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Abstract 
In the past few years, a topic that has caught much attention by academia is the rather 
new concept of ‘social media’. Today, it is expected by business-to-business 
organizations to involve social media in their marketing activities. However, the 
existing literature surrounding the concept has mainly focused on the business-to-
consumer context, and there is a lack of research on the concept in a business-to-
business context. This bachelor thesis aims to contribute to the theoretical landscape of 
social media in a business-to-business context as well as to study marketing managers’ 
work with social media in large international business-to-business organizations. The 
purpose of this thesis is to understand the reasons for large international business-to-
business organizations to engage in social media for marketing purposes. In order to 
fulfill the purpose, two research questions were formulated as (i) What do marketing 
managers at large international business-to-business organizations experience that social 
media is effective for? and (ii) How do marketing managers at large international 
business-to-business organizations measure the effectiveness of social media? A 
qualitative method was chosen for the thesis, where seven semi-structured interviews 
were conducted with marketing managers from three large international business-to-
business companies. The marketing managers contributed with their experiences which 
resulted in that the thesis concluded that social media is effective for; firstly, as a 
communications channel with customers, secondly, to create awareness as well as third 
and lastly, to support existing relationships as well as build new relationships. Further, 
the thesis also found that the interviewed marketing managers use the metrics; reach, 
likes, comments, cost per lead and impressions when measuring the social media 
effectiveness. However, uncertainties were expressed regarding the reliability of these 
metrics. 
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1 Introduction 
This chapter introduces the topic and field chosen for this thesis. The chapter provides 
an overview of the subject, social media, in a business-to-business context, as well as 
presents a problem discussion to why the certain subject is chosen. The chapter also 
provides a purpose which is linked to the research questions which is followed by the 
thesis delimitations as well as an outline of the thesis. 
 
1.1 Background 
In the past ten years, a topic that has caught much attention by academia and industries 
as well as have revolutionized lives, is the topic ‘social media’ (Ngai, Tao and Moon, 
2015). According to Siamagka et al., (2015), individuals now, more than ever, spend 
time online using social media channels. Kaplan and Haenlein (2010, p.61) define social 
media as “[...] a group of Internet-based applications that build on the ideological and 
technological foundations of Web 2.0 and that allow the creation and exchange of User-
Generated Content (UGC).” 
 
Moreover, Kaplan and Haenlein (2010) discuss that the foundation of social media as it 
is known today, was the social media channels MySpace which was founded in 2003, 
and Facebook which was founded in 2004. However, the foundation of social media is 
argued to be Web 2.0, which were developed in 2004 (ibid). Web 2.0 was used by 
software developers and Internet users to utilize the Internet (ibid). It included various 
features, however, the main advantage Web 2.0 offered its users was that it allowed 
content to now be created and modified by multiple users (ibid). Further examples of 
Web 2.0 is the development of blogs, Wikipedia, and other projects which multiple 
users could collaborate on together (ibid). Kaplan and Haenlein (2010, p.61) further 
discuss the term user-generated-content (UGC) from 2005, which they claim is 
connected to the origin of social media. The authors describe that UGC “[...] can be 
seen as the sum of all ways in which people make use of Social Media.”  
 
Moreover, Kotler and Armstrong (2018) discuss that digital marketing technologies, 
which include mobile, online, and social media, is the marketing area of which today is 
changing the fastest. The way we live in terms of how we communicate, shop and share 
information has changed in recent years due to the rapid growth of digital technology 
(ibid). By cause of this growth, it has become a priority as well as a challenge for 
marketers today to keep up with technologies, digital concepts as well as practices, and 
many are, because of this, now involving new marketing approaches, such as social 
media (ibid). Further, social media in a business-to-business (B2B) context is discussed 
by Kietzmann et al., (2011, p.241) who describe it as “[...] content sharing sites, blogs, 
social networking, and wikis - to create, modify, share, and discuss Internet content. 
This represents the social media phenomenon, which can now significantly impact a 
firm’s reputation, sales, and even survival.” 
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Furthermore, the various social media channels are used in different ways, and are 
according to Iankova et al., (2018) they are providing B2B organizations with different 
benefits. According to Siamagka et al., (2015), the most used social media channels 
within B2B organizations are LinkedIn, Facebook and Twitter. Additionally, Bernard 
(2016) adds that blogging and Youtube are also leading social media channels for B2B 
organizations. Ngai, Tao and Moon, (2015) stated that social media comes with both 
positive and negative sides. As mentioned by Cawsey and Rowley (2016), as well as by 
Järvinen and Karjaluoto (2015), social media can support B2B organizations 
measurement activities. Social media is further acknowledged to enhance the 
communication which B2B organizations have with their customers and partners 
(Buratti, Parola and Satta, 2018; Mehmet and Clarke, 2016; Murphy and Sashi, 2018). 
Additional positive aspects that B2B organizations using social media can benefit from, 
is that it can improve already existing relationships as well as create new relationships 
(Agnihotri et al., 2016; Bernard, 2016; Guesalaga, 2016; Huotari et al., 2015; Murphy 
and Sashi, 2018). 
 
On the contrary, researchers have highlighted that social media has negative sides as 
well of which B2B organizations can be affected by. One of these negative sides is a 
lack of knowledge (Bernard, 2016; Buratti, Parola and Satta, 2018; Guesalaga, 2016), 
such as that organizations may be uncertain about how to use social media properly 
(ibid). A second negative side B2B organizations may face when using social media is 
the various security risks which must be taken into consideration (Jussila, Kärkkäinen 
and Aramo-Immonen, 2014; Kaplan and Haenlein, 2010). Furthermore, difficulties with 
measurement activities are also discussed in the literature as a negative aspect of social 
media, that B2B organizations could have difficulties to measure the return-on-
investment (ROI) of their social media activities (Cawsey and Rowley, 2016; Iankova et 
al., 2018; Järvinen and Karjaluoto, 2015). Despite this, social media is argued to have 
changed the way of how organizations and individuals are interacting and 
communicating (Ngai, Tao and Moon, 2015). 
 
1.2 Problem Discussion  
However, existing literature surrounding the topic of social media has highlighted the 
lack of research in a B2B setting, and argue that the interest of the topic has instead had 
its focus on the business-to-consumer (B2C) setting (Buratti, Parola and Satta, 2018; 
Cawsey and Rowley, 2016; Iankova et al., 2018). Additionally, Siamagka et al., (2015, 
p.89) claim that “[...] research on the adoption and use of social media channels by 
B2B organizations is still in its embryonic stage, with only a handful of studies 
exploring the marketing potential of social media in industrial settings.” 
  
Furthermore, Ngai, Tao and Moon (2015, p.42) discussed in their research that social 
media can both help and harm organizations and further stated that “Future research 
should address both the positive and negative sides of adopting social media and 
provide explanations and resolutions to enable healthy growth of the social media 
market in the years to come.” Similarly, as mentioned in the previous section, Iankova 
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et al., (2018) argue that the different social media channels can benefit B2B 
organizations in different ways. Additionally, Murphy and Sashi (2018) argue that as a 
result of their differences, the channels may be appropriate to use for different types of 
tasks.  
 
Moreover, a debated topic from the existing literature surrounding social media in a 
B2B context is that organizations find it difficult to link their social media marketing to 
financial results (Järvinen and Karjaluoto, 2015). However, Siamagka et al., (2015) 
argue that even though organizations experience this difficulty as well as do not 
frequently measure the social media marketing performance, they continue to invest in 
social media for marketing purposes. In addition, Ammirato et al., (2019, p.67) stated 
that “Our study demonstrated that bigger companies understand benefits and potentials 
of using social tools better than the others, both internally and during interact with 
partners.” Similarly, Järvinen et al., (2012) argued that measuring the social media 
performance is connected to the company’s size, and further stated that large 
organizations are more likely to actively measure the social media performance. 
Additionally, Siamagka et al., (2015) discussed that future research should focus on 
including large organizations in their sample. 
 
Furthermore, in a study conducted by Ammirato et al., (2019), the authors highlight that 
the third largest barrier to why B2B organizations do not implement social media is 
because they believe there is a lack of good case studies. Additionally, Pascucci, 
Ancillai and Cardinali (2018) stated in their research regarding B2B companies usage of 
social media that “[...] the firm/function perspective appears to be extensively 
investigated, whereas the individual perspective is far less explored.” Considering this, 
as well as the previously mentioned point argued by Ammirato et al., (2019), that large 
organizations understand the benefits as well as the potential of using social media 
better than others, this thesis will be a multiple-case study focusing on the individual 
perspective. The thesis will research the marketing managers at large international B2B 
organizations experiences, beliefs, and thoughts on the reasons for large B2B 
organizations to engage in social media for marketing purposes. In this thesis, large 
organizations are defined as organizations with more than 250 employees 
(Ec.europa.eu, 2016). 
 
As previously mentioned, there is a lack of research surrounding the topic of social 
media in a B2B context, and for the last eight years, researchers have addressed the 
need for further research of the topic (Ammirato et al., 2019; Buratti, Parola and Satta, 
2018; Cawsey and Rowley, 2016; Järvinen et al., 2012; Michaelidou, Siamagka and 
Christodoulides, 2011). The journal Industrial Marketing Management has announced a 
call for papers on ‘Innovative digital marketing management in B2B markets’ where 
they state that “The rise of digital B2B marketing presents fertile research opportunities 
for theory development and applied research into the issues and challenges faced by 
practitioners seeking guidance for strategy development and tactical execution” 
(Elsevier.com, 2019). It is further highlighted that “As digital technologies advance, 
digital marketing is most likely becoming an integral part of successful B2B marketing 
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strategy. Digital marketing is evolving toward greater use of interactive platforms” 
(Elsevier.com, 2019). This call for papers is seen as a confirmation for the need of this 
thesis, which hopefully can contribute to both academia as well as practitioners. 
 
1.3 Purpose and Research Questions 
This thesis intends to study marketing managers’ work with social media in large 
international business-to-business organizations. By interviewing marketing managers 
from three large international business-to-business organizations; the purpose of this 
thesis is to understand the reasons for large international business-to-business 
organizations to engage in social media for marketing purposes. In order to contribute to 
the academic field of social media in a business-to-business context and for marketing 
practitioners, as well as to reflect the purpose of this thesis, the following two questions 
have been formulated: 
 

RQ1: What do marketing managers at large international business-to-
business organizations experience that social media is effective for? 
 
RQ2: How do marketing managers at large international business-to-
business organizations measure the effectiveness of social media? 

 
1.4 Delimitations 
This study is delimited in different aspects. The study has chosen to focus on collecting 
the empirical material from only large international B2B organizations operating in 
Sweden and not involving small-medium-enterprises (SME). This was done due to the 
previously discussed, that large organizations are more likely to understand the potential 
and benefits from using social media (Ammirato et al., 2019) and due to that Siamagka 
et al., (2015) highlighted the need for future research where large organizations were 
included in the sample. Further, an additional delimitation of the thesis is that the 
sampled companies are all international companies. This delimitation was chosen due to 
the international focus of the bachelor program. Finally, only organizations who are 
already known to be active on social media was chosen to be included in the sample of 
this thesis, as well as a specific role was chosen for the interviewees. This delimitation 
was chosen in order to receive rich and detailed data on the topic from the interviewees, 
and this will be further discussed in the methodology. 
 
1.5 Outline of the Thesis  
This thesis is divided into six main chapters, starting with a brief introduction of the 
topic, a problem discussion, a purpose and research questions. After this, the theoretical 
foundation is presented, in order to present a background of the studied area. This 
chapter is followed by the thesis methodology, which later is followed by a presentation 
of the empirical findings. Later, the analysis is presented and the thesis is then 
concluded in the last chapter by sharing the conclusions and implications. 
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2 Theoretical Framework 
This chapter presents the theoretical framework of this thesis. It aims to provide 
existing knowledge of key concepts and definitions as well as an overall understanding 
regarding the impact social media can have on organizations in a business-to-business 
context. The chapter is ended by presenting a conceptual framework where the different 
concepts presented are connected. 
 
2.1 Social Media 
Kotler and Armstrong (2018) explain digital and social media marketing, which they 
refer to as using digital marketing tools such as social media, blogs, mobile apps, email 
as well as other digital platforms in order to capture customers through their 
smartphones, computers or other digital devices at any time and place (ibid). According 
to Järvinen et al., (2012), the use of technologies in marketing efforts are often 
described as ‘digital marketing’ which also can be referred to as internet/online 
marketing. The authors claim that it can be of a challenge to separate the concepts of 
digital marketing and social media for the reason that the concepts are somewhat 
integrated (ibid). The authors further add that the various social media and digital tools 
which are used to help organizations to support the interaction with their customers are 
all referred to as ‘digital marketing’ (ibid). The authors describe social media as “[...] 
an enhancement to, rather than a replacement for, other digital media, and accordingly, 
we regard social media as integrated elements, platforms, and tools of digital marketing 
that facilitate social interaction between businesses and customer networks” (Järvinen 
et al., 2012, p.104). Jussila, Kärkkäinen and Aramo-Immonen (2014, p.607) argue that 
social media has various definitions and that “Social media are certainly not a unified 
and well-defined set of approaches, and thus, this should be taken into consideration 
when studying the use and potential of social media in selected contexts.” 
 
Moreover, Juntunen, Ismagilova and Oikarinen (2019), as well as Wang, Pauleen and 
Zhang (2016), describe social media as rapidly advancing in terms of usage for B2B 
organizations. Further, social media is offering users a platform to connect with each 
other, discuss and share information (Kotler and Armstrong, 2018; Pascucci, Ancillai 
and Cardinali, 2018), and this, according to Kotler and Armstrong (2018) is an ideal 
solution for marketers in order to provide real-time marketing, which is described as the 
following: “[...] marketers can engage consumers in the moment by linking brands to 
important trending topics, real-world events, causes, personal occasions, or other 
important happenings in consumers’ lives” (ibid, p.47). 
 
Juntunen, Ismagilova and Oikarinen (2019) highlight the importance for organizations 
to have a structured plan and strategy for their content creation. Likewise, it is stated by 
Lashgari et al., (2018) that organizations wanting to adopt social media should have a 
strategy for it in order to have clear goals for the usage, what type of content that should 
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be published, who the target audience for the organization is, as well as, which social 
media channels that should be used. The strategy should also include how social media 
should be integrated into the organization's marketing communication channels (ibid). 
The authors further highlight that an adoption strategy should include: 
 

“[...] content (depth and diversity), corresponding social media 
platform, structure of social media channels, role of moderators, 
information accessibility approaches (public vs gated-content) and 
online communities. These elements are customized to the goals and 
target group the firm sets to pursue” (Lashgari et al., 2018, p.740). 

 
It is further acknowledged by Siamagka et al., (2015) that organizations which have not 
yet adopted social media will in the future be pressured by competitors as well as by 
both existing and potential customers to interact with the help of social media. 
However, Järvinen et al., (2012) argue that B2B firms need to take their time to 
understand how to properly use social media as well as how it should be used in 
accordance to the marketing purposes. 
 
Nonetheless, Huotari et al., (2015) argue that marketing professionals are able to, at 
social media, create content such as information, videos, articles, and blog posts. Social 
media is also offering organizations to have conversations with customers, due to that 
the customers and social media users are able to comment and react on the content 
posted (ibid). Michaelidou, Siamagka and Christodoulides (2011) argue that 
organizations are able to adopt social media easily and that it does not require large 
investments compared to other technologies. 
 
Social media is further described by Siamagka et al., (2015, p.94) to provide B2B 
organizations with various benefits which include “[...] enhanced competitiveness, cost-
effectiveness, customer engagement/relationship building potential, business exposure 
and real-time feedback.” Wang, Pauleen and Zhang (2016) discussed that social media 
was perceived as beneficial for B2B organizations using it, in terms of reaching various 
marketing goals and overall business performance. On the other hand, Ngai, Tao and 
Moon (2015, p.42) describe that social media does not only include benefits, it also 
comes with negative sides, and the authors state that “[...] a coin always has two sides; 
social media are a double-edged sword that can help and harm.” In section 2.6, barriers 
to using social media will be further presented.   
 
2.1.1 Social Media Channels 
Bernard (2016) highlights that marketing professionals must understand that the 
different social media channels are, in terms of usage and users, developing and 
evolving quickly and must, therefore, understand whom and what they are reaching on 
each channel and with what content. As mentioned before, the most used social media 
channels for B2B organizations are LinkedIn, Facebook, Twitter (Siamagka et al., 
2015), blogging and Youtube (Bernard, 2016). Further, Iankova et al., (2018) argue that 
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the largest social media channel in terms of users for B2B organizations is LinkedIn and 
similar business-related social media channels (ibid). Furthermore, Agnihotri et al., 
(2016) and Gruner and Power (2018) argue that the different social media channels 
provide different benefits for B2B organizations in how they are interacting with 
customers and partners, and Cawsey and Rowley (2016) also add that social media 
enables organizations to generate leads with the use of it. Gruner and Power (2018) add 
that not all channels are beneficial for B2B organizations, due to the different 
characteristics of each channel, and that organizations are able to reach different types 
of target audiences on the different channels. 
  
Moreover, according to Kotler and Armstrong (2018), the social media channels are 
widely used within both the B2C and B2B context, and the authors mention that 
Facebook has around 1.59 billion active members per month, Twitter has around 315 
million monthly users, Instagram has more than 400 million monthly users and Google+ 
has around 300 million users per month. The authors further discussed that most 
organizations often have their different social media channels linked from the official 
website of the organizations which often includes links to the official Facebook, 
LinkedIn, Twitter and multiple more channels (ibid). Agnihotri et al., (2016) argue that 
customers are able to follow the companies on Twitter, like the companies on Facebook 
and connect with the companies on LinkedIn and with the use of social media channels, 
organizations are able to provide their customers with better product knowledge (ibid). 
It is further discussed that social media allows marketing professionals to interact with 
existing and potential customers in various ways on each channel, to find and connect 
with different target groups, as well as, meeting new customers (Agnihotri et al., 2016; 
Iankova et al., 2018). 
 
Moreover, Agnihotri et al., (2016) argue that LinkedIn is mostly used in order to gather 
information regarding various industries, while Andersson and Wikström (2017) argues 
that LinkedIn is used in order to recruit potential employees, as well as to be used in 
order to network and find new potential customers. Further, Buratti, Parola and Satta 
(2018) argue that organizations are able to use LinkedIn to increase knowledge about its 
customers, and Bernard (2016) add that LinkedIn could be used for PR as well as 
externally communicate, with customers. Further, B2B organizations also have the 
ability to use Facebook as a sales channel according to Agnihotri et al., (2016), and to 
access new markets (Buratti, Parola and Satta, 2018). Both Andersson and Wikström 
(2017), as well as Bernard (2016), adds that Facebook also can be used in order to 
recruit potential employees. Moreover, Buratti, Parola and Satta (2018) also add that 
Twitter can be used in order to enter new markets, and Bernard (2016) add that Twitter, 
in similarity as LinkedIn, also have the possibility to be used for PR, as well as, to 
externally communicate with customers. In addition, it is argued that Youtube is mostly 
used to share videos and information (Agnihotri et al., 2016; Andersson and Wikström, 
2017), and blogs have the possibility to provide customers with in-depth knowledge 
about certain products or about the company (Andersson and Wikström, 2017). Lastly, 
Andersson and Wikström (2017) highlight that some organizations have difficulties 
with the use of the social media channels Twitter and Instagram, in a B2B context. 
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2.2 Social Media as a Communications Channel 
Brink’s (2017) research show that social media is assumed to be the communication 
channel of the future, due to that the younger generation is working with it 
continuously. According to Huotari et al., (2015), social media communication is 
increasingly added to organizations various marketing activities and strategies. 
According to Järvinen et al., (2012), this is done due to that social media enables B2B 
organizations to communicate with their customers in a two-way dialogue compared to 
how traditional media and one-way communication enabled organizations to 
communicate with its customers, such as throughout websites and newsletters sent via 
email contact (ibid). 
 
Furthermore, Järvinen et al., (2012) argue that one-way communication is used to 
provide messages to broad audiences, while social media and two-way communication 
are better used to interact and attract customers. Due to that the landscape of 
communication is shifting from traditional one-way communication into digital 
communication, the authors argue that organizations will have difficulties in knowing 
what content to post (ibid). The authors also add that B2B organizations still assume 
that one-way communication, with email marketing and face-to-face communication, is 
more effective than social media communication (ibid). Further, the reason to why B2B 
organization do not see social media as an effective communication channel compared 
to traditional media, is according to Iankova et al., (2018) due to that organizations do 
not have the knowledge of how to manage social media correctly, and there is a lack of 
knowledge and belief in how social media will enhance communication compared to 
other marketing communication channels. 
 
In contrast, Järvinen et al., (2012) highlight that organizations would benefit from 
starting to use modern communication, such as social media, due to that the authors 
claim that it allows better interaction with the customers. Similarly, two-way 
communication is, according to Murphy and Sashi (2018), beneficial for B2B 
organizations when interacting with customers. Wang, Pauleen and Zhang (2016) 
further add that two-way communication allows real-time communication for 
organizations and their customers. 
 
Moreover, by the development of social media, new ways of communicating for 
organizations and individuals have been acknowledged (Huotari et al., 2015). Social 
media is further acknowledged as a communication tool when organizations are sharing 
information internally and externally (Mehmet and Clarke 2016; Murphy and Sashi, 
2018) and that a benefit of using social media instead of personal communication is that 
organizations are able to communicate with more customers, however, the organizations 
are not able to follow the customer's body language in order to receive feedback 
(Murphy and Sashi, 2018). Furthermore, social media is further acknowledged to 
enhance organizations abilities to communicate with partners in the business network 
(Buratti, Parola and Satta, 2018), and to be more effective than traditional marketing 
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activities in terms of communication (Järvinen et al., 2012). Moreover, it is stated in the 
research by Brink (2017) that the overall goal for why organizations are using social 
media is due to that it is seen as a tool to enhance communication for businesses, in 
order to increase sales and to reach out to the market with information regarding 
products and product development (ibid). 
 
2.3 Social Media for Creating Awareness 
Kotler and Armstrong (2018, p.47) state that “Social media provide exciting 
opportunities to extend customer engagement and get people talking about a brand.” 
Similarly, it has been discussed that social media enables organizations to improve 
companies’ brand awareness as well as brand image (Michaelidou, Siamagka and 
Christodoulides, 2011; Wang, Pauleen and Zhang, 2016). It is further shown in the 
study by Järvinen et al., (2012) that using social media in order to generate sales is not 
perceived as being of the same importance as creating awareness as well as enhancing a 
company’s brand image, which were seen as the primary reason for B2B organizations 
to use social media (ibid). Cawsey and Rowley (2016) state that social media enables 
organizations to generate leads, but also argued that social media is extending the brand 
awareness and enhancing companies brand image. Similarly, Siamagka et al., (2015, 
p.93) state that “Evidently, social media marketing is now widely recognized for its 
potential in supporting brands and enhancing brand value.” Iankova et al., (2018) state 
that many B2B organizations argue that social media is a useful tool, yet, still believe in 
traditional channels, such as face-to-face meetings, in order to create awareness. 
 
2.4 Social Media for Building and Maintaining Relationships  
It is argued that social media helps organizations to build a stronger relationship with 
customers and partners (Agnihotri et al., 2016; Brink, 2017; Huotari et al., 2015; 
Järvinen et al., 2012; Siamagka et al., 2015). Social media is also acknowledged for 
helping organizations to foster relationships due to the many ways of interacting and 
creating customer value (Michaelidou, Siamagka and Christodoulides, 2011). 
Furthermore, Gruner and Power (2018) add that organizations use social media 
channels to show their presence online and to create relationships within different 
industries. Additionally, Guesalaga (2016) argues that social media could also be used 
as a tool to find new prospects, and build new relationships. The author further claim 
that B2B organizations which adopt social media in order to improve relationships 
should have a strategy in order to know how to use social media as a relationship 
building tool (ibid). Further, Murphy and Sashi’s (2018) study show that one of the 
main reasons to why B2B organizations choose to adopt social media is due to its ability 
to create and foster relationships, and also adds that relationships are able to be 
managed with limited resources with the help of social media. 
 
In contrast, Ammirato et al., (2019) describe that it is difficult to build relationships 
with the use of social media within the B2B context, due to that many different 
individuals are involved in various decisions and in the buying process. Further, 
Iankova et al., (2018) argue that some B2B organizations still prefer to use traditional 
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channels over social media in order to create and/or enhance relationships. Furthermore, 
Jussila, Kärkkäinen, & Aramo-Immonen (2014) add that B2B organizations see social 
media as beneficial and supportive in terms of building relationships, however, the 
authors add that it is shown that B2B organizations still not use social media in its full 
potential. 
 
2.5 Measuring the Social Media Effectiveness 

Measuring the social media effectiveness by B2B organizations is a topic discussed by 
many. Cawsey and Rowley (2016) state that various types of metrics are used by B2B 
organizations in order to measure social media activities. The authors explain that 
organizations often look at, among others, likes, reach, number of followers and links 
clicked (ibid). Juntunen, Ismagilova and Oikarinen (2019, p.2) discussed that the 
followers on the social media channels can like and comment on posts, and further state 
that “These engagement statistics are visible for all users in real time and are widely 
accepted as measures of the popularity of social media content.” Further, Agnihotri et 
al., (2016, p.178) state that:  
 

“In order to assess the effectiveness of the sales force's social media 
use, as well as to not waste resources, firms need to develop a way to 
measure the outcomes of social media use so they can assure that 
their goals are being met and that the use of social media is 
advantageous.” 

 
In a study made by Järvinen and Karjaluoto (2015), the authors present that industrial 
firms can advance the measurement practices of their digital marketing by using Web 
Analytics (WA). The authors also claim that it is not solely companies who focus on 
online transactions that can benefit from using WA, other companies can too, and 
further state that using WA can result in that organizations more easily can show the 
impact of marketing practices on business benefits (ibid). It has been acknowledged that 
as a result of social media, new social analytics have been developed which often is 
used in order to measure the actions of customers as well as understand the behaviors of 
the customers (ibid). Further, it is suggested that using these new social analytics can 
have an effect on the marketing performance of the organizations, however, it was 
found in the study that marketers did not regularly measure the social media activities 
performance (ibid). Additionally what was found in the study was that when 
organizations used WA in connection to their activities with social media, it was mostly 
done only in order to track the generated website visits, and overall, the interest in using 
social analytics was lacking (ibid). 
 
Moreover, it has been discussed by Iankova et al., (2018) and Järvinen et al., (2012) 
that B2B organizations find it hard to see the results from social media activities, and by 
cause of this, measuring the return-on-investment (ROI) is therefore perceived as 
difficult by these organizations and have also been seen as a barrier to implement social 
media. Similarly, Järvinen and Karjaluoto (2015) add that it can be difficult to measure 



  
 

11 

the impact social media has on business performance, as well as that the performance 
measured from social media activities can be hard to link to financial results. Cawsey 
and Rowley (2016) note that measurement tools connected to social media activities, 
such as Google Analytics, Facebook Insights and LinkedIn Insights, are used by B2B 
organizations, however, the authors claim that a great amount of their sample had a 
negative attitude towards these metrics tools. The authors also emphasized that progress 
in the tools that are used by marketers working with social media “[...] is important to 
support the further expansion of investment in social media marketing” (Cawsey and 
Rowley 2016, p.763). Michaelidou, Siamagka & Christodoulides (2011) stated that 
some companies do not follow up on their social media goals, that is, not measuring if 
the goals were accomplished. Likewise, Siamagka et al., (2015) argue that it is rare that 
B2B organizations evaluate how effective their social media marketing is. However, the 
authors also mention that marketing professionals often state that they are interested in 
increasing their investments in social media marketing (ibid). Lastly, according to 
Järvinen et al., (2012), large organizations are more actively measuring the social media 
performance. 
 
2.6 Barriers to Using Social Media  
As previously mentioned, implementing social media comes with positive as well as 
negative sides (Ngai, Tao and Moon 2015) and according to Kaplan and Haenlein 
(2010), some organizations are critical to implementing social media for the reason that 
sensitive information could possibly end up in the wrong hands. Similarly, Jussila, 
Kärkkäinen and Aramo-Immonen (2014) argue that by reason of social media being 
public, it also comes with a security risk for B2B organizations who chooses to 
implement it. As a result, organizations have seen the security risk as a barrier to 
implement social media (ibid). It has also been discussed by Mehmet and Clarke (2016) 
that the content/message shared on social media can be misunderstood by the 
users/customers which results in that B2B organizations choosing to implement social 
media could have a negative outcome. It has been noted by Järvinen et al., (2012) that 
organizations had the idea that implementing social media would be costly, which was 
seen as an additional barrier. 
 
Research by Ammirato et al., (2019) showed that B2B organizations found that the top 
three barriers against using social media were first, that other projects were seen as of 
more importance and/or urgent. Second, the organizations could not measure or 
determine how social media could benefit them, and third, the organizations believed 
there was a lack of good case studies of the topic. Similarly, in a study conducted by 
Michaelidou, Siamagka and Christodoulides (2011), barriers towards implementing 
social media were explored. The authors found that the following was the main reasons 
why organizations hesitate to adopt social media: 
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1.  It was not perceived as important in the industries of the sampled companies 
2.  An uncertainty existed regarding if and how it could help brands 
3.  Personnel was not knowledgeable about how social media works 
4.  It was regarded as requiring great investments in terms of time 
5.  The personnel did not have the technical skills needed. 

 
Moreover, as previously mentioned, Iankova et al., (2018), Järvinen et al., (2012), and 
Järvinen and Karjaluoto (2015) argued that measuring the performance from social 
media has also been seen as a barrier for B2B companies considering to implement 
social media. Furthermore, it has been discussed by Buratti, Parola and Satta (2018) that 
in order to succeed with implementing social media, organizations need expertise in the 
form of human resources. The authors argue that it is of importance that the personnel 
are aware of the strategy of how to communicate with social media, as well as have 
expertise in how to use and develop social media in order to improve the business 
performance (ibid). Further, it has been discussed by Järvinen et al., (2012) that when 
an organization replaces traditional marketing with social media, a lack of resources and 
knowledge have complicated the implementation. Further, the authors also argue that 
some organizations hesitate to implement social media for the reason that skilled 
personnel is lacking within the organization (ibid). The authors further claim that the 
organizations can overcome this barrier in three ways which are when they educate their 
personnel, if they choose to hire new personnel with expertise,  or outsource to 
individuals skilled in social media (ibid). Similarly, the research conducted by Huotari 
et al., (2015) also showed that personnel requires education in order to successfully use 
social media, and according to the authors, this is due to that social media is a new form 
of communication. Guesalaga (2016) argue that it is also of importance to build 
organizational competence, meaning that skilled managers can educate their personnel. 
Likewise, Bernard (2016) also highlighted the importance to involve knowledge 
management when implementing social media, in order to overcome the barrier 
regarding lack of knowledge. Moreover, it has been noted by Cawsey and Rowley 
(2016) that implementing social media can be a problematic process, and further state 
that some organization’s reason to why they choose to implement social media is 
because others use it and therefore, the organizations believe they should too. 
 
2.7 Conceptual Framework 
Digital marketing and social media marketing is the foundation of this thesis and the 
main concepts of the research field. Järvinen et al., (2012), as well as Kotler and 
Armstrong (2018), argue that digital marketing is the marketing activities done with the 
usage of the internet and digital platforms. Social media is described by Järvinen et al., 
(2012)  to be an enhancement of digital marketing tools, that social media allows the 
interaction between organizations and customers. This thesis adds measurements as a 
part of social media, in regards to that all the social media activities are measurable. 
Cawsey and Rowley (2016) discuss that organizations are using various metrics in order 
to be able to measure the social media activities, and Juntunen, Ismagilova and 
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Oikarinen (2019) discuss that social media allows organizations to measure the social 
media activity in real time. The thesis later moves on from social media into channels, 
which in turn is connected to three main topics; communication, awareness, as well as 
relationships. 
 
The theoretical framework has presented the chosen concepts for the reason of gaining 
the necessary knowledge in order to fulfill the purpose and answer the research 
questions at the end of the thesis. The information presented in the theoretical 
framework will later in the analysis of the thesis be connected and compared with the 
empirical findings. The authors of this thesis argue that Figure 1 is how one is to view 
the connection between the different concepts presented in the theoretical framework as 
well as that this information provided is to present the theoretical foundation of this 
thesis. 
 

 
Figure 1. Conceptual Model. 
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3 Methodology 
This chapter of the thesis accounts for the methodology as well as for how the data was 
collected and processed in order to answer the research questions. Further, the selected 
interviewees are presented and the subchapters in this chapter each explain the 
different approaches and methods that were used in the gathering of the material. 
 
3.1 Research Approach 
According to Bryman and Bell (2015), the research approach is the author's choice of 
approaching the research problem. It can be the considerations and discussion of what 
theory of science that is chosen for the thesis, for example, inductive, deductive, or 
abductive as well as, a qualitative or a quantitative study (Bryman and Bell, 2015; 
Saunders, Lewis and Thornhill, 2012). 
 
3.1.1 Inductive, Deductive or Abductive 
A variety of considerations is necessary for the process of doing business research. 
Writers and practitioners commonly have to draw a distinction in their business research 
between quantitative and qualitative research (Bryman and Bell, 2015). The authors 
identify two different traditional approaches: inductive and deductive approach. In a 
deductive approach, “the nature of the relationship between theory and research, in 
particular whether theory guides research [...]” or in an inductive approach, “[...] 
whether theory is an outcome of research [...]” (Bryman and Bell, 2015, p.20). 
 
A third approach has in recent years been introduced and has become popular as a type 
of reasoning in organizational research, the abductive approach (Alvesson and 
Sköldberg, 2009; Bryman and Bell, 2015). Abductive approach combines the two 
previously mentioned approaches and is used as a method of overcoming the limitations 
associated with the deductive and inductive approaches (ibid). In the abductive 
approach, the author is collecting data in order to explain patterns, explore a 
phenomenon as well as identify themes and by doing so, generate new, or modifying 
existing theories, which is being subsequently tested through the additional data 
collection (Saunders, Lewis and Thornhill, 2012). 
  
This thesis is built on an abductive approach, due to that it is a mix of an inductive and a 
deductive approach (Saunders, Lewis and Thornhill, 2012). The authors have, prior to 
the thesis, investigated as well as examined the currently existing academic research and 
data on this field. This was done in order to get a holistic perspective of the subject, 
patterns and themes in order to locate them in a conceptual framework, to later test them 
through later collected data. This is in line with Saunders, Lewis, and Thornhill’s (2012) 
perspective on an abductive approach. According to Alvesson and Sköldberg (2009), an 
abductive approach gives the advantage that the empirical data can be reinterpreted, as 
well as developed along with the theory, which also can be used as a way to find 
patterns and understand the concepts. The authors of this thesis way of collecting data 
were based on in-depth interviews. The interview questions were ’guided’ from the 
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theory, which is connected to the deductive approach. Thereafter, the authors conducted 
the interviews, thereby getting empirical data, which is connected to the inductive 
approach. As a result of this, the authors have combined the two approaches which are 
connected to the abductive approach (Saunders, Lewis and Thornhill, 2012). 
 
The author’s collected data were then compared and analyzed with the current theories 
and concepts in order to contribute to the research topic, disentangle contradictions as 
well as fill in existing ‘research gaps’. Moreover, the chosen theories for this thesis 
were carefully selected in order to understand and see patterns in the area of research, in 
the empirical findings as well as to fulfill the thesis purpose and answer the research 
questions. 
 
3.1.2 Quantitative vs. Qualitative Research Approach  
Bryman and Bell (2015) refer to qualitative and quantitative research methods as the 
two main and well-established methods for the collection of data. According to 
Saunders, Lewis, and Thornhill (2012), differences can be found between qualitative 
research and quantitative research in several ways, and one important way to 
differentiate them is the distinction between numeric data and non-numeric data. 
‘Qualitative’ is commonly used as a synonym for any type of data collection technique 
as well as data analysis procedure that uses or generates non-numerical data (ibid). 
Whereas, ‘quantitative' for any type of data collection technique or data analysis 
procedure that generates or uses data that is numerical (ibid). 
  
A qualitative method was used in this thesis as it is the best choice in order to 
understand reasons that might be underlying in information, such as motivations or 
opinions and thereby provides a deeper insight into the problem (Bryman and Bell, 
2015). This method was also chosen due to that it can also uncover trends in thoughts as 
well as opinions, and by doing so, dive deeper into the problem (ibid). Further, a 
qualitative research method was chosen for this thesis due to it was deemed the best 
fitting method to fulfill the purpose of the thesis, due to its nature of collecting in-depth 
and rich data (Bryman & Bell, 2015; Saunders, Lewis and Thornhill, 2012). Finally, 
Yin (2018) stated that a qualitative method is about the: "how's", "why's", “what’s”, 
“who’s” and “where’s”, and thereby gives strength for its implementation as the 
rightful method for this thesis.  
 
3.2 Research Design   
The research design is meant to provide a framework for the collection and analysis of 
the collected data as well as reflects the decisions about the range of dimensions of the 
research process, and how the prioritization between them was motivated (Bryman and 
Bell, 2015). Yin (2018) describe research design as a “logical plan” and “blueprint” 
for one's research, where the researchers deal with factors such as, what data are 
relevant to collect, what questions to study as well as how to then analyze the results. 
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Bryman and Bell (2015) refer to five main types of research designs, experimental 
design, cross-sectional design, longitudinal design, case study design, and comparative 
design. The authors have chosen a ‘case study’ research design for this thesis, however, 
due to that the thesis consists of more than one cases, it is therefore defined as a 
‘multiple case study’ research design (ibid). 
 

According to Saunders, Lewis and Thornhill (2012), it is important to choose a research 
design based on which is most suitable for one's study. They also point out the 
importance to take consideration of the amount of time and resources that one has 
available to the work when conducting one's research (ibid). Due to that the authors had 
a fixed limit, on both time and resources, as well as had access to suitable companies, 
this method was deemed suitable for both the purpose and research questions to be 
answered in the best possible way (ibid). 
 
3.2.1 Multiple Case Study 
Bryman and Bell (2015) state that the definition of a case study consists of a detailed 
and thorough analysis of one single case. They later state that the case study design is, 
in business research, a commonly used as well as favored research design, that some of 
the best-known studies in business and management research base its’ design upon 
(ibid). A case can, according to the authors, be based on the following four aspects: a 
single event, a single person, a single organization or a single location. 
 
A case study design was chosen for this thesis due to it is argued to be a relevant 
method if the researchers want to get in-depth and rich knowledge of the desired 
research topic (Saunders, Lewis and Thornhill, 2012). Additionally, as mentioned in the 
section ‘1.2 Problem Discussion’, Ammirato et al., (2019) argue that the third largest 
barrier to why B2B organizations hesitate to implement social media is due to the lack 
of good case studies, this, the authors see as a relevant factor for choosing a case study 
approach for this thesis. 
 
In research design, as in this thesis, the same case study can contain several cases and is 
not limited to only a single case. In such an occasion, it is referred to, as previously 
mentioned, a multiple-case study design, which has become increasingly used over the 
years in academic research (Yin, 2018). Single- and multiple-case study designs are 
considered, according to the author, to simply be two variations in the same 
methodological framework (ibid). The author also explains that the proper way to 
conduct a multiple-case study, would be to first cover each case as a single-case study 
and then later process the findings as well as conclusions amongst the individual case 
studies as the authors did for this thesis (ibid). Data that is collected from a multiple-
case study is often regarded to give a more broadly, ‘accurate’ as well as compelling 
result, and is therefore often seen as more trustworthy (ibid). 
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The authors have chosen this approach due to that when two or more similar case 
studies can be compared to one other, the research can provide with helpful and 
important informational data to the research topic by the contrasts and similarities in 
one's result (Saunders, Lewis and Thornhill, 2012). Further, it has been discussed that 
the choice of using multiple-case studies also gives confidence to one's findings due to 
it can strengthen the precision, trustworthiness, stability, as well as validity (Miles & 
Huberman, 2014, Yin, 2018). 
 
The authors have also chosen the previously discussed research design due to the 
compatibility of the research subject. The three organizations selected for this research, 
are all international B2B companies. Further, the selected organization are also 
considered to be 'large organizations’, due to that they have more than 250 employees 
(Ec.europa.eu, 2016), yet the organizations are from different industries. This might, in 
turn, lead to that the results may be questioned due to that the companies operate in 
different market fields. However, the authors still argue that a case study is the most 
suitable method for this study, due to that the purpose of the thesis is not to be 
‘industry-specific’, but rather focuses on the marketing managers professional insight at 
large B2B organization as a whole. 
 
3.2.2 Exploratory Research 
Exploratory research is according to Saunders Lewis and Thornhill (2012), a suitable 
method for the intentions to ask open questions in order to get a good understanding of 
the topic of interest, at the time of the research. Further, the authors explain that there 
are several ways one can conduct such research, such as “[...] a search of the literature; 
interviewing 'experts' in the subject; conducting in-depth individual interviews[...]” 
(ibid, p.172). Exploratory research is deemed to be an exceptionally fitting method by 
the authors of this thesis due to that all of the aforementioned ways of how one uses this 
method is applied in this thesis, all of which will be discussed in future sections. Yin 
(2018) argue that exploratory research has the advantage of being flexible as well as 
adaptable to change and that many scholars are of the opinion that exploratory research 
is most relevant for case studies. Due to this, the authors argue that a multiple-case 
study is suitable for this thesis. 
 
3.3 Data Sources 

According to Bryman and Bell (2015), the key point of any research project is the data 
collection. Two forms of data collection that are commonly utilized for research is; 
primary and secondary data (ibid). Primary data refers to the information that is 
collected by the researcher or by someone else, for the specific purpose of a study 
(ibid). Whereas secondary data refers to sources already available, such as books, 
scientific journals, raw data, and previous reports, that is extracted for the specific 
purpose of one's study (ibid). 
 
Collecting secondary data comes with the advantages of being cost and time efficient as 
well as highly credible and of high quality (Bryman and Bell, 2015). The high-credible 
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and quality stems from the fact that secondary analysis has been ‘peer reviewed’, 
verifying the reliability of the research (ibid). The authors have focused on collecting 
primary data, even though it comes with the possible risk of being time-consuming due 
to such factors as non-response from participants, that the result of one’s research 
audience may not always be feasible or the risk that there might be subjective 
interpretations or misinterpreted (Bryman and Bell, 2015; Saunders, Lewis and 
Thornhill, 2012). This, in turn, will lead to that the conclusion becomes irrelevant (ibid). 
However, these facts do not suggest that secondary data are somehow less time 
consuming or easier to deal with only because it exists prior to the research (Bryman 
and Bell, 2015). Further, Bryman and Bell (2015) suggest that the search for secondary 
data might be highly protracted as well as a frustrating process. 
 
The authors have for this report, collected primary data, due to its ability to be tailor-
made for the research purpose. This in turn, according to Bryman and Bell (2015), 
allows the gathered data to become more up-to-date as well as suitable for the actual 
research. The primary data was collected in the form of in-depth interviews (see section 
3.4.1) enabling and contributing the authors' ability to fulfill the research purpose. 
 
3.4  Data Collection Method 
Bryman and Bell (2015) state that the most applied manners of data collection methods 
are interviews, focus groups, content analysis, as well as surveys and questionnaires. 
The largest part of this thesis will be conducted by collecting primary data, limited to 
marketing managers at large international B2B organizations. According to Yin (2018), 
interviews are one of the most important sources of evidence in the case study design. 
This method was chosen for the thesis in order to gather information regarding what 
marketing managers at large international B2B organizations experience that social 
media is effective for, and how these marketing managers measure the effectiveness of 
social media. 
 
The selected data collection method in this thesis are based on in-depth interviews. This 
method was chosen firstly, due to that the thesis relied on qualitative research. 
Secondly, due to that the core purpose of the thesis was to gain a better understanding of 
the research subject, as well as, to analyze the underlying issues of the research 
problem. The in-depth interviews also allowed the authors to further enrich the data 
with ‘follow-up questions’ that arose as the interviews progressed. In-depth interviews 
are further discussed in the next section. 
 
3.4.1 In-Depth Interviews 
Saunders, Lewis and Thornhill (2012) explained that a research interview is a deliberate 
conversation amongst two people or more, for the intent of establishing rapport, gain 
information through conscious and unambiguous questions in which one or more 
interviewees are willing to answer. As in this thesis, an in-depth interview can refer to a 
semi-structured interview, with the framework of two-way communication, where the 
interviewer asks the interviewee a number of questions on a specific topic in a formal 
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context (Bryman and Bell, 2015). In order for the interview to obtain enough necessary 
quantity of useful data, interviews generally need to last between 30-90 minutes (ibid). 
In this thesis, three of the interviews lasted for less than 30 minutes, due to that these 
interviews were conducted in order for the interviewees to elaborate their previous 
answers and thereby resulting in additional useful data for the authors. The relatively 
short interviews were due to that the interviewees did not need more time to elaborate 
their answers, and the authors were of the opinion that they would not be able to collect 
any additional information from the interviewees in connection to the purpose and 
research questions of the thesis, then what was already collected. 
 
The interviews were all conducted in the native language of the participants, Swedish, 
in order to make the participants more comfortable and to avoid unnecessary language 
barriers, which often can occur when talking in one's second language (Temple and 
Young, 2004). The authors used telephone-interviews in order to communicate with the 
participants with the motivation that such interviews are “[...] either more or at least as 
representative as face-to-face surveys” (Bryman and Bell, 2015, p.216). The authors 
used semi-structured interviews that were formulated and communicated along with the 
area of study to the respondents prior to the interviews. In order to avoid the possibility 
of misunderstandings and misinterpretations, the authors chose to write the questions in 
such a manner that they would be easy to understand. According to Bryman and Bell 
(2015), it is essential to ensure that respondents do not develop a sense of ‘boredom’ 
during their participation in research work. Therefore, the number of questions was 
limited in order to minimize the chance of ‘blase’ from respondents. The authors also 
left space for follow up questions at some instances in order to clarify or discuss when 
needed. By choosing a semi-structured interview method, it gave the authors and the 
participants the chance to have a formal discussion where all involved were able to 
speak freely. The authors believe that this allowed for more information to emerge, 
thereby furthering enriching the data as a result. This type of formulated interview 
questions in combination with the free approach is commonly referred to as a ‘semi-
structured format’ (Bryman & Bell, 2015). The interviews were recorded in Swedish, 
transcribed and later translated to English. According to Saunders, Lewis and Thornhill 
(2012), translating requires care, so all of the authors participated in the interviews and 
the translation process in order to get a mutual agreement of the how the text and words 
would be translated. 
 
Prior to the interviews, dates, as well as other necessary arrangements, such as where 
and how the interview should be conducted, were arranged. The interviewees are 
located throughout Sweden, so the interviews were all made over the telephone due to 
the limitation of time and resources, as previously mentioned. 
 
3.4.2 Operationalization 
As previously mentioned, the authors of this thesis collected the empirical data by 
conducting in-depth semi-structured interviews with marketing managers at large 
international B2B organizations. In the Appendix, the interview guide from the 
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interviews can be found. This thesis aims to answer two research questions, which 
include two main concepts – ’social media’ and ’measurements’. Due to this, the 
interview questions were written in such a manner to collect as much information 
regarding these two concepts as possible. The questions 1-6 were written and further 
asked in order to receive information regarding the marketing managers as well as their 
relation to the usage of the concept ’social media’. This, the authors found of 
importance due to that this thesis focuses on the beliefs and experiences of the 
marketing managers. Further, the questions 7-14 were written and asked in order to gain 
further knowledge of the marketing managers beliefs and experiences of the 
effectiveness of the concept of social media, this, in connection to the first research 
question. Moreover, the questions 15-17 were written and asked in order to gain 
information about the marketing managers beliefs and experiences of the second 
concept, ’measurements’, in connection to their social media usage. This, in order to 
collect information in connection to the second research question. Finally, the questions 
18-19 were written and asked for the reason to possibly gain additional information 
from the marketing managers surrounding both of the concepts and thereby also 
contributing to collect information surrounding both of the research questions. 
 
3.5 Sampling 
Saunders Lewis and Thornhill (2012) argue that sampling is an important aspect within 
all types of research, and is not relying on the research question or research problem. It 
is considered as an unavoidable component of most types of business research and is 
therefore recognized as a crucial stage of any investigation (Bryman & Bell, 2015). This 
is due to that there is often a larger selection of possible candidates to include in one's 
research that time and resources often will grant (ibid). A ‘case’ is often referred to by 
business researchers, as a wide range of possible objects where data can be collected, 
such as a person or company, and as previously stated, often limited by such factors 
(ibid). When it comes to case studies, the sample can be the organization itself and also 
employees within specific departments or positions (ibid). 
 
Moreover, Bryman and Bell (2015) and Saunders, Lewis and Thornhill (2012) both 
differentiated between two common sampling techniques probability sampling and non-
probability sampling. The sample selection chosen for this thesis will be discussed 
further in the next section. 
 
3.5.1 Sample Selection 
In the method ‘probability sampling’, samples are selected without a specific method or 
conscious decision, which in turn leads to that everyone has a ‘statistically’ equal 
chance of being selected. In non-probability sampling, the method provides the authors 
with a wide range of different alternatives and techniques in order to select one’s 
samples (Saunders, Lewis and Thornhill, 2012). For this thesis, the authors have chosen 
a non-probability sampling, due to that the selected sampling companies and the authors 
have had previous contact and collaborations with one another. This, in turn, facilitated 
the authors chance to get in contact with suitable companies and individuals for the 
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thesis purpose, and if necessary, get in contact for follow up interviews and information. 
Both Saunders, Lewis, and Thornhill (2012) and Bryman and Bell (2015) refers to the 
aspect of ‘convenience sampling’ in relation to non-probability sampling. Convenience 
sample is defined as when researchers get or have easy access to the chosen sampling 
case (ibid). According to these sources, convenience sampling can be criticized due to 
that the method may weaken the researchers’ credibility (ibid). However, none of the 
sample companies were selected out of ‘convenience’, but rather from deemed 
suitability to the research purpose and questions, due to their already established 
relation to the research topic. Bryman and Bell (2015, p.202) argue that a sample’s 
‘convenience’ should not get in the way of one's research if  “[...] it represents too good 
an opportunity to miss.” 
 
The companies X and Z was the first two of the three that were contacted, due to that 
the authors have been in contact with the marketing managers at the companies already 
since 2016 with company Z, and with company X since 2018. The authors have been in 
contact with company Y since 2017, yet established contact with the company's 
marketing manager in connection with the writing of this thesis. 
 
The companies, as well as their marketing managers, were all selected due to the 
knowledge about their work with social media. Company X, Y, and Z were all deemed 
suitable for this thesis since they are all considered as large international B2B 
organizations, that are actively working with social media. In order to facilitate the 
study of the thesis, the authors chose to focus on large international B2B organizations 
with more than 250 employees (Ec.europa.eu, 2016). This delimitation was chosen, due 
to that, as mentioned in the section ‘1.2 problem discussion’, Ammirato et al., (2019) 
argued that larger organizations better understand the benefits as well as the potential of 
using social media than others. This fact was the contributing factors that made the 
authors select the companies X, Y, and Z as suitable sample organizations. 
 
3.5.2 Respondent Validation 
According to Bryman and Bell (2015), ‘respondent validation’ refers to the process in 
which the authors provide an account of one's findings based on whom he or she has 
conducted research together with. Respondent validation is rather common and popular 
among qualitative researchers due to that the authors want to make certain that there is a 
correspondence between the experiences as well as perspectives of one’s research 
participants, and one’s findings (ibid). 
 
The interviewed participants in this thesis were selected based on their administered role 
as ‘marketing manager’ at the selected organizations and their daily involvement and 
responsibility in the operations of their organizations’ social media marketing. One of 
the interviewees does not carry the specific title ’marketing manager’, however, was not 
discluded from the sample of this thesis. This, due to the fact that the responsibility of 
the social media usage is shared at company X and therefore, this individual possesses 
valuable insight which was deemed as of possible importance that could enrich the data. 
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However, this individual was the only interviewee who was interviewed only once, due 
to that his work is not primarily focusing on the marketing perspective of the social 
media usage, but rather on the communication aspect. Due to that this thesis is focusing 
on social media in connection to marketing, the authors had the belief that a single 
interview was enough to gain the necessary information from this individual. 
 
The relatively small amount of interviewees is due to the limited numbers of cases 
selected for this thesis as well as the limited number of participants with a title 
connected with the research purpose and questions. The research thereby resulted in 
seven interviews with four interviewees whom in turn could provide the authors with a 
clear notion of what marketing managers at large international B2B organizations 
experience that social media is effective for, and how these marketing managers 
measure the effectiveness of social media. The participants did not, however, validate 
their statements before this thesis was submitted, due to time limitations from both the 
authors as well as the participants. 
 
The seven semi-structured in-depth interviews were all conducted over the telephone, as 
previously mentioned. Further details can be found below illustrated in Table 1. 
 
Table 1 
Interview Overview. 

 
 
3.6 Ethical Principles 
The research topic in this study can be perceived as somewhat sensitive, due to that it 
includes the interviewed marketing managers own thoughts and perceptions regarding 
what they experience that social media is effective for, as well as, how they measure the 
effectiveness of social media in their individual companies. Because of this, it is of 
importance to have the ethical principles and aspects in consideration, when writing 
questions as well as when conducting the interviews themselves (Bryman and Bell, 
2015). The authors further define four important aspects for the researchers to have in 
mind during these procedures: 
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●      Harm to participants; 
●      Deception; 
●      Lack of informed consent; 
●      Invasion of privacy (ibid). 
  

These four will be discussed more in detail below. 
 
3.6.1 Harm to Participants 
In one’s research, it is crucial not to bring ‘harm’, either physical or psychological, in 
ways of harm to self-esteem or stress, as well as future employment or career prospects 
(Bryman and Bell, 2015). In order to avoid any such incidents, all the participants were 
kept anonymous in the thesis, both their own names, as well as the company name. This 
was also done due to that first interviewee asked to be anonymous, and due to that the 
authors wanted a consistency, it resulted in that all interviewees were kept anonymous. 
Further, the participants were all given information regarding the nature of questions in 
the interview in advance, (see 3.6.2 Deception) in order to feel secure that no ‘harm’ 
could come to them as a result of their participation. 
 
3.6.2 Deception 
Deception is referred to as when the researchers present their research to the 
participants, as something different than it actually is (Bryman and Bell, 2015). In order 
to prevent the thesis from perceived ‘deception’, the research focus was explained for 
all involved prior to the actual interviews. This was done first through an initial mail, 
and then yet again, recapped at the beginning of the interview. If there were any 
questions from the participants, the authors answered and clarified the subjects until a 
satisfying perception of ‘understanding’ was felt. The participants were all asked, at the 
end of the interview, “if there was anything else” they wanted to add, in order to 
change or further develop any of their answers. 
 
3.6.3 Lack of Informed Consent  
Lack of informed consent, which is similar to the area ‘deception’, is explained by 
Bryman and Bell (2015) as to whether the participants have been given truthful as well 
as accurate information regarding the nature, topic, and techniques surrounding the 
involvement of the interview. The participants were, as previously mentioned, all prior 
to the research informed of the topics of the interview, as well as asked for their consent 
to be recorded, in order to transcribe and analyze their answers for the thesis. There was 
an agreed consent of all participants that the information given as well as recorded, were 
allowed to be included in the thesis, with the notion that it was its only allowed purpose. 
The authors saw it as a benefit for the willingness to participate in the thesis, from the 
companies and marketing managers, to already inform them that they would be 
anonymous in all aspects except their ‘work titles’, with the argument previously 
mentioned in ‘3.6.1 Harm to Participants’.  
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3.6.4 Invasion of Privacy 
According to Bryman and Bell (2015, p.144), ‘privacy’ is highly related to the aspect of 
‘informed consent’, due to that the willingness to include oneself in an interview or 
other forms of research requires “[...] a detailed understanding of what the research 
participant’s involvement is likely to entail [...]”. Bryman and Bell (2015) further 
argued that it is rather hard to foresee how one’s questions will be received in 
beforehand. This, therefore, lead the authors of this thesis to write and formulate the 
questions in such a manner, not to invade the respondents’ privacy or their values. The 
authors avoided such possibilities by asking questions that had little to do with the 
participant’s view of such aspects as could be considered critical to the company they 
worked for, colleagues as well as themselves. The focus on the questions asked was 
rather on current state, procedures and professional opinions about the future. Thereby 
reducing the chance of participants feeling that their privacy was invaded. 
 
3.7 Data Analysis 
There are a number of methods to be used in order to analyze and interpret ones 
collected data from in-depth interviews (Bryman & Bell, 2015). These in-depth 
interviews often contain large amounts of data, thereby making them the main issue in 
qualitative research methods (ibid). Due to this, Saunders, Lewis and Thornhill (2012) 
argue that it is important to be careful and considerate when using qualitative analysis 
as a method. 
 
The data that has been collected needs to, in a clear and structured way, be presented as 
well as measured (Miles and Huberman 2014). Therefore, prior to the conduction of the 
interviews, the authors of this thesis had to determine what topics and criteria would be 
of most value, in order to obtain relevant and rich data. In connection to this, the thesis 
qualitative method required the in-depth interviews to provide as much data as possible. 
In the initial stage of the thesis, the authors focused on finding and reading a small yet 
relevant and ‘up to date’ amount of the existing literature. It was important for the 
authors, that the selected literature was of contemporary research, due to that the topic 
of this thesis can be seen as relatively new. The literature was read thoroughly, in order 
to obtain an understanding of what areas would be relevant for research and to be of 
possible contribution to the academic field. The questions in the interviews were 
therefore influenced by the findings from the existing literature as well as the expressed 
lack of relevant information regarding the subject, as discussed in ‘1.2 Problem 
discussion’. These questions were, thereafter, directed to the interviewees in order to 
fulfill the thesis research purpose and answer the research questions. 
 
Furthermore, the qualitative data analysis process in this thesis followed the three steps 
presented by Miles and Huberman (2014), ’data condensation’, ’data display’, and 
’drawing conclusions’. These three steps are used throughout the analysis and are 
further explained in the following three sections below. 
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3.7.1 Data Condensation 
Due to that in-depth interviews contains large amounts of acquired data, there is a need 
to select and summarize, as well as simplifying the information in order to sort out 
information which is not deemed relevant (Saunders, Lewis and Thornhill, 2012). By 
summarizing documents and transcriptions, the author becomes more familiar with the 
findings ‘principal themes’ in each of one’s conducted interviews (ibid). This was 
therefore done in this thesis. Further, this was also done because of the rather substantial 
quantity of empirical findings collected from the interviews, where irrelevant findings 
were reduced in order to with more ease analyze the data and allowing the authors to 
focus on the purpose of this thesis. 
 
3.7.2 Data Display 
Data display according to Miles and Huberman (2014, pp.13-14), “[...] is an organized, 
compressed assembly of information that allows conclusion drawing and action.” The 
use of data display helps the author to find patterns and relationships in one’s data using 
visual displays or graphs to get an easier ‘overlook’ of categories as well as being useful 
to drawing and later verifying conclusions (Saunders, Lewis and Thornhill, 2012). For 
this thesis, no charts or diagrams were made, however, the gathered data was first 
transcribed and then thoroughly analyzed in order to find themes which then resulted in 
the author putting them into categories. This was done to easier make the construction 
of the analysis, but also to make it more comprehensible for the reader, due to that large 
amount of data have a tendency to ‘bore’ people, as humans are not often good at 
processing large amounts of information (Miles and Huberman, 2014). 
 
3.7.3 Drawing Conclusions 
According to Miles and Huberman (2014), drawing the conclusions in one’s research is 
where the authors decide and explain what the final outcome of the research results to, 
in the sense of what it means as well as how it contributes to the research aim within the 
study. The authors have for this thesis analyzed the conducted in-depth interviews with 
marketing managers at three large international B2B organizations with the purpose of 
find and understand what marketing managers at large international B2B organizations 
experience that social media is effective for, and how these marketing managers 
measure the effectiveness of social media. The authors have drawn conclusions 
originated from their collected empirical findings. The conclusions and implications of 
this thesis are to be found in the section ‘6. Conclusions and Implications’. 
 
3.8 Quality Criteria 
The following chapter will discuss the trustworthiness and authenticity of this thesis 
which is the two primary criteria for evaluating qualitative studies (Bryman & Bell, 
2015). The first criteria, trustworthiness consist of four sub-criteria; credibility, 
transferability, dependability, and confirmability (ibid). Each of these criterias will be 
explored and elaborated on, in which manner it has or has not impacted the thesis, in the 
following sections below. 
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3.8.1 Credibility 
Bryman and Bell (2015) explain that the aspect of credibility for one's research refers to 
in truth how believable the data actually is. One possible way of doing so is by 
presenting one’s findings to the participants, in order for them to confirm and comment 
on the accuracy of what has been said in the thesis (ibid). This method is known as 
respondent validation and is elaborated on in section ‘3.5.2 Respondent Validation’.   
 
3.8.2 Transferability 
The aspect of transferability is whether one's findings can be valid and applicable in 
other or the same contexts repeatedly, as well as in other aspects (Bryman and Bell, 
2015). The data obtained in this thesis were collected through the conducted in-depth 
interviews with marketing managers, in three different companies, within three different 
industries. Due to that the purpose of the thesis is of the nature to investigate and 
understand the perspective of a specific type of role within large international B2B 
companies, the authors are of the opinion that the application to any marketing manager, 
with the same standard qualifications, would only enrich the results by giving further 
insight into the mind of the chosen group. However, the findings of other researchers 
could potentially be different due to other perspectives by other marketing managers in 
other industries as well as the evolvement of the topics nature over time. The thesis, 
therefore, is considered to work as sort of a ‘thermometer’ of what the marketing 
managers, as a group of professional opinions, are at the given time of the research. 
 
3.8.3 Dependability 
The dependability criteria are paralleled with reliability and aim to ask if the findings 
can be applied at other times (Bryman and Bell, 2015). As previously discussed in 
earlier sections, the findings from this thesis are based on the experiences of marketing 
managers from three different large international B2B companies, from different 
industries. The findings are also based on the time the data was collected and can, 
therefore, be criticized for its limited ability to be applied to ‘other times’. As discussed 
in the previous section, ‘3.8.2 Transferability’, the authors argue that the ‘time’ of 
research reflects the contemporary views of the marketing managers, just as future 
research on the topic would reflect the views at that time, as the topic evolves. 
Furthermore, in order to strengthen the dependability, as suggested by Bryman and Bell 
(2015), all of the interviews were recorded and later transcribed in order to reassure that 
none of the data would be missed or overlooked. The recordings, transcriptions as well 
as the notes that were taken were saved, due to that an ‘auditing’ approach strengthens 
the trustworthiness (ibid). The authors also had the tutor and the examiner as two 
external auditors, which by their guidance and expertise in the field, helped ensuring 
that factors, such as the research process is being properly followed, thereby validating 
the trustworthiness of the thesis  (ibid). 
 
3.8.4 Confirmability 
The confirmability criteria are paralleled with objectivity and aim to ask if the research 
can be considered unobjective, by not reflecting too much of the authors own values and 
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thereby influence the findings (Bryman and Bell, 2015). Although considered to be a 
priority for researchers to ensure confirmability in one's research, the authors recognize 
complete un-objectivity to be more or less impossible in business research (ibid). The 
authors of this thesis recognize their efforts to show transparency in the collected 
findings, which was discussed in the previous section, ‘3.8.3 Dependability’, as well as 
in the thesis itself, as an act of striving for confirmability and objectivity, along with 
external auditors’ guidance, as much as one as a researcher is able to do. 
 
3.9 Reliability  
Yin (2018) states that reliability in research has the objective to let the result of the 
study have the ability to be able to be repeated and give the same final result at a 
different point in time. Bryman and Bell (2015) suggested that ‘reliability’ can be 
categorized into two parts. First, external reliability, where, as Yin (2018) argues, that 
the reliability is dependent on the degree the study can be repeated with the same result. 
The second one is internal reliability, which focuses on whether or not there are two or 
more observers in the team of researchers, and whether they are unanimous in their 
opinions on what they see and hear (ibid). It is, however, important to take into 
recognition the following statement by Bryman and Bell (2015, p.400) “[...] there has 
been discussion among qualitative researchers concerning the relevance of reliability 
and validity for qualitative research.” The reliability of this thesis has been thoroughly 
discussed in ‘3.8 Quality Criteria’ as well as its subsections. Due to a lack of time and 
resources, the authors of this thesis have not had the chance to test and repeat the study 
in order to display if the results would remain over time. 
 
3.10 The Different Authors’ Contribution to the Work 
The authors have all participated in the interviews, as well as in all tutoring sessions and 
seminars. The workload has been divided between the three authors of this thesis in 
order to make it more time efficient but Google Docs has been used in order for all the 
authors to follow each other’s work. All the authors have been included in the planning 
phases of each section and all the authors have proofread all sections together in order 
for the thesis to be unified. However, the different authors all have had different main 
tasks, such as, Carl-Fredrik had the main responsibility for the methodology as well as 
figures and tables, Amanda and Olivia shared the responsibility for the theoretical 
framework and empirical findings. Further, Amanda had the main responsibility for 
proofreading and correcting the text of the thesis, and Olivia had the main responsibility 
to transcribe the interviews. With the remaining chapters, the introduction, the analysis, 
and conclusion, the authors found it of importance to work together due to that these 
chapters required the authors do discuss, analyze and draw conclusions. This, the 
authors experienced gave the best results when doing together as a group. Furthermore, 
the authors have, during the writing of the thesis, had an ongoing dialogue, in order to 
have open communication to share ideas as well as motivation. Despite the fact that 
there are three authors of this thesis, the workload and time spent on the thesis have 
been equal. All authors have equally contributed to the thesis and its finalization.  
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4 Empirical Data  
This chapter presents the empirical findings that were gathered by conducting seven 
semi-structured interviews. The chapter starts with an overview of the interviewees and 
the companies, followed by a presentation of the material structured in (i) What 
marketing managers experience that social media is effective for; and (ii) How 
marketing managers measure the social media effectiveness. 
 
4.1 Interviewees and Companies  
All of the interviewees included in this thesis are working with social media for 
marketing purposes at large international B2B companies, however, the interviewees' 
names have, due to ethical principles, been fabricated. Likewise, the companies are 
referred to as Company X, Y, and Z. The focus of this thesis will be on the marketing 
managers experiences, beliefs, and thoughts of their work with social media for 
marketing purposes. All the marketing managers interviewed are Swedes, working at 
international B2B companies, operating in Sweden. Additional information about the 
interviewees, such as their positions can be found in Table 1 in section ‘3.5.2 
Respondent Validation’. The references in the following chapter include the fabricated 
surname of the interviewees. 
 
Company X operates in the IT business and started to actively work with social media 
in 2014 when the company recruited personnel responsible for publishing content on the 
social media channels. Evasdotter is, since six months ago, the marketing manager in 
Sweden at company X. Evasdotter has worked at company X for seven years and has 
during these years been working with different positions, such as previously a few years 
ago, been responsible for publishing content on the social media channels. Today, 
Evasdotter is responsible for the social media channels, however, not the person 
publishing the content. Further, Tobiasson is external relations manager in Sweden at 
company X and has worked at company X for eighteen years and had his current role 
for the past six years. The responsibility for the social media usage at company X is 
partly shared by Evasdotter and Tobiasson. Evasdotter is responsible for the daily use of 
the social media channels as well as the marketing activities performed at the social 
media channels at company X. Tobiasson is responsible for the external communication 
of Company X in Sweden, and his work is connected to the company’s usage of social 
media in the way that social media is one of the external communications channel 
company X use, and which he, therefore, is responsible for. Further, he also works with 
both protecting and raising the brand and this is partly done on social media. Due to this 
shared responsibility, both Evasdotter and Tobiasson have been chosen as interviewees 
for this thesis. However, due to Evasdotter’s responsibility for the marketing performed 
on the social media channels, which this thesis has its focus on, her experiences will be 
of the main focus from company X. Moreover, both Evasdotter and Tobiasson have had 
previous external education in social media, such as social media management and 
company X has also provided internal education regarding the use of social media 
which Evasdotter and Tobiasson both have participated in. 
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Company Y is a logistics and transportation provider. The company started to work 
with social media two years ago, in 2017. Annasdotter is the marketing manager in 
Sweden, Denmark, and Iceland of company Y. Annasdotter has had her current role for 
two and a half years and has been working for the company for the last five years. 
Annasdotter is responsible for the marketing of company Y in the aforementioned 
countries, and social media is, at company Y, a part of the marketing. Annasdotter is not 
the person posting content on the social media channels, she has a team who is handling 
the posting, but she has previously, at another company, worked with the posting on 
social media. Annasdotter is self-taught regarding the technical aspects of using social 
media, however, she and her team who is handling the social media posts at company 
Y, have all had internal education. The internal education has focused on advertising 
and sponsored posts on social media, as well as how to find and decide target groups. 
 
Company Z operates in the crane and lifting business and started to work with social 
media three years ago, in 2016. Niklasson has been working for company Z since 2005 
and have been the marketing manager for the region EMEA (Europe, the Middle East, 
and Africa) for around three and a half years. Niklasson is not posting the content on the 
social media channels, a marketing specialist is handling that, however, Niklasson has 
the responsibility for the marketing in the region EMEA and is therefore responsible for 
the usage of social media. Niklasson is self-taught in how social media is working, 
however, has participated in the internal education that company Z provides for the 
employee’s involvement in social media activities which focused on advertisement as 
well as crisis communication. 
 
4.2 What Marketing Managers Experience that Social Media is 
Effective for 

All the interviewees were asked the question “what is the first thing you think of when 
you hear ‘social media’?” All the interviewee's thoughts were similar, yet not quite the 
same. Annasdotters answer to the question was that she thought of Facebook, LinkedIn, 
Instagram, and Snapchat. Evasdotters answer was shorter, she thought about Facebook 
while Tobiasson answered that he thought of channels. From this, it is evident that these 
interviewees have more or less a similar perception of what social media is. However, 
Niklassons answer was different from the other interviewees, his answer was that he 
thought of social media as something private. 
 
Moreover, during the interviews, it was discussed what the interviewees believe social 
media is effective for in a B2B context, and their beliefs, thoughts, and experiences 
surrounding this will be discussed more in detail below. 
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4.2.1 How Marketing Managers Experience Social Media as a Communications 
Channel 
The interviewees were asked how they view the different social media channels. 
Evasdotter argued that with the use of different social media channels, companies are 
able to communicate with their customers in different ways as well as that social media 
enables organizations to change the content towards specific target groups (ibid). 
Evasdotter experience that LinkedIn can be used more professionally, such as to target 
specific business roles of interest (ibid). Similarly, Annasdotter also discussed that 
Linkedin is a channel to be used when communicating with larger organizations as well 
as when one wants to direct the content towards professionals with a deeper 
understanding of the business. Niklasson thoughts aligned with the two aforementioned, 
regarding directing content to specific target groups and also argued that LinkedIn can 
be used in order to present the company as an attractive employer, as well as, to post job 
opportunities. Likewise, Tobiasson also discussed Linkedin's feature of targeting 
specific groups of people that can be of interest, however, he also highlighted that he 
believes this should not be abused as well as that companies should not be too pushy on 
Linkedin and too focused on selling. 

Further, Evasdotter shared that Twitter can be used for press releases, and explained that 
companies have the ability to be more personal towards their followers on Twitter. 
Niklasson discussed that companies can use Twitter in order to discuss various laws and 
corporate responsibility and Tobiasson pointed out that Twitter is a good channel to be 
used in connection to events where hashtags can be used in an effective way. 

Moreover, Evasdotter explained that Facebook can be used in order to inform followers 
regarding events as well as to recruit students. Annasdotter shared that she believes 
Facebook is a good communication channel when reaching out to smaller businesses, as 
well as to share various tips and tricks regarding their business area. Niklasson 
discussed that he believes Facebook is a more open channel where companies can share 
different sorts of information, such as job openings, and reference cases. 

Further, Annasdotter commented that she believes the channel Instagram can be used by 
companies in order to focus on the current as well as future employees, such as share 
material about the everyday work. Similarly, Niklasson explained that he as well 
experience that Instagram can be used in order to publish content regarding the 
company and their everyday work, as well as to get an insight into different business 
roles for a more personal feeling of the company. 

Furthermore, Annasdotter highlighted that one reason for why she believes social media 
is effective for communication is that companies are able to target specific customers. 
She further discussed that “We are using social media channels because we want to 
present our knowledge, build a relationship and encourage to a dialogue” (ibid). 
Evasdotter shared that organizations are able to communicate in a more personal and 
fun way as well as that they are able to show that they are not only “a large, 
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intimidating organization”, which in turn, can open up for new dialogues. In contrast, 
Tobiasson highlighted the importance to keep all the communication on social media 
somewhat consistent, and not to get too personal. He argued that companies need to 
keep in mind that it is still a business dialogue. Evasdotter further explained that she 
believes customers and other individuals interested in the company are, with the help of 
social media, given an access point into the organization. Tobiasson explained that he 
believes social media can be used as an effective communication tool. He further 
explained that the company is able to communicate on social media without the feeling 
of that it is “a large company logotype”, and this gives the customers, according to 
Tobiasson, a feeling of that the communication is more trustworthy. Annasdotter 
discussed that all the posts have to be relevant and connected to the company, as well as 
that it is expected by customers that companies nowadays are active and exists on social 
media. Likewise, Evasdotter added that it is important to not be too spontaneous when 
using social media as a communication channel. She further elaborated that: 

“I think it is important to have a plan. With this, I mean that it is 
important to be consistent and update with reasonable frequency as 
well as to think of how to properly communicate. But there should 
also be a plan for handling criticism, such as both negative and 
positive comments.” 

 
Moreover, Niklasson discussed that a picture says more than a thousand words, and this 
is something that easily can be used on social media. But he also highlighted that 
copywriting is very important nowadays in order to get the customers interested in the 
company as well as for the social media to be used effectively (ibid). He explained that 
nowadays, one must compress the message to only a few words, and this, he argued, can 
sometimes be difficult (ibid). Niklasson also added that he and his employees working 
with social media are consistently educated regarding how to handle negative comments 
and crisis communication, in order to be able to communicate in the best manner on the 
social media channels. Further, Tobiasson pointed out that it is of importance that the 
organizations have an understanding of how they are communicating on social media, 
such as where; as in on what channel, and to whom their message is directed to. 
 
4.2.2 How Marketing Managers Experience Social Media for Creating Awareness  
Moreover, as previously mentioned, Annasdotter highlighted that company Y can, with 
the help of social media, more easily reach out to their desired target groups as well as 
be more present to their customers and employees. This, she argued, contributes to 
enhancing the company’s brand awareness (ibid). Niklasson elaborated that he believes 
social media has positively influenced company Z in the way that purchasers from other 
companies who are interested in buying the company’s products and services, are now 
able to more easily find information regarding the company through their social media 
channels. Further, Niklasson also shared his thoughts regarding that he views social 
media, nowadays, instead of the website as it was before, to be the start of the customer 
journey. Due to this, he highlighted the importance of keeping the social media channels 
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updated, in order to increase the awareness of the company (ibid). Annasdotter 
discussed that the website is the main channel of company Y and that they are using 
their social media channels in order to create awareness regarding the material posted 
on the website. Further, Niklasson shared that building awareness is, as he experience, 
what social media is most effective for, and further discussed the following: 

“[...] it was only about four years ago since companies started to use 
social media, and now it is a marketplace to partly build your 
network, but also to create awareness regarding your products and 
services.” 

On the contrary, Evasdotter argued that a single post can have both positive and 
negative effects on a company’s image as well as that the whole brand could be affected 
by it. Due to this, she believes it is of importance that organizations know why they are 
using social media, and in what way it can be effective for them (ibid). Evasdotter 
emphasized that companies should not use social media only because it is perceived as 
“cool” to do so, and stated that “Social media is a fantastic tool and a great 
opportunity for companies, it is only a matter of doing it the right way.” Likewise, 
Tobiasson also found it to be important that organizations have a plan for how they are 
using social media, in order for it to not damage the brand. 
 
4.2.3 How Marketing Managers Experience Social Media for Building and 
Maintaining Relationships 
Evasdotter shared that she experience that social media can help to create a positive 
picture of the company, in the eyes of existing as well as new customers. Further, 
Annasdotter argued that social media allows companies to build relationships with 
customers, and allows companies to be “the top of mind” in the regarded business 
context. Moreover, Annasdotter highlighted the following: 

 “It is about building relationships and show that you exist. You want 
to be in people's consciousness. [...] and social media could, as well 
as other tools, help to increase customers awareness of the company.” 

Moreover, Evasdotter shared that she believes social media can improve already 
established relationships as well as support the sales process. Niklasson shared that the 
salespeople working for company Z are using social media, mostly LinkedIn, in order to 
find new prospects and build new relationships, which he believes can benefit the 
company. However, Niklasson also experienced that social media should not be used in 
order to encourage sales. Likewise, Tobiasson also discussed the possibility to use 
social media as a sales channel, yet, argued that it is more effectively used as building 
trust and knowledge towards customers and partners. Niklasson further discussed the 
positive aspect of sharing reference cases on the social media channels, that is, posting 
about successful partnerships company Z has had. He further added that posting a 
reference case on social media can potentially create an interest, as well as build new 
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relationships with potential customers (ibid). This, Niklasson emphasized is connected 
to the previously mentioned, that social media is the beginning of the customer journey 
nowadays. He argued that purchasers are using social media in order to view what 
references the companies have, what customers they have worked with, and lastly, he 
also added that due to this, he believes purchasers are more likely to trust social media 
channels over websites (ibid). 

4.3 How Marketing Managers Measure the Social Media Effectiveness  
According to Tobiasson, within marketing, measurements are difficult. However, he 
highlighted that within social media, there are significantly better opportunities than 
what traditional media offers, yet these opportunities also require knowledge and 
commitment that may not always exist (ibid). Further, Annasdotter discussed that 
everything that is digital, such as social media, allow the user to, in a much more 
detailed way, measure the performance, compared to traditional marketing. 
Nevertheless, Tobiasson argued that he believes there are too many companies who 
spend a lot of money on activities but fail to follow up and learn from them (ibid). He 
further discussed that, from a marketing perspective, he believes it is crucial to keep 
track on measurements in order for the social media usage to be effective and added that 
he sometimes can feel frustrated how poorly some companies measure their social 
media performance (ibid). 
 
4.3.1 Interactions and Impressions 
Evasdotter, as well as Niklasson, shared that all the work they do on social media is 
measured and documented, and further explained what they look at on all posts, in 
order to measure the effectiveness, are how many that have been reached by the post, 
how many impressions it received, as well as how many likes, shares, and comments. 
Annasdotter also described that: 

“[...] one can look at a great number of statistics when it comes to 
how many people that were reached by the post, how many 
interactions it had etc. But what becomes difficult, and challenging is 
when you only look at how many interactions the post had, and from 
this then judge whether it was a successful post or not.” 

Annasdotter further discussed comments received on posts. She claimed that a number 
of comments must not in all cases be a good sign and stated that: 

“It has very great significance what type of interaction it is. When we 
post something, people can comment on it and it may be that it has 
nothing to do with the post, but rather that they write about something 
entirely different. In that case, it does not matter if there are 10 
comments because it says nothing about if the post was successful or 
not.” 
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Moreover, as previously mentioned, Evasdotter and Niklasson stated that she, among 
other things, looked at how many people that were reached by the posts in order to 
measure the effectiveness. When Annasdotter was asked how she can measure if a 
post has been effective, she answered that a good way is to analyze if the post was 
reached by many, and from this, one can then tell what catches people’s interest. 
However, she added that what catches the followers interest varies greatly and that she 
has not yet been able to predict a pattern (ibid). 

 
Evasdotter claimed that she believes one has too much hope for how to measure the 
impact. She explained that she believes social media is, in one way, the same as if one 
would make signs presented outside in a city environment, for the reason that one can 
only get an idea of how many people that have seen your message, but one can not 
know how many people that have actually been affected by it (ibid). Evasdotter further 
stated that: 

“I do not believe in the correlation between impressions and likes, 
because it is a big difference to be exposed to a message and actually 
interact with the message on a post. I believe that it has not yet been 
found a good way to draw average values in order to be able to 
compare if a campaign has been profitable or not on social media. I 
do not think we will ever find a way for this, because we would then 
have to ask all people who have been exposed to the messages how 
they have experienced it as well as how and what the message 
influenced them later on.” 

 
Evasdotter further provided an example of the difficulty she finds with drawing an 
average value. She discussed that if one receives two million impressions but only 
fifty likes on a post, it is difficult to draw an average value on how that post actually 
performed. Evasdotter continued: 

“One can view how many people that have clicked on the link 
provided in the post, and this may give an indication of the post’s 
performance. However, some people may have come further in the 
sales cycle and are thereby more inclined to purchase, yet there may 
also be people who are exposed to the message but the message only 
settles subconsciously, and may not come up until six months later 
when they are in need of new products or services, The perception of 
the company and that post then lies in the back of their head because 
the company communicated in a certain way in that post. This then 
leads to that one can apply the information communicated in the post, 
with the need that is here and now.” 
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Evasdotter further added, however, that she believes this kind of impact is almost 
impossible to measure if one does not at the time of purchase, receive information that 
the person has been influenced by the message of the post. In addition, she also 
highlighted that the person may not even know that he or she has been influenced by 
the message (ibid). Evasdotter argued that it can be subconscious that one has a 
positive image of a brand because one has seen it in a lot of places, such as posts on 
social media, without really knowing why one has a positive image of the brand, and 
this, she explained, may complicate the measurement of the effectiveness of social 
media. Further, she also argued that due to that a message can be stored 
subconsciously and result in that one has a positive image of a brand, social media 
could potentially also influence the customer buying behavior (ibid). However, she 
added that due to the previously discussed, it is hard to measure if a social media post 
is the reason for the purchase or not (ibid). 

 
Moreover, Niklasson discussed paid posts on social media. He argued, as previously 
mentioned, that on LinkedIn, for example, there are great features that enable 
marketers to customize whom they want to reach, such as a specific role that is of 
interest. This, he highlighted, can be used in an effective manner for marketers when 
searching for new potential customers (ibid). However, he also added that these kinds 
of posts also comes with a great cost (ibid). Nonetheless, Evasdotter shared that when 
she use sponsored posts on the social media channels, she measures the performance 
of the posts more intensively due to that more statistics can be accessed regarding the 
effectiveness of the posts. Annasdotter also touched the subject of paid posts and 
shared that: 

“We look at reach and try to look at organic versus paid posts. But it 
is also challenging to make judgments, because depending on how 
much you pay, your reach may also increase, and that can then have 
an effect on the organic posts.” 

 
Annasdotter further explained that due to this, setting specific numbers as goals have 
been difficult and not that effective and are therefore something that she has not yet 
succeeded with. She explained that she instead try to look at each post in terms of their 
performance and judge individually how successful they were, instead of setting a 
number as an overall goal for all posts (ibid). On the contrary, Niklasson shared that 
he believes in working towards clear goals, such as how many impressions the post 
should receive, and how many the post should reach in order to be able to measure the 
effectiveness. Niklasson also shared that, the one thing that he in all situations look at 
when measuring the effectiveness, is how many leads the post generated to the 
salespeople, this, in order to connect the social media marketing to business results. He 
also added that the main reason why he uses social media is in order to generate leads. 
He further explained that: 
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“What we always measure is the cost per lead, that is all we measure 
in the company and that I, as marketing manager, show to my 
managers. [...] for social media we made a big campaign in England, 
at the end we had paid 27 thousand SEK and we got 112 leads. It is 
quite easy to figure out the cost per lead, it will be 27 thousand 
divided by 112 [...] so we measure cost per lead on everything.” 

 
Niklasson also added that when measuring this, he also looks at the relevance of the 
cost per lead, as in how many that clicked on the link or if they downloaded any 
brochures. Similarly, Evasdotter also discussed that leads are an effective metric to 
measured. She explained that one can view how many downloads, and signups a post 
generated, as well as how many views a video generated and for how many seconds 
the viewers actually watched the video (ibid). Further, Evasdotter also shared that 
from the links they share on the social media posts, she can view how many that 
clicked on the links and analyze and compare what happened on each link, such as 
why one link generated more than another, what that means, what worked the best and 
was the most effective. This, she shared, her company has an enormous system for 
where she can measure the effectiveness of each post (ibid). 
 
4.3.2 Difficulties with Measuring the Social Media Effectiveness 
However, Evasdotter elaborated on how authentic and close to reality these numbers 
actually are. She shared that when one, for example, measures the number of sign-ups to 
events, and analyze this by viewing the trackable links used in social media posts, one 
may encounter problems with determining the actual results (ibid). This is due to that 
some may click on the trackable links shared on the social media posts to sign up for the 
event, and this will then show an accurate number (ibid). However, she argued that what 
one can not view is if a person has seen a post, got interested in the event but waited 
with the sign-up, and instead googled for the event later and signed up (ibid). Evasdotter 
emphasized that this will then generate in somewhat inconclusive numbers because the 
post was what originally influenced the person to sign up for the event, however, the 
person did not use the trackable link to actually sign up which makes it impossible to 
receive accurate numbers and statistics. This, she believes, in return, makes it hard to 
measure the effectiveness, because sadly, “one can not control people” (ibid). 
Evasdotter further added that the difficulty with measuring the effectiveness is 
something she believes all companies are struggling with, regardless of the great number 
of measurement tools one may use. Moreover, Evasdotter shared an additional aspect of 
which she found being of interest: 
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“Everyone speaks so much about analyzing, and to be data-driven, 
and to look at basically everything, but the question is - do we take in 
too much data for what we can manage? Because we measure 
everything and are extremely measurement-focused, and if one views 
it with the perspective of possible gain, and for it to be effective, then 
is it necessary to look at every detail and number?” 

 
Evasdotter further added that what one must keep in mind is that if everything that is 
done on social media is supposed to give sales results, that sales cycle can be extremely 
long in B2B. This can result in being difficult when looking quarterly or half-yearly on 
results, if the social media activities have been profitable and been effective (ibid). 
Annasdotter also discussed the topic of what to actually measure when measuring the 
effectiveness of social media and stated that: 
 

“When doing things digitally, there are countless numbers and 
statistics, but in relation to what? How does one judge whether it is 
good or not? There is probably no one who has an answer to this. It 
may be different for different companies and different industries.” 

  

Further, Annasdotter added that it is equally important to be able to draw conclusions 
from what one measure as knowing how to measure. In addition, Tobiasson claimed 
that digital channels are among the most measurable channels that have existed, 
however, he further added that the relevance may not be tremendous in measuring its 
effectiveness. 
 
   



  
 

38 

 

5 Analysis 
This chapter presents the analysis of the thesis which focuses on comparing the 
empirical findings with the theoretical framework in order to find similarities as well as 
differences. The chapter is divided into three sub-chapters; (i) What social media is 
effective for; (ii) Measuring the social media effectiveness; and (iii)  Barriers to using 
social media. 
 
5.1 What Social Media is Effective For 
5.1.1 Social Media Channels 
As presented in the theoretical framework, various channels are used by B2B companies 
in different ways according to Agnihotri et al., (2016) and Gruner and Power (2018). 
The authors also discussed that different channels allow companies to reach different 
target groups (ibid). Murphy and Sashi (2018) further discussed that as a result of the 
channels differences, they may be appropriate to use for different types of tasks. In line 
with this, all the marketing managers interviewed also explained that they are using the 
various channels for different tasks and shared that they are able to reach different 
targets groups with the help of the different social media channels. Both the marketing 
managers Evasdotter and Niklasson agreed that LinkedIn is a channel used in order to 
reach various target audiences, and they, as well as Annasdotter, elaborated that 
LinkedIn is used in order to reach large organizations and managers from various fields, 
due to that LinkedIn offers the companies to target the posts towards different groups 
and individuals. Tobiasson also agreed with this and shared that LinkedIn has the 
feature of tailoring the message towards people of interest for the specific message, 
however, emphasized that he believes it is important that companies use this with 
caution, that they are not too pushy towards their target groups. From this, it can be 
discussed that the marketing managers agree with what Agnihotri et al., (2016) and 
Gruner and Power (2018) argued, regarding social media’s way of allowing companies 
to reach different target groups. 
 
Moreover, it is evident from the empirical findings that the marketing managers do not 
use the different social media channels in the same way, such as that the interviewees 
did not agree with each other regarding which channel that should be used to recruit 
new employees. According to Andersson and Wikström (2017) as well as the 
interviewee Niklasson, LinkedIn is used to recruit new employees and to present the 
company as an attractive employer. Evasdotter argued that Facebook can be used to 
recruit new employees and likewise, Andersson and Wikström (2017), as well as 
Bernard (2016), also emphasized that Facebook is a tool used in order to recruit 
employees. Additionally, Annasdotter shared that company Y use the channel Instagram 
in order to present the company as an attractive employer. From this, it is evident that 
both the literature and the marketing managers interviewed experience that social media 
can be used in order to recruit personnel, yet they do not agree entirely regarding what 
channel that is the most effective for it. 
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Furthermore, both Niklasson, Evasdotter, as well as Tobiasson, explained that the 
respective companies are all using Twitter, yet, for different purposes. It is presented in 
the theoretical findings that Buratti, Parola and Satta (2018), as well as Bernard (2016), 
discuss the different purposes of which B2B organizations are using Twitter. It is 
presented by Bernard (2016) that organizations are using Twitter to enter new markets 
as well as to use it as a PR tool and Buratti, Parola and Satta (2018) added that it is used 
to externally communicate with customers. Similarly, Tobiasson argued that Twitter is a 
tool used in order to share information regarding different events as well as to be used 
in a PR purpose. On the contrary, Niklasson argued that Twitter is used to share heavier 
material, such as legal regulations and information with the customers, which he 
believes is not suitable to share on other channels. From this, it can be discussed that the 
theory and the empirical findings surrounding the use of Twitter are similar, however, 
that the marketing managers use Twitter differently. The research by Andersson and 
Wikström (2017) further explained that some organizations have difficulties with using 
Twitter and Instagram in the B2B context. Company X does not use Instagram, and 
company Y does not use Twitter. However, company Z use both Instagram and Twitter 
and Niklasson did not express any difficulties with these specific channels, and thereby, 
it can be discussed that he does not agree with the statement by Andersson and 
Wikström (2017). 
 
In the theoretical findings, it was discussed by Agnihotri et al., (2016) that Facebook 
has the ability to be used as a sales channel, this is also shown in the research by Brink 
(2017), that B2B organizations use social media in order to increase sales. In contrast, in 
the study by Järvinen et al., (2012), it is presented that generating sales is not seen as 
the most important reason why B2B organizations are using social media. Both 
Niklasson, as well as Tobiasson, argued that social media should not be used as a sales 
channel, they believe that it should be used for other purposes instead of pushing sales 
on social media, meaning that their beliefs are in line with Järvinen et al., (2012). 
However, in contrast to this, Evasdotter did not fully agree with Niklasson and 
Tobiasson. Evasdotter argued that she believes the use of social media could support the 
sales process for B2B organizations, meaning that her beliefs somewhat match with 
what was discussed by Agnihotri et al., (2016) and Brink (2017). 
 
5.1.2 Social Media Used as a Communications Channel 
In the theoretical framework, it is discussed by Järvinen et al., (2012) that social media 
helps organizations to communicate with its customers in a two-way dialogue, 
compared to traditional media and one-way communication, where the customers are 
not able to respond to various messages. Similarly, Evasdotter highlighted that with the 
help of social media, organizations are able to communicate with the customers in a 
more personal and fun way, and Niklasson also shared that on Instagram, he believes 
the company has the ability to provide a more personal feeling to the followers. 
However, Mehmet and Clarke (2016) added that organizations must be aware of that the 
message shared on the social media channels can be misunderstood by the individuals 
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exposed to it, and this may result in a negative outcome for the organizations. In 
connection to this, Tobiasson argued that it is crucial for organizations to not get too 
personal, and to keep the communication consistent. 
 
Furthermore, Evasdotter argued that it is of importance that organizations are 
knowledgeable regarding the purpose and goals of why they are using social media as a 
communications channel and that it is of importance to not use social media because it 
is perceived as ‘cool’ or because organizations are supposed to be active on social 
media. On the contrary, Annasdotter argued that organizations need to be active on 
social media nowadays because it is what is expected by them. However, Evasdotter 
statement is connected with what was presented by Cawsey and Rowley (2015) who 
argued that organizations should not only use social media because they believe that 
they should, it is of importance that organizations know why they are using it. Likewise, 
Niklasson also emphasized the importance of having a plan and a strategy for how to 
use social media. He further highlighted to not use social media only because the 
organization is supposed to, as Annasdotter expressed. As mentioned, Niklasson 
highlighted the importance of having a strategy, and this is connected with what was 
discussed by Buratti, Parola and Satta (2018), that it is of importance that the employees 
know the strategy of how the company is supposed to communicate with its customers 
on social media. Likewise, Annasdotter argued that it is of importance that all the posts 
and how the company is communicating online are connected to the company, and 
Evasdotter further highlighted that it is of importance to not be too spontaneous when 
communicating with customers on social media. Both Annasdotter and Evasdotter 
discussed the importance of having consistency with what the company is posting 
online, Evasdotter also commented on the importance that companies must have a plan 
and strategy in how to handle both negative and positive comments. 
 
Moreover, Brink (2017) argued that the goal for organizations using social media is 
often to enhance communication. Similarly, Niklasson and Tobiasson both agreed that 
social media is an effective tool to use when communicating with customers. Brink 
(2017) further argued that social media can be used when organizations communicate 
information to customers regarding new products and product development. Likewise, 
Niklasson also emphasized the importance of using social media to communicate 
information regarding products and product development, as presented in the empirical 
findings. 
 
5.1.3 Social Media Used for Creating Awareness 
It is discussed in the theoretical framework that companies often have their social media 
channels, such as their Facebook, Instagram and Twitter accounts all linked at the 
official website, in order for customers to find the companies social media channels 
(Kotler and Armstrong, 2018). This can be connected to what was discussed in the 
empirical findings by Annasdotter, who argued that the main channel for the company 
is the official website and that the goal of the social media channels is to spread the 
content which can be found on the website, as well as to create awareness regarding it. 
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Niklasson argued that social media is the start of the customer journey nowadays, and 
that the social media channels are creating and building the awareness, compared to the 
past, when it was the website that built the awareness of the company. He further 
elaborated that he experiences that the website is the last place today where purchasers 
and customers evaluate and look for information, and due to this, it is important that 
organizations update their social media channels, in order for the awareness to be as 
strong as possible. Moreover, Niklasson argued that what he experiences as the most 
effective with social media is to build awareness, which is connected to what was 
discussed by Järvinen et al., (2012), who argued that enhancing brand image and create 
awareness is seen as primary reasons for why B2B organizations are using social media. 
Niklassons statement also aligns with Cawsey and Rowley (2016), who stated that 
social media extends the brand awareness, the authors also discussed that social media 
are used in order to generate leads, which Niklasson also stated as the main reason to 
why he uses social media. 
 
Furthermore, it was presented in the research by Michaelidou, Siamagka and 
Christodoulides (2011) that organizations hesitated to adopt social media due to them 
being uncertain of how it could help the brand. In the empirical findings, it was 
presented that Evasdotter were of the belief that a single post could affect the 
company’s brand, both in a positive and negative manner. Further, Tobiasson also 
added that it is important to have a plan of what to post, in order for it to not damage the 
brand. 
 
5.1.4 Social Media Used for Building and Maintaining Relationships 
It is presented in the theoretical framework that many B2B organizations use social 
media in order to build stronger relationships with customers and partners (Agnihotri et 
al., 2016; Brink, 2017; Huotari et al., 2015; Järvinen et al., 2012; Siamagka et al., 
2015). Annasdotter argued that with the use of social media, a company can show that 
they exist as well as contributes to being in ‘the top of mind’ of potential customers and 
partners, and further added that social media is about building relationships. Likewise, 
Evasdotter also agreed with the statement by the authors, she argued that social media 
could improve already established relationships and that social media can contribute to 
building a positive picture of the company in the eyes of existing as well as potential 
customers. Further, it was presented in the research by Gueselaga (2016) that 
organizations are using social media in order to find new prospects, and this is 
connected to what Niklasson shared, that the salespeople at company Z are using 
various social media channels, mostly LinkedIn, in order to find new prospects as well 
as to create relationships with new potential customers, which can be beneficial for the 
company. 
 
Moreover, it was presented in the research by Jussila, Kärkkäinen, & Aramo-Immonen 
(2014) that many organizations still do not use social media in its full potential in order 
to build relationships, yet, the authors argued that many organizations are aware that 
social media could be used as a tool in order to enhance and build relationships. In 
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connection to this, Niklasson argued that he believes social media can be used in an 
effective manner to build and support relationships. Niklasson argued that sharing 
reference-cases on the social media channels are, according to him, an effective way of 
creating an interest from potential customers or partners, as well as supporting existing 
relationships and building new relationships. 
 
5.2 Measuring the Social Media Effectiveness 
It was argued by Tobiasson as well as Annasdotter in the empirical findings, that social 
media compared to traditional media, has better opportunities when it comes to 
measuring the performance. However, as presented in the theoretical framework, 
Agnihotri et al., (2016, p.178) stated that “[...] firms need to develop a way to measure 
the outcomes of social media use so they can assure that their goals are being met and 
that the use of social media is advantageous.” This topic was also discussed in the 
empirical findings where different beliefs on how this can be done in the best way were 
expressed. Annasdotter shared that she, when measuring the performance from the 
social media marketing, look at the individual performance from the posts and do not 
have an overall goal nor have specific numbers that she is working towards. In contrast, 
Niklasson shared his thoughts and discussed that he has clear goals that he works 
towards and that his focus is always on how many leads the social media marketing 
generates for the salespeople. He shared that he always measures the cost per lead, in 
order to measure the effectiveness of the social media marketing and to evaluate if it 
was advantageous or not (ibid). Further, Niklasson also discussed that he keeps track of 
the relevance of the cost per lead, such as how many that clicked on the links shared in 
the posts. From this, it can be discussed that there is a difference in how Annasdotter 
and Niklasson measure the effectiveness of their social media marketing, as well as how 
they evaluate if the social media marketing was advantageous or not. Niklasson seems 
to be more number-centric than Annasdotter who expressed that she has not yet 
succeeded with setting numbers as goals, and further, Niklasson also seems to work 
towards clearly set goals in contrast to Annasdotter. Additionally, it was discussed by 
Michaelidou, Siamagka & Christodoulides (2011) that some organizations do not 
measure if their goals for their social media usage were accomplished. From the 
previously discussed, it can be argued that the author’s statement to some extent match 
with what Annasdotter discussed. This, by reason of her not setting clear goals for the 
social media marketing of which she measures, however, she did express that she 
measures each post individually and due to this, it cannot be argued that the author’s 
statement fully matches with how Annasdotter work. Further, it can be argued that the 
statement by Michaelidou, Siamagka & Christodoulides (2011) do not match with what 
Niklasson shared. This, due to that he works towards clearly set goals and closely 
measure the performance derived from all social media marketing by, as previously 
mentioned, measure the cost per lead. 
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5.2.1 Metrics Used for Measuring the Social Media Effectiveness  
It was discussed in the theoretical framework that there are numerous metrics that can 
be used by B2B organizations when measuring the performance from the social media 
marketing. Juntunen, Ismagilova and Oikarinen (2019) explained that likes and 
comments can be used when measuring the performance and Cawsey and Rowley 
(2016) added that links clicked, the number of followers and reach are additional 
metrics that organizations often look at. In line with this, different metrics were also 
discussed by the marketing managers. Annasdotter, Evasdotter as well as Niklasson all 
shared that they measure how many that was reached by the posts, how many likes and 
comments it received as well as a fourth metric which was not mentioned by Juntunen, 
Ismagilova and Oikarinen (2019) nor by Cawsey and Rowley (2016), which is how 
many impressions the posts receive. These metrics, the marketing managers shared that 
they used in order to measure the effectiveness of the social media marketing. However, 
both Annasdotter and Evasdotter expressed challenges with these metrics and 
questioned how effective they actually are. Similarly, Cawsey and Rowley (2016) stated 
that a great amount of the B2B organizations from their research had a negative attitude 
towards different metric tools, such as Google Analytics, Facebook Insights and 
LinkedIn Insights, which were used in connection to the aforementioned metrics. 
Annasdotter discussed that many comments are not always linked to a successful post 
due to that the comments may not always be connected to the actual post, and therefore, 
the number of comments may not be a reliable metric to use for measuring the 
effectiveness of the social media marketing. Further, Evasdotter shared her thoughts on 
that she believes some have too much hope when it comes to measuring the impact that 
the social media marketing actually has, that it is hard to measure how many that was 
affected by the message due to that one does not know for certain how many that saw 
the message. Further, she discussed that she does not believe that there is a correlation 
between impressions and likes, for the reason that she believes there is a difference in 
being exposed to a message and to actually interact with the message (ibid). Due to this, 
Evasdotter expressed that she believes it is hard to draw an average value from the 
metrics, and as a result, it is therefore also, she shared, hard to determine if the social 
media marketing was effective or not. From this, it can be discussed that the shared 
beliefs from the marketing managers are somewhat in line with what Juntunen, 
Ismagilova and Oikarinen (2019) and Cawsey and Rowley (2016) presented regarding 
the metrics. However, there are some uncertainties expressed if the metrics presented by 
the authors can be trusted in all situations when measuring the effectiveness of the 
social media marketing. 
 
5.2.2  Difficulties with Measuring the Social Media Effectiveness 
It was discussed by Iankova et al., (2018) and Järvinen et al., (2012) that a barrier to 
why some B2B organization do not use social media or hesitated to implement it, was 
due to their belief that measuring the performance from the social media marketing is 
difficult. More specifically, what was seen as difficult was to measure the return-on-
investment (ROI) (ibid). Evasdotter shared that she has the belief that it is hard to 
measure if the social media marketing generated sales or not. This, she discussed, is due 
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to that the message shared on social media may have been stored subconsciously and 
may in some cases have been brought up later and may, therefore, also have been a part 
of the purchase decision (ibid). This, meaning that the message from the social media 
marketing may have influenced the customer to choose the company for the purchase 
(ibid). However, she highlighted that it is hard to prove if the message shared on social 
media was the reason for the actual purchase or not, yet Evasdotter did not express that 
this was seen as a barrier as discussed by Iankova et al., (2018) and Järvinen et al., 
(2012). Nevertheless, Evasdotter did not share a way to measure the ROI of the social 
media marketing. It was expressed by Evasdotter that it may be difficult to link the 
performance measured from the social media marketing to the company’s business 
performance and financial results, as discussed by Järvinen and Karjaluoto (2015). 
 
Furthermore, as previously mentioned, Niklasson seems to be more number-centric than 
the other marketing managers. He shared, as previously discussed, that when he 
measures the effectiveness of the social media marketing, he always measures the cost 
per lead. He shared that he believes this is effective due to that he divides the total cost 
of the social media campaign with the number of leads it generated in for the 
salespeople. He believes this is an effective way to measure if the social media 
marketing was profitable or not due to that this calculation results in that he can, in an 
easy way, measure the impact the social media marketing had on the business 
performance as discussed by Järvinen and Karjaluoto (2015). Niklasson did not express 
that measuring the ROI of the social media marketing was seen as a barrier, as discussed 
in the literature by Iankova et al., (2018) and Järvinen et al., (2012), however, 
Niklasson did not share an effective way to measure the ROI. 
 
According to Siamagka et al., (2015), evaluating the effectiveness of the social media 
marketing by B2B organizations is rare, and similarly, Tobiasson expressed that he 
sometimes feels frustrated how poorly some organizations measure the performance 
from their social media marketing. He highlighted the importance to continuously 
measure the performance from the social media marketing if it is to be used effectively 
(ibid). Additionally, Annasdotter emphasized that it is not only important to know what 
to measure, one must also know how to draw conclusions from what one measures. 
 
5.3 Barriers to Using Social Media 
5.3.1 Lack of Knowledge as a Barrier 
Both Tobiasson and Annasdotter discussed, as previously mentioned that social media 
has significantly better opportunities when it comes to measuring the performance 
compared to traditional media. Yet, Tobiasson further discussed that measuring the 
social media marketing requires knowledge and commitment from the organizations, 
and these, according to him, may not always exist within the organizations. Further, 
Tobiasson’s thoughts is similar to what Michaelidou, Siamagka and Christodoulides 
(2011) discussed in their study, that one of the main barriers of why B2B organizations 
hesitated to adopt social media was due to that the personnel lacked knowledge 
regarding how social media works, as well as that social media required a great 
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investment in terms of time. However, Tobiasson did not express that he saw this as a 
barrier to why organizations hesitate to use social media. Moreover, in the theoretical 
framework it was presented that Guesalaga (2016) argued that it is of importance that 
managers are skilled in social media, in order for them to have the ability to educate 
their personnel. The marketing managers interviewed agreed with the statement by 
Bernard (2016) and Guesalaga (2016) regarding the importance of that the organizations 
provide education of the social media usage. All the marketing managers presented that 
the organizations provide internal education of social media, for both the managers as 
well as the employees working with social media in order for them to continuously be 
educated. Further, this may be why the marketing managers did not express that a lack 
of knowledge was seen as a barrier of using social media, as discussed by Michaelidou, 
Siamagka and Christodoulides (2011). 
 
5.3.2 Cost of Implementation as a Barrier 
Furthermore, it was discussed by Järvinen et al., (2012) that a social media 
implementation would be costly, and evidently, it was seen as a barrier for B2B 
organizations to implement it. The marketing managers did not share any experiences 
regarding the cost of implementing social media. However, Niklasson discussed that he 
believes it is expensive to use LinkedIn in order to find new potential customers, yet he 
did not express that the cost of implementing social media is high, and therefore, it 
cannot be linked to what was discussed by Järvinen et al., (2012). 
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6 Conclusions and Implications 
This final chapter starts by presenting the conclusions of the thesis divided into two 
sections, followed by theoretical and managerial implications, societal implications, as 
well as limitations. Finally, the chapter is ended by presenting suggestions for further 
research. The purpose of this thesis is to understand the reasons for large international 
business-to-business organizations to engage in social media for marketing purposes. 
 
6.1 Conclusions 
6.1.1 What the Marketing Managers Experience Social Media to be Effective For 
 

What do marketing managers at large international business-to-
business organizations experience that social media is effective for? 

 
It can be concluded that the interviewed marketing managers experience that social 
media is effective for different purposes as well as that the different social media 
channels provide B2B organizations with different benefits.  
 
Firstly, it was expressed by the marketing managers that social media is effective to use 
as a communications channel with customers. It was discussed that social media allow 
organizations to reach, and thereby communicate, with different types of target 
audiences on different channels. Further, social media was also acknowledged to help 
organizations communicate in a more ‘personal’ and ‘fun’ way, which, in turn, can 
contribute to open up new dialogues with potential customers. However, it was 
highlighted by the marketing managers that B2B organizations should have a strategy 
regarding their communication on social media before using it. This, in order for the 
organizations to be prepared for negative comments on the channels, as well as, in order 
for the communication to be consistent throughout the different channels on which they 
are active. Further, in connection with the importance of having a strategy, it was also 
emphasized that B2B organization should not use social media only because it may be 
perceived as ‘cool’ to do so. 
 
Secondly, the marketing managers were also of the opinion that social media is effective 
for creating awareness. It was argued that today, it is important that B2B companies are 
present on social media, due to that the customer journey tends to start there. This, 
meaning that the customers visit the company’s social media channels in order to find 
information regarding, for example, the company or its products, before they visit the 
company’s website. By cause of this, it is important that organizations update their 
social media channels in order for their awareness to be as strong as possible as well as 
in order for the customers to find relevant information on the channels. Further, it was 
discussed by the marketing managers that social media can help to create an awareness 
of the company, which, in turn, can be used in order to present the company as an 
attractive employer, which consequently, can help to recruit new personnel.  
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Thirdly, the marketing managers experienced that social media can be effective for 
supporting existing relationships as well as building new relationships. It was discussed 
that B2B organizations can, with the help of social media, find new customers and 
thereby build new relationships which in turn can benefit the company. Further, the 
marketing managers also shared that social media can create a positive image in the 
eyes of their customers and partners. It was shared that this could be done by, for 
example, share reference-cases where the companies present their previous projects, 
which, consequently, can result in an interest from potential customers or partners. 
However, the marketing managers opinions differed regarding whether or not social 
media should be used as a sales channel, where one marketing manager claimed that the 
main reason for using social media is in order to generate leads. 
 
6.1.2 How the Social Media Effectiveness is Measured by the Marketing Managers  
 

How do marketing managers at large international business-to-
business organizations measure the effectiveness of social media? 

 
The interviewed marketing managers experienced that social media has significantly 
better opportunities for measuring the effectiveness, compared to ‘traditional’ 
marketing. It can be concluded that all of the marketing managers used the metrics; 
reach, likes, comments and impressions when measuring the effectiveness of social 
media. However, uncertainties were expressed regarding the reliability of these metrics. 
It was discussed that comments may not always be a reliable metric to use for 
measurements by reason of a great number of comments may not always be positive. It 
was also expressed that it may be difficult to draw average values from the metrics 
which complicates the process of measuring the effectiveness. Further, the marketing 
managers shared different beliefs whether or not it is effective to set goals in connection 
to the metrics, in order to measure the social media effectiveness. 
 
Furthermore, even though the marketing managers could share what they experience 
social media to be effective for, a way to measure the return-on-investment in 
connection to the social media usage were not expressed. This may be because it can be 
challenging to prove if the social media marketing generated sales or not. However, an 
additional metric was shared of which can be used when measuring the social media 
effectiveness, the metric ‘cost per lead’, and this metric was argued to have the 
possibility to be connected to business results. Nonetheless, even though social media 
may come with great opportunities regarding measuring the effectiveness due to the 
different metrics available, it was expressed that if the measurements are to be effective, 
it is crucial that one knows how to draw conclusions from what one measures. 
  



  
 

48 

6.2 Theoretical Implications 
As presented in section ‘1.2 Problem Discussion’, the journal Industrial Marketing 
Management has announced a call for paper on the topic ‘Innovative digital marketing 
management in B2B markets’ (Elsevier.com, 2019). In connection to this, this thesis 
aims to contribute to the theoretical landscape of social media. Furthermore, it was also 
presented in section ‘1.2 Problem Discussion’ that there is a lack of good case studies 
(Ammirato et al., 2019) as well as that there is a need to investigate the individual 
perspective instead of firms when studying social media in a B2B context (Pascucci, 
Ancillai and Cardinali, 2018). This thesis fills these gaps by conducting a multiple-case 
study focusing on the individual perspective of marketing managers. 
 
Furthermore, it has been addressed in the literature that B2B organizations find it 
difficult to measure the social media performance (Järvinen and Karjaluoto, 2015; 
Siamagka et al., 2015). However, the literature has mentioned metrics that B2B 
organizations can use when measuring the social media performance, such as likes, 
comments (Juntunen, Ismagilova and Oikarinen 2019) and reach (Cawsey and Rowley 
2016). This thesis contributes to the literature surrounding metrics of which B2B 
organizations can use when measuring the social media effectiveness, and thereby also 
contributes to the gap discussed by Järvinen and Karjaluoto (2015) and Siamagka et al., 
(2015), in two ways. Firstly, this thesis contributes to the existing literature by 
confirming that practitioners, in this case, the interviewed marketing managers, are 
using the metrics discussed in literature which are likes, comments and reach. However, 
even though it was confirmed that these metrics were used, the marketing managers 
expressed uncertainties of how reliable these metrics actually are.  
 
Secondly, this thesis further contributes to the existing literature by presenting two 
additional metrics of which the marketing managers shared can be used when measuring 
the social media effectiveness, which are ‘cost per lead’ and ‘impressions’. In Figure 2, 
‘Extended Conceptual Model’, which is an extended version of Figure 1 presented in 
‘2.7 Conceptual Framework’, the authors of this thesis have presented the findings of 
the metrics as an extension from the concept ‘measurements’. This was done due to that 
the authors view these metrics as a part of how to measure the social media marketing. 
The authors chose to present the ‘new’ metrics in red and in italics in order to separate 
them from the rest and thereby present them as the new findings of which the authors 
are contributing to the existing literature surrounding measuring the social media 
effectiveness in a B2B context. This will also be further discussed in section ‘6.6 
Suggestions for Further Research’. 
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Figure 2. Extended Conceptual Model. 
 
6.3 Managerial Implications 
This thesis contributes to practitioners with insight into how marketing managers work 
with social media in large international B2B organizations. More specifically, the thesis 
provides practitioners with the insight that the interviewed marketing managers 
experience that social media is effective for three main reasons. These three are that 
firstly, social media is effective to use as a communications channel with customers, 
secondly, to create awareness as well as third and lastly, to support existing 
relationships as well as build new relationships.  
 
Moreover, the thesis presented additional experiences and beliefs from the marketing 
managers of which can contribute to practitioners, such as the importance that B2B 
organizations have a strategy of how to use social media, both with how to 
communicate as well as which channels to be used. It is also crucial that practitioners 
working with social media do not forget that it is a business dialogue, and should, 
therefore, be handled professionally. 
 
Furthermore, the thesis also provides practitioners with the insight of metrics that 
marketing managers at large international B2B organization use when measuring the 
effectiveness of social media. These metrics are; reach, likes, comments, cost per lead 
and impressions. Finally, the thesis also contributes by highlighting that it is equally 
important that one can draw conclusions from what one measures, as knowing how to 
measure. 
 
6.4 Societal Implications 
As discussed throughout this thesis, social media has both positive as well as negative 
aspects to it and has been referred to as ‘a double-edged sword’ (Ngai, Tao, and Moon, 
2015). All of the marketing managers were of the mind that it is important to be 
thoughtful as well as careful with the communication on the company’s social media 
channels. As previously discussed in the empirical findings, the social media channels 
can be used as a sales channel. When and if this becomes more popular in the B2B 
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context, there is a potential change in what type of content we are going to be subjected 
to in the future, as a society. Meaning that companies try to reach and influence 
individuals, not only longer as a private consumer, but also as their professional role. 
This potential trend can be a large contributing factor in how people's social life and 
business life can merge together creating an environment were people feel that they are 
never ‘getting off work’. This, in turn, the authors of this thesis believe has the potential 
of creating a frustrating new way of life that has the potential to backlash at the 
companies working with social media as a sales channel.      
 
6.5 Limitations 
This thesis was written by three authors that had some previous knowledge and insight 
in the field of research. The thesis is, therefore, a product of the author's interpretation 
of the collected data through in-depth interviews. Other researchers who have other 
backgrounds, knowledge or experiences, might have reached different conclusions or 
interpretations of the empirical findings. The thesis was limited in two major aspects, 
time and resources, where time was considered to be the factor having the largest 
impact. The researchers had approximately two months to conduct and finalize their 
thesis. Additional time and resources could have been used to improve the thesis further 
by, for example, visiting the marketing managers in person when conducting the 
interviews as well as more participating marketing managers from additional 
companies. Additional time could also have lead to that the authors would have been 
able to let the participants validate their responses, as discussed in ‘4.5.2 Respondent 
Validation’, argued for by Bryman and Bell (2015) as an extra contributor for 
credibility to ones work.      
 
Although the time was rather limited, the authors managed their time well and met all of 
the provided deadlines. Involving more marketing managers, and thereby more 
companies, could have provided more data making the results more widely applicable, 
affecting the generalization of the study. This would, however, also affect the time the 
authors had been able to spend on each sample. This, in turn, could have damaged the 
richness and insightfulness of the data that the authors believe they accomplished to 
receive by selecting fewer cases. The authors are of the opinion that the methods in the 
thesis, such as the way of collecting and sampling the data, were accomplished in a 
good and successful manner by delimiting their work, as well as the willingness and 
helpfulness from the selected participants.  
 
6.6 Suggestions for Future Research  
This study opens up for further research in terms of replicating the report and applying 
it on a larger sample of companies and marketing managers, in order to see if the results 
would still be the same or similar when multiple companies and marketing managers are 
interviewed. This could, in turn, compare if the results in this thesis are equal to what 
other marketing managers experience that social media is effective for. Another further 
research which this thesis suggest researchers to study are how organizations can 
measure the social media effectiveness as well as how the social media performance can 
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be linked to financial results and return-on-investment. This has been noted, throughout 
the thesis, as something B2B organizations have issues with, both in the theoretical 
findings as well as in the empirical findings. Further research may also investigate, 
more in-depth, if other B2B organizations are using the two additional metrics 
discovered in this thesis - impressions, and cost per lead when measuring the 
effectiveness of social media marketing. Future researchers may also investigate how 
reliable the metrics of which have been discussed in this thesis actually are, this, due to 
that the interviewed marketing managers did express uncertainties of the metrics 
reliability when measuring the social media effectiveness. 
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Appendix 
Interview Guide 

1. What is your role in the organization? 
2. For how long have you worked at the company as well as had your current role? 
3. How are you connected to the social media activities at your company? 
4. Do you have any former experience of using social media professionally? 
5. Have you had any training/education? If not, has someone else involved in the 

social media activities had so? 
6. When did the company start using social media? 
7. What is the first thing you think of when I say ‘Social Media’? 
8. What would you say is the primary goal of the company’s social media usage?  
9. Do you have a strategy for how you use social media in your work? 
10. What do you believe is important to have in mind when using social media for a 

marketing purpose in B2B? 
11. Do you believe the usage of social media has had a positive effect on your 

company in any way? 
12. Do you believe the usage of social media has had a negative effect on your 

company in any way? 
13. What different channels are your company active on? 
14. Do you use all the channels in the same way? 
15. What is your view regarding measuring the social media effectiveness? 
16. Do you measure the company’s social media effectiveness?  
17. Are there any specific things you believe is effective to look at in terms of 

measuring the effectiveness from the social media marketing in a B2B context? 
18. What do you think will change/develop in terms of using social media in B2B in 

the coming years? 
19. What do you believe are needed in order for the social media to grow and 

improve in the B2B industry in the coming years? 
 
 


