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Abstract
!e purpose of this research is to analyze and explore how companies could use social media to  
promote themselves and improve their business to consumer relationship, this in order to develop  
a general set of recommendations.

To ful"ll the purpose we have used a qualitative research method with a "eld study ap-
proach. By studying both social media and marketing theories and combining these with 
interviews of social media consultants, we have managed to compile a set of recommenda-
tions for corporate social media usage. As a complement, we have observed some companies 
that use social media in order to document and analyze how they use it, primarily  to ex-
pand our own understanding.

Recommendations for social media usage

1. Formulate goals for what you want to accomplish with your social media usage.

2. Develop a strategy how to reach your goals.

1. Start with traditional marketing/communication strategies, that may already be 
present. Use traditional marketing theories like the "ve P's.

2. Develop a set of guidelines for social media usage.

3. Choose which  social media you are going to use. !e choice should be based on 
your goals, strategy and target demographic.

1. Twitter is quick, blogs are powerful, Facebook is mainstream.

2. Blogs are probably the easiest to start with, due to less usage constrictions.

3. Have a purpose with every service that you use.

4. Keywords to have in mind when using social media.

1. Commitment and continuity, do not neglect the community for long periods of 
time.

2. Transparency, do not be afraid to loose absolute control

3. Authority to speak

4. Quality of content

5. Use informal and personal behavior. Do not try to push anything towards your fol-
lowers/fans but act as a brand builder.

6. Do not forget: it's not rocket science, mostly just common sense!
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1 Introduction
!is "rst chapter is an introduction to the research main subject with a background and a prob-
lem description, followed by its purpose and research questions. At the end we will go through  
some key de"nitions for words used in this research.

1.1 Background
If we choose to see Internet as a single invention, it would probably be one of the greatest 
inventions of all time. It has developed from a small university network into a versatile 
worldwide communication tool.  Today, we can do our shopping, read and listen to the 
latest news, pay our bills, socialize with our friends and even stream movies and TV-shows 
using the web. 

In the beginning Internet was primarily a static place, but with the introduction of web 2.0 
it all changed. !e web became more #exible and the content increasingly user-generated. 
We can now interact with one another and therefore, Internet has become a social medium. 

As humans, we have always engaged in social networks. !ey can be formed around our 
family, friendships, religious beliefs, social status and more. Social media is any kind of in-
formation we share with our social network using social networking websites or services. 
Examples are blogs, forums, photos, audio, pro"les and status updates (Eley & Tilley, 2009 
p. 78).

Social media allows people with no special knowledge to post and share content with the 
world instantly. In the last few years social networking has become increasingly popular 
with hundreds of millions of users worldwide. Current big portals for social media sharing 
are Facebook, Twitter and YouTube (Eley & Tilley, 2009 p. 78).

!ese new web sites are not only useful for keeping in touch with friends and family, it is a 
new powerful  marketing  place.  A place  where  the  customers  setthe  rules  and  word  of 
mouth makes or breaks the product. With social media, marketing is a two way communic-
ation, rather then the one way communication used in traditional marketing (Eley & Tilley, 
2009 p. 79).

While these social networks may have started up as the typical geek hangout, just like the 
Internet did in the 90s, it has now become mainstream. Everyone, from college students to 
business people to celebrities to politicians has embraced this new channel (Eley & Tilley, 
2009 p. 79). Social media is even thought to have played a major role in helping the US 
President Barack Obama win the election in 2008 (News Blaze, 2009).

1.2 Problem Formulation
Social media is an unexplored area and a current buzzword, both for companies and in the 
academic world. Many companies are not sure how to improve their business by using so-
cial media, neither for external nor internal purposes. Social media is already huge amongst 
private persons. For example, Facebook now has over 300 million active users world wide 
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(Facebook, 2009b). Some companies are aware of these new channels and want to "nd new 
potential customers and relations by using them. 

!ere  are  a  few  companies  that  are  successfully  using  social  media.  Google  use  a 
rumor/hype strategy to market their new Wave-service, currently still in pre-beta. People 
can only access the service if you manage to obtain an invitation. According to Ståhl (2009) 
there has been invitations for sale on Ebay at prices going up to US $200, which just makes 
them more coveted. Another company that uses social media is Spotify, for example they 
use Twitter and their own blog to inform people about special events and when the music 
library has been updated. 

Today,  54 percent of the companies  in the  Fortune 100 list  compiled by the American 
stock-exchange, uses Twitter. Furthermore, almost 30 percent uses blogs and/or Facebook. 
In Sweden social media is not that popular, but at least 130 companies, probably more, uses 
Twitter as a strategy tool (Leijonhufvud, 2009).

!ere is a lot of services and tools on the web that can be useful when working with social 
media, but how to know which ones suit a particular company the best? Should the com-
pany use them all or just a few? Gothenburg Book Fair is one of these companies that are 
now trying social media for marketing. !ey are interested in having a guideline for social 
media usage. Also, they want to investigate and measure the potential bene"ts from using 
social media with customers. 

1.3 Purpose
Analyze and explore how companies could use social media to promote themselves and im-
prove their business to consumer relationship, this in order to develop a general set of re-
commendations.

1.3.1 Research Questions
As we said, social media is a new area in the academic world. Not many researches or papers 
have been published on the subject. !erefore, we have chosen to focus on one main ques-
tion and four sub questions, that we intend to give an answer to at the end of this research. 

Main question: 

What kind of bene"ts could companies achieve from using social media?

Sub questions: 

" How to measure social media bene"ts? 

" How to coordinate the use of social media with business?

" How to spread social media usage through an organization?

" How has social media changed the relationship between customers and companies? 
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1.4 Definitions
API – Application Programming Interface is a ruleset of how a certain software can commu-
nicate with another software, this to take advantage of existing features.

Consumer and Customer – Consumer is everyone in the target demographic. Customer is 
anyone who have consumed one of your products or services.

#Hashtag –  With  a  hashtag users  can  categorize,  or  tag,  their  tweet  (originally  from 
Twitter). !is is useful when trying to reach people that are looking for a certain kind of in-
formation. !is could be used for example when twittering about a TV show, #American-
Idol, or when participating in a seminar, #TED. To create a hashtag just put a # before the 
tag, like #tag, and it transforms into a link.

Internet and the Web – It is common to think that Internet and the Web are two synonyms 
meaning the same thing, but in this research they have di$erent meanings. Internet is a 
technical approach and the web built around the http language, and is what you generally 
"nd in your internet browser. 

Mashup – When combining content and/or features from two, or more, web services, the 
result is called a mashup. 

ReTweet (RT) – !is unction is used to share messages that someone else has tweeted (ori-
ginally from Twitter), users simply re-post (retweet) the same information. A typical RT 
look something like this: “RT @username: !e original tweet”.

Tweet – A message that is limited to 140 characters, and is called a tweet (originating from 
the service Twitter). It can also be described as a post, message or an update. !e reason 
that it is limited to 140 characters was initially to make it compatible with text messaging 
from a cellphone.

URL – Uniform Resource Locator is the term that transforms the IP-address pointing to a 
website into characters, to make it easier to remember. 
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2 Theoretical Framework
!e second chapter contains the theoretical framework of this research. Structured after the pur-
pose, starting with web 2.0 and social media, and ends with marketing related theory. In the  
end there is a summery of this chapter.

!e chosen order is structured to accommodate our purpose, starting with social media re-
lated theories and ending with marketing related theories. !is to keep a logical #ow and 
starting with the probably least commonly known subject in this research. 

We will explain social media, how it works and additionally explain some social media ser-
vices on a basic level, primarily to create a basic understanding for the subject. In business, 
it is important to be able to measure the result from di$erent actions, to see what really 
brings revenue to the organization. We, therefore, also deal with how social media could 
and should be measured. 

!e last part of the purpose of this research focuses on how to promote a brand and im-
prove relations. !is is why we also include traditional marketing in our theory, focusing at 
relation marketing.

In the theoretical framework, we do not explain exactly how a company should use each 
service, more how they work on a general level and what should be kept in mind when us-
ing them. Nor do we promote any special software (like Twitter-clients or analyzing tools), 
which one is suitable depends on your situation and intentions. 

2.1 Web 2.0
In the mid 1990's, !e Internet started to become quite common amongst private persons 
(Comer, 2007, p. 19). Back then it was built around static pages with hardly any interactiv-
ity, mostly due to the limited bandwidth available at the time. In 2004, Tim O'Reilly dis-
cussed the concept of web 2.0, as development of the web (O'Reilly, 2005). Warr (2008, p. 
591-592) explains O'Reilly's (2005) de"nition of web 2.0 with eight core patterns: 

1. Harnessing collective intelligence

!ere is an enormous amount of information on the web, with web 2.0 it is 
easy to "nd and use it. !e number one method for "nding information on 
the web is using search engines. Social services (like blogging, social book-
marking and collaborating tools) play a big role in how di$erent pages rank 
in search results. 

2. Data as the next “Intel Inside”

!ere are a lot of di$erent services with di$erent functionality on the web 
today,  many of  them can harness  each others  bene"ts  (like  databases  or 
APIs). For example you may use an ISBN registry when building an library 
service, or use PayPal's functionality when building an e-business. 

3. Innovation in assembly
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With web 2.0 it is easier to combine two, or more, di$erent services and 
mash them into a new one, a so called mash up. !is is an easy and cost e$-
ective way to make new services (see the 8th point). 

4. Rich user experiences

Web pages become more user friendly because of new web programming 
techniques, like XHTML, CSS, XML and JavaScript. !ese techniques has 
made it possible to create web services that is as powerful as computer-based 
programs. 

5. Software above the level of a single device

When using a web service, it does not matter what platform the user is on. 
!e service is installed on a server, not on the client. !erefore, the user can 
use Windows, Mac OS, Linux or any operating system that suits them the 
best. 

6. Perpetual beta

A web service does not have the same type of release cycle as a computer-
based program where the user needs to  pay for every new major version. 
Usually, web services does not leave the development phase and therefore 
the functionality always improves. A majority of the web services are com-
pletely free to use. 

7. Leveraging the long tail 

By understanding and mastering web 2.0 it is possible to reach out to all 
users. “!e Web 2.0 lesson: leverage customer-self service algorithmic data man-
agement to reach out to the entire web, to the edges and not just the center, to the  
long tail and not just the head”.

8. Lightweight software and business models and cost e$ective scalability

Web 2.0 has opened up for new business models that do not require as ad-
vanced techniques or as much resources. Since there are already many ser-
vices out there with good functionality, it is not always necessary to develop 
everything from scratch on your own. 

Tepper (2003, p. 22) means that the interactivity and collaboration possibilities are the 
primary advantages of web 2.0. User can now interact much easier with each other, and cre-
ate collaborative documents on the web. For example, a multiple-author internal blog can 
serve a number of purposes; a living document of processes, a knowledge container and 
shorter decision cycles with comments and discussions. 

A well known web 2.0 service, with collaboratively created content, is the free encyclopedia: 
Wikipedia. 
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2.2 Social media
Social media, or social software, have been developed through web 2.0. Social media is any 
content that forms our social networks on Internet. Social media includes a large number of 
tools used for online communication, such as instant messaging, text chat, forums, social 
bookmarking, wikis, blogs and social network services (Warr, 2008, p. 593, Eley & Tilley, 
2009). 

Carlsson (2009, p. 93-98) mentions some success factors for social media usage. However, 
she points out that commitment is the most important one, the company needs dedicated 
people. Social media is not only about the web and technology, but also tactical and stra-
tegical communication. It is vital that there is more than only one person representing the 
company on social medias, otherwise there is a risk that it is the users opinion, and not the 
companies, that is being communicated. And if this “super-user” quits, the company is in 
trouble. Bark (2009) explains "ve important steps you should keep in mind when using so-
cial media: 

Before entering the social media jungle, the companies need to know what they want to 
achieve, and what they do not want to achieve. !erefore a  strategy is needed regarding 
how to produce social media content.

!ere are a lot of social media tools that can be used, the company must decide which one 
suits their goals the best. A blog is often the easiest tool to begin with, and to set a solid 
strategy for how to use. 

One of the most important things when using social media is the attitude. !e target will 
accept that your content is not always top notch as long as you are social, talk to people and 
behave in a nice manner. As long as you add value to conversations, and listen more than 
you talk, your target audience will be happy. 

If you are not active and do not participate in discussions, it is no reason to create accounts 
on social media services. !ere is however still a lot of qualitative information out there that 
can be to your advantage. 

You create goodwill through listening and helping others, after that it is time for action and 
harvest the return from the invested capital. Remember that you use social media for your 
own sake, to get something back. 

Even though this research primarily focuses on three services (blogs, Facebook and Twitter) 
we want to clarify that social media is much more then that. Kim, Jeong and Lee (2009, p. 
216) de"ne social web sites as: 

“!ose web sites that make it possible for people to form online com-
munities, and share user-created contents.” 

Kim et al. (2009, p. 228) argue, amongst other things, that social media could be used for 
marketing. By using quali"ed employees to manage their social media presence, and deal 
with both positive and negative feedback, real bene"ts could be achieved. !ough, they also 
mention that if the social media usage is not done correctly, it can back"re. 
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According to Eley & Tilley (2009, p. 85) it is very important to follow four steps when you 
"rst start using social media and these are Listen, Join, Participate and Create. !ese steps 
are very important, and that you do them in the correct order.

Listening is the most important step. People online are frequently mentioning and com-
menting on your company, all you have to do is listen. !is will be valuable even if you do 
not participate yourself in the discussion. Instead of doing expensive surveys, focus groups 
or other experiments, the best information is often right there for free. You will "nd out 
what your customers think of you, what they want, what their problems and frustrations 
are about. You will get an inside scoop on what is actually important to your target demo-
graphic (Eley & Tilley, 2009, p. 86).

Once you understand the community, what it is about, it is time to join a social network. 
Many networks require that you have an account to participate in the discussions. It is al-
ways better to have an account even if you are not required to, claim your brand or com-
pany name to gain credibility. Join communities where you are most likely to "nd your cus-
tomers. If you start out with listening, you will know where your customers are. Facebook, 
MySpace, LinkedIn, YouTube, Flickr, Delicious, Digg and Twitter are big networks which 
should be on your radar (Eley & Tilley, 2009, p. 87).

!en it is time to participate in the community. Participating include replying and posting 
on online forums and blogs, reviewing products and services and bookmarking sites that 
you like. By participating you will build your online brand. People will start to respect you 
as a valuable contributor to the community. When respected, others will help to promote 
you without even being asked to do so. Have experienced and very active users in the com-
munity as role models. Remember that it is never okay to spam (Eley & Tilley, 2009, p. 
88).

Finally it is time to create. When you have built yourself an online brand by listening, join-
ing and participating it is time to create your own content. You will now have an audience 
to share it with and they will help spreading your content. You have to create value, ads are 
not generally seen as valuable. Posting “buy my stu$” on twitter will fail to achieve the res-
ult you want, and you may even be banned. By making bene"cial contributions to the 
community, people will notice and want to know more about your company. If you have 
listened properly, you should have a solid idea of the kind of content people would like to 
see (Eley & Tilley, 2009, p. 89).

2.2.1 Blogs
!e development of blogs began in the mid 90’s when people started doing online diaries 
and journals. In the beginning these pages where created manually. Over time, as blogging 
became more popular, new content management tools were developed, which meant more 
functionality and that people no longer needed any special skills to be able to blog (Cass, 
2007 p. 4). 

Blogs can be described as websites that are presented in form of a journal, blog authors can 
write blog posts that appear in sequential order. Blog posts are archived and can be accessed 
through navigation on the front page. A content management system enables authors to 
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write and publish quickly. Others can easily interact and converse with the blog author util-
izing tools such as comments, RSS, trackbacks, and social network bookmarking. Interac-
tion is the key to build a successful blog (Cass, 2007 p. 4).

Compared to personal blogging, the growth of corporate blogging has been slow, especially 
among non-technological companies. A corporate blog is published by a company or one of 
its employees and focuses on the company and its industry (Cass, 2007 p. 4).

Corporate blogging is a great way to improve your customer service. !rough the blog you 
can let customers submit questions and you can answer them. You can publish product up-
dates and how-to articles. Customers will see your blog as commitment to good customer 
service (Gehi, 2006). 

Blogs usually have a good content-management system, making it easy for visitors to "nd 
the information they want. A well written, regularly updated blog can become a reliable re-
source in your industry, to build up a following of loyal readers and potential customers 
(Gehi, 2006).

Consumers today share their experience and opinions about product, and greatly in#uence 
others in the decision of buying. Hence, it is very important to monitor and be involved in 
those channels, and to respond if  necessary.  Blogs also provide opportunity for product 
feedback and building positive consumer relations (Cass, 2007 p. 8).

When determining if the company should start a blog, usually you want to look at how big 
the blogging community in your targeted audience is. A big community means a lot of op-
portunities. However, a small community might consist of highly in#uential people that 
you might only reach through blogging (Cass, 2007 p. 22).

Outreach to other blogs means that you have the opportunity to converse with a wide 
number of blogs in the blogging community, whose audience is exactly the audience the 
company wants  to reach. Similar  to how companies build positive media relations, you 
now have to build positive blogger relations. !ese relations will depend on credible and 
personal posts that enhance the authority of the blogger. !e most important part in blog-
ging relations is where a blogger receives attention without pitching for it (Cass, 2007 p. 
41).

Blogs are a great tool to drive tra%c to your website as well as promoting your products or 
services. Trough advertisement a good blog can even provide an extra revenue stream (Gehi, 
2006).

2.2.2 How to use blogs successfully
To succeed with blogging you need to have great content. Content should be interesting 
and relevant to your target market. Good blog content could be: articles, product updates, 
interviews, and personal insight into topics (Gehi, 2006).

Further, you need to update your blog regularly. If you post often people will come back for 
more. Regularly adding fresh content will also give you a boost in search engine rankings 
(Gehi, 2006). To be amongst the "rst hits in a search engine is much more e$ective than 
pay per click advertising (Cass, 2007 p. 50). 

8



A blog is no place for formality and corporate speak. It is more similar to a forum where 
ideas #ourish and current interest can be debated. Further, it is not very important to be a 
great writer, you just need to give your audience good content (Gehi, 2006). Blogging is 
about informal conversations, building relations and creating goodwill that establishes cred-
ibility. To discuss every side of an argument gives you credibility, to interrupt and grab for 
attention lessens your credibility. You should therefore aim to not interrupt other bloggers 
(Cass, 2007 p. 41).

It is also of great importance to provide fair and comprehensive information. You should 
test the accuracy of the information you post to maintain credibility. !e corporate blogger 
should strive for thoroughness and honesty and be aware of other people’s integrity. You 
should correct mistakes made in the past and make sure the views presented on the blog 
represent those of the company (Cass, 2007 p. 59).

2.2.3 Microblogs
Microblogs is a “tool that combines the elements of blogging with instant messaging and 
social networking” (May"eld, 2008, p. 27). With these short messages, usually limited to 
140 characters, you can do quick updates, even on the run, and share them with everyone 
else. 

!e most popular microblog service is Twitter. Although, worth mentioning is also Jaiku 
and the Swedish service called Bloggy. In April, 2009, there were 14 million Twitter ac-
counts  (Web User,  2009).  !ere  are  more than 75 000 Swedish accounts  according  to 
Cheng, Evans and Singh (2009). !ese numbers are still increasing both internationally and 
in Sweden and according to Bloomberg News (2009). Twitter now has over 60 million ac-
counts world wide (November 2009). 

Many other social media networking services are now incorporating microblog type features 
into their service, such as Facebook and LinkedIn with their status update function (Eley & 
Tilley p.82, 2009).

!e primary advantage of microblogs is the simplicity of it, you have your own feed where 
you see your updates and the updates from people you are following. Anyone can choose to 
follow your updates. 

Microblogs are a great way to promote online businesses, blogs, products and services. With 
microblogs you can build relationships and get customers to trust you (Mcivor 2009). Mic-
croblogs are a tool that let you connect and network with others in your industry. It gives 
you instant access to what is  being said about your organization,  people,  products and 
brand. (Jantsch 2009). 

2.2.4 How to use microblogs successfully
To get the most out of microblogs you should tweet good content at least three to four 
times a day. One of the most valuable services you can provide is to be a "lter for the in-
formation overload that your customers are feeling. If you do this consistently your follower 
count will grow. To "nd material, follow people who usually "nd great stu$, subscribe to 
blogs that feature links and reviews, scan the news and use services such as Delicious and 
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SmartBriefs. All these sources feature material that your customers probably want to read 
(Jantsch 2009).

You should also engage and join conversations where it is appropriate. You can o$er an-
swers  and come with suggestions.  Many microbloggers  use  the service  to ask questions 
when looking for help. When you do this you will demonstrate knowledge, expertise and 
willingness to help. Although, you shouldn’t let this take up to much of your time, but in 
this way you can build yourself a reputation around topics that matter to your customers 
and your business objectives. Use tools so that you can easily scan conversations (Jantsch 
2009). You can market your product by sending replies. If anyone asks a question that you 
can answer, send a reply (Mcivor 2009). 

Because you use microblogs to promote your business it is important to be professional. 
You should promote friendly and healthy conversations, but not combine too much pleas-
ure with the business (Mcivor 2009).

Another way of building a network and a bigger follower counts is to retweet other people’s 
tweets. !is is a very standard practice on microblogs  but should not be overdone. You 
retweet for two purposes; if you are following people who tweet what you "nd interesting 
you are doing your followers a favor by sharing that information, in addition you are also 
acknowledging  the  person  you  are  retweeting  (Jantsch  2009).  By  following  other  they 
might return the favor and start following you (Mcivor 2009).

You can use the advanced search tool to create very elaborate searches that "lter out only 
those tweets that are relevant to your speci"c industry or geographic location. It is also good 
to use the hashtag feature to promote events. !is helps to connect like-minded people who 
attend your event. It  is  a good idea to use  3rd party software to manage your searches 
(Jantsch 2009).

You should make it easy for other people to retweet and follow you. While microblogs al-
lows 140 characters, if you aim for 120, people will be able to retweet and add a bit of com-
mentary. Add a link on the websites to urge people to follow you. Add your @name to busi-
ness cards and invoices (Jantsch 2009). 

2.2.5 Social networks
“Social  networks on the web are like contained versions of the sprawling blog network. 
People joining a social  network usually create a pro"le and then build a network by con-
necting  to  friends  and contacts  in  the  network,  or  by  inviting  real-world  contacts  and 
friends to join the social network” (May"eld, 2008, p. 14). In Sweden, two of the four most 
visited websites are social networks, Facebook (second place) and YouTube (forth place) (Al-
exa, 2009). 

Most social networks work in the same way, but they have di$erent niches. LinkedIn is a 
business-related network that  could be used as  a  CV and YouTube is  a video-network, 
where people can comment, rate and subscribe to videos.

According to Facebook (2009b), the biggest social network at the moment, they have over 
300 million active users (users who have returned to the website in the last 30 days). Ac-
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cording to Checkfacebook (2009) there are over 316 millions Facebook accounts around 
the world, and almost 2.9 million Swedish accounts where half of the users are between 18-
34 years old (the data is measured the third of November, 2009). 

Facebook is built up by a lot of di$erent features (Facebook, 2009a), below the essential 
ones (for this research) are explained. 

Pro!les. !is contains information about a user. You can see the users friends, photos, con-
tact details and so on. Maybe the most important part is the wall that shows the users own 
updates but also his friends' message to him. 

Pages. Is about the same as Pro"les, but instead intended for local business, brands, musi-
cians, actors and similar. Regular users can become a fan of the page and interact with it in 
a similar way as any other user. 

Groups. When people share interests, activities or similar, they can create a group around 
that topic. !e creator decides if the groups should be open for everyone, or just for some 
speci"c people. Groups have kind of the same look as pro"les/pages but not the same fea-
tures, which we describe below.

News Feed. !is is what the users see when they "rst log in on Facebook. It is like the wall 
that we mentioned earlier but contains messages and activities from all the friends that the 
user follow. An essential part is that it even contains content from pages that the user is a 
fan of, but not content from groups.

2.2.6 How to use social networks successfully
When approaching a social network it is vital to be creative. To be successful you need to 
add value to the interactions and use the naturally viral nature of the community instead of 
forcing your message through. Standard banners on websites have a very low click through 
rate (Dickman, 2007). On social networks you have to converse with people before selling 
them anything, traditional ad campaigns and promotions should not be forced on to poten-
tial customers immediately (Social Media Optimization, 2007).

Companies should talk and behave like their target audience, and the social network mem-
bers in general, and not like a typical advertiser (Social Media Optimization 2007). When 
using a social network, the tone and manner of your language should be friendly and more 
personal then on a traditional websites or brochures. You do not want to come o$ as too 
uptight. Social networks is all about building a community around you and your products, 
promoting sharing and discussion (Brown, 2009). 

You have to use the social network regularly, it is important to fully understand the context 
and pay attention to what is being said amongst your community, and the targeted audi-
ence, before jumping in (Social Media Optimization, 2007).
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2.3 Transparency in business
Conversations in social media are available to everyone to observe or participate in. !is 
leads to both good and bad e$ects. More openness does not necessarily leads to good feed-
back and information about the company, but all available knowledge is valuable within a 
market analysis (Landelius & Lundgren, 2009, p. 40). 

Stakston (2009) claims that transparency is one of the most complicated aspects of social 
media. Or in fact, transparency is an aspect of all communication, and communication is 
the essential part of social media. It is often discussed as two extremes, total openness or 
total con"dentiality. It is important to discuss who you are as a person and what your com-
pany represents and then a level of transparency will grow. 

Jardenberg (2008) explains the basics of transparency: 

"ere are very few original ideas, we do not have to keep our thoughts to a secret. Instead 
we have everything to gain to get inputs from as many as possible and then we have to be 
open with our thoughts. 

Everyone knows who have co#ee with whom. After all, it is a small world and it is not 
hard to "gure out who is talking to whom, about what or why. To believe something else 
you would only fool yourself.

It is in the execution the di#erence lies. What separates winners from losers is not so 
much “think” as it is “do”. !e one that implement what people wants fastest and best wins. 

Companies could much likely see transparency as a threat, but the truth is that it is more 
about safeness. Transparency creates the trust and speed that is required for social media us-
age. (Stakston, 2009).

Transparency is often associated with a particular concern; How open should we be? What 
if  our  competitors  are  following us?  Can we reveal  product  news  in  advance?  What  if 
someone steal our ideas? How transparent the company should be di$ers, of course, but it 
is important to declare what kind of information they want to share and to create an intern-
al understanding and coherence about it (Carlsson, 2009, p. 106). You do not have to be 
afraid that your competitors will steal your products, today it is easy to copy everything. In-
stead you should focus on your brand, people should want your original product instead of 
copies (Linde, 2009). 

Reese (2008) points out that transparency is the future of all business, mostly because it will 
solve the trust issue. Business increase through good relations and this requires trust, to earn 
trust you have to be transparent. Reese even compares transparency with an unique selling 
point.

!e earnings with being transparent is that it makes better business. Customers like brands 
with a personality. Social  media and transparency increases and improves dialogues, and 
dialogues are important especially in times of crisis. Today it is not as easy to hide mistakes 
and bad things as before (Lidne, 2009).
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2.4 How to measure social media
“Half the money I spend on advertising is wasted; the trouble is I don't  
know which half ” - John Wanamaker (Landelius & Lundgren, 2009, p. 7)

Actually, this is an overall problem for marketing, the question is if marketing through the 
web and social media will make it easier or more di%cult to see which promotion e$orts 
that leads to a positive return of investment (ROI). 

Measurability within social media is not about the classic "nancial value but focus on rela-
tions and human behavior, which are not quanti"able. Social media increases trust, which 
takes long time to build but can disappear in a few seconds (Landelius & Lundgren, 2009, 
p. 41). 

!e truth is that social media usage does not cost anything more than the time it takes to 
be active with it. However, you should be prepared for that it takes a lot of time and e$ort 
to see any results from investments in social media (Carlsson, 2009, p. 91-92). Carlsson 
mentions some variables that can be measured:

" Unique visitors

" Total visits

" Page views, video views, etc. 

" Comments

" Number  of  followers,  fans,  sub-
scribers, etc. 

" Other sites and blogs that link to you

" Keywords  and phrases  in  search en-
gines

" How many who write about the com-
pany's  blog,  the  industry,  a  certain 
type of products or speci"c words

" Noti"cations  to  subscriptions,  sem-
inars, courses, events etc.

" Users  of  di$erent  services  of  func-
tions, such as a widget

" Number of new orders, customer in-
quiries, appointments etc.

" Sales/turnover

Weber (2009, p. 118) has compiled a table called: Success Metrics When Marketing to the 
Social Web: 

In$uence on the Me-
dia

In$uence  on  Your  Target 
Audience

In$uence  on  Your 
Business

Visits/views Sentiment  of  reviews,  com-
ments

Sales inquiries

Unique visitors Brand a%nity New business
Page viewed Commenter authority, in#u-

ence
Customer  satisfaction, 
loyalty

Volume  of  reviews, 
comments

Time spent Marketing e%ciency

Navigation paths Favorites, friends, fans Risk reduction
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Links Viral forwards
Files embedded Number of downloads

Opinions expressed
Membership

How compiled: How compiled: How compiled:

Free  Tools:  Google 
Analytics,  Site  Meter, 
Technorati, Yahoo!

Social  media  platform  met-
rics

Surveys

Search Management Social Media analysis tools Market mix modeling

2.4.1 Tangible and Intangible value
Relationships are a form of organizational capital that provides value for the organization, 
the view that relationships are an enabler for resource exchange is well supported by rela-
tionship literature (Baxter & Matear, 2004, p. 492).

!e value from relationships has both tangible and intangible aspects, both of which should 
be developed and managed carefully. Marketing managers need to be aware of this dimen-
sion in order to be able to manage and argue for them e$ectively (Baxter & Matear, 2004, 
p. 492).

Hrastinski (2008, p. 1758) points out that messages could be measured both qualitatively 
and quantitatively. To translate his thoughts into measuring social media the quantitative 
includes the number of comments while the qualitative is more about who has written the 
comment and in which kind of setting. 

Baxter and Matear (2004, p. 494) lists six resource parameters. Two of these can be con-
sidered tangible, "nancial and physical resources. !e other four (human, organizational, re-
lational and informational) resources are intangible. Baxter and Matear divides these para-
meters into two categories, human intangible values and structural intangible values, which 
in turn a$ect future "nancial performance.

(Baxter & Matear, 2004, p. 495)

2.4.2 Return of Engagement
ROI is frequently used to measure managerial e$ectiveness within companies (Armstrong 
& Kotler, 2006, p. MM3). !e ROI formula:
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ROI could be applied to social media. For example, how to measure the sales of a speci"c 
product has changed since the company became active with social media promotions.  Al-
though, social media is primarily about the human interactivity and not something that is 
traditionally de"ned or measured with numbers (Nüüd, 2009). 

“!e problem with trying to determine ROI for social media is you are  
trying to put numeric quantities around human interactions and con-
versations, which are not quanti"able.” (Falls, 2008)

Nüüd (2009) de"nes a new term for measuring social media usage: return of engagement 
(ROE). It will not measure the economic numbers, as ROI, but the customers engagement 
for  the  company  on  the  web,  for  example,  the  amount  of  comments,  questions  and 
everything else that enriches the dialog. Dosh Dosh (2008) sums up four goals and bene"ts 
for social media usage: 

Increased brand awareness.  When interacting with others within social media channels 
the company builds awareness for its brand and increase its visibility. Also, social network-
ing will drive tra%c to the company website. 

Improved reputation. When a company is active at many social media networks and ser-
vices the opportunity to respond to feedback and answering questions increases. If they do 
this right, the company reputation will improve. 

Personal  development.  A big  part  of  networking  is  observing,  by  following  the  right 
people the company knowledge will improve. It can give an insight in how the market and 
trends looks from a customers point of view. 

Relationships with bene!ts. !is goal has some similarities with an improved reputation. 
Social media build bene"cial relationships, such as links and recommendations. !ough, it 
is important to o$er something back, like interacting with the customers. 

ROE can be used to measure the company's social pro"t, the dialog that in the end will in-
crease the company's economic pro"t, the ROI. Better ROE can be stretched towards better 
ROI, and can be used to predict the company's future (Nüüd, 2009). 

2.5 Relation marketing
!ere are di$erent kinds of marketing, Kirby & Marsden (2006 p. xvii) lists:

" Mass media advertising is the promotion of a company or its product and services 
through paid persuasive messages from an identi"ed sponsor through a media with 
a large audience, like news papers, magazines, movies, radio, television and the web.

" Viral marketing is the promotion of a company or its product and services by a 
persuasive messaged that is designed to spread, normally online, from person to per-
son.

" Word of mouth marketing and Buzz marketing is the promotion of a company or 
its product and services through initiatives designed to get people and media talking 
positively about the company and its products and services.
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Industry leaders say that traditional marketing campaigns, based on mass media advertising, 
are not working anymore. Only 18% of the television advertising campaigns generates a 
positive return. Every dollar invested in traditional advertising, the return of investment is 
only 54 cents. At the same time, the cost of TV advertising has risen 256% in the past dec-
ade. Studies have also shown that only 14 % of the people trust advertised information 
(Kirby & Marsden, 2006 p. xvii). 

According to Marketingcharts (2008) 62% of marketers say TV advertising has become less 
e$ective, 87% say they intend to spend more money on web advertising. Using free media, 
like  word of mouth, drastically reduce media costs when communicating marketing mes-
sages. !ree of four consumers refer to word of mouth as their primary in#uence when de-
ciding on a purchase. Word of mouth is 10 times more e$ective then TV or print advert-
ising (Kirby & Marsden, 2006 p. xvii).

!e quality of your product is now more important than ever, to successfully harness viral- 
and buzz marketing the quality of your product needs to exceed the customers’ expecta-
tions. Creating positive conversational contexts with positive opinions about your product 
will lead to boost in sales (Kirby & Marsden, 2006 p. 2). 

It has been discovered that most people (90%) tend to follow so called opinion leaders 
(10%). !e leaders can be experts or journalists in the "eld, but also regular customers. 
!ey can be de"ned as target buyers who often give advice to their peers, the opinion lead-
ers are “word of mouth hubs”. A good deal of time should be invested in "nding ways of 
identifying them and "nding ways of winning them over. Opinion leaders are category spe-
ci"c;  opinion leaders  in  technology  items  might  not  be  as  in#uential  in  cooking tools 
(Kirby & Marsden, 2006 p. 2).

2.5.1 Buzz Marketing
Buzz marketing is  an attempt  to harness,  de"ne and formalize  what  people  have  done 
forever - talk to one another. !e power of word of mouth has now been acknowledged by 
marketers everywhere and they are "guring out new ways to initiate it. !ere are two types 
of buzz marketing: live peer to peer marketing and live performer to peer marketing (Kirby 
& Marsden, 2006, p. 24).

Live peer to peer is when ordinary people become brand ambassadors, and spread word of 
mouth about a particular product, brand or service. !is is based on people’s willingness to 
talk about something and help others. Live performer to peer marketing is when some kind 
of performer takes the role of brand ambassador. Often placed in environments where the 
target demographic is  found. It is  highly controlled,  regulated, targeted and measurable 
(Kirby & Marsden, 2006, p. 24).

!ere are three tiers in buzz marketing. !e "rst is the consumer’s direct contact with the 
campaign. !e second is word of mouth, when consumers tell other consumers about their 
experience. !e third level, the widest, is media exposure. With media exposure the mar-
keter has very little control over the message. However, brands often bene"t greatly from 
press coverage that springs from buzz marketing campaigns (Kirby & Marsden, 2006 p. 
24).
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Word of mouth is a term in marketing for “spreading rumors” and may be one of the most 
e$ective marketing techniques. !is is primarily because consumers rely more on informal 
and personal communication sources when purchase decisions are made than on traditional 
marketing. When a person likes a product it is not unusual that he or she recommend it to 
a friend, and this is how word of mouth works (Bansal & Voyer, 2000, p. 166).

2.5.2 Viral Marketing 
Jurvetson (2000) de"nes viral marketing as a “network-enhanced word of mouth”. It was 
"rst used 1997 to promote the e-mail service Hotmail. !e service grew from zero to 12 
million users in 18 months. Bonello (2006, p. 38) has a similar de"nition and de"nes it as 
“a piece of content so good that people want to pass it on”. !is means that a company ex-
poses its brand on the web to get consumers to voluntarily spread its message further. 

Viral  marketing  consists  of  creating  contagious  advertising  messages  or  material  that  is 
meant to get passed from peer to peer in order to increase brand awareness. !e di$erence 
between word of mouth and viral marketing is that; in viral marketing it is not views and 
opinions on the actual product that gets passed along, rather a creative agent or messages 
that represent the brand. !is is useful if the product itself does not generate a “wow” feel-
ing. Viral marketing can become more strategic when it not only raises brand awareness, 
but also generates responses like brochure requests or website visits  (Kirby & Marsden, 
2006 p 87).

Today  there  is  information  everywhere:  packaging,  billboards,  branded clothes,  sounds, 
food samples, TV ads, popup ads, and the list goes on. Hence, we have learned to tune out 
and ignore what we do not want to see or hear. With new technology it has become easier 
to skip ads we do not want to see, such as video recorders and pop-up blockers. Consumers 
are also much more involved and are controlling their input; thanks to the rise of digital 
media we can all participate in communication at a global level. It has become harder to 
reach and engage with marketing-shy audiences. !at is where viral marketing comes in, 
rather than focusing on top down, marketer to consumer techniques; it is a user-driven pro-
cess. !e success is  relying upon the campaign’s ability to connect and inspire the con-
sumers to engage and interact with the advertising material (Kirby & Marsden, 2006 p. 
87).

!ere are three key factors that will increase the likelihood of a successful viral marketing 
campaign (Kirkby & Marsden, 2006, p. 87):

" Specialist strategic planning to ensure that viral marketing is used to deliver tan-
gible, measurable, ongoing brand bene"ts.

" Appropriate “wow” factor material that users want to seek out, talk about and pass 
on of their own freewill.

" Appropriate specialist seeding of the buzz story, to put the viral agent where it is 
best suited to spread and be seen as positive. 

Albinsson, Lörnell and Zetterlund (2009, p. 38-39) expands the list  with a few success 
factors for a viral campaign (focusing on the web): 
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" A campaign on the web must stand out to get the customers attention, and should 
include customer participation. 

" It is important to have a good campaign idea, without a good idea it does not mat-
ter what marketing channel that is used. Also, the idea must be timely, which mean 
that the marketers must have a good understanding of the environment and do a lot 
of research before the campaign.

" Content is king. Without an interesting content the company will not have the 
customers participation. !ough, it is important not to push the content to cus-
tomers,  the customers should be willingly to participate. 

" It requires experience,  feeling and knowledge to  !nd the right marketing chan-
nels. Campaigns must take place where the audience is. 

" To achieve maximum di$usion of a message a company could create ambassadors, 
and let them try the product before everybody else. !ese people should have a 
strong position in social networks and be the ones that “regular” people listens to, 
like an opinion leader.

" When campaigning on the web the company must accept a looser control and let 
the brand circulate freely. It is a risk, but necessary to be successful with a viral cam-
paign. 

" To succeed with a viral campaign the marketers must !nd incitements that motiv-
ate the consumer to participate and to spread the message to others. 

It  is  no news that a satis"ed customer is  the best ambassador for the company and its 
products.  A customer's  network could be  huge and thanks  to social  media  rumors  are 
spread fast as lightning. !ough, negative criticism is spread as quickly as positive which 
means that you must respect the dissatis"ed customers (Carlsson, 2009, p. 39). 

2.6 Traditional marketing precepts
Below you will "nd two di$erent marketing precepts, the "ve P's and the "ve W's of mar-
keting. 

2.6.1 The Five P’s of marketing
!e success of a product or service depends on the recognition by the marketer that the "ve 
P’s of marketing play an essential role. What the "ve P's stand for is di$erent depending on 
who you ask. !e "ve P's stand for  Product, Price, Place, Public Relations and Positioning  
(Hoyle, 2002).

It is important to really know your product before you start marketing it. For example re-
garding events, it is important to know the history. If something has a long history, it will 
be a value in itself. For example, the 50th annual event proclaims success for the organiza-
tion, and the pride that goes with it. However, the 1st annual event will not have any his-
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tory, but can be portrayed as an opportunity to be a part of history in the making (Hoyle, 
2002 p. 12).

Further, it is essential to know the value of the product, what will the customer be able to 
win from the product or service like increasing productivity or maximizing pro"ts. You 
need to determine your target audience’s needs and be able to describe how your product or 
service will ful"ll those. It is also vital to communicate what makes your product unique. 
Why should someone invest time and money in your products instead of other options that 
may ful"ll the same needs? (Hoyle, 2002 p. 12).

Further, it is important to know the pricing, demand and competition for the product or 
service, what are the "nancial goals of the company? Also, broader aspects, such as the eco-
nomic situation in the world, are important o take into account. Some products are made 
to make a pro"t, some to break even, and some to lose money, but make the organization 
gain in other aspects. You also have to know your target demographic ability to pay (Hoyle, 
2002 p. 12).

!e place where the product or service is found in#uences not only the number of custom-
ers, but also the setting and character for the product or service. Di$erent locations have 
di$erent pros and cons. For example, a luxurious resort, the location should be emphasized. 
On the other hand, a seminar taking place at an airport might not have the most attractive 
location, but it is very convenient for the attendee to get there. !is aspect has to be con-
sidered early on in the planning stages (Hoyle, 2002 p. 12).

Public Relations are a big part in advertising. !e goal is to establish a positive perception 
of your organization and its products. When feeding news sources with information, the 
style of your message should re#ect a news style rather than an advertising tone. It is an on-
going activity that never stops. To make sporadic public relation e$orts only when needed 
might look bad and can be damaging for the organization’s image (Hoyle, 2002 p. 12).

To be e$ective the marketer should seize every opportunity to show the product in positive 
contexts. You must show that you care what people say about you, and your message to the 
public has to be carefully crafted to represent your product in the right manner (Hoyle, 
2002 p. 12).

To put a de"nitive value and results on your public relations might be problematic. !e 
Public Relations Society of America estimates that, in a newspaper, the value of editorial 
coverage is three times greater than purchased advertisement, if it has the same size (Hoyle, 
2002 p. 12).

A good marketing plan will often determine if the product or service is a success or a fail-
ure, and the key for a successful marketing plan is  positioning. Positioning means to de-
termine and evaluate the customer’s needs that your event can ful"ll. You have to determ-
ine; what is the competition? How can our product be di$erent from other products? What 
should our niche be? What are the customers willing to pay? What qualities do we have 
that make us unique? Further, to establish yourself in this position through di$erent mar-
keting e$orts (Hoyle, 2002 p. 12).
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2.6.2 The Five W’s of marketing
!e "ve W’s is used to determine if the marketing plan is feasible, viable and sustainable. It 
stands for: Why? Who? When? Where? What?  Hoyle stresses the importance to always con-
sider the "ve W’s, regardless of marketing strategy, it should form the apex of all promo-
tional messages (Hoyle, 2002 p. 33).

Why should anyone take their time and money on your product or service. !is should 
generally always be answered in the opening segment in promotional materials. To do this 
the marketing team must determine the overriding reason for your product or service to ex-
ist, then addressed in hard-hitting and second person terms to those being sold the idea of 
buying the product or service. A simple, “buy ice cream” won’t su%ce (Hoyle, 2002 p. 33).

For whom is the product or service designed? Depending on the type of product, your tar-
get audience may vary. It is essential to research the audience that the product or service 
may attract to be able to market it in the right manner (Hoyle, 2002 p. 33).

When the product or service is marketed is important, this to maximize its e$ectiveness 
and reach the  target  audience.  What  marketing patterns should you use  to secure  that 
people don’t forget about or miss your product? (Hoyle, 2002 p. 33).

Where the product or service is located, similar to place in the "ve P’s, is important to take 
into account. !e location of the product or service in#uences the aspects you might want 
to emphasize in your advertisement (Hoyle, 2002 p. 33).

What is  special  with the product  or  service,  the marketers  should stress  why just  your 
product or service is important Regardless of the content, the product should be portrayed 
as refreshing and exciting (Hoyle, 2002 p. 33).

2.7 Theoretical summary
!e web has developed through time and we are now using web 2.0, soon moving into web 
3.0. !e web has become social and made it easier to communicate. Social media marketing 
is a new way of promote products, instead of a one-way channel you talk and discuss with 
consumers, in order to achieve relations and word of mouth marketing. !e services often 
focused on today are blogs, Facebook and Twitter, even though there are a lot more useful 
services. 

!e underlying aspects of IT and Internet are technical, but the usage is not. Social media 
is not even about which tools you use. Social media is about communication, attitude, hon-
esty, participation and relations. 

When using social media as a marketing tool, you get the ability to talk with your custom-
ers. If you talk friendly and generously to customers and consumers, at the same level you 
appear to be more human than a traditional company. !is will improve your customer re-
lations and maybe give you free marketing, through word of mouth. 

Like every marketing campaign, social media is quite di%cult to measure. Often you want 
to measure the revenue, in money, but social media is really just about communication. 
How much is a dialogue worth? Intangible values must be measured di$erently than tan-
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gibles.  Maybe  it  is  not  measurable,  or  maybe  it  is.  When measuring  social  media  you 
should focus on the activity and the engagement, the return of engagement.

Even if social media marketing is not like traditional marketing, some theories can be ap-
plied. You still  need a plan, a strategy, how to communicate.  !e "ve P's of marketing 
(Product, Price, Place, Public Relations and Position) is one example that could be applied.
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3 Method
!is chapter describes the chosen research method and the approach of the study. We motivate  
our use of our empirics, interviews and "eld studies, and discuss our choice of method to increase  
the validity and reliability. 

3.1 Qualitative Research Method
Both qualitative and quantitative research methods have their advantages and disadvant-
ages, which one that suites best depends on the problem formulation. A quantitative re-
search method measures data while a qualitative research method wants to increase the un-
derstanding of data (Jacobsen, 2000/2002, p. 137-150; Starrin & Svensson, 1994, p. 19-
21).  Scientists who use the qualitative method study things in their natural environment 
and try to make the observed phenomena understandable (Ryen, 2004, p. 14). As we have 
said before, social media is a new area and therefore it is favorable to use an in depth re-
search approach with a qualitative focus. We hope that it will give us a better understanding 
of how social media could and should be used. 

Traditionally, the quantitative research method uses a deductive approach while the qualit-
ative research method uses a inductive approach. !is since you need to know what kind of 
data you want to collect and which questions you should ask before you initiate a quantitat-
ive survey. Within a qualitative research you can be more open-minded and let the ques-
tions grow during the work process. (Jacobsen, 2000/2002, p. 42-46). 

However, Jacobsen (2000/2002, p. 43) mentions that the approach could be more open 
than just strict deductive or strict inductive. We decided to "rst settle on appropriate theor-
etical framework that we "nd needed to go through with our empirical study, the empirical 
study will contain interviews and observations. When we had our empirical framework we 
added some additional theories which will be useful in our analysis. 

3.2 Approach of the Study
To collect our empiric data, we used a "eld study approach including interviews and obser-
vations. Hopefully, these two will give us a good foundation to create a best practice on 
how to use social media. !e observations would hopefully show us how companies have 
already used social media with successful and unsuccessful results.

Svensson and Starrin (1996, p.  93) mention some characteristics for "eld studies and we 
have used some of these. For example the data collecting might generate surprising discov-
eries and is therefore open and accommodating. !e researcher is the most important data 
collecting tool and therefore it requires #exibility and openness. !ey also mention that 
"eld studies overall is a multi-method approach, it is necessary to collect empirics with at 
least one more method. 

!e purpose of this research has been developed in cooperation with Gothenburg Book 
Fair. !ey need guidelines of how to use social media for successfully marketing. !e re-
search questions consists of both our own questions and speculations, but also what the so-
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cial media consultants we have talked with thought was needed to be researched. For com-
panies, one of the most important things to understand is what and how things give them 
bene"ts, and eventually pro"t. !erefore, it is important to know the desirable result and 
how to measure the degree of which this is successful.

!is is why we have chosen a qualitative research approach with interviews and observa-
tions. Jacobsen (2000/2002, p. 145-146) means that this is the correct approach if the pur-
pose and the research questions is of this nature, since it can bring clarity and understand-
ing to a previously non-researched area, like social media.

3.2.1 Selection
With a qualitative research there are a few di$erent types of selections, the choice depends 
on the kind of data that should be collected. According to Jacobsen (2000/2002, p. 198-
200) it is possible to simply choose the respondents that have knowledge about the inform-
ation that the researcher wants. !is kind of selection is not always easy, because the re-
searcher has do know how good source of information the respondents are before the inter-
views. 

To "nd respondents for our interviews we have searched through the web with keywords 
like  social media,  social media strategies and  social media consultants, in both English and 
Swedish. Companies for our observations have been found partly through scanning the web 
with the same keyword as for the interviews, and partly through recommendations from 
our respondents. 

Also, both of us uses both the web and social media on a regular basis. We had a lot of ex-
perience before this research that have been useful. We knew who have a lot of useful know-
ledge and work with social media, it was quite easy to "nd relevant respondents. We asked 
seven people with equivalent knowledge for our interviews, this to have enough respond-
ents if someone declined. We did not get an answer back from two of them and one de-
clined due to lack of time, even so we do believe that we received a su%cient amount of 
empirical data.

Potential respondents for our interviews could have been anyone that uses any social media 
service. Due to or purpose of understanding social media we narrowed the potential selec-
tion down to people who work with social media in a daily basis. “Work with social media” 
is a quite wide ranged population, therefore we chose people who educate in social media 
usage, focusing on the marketing aspect. !e choice to only use Swedish respondents facilit-
ate the communication between us. All this are “in line” with Jacobsen's (2000/2002) re-
commendations to chose respondents that have relevant knowledge for a research. Our re-
spondents are:

" Håkan Aludd – Working as an art director at Sunny Side Up, who cooperates with 
Gothenburg Book Fair and their “social media project”. He is for instance commit-
ted in their Facebook and Twitter pages. 

" Carl-Johan Magnusson – Working as a trend spotter and communication strategist 
at an advertising agency, specialized in social media. He is also the initiator of Social 
Media Club Gothenburg.
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" So!a Mirjamsdotter – Working with social media in full-time with blogging, lec-
tures, consulting and courses for companies. She has a background as a journalist, 
this profession is the primary target for her lectures. 

" Niclas Strandh – Very active web user since 1995. Have trained people and com-
panies in social media for two years and is today working as a social media strategist 
and creative planner, dedicated to digital public relations and integrated marketing. 

!e observation companies have been chosen with a similar approach, both from our re-
spondents'  suggestions  och  from our  own experience.  Potential  observation  companies 
could have been every company that appear on the web, but we wanted those who are using 
social media not just the web. Actually, because the observations is not playing a big role in 
this research the choice is not that important. If we made a new selection, out of the blue, 
we probably would have get similar results. !e "nal selection ended with three smaller 
Swedish companies and one bigger international company, all from which our respondents 
recommended.  

" Gothenburg Book Fair (Appendix 3)

" Binero (Appendix 4)

" Saltå Kvarn (Appendix 5)

" H&M (Appendix 6)

3.2.2 Interviews
While quantitative interviews are mostly built up by predetermined questions with speci"c 
answers available, qualitative interviews are characterized by a low level of pre-structuring. 
!is opens up for more spontaneous discussion, re#ection, and deep understanding. Qual-
itative research deals with the subject interpreting in a natural way (Ryen, 2004, p. 14-15). 

Our primary communication tool with our respondents was e-mail. Jacobsen (2000/2002, 
p. 161-163) says that a distance interview is more anonymous, which might be preferable 
in some situations, the interviewer e$ect reduces. Jacobsen continues and says that although 
it makes it easier to analyze, a structured interview do not give the respondent the oppor-
tunity to share everything he might want to. !e interviewer might miss some important 
information. !erefore it is important that we ask neutral and open questions. In an inter-
view via e-mail the questions are quite similar to the questions used in a quantitative re-
search. According to Svensson and Starrin (1996, p. 53-54) a qualitative research has fewer 
predetermined questions than a quantitative research. We have used semi-structured inter-
views and tried to keep the questions (appendix 1) as open as possible and without the pos-
sibility to answer with just a yes or no. If it would have been necessary we could have sent 
some additional questions to our respondents, but we did not. Svensson and Starrin (1996, 
p. 73) say that recurring interviews are preferable to increasing the quality of the data. 

We will not reveal who of our respondents that said what, therefore they will just be named 
Respondent 1, Respondent 2 and so on. !is because it is not important who said what, we 
have not interviewed them for the persons they are, but rather according to their function 
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(unlike with our observations where the kind of business could in#uence the outcome). Of 
course, who said what is saved, but just not shown in the research. 

Of course, we will inform our respondent of the research purpose and delimination, other-
wise their answers could still be valuable but useless for this particular research. We will also 
ask them to tell about their relation to social media, to get a better understanding of who 
they are, and if they want to take part of the "nal results.

3.2.3 Observations
We wanted to study social media usage among some Swedish companies (with both nation-
al and international business) that we intend to include in our research. We observed how 
they use social media web services like blogs, Facebook and Twitter. !ese observations are 
planned to be a complement to our theory and interviews, and not to play a critical role of 
this research. 

Jacobsen  (2000/2002,  p.  180-185)  discusses  how to  decide  which  type  of  observation 
method to use. For example, the researcher needs to decide between open or secret and 
participating or non-participating observation. !e observation approach is favorable when 
searching for how it really works, rather than a certain persons opinion of how it work. 
People closely involved with something have a tendency to be overly positive about it. Our 
cases, our observations, will be secret and non-participating. To use such cases will be a 
good complement to our interviews, because they are more objective. 

Basically we only observed how the companies uses social media, from an outside perspect-
ive using keywords from our theoretical framework and the interviews that helped us found 
and categorized relevant information. It will probably be a lot of di$erences between the in-
formation we reveal in our appendices, but the keywords will help us stay on track and fo-
cus on the same type of information. In appendix 2 you can see the template that we fol-
lowed during the observations and the results you will "nd in appendices 3-6. 

3.2.4 Secondary data
If many researchers come to the same conclusion, it naturally strengthens the validity of the 
conclusion. When collecting information from other researches it is important to distin-
guish between the researchers’ opinions and the research results, but also to pay attention to 
how they have accomplished the results (Jacobsen, 2000/2002, p. 185-189).

As we said before, social media is a new area and therefore there is not a lot of theoretical 
researches to look at. It is not hard to "nd blog posts, or similar, regarding social media, but 
these often lack in source criticism and are not trustworthy in an academic research. Al-
though, we have used them for inspiration and suggestions for more academic theories, but 
also to illuminate some new social media thoughts. 

We thought that it was necessary to describe not only the functionality of some social me-
dia services, but also what kind of bene"ts and advantages they can bring. We have com-
bined the social media theories with more traditional marketing theories to ful"ll the pur-
pose of this research.
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3.2.5 Analysis
An analysis of qualitative data normally contains three steps: a roughly description, system-
atization and categorization of the existing data to select the most important parts and at 
last, combining planning, collecting of data and analysis (Jacobsen, 2000/2002, p. 216-
217). !e last step is characteristic for a qualitative research and is very advantageous. It 
means that when you have collected and analyzed the data the researcher can if necessary 
collect and analyze once again. !is, to increase the relevance and accuracy of the research. 
Ryen (2004, p. 107) claims that it is necessary to put the empiric data into categories to 
even make it possible to analyze. It is possible to categorize every statement from the re-
spondent into categories.

In the empirical framework we will summarize our interviews, to "nd similarities and di$-
erences. If the answers are homogeneous we can conclude that it is “the experts’  way of so-
cial media usage”, but if they di$er a lot we have to analyze why this is so and compare with 
the theoretical framework and the observations. Also, we will use the di$erent theories to 
strengthen the respondents' answers, maybe it can lead to the beginning of a new theory. 

!e analysis will be structured by our research questions area, to "nally "nd an answer to 
them. Hopefully, these will lead us to a conclusion and a set of recommendations. 

3.3 Stakeholders
As we said before, social media is a quite new academic subject. !is research can be seen as 
an introduction to social media and social media marketing. Perhaps it may be something to 
build upon in future studies, in order to develop a complete theory. 

!is research will probably be most useful to companies who have begun to think about so-
cial media. It will give them examples of how to use di$erent services, what kind of bene"ts 
they can achieve and some starting recommendations. 

3.4 Method discussion
We will interview only consultants and experts in the social media area. We assume that 
they will be overly positive to the usage of social media, since it is their job to sell it. We are 
aware of this, but we still think that the interviews will be an essential part of this research. 
!e respondents have valuable knowledge of social media that can help us understand how 
to use social media successfully. 

Using both the English and the Swedish language during the process of this research can 
implicate some problems when translating, certain terms can have di$erent meanings de-
pending on the language. Most of the theory we used is written in English, but our empiric 
data will mostly be in Swedish and then translated into English. With this in mind, we have 
to be careful when translating between the languages, not to di$use the original meaning.

When collecting empiric data, at least two parameters must be weighed against each other; 
digging deeply after information versus the risk of a$ecting the respondents’ answers. An 
unwritten rule says that the deeper you dig the more you a$ect the respondent (Jacobsen, 
2000/2002, p. 36-37). When interviewing someone through e-mail the risk of a$ecting the 
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answers decreases, but it is not possible to ask supplementary questions. We do not want to 
a$ect the respondents’ answers, but in those cases we want to ask follow-up questions and 
will send them another e-mail. Although, with more resources and time we may have pre-
ferred face to face interviews. 

!ere are probably better ways to select the respondents, maybe social media consultants 
who actually have been involved with the companies that we will observe to get a better in-
sight or people who have written academic researches and/or papers. We will ask our re-
spondents what kind of relation and how they work with social media. !is will probably 
increase their credibility and show that they are good respondents for this research. 

!ere is a rule of thumb saying that the deeper the research is, the less general the result be-
comes. !ough, a qualitative research does not often have the purpose of being generaliz-
able, a qualitative purpose is to understand and deepen into a phenomena. !is could mean 
that  the  strength of  qualitative  methods is  to develop more general  theories  (Jacobsen, 
2000/2002, p. 93-94 & 266). To adapt this to our research, it means that our results are 
going  to  be  quite  delimited  but  could  probably  be  used  easily  by  a  wide  range  of 
people/companies.

Obviously both of us are quite familiar and interested in the web and social media, other-
wise we should not have made this research. !ough, Johan is more experienced with main-
stream services and Edvard with niched ones. Our experience brings both advantages and 
disadvantages to the research. We had some ideas what we should be searching for and 
where. !ere are two major disadvantages with our experience. First, we may miss informa-
tion we did not already knew about. Our interviews have helped us to "nd theories that we 
missed from the start. Second, our positive experience will make our analysis overly posit-
ive, like our respondents, but since our primary research question is about bene"ts this is 
not a problem. If we would have made a more critical reviewed research we would probably 
have had to choose a di$erent method approach. 

3.4.1 Validity
Starrin and Svensson (1994, p. 177-186) mention some criteria for good validity: the dis-
course criterion (the strength of the research's statements and arguments), heuristic value 
(the result should be new thinking), empirical base (the result should somehow be based in 
reality), texture (all parts should be a part of a whole) and the pragmatic criterion (the result 
must somehow add value). 

We think that this research reaches an acceptable validity. !e purpose is to explore how so-
cial media can be used as a marketing tool, and why to use it. Our conclusions will be based 
on both di$erent theories and our interviews, if it is not proved by both of these it will not 
become a conclusion but a hypothesis (and a proposal to future studies). 

Possible bene"ts of social media usage are to be found in this research, primarily in the ana-
lysis. To even begin to think about social media usage, bene"ts are a crucial thing for com-
panies. Without any bene"ts the media is of no use, therefore you need to know how to 
measure the bene"ts. !at is why this research is overly positive to social media usage.
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!ough, once again, social media is a new subject. !ere is no complete theory for this sub-
ject, there is no right or wrong answers yet, but all parts in this research could together be-
come a start of a new theory. 

3.4.2 Reliability
Ryen (2004, p. 137) mentions that some qualitative researchers argue that reliability, and 
even validity, only concern the quantitative research where di$erence between the natural 
science and the social science does not matter. If there is not a reality out there that every 
researcher have agreed on, it is impossible for a research to bring knowledge to it. Instead, 
the researcher must show that he/she is aware of the consequences of the chosen method. 

!e empiric  framework  consists  of  opinions from social  media consultants  and similar, 
these will probably be overly enthusiastic to social media usage. Since our purpose do not 
focus on the di$erence between disadvantages and advantages, as we said before, we do not 
see this as a problem. 

!e most non-academic in this research are the observations. !ey have been more import-
ant for our understanding than for this research, therefore we have chosen to put them into 
appendix. We may refer to them in our analysis, but not as a crucial references. 

An acceptable reliability requires a clear accounting of how the research was conducted, 
which we think this method-section gives.
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4 Empirical Framework
!is empirical-section consists of two parts: interviews (which you "nd here) and observations  
(which you "nd in appendix 3-6). We have shortened and summarized the interviews below,  
and in the end you will "nd a brief keyword comparison. 

4.1 Interviews
Our respondents' answers are summarized below and categorized by our research questions. 
In part “3.2.1 Selection” you will "nd a presentation of our respondents are. 

4.1.1 Respondent 1
1. What kind of bene!ts could companies achieve from using social media? 

Faster response and the possibility of having dialogues that include both positive and negat-
ive criticism.

2. How to measure social media bene!ts?  

!e bene"ts from social media should be measured, the di%culty leys with how it should 
be done. !e measurements should focus on activity and customer satisfaction. Activity will 
be measured quite easily and will result in, for example, the number of unique visitors and 
the number of comments. Customer satisfaction will have to be measured with some type 
of dialogue. 

3. How to coordinate the use of social media with business?

!ere is no “must have” service that you have to adopt, it all depends on your company, 
how big the marketing budget is and what goals you have. Although, you should always 
choose quality before quantity when choosing a service. If you use more than one service 
you could use them as complements to each other. 

!ere is no direct answer, whether to use informal or formal behavior when using social 
media, but you should act like a human and adapt to the situation. Of course there should 
be no doubt that the sender represents the company. 

Social media is not just a buzz, the names of the services might change, but the basic idea 
will stay the same. 

4. How to spread social media usage through an organization?

!ere is no clear answer to who within the company should be the social media user. It de-
pends on what kind of goals you have, and what budget you have. It is primarily about 
common sense and knowing what you want to achieve with your social media e$orts. 

5. How has social media changed the relationship between customers and companies? 

It is now possible for companies and customers to have dialogues at the same conditions 
and being on the same level. 
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4.1.2 Respondent 2
1. What kind of bene!ts could companies achieve from using social media?

A dissatis"ed customer does not necessarily contact the company in question, it is more 
common that he or she talks to friends. Companies that are using social media know this 
and could "nd and meet the customer at an early stage on customer's home ground, for ex-
ample Facebook, and hopefully turn the dissatisfaction to an advantage. !e company does 
not only have a chance to compensate the customer for the dissatisfaction, but also a chance 
to show other users the good will of the company, since the discussion is public others will 
inevitably see it.

Companies that think that every dissatis"ed customer will contact the company about this 
is in trouble. If the company instead "nd and contact these unsatis"ed customers it may re-
duce the outrage and turn it into better brand reputation. !is will create an important re-
lation between the company and the customer. !is kind of relations will give you return-
ing customers, despite massive marketing campaigns from competitor brands.

2. How to measure social media bene!ts? 

Social media is di%cult to measure, especially ROI, this, because it is not possible to meas-
ure the actual bene"ts from each customer relation. !e bene"ts should be measured qualit-
atively by asking the customers that have a social media relationship with the company, 
such as Hans Kullin's researches Bloggsverige.

Possible questions could be how the customers experienced the interaction, if it results in 
changes in attitudes about the brand or if it lead to a purchase and so on.

3. How to coordinate the use of social media with business?

!e key is to be located where  your current and potential customers are located. !ere 
must be an explicit strategy for how and why you use a certain service. !ere is no given 
service that a you must use, it depends on what target demographic you have. If you use 
more than one service, you should put more e$ort in to the service where most of your cus-
tomers are. !e strength of social media is the possibility to maintain good relations  with 
current customers, which in turn will help you getting new customers. 

A company has the opportunity to form their social media usage to "t them. !ey have the 
chance to act informally and talk to customers at their level, but the company should still 
act professionally to be taken seriously. 

!ere are some companies that use social media to become more transparent and improve 
the dialogues with customers. If you use social media as a regular one-way marketing chan-
nel, it is of no use. You have to listen to what the customers are talking about. In Sweden, it 
is often preferable to use FaceBook, since it has the most users. Twitter is not that common 
in Sweden, however, if your target demographic consist of communicators, informants, web 
people and marketers, twitter would be a suitable option. 

Companies can use several accounts at the same service, but each for di$erent purposes, as 
long as there are no doubts about who the sender is. A company should not try to act like a 
regular private person without any connection to the company, or in other words: lying 
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about who they are. Generally, even if there are more than one sender, the company should 
only use one account (but the senders could use their own signature). 

Once again, social media is not necessarily something for every company. !e main rule is 
always: Make sure you are present at the same place as your customers. Is this place online? 
If so, great! Is it in the local grocery store? Do something there instead. 

4. How to spread social media usage through an organization?

!ere are no rules of whom within the company that should be the social media user, it de-
pends  on  what  kind of  message  you  want  to send out.  Generally,  everybody  who has 
something to tell the customers could be the sender and everybody who needs to know the 
customers opinions should be able to take part of the discussions. 

Social media is all about common sense. You should even keep in mind that: 

" Everything that is written on the web is likely to stay there forever, so think twice 
about what you publish. 

" !e company guidelines for social media usage should be in line with the regular 
communication guidelines. 

" You should not act as a salesman, but as a brand builder. 

" You should be as helpful as possible, but do not do anything that is contrary to your 
own brand. 

5. How has social media changed the relationship between customers and companies? 

Humans have always been social, it is in our nature to comment, recommend and alert each 
other. Social media is not something new, ever since !e Internet becomes common we 
have been able to communicate with each other over it, but with the introduction of web 
2.0, the internet started to revolve even more around the way we communicate. Dialogues 
became more public. 

In the late 1990s and early 2000s, when communities "rst started to pop up and engage 
masses of young people, private discussions became increasingly more public. When Face-
book became common,  it  was  easier  than ever  before  to spread messages  and organize 
around both satisfaction and dissatisfaction.  

Before, companies have always known that it does not matter that much if they loose some 
dissatis"ed customers, as long as they manage to "nd new ones. Companies have been able 
to control their brand and reputation by controlling much of the information, and custom-
ers had to abide by it. With social media, the brand reputation is more in the hands of the 
customers.
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4.1.3 Respondent 3
1. What kind of bene!ts could companies achieve from using social media? 

Heavy social media users appreciate companies that use social media. !is means that if 
you, as a company, are not active at social media networks you will not be able to reach 
these customers but of course it depends on what kind of business you run.

2. How to measure social media bene!ts? 

How to measure social media is di%cult, and maybe not even possible. We do not know 
what we really want and what should be measured. 

3. How to coordinate the use of social media with business?

!e number one service to use today is Facebook, there are no doubts about it. !e second 
place is a tie, depending of what kind of business you have, between YouTube, Twitter, 
blogs and a self created interactive website with connections to the rest of the web. !is can 
change very quickly though, but Facebook seems to remain on the throne for a while. 

Which one of these that should be your "rst choice depends, once again, on what kind of 
business you have, and your target demographic group. !e ideal is always to be where your 
customers are. You can use di$erent style of language towards customers, the key is to be 
personal. Some customers expect a more formal behavior from you while others may prefer 
more informal behavior, therefore it is important to be responsive to the customers and ad-
apt to the situation. 

Social media is not necessarily something for every company, but if you jump on the band 
wagon it is important to be committed and consistent in your usage. Monitor your brand 
at as many services as possible, which is vital for brand coverage.

4. How to spread social media usage through an organization?

It depends, once again, on your business. Most important is that the sender has enough 
“power” to meet the customers' requirements without having to ask his or her boss for per-
mission. Social media is fast and so should also the conversations be. !e corporate social 
media user should always answer the questions asked without any wiggling. 

It is quite di%cult to set up general set of guidelines for how to use social media, without 
knowing the company business and goals. Although, companies should always be honest 
and open towards their customers to be trusted.

5. How has social media changed the relationship between customers and companies? 

Today the customers have become more demanding. !e web has given them power, and 
whether you like it or not the customers will talk about the company and your products. 
Also, there are no regular working hours anymore, the customers demand that the compan-
ies shall be reachable both day and night. 

Customers have also, in a new way, become company ambassadors, which are often much 
more e%cient than expensive commercials in traditional media. 
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4.1.4 Respondent 4
1. What kind of bene!ts could companies achieve from using social media?

Today, social media is a new phenomenon, especially in Sweden. !erefore it is important 
to jump on the band wagon, because, in the near future everyone will use social media. 

2. How to measure social media bene!ts?  

!e bene"ts of social media usage should not be measured with quantitative methods but 
by parameters focusing on quality. Social media a$ects the company both internally (in-
creases employees knowledge and their feeling to be involved) and externally (short-term: 
increased attention, and long-term: increased knowledge about the brand). All marketing is 
about selling, which should be the main focus of the measurements. 

Everything can be measured,  the company must therefore decide what is the most import-
ant. It  is  possible to measure attention (ROA), engagement (ROE) and revenue (ROI). 
When measuring ROI it is important not to forget the internal revenue. 

It is important to monitor your brand and focus on reaching milestones. Social media is a 
long-term and continuous work. If the measurements do not meet the expectations you 
should reconsider and modify your social media presence, not end it. !ere is no single tool 
for measuring all social media, so you need to set up a bouquet of measuring instruments, 
for example Google Analytics and Woopra.

3. How to coordinate the use of social media with business?

!ere are no services that you must use. Choose the one you "nd most likely to "nd your 
target demographic at. It is not possible to recommend any speci"c service because these 
can change and become uninteresting very rapidly. You should create a digital footprint as 
as wide as possible, but there is no reason to use a service without any chance of in#uencing 
your target demographic. Create a presence that is as valid, relevant and e$ective as your re-
sources allow you to. 

You should choose service after:

" Your target demographic (Twitter is more of a niche than Facebook).

" !e service structure and logic (Facebook is a forum and Twitter is a real-time me-
dia and you should adapt to this).

" Your budget (to reach as big audience as possible maybe Facebook is to prefer). 

It is quite unusual that consumers follow a brand at more than one social media service, 
therefore, you could post the same messages at di$erent services. Although, social media is 
about a personal and informal behavior, so  it might not always be a good idea. However, 
posting the same message on di$erent service enables your message to reach a bigger audi-
ence. 

It does not matter if you have one or many accounts at one service as long it is clear that 
they belong to the company. Some services (such as Facebook) have rules for company us-
age that prevent more than one account per company. Although, to additionally commu-
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nicate from private accounts enhances the brand credibility, as long as you do not try to 
hide that it is a company message.

Social media is built upon web 2.0. Now, you do not have a choice to take part in it or not, 
consumers will talk about you regardless. !erefore, you should use di$erent search services 
to "nd these discussions. Even though, if decided that social media is not for you, you 
should know why and set up a strategy for how to handle its consequences.

When promoting an event via social media the name does not matter, the crucial part is to 
keep the activity and community thriving between the events. By continuously updating 
with new information you will, in a way, extend the past event by revitalizing memories and 
create anticipation for the next event. 

4. How to spread social media usage through an organization?

!ere is no general answer to who, within the company, should be the social media user, it 
depends on your purpose.  For example, the marketers should remain in the background 
and act as educators and strategists, not as information spreaders. 

A social media policy should contain items similar to any other communication policies:

" What are we allowed to talk about, and what are we not allowed to talk about?

" What do we do if something goes wrong?

" Who is responsible for what?

" Which channels do we use for a certain purpose?

5. How has social media changed the relationship between customers and companies? 

Social media di$ers from traditional marketing in that it creates relations. !rough a direct 
channel  it  is  possible  to  talk  with  your  consumers.  Everybody  knows  that  consumers 
primarily consult their close friends, when social media usage increases it is important for 
companies to be present there and promote the brand.

Social media makes it harder for companies to hide and ignore their mistakes, they have to 
be totally transparent or somebody else will reveal the truth, consumer power has increased. 
Using social media today creates real brands that represents what they stand for, instead of 
only shallow surfaces. 
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4.2 Keyword comparison
!is comparison is based on our research questions and shows keywords from the respond-
ents answers, according to our interpretations.

Research 
questions

Respondent 1 Respondent 2 Respondent 3 Respondent 4

1. Faster response, 
dialogue.

Faster response, 
brand monitoring, 
improved rela-
tions.

Improved rela-
tions.

New opportunit-
ies.

2. Di%cult to do, 
activity, customer 
satisfaction, 
unique visitors, 
qualitative ap-
proach.

Di%cult to do, be-
ne"ts of commu-
nication, qualitat-
ive approach.

Di%cult to do. Qualitative ap-
proach, ROA, 
ROE, ROI, brand 
monitoring.

3. Quality before 
quantity, act hu-
man, adapt to 
situation.

Have explicit 
strategy, Facebook, 
act human, inter-
act, truthful.

Facebook, know 
your demograph-
ic, act human, 
brand monitoring, 
faster response.

Know your demo-
graphic, truthful, 
valid and relevant 
presence.

4. Common sense, 
goals.

Guidelines, com-
mon sense, brand 
builder, be accur-
ate, be helpful.

Authority, 
guidelines, goals.

Guidelines, brand 
builder.

5. Dialogue. Dialogue, in-
creased spread, less 
control.

Less control, cus-
tomer ambassad-
ors.

Less control, rela-
tionships more 
important, more 
brand building.
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5 Analysis
An analysis formed to present social media for a company. It will mostly be focusing on the ad-
vantages of social media usage, and not the weaknesses.

5.1 Measuring the benefits from social media usage
To convince the board of a company to try something new, relatively unknown, you have to 
talk bene"ts. !ey want concrete examples why to change anything, and what can be better 
than to talk about the unexplored bene"ts, which may lead to increased revenues?

5.1.1 What are the benefits?
Social media opens up for a new kind of marketing, web based relation marketing. Tradi-
tional web marketing often means big #ash-ads, pop-ups and E-mail, and you do not actu-
ally know if and how your message reaches the consumers. You can see the number of clicks 
an ad gets, and maybe if it has lead to a purchase, but that is all. Relation marketing on the 
other hand, is about relations, to become "buddies" with your customers.

Of course, the bene"ts di$er between companies and how they use social media, but we 
have summed up some of the most common here:

" Improves brand awareness and reputation

" Opportunity to "nd and help dissatis"ed customers at an early stage

" Improves customer relations

" It is a free media

Social media usage will improve brand awareness among potential consumers and if using it 
right your reputation and goodwill will increase. You will be able to help people, even if 
they did not speci"cally ask for your help (Bark,  2009; Cass, 2007; Dosh Dosh, 2008; 
Nüüd, 2009; Respondent 4).

!at all brand attention is good is not always true. !e web and social media is a good ex-
ample of this. Dissatis"ed customers are often quick to post negative opinions on the web, 
that can lead to losses in sales and reputation. It is therefore important to e$ectively monit-
or the social media to be able to quickly "nd and interact with these people to prevent a po-
tential avalanche e$ect of bad rumors. A good and early response could even turn the neg-
ative opinions into positive ones. To the customer it seems that you really care (Respondent 
1; Respondent 2).

Via social media, a happy consumer can take the role as a company ambassador. !rough 
word of mouth behavior, without any selling intentions, he can in#uence his friends by in-
forming them about his good experience with your company, who in their turn tells their 
friends. Since rumors are spread very quickly on the web you can without much e$ort, get 
your brand exposed to many people. !is leads to improved customer relations, with poten-
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tial  bene"ts (Cass, 2007; Jurvetson, 2000; Landelius & Lundgren, 2009; Mcivor, 2009; 
Nüüd, 2009; Respondent 2, Respondent 3, Respondent 4).

Perhaps social media can not today replace traditional marketing entirely, but it can be seen 
as  a  cost-friendly  complement.  !at  social  media  is  free,  is  a  truth with modi"cations 
though. It is generally free to use it for promoting your brand. However, it costs a lot in 
time and commitment.  !e problem is that you can not commit to social  media  half-
heartedly , full commitment is required to receive bene"ts. !is might cause some hesita-
tion amongst boards and other leading organs to fully commit to social media. (Carlsson, 
2009; Kirby & Marsden, 2006; O'Reilly, 2005; Respondent 3, Respondent 4)

5.1.2 How to measure?
To know the actual bene"ts gained from social media, you need to know how and what to 
measure, otherwise you will not be able to connect your social media e$orts to its e$ect. 
Even though, with social media, quantity is rather easy to measure, it is not the most im-
portant part regarding social media. Measurements should focus on the relations, activity 
and participation (Respondent 4). !ese parameters are often what is called intangible as-
pects, especially the customer relations, which according to Baxter and Matear (2004) will 
vastly a$ect the "nancial performance.

Both the theory and our emperical study implies that social media is di%cult to measure 
(Falls, 2008; Landelius & Lundgren, 2009; Respondent 1; Respondent 2; Respondent 3) 
Further,  there is no clear answer to what should be measured, which of course is one cause 
to the "rst problem (Respondent 3). !ough, we have found some concrete and measurable 
aspects, some even connectable to ROI. Weber (2009) categorizes them into three types of 
in#uences: the media, your target audience and your business.

In$uence on the media.  !is  is  probably the most obvious to measure: visitors,  visits, 
views, comments, clicks, and so on. !is should give you an overview of the activity your 
have created through your social media usage (Carlsson, 2009; Nüüd, 2009).

In$uence on your target audience. !is could be used to measure how you have a$ected 
your customers, and maybe if they have become your company ambassadors. Measured can 
be things like sentiment of comments and opinions, comment authors authority and their 
in#uence (Carlsson, 2009; Hrastinski, 2008; Respondent 1; Respondent 2).

In$uence on your business. !is is maybe the closest you can come to a ROI measuring, 
but often there is more than just one parameter (social media) that a$ects the result. Social 
media could increase your sales, lead to new business and improve your customer satisfac-
tion (Carlsson, 2009; Respondent 4).

You have to use di$erent types of tools and techniques to measure (Respondent 2; Re-
spondent 4). !ere are tools like Google Analytics and Yahoo Site Explorer to measure the 
quanti"able, but to measure the probably more interesting aspects you have to use more 
qualitative techniques, like when measuring traditional marketing results. !rough surveys, 
and similar, you can simply ask your customers how they perceive your brand, your latest 
conversation and so forth, but you still do not get your desired ROI.
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Hypothesis: It is easier to correlate purchases with social media e$orts than with, for ex-
ample, traditional TV advertisements. It is easy to trace clicks and "nd out if the person 
buying something in your web shop also visited your social media channels.

5.2 How to use social media
Social media is a new way of reaching potential customers, but it also requires a new way of 
thinking. Instead of just being a "megaphone communicator" where you do all the talking, 
like in traditional marketing, social media is a two-way communication. Actually, it is not 
that complicated at all, it is just normal human behavior. Listen when other talks, be polite 
and help each other out (Bark, 2009; Respondent 1; Respondent 2).

In our observation we have seen that smaller companies, like Binero and Saltå Kvarn, tend 
to  maintain  a  more  personal  style  when  using  social  media.  Using  a  personal  style  is 
something  that  our  theoretical  framework  (Bansal  & Voyer,  2000;  Bark,  2009;  Lidne, 
2009) and our empirical framework (Respondent 3; Respondent 4) agree on is very import-
ant. As our theoretical framework (Carlsson, 2009) also mentioned, you have to be careful 
not to cross any company guidelines so that what you say represent the company view and 
don't rub anyone the wrong way. !ese factors become more present with bigger compan-
ies. We think this is the reason why big companies tend to be less personal and more formal 
on social media services.

Both the theoretical and the empirical framework agrees on several aspects regarding how 
social media should be used for marketing purposes: commitment, honesty and common 
sense. When using social media, companies should use a more personal and informal style 
and language. !is, to be on the same level and build a mutual relationship (Bark, 2009; 
Carlsson,  2009, Dosh Dosh,  2008;  Landelius  & Lundgren,  2009;  Nüüd,  2009; Reese, 
2008; Stakston, 2009; Respondent 1; Respondent 2; Respondent 3; Respondent 4). So, 
what is common sense on the web? Firstly, think twice before you write something on the 
web. “Once on the web, always on the web”. Secondly, do not act as a salesman, act as a 
friend.  !irdly,  be  helpful  but  do  not  do  anything  that  is  contrary  to  your  company 
policies. Fourthly, always tell the truth! Admitting that you have done something wrong in-
creases your reputation as an honest company.

Before you embrace social media, you should develop a plan and a strategy for your social 
media usage. De"ne what goals you have and how social  media should help you reach 
them. !e social media strategy should not di$er a lot from your regular communication 
strategy. Use traditional marketing theories, such as the "ve P's or the "ve W's to de"ne 
your goals and what your marketing should strive for, it is still as important to know your 
market, their views and values, and how to best position yourself in that market (Albinsson 
et al., 2009; Bark, 2009; Hoyle, 2002; Respondent 2; Respondent 4).

But who within your company should be the social media user? Both the theoretical frame-
work and the empirics say that there is no clear answer for this, it depends on your goals 
and strategy (Carlsson, 2009; Respondent 1; Respondent 2; Respondent 3; Respondent 4). 
One of our respondents said: "Everybody that has something to share with the customers 
could be the sender, everybody that needs to know the customers opinions should be able 
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to take part of  the discussions" (Respondent 2).  Although, one thing is  sure, the users 
should not act as a middleman and simply pass the information on to other people within 
the company, he/she must have enough power to make own decisions on what to say and 
share.

When marketing through social media, you should take advantage of viral marketing and 
create buzz. If you succeed, in just a few minutes your message could spread to thousands 
of people through word of mouth. To succeed, your message and idea must stand out and 
be attractive to the consumers. Do not try to push your content to the consumers, they 
should participate by their own will (Albinsson et al., 2009; Bansal & Voyer, 2000; Bon-
ello, 2006; Kirkby & Marsden, 2006; Respondent 2; Respondent 3; Respondent 4).

Transparency is a key word when using social media. You want to achieve a relation with 
the consumers, to become something like a friend. Trust makes for better relations which in 
turn improves your business (Reese, 2008; Stakston, 2009). To earn trust you have to be 
transparent and admit when you have done something wrong, you can not hide and ignore 
your mistakes (Lidne, 2009; Respondent 4). Companies often worry about being too trans-
parent, maybe the competitors will steal the ideas. Both Carlsson (2009) and Jardenberg 
(2008) explain that this is nothing to worry about. Today it is easy to copy any product. 
Stakston (2008) says that companies should focus on the brand instead of keeping secrets, 
the consumers should want the original product instead of the copy. According to Kirby 
and Marsden (2006) and Marketingcharts (2008) traditional mass media advertising is not 
as e$ective as before, purchases decisions are often based on what trustworthy friends have 
to say (Respondent 2; Respondent 4).

Some secondary, but obvious, things to think about when using social media is brand cov-
erage and quickness. Use as many search engines as you can think of (Google, Twingly, 
Twitter Search et cetera) to get coverage of your brand status. You want to know what 
people say about you and then you have the possibility to respond to both positive and neg-
ative criticism. Everything on the web is relatively fast, if someone asks you something you 
can not wait a long time to respond. If you can not give an answer directly, inform the con-
sumer that you are investigating the matter and will come back soon with more informa-
tion. 

Hypothesis:  (1) It  is  not possible to use your social  media accounts  just for marketing. 
When customers have a problem with your product, they will expect support from you and 
they do not care if you are just a communicator. (2) Social media should not be embraced 
by everyone, it suites some industries better than other. (3) Transparency leads to an im-
proved goodwill.

5.3 Which service should be your choice?
From a marketing perspective it is important to choose the right social media service, but 
from a usability perspective it is not. You generally behave the same way throughout all so-
cial media services, you have to listen, participate and create attractive content, but your 
target demographic may be concentrated on one place. By investigating the communities 
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you will "nd out where your potential customers primarily can be found, and it is the most 
important that you are present there (Bark, 2009; Eley &Tilley, 2009). 

Blogs is probably the easiest tool to start with, because you can set up your own approach, 
while Facebook is the most mainstream. Both Binero and Saltå Kvarn is primarily active on 
their blogs, while the Gothenburg Book Fair and H&M primarily use Facebook.

Remember that before you start participating and creating content on the social media ser-
vices, you have to listen and understand the community, what is accepted behavior, what is 
required to become one of the group. You should not act as a megaphone and do not spam, 
concentrate on having constructive dialogues (Bark, 2009; Eley &Tilley, 2009). !e con-
tent you share should be interesting and relevant to the target audience (Gehi, 2006). 

To sum up; Twitter is quick, Blogs are powerful, Facebook is mainstream.

5.4 Concrete use of Blogs/Twitter/Facebook
!e three services that  are  studied in this  research di$er  between how to use  them, of 
course. Below we discuss some concrete, but still general, possible uses of them.

5.4.1 Blogs
!e most important thing to remember when corporate blogging is to maintain a personal 
and informal style, and not trying to oversell your products (Cass, 2007; Gehi, 2006; Re-
spondent 1; Respondent 2; Respondent 3). It is also important that the information you 
share is accurate and relevant to your target audience. You should not neglect the blog for 
long periods of time, the blog should be updated on a regular basis with quality content, 
making the visitors come back for more and develop positive associations with the brand 
(Gehi, 2006). !e content should, of course, focus on things in your industry, which both 
Saltå Kvarn and Binero do, but you have the chance to be more personal, for example post 
photos from a company event.

!e advantage of blogs is that your message also can be spread through word of mouth via 
other blogs, which is the case for H&M and the Gothenburg Book Fair. By using social 
bookmarking services  (Warr,  2008; Eley & Tilley,  2009),  like  Delicious,  your post  can 
reach more readers. You should try to reach out to other bloggers, engage in healthy conver-
sations and debates. Similar to media relations, it is now important to maintain good blog-
ger relations. Some bloggers are more important than others; try to get the in#uential blog-
gers on your side, and others will follow.

Use the methods available to become amongst the top ranked sites regarding search engine 
hits, this will give you more visitors (Gehi, 2006). A quite common term is “search engine 
optimizing”, which is about building websites correctly in order to get a better search en-
gine rank, both the technology behind the website and the content a$ects this.

It's important that you follow company guidelines and that your posts represent the com-
pany  views.  Preferably,  the  blogger  should  have  proper  authority  and  be  able  to  post 
without having to check everything with superiors in management (Respondent 3).
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5.4.2 Twitter
Even if blogs and microblogs are quite similar in the way the work technically (May"eld, 
2008), the way you should use them di$ers a lot. Twitter has a built in limit of 140 charac-
ters per tweet (Twitter, 2009a). !is means that microblogging is more intense, each post is 
smaller but frequency must be a lot higher. You are expected to post new information sever-
al times everyday (Jantsch, 2009).

!ere is a few things that you can do to get more followers and reach more people. To 
retweet what already popular users say might help you reach existing opinion leaders. !ere 
are two reasons to retweet, to help spread a good message and/or acknowledge the original 
tweeter giving him more publicity and thus, strengthening his or her relation with you. But 
be careful not to spam or be annoying, key is to be helpful towards the community. You 
also want others to be able to retweet your tweets, so others can help by spreading your 
message, aim for 120 characters (Jantsch, 2009).

Although, it is debatable if more followers is what you should strive for. Of course, the 
more followers you have, the more exposure you get. But in social media it is more about 
having the right followers, which in business terms means potential customers and partners. 
Be helpful and, when appropriate, do not hesitate  to join conversations.  !is  will  only 
demonstrate your knowledge, expertise and willingness to help. You should not interrupt 
people with traditional commercial  messages, this will only weaken the relationship and 
your status. !e goal is to build your brand reputation, without acting like a salesman.

So,  how should the distribution between tweets,  replies  and retweets  look? You should 
tweet, because you want to spread your own messages, but not to much. Microblogs is a so-
cial media channel, which means it is about two-way communication. Replies come quite 
naturally, use it to answer and ask questions or comment on statements (Mcivor, 2009). 
Retweet when you see an interesting tweet. !ere is  no golden rule on how much you 
should do of each, for example Saltå Kvarn has about 30% replies while Binero has 80%. It 
iss important that you do not neglect these functions and use the media primarily as a so-
cial tool.

Maybe, what the most important and what actually applies to all services, is to monitor 
your brand and your products and services (Jantsch, 2009). Use Twitter Search, or similar, 
to "nd out if your brand is mentioned. Maybe everyone does not know that you use twitter, 
and therefore do not ask you directly. Do not forget that there are a lot of available Twitter-
clients1 that increase the usability of twitter.

Hypothesis: Most likely, you can not use Twitter just for marketing. You will probably use 
it for support as well.

5.4.3 Facebook
!e advantage of Facebook is that if users become a fan of yours, your messages will appear 
in their news feed mixed with their friends' updates. Your message will be mixed with his or 
her normal life on Facebook (Facebook, 2009a). As mentioned earlier in this analysis, Face-

1 List of Twitter-clients:  http://twitter.pbworks.com/Apps
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book has many active users and is probably the best service if you want to reach a big audi-
ence, regardless of demography (Respondent 2; Respondent 3; Respondent 4). H&M is a 
good example of how you should use Facebook, we especially like that they ask their fans 
about new clothes collections and where new stores should be opened.

You should approach in the same way when using Facebook as any other social media ser-
vice. However, it is even more important to be personal, and not act as a company on Face-
book. From the beginning Facebook was for primarily and foremost for private persons, to 
keep in touch with friends and so on. Companies' activity on Facebook is a rather new phe-
nomenon. !erefore, you should try to act as a part of the group. Your behavior should be 
more friendly and personal on Facebook than on traditional websites (Brown, 2009).

Before you try to "sell" your product/service on Facebook, you should converse with the 
audience, traditional ad campaigns and promotions should not be forced. Like any other 
social media service it is important that you listen before acting (Social Media Optimiza-
tion, 2007). You should take advantage of the "Fan Page" that Facebook have, build a com-
munity around the company and your products (Brown, 2009).

5.5 Research Questions
Most of the research questions are already answered earlier in this analysis, below you will 
"nd a summary of the answers.

What kind of bene!ts could companies achieve from using social media?
Companies can take major advantage of listen to their customers, and treat them well. So-
cial media is like ordinary analogue viral marketing, buzz and word of mouth but on the 
web and is much faster.
How to measure social media bene!ts?
Measuring social media is di%cult, but you should focus on things like relations and activ-
ity. ROI should not be the primary target, a good relation will eventually in#uence the ROI 
positively anyway. !e company should develop a model for how to measure this, and how 
much a relation is worth to them.
How to coordinate the use of social media with business?
You should use social media to discuss and converse. One, of many, success factors are com-
mitment. Be prepared to give to get something back.  Companies  should monitor their 
brand, to "nd consumers' opinions.
How to spread social media usage through an organization?
More than one employee should be involved in the social media usage, this to prevent un-
wanted consequences if someone of them quits. !e user should have enough authority to 
take own decisions, and not just act like an intermediator. !e company should not act as a 
salesman, but as a brand builder trying to improve the brand awareness and reputation, cre-
ating relations and networking.
How has social media changed the relationship between customers and companies?
Marketing is no longer performed as a one-way channel. Companies talk with their target, 
not to them. Customers experience a new way to communicate with companies.
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6 Conclusion
!e purpose of this research was to "analyze and explore how companies could use social 
media to promote themselves and improve their business through consumer relationship, 
this in order to develop a general set of recommendations". We have concluded that social 
media:

" improves brand awareness and reputation, and can improve the business to con-
sumer relations.

" can harness and to some degree control the nature of word of mouth between cus-
tomers and potential customers.

" investments are, like all marketing, di%cult to measure regarding ROI.

" should today be used as a complement to traditional marketing and should be used 
as a two-way communication. 

6.1 Recommendations for social media usage
1. Formulate goals for what you want to accomplish with your social media usage.

2. Develop a strategy how to reach your goals.

1. Start with traditional marketing/communication strategies, that may already be 
present. Use traditional marketing theories like the "ve P's.

2. Develop a set of guidelines for social media usage.

3. Choose which social media you are going to use. !e choice should be based on 
your goals, strategy and target demographic.

1. Twitter is quick, blogs are powerful, Facebook is mainstream.

2. Blogs are probably the easiest to start with, due to less usage restrictions.

3. Have a purpose with every service that you use.

4. Keywords to have in mind when using social media.

1. Commitment, do not neglect the community for long periods of time.

2. Transparency, do not be afraid to loose absolute control

3. Authority to speak

4. Quality of content

5. Use informal and personal behavior. Do not try to push anything towards your fol-
lowers/fans but act as a brand builder.

6. Do not forget: it's not rocket science, mostly just common sense!
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6.2 Future studies
!rough the analysis we came up with a few interesting hypothesis. !is research does not 
include enough or the right kind of content to determine if they are true or not. To make 
social media more widely accepted in business it probably requires more research of the 
area. Below we elaborate our hypotheses and list some possible future studies.

Is it possible to use social media only for marketing? Probably not. Social media could be 
compared with a regular conversation, eye to eye, where you act like humans. You may not 
have the possibility to choose which questions you want to answer. Perhaps it is not possible 
to avoid using social media as a support channel too. Among the services that we have stud-
ied, Twitter is the most uncertain.

Should social media be embraced by everyone? We asked this question to our respondent, 
and they  were  all  doubtful.  Probably  it  could be  embraced by  everyone,  but  maybe  it 
should not. Some industries (like media and IT) are probably more suited than others. It 
depends on the target demographic and their degree of presence in the digital social media.

How to "nd the connection between social media and ROI? Is there any connection? Our 
quali"ed guess would be, yes. Since social media improves your relations with consumers it 
will probably turn potential consumers into customers, and help to maintain current cus-
tomers. One of our respondents said: "For the "rst time it is possible for companies and 
customers to have a dialogue with same conditions and on the same level". It is often said 
that is cheaper to keep a customer than "nd new ones. Social media could be a tool for this.

How much  are  goodwill,  relations,  activity  and  participation  among  consumers  really 
worth? Even though there are some studies of how to measure intangible values, we miss 
studies that focusing on social media measuring. !ere should be general models that con-
vert a certain amount of goodwill into the likely revenue it generates.

6.3 Research Discussion
We are both satis"ed with the chosen subject but maybe we would have taken a di$erent 
focus. Both the psychological nature of social networking and how it in#uences the circula-
tion of information and a more thorough purpose would have been interesting, i.e. diving 
deeper into a more narrow purpose. 

We started o$ with a purpose to focus on events and mainly the Gothenburg Book Fair. 
However, without really making a distinct decision, we slowly drifted away from that to a 
more general purpose. We decided to skip this limitation when we noticed that we were 
gliding further and further away from it. 

!e distance between us, Helsingborg and Gothenburg, has not been a problem in our 
thesis work. Internet and software like Dropbox, Skype, Google Wave and EtherPad have 
made it easier than if we worked at the same location, we found that it makes it easier to fo-
cus on the work. 
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We are satis"ed and happy that, through our website2 we got attention from several com-
panies which have expressed interest and requested a "nal copy of our work. For someone, 
totally new to social media, we are sure that this paper will come to great use in understand-
ing its power. We expect that even more experienced social media users can gain something 
from this paper. We hope, in the future, to be able to assist others in matters regarding so-
cial media. 

We have learned that social media actually should be easy to use. By not making it more 
complicated than it is, acting like a normal human, follow normal social rules, it is the way 
to success. 

Social networking has always existed, but with the introduction of social media on the web, 
it is today much faster and has a much more potent marketing power. As humans, we live 
by our social network, more than we can imagine. Our friends, and our friends' friends in-
#uence us and our decisions greatly, we follow the herd. When social networking is on the 
internet, it is much more observable and companies can harness it's potential marketing 
power. 

What we found the most exciting about social media marketing is that it is still a very fresh 
subject and fairly limited theory is today available. !is research has summed up a few the-
ories regarding social media usage, we hope that this could be the start of a formalized so-
cial media theory. Hopefully, companies and organizations can have use for this paper when 
adopting social media. 

Social media is without any doubts very relevant to information logistics. With the constant 
information over#ow you need; methods to "lter out what is useful and what is not, decide 
to whom the information should be directed, react quickly not to miss opportunities. !us, 
“!e right information to the right people in the right time”. 

We think that social media could be used to greatly improve internal communication. In 
our experience, E-mail is today over-used in the corporate world, sometimes other ways of 
communication would have been more e$ective.

2 http://sm-exjobb.se  
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Appendix 1 – Interview questions
Tell us a little bit about yourself and your relation to social media.
1. How has social media changed the relationship between customers and companies?
2. What kind of bene"ts could companies achieve from using social media?

Bene!ts with social media
3. Should bene"ts with social media be measured?
If yes, answer question 4-6, otherwise continue with question 7:
4. What could be measured?
5. How to measure it?
6. Which tools/services do you prefer for measuring?

Coordinate the external usage of social media
7. Which are the most important services/channels to use?
8. Should companies concentrate on one service or on as many as possible?
9. If using more than one service, how to combine and spread the usage?
10. Is redundancy good or bad? (i.e. posting the same information on Twitter and Face-
book)
11. Should a company act as private persons or as a company name? (i.e. many accounts vs. 
one account)
12. Should the company use informal or formal behavior?
13. How to scan social media for relevant information/conversations about the company?
14. Is it important for all organizations to embrace social media?
15. If you promote an annual event, should you act as a "one thing happening" or as a re-

curring event? (i.e. @bokmassan vs @bokmassan2009)

Coordinate the internal usage of social media
16. Who/which of the employees should be the user?
17. What should social media guidelines/strategies contain?

Additional questions
Can you mention any swedish companies that have succeeded with social media usage?
What is your opinion of companies that block social media services for regular employees? 
(i.e. Facebook)
Is it something you think we have forgot to ask that could be valuable for our research?
Do you want to receive an e-mail when we have published our research?

50



Appendix 2 – Observation Template
Blog
Description

" Where is the blog? (same domain, sub-domain, another domain)
" What kind of content? (informative, marketing, commentary, comedy, et cetera)
" Is it possible to comment, and do they moderate the comment before it get pub-

lished?
" Do they reply to comments, and keep the discussion going in the comment area?

Measurable factors

" Updates (frequency and maybe total)
" Comments
" Inlinks
" Brand hits on Google Blog Search/Twingly Blog Search

Twitter
Description

" Act as a corporate or private persons?
" Formal or informal behavior?
" What kind of content? (Informative, marketing, support, et cetera)
" Do they actively interact with others (replies)

Measurable factors

" Age
" Updates (total and frequency)
" Following
" Followers

Facebook
Description

" Page or group?
" What kind of content? (informative, marketing, et cetera)
" Do they reply to fans?

Measurable factors

" Fans
" Updates (own and fans) (frequency)
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" Photos

Other
" Do they use any other social media services?
" How do they combine the services? (redundancy, linking, et cetera)
" How do they promote their social media e$orts, “outside” of social media?
" How do the social media e$orts link to their products or services?
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Appendix 3 – Gothenburg Book Fair
Gothenburg Book Fair is arranged by Bok och Bibliotek I Norden AB, and is one of Scand-
inavia's biggest venue for the book and library industry. People visit it both in business and 
for joy, to meet writers and cultural people. 

Gothenburg Book Fair has its highest activity right before and during the fair, 2009 held 
between September 24-27. !is will a$ect this observation, most of the numbers will prob-
ably be smaller than under the “fair period”, but the Book Fair want the conversations and 
discussions to continue throughout the whole year. 

!e observation took place on  the 20th of November.

Blog3

!et have a collaborative kind of blog, on their main domain. !ey do not publish any post 
themselves but exhibitors, writers and visitors are invited to share their memories of the 
Book Fair. It is possible for anyone to comment, but there are not a lot of them. Actually, 
this is not the Book Fair's blog, it is everyone's blog, and they do not seem to participate 
either in posts or comments. 

We found a total of 54 memories/posts with about one comment on every third post. Since 
the blog is located at a subdirectory (for example http://bokmassan.se/blog) and not a own 
domain/subdomain (for example http://bokmassanblog.se or http://blog.bokmassan.se) it is 
di%cult to measure the number of inlinks. !e speci"c blog-URL has 18 inlinks, but their 
main domain has a total of 21 280 inlinks.

Even if the Book Fair does not use their blog as much this is a powerful tool for them. 
!ere are a lot of blogs that writes about books and when  blogs at the web and the more 
the Book Fair is approaching, the more it is mentioned in these blogs. !is is one of the 
best marketing there are, expectations increases which may attract more visitors. !e Book 
Fair is also cooperating with some of these blogs and invites them for free, to let them blog 
and twitter during the visit. 

Twitter4

It seems like Twitter is not their main channel, it is not as much activity, and they just use it 
as a one-way channel, there are not a lot of replies or RTs made. Many of their tweets con-
tain links back to articles on their webpage. 

Like the Book Fair's usage of blogs, it is not their own participation and engagement to 
Twitter that is seen, there are all the others who talk and gossip about the Book Fair. By us-
ing the hashtag #bokmassan, all tweets are gathered into one channel and people with sim-
ilar interests can "nd each other. 

Facebook5

3 http://bok-bibliotek.se/sv/blogg/jubileumsblogg/  

4 http://twitter.com/bokmassan2010  

5 http://www.facebook.com/group.php?gid=15056762257&ref=ts  

53

http://www.facebook.com/group.php?gid=15056762257&ref=ts
http://twitter.com/bokmassan2010
http://bok-bibliotek.se/sv/blogg/jubileumsblogg/


!is seems to be the Book Fair's main social media channel. Both the Book Fair and the 
group's members publish posts and photos, but few comments on them. Most of the activ-
ity seems to appear in the discussion topics, where the members account for most of the 
participation. 

Some authors take the opportunity to promote their books in the Book Fair's Facebook 
group. Obviously this are allowed by the admins, maybe they see it not just as marketing of 
the speci"c book, but also marketing of the Book Fair. 

YouTube

Gothenburg Book Fair does not have an own account at YouTube but the Swedish Fair6, 
where the Book Fair is held, has one and they have published some videos about the Book 
Fair. But once again, most of the material is user-generated. 

!e videos are both from professional productions and amateur cameras of interviews and 
seminars. 

6 http://www.youtube.com/user/SvenskaMassan  
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Appendix 4 – Binero
Binero is a web host with numerous awards for their services. 2009 they were selected as the 
best web host in Sweden. 

!e observation took place on the 21st of November.

Blog7

Binero hosts their blog on a sub domain. !e content contains information about their in-
dustry: hosting, the web, blogging et cetera. !e content is not just for their customers and 
others could most likely be interested, which could lead to more customers. 

!ere are comments at almost every post (an average of 5.3 comments/post in September 
and October) and several of the employees answer to the questions. Binero has probably 
not as much customers as for example Gothenburg Book Fair, but the interesting content is 
very “linkable”, which leads to a lot of inlinks. 

Twitter8

Binero seems to, except from publish links to their blog, use Twitter as an extra support 
channel. Mot of their tweets, more than 80%, are replies that indicates even more that they 
use Twitter to communicate with their customers. 

Several of the employees use their Twitter account and they seem to be comfortable with 
Twitter. !e adjust their language to the situation, switch between formal and informal be-
havior but always with a professional feeling. 

Facebook9

Binero clari"es that they do not use their Facebook group as a support channel, but as a in-
formation media. It seems that they just fetch the feed from their blog and their original 
tweets  (not replies)  from Twitter.  It  feels  like  they have a Facebook group just  because 
“everybody else has it”. 

Wiki10

Binero uses a wiki to store knowledge. !e wiki is under constant construction and con-
tains guides and tips how to solve di$erent problems. Here customers can "nd information 
they seek without having to contact the support. 

!e special thing about this wiki is that everyone is allowed to add and change the content, 
even non-employees. !is may well be seen as Binero trust their customers. 

7 http://blogg.binero.se/  

8 http://twitter.com/binero  

9 http://www.facebook.com/group.php?gid=4966449263&ref=ts  

10 http://wiki.binero.se/  
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Appendix 5 – Saltå Kvarn
Saltå Kvarn is in the food business and with KRAV approved goods only. !ey produce 
#our and bread from organically grown cereals. 

!e observation took place on the 20th of November. 

Blog11

Saltå Kvarn blogs frequently about their own business and industry. !ey started blogging 
to strengthen the dialogue to their customers. Most posts are written by their communica-
tions o%cer and their executive o%cer. Some posts are commented well, and Saltå Kvarn 
themselves reply to comments when opportunities arise. 

Since Saltå Kvarn not only write about food they produce themselves, but about the in-
dustry as a whole, they link to a lot of websites that they do not control. Linking to other 
websites enhance their trust, and could most likely lead to inlinks to their own website 
(Saltå Kvarn has more than 7000 inlinks to their blog).

!e content would be interesting for everyone that is interested in food, obviously, but even 
if they are not customers of Saltå Kvarn. It can also bring an interest to those who are not 
usually interested in food. Both these can lead to an increased interest in the brand Saltå 
Kvarn. 

Twitter12

Saltå Kvarn's Twitter account is handled by their executive o%cer and the clari"es that the 
tweets contain his thoughts. But since they use both Saltå Kvarn's brand name and its logo-
type it is quite obvious that he represent the company, from a executives o%cer's point of 
view. 

!e behavior feels both informal and personal, and this strengthens even more since we 
know who is handling the account. Most of the content is about their business, but also a 
little small talk. He is social and communicates, about one third of all tweets are replies. 

!e content is mostly about their business, and promoting their blog, but also a little bit 
small talk. He, because it is their executive o%cer who handles the account, is social and 
communicates, about one third of all his tweets are replies. Automatically sends links to 
their blog posts. 

Facebook13

At their fan page there is a personal atmosphere, Saltå Kvarn participate within the com-
ments and talks to their fans. Most of their updates contain links, mostly to their blog but 
also to other websites. It is a combination of informative and marketing updates. For such a 
“small” industry they have a lot of fans, more than 2 500. 

11 http://saltakvarn.wordpress.com/  

12 http://twitter.com/saltakvarn  

13 http://www.facebook.com/pages/SALTA-KVARN/75144937705  
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Appendix 6 – H&M
H&M is a Swedish clothing company that I known for its fast fashion clothing o$erings for 
men, women, kids and teenagers. H&M has more than 1,800 stores and over 73,000 em-
ployees. 

!e observation took place on the 20th of November.

Blog

From what we can "nd, H&M do not have a blog.

Twitter14

H&M has four twitter accounts: hm, hm_news, hmusa and hmcanada. !e twitter accounts 
are mainly used for short updates and to promote special events. Twitter is not used in a 
personal manner, i.e. replying and commentating to other users .

!e account hm is used to promote Facebook events, new H&M YouTube videos, and new 
features on their website and newspaper articles about H&M. 

Hm_news is basically only used to retweet what the account hm has posted. It also informs 
about new press releases that are posted on the HM website. Although this account has a 
lot of followings, we cannot make out for what purpose this is, other than possibly more at-
tention to the account.

In total, H&M have 20,000 followers on their twitter accounts. However it is a big organ-
ization available in many countries.  !ey post about 0.2 tweets per day.

Additionally, H&M has two local twitter accounts, one focusing on USA (hmusa), and one 
on Canada (hmcanada). !ese post more local information, like new store openings and 
sales.

Facebook15

H&M is very active on Facebook, with over 1,350 000 fans and new fan wall posts pretty 
much every hour. H&M post new updates themselves once or twice every day. On the 
Facebook page they provide links to various services, such as style guide and a store "nder.

!ere are 1534 photos, uploaded by H&M and its fans, available through their Facebook 
page. !e pictures consist of; H&M ads, special  event documentation and pictures up-
loaded by fans themselves wearing H&M clothes.

On the discussion board there are 278 topics. H&M actively post news and answer ques-
tions on the discussion board. To note is that when answering questions they are very con-
cise and mention the questioner by name.

H&M have used their Facebook page to decide where to open up new stores, by asking fans 
for suggestions. More than 20 countries were recommended by fans.

14 http://twitter.com/hm  

15 http://www.facebook.com/hm  
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YouTube16

H&M is active on YouTube, they post videos about fashion and the fashion culture. !e 
videos don’t have an advertising style, it rather feels like a inside perspective from the world 
of modeling and fashion. !ere are currently 41 uploaded videos on their account and they 
have 1822 subscribers. !e average view count on their videos is about 5000.

H&M links to their YouTube page from their Facebook page and vice versa. !eir Twitter 
account is mostly used to promote updates on Facebook and YouTube.

16 http://www.youtube.com/hm  
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