special Administrative Region 

• Macao Special Administrative Region 

• Taiwan, China 

• Japan 

• South Korea 
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Usage of Google search engine 

 
Figure 10   Worldwide desktop market share of leading search engines from January 2010 to 
April 2018 
Source: https://www.statista.com/statistics/216573/worldwide-market-share-of-search-engines/ 
 
“This statistic shows the global market share of leading internet search engines. In April 

2018, online search engine Bing accounted for 6.45 percent of the global search market. 

During the same month, Chinese search engine Baidu had a market share of 0.86 percent. 

Ever since the introduction of Google Search in 1997, the worldwide market share of all 

search engines has been rather lopsided. Google has dominated the search engine market, 

maintaining an 86.3 percent market share as of April 2018. The majority of Google 

revenues are generated through advertising. The company has also expanded its services 

to mail, productivity tools, enterprise products, mobile devices and other ventures. As a 

result, Google earned one of the highest tech company revenues in 2017 with roughly 

110 billion U.S. dollars.” (Statista, 2018). 
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APPENDIX 4 

Limited company tax 

This chapter is a copy of text about English tax system for Limited company! 

Source: https://www.companybug.com/limited-company-tax-basics/ 

Corporation Tax 

All limited companies must pay Corporation Tax on their profits, and one of the first 

things the company owner will do is to register your new company to pay Corporation 

Tax. Each year, your company must complete its company corporation tax return 

(CT600). 

The owner must also pay any Corporation Tax owed within 9 months and 1 day of his 

company’s ‘normal due day’, which is typically the anniversary of when the company 

was formed. 

For smaller companies, the current ‘small companies rate’ is 20% on profits up to 

£300,000. For larger companies with profits of £1.5m or more, the main rate has also now 

fallen to 20% (2015/16). Between these two thresholds, a system of ‘marginal relief’ is 

applied (Companybug, 2018). 

Value Added Tax (VAT) 

If you are likely to turnover £82,000 or more during any 12 months period (this is the 

2015/16 threshold), you must also register your company for Value Added Tax (VAT). 

Essentially, you collect VAT on behalf of HMRC, but adding the prevailing rate to your 

invoices (the standard rate is 20%). Once you deduct any VAT your company may have 

spent during a VAT quarter, you pay the balance to HMRC. 

There are several types of VAT scheme available: the ‘cash’ scheme enables you to only 

repay VAT to HMRC once payment has been received by you, and the Flat Rate VAT 
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scheme provides a simpler way of calculating tax, by allowing you to apply a flat VAT 

percentage when calculating your liabilities. 

Your accountant will be able to work out which scheme is most likely to suit your 

business (Companybug, 2018). 

PAYE / National Insurance Contributions 

The other initial task the company likely to do is to set up your company payroll. If the 

owner and any employees receive a salary, then income tax and National Insurance 

Contributions (NICs) are deducted at source and paid to HMRC on a monthly or quarterly 

basis. 

Even if the company does not pay any salaries which breach the lower threshold for tax 

or NICs, it must still notify HMRC that no tax is due for that period (this is a simple 

process) (Companybug, 2018). 

Other taxes  

Alongside the main taxes the limited company is liable to pay, will also have to pay tax 

on any income you receive personally, typically in the form of salary or dividends 

drawn from your company. 

You settle the personal tax liabilities via the self-assessment process each year, the 

company has to submit personal tax return, together with any taxes owed, by 31st January 

in the year following the end of the tax year in question. 

It may also be liable to Capital Gains Tax on any assets it has disposed of during the tax 

year (such as shares, investments, or property). The current standard CGT rates are 18%, 

or 28% (applied to higher rate tax payers). 

If you sell your own company, and have owned the shares for at least 12 months, then the 

company may be eligible to pay Entrepreneurs’ Relief on the proceeds – at a flat rate of 

10% (Companybug, 2018). 



 86 

APPENDIX 5 

Citylife Nottingham Trips 

Table 7  Citylife Nottingham Trips 
 

Trip Length Price (with Citylife card) 
£ 

Cambridge 1 day 27 (24) 

Cardiff 1 day 26 (23) 

Oxford 1 day 27 (24) 

Bristol 1 day 27 (24) 

Snowdonia 1 day 29 (26) 

Harry Potter Trip 1 day 29 (26) 

Scottish Highlands 4 days 199 (195) 

Southern Coast 3 days 104 (99) 

Peak District 1 day 25 (22.5) 

Lake District 1 day 29 (26) 

Whitby & Scarborough 1 day 27 (24) 

Stonehenge & Bath 1 day 29 (26) 

Dublin 3 days 89 (85) 

York 1 day 26 (23) 

London & Windsor 2 days 69 (66) 

Euro Trip 7 days 349 (344) 

Ibiza 4 days 189 (184) 

Morocco 8 days 369 (364) 

 

Source: Own processing based on information from www.citylife-nottingham.com/trips 
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