
 

x  

 

 

TABLE OF CONTENTS 

APPROVAL OF THESIS ..................................................................................... ii 

APPROVAL OF EXAMINATION PASSAGE ................................................. iii 

STATEMENT OF ORIGINALITY THESIS .................................................... iv 

MOTTO AND TRIBUTE ..................................................................................... v 

ABSTRACT .......................................................................................................... vi 

ABSTRAK ........................................................................................................... vii 

PREFACE ........................................................................................................... viii 

TABLE OF CONTENTS ...................................................................................... x 

LIST OF TABLES .............................................................................................. xii 

LIST OF FIGURES ........................................................................................... xiii 

APPENDIX LIST ............................................................................................... xiv 

CHAPTER I INTRODUCTION .......................................................................... 1 

1.1 Company Background ................................................................................ 1 

CHAPTER II PROBLEM DEFINITION AND CENTRAL RESEARCH 

QUESTION ............................................................................................................ 3 

2.1 Problem Definition ...................................................................................... 3 

2.2 Central Research Question ......................................................................... 3 

CHAPTER III RESEARCH METHODOLOGY AND JUSTIFICATION .... 4 

CHAPTER IV RESULT OF INVESTIGATIONS............................................. 6 

4.1 Podcast Marketing ...................................................................................... 6 

4.1.1 Benefit of Podcast Marketing in Relation to Other Social Media .. 7 

4.2 Internal Analysis ....................................................................................... 10 

4.2.1 Agility Startup’s Business Model and Strategy of Agility Startup 

and How Are They Organized? ...................................................... 11 

4.2.2 Agility Startup overall performance analysis ................................ 14 

4.2.3 Which marketing instruments are used by Agility Startup? ........ 46 

4.2.4 Final internal analysis: What are Agility Startup’s strength and 

weakness? .......................................................................................... 48 

4.3 External Analysis ...................................................................................... 50 

 



 

xi  

4.3.1 The Netherland’s Macro Environment Which Could Impact 

Agility Startup’s Expansion? .......................................................... 50 

4.3.3 What is The Most Used Social Media in the Netherlands and 

Which Media Could Impact Agility Startup’s Brand Awareness 

and Recognition? .............................................................................. 76 

4.3.4 Who is The Target Audience of Agility Startup’s Podcast 

Marketing? ........................................................................................ 77 

4.3.5 What is The Challenge of Podcast Marketing? .............................. 82 

4.3.6 Final External Analysis: What are Agility Startup’s Opportunities 

and Threats? ..................................................................................... 87 

CHAPTER V ANALYSIS OF RESULTS ........................................................ 93 

5.1 Confrontation Matrix ............................................................................... 93 

5.2 SFA Matrix ................................................................................................ 96 

CHAPTER VI RECOMMENDATIONS ........................................................ 101 

6.1 The Preferred Marketing Option .......................................................... 101 

6.2 Marketing Option 2................................................................................. 103 

6.3 From Cultural and Ethical Context ...................................................... 105 

6.4 From all Business Domains .................................................................... 107 

CHAPTER VII IMPLEMENTATION PLAN AND MONITORING ......... 121 

CHAPTER VIII CONCLUSIONS .................................................................. 122 

CHAPTER IX SUMMARY CONCLUSIONS AND RECOMMENDATIONS 

(statements) ........................................................................................................ 125 

BIBLIOGRAPHY ............................................................................................. 127 

APPENDIX ........................................................................................................ 132 


