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Abstract 
Thesis title: Social media – The new killer application in the building of customer 
relationships 

Date: 2013-05-27 
Authors: Elin Ekstedt and Tove Kantonen 

Tutor: Dan Halvarsson 
Examiner: Åsa Devine 
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Research questions: Wherein social media lies the challenges for companies in order 
to build customer relationships?  

Purpose: This bachelor thesis was aimed to describe the challenges companies face in 
the building of relationships through social media.  

Theoretical framework: The thesis was based on theories about how companies can 
build loyal relationships and what factors that must be included, how social media is 
defined and what it is composed of, and finally how companies can build relationships 
through social media and what factors that must be included.  

Methodology: The data collection was based on a qualitative research in which semi-
structured interviews were used.   

Conclusions: The authors have after this study reached the conclusion that the main 
challenges, when it comes to create relationships through social media, are the 
allocation of resources, the lack of understanding within the organization and the 
difficulties related to the understanding of what consumers’ value. The lack of 
understanding concerns three areas, which are the treatment of criticism from the 
consumers, the importance for companies to get involved in social media and how much 
resources that are required from the companies when they decide to participate on social 
media in relationship building purposes. The last mention lack of understanding could 
be connected to the challenge of allocation of resources, since companies have to 
understand that an investment in social media requires resources in the form of 
employees with a strong engagement. The challenge of what consumers value, involves 
that companies need to find out what the consumers actually value, which can be done 
by making use of different monitoring systems. Companies must therefore, also learn 
how to handle these systems, in order to use them in the best possible way. There are 
thus, organizational requirements that must be achieved in order to create long-term and 
loyal relationships through social media. 
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1.0 Introduction 
This introductory chapter aims to provide an overall picture of how 

relationship building has developed in line with the emergence of Internet 

and especially social media. The background is followed by a problem 

discussion around the role of relationship building and the role of social 

media in relationship building purposes and ends up in a research 

question and a purpose. Finally in this chapter, the study’s disposition is 

presented. 

1.1 Background 
Over the last decade the Internet has changed our lives forever – both from a social and 

business perspective. With over one billion people accessing the Internet every day, it 

has become a platform for social change (Agarwal et. al., 2011). The development of 

Web 1.0 towards 2.0 has been remarkable, since individuals no longer just use the 

Internet to read and collect information, but also to create and share information 

between each other (Berthon et al., 2012). In connection with this development a new 

killer application has emerged, namely social media (Agarwal et al., 2011). 

According to the Internetworldstats (2012) is the estimated number of Internet users of 

the world during year 2012 calculated to 2.4 billion. These internet users spend in 

general 22.5 % of their time on social networking sites such as Twitter, Facebook and 

YouTube. Every minute of the day up to 100,000 tweets are sent, 684,478 pieces of 

content are shared on Facebook, 48 hours of video are uploaded on YouTube and 571 

websites are created (Pring, 2012).  

Social media is frequently characterized as those sites, where the participants can 

produce, publish, control, critique, rank and share online content between each other 

(Papasolomou and Melanthiu, 2012). In other words, social media is described as an 

overwhelmingly product of the consumers (Berthon et al., 2012). Consumers of all ages 

interact with social media in almost all situations, such as on their mobile phones, 

computers, at home, at work, at events and even when travelling, and the number of 

consumers on social media are constantly increasing (Woodcook et al., 2011). Social 
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media can be defined as a combination of technology and social interaction for co-

creation of value between the participants (Bahnot, 2012). Social media has opened up 

an entirely new arena for companies and consumers to communicate with each other, 

where it is easy for the consumers to give their view of the company, and for the 

company to respond on the feedback from the consumers. It allows companies to have a 

direct dialogue with both existing customers as well as with new customers. In this way, 

social media has become a powerful tool in order to build customer relationships 

(König, 2012).  

Nowadays, companies need to focus on building long-term relationships with their 

consumers, in order to compete successfully in today’s competitive environment. This 

since there has been a paradigmatic shift in the marketing, from transactional marketing, 

with a focus on increasing market shares through individual transactions, towards 

relationship marketing, with a focus on creating long-term customer relationships that 

result in high customer loyalty (Grönroos, 2010).   

The relational theory of how companies are building such long-term relationships with 

their consumers has changed, in connection with the development of the technology, as 

it has opened up completely new ways to communicate (Bauer et al., 2002). There has 

undergone a shift from the use of one-to-many communication, when companies began 

to use broadcasting with the goal to acquire new customers, to that it has become 

increasingly important to make use of one-to-one communication, in order to build 

close two-way and partnering relationships with their consumers (Peppers and Rogers, 

1997). Companies have hence started to use social media as a communication channel 

in order to build those close two-way relationships with their consumers (Bhanot, 

2012).  

By building customer relationships through social media, companies need to provide 

useful and valuable content to the consumers, in order to keep the consumers aware of 

what the company does, what the company are going to do next and what the company 

can do for them. In this way, the company builds trust to the consumers (Laduque, 

2010), and when the consumers trust a company, they will also become more loyal and 

want to do more business with that company (Setó-Pamies, 2012). By using social 

media, companies can contact and have conversations with the outside world, which 
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means that companies have the opportunity to actively work with relationship building 

and alliances with stakeholders (Carlsson, 2010).  

A system that has been developed in connection with the expansion of social media and 

whose goal is to create long-term customer relationships that result in high customer 

loyalty is Social Customer Relationship Management (sCRM). SCRM is a system that 

uses social media services to create engagement between the customer and the 

company, which results in jointly beneficial value (Faase et al., 2011).  

1.2 Problem discussion 
As previously described in the background, it has become increasingly important for 

companies to understand how relationships are developed, maintained and structured in 

the best possible way. This in view of the fact that it is, in today’s competitive 

environment, more profitable to establish long-term customer relationships than to 

establish short-term transactional relationships. To create these long-term relationships 

it requires customer loyalty, which in turn is created through trust, commitment and 

attraction (Grönroos, 2010). Trust is an expression of confidence by the consumer in 

the quality of the services offered by the company. Commitment includes that the 

consumer feels motivated to do business with a company (Garbarino and Johnson, 

1999), and attraction involves that there should be something that interests the 

consumer (Grönroos, 2010). If companies succeed to establish such loyal customer 

relationships, they can obtain competitive advantage that is sustainable over time and 

therefore the key to success (Setó-Pamies, 2012). Companies in general, have worked 

with relationship building for a long time and have acquired knowledge and experiences 

within the area for their particular business; relationship building is thus, not something 

new for them (Grönroos, 2010). 

However, something that is new for companies is the phenomena of social media. 

Social media is a huge and popular part of the Internet world today, and nearly all 

consumers regardless of age make use of it (Sashi, 2012). This new phenomenon can 

have a significantly impact on a company’s reputation, sales and even survival. Social 

media has established major and pervasive changes in the communication process 

between companies and consumers (Kietzmann et al., 2011). Companies can today 

engage anytime and directly to the consumers and to relatively low costs, which is more 
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efficient than any other traditional communication tool (Kaplan and Haenlein, 2010). 

This has in turn enabled companies to work with the building of relationships regardless 

of place and time, with both new as existing customers (König, 2012). 

By building customer relationships through social media, there are four factors that play 

an important role for companies. The first one is about that companies need to provide 

useful and valuable content to the consumers, in order to keep the consumers aware of 

what the company is able to do for them (Laduque, 2010). This is something that also 

can be recognized in relation to the new system of sCRM, since the system believes that 

it is important for companies to provide precisely this kind of useful information to the 

consumers, to enable them to make intelligent decisions to the company’s advantage in 

long-term (Faase et al., 2011). Companies must therefore understand what the 

consumers’ value, in order to be able to build good relationships with them (Baired and 

Parasnis, 2011). 

It is moreover important to create a personality on the social web, to give the consumer 

a feeling of that he or she meets a real person who is representing the company (König, 

2012). In addition, it is likewise essential for companies to be engaged in the 

conversations (König, 2012), to listen and assimilate what is being said about the 

company and thereafter, respond openly to the feedback provided by the consumers. To 

first listen and then talk, will be the key in order to build long-term customer 

relationships through social media (Smith, 2009). It is expected that companies’ 

engagement in social media, will be positively related to customer satisfaction, loyalty 

and retention (Trainor, 2012). To build trust is also an essential factor within 

relationship building through the digital world of social media, as it is within the 

physical world (Marshall et al., 2012; Baird and Parasnis, 2011).  

However, some research bring up the fact that social media provides challenges for 

companies as well, and describe social media as a complex system and hence not an 

easy task for companies to deal with (Agarwal et al., 2011; Peake, 2012; Kaplan and 

Haenlein, 2010; Kietzmann et al., 2011). Agarwal et al. (2011) and Kaplan and 

Haenlein (2010) argue that the process to get involved in social media, requires detailed 

observation, analysis and planning from its initiation to support and maintenance of 

customers. There is no singular solution for a company to apply in the process of getting 
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involved in social media (Agarwal et al., 2011), in view of the fact that there are no 

rules on social media (Kaplan and Haenlein, 2010). In addition, companies cannot 

control the information that is spread on social media; a single word of action can be 

spread like a wildfire, since it is the participants whom discuss and share it further 

(Agarwal et al., 2011).  

Since social media allows companies to engage directly to the consumers, it has also 

resulted in immediate reactions from the consumers, often in the form of bitter criticism. 

Companies have today troubles with understanding how to respond to this kind of 

criticism, and it could therefore be a risk that companies overreact or totally ignore such 

comments from the consumers, which is the worst thing they can do on social media 

(Peake, 2012). Furthermore, it is now up to companies to decide if they want to get 

serious about social media and participate in the consumers’ conversations, or continue 

to avoid it, because they do not understand it (Kietzmann et al., 2011). 

In view of the fact that companies cannot control the information that is spread on social 

media (Agarwal et al., 2011), it could also lead to that the companies no longer have 

control over the relationships with the customers, since the power has shifted to the 

consumers and their virtual networks (Marshall et al., 2012; Baired and Parasnis, 2011). 

Many companies are today still on the notion that social media is a recreational pass 

time, a trend and therefore choose to stay outside the phenomena of social media 

(Agarwal, et al., 2011).  

Consequently, companies appear to have the knowledge and experience within the 

building of relationships in the physical world, through face-to-face communication. 

However, when it comes to relationship building through the digital world of social 

media, the knowledge appears to be limited and unclear, which probably depends on 

that social media is a relatively new arena. It could be the case that companies’ lack of 

understanding when it comes to getting involved in social media inhibits them from 

being active on social media. This, since the research not only addresses the 

opportunities with social media in relationship building purposes (Kaplan and Haenlein, 

2010; König, 2012; Laduque, 2010; Baired and Parasnis, 2011; Trainor, 2012; Marshall 

et al., 2012), but also difficulties by indicating that social media is a complex system 

and thus not an easy task for companies to deal with (Agarwal et al., 2011; Peake, 2012; 
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Kaplan and Haenlein, 2010; Kietzmann et al., 2011). The situation could be that the 

companies themselves are experiencing challenges with social media in practice, which 

not are addressed by the research. This since the research tends to emphasize the 

potential of social media and only choose to superficially discuss about the difficulties. 

Therefore, this study intends to describe the challenges that companies face in the 

building of relationships through social media.  

The social media seems to be here to stay, which makes the study area even more 

interesting to investigate. The research within relationship building through social 

media appears to be limited, especially within the area of challenges that companies 

may face in this process, which increases the relevance of the study. The study is of 

interest from a marketing perspective and the authors hope with the help of this study, 

contribute to increased knowledge within the field of relationship building through 

social media, which also could result in a better understanding of why many companies 

still choose to remain outside the digital world of social media.   

1.3 Research question 
Based on the above problem discussion, the following research question has been 

formulated: 

− Wherein social media lies the challenges for companies in order to build 

customer relationships?  

1.4 Purpose 
This bachelor thesis aims to describe the challenges companies face in the building of 

relationships through social media.  
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1.5 The study’s outline 

	  

Figure 1. The study’s outline. 

 

	  

	  

	  

Theoretical 
framework 

• Chapter 2 consists of the theoretical framework, which the study is 
based on.  

Methodology 

• Chapter 3 is a description of the research approach and the course of 
action applied, to be able to answer the study's purpose and research 
question. 

Empirical 
investigation 

• Chapter 4 is a collection and description of the information gathered by 
the authors from the data collection process for the study. 

Analysis 

• Chapter 5 is an analysis of the empirical material, this material is 
interpreted on the basis of the theoretical framework of the study. 

Conclusions 
and research 
implications 

• Chapter 6 concludes the study and presents the conclusions that the 
study have reached.  Therafter,  research implications and suggestions 
for further research are discussed.  
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2.0 Theoretical framework 

In the following theoretical chapter, the authors present theories 

and previous research within the field of relationship building, 

social media environment and relationship building through social 

media. The aim of this chapter is to give the reader an insight into 

the subject and a foundation to stand on for the upcoming 

empirical chapter and the analysis. This chapter ends up with a 

summary of the theoretical framework, to thus achieve an 

understanding of how the theoretical parts are interrelated. 

In order to meet the purpose of the study, it is first necessary to achieve a broader 

understanding about relationship building in general, that is to say how companies, in 

the best possible way, can build long-term and loyal relationships with the consumers. 

The authors of the study have therefore, in the first part of the theoretical chapter, 

chosen to include the key factors that help to build those relationships, which are trust, 

commitment and attraction.  

The chapter about relationship building is followed up by social media environment. 

The digitalization of the society that has occurred over the past decade has resulted in 

new platforms for communication. This has contributed to that, companies today can 

reach out to their consumers in completely new ways, which are presented in this 

chapter. The authors want, with the help of this chapter, give the reader an 

understanding of what social media is and what it is composed of, to thus gain an 

understanding of how social media can be used in relationship building purposes. The 

chapter is based upon the three building groups that social media consists of, which are 

social platforms, social content and social interaction.  

Furthermore, in the third part of the theoretical framework, that is to say relationship 

building through social media, the company behavior in social media, social Customer 

Relationship Management (sCRM) and organization within the company are presented. 

The authors of the study want with this theoretical part give the reader an idea of how 

companies, in the best possible way, can build customer relationships through precisely 
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social media. For that reason, the different factors that are considered as essential in the 

building of relationships are highlighted, which are the creation of valuable content, a 

personality, engagement and trust. The system of sCRM is also explained, since the 

research believes that the system is of great importance in the relationship building 

through specifically social media. Thereafter, the organization within the company is 

presented, simply because this new medium affects and plays an essential role for the 

whole organization. Finally, the authors of the study have constructed an own model, in 

order to show the relationship between these three parts of the theoretical chapter.  

2.1 Relationship building 
For a long time the focus for companies has been to make the customers buy at one 

time, regardless whether they are new or old customers. A transactional relation is an 

exchange relationship between a company and a customer. This relationship is all about 

the exchange of the product and the value that the company creates for the customers is 

embedded in the products and it includes none or minimal customer interactions 

(Grönroos, 2010). Gummesson (1994) describes the transaction relation as a one-time 

deal. The transaction is based on a notion of mass markets, where individual customers 

are anonymous. The goal is to make customers choose one particular product or service 

over competing products or services. This transactional relation perspective may 

function very well in situations where a company is seeking for new customers 

(Gummesson, 1994). In today’s competitive environment, it has however become 

increasingly important to focus on retaining existing customers rather than acquiring 

new ones (Grönroos, 2010). 

In retention relations is the value not embedded in the products, the value is rather 

created throughout the relationship between the customer and the company (Grönroos, 

2010). More and more companies are investing relationship building as a strategy in 

order to enhancing customer retention and loyalty building (Adjei and Clark, 2010). A 

retention relationship is about creating loyalty among customers, so they want to 

continue to make purchases from the company (Grönroos, 2010). These kinds of 

relationships are based on one-to-one communication that focuses on building close 

two-way and partnering relationships with individual customers. The goal of these 

communication activities is to create long-term relationships, rather than being 
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concerned with short-term transactional relationships (Peppers and Rogers, 1997). In 

order to create those long-term relationships it requires customer loyalty, which is a part 

of customer’s repeat purchase. The relationship quality has a crucial role in whether the 

customers make repeated purchases or not (Adjei and Clark, 2010). If companies 

establish loyal customer relationships, they can gain competitive advantage that is 

sustainable over time and therefore even the key to success (Setó-Pamies, 2012). To 

create those loyal and long-term customer relationships, three factors play a significant 

role in the process, which are trust, commitment and attraction (Grönroos, 2010). 

Trust can be described as one customer’s expectation that the company will behave in a 

certain expected way in a given situation. If the company does not behave in that 

expected way, the trusting customer will experience more negative outcomes than they 

otherwise would (Grönroos, 2010; Setó-Pamies, 2012). Trust is thereby an expression 

of confidence in the quality and trustworthiness of the services offered by the company 

(Garbarino and Johnson, 1999). It is about a customer’s willingness to trust upon a 

company’s actions and behaviors in the future (Hultén, 2007). Trust leads to successful 

relationships and improves factors such as communication, satisfaction and repeated 

purchases, in other words, trust drives customer loyalty. When customers trust a 

company, they become more loyal and they want to do more business with that 

company. In order to create loyal and long-term relationships, trust is a necessary factor 

and according to Setó-Pamies (2012), is trust one of the most powerful relationship 

marketing tools (Setó-Pamies, 2012).  

Similar to trust, is commitment recognized as a necessary factor in the building of long-

term relationships (Garbarino and Johnson. 1999; Hultén, 2007). Commitment includes 

that the customer feels motivated to do business with a company and commitment has 

also been defined as a continuing desire to maintain a valued customer relationship. For 

customers it is thus about identification and pride in being associated with a company 

(Garbarino and Johnson, 1999). Commitment is often related to a relationship where the 

customer is loyal towards the company and where stability exists between the two 

parties (Hultén, 2007). Commitment in a relationship is mostly recognized as a mature 

relationship, since it may take some time before commitment can be created. 
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Commitment is therefore strongly related to future intentions and can strengthen 

relationships with both active and passive customers (Hultén, 2007). 

Attraction is also an important factor in developing customer relationships. It affects 

trust and commitment positively by increasing the cooperation and interaction between 

the customers and the company. Attraction is recognized as positive outcomes of high 

value and is relevant for all types of customer relationships that embrace some level of 

interpersonal interaction (Ellegaard, 2012). Attraction involves that there should be 

something that makes a company interesting to a given customer. If attraction between 

the customer and the company exist, there is a basis for a relationship to develop. If 

attraction is lacking the parties will probably not start doing business with each other, 

and there will be no trust and no commitment (Grönroos, 2010).  

The next chapter will include what social media is, what it is composed of and how 

companies can make use of it. This, in order to give the reader a picture of how the 

information about relationship building can be applied within the social media 

environment.  

2.2 Social media environment 
The development of the internet world has contributed to new opportunities within the 

field of communication and information distribution. To turn communication into 

interactive dialogue within the Internet, the phenomena of social media is used. Social 

media is a huge and popular part of the Internet world today and this has created a range 

of definitions (Bhanot, 2012). One of the definitions who Evans (2012) addresses is the 

use of web-based and mobile technologies to turn communication into an interactive 

dialogue. A similar definition of social media that Bahnot (2012) brings up is a 

combination of technology and social interaction for co-creation of value between the 

participants. However, Berthon et al. (2012) define social media as an overwhelmingly 

product of the customers and social media is frequently characterized as sites where 

participants can produce, publish, control, critique, rank and interact with online 

content. Examples of different types of sites are blogs, micro-blogs, video-sharing sites, 

forums and social networking sites (Papasolomou and Melanthiu, 2012).  
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Furthermore has the customer behavior changed in time with the development of social 

media, customers are now seeking for engagement and want companies to listen and 

respond to their opinions. It is now up to companies to decide if they want to get serious 

about social media and participate in these dialogic communications with customers, or 

continue to avoid it, because they do not understand it (Kietzmann et al., 2011). It is not 

just the customer behavior that has changed in time with the development of social 

media; the company behavior has changed as well, in a way that they now are seeking 

new ways to interact with their customers, in the search of a more long-term 

relationship, rather than a simple transactional relationship. Nowadays, companies not 

only use the Internet and especially social media to find information, they use it to 

become more effective in relationship building with customers (Papasolomou and 

Melanthiu, 2012). Social media allows companies to engage anytime and directly to the 

customers and to relatively low costs, which is more efficient than any other traditional 

communication tool (Kaplan and Haenlein, 2010). Sashi (2012) further argues that 

social media allows companies to share and switch information with their customers, as 

well as it allows the customers to share and switch information with others. Companies 

can thus use social media to build relationships with existing customers but even with 

new ones (Sashi, 2012). 

However, to get involved in social media is not an easy task and it requires new ways of 

thinking (Kaplan and Haenlein, 2010; Agarwal et al., 2011). A singular word of action 

can be spread like a wildfire. Since, there are no rules on social media (Kaplan and 

Haenlein, 2010). Thereby, can companies not control the information that is spread on 

social media, since it is the customers who discuss and share it further (Agarwal et al., 

2011). Mangold and Faulds (2009) claim that if companies choose to ignore social 

media it is equivalent to giving away the vagaries of the communication process. Many 

companies are today considering social media strategies for external communication. 

From the micro blog Twitter to the social network Facebook, from blogs to online 

communities, social media are a central and emerging part of businesses (Safko and 

Brake, 2009).  

Evans (2012) divides social media into three major groups, consisting of social 

platforms, social content and social interaction, which together build up the social 
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media environment (see the correlation in Figure 2 below) and each group is described 

in detail below.  

 

Figure 2. Social Media Groupings (Adopted from Evans, 2012, p. 207) 

2.2.1 Social platforms 

Social platforms include social networks, such as Facebook, Twitter and corporate blogs 

as well as white label social networking platforms, which can be used to provide 

branded community and support services that integrate into companies larger online 

presence (Evans, 2012). The social networking phenomenon has rapidly changed the 

way people interact with each other and the way companies interact with their 

customers. Social networks are about social rather than commercial and the key to 

social networking for companies is to participate (Safko and Brake, 2009). Two 

examples of the biggest social networking sites are Twitter and Facebook. Twitter is a 

micro-blog that enables participants to send out and read very short messages, while 

Facebook is a site where participants can find and add friends, send out messages and 

update personal profiles. However, social networking is more than just sharing of 

content; it has also resulted in a change in the communication process from one-to-one 

communication to one-to-many and many-to-many communication (Berthon et al., 

2012).  
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2.2.2 Social content 

Social content is the things that the participants make and share between each other, 

which include such as photos, videos, comments and blog posts (Evans, 2012; Berthon 

et al. 2012). Two major and popular sites where social content can be shared are 

YouTube and blogs. YouTube is a video-sharing site, where participants can upload, 

share and comment on videos, and blogs is a content-sharing site, where participants 

can publish posts and comment on them (Safko and Brake, 2009). Social content is 

usually consumer-generated, but can as well be market generated (Evans, 2012). 

Mangold and Faulds (2009) emphasize that social content is consumer-generated media 

(CGM) that comprises of online information created, initiated, circulated and used by 

consumers, with the intention of sharing knowledge and experiences of products, 

services and brands among each other. The content of social media takes place between 

consumers outside the company’s control. Therefore, it is significant for companies to 

learn how to shape the discussions among the consumers based on the company’s 

objectives. This can be accomplished by making use of for example social platforms or 

blogs, in order to engage the consumers (Mangold and Fauldsm, 2009). Agarwal et al. 

(2011) likewise deal with the fact that social media consists of consumer-generated 

content. Furthermore, Agarwal et al. (2011) address that the social content is not only 

shared among the consumers, but also with large media players and companies.  

2.2.3 Social interaction 

Social interaction consists of messages, check-ins and status updates that flow as social 

content, which are in turn, created, discovered, consumed and further shared, by the 

participants on social media. Social content attracts participants to create interaction on 

social media. This kind of content is what increasingly powers social media, drawing 

participants together and driving conversations (Evans, 2012). Social media is all about 

engaging participants in open and active conversations. The participants on social media 

have the desire to be actively engaged and thus also, deal with the role of both producer 

and consumer (Kaplan and Haenlein, 2010). The social interactions that occur on the 

social web happen for all sorts of reasons; participants may send out tweets, make status 

updates or upload videos, in order to interact with new people, companies or friends 

(Kietzmann et al., 2011). For companies is social interaction about to ensure that the 

content the company shares are updated and fresh, and that the company is active in the 
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conversations with the customers (Kaplan and Haenlein, 2010). A challenge for 

companies is thus to understand when it is appropriate to engage in a conversation and 

when it is more suitable to remain outside, in order to show the consumers that they care 

about them and their opinions (Kietzmann et al., 2011). 

The authors of the study have now made it clear for the reader what long-term and loyal 

relationships are composed of and what social media is. In order to obtain a stable 

foundation for the potential challenges, the reader now need to get an understanding 

about how companies can build customer relationships though social media and what 

factors that are essential here. This will also include why companies should use sCRM 

and the whole organizations functions in the relationship building process.  

2.3 Relationship building through social media 

2.3.1 Company behavior in social media 

The conversations are completely open on social media, which is a great advantage for 

companies to get a better picture of the markets and of the outside world. Companies 

can find out what customers think about the company’s industry, products, competitors 

and whom those customers are (Carlsson, 2010). According to Carlsson (2010), it is a 

good idea to keeping an eye of what is written on social media, and to take advantage of 

this opportunity to read about what customers really want, in order to adapt thereafter in 

their customer relationships. By using social media, companies can contact and have 

dialogues with the outside world, which means that companies have the opportunity to 

actively work with relationship building and alliances with stakeholders (Carlsson, 

2010). However, according to Agarwal et al. (2011) is the process to get involved and to 

build customer relationships within social media not easy, it demands detailed 

observation, analysis and planning from its initiation to support and maintenance of 

customers.  

By building customer relationships through social media, four significant factors could 

be recognized for companies within the process. Those factors are (1) useful and 

valuable content (Laduque, 2010), (2) personality, (3) engagement (König, 2012) and 

(4) trust (Marshall et al., 2012). 
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The first factor includes that companies need to provide useful and valuable content to 

the customers, in order to keep the customers aware of what the company does, what the 

company are going to do next and what the company can do for the customers. If a 

company can keep this alive and that customers finally need products that this company 

produces, the customer will think of the company. In this way, the company builds trust 

to the customer, which in turn, means that the customers will return to the company. It 

is exactly these kinds of relationships, which companies should build through social 

media (Laduque, 2010).  

König (2012) describes the second factor as the importance for companies to create a 

personality on the social web that might affect the consumers, and in order to succeed 

with this, the customer has to feel that he meets a real person who is representing the 

company. However, before the company even enter social media, it is important to have 

a clear personality, and thereafter be able to further convey this personality on social 

media. Thereafter, a relationship between the customer and the company arises, which 

in turn results in the possibility of feedback about feelings and thoughts. Social media 

also allows companies to have a direct dialogue with both existing customers as well as 

new customers. The first step for companies is then to be available on Facebook or any 

other social networking site, in order to be able to respond to the customers’ questions 

and thoughts. Social media creates a distinctive opportunity to in a simply and 

reasonable way increase the level of service, creating dialogues and relationships and 

thereby increase customer satisfaction, sales and strengthen the brand (König, 2012).   

The third factor involves the importance for companies to be engaged in the 

conversations. It is essential to listen and assimilate what is being said about the 

company on social media, in terms of both criticism and praise. It is also significant to 

respond openly to the feedback provided by the customers, encourage to 

communication, by thanking for the feedback, and take the time needed to answer it 

honestly and clearly (König, 2012). Smith (2009) emphasizes the importance that 

companies, first of all should listen to what the customers are talking about and whom 

that is talking, and thereafter act by being involved in the discussions. To first listen and 

then talk, will be a key in order to build long-term customer relationships on social 

media (Smith, 2009). Additional, Kaplan and Haenlein (2010) emphasize that it is 
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always advisable to take the lead and to be active and involved in the conversations with 

the customers. Furthermore, from a customer relationship perspective, it is expected that 

higher engagement in social media sites, will be positively related to customer 

satisfaction, loyalty and retention, which in turn contributes to good customer 

relationships for the company (Trainor, 2012).  

Moreover, Peake (2012) argues that there are difficulties for companies when being 

engaged on social media. Peake (2012) explains that social media has allowed direct 

reactions from the consumers, which often is in the form of bitter criticism. This is 

something the companies have trouble with, since they not always know how to 

respond, and the risk for companies is then that they may overreact on the comments or 

completely ignore the comments, which is the worst thing a company can do on social 

media (Peake, 2012). 

The last factor that could be recognized is about building trust in the customer 

relationships through social media. In view of the fact that companies cannot control the 

information that is spread on the medium, this also can result in that companies’ no 

longer have the control over the relationship or the mode of relationship with customers 

(Marshall et al., 2012; Baird and Parasnis, 2011). The power has shifted to the 

customers in such way that the relationship is managed and therefore, is the role for 

companies to build trust instead of persuasion (Marshall et al., 2012). 

2.3.2 Social Customer Relationship Management (sCRM) 

In connection to the company behavior in social media, in order to use social media in 

relationship building purposes, companies have embraced a new customer relationship 

system, namely social Customer Relationship Management (sCRM) (Trainor, 2012). 

Building good customer relationships through social media is vital, in order to attract 

future purchases (Faase et al., 2011). According to Trainor (2012), can sCRM be 

defined as the combination of traditional face-to-face activities, including processes, 

systems and technologies with social media applications to engage customers in two-

way conversations. Those two-way conversations over social media, give the customers 

the ownership over the conversations with the companies (Faase, et al., 2011). Faase et 

al. (2011) define sCRM in a similar way by describing social CRM as a system for 

creating customer involvement and building stronger customer relationships, which 
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results in jointly advantageous value. For companies it is important to be visible and 

provide useful information so that the customers can make intelligent decisions (Faase 

et al., 2011).  

Researchers whom further emphasize customer engagement and personal contact are 

Woodcook et al. (2011), they refer social CRM as one-to-one communication and 

describe that social media allows companies to have this relationship as well. Social 

CRM demands customer focus, and if companies forget that, they have little chance of 

success (Woodcook et al, 2011). The new role for companies is to facilitate two-way 

dialogues that customer value. The aim of social CRM systems, are to get companies to 

understand what customers really value (Baired and Parasnis, 2011).  

2.3.3 Organization within the company 

As the company behavior has changed with the emergence of social media, it has also 

created new forms of working conditions within the companies. Social media requires 

not a big budget for companies, since it rather costs time, own time, employees’ time or 

external consultants’ time and engagement. It requires continuously work and 

engagement with constant updates and it takes some time before companies can see any 

results (Carlsson, 2010). Carlsson (2010) describes that entrepreneur-running 

companies have a better ability to succeed within social media, since they have a more 

personal engagement and drive, while it could be a challenge for larger companies to 

find enough engaged and driven individuals and to mobilize the company. Qualified 

individuals should work with the communication within social media and these persons 

should also report directly to the senior management and all department heads and have 

a good relationship with them (Bottles and Sherlock, 2011; Schipul, 2009). According 

to Schipul (2009) are research, strategy, flexibility and spontaneity essential for 

applying social media within companies. The role of the individuals whom work with 

the communication within social media is to cultivate an environment where social 

media activities can blossom and succeed organically, these individuals should not 

control too much (Schipul, 2009).  

When companies think long-term in social media, it is normally not enough with only 

one individual who works with it. Therefore, can companies have trouble to find several 

engaged individuals within the company and have to seek for services within social 
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media externally, such as PR-, advertising-, communications- and web agencies. These 

services can include everything from strategy, design and technology to active 

relationship building and information dissemination. The use of external services can 

also involve risks; the company needs to ensure that the company’s culture and ‘soul’ is 

retained and reflected appropriately within the communication in social media 

(Carlsson, 2010). According to Bottles and Sherlock (2011) companies should not rush 

into a decision to bring in someone new to the company, just because they have 

expertise within the area, companies should try to find someone who is already familiar 

with the company.  

“Your social media manager is going to be out there on the front lines  

every day showing people who you are” 

(Bottles and Sherlock, 2011, p. 69) 

2.4 Summary of the theoretical framework 

In order to be able to describe the challenges companies face in the building of 

relationships through social media, it is required an explanation of how companies, in 

general, can build loyal relationships, that is to say what factors that should be included. 

Thereafter, it is necessary for the reader to achieve an understanding of how social 

media is constructed, to be able to apply these factors in the social media environment. 

Finally, it required an understanding of the additional factors, which play a crucial role 

for companies in the building of relationships through specifically social media. 

Therefore, the authors have chosen to illustrate these connections between the three 

parts of the theoretical framework in the figure 3 below, in order to make the 

interrelation even more clearly between the three parts for the reader. 
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Figure 3. Summary of theoretical framework. 
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3.0 Methodology 

The following chapter intends to describe the research approach 

and the course of action applied, in order to achieve the purpose of 

the thesis. Thereafter, an evaluation and discussion around the 

reliability of the collected material will take place. Finally, are the 

choices the authors made during the methodology chapter 

summarized. 

3.1 Research approach 

The research approach is about the way a researcher chose to approach its research 

problem (Malhotra and Birksm, 2003). A high-quality research should include both 

relevance and rigorous, the relevance should be effectively communicated throughout 

the whole study’s document, while rigorous should be effectively communicated during 

the methodology chapter. The relevance part involves that the research should be 

managerially and theoretically interesting, timely, easy to relate to, understandable and 

should have practical implications. The rigorous part should involve accuracy, 

appropriate methodology and should be valid, reliable and repeatable. Rigorous mainly 

refers to that other researchers shall be able to perform the study again (Bryman and 

Bell, 2011).  

In order to seek for such a rigorous study as possible, the authors have chosen to 

structure the methodological chapter so that the first choices include inductive versus 

deductive approach and qualitative versus quantitative method. This, in view of the fact 

that these two choices have a crucial role in the subsequent decisions about research 

design, data sources, research strategy, data collection method and the sampling 

choice. Subsequently, the authors have chosen to present their data collection 

instruments, where the operationalization has a fundamental role, followed by the 

choice of data analysis method. Finally, the methodological chapter culminates in a 

discussion around the validity and reliability of the study. 
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3.1.1 Inductive versus deductive research 

Induction and deduction are two approaches that are used in the research context, in 

order to connect theory and empirical data. The inductive approach is based on actual 

behavior, to then be able to formulate appropriate theory to the empirical data that has 

been developed (Bryman and Bell, 2011).  

The deductive approach means that already existing theories are used within a specific 

study area to find out whether the expectations are met or not. The main difference 

between induction and deduction is that the induction conclusion is based on 

information derived from observations, while the deduction derives conclusions from 

the theory and the logical aspect. Logic is based on previously experienced statements 

and is used to create logical and valid inferences. These two approaches to achieve 

knowledge differ from each other, but are still related to each other. Deduction is not 

possible if there is not a theory to derive from, and the theory is in some way a result of 

inductive conclusions from observations of reality (Bryman and Bell, 2011).  

The authors could consequently conclude that their approach to achieve the purpose of 

the study was appearing from a deductive perspective, since the study had a scientific 

basis. The authors thus used existing theories as a basis for their study and then 

compared those theories with the collected empirical material in the analysis. Therefore 

was the inductive approach not relevant for this study. 

3.1.2 Qualitative versus quantitative research 

Two general research approaches are usually recognized, which are qualitative research 

and quantitative research. A qualitative research is a research strategy that emphasizes 

words rather than quantification in the collection and analysis of data (Bryman and Bell, 

2011). In other words, qualitative research deals with the meaning of things; it uncovers 

experience, processes and causal mechanisms through its unconventional methods. The 

data derives from the participants perceptions whom can use their own words to explain 

their experiences, which gives the ‘voice’ to the participants (Bluhm et al., 2011). There 

is not required a structured design before the study begins, which gives the researcher a 

lot of freedom. In the qualitative research method, the researcher collects information in 

order to gain a deeper, richer and more complete understanding of the studied problem.  

Some main qualitative research methods are focus group, participant observation and 
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qualitative interviewing (see more information of each under 3.5 Data collection 

method) (Bryman and Bell, 2011). 

Some disadvantages with qualitative research are (1) that the researcher is involved in 

the process, which gives the researcher a subjective view of the study and its 

participants. (2) The researcher interprets the research according to his or her own view, 

which distorts the data gathered and (3) qualitative research is time consuming and can 

last for a long time (Bryman and Bell, 2011; Bluhm et al., 2011). 

The quantitative research in contrast to the qualitative research is more about statistics 

rather than words and within this research method, the researcher has a distance from 

the respondents and the investigation becomes broad and measurable. Quantitative 

research explains various phenomena by transforming information into statistics and 

based on this, make generalizations. The main research method for quantitative research 

is questionnaire, which is a collection of questions that are administered to respondents 

(Bryman and Bell, 2011; Bluhm et al., 2011).   

Some disadvantages with quantitative research are (1) that it does not study things in a 

natural setting or discuss the meaning. (2) The emotions, feelings, insights, motives, 

intents, views and opinions of the subject are not taken into account, and (3) a large 
sample of the population must be studied, in order to get a more statistically accurate 

result (Bryman and Bell, 2011). 

The choice a researcher must make between a qualitative and a quantitative research 

method depends on the study’s research question, previous work, the proposed research 

design and the desired contribution the researcher wants to achieve (Bluhm et al., 2011). 

The authors of the study have chosen to make use of the qualitative research method, 

since the study’s purpose was to describe the challenges companies face in the building 

of relationships through social media. The authors thus want to achieve a deeper and 

more complete understanding of the study area, than to provide a broader and 

measurable result of the investigation.  
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3.2 Research design 
Research approaches are associated with different kinds of research designs. A research 

design represents a structure that guides the researcher through the collection, 

interpretation and analysis of data (Bryman and Bell, 2011). Although a broad approach 

has been developed to the research problem, in the form of qualitative or quantitative 

approaches, research designs detail the procedures necessary for the collection of 

information needed to solve that research problem (Malhotra and Birks, 2003). In other 

words, a plan for getting from here to there, where here is recognized as the set of 

questions to be answered and there is a set of conclusions about these questions, and the 

steps of collection, interpretation and analysis of relevant data that exist between here 

and there. However, the main purpose of research design is to help the researcher avoid 

the situation in which the data does not cover the original research question (Yin, 2009).  

A good research design will ensure that the research project is carried out effectively. 

Three major designs could be recognized, which are exploratory, descriptive and causal 

research designs (Malhotra and Birks, 2003).  

Exploratory research design involves fact-finding research that often is performed at 

early stages of a research project, in order to obtain some background information, to 

define problem areas or clarify the research problem and the research direction of that 

study. Researchers apply this design in order to understand marketing phenomena that 

are inherently difficult to measure and this design may feed into descriptive or causal 

research design (Malhotra and Birks, 2003).  

The descriptive research design is related to answer research questions such as who, 

what, when, where and how. The main purpose of descriptive design is to describe 

something, often market characteristics or functions and a major difference between 

exploratory and descriptive design is that descriptive already has a prior formulation of 

specific research questions. A descriptive research design is, thus, pre-planned and 

structured (Malhotra and Birks, 2003). 

Causal research designs include obtaining evidence regarding causal relationships. 

Researchers use this form of design where their purpose is to investigate which 

variables that are the cause (independent variables) and which variables that are the 

effect (dependent variables) of the marketing phenomena, or to investigate the 
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environment of the relationships between the causal variables and the effect to be 

predicted. In causal research designs, the causal variables are manipulated in a relatively 

controlled environment and the main method of causal design is experimentation 

(Malhotra and Birks, 2003).    

The selected research design for the study was the descriptive design, as the intention of 

the study was to describe something, namely the challenges companies face in the 

building of relationships through social media. An exploratory or a causal research 

design was thus not relevant for this study, since the authors already had a distinct 

research question and a research direction. The authors likewise had control over the 

study variables and did not want to investigate any casual relationships.  

3.3 Data sources  
The sources that are used in order to investigate a specific research problem can be 

divided into two main groups, which are primary data and secondary data (Bryman and 

Bell, 2011).  

Primary data is the information that the researcher collects through various research 

methods such as, surveys, observations and interviews. Primary data means that the 

researcher collects the information for the first time, that is to say, he goes directly to 

the primary source (Bryman and Bell, 2011). The advantage of primary data is that the 

information is tailored to the specific research problem, since the researcher has the 

ability to control and adjust the questions. Since the primary data is new information 

collected, is the risk that the information would change after collecting very small. 

Disadvantages of primary data are that it may be expensive to collect and it requires that 

the researcher has the expertise for collecting the right information as well as compile it 

correctly (Christensen et. al., 2010). 

Secondary data is existing information related to the research area and is collected 

through previous research. Secondary data aims to provide an insight into the area of 

study, to thus gain a basic knowledge of what is to be investigated. The advantage of 

secondary data is that it is easier to generalize and that it is less time consuming.  

However, the researcher has to be careful and critical in the selection of secondary data, 

since the information may be biased and angled (Bryman and Bell, 2011).  
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This study was based on information gathered from primary data, as limited previous 

research could be found within the area of challenges that companies face in the 

building of relationships through social media. Therefore, the authors needed to go 

directly to the primary source, in order to provide this knowledge and thus be able to 

answer the purpose of the study. Accordingly was not secondary data relevant for this 

study. 

3.4 Research strategy 
Research strategy is about the way a researcher chooses to collect and analyze the 

empirical information, and there are several factors that the researcher has to take into 

consideration when choosing the most appropriate research strategy for a study (Yin, 

2009). Yin (2009) describes three conditions to consider in the choice of research 

strategy, which are (1) the type of research question the researcher has formulated, (2) 

the degree of control the researcher has over actual behavioral events and (3) if the 

focus is on contemporary or historical events. These conditions together with the most 

common research strategies, namely, experiment, survey, archival analysis, history and 

case study, are illustrated and described in Table 1 below (Yin, 2009). 

 

                  Table 1. Relevant Situations for Different Research 

Methods (Adopted from Yin, 2009, p. 8). 
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The following paragraphs will describe the characteristics of the five different research 

strategies. 

Experiment involves research questions related to how and why and is a procedure 

carried out with the goal of verifying, falsifying or establishing the validity of a 

hypothesis. An experiment is performed where a researcher can manipulate behavior 

directly, systematically and precisely and having total control over the investigation 

(Yin, 2009). In other words, manipulating one or more independent variables and 

measuring their effect on one or more dependent variables, while looking for 

unconnected variables (Malhotra and Birks, 2003).  

A survey study is related to research questions as who, what, where, how many and how 

much and the goal is to be able to draw generalizable statistical conclusions. The 

researchers use question based surveys to collect information about how people, a large 

chosen sampling of individuals, are thinking and acting (Yin, 2009; Bryman and Bell, 

2011; Malhotra and Birks, 2003). 

Archival analysis involves research questions related to how and why and implies 

evaluating, systematic interpretation and analysis of a collection of documents found in 

archives, consequently available secondary data. Archival analysis is adopted if it is not 

possible to study the relevant situations directly, that is to say, if there are no human left 

that can tell the researcher what occurred (Yin, 2009). 

A history study is aimed to answer research questions as how and why and is, like 

archival analysis, adopted if it is not possible to study the relevant situations directly 

and if there are no human left that can tell the researcher what occurred. History study 

implies collection and analysis of historical documents found in archives, that is to say 

secondary data (Yin, 2009). 

Case study is related to research questions as how and why in the context of a present 

event. These present events can be investigated by direct observations or interviews 

with the people who have experienced the events. Case study involves a deep and 

detailed intensive analysis of an individual case, such as a company, in other words a 

single case study. A study can also accommodate more than one case, and then it is 
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called multiple case studies; however, it is still based on the same deep and detailed 

intensive analysis of the cases, as a single case study (Yin, 2009). 

The authors could consequently conclude that their approach to achieve the purpose of 

this study was appearing from a case study strategy, specifically a multiple case study. 

For the reason that the purpose of the study was to describe the challenges companies 

face in the building of relationships though social media. The authors wanted to reach a 

deep and detailed analysis, and since the authors did not only wish to examine from one 

specific company or advertising agency, a multiple case study was chosen. In this way, 

did the other research strategies, experiment, survey, archival analysis or a history study 

not suit in this study.  

3.5 Data collection method 
The three main methods for gathering of data within the qualitative research are focus 

group, participant observation and qualitative interviewing (Bryman and Bell, 2011).  

3.5.1 Focus group  

A focus group is a form of group interview where the participants are asked about their 

perceptions, beliefs, and attitudes towards a product, service, concept, advertisement, 

idea or packaging. The questions are asked in an interactive group where the 

participants are free to talk to each other (Bryman and Bell, 2011). Individual 

participants’ perceptions lead to associations and reactions among the other group 

members, which results in many different perspectives on the same question. The focus 

is on how the group members together are thinking about a phenomenon (Bryman and 

Bell, 2011; Obert and Forsell, 2008). A focus group of 6-10 people is recommended, 

since the number of participants will affect the process and the outcome (Hartman, 

2004). Usually the meeting proceeds for about 90 minutes (Obert and Forsell, 2008).  

Some advantages of using focus groups are thus that the method generates a broader 

perspective on the topic, since the participants have the opportunity to express their 

opinions while the others listen and fill in with their own experiences. This interaction 

between the participants gives in this way a rich depth in the answers to the questions 

that will be illuminated from a variety of perspectives (Bryman and Bell, 2011). A focus 

group is also more flexible than an individual interview and can be used to explore 
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linkages which go untouched in a statistical survey. Furthermore, the method makes it 

possible to explore avenues of importance, which may arise other than those listed 

within a questionnaire (Byers and Wilcox, 1991). Other advantages are that they are 

easy and cheap to implement as well as they easily can be shaped to fit current question 

formulations (Bryman and Bell, 2011).  

Some disadvantages of focus groups are on the other hand, that it is not possible to 

generalize the results to a larger population, the internal group dynamic can affect the 

answers given, and the difficulties associated with extracting clear results of a 

spontaneous discussion in comparison with for example a questionnaire study with 

predefined answers (Bryman and Bell, 2011).  

3.5.2 Participant observation  

Participant observation is a qualitative method with its roots in anthropological studies, 

where the researcher personally gets involved in the cultural and social contexts that are 

studied. The participant observer studies people in their natural environment, in order to 

gain a deeper understanding of different behaviors. The understanding is achieved not 

simply from close and detailed observation, but also from the researcher’s own 

experiences of the group being studied. It is a technique that is used to gain insights 

about why people act in a certain way, that is to say, the motives and intentions behind 

the behavior. Participant observation cannot affect issues and events such as a 

questionnaire can, and due to this, the method is considered to provide high level of 

validity (Da silveira e Silva et. al., 2012).  

The main advantage of participant observation is that the method generates a depth of 

information and thus contributes to rich insights (Lacono et. al., 2009; Da silveira e 

Silva et. al., 2012). This as a result of that the method forces the researcher to observe 

all individuals, organizations and environment in an integrated manner, which puts the 

researcher inside the context of the research (Da silveira e Silvia et. al., 2012).  

A major criticism towards participant observation is however the lack of objectivity that 

arises when the researcher interprets his own reality. Another weakness is that the 

method lacks breadth, since the focus is usually on one particular situation or 

phenomenon, which means that the method lacks generalizability (Lacono et. al., 2009).  
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3.5.3 Qualitative interviewing 

Interviews are considered as the most common method within the qualitative research 

and the reason is its flexibility. In a qualitative interview, the researcher allows the 

respondent to come up with his own views of the subject, unlike the quantitative 

interview where the researcher’s interest is reflected. The qualitative interview permits 

the researcher to deviate from the prepared material to get access to the information that 

is relevant. The researcher also has the opportunity to ask follow-up questions to further 

develop the answers. In the qualitative interview, the researcher is looking for depth and 

richness in the answers, and it is therefore possible to follow up the first interview with 

several interviews to clarify what previously has been emerged (Bryman and Bell, 

2011).  

Qualitative interviews within research usually take place in personal (face-to-face), but 

it can also be made by telephone. Advantages of telephone interviews in relation to 

personal interviews could be that it is less expensive and takes less time (the researcher 

do not need to travel to the respondent, which costs money and time) and telephone 

interviews can decrease the effects of errors in the results. This, since the researcher in 

personal interviews, may influence the respondent’s answers due to various factors with 

the researcher, such as gender, age class etc., which in turn, may cause that the 

respondent answers in a way that he believes the researcher wants. In comparison with 

personal interviews, some disadvantages could also be recognized with telephone 

interviews. People, who do not have or cannot be contacted by phone, simply cannot 

participate in a telephone interview, which can result in bigger loss than a personal 

interview. Another disadvantage is that the researcher cannot see the respondent’s 

reaction or facial expressions that for instance can concern about uncertainty in a 

question (Malhotra and Birks, 2003). 

A qualitative interview can be either unstructured or semi-structured. In the 

unstructured interview, the researcher has no specific questions to follow, but instead 

points and themes that are listed as the respondent can associate freely around. 

Problems that may arise in connection with an unstructured interview are that it can be 

difficult for the researcher to assimilate and transcribe everything that is being said 
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during the interview. For this reason, it is beneficial to record the interview to ensure 

that no information is omitted (Bryman and Bell, 2011).  

In the semi-structured interview, the researcher uses an interview guide to thus, ensure 

that relevant information is transmitted. Even in this type of interview, the respondent 

has a lot of freedom to associate around the questions and in this way base their answers 

on their own interpretations. The questions in the interview guide do not have to follow 

any specific order, but the important is that they are asked in a sequence that creates a 

red thread throughout the interview. It is significant that the researcher carefully has 

planned the interview in advance in order to provide relevant information, and that the 

researcher is alert and focused during the implementation of the interview (Bryman and 

Bell, 2011).  

In order to answer the research question and thus the purpose of this study, primary data 

were collected through the use of semi-structured interviews by telephone. The authors 

chose to do the interviews over telephone; since they had time and resource constraints, 

however, the authors were aware of that, there could then be a bigger loss of 

respondents. The choice of semi-structured interviews was based on the researchers’ 

interest to describe the challenges companies face in the building of relationships 

through social media. The authors consequently considered the semi-structured 

interview form as the most suitable in order to achieve this understanding, since there 

was a possibility to ask follow-up questions and keep the respondents answers within 

the field of the study. The unstructured interview form was therefore eliminated, to 

avoid that the respondents provided information that was not related to the area of 

study, and since there would be a risk that important information was omitted as, the 

interview has no structure. Focus group and participant observation were thus, in this 

study, not relevant, since the authors was not looking for opinions, beliefs or attitudes 

towards a specific product etc or to study the behavior of people. 	  

3.6 Sampling 
Sampling is about the segment of the population that is selected for an investigation. It 

includes three main steps, which always begin with defining the population, the units 

from which the sample is to be selected (Yin, 2009). The chosen units of the population 

must be defined precisely, in order to avoid misleading. This step involves a precise 
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definition of who should and who should not be included in the sample (Malhotra and 

Birks, 2003).  

The next step involves identifying the sampling frame, which is a list of all units of the 

population from which the sample will be selected, could for instance be a telephone 

directory (Bryman and Bell, 2011). If a list cannot be accumulated, directions for 

identifying the units of the population should be specified (Malhotra and Birks, 2003).   

The last step includes that the researcher has to decide the sample size, which refers to 

the number of units of the population that are going to be a part of the study. The 

sample size should be guided by a determination of the resource restraints, since every 

project has money and time limitations (Malhotra and Birks, 2003). After the 

determination of the resource constraints, there are several methods available in order to 

decide the sample size, such as all the individuals the researcher can afford, all the 

individuals the researcher can get, unaided judgment and statistical methods (Bryman 

and Bell, 2011). 

The authors have chosen to follow the three steps when it comes to selecting the 

segment of the population that is most suitable for this study. The steps and the authors’ 

choices are presented below: 

Defining the population. The authors of the study selected all social media experts 

whom work with social media in relationship building purposes in Sweden, as the 

population. This, for the reason that they have a broad expertise within the area and a 

more holistic picture of companies on social media, in comparison to specific 

companies and the general public. The social media experts’ broader view is based on 

that they daily work with many clients (companies) and especially with many different 

types of clients (companies). Since the social media experts work as advisors for the 

companies, the companies also turn to them when they face diverse challenges with 

social media, to get advice and tips on how they should be managed in the best way. 

The authors chose social media experts in Sweden for the reason that they had either the 

time or resources to make contact with those abroad. 

Identifying the sampling frame. The authors of the study chose to not only identify 

social media experts from one single advertising agency, but instead from several 
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different, to thus obtain a broader perspective of the study area. The sample of social 

media experts were identified through the websites Hitta.se and Eniro.se. From these 

sites, the authors selected 15 various advertising agencies. Thereafter the authors visited 

the social media experts’ respective websites, to find out their skills in order to find 

those who had most expertise within relationship building through social media. These 

sites became the sampling frame. Consequently, the authors could pick out 12 of the 15 

identified social media experts, as they seemed to have the knowledge the authors was 

looking for about their chosen subject. Thereafter, the authors sent e-mails to these 12 

social media experts that they considered have the most expertise within the study’s 

area and asked in the e-mails if they would be willing to be interviewed.  

Decide the sample size. The authors decided the sample size to be all of the 12 social 

media experts the authors could get, since the authors did not know how many of the 

social media experts whom would answer yes or no or if they would even answer their 

e-mail regarding the request for an interview. In this way, the authors hoped that they 

would get a solid foundation with a reliable number of interviews, with a reliable 

number the authors mean not less than five. Accordingly, the authors got response from 

nine e-mails, where five social media experts had the time and were willing to be 

interviewed. These social media experts became following: 

• Leif Kajrup – Kajrup Communication (Internet Strategist) 

• David Flygar – Social Media Rekrytering (Sales Manager) 

• Mikael Engvall – Social Factory (Social Media Strategist) 

• Fredrik Holmström – SocialMediaLab (VD) 

• Stefan Haric – GoodRace (Art Director) 

3.7	  Data	  collection	  instrument	  

3.7.1 Operationalization 

Operationalization is the process of transforming an abstract, theoretical concept into 

something concrete, observable and measureable in an empirical research project. 

Operationalization moves the researcher from an abstract level to an empirical level, 

where the focus is on variables rather than concepts. Most of the common concepts are 

not tangible, that is to say, we cannot point to them directly, and therefore it is necessary 
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to find a way to measure them, indirectly. With the help of a number of questions, the 

researcher attempts to capture what is considered as central in order to measure a 

concept (Bryman and Bell, 2011). 

The authors have transformed the theoretical concepts into measurable variables, in 

order to formulate questions to be asked in the interviews. The operationalization is 

illustrated in the two following tables, table 2 and 3. 

3.7.2 From concept to measurable variables 

Concept Conceptual definition Operational 

definition 

Measurable 

variables 

Relationship building and social media environment 

Trust Trust is an expression of 

confidence in the quality and 

reliability of the services 

offered by the company 

(Garbarino and Johnson, 

1999). 

A measurement that 
reflects how companies 
can build trust in the 
customer relationships 
through social media and 
wherein the challenges 
lies. With social media, 
mean the authors that it 
primarily includes social 
networks and 
communities, all 
information that is 
constantly shared on 
social media such as 
comments and blog posts 
and to send out messages 
and status updates. 

♦Trust (Grönroos, 
2010; Setó-Pamies, 
2012; Garbarino and 
Johnson, 1999; Hultén, 
2007) 
♦Social networks and 
communities (Evans, 
2012; Safko and 
Brake, 2009; Berthon 
et al., 2012). 
♦ Information that is 
constantly shared on 
social media, such as 
comments and blog 
posts  (Evans, 2012; 
Safko and Brake, 
2009; Berthon et al., 
2012; Mangold and 
Faulds, 2009; Agarwal 
et al., 2011). 
♦ Send out messages 
and status updates 
(Kaplan and Haenlein, 
2010; Kietzmann et al., 
2011). 

Commitment Commitment includes that the 

customer feels motivated to 

do business with a company 

and commitment has also 

been defined as a continuing 

desire to maintain a valued 

customer relationship 

(Garbarino and Johnson, 

A measurement that 

reflects how companies 

can build commitment in 

the customer relationships 

through social media and 

wherein the challenges 

lies.  

With social media, mean 

♦Commitment 
(Garbarino and 
Johnson. 1999; Hultén, 
2007) 
♦Social networks and 
communities (Evans, 
2012; Safko and 
Brake, 2009; Berthon 
et al., 2012). 
♦ Information that is 
constantly shared on 
social media, such as 
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1999). the authors that it 

primarily includes social 

networks and 

communities, all 

information that is 

constantly shared on 

social media such as 

comments and blog posts 

and to send out messages 

and status updates. 

comments and blog 
posts  (Evans, 2012; 
Safko and Brake, 
2009; Berthon et al., 
2012; Mangold and 
Faulds, 2009; Agarwal 
et al., 2011). 
♦ Send out messages 
and status updates 
(Kaplan and Haenlein, 
2010; Kietzmann et al., 
2011). 

Attraction Attraction involves that there 

should be something that 

makes a company interesting 

to a given customer 

(Grönroos, 2010). 

A measurement that 

reflects how companies 

can build attraction in the 

customer relationships 

through social media and 

wherein the challenges 

lies. 

With social media, mean 

the authors that it 

primarily includes social 

networks and 

communities, all 

information that is 

constantly shared on 

social media such as 

comments and blog posts 

and to send out messages 

and status updates. 

♦Attraction 
(Ellegaard, 2012; 
Grönroos, 2010) 
♦Social networks and 
communities (Evans, 
2012; Safko and 
Brake, 2009; Berthon 
et al., 2012). 
♦ Information that is 
constantly shared on 
social media, such as 
comments and blog 
posts  (Evans, 2012; 
Safko and Brake, 
2009; Berthon et al., 
2012; Mangold and 
Faulds, 2009; Agarwal 
et al., 2011). 
♦ Send out messages 
and status updates 
(Kaplan and Haenlein, 
2010; Kietzmann et al., 
2011). 

Relationship building through social media 

Useful and 

valuable 

content 

Companies need to provide 

useful and valuable content 

to the customers, in order to 

keep the customers aware of 

what the company does, what 

the company are going to do 

next and what the company 

can do for the customers 

(Laduque, 2010). 

A measurement that 

reflects how companies 

can provide the customers 

with useful and valuable 

information in the 

building of customer 

relationships through 

social media and wherein 

the challenges lies. 

♦Valuable information 

(Laduque, 2010). 
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Personality Personality is about that 

companies have to create a 

‘personality’ on the social 

web that might affect the 

consumers; the customer has 

to feel that he meets a real 

person who is representing 

the company (König, 2012).   

A measurement that 

reflects how companies 

can create a personality on 

the social web in the 

building of customer 

relationships and wherein 

the challenges lies.  

♦Personality (König, 

2012).   

Engagement Engagement is about that 

companies have to be 

engaged in the conversations 

among the customers on 

social media (König, 2012). 

A measurement that 

reflects the how 

companies can be 

involved in the customers 

discussions on social 

media in relationship 

building purposes and 

how important it is to first 

listen and wherein the 

challenges lies.  

♦Involvement (König, 

2012; Smith, 2009; 

Kaplan and Haenlein, 

2010; Trainor, 2012). 

♦Listening (König, 

2012; Smith, 2009) 

sCRM SCRM is a strategy for 

creating customer 

involvement and building 

stronger customer 

relationships on social media, 

which results in jointly 

advantageous value. (Faase 

et al., 2011). 

A measurement that 

reflects if companies make 

use of sCRM and then 

what its function is, in 

order to build customer 

relationships on social 

media and wherein the 

challenges lies.  

♦Function (Trainor, 

2012; Faase et al., 

2011; Woodcook et al., 

2011; Baired and 

Parasnis, 2011). 

Organization  The organization within the 

company involves that the 

persons whom work with 

social media should report 

directly to the senior 

management and all 

department heads and have a 

good relationship with them 

(Bottles and Sherlock, 2011). 

A measurement that 

reflects what the 

management’s and the 

whole organization’s role 

are, in the work with 

relationship building 

through social media.  

♦Role of management 

(Carlsson, 2010; 

Bottles and Sherlock, 

2011). 

♦Role of organization 

(Schipul, 2009; 

Carlsson, 2010; Bottles 

and Sherlock, 2011). 

Table 2. From concept to measurable variables. 
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3.7.3 From measurable variables to interview questions 

Concept Measurable variables Interview questions 

Relationship building and social media environment 

Trust ♦Trust (Grönroos, 2010; Setó-
Pamies, 2012; Garbarino and 
Johnson, 1999; Hultén, 2007) 
♦Social networks and 
communities (Evans, 2012; 
Safko and Brake, 2009; 
Berthon et al., 2012). 
♦ Information that is 
constantly shared on social 
media (Evans, 2012; Safko 
and Brake, 2009; Berthon et 
al., 2012; Mangold and 
Faulds, 2009; Agarwal et al., 
2011). 
♦ Send out messages and 
status updates (Kaplan and 
Haenlein, 2010; Kietzmann et 
al., 2011). 

• How do companies use social media in order to 
build trust in customer relationships? (Follow-up 
question if needed, where on social media is this 
trust built, are social networks and communities 
used?) 

• To create trust in customer relationships, do 
companies use any of the information that is 
constantly shared on social media, such as 
comments and blog posts, and if so, in what ways? 

• Do companies by themselves send out messages 
and status updates to create trust in the customer 
relationships, and if so, how do they proceed? 

• What kinds of challenges do you experience 
companies face in the creation of trust in the 
customer relationships on social media, and how 
can these be managed? 

Commitment ♦Commitment (Garbarino and 
Johnson. 1999; Hultén, 2007) 
♦Social networks and 
communities (Evans, 2012; 
Safko and Brake, 2009; 
Berthon et al., 2012). 
♦ Information that is 
constantly shared on social 
media (Evans, 2012; Safko 
and Brake, 2009; Berthon et 
al., 2012; Mangold and 
Faulds, 2009; Agarwal et al., 
2011). 
♦ Send out messages and 
status updates (Kaplan and 
Haenlein, 2010; Kietzmann et 
al., 2011). 

• How do companies use social media in order to 
create customer engagement in the building of 
relationships? (Follow-up question if needed, 
where on social media is this customer engagement 
built, are social networks and communities used?) 

• To create engagement in customer relationships, 
do companies use any of the information that is 
constantly shared on social media, such as 
comments and blog posts, and if so, in what ways? 

• In what ways can companies benefit from sending 
out messages and status updates in order to create 
customer engagement? 

• What kinds of challenges do you experience 
companies face when it comes to creating customer 
engagement in relationships through social media, 
and how can these be managed? 

Attraction ♦Attraction (Ellegaard, 2012; 
Grönroos, 2010) 
♦Social networks and 
communities (Evans, 2012; 
Safko and Brake, 2009; 
Berthon et al., 2012). 
♦ Information that is 
constantly shared on social 
media (Evans, 2012; Safko 
and Brake, 2009; Berthon et 
al., 2012; Mangold and 
Faulds, 2009; Agarwal et al., 

• In what ways can companies benefit from social 
media to create attraction among the customers, 
which in turn can lead to relationships? (Follow-up 
question if needed, where on social media is this 
attraction built, are social networks and 
communities used?) 

• To create attraction among the customers in the 
process of building relationships, do companies use 
any of the information that is constantly shared on 
social media, such as comments and blog posts, 
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2011). 
♦ Send out messages and 
status updates (Kaplan and 
Haenlein, 2010; Kietzmann et 
al., 2011). 

and if so, in what ways? 

• Do companies by themselves send out messages 
and status updates to create attraction among the 
customers in the relationships, and if so, how do 
they proceed? 

• What kinds of challenges do you experience 
companies face, when it comes to creating 
attraction among  the customers in the building of 
relationships on social media, and how can these be 
managed? 

Relationship building through social media 

Useful and 
valuable 
content 

♦Valuable information 
(Laduque, 2010). 

• In what ways can companies benefit from social 
media in order to send out valuable information to 
the customers in the process of building 
relationships? 

• What kinds of challenges do you experience 
companies face in the creation of valuable 
information to the customers on social media in 
relationship building purposes, and how can these 
be managed? 

Personality ♦Personality (König, 2012).   • How can companies proceed in order to create a 
personality on social media in relationship building 
purposes? 

• What kinds of challenges do you experience 
companies face when it comes to creating a 
company a personality on social media? 

Engagement ♦Involvement (König, 2012; 

Smith, 2009; Kaplan and 

Haenlein, 2010; Trainor, 

2012). 

♦Listening (König, 2012; 
Smith, 2009) 

• In what ways can companies involve themselves 
in the discussion on social media to create customer 
relationships? 

• What is your view on the importance for 
companies to first listen to what the customers are 
saying and then involve themselves in the 
discussions in order to build relationships? 

• What kinds of challenges do you experience 
companies face in the process to be involved in the 
discussions on social media in relationships 
building purposes? 

sCRM ♦Function (Trainor, 2012; 
Faase et al., 2011; Woodcook 
et al., 2011; Baired and 
Parasnis, 2011). 

• Do companies use the system ’Customer 
Relationships Management’ to create customer 
relationships on social media? 

• If yes, in what ways do companies benefit from 
this system in order to create customer 
relationships? 

• What kinds of challenges do you experience 
companies face in the use of this system in social 
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media and how can these be managed? 

Organization ♦Role of management 

(Carlsson, 2010; Bottles and 

Sherlock, 2011). 

♦Role of organization 

(Schipul, 2009; Carlsson, 

2010; Bottles and Sherlock, 

2011). 

• How do you perceive the company’s management 
role in the relationship building through social 
media? 

• How do you perceive the entire organization’s 
role in building of customer relationships through 
social media? 

Table 3. From measure variables to interview questions. 

3.7.4 Interview guide 

An interview guide can be recognized as a structured list of questions that the researcher 

is going to ask during the semi-structured interviews. The interview guide is designed 

around the researcher’s research questions and will shape the foundation of the 

interview guide. Furthermore, the chosen theories will help to formulate the questions 

(Bryman and Bell, 2011). 

The authors selected the interview themes based on the structure of the theoretical 

chapter, thereafter the interview questions were formulated with the help of the 

operationalization above. This interview guide was used as the base during the 

interviews with the five social media experts, to be able to ask follow-up questions and 

create more space for discussion. The structured list of the interview questions is 

available in the appendix and since the interview questions were asked in Swedish, the 

Swedish interview questions are also available in the appendix. The authors first wrote 

down the interview questions on Swedish only; this since the interviews with the 

respondents was going to be on Swedish. Consequently, the authors could not see any 

problem with the translation to English in this study, since the results were not affected 

by this translation.  

The interviews took place over telephone on five different time points over three days, 

each lasted between 40-60 minutes. The authors chose to introduce the interviews with 

a brief description of the purpose of the study and how the interview would be proceed, 

as the authors chose to have one who asked the questions and the other one who took 

notes. The authors also chose to clarify for the respondents in the beginning of the 
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interviews that the respondents should put themselves in the position of the companies 

they work for, since it was this information the authors was seeking for. However, the 

authors chose to also record the interviews, in order to not miss something important. 

To record an interview can affect the respondent in a negative sense, as the respondent 

may feel singled out and may experience that the answers are used in an undesirable 

manner. To reduce this effect, the authors asked each respondent before the interview 

would begin, if it were all right to record the interview, which it turned out to be for all 

the respondents.  

3.8 Data analysis method 

Data analysis consists of examining, categorizing, tabulating, testing or recombining 

data, to draw empirically based conclusions (Yin, 2009). There are several available 

data analysis methods for qualitative research, but the three most common methods are 

analytic induction, grounded theory and data reduction and pattern matching, which 

are described separately in the paragraphs below (Bryman and Bell, 2011). 

Analytic induction implies that the researcher seeks universal explanations by 

continuing the data collection until there are no cases that do not consist to a 

hypothetical explanation. The main steps in an analytic induction begin with a rough 

definition of a research problem, continue with hypothetical explanations of that 

problem and then continue with evaluations of different cases. If the researcher come 

across a case, which is not consistent with the hypothesis, the hypothesis is being 

redefined so that deviant or negative cases can be excluded, thereafter continues the 

analysis of data (Bryman and Bell, 2011). 

The data analysis method of grounded theory implies theory derived from data, which is 

collected and analyzed in a systematic way during the research process. The data 

collection and the analyzing of data thus takes place in parallel and in interaction with 

each other, the data is encoded and at the same time collected (Bryman and Bell, 2011; 

Malhotra and Birks, 2003). It is the analyzing that drives the data collection and during 

the analytic process of grounded theory. Grounded theory is expected to generate 

findings that are meaningful to decision-makers and appropriate to the challenges they 

are facing (Malhotra and Birks, 2003).  
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Data reduction and pattern matching method is based on logic of pattern comparisons. 

This logic compares an empirically based pattern with an expected or predicted pattern 

(or several of such alternative patterns). If these patterns are consistent with each other, 

the results can make the study’s internal validity reinforced. In other words, pattern 

matching is about comparing two patterns in order to determine whether they match 

(i.e., that they are the same) or do not match (i.e., that they differ). There are four main 

steps in data reduction and pattern matching, and the first step is about transcribing the 

collected interview information (Malhotra and Birks, 2003), the second step include the 

data reduction phase – the process of selecting, simplifying and coding the data. The 

data reduction process continues until a final project is completed. The third step 

implies the data display, where the researcher brings the reduced data and displaying it 

in an organized way by for example tables, so that conclusions easily could be drawn 

and shown. The data display helps readers to understand what is happening (Miles and 

Huberman, 1994). The last step includes the pattern matching or called conclusion 

drawing, where the researcher draws conclusions and decides what the data means 

against the theoretical framework (Malhotra and Birks, 2003; Miles and Huberman, 

1994).  

The authors have chosen to make use of the data analysis method of data reduction and 

pattern matching, since this study was deductive and the collection of data and the 

analysis of data took place separately. Thus, an analytic induction or a grounded theory 

method was not relevant for this study. The authors’ course of action through the four 

steps of the data analysis method of data reduction and pattern matching are described 

below:  

Step 1. The first thing the authors did after each interview was completed was to 

transcribe the comments that were noted during the interview, and the authors also 

listened through the interview, to thus not miss anything important that was said.  

Step 2. The authors continued the analysis of the information collected from the 

interviews by coding the information, this by simultaneously looking at the theoretical 

framework in order to find out which information that was relevant to retain and which 

information that could be eliminated, since it was beyond the study’s area. 
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Step 3 and 4. In those steps, the authors chose to first analyze and decide what things 

mean from the empirical material together with the theoretical framework, to then 

display it in a table, in order for the reader to easily understand the analyzed material.  

3.9 Quality Criteria 

Quality criteria for a qualitative research involves the two terms of reliability and 

validity. They are conceptualized as trustworthiness, rigor and quality in qualitative 

research (Malhotra and Birks, 2003). Reliability refers to the consistency of a measure 

of a concept and validity refers to whether or not a measure of a concept really measures 

that concept. Within a qualitative research, validity involves three different forms, 

namely content validity, construct validity and external validity (Bryman and Bell, 

2011). The different terms are described below: 

3.9.1 Content validity 

Content validity is sometimes called face validity and consists of how well a 

measurement construct’s components actually represent that construct. In order to 

evaluate this, the researcher may ask people with experience or expertise within the 

study area whether or not the measure seems to reflect the concept concerned. The 

researcher should evaluate this before the main data collection takes place (Bryman and 

Bell, 2011).  

To increase the content validity, the authors asked their tutor, a week before the 

interviews took place, about if the measure from the interview questions seems to 

reflect the concept concerned, which he considered that they did. The authors asked 

their tutor simply because he has knowledge about the subject and is competent in the 

authors study. The authors also chose to ask close friends if they understood the 

questions in order to increase the content validity, which they did. Although the authors 

close friends were not as familiar with the subject, the authors found it important that all 

kinds of individuals could understand them, this in order to reduce uncertainty in the 

questions, as might occur in telephone interviews.  

3.9.2 Construct validity 

Construct validity involves the extent to which an operationalization distinctly measures 

the concept it is supposed to measure (Malhotra and Birks, 2003). In order to evaluate 
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this, the researcher may use several sources of evidence, called triangulation, or identify 

a number of evidence, such as proper referencing, recording or use an interview guide 

or allow key informants review drafts of the study (Bryman and Bell, 2011) 

To achieve high construct validity, the authors used an interview guide that was created 

based on the operationalization of the study, this to keep the respondents within the 

subject area and as a personally monitor in order to actually measure what the authors 

were supposed to measure. As the authors first wrote down the interview questions on 

Swedish as the interviews would take place in Swedish, the translation into English did 

not had any effect on the results of the interviews, which makes that the construct 

validity is not weakened. Furthermore, the authors also recorded the interviews; to 

ensure that they did not miss any relevant information and as well used proper 

referencing, that is to say, all the respondents’ real names. Those evidences increase the 

construct validity. Triangulation or allowing key informants review drafts of the study, 

were not relevant for this study in order to increase the construct validity, since the 

authors’ had both resource and time constraints. 

3.9.3 External validity 

External validity refers to the demarcation of the area to which the study can be 

generalized beyond the current study. In accordance to quantitative research where the 

research is based on statistical generalizations, is qualitative research more based on 

analytical generalizations. In qualitative research, the researcher is striving to generalize 

a particular set of results to a more general theory. In order to evaluate this, the 

researcher may use replication logic, where someone does a replication of the results or 

the researcher may do multiple case studies to evaluate if the respondents opinions are 

consistent. This, in order to point out where there might be potential for generalizations 

(Yin, 2009).  

In order to increase the external validity for this study, the authors have used a multiple 

case study, in order to see if the respondents’ opinions were similar and to be able to 

generalize a particular set of results towards the study’s theoretical framework. Making 

use of replication logic in order to increase the external validity was not relevant for this 

study, since it would take amount of time and the authors’ had time constraints. 
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3.9.4 Reliability 

The term reliability refers to the question of whether the results of a research are 

repeatable. The goal of reliability is to ensure if a researcher follows the same approach 

as another researcher conducted, this researcher should reach the same results (Yin, 

2009). In order to evaluate this, someone could repeat the study at a later point of time, 

or using multiple case studies or writing a detailed explanation of the steps in the data 

collection and analysis process (Bryman and Bell, 2011).  

To achieve high reliability, the authors had described in detail how they proceeded to 

measure the selected variables and how and from where the data was collected from. In 

view of the fact that the authors also chose a multiple case study, namely that the 

authors collected data from several different advertising agencies, also increased the 

reliability of the study. Consequently, to let someone repeat the study would have taken 

too long, since the authors had time constraints. 

3.10 Summary of the chosen approaches 
In the following table (table 4), are the choices the authors made during the 

methodology chapter summarized.  

Method part Chosen approaches 

Research approach ♦ Deductive 
♦ Qualitative 

Research design ♦ Descriptive design 
Data sources ♦ Primary data 
Research strategy ♦ Case study 
Data collection method ♦ Qualitative interviewing 

-Telephone interviewing 
Sampling ♦ Sample of the population 

-All the individuals the researcher can get 
Data collection instrument ♦ Operationalization 

♦ Interview guide 
Data analysis method ♦ Data reduction and pattern matching 
Quality criteria ♦ Validity 

-Content validity 
-Construct validity 
-External validity 

♦ Reliability 

Table 4. Summary of the chosen approaches. 
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4.0 Empirical investigation 

This chapter contains the empirical data that is obtained from 

semi-structured interviews with social media experts. The 

empirical data is divided based on the structure of the interview 

guide and to each respondent’s interview, since the authors 

believed that each respondent’s answers are of truly of value in a 

qualitative study. 

4.1 Respondent 1 – Leif Kajrup 
The interview with the Internet strategist Leif Kajrup was introduced with a discussion 

around the creation of trust in the building of customer relationships on social media. 

Leif Kajrup considered that companies primarily should make use of Facebook and 

blogs in order to create trust among the consumers. The respondent further described 

that companies, through these platforms, have the opportunity to write about things that 

are related to their businesses, to thus create a genuine picture of the company, which in 

turn creates trust. In the creation of trust, Leif Kajrup thought that it was of great 

importance for companies to utilize the information that constantly are shared by the 

consumers on social media, such as comments and blog posts. He argued that 

companies need to monitor their brand on social media in order to find and take 

advantage of the information the consumers are sharing and to get to know what they 

value, to then been able to build trust. The respondent pointed out that it is especially 

important to take advantage of the positive comments from consumers, by linking them 

to the company’s blog or Facebook page in the creation of trust. When the authors 

asked about the challenges in relation to the creation of trust, Leif Kajrup brought up 

that, it is essential for companies to try to involve several employees to write about the 

company. The respondent stated “this, since if only one person writes about the 

company on social media, it may be perceived as too much ‘sale’ according to the 

consumers viewpoints, which does not create trust”.  

The next theme that was discussed with Leif Kajrup was the creation of commitment 

through social media in relationship building purposes. At this point, the respondent 
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described that he recommends companies to create events through their Facebook 

pages, to then invite the consumers and create commitment in this way. Leif Kajrup also 

recommended companies to use traditional e-mailing that links to the companies’ 

Facebook and Twitter pages. He further pointed out that companies do not need to make 

use of the information that is constantly shared on social media in order to create this 

kind of commitment. Moreover, Leif Kajrup considered that the main challenge when it 

comes to the creation of commitment was to ensure that the commitment actually takes 

place on the platforms where the consumers participate on. He described that the 

challenge itself therefore is, to find where the consumers are on social media, that is to 

say what social platforms the consumers make use of. For companies it is therefore 

about to examine first, by making a target group analysis, in order to find out what 

social networks and platforms the consumers participate on. The respondent further 

pointed out “that the creation of customer commitment is all about making the right 

preparatory work”. 

When the authors came into the theme of attraction in relationship building purposes, 

Leif Kajrup brought up that the creation of attraction was entirely connected to the 

creation of trust. The respondent further believed that the challenge with the creation of 

attraction was then to create trust, since he declared that if there is no trust among the 

consumers, they could either not be attracted by the company.  

Regarding the theme of useful and valuable content, Leif Kajrup described that Twitter 

is the most useful platform to send out valuable information through, since the 

companies can reach out to many consumers in a short time, which mostly is of value in 

social media. The challenge of sending out useful and valuable information on social 

media was according to the respondent, related to the fact that social media is a real-

time channel, which means that the time has become essential and this has contributed 

to that, the source is not always checked properly. He explained that it is therefore 

important for companies to keep in mind that consumers do not believe in everything 

that is written on social media and according to Leif Kajrup, this mainly concerns 

Twitter. 

When the authors began to discuss about the creation of a personality on social media, 

the respondent brought up that it is essential that the way the company communicates 
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on social media corresponds to the company’s personality, that is to say the personality 

of the brand. Leif Kajrup further described that the personality on social media is 

determined by the consumers, and it is therefore significant for the company to 

communicate in accordance with the brand’s personality. The main challenge that Leif 

Kajrup considered when it comes to the creation of a personality was that it is a risk that 

the individual who is responsible for social media also will be brand identified by the 

consumers. The respondent moreover described that there must be a clear guide of how 

companies should behave on social media, so the responsibility does not lie within one 

individual, because if this individual then quit, there is even a risk that the tone of voice 

disappears and thus even the personality of the company.  

The next theme that was discussed with Leif Kajrup, was engagement in social media. 

The respondent described that to respond on the consumers comments was the most 

essential way for companies to engage in the discussions. Leif Kajrup pointed out that it 

is significant for companies to participate on the different platforms where the 

consumers are, in order to demonstrate that the company listen and assimilate their 

opinions towards the company. Furthermore, the respondent brought up the fact that it is 

of great importance for companies to first listen and then involve themselves in the 

discussions. He especially declared that when it comes to negative criticism, companies 

have to act upon the comments as soon as possible, so the discussion not will become 

more comprehensive and thus spread on the medium. The company does not have to 

solve the problem directly, but the importance is to demonstrate that they are listening 

and will act later on. Leif Kajrup also described that regarding positive criticism, the 

companies do not have to engage directly, as when it comes to the negative criticism, 

however the companies have to show their thankfulness for the consumers’ praise and 

encourage to some type of rewards. The respondent thought that the big challenge for 

companies when it comes to engage in the discussions on social media was to actually 

get companies to understand the importance of getting involved. Leif Kajrup argued that 

there is still a lack of understanding among companies regarding the importance of first 

listen and then act. He said that companies that not yet have realized this will get in 

more troubles when it comes to engaging in social media in relationship building 

purposes, than those whom actually understand this.   
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Regarding the theme about social customer relationship management (sCRM), Leif 

Kajrup explained that he and mostly of his clients did not make use of this system at all.   

During the discussion around the theme of organization, the respondent described that 

the decisions always have to come from the company’s management. The management 

must be aware and accept what is happening on social media. Moreover, Leif Kajrup 

clarified that as soon as an individual is employed at a company, this individual has a 

responsibility to not abuse the company’s name in social media.  

4.2 Respondent 2 – David Flygar 
During the interview, under the first theme of trust, the sales manager David Flygar 

brought up that companies primarily should use the social network Facebook, in order 

to create trust in customer relationships. The respondent further described, that 

something that is good with Facebook is that the consumers do not have to wait by 

telephone to get response from the company, since the consumers instead can write their 

matters on the company’s Facebook page and get response very quickly. In this way, 

David Flygar considered that companies create trust, by answering the consumers’ 

matters quickly. The respondent further argued that whether companies make use of the 

information that is constantly shared on social media or not depends on the industry the 

company belongs to and what its purpose is with social media. David Flygar brought up 

the municipalities as an example and explained that within municipalities there is a 

position called ‘external watchers’, which monitors what is written about the company 

on social media. “By monitoring what is written, the company in question gets the 

opportunity to answer even more of the consumers’ opinions, which creates trust in the 

relationships”. The respondent thought that the challenge related to the creation of trust 

was that the original Swede is worried about social media and many of them consider 

social media negatively. This in view of the fact that, it is difficult to be private on 

social media, for example when an consumer write something on a company’s 

Facebook page, Facebook owns it and therefore, the consumer may feel uncertain when 

it comes to sharing information on such platforms. Therefore, it is not always easy to 

build trust among the consumers on social media in relationship building purposes.  

In order to create commitment among the consumers in social media for relationship 

building purposes, David Flygar described that the opportunities are enormous; it can be 
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anything from sharing a company’s magazines to different types of campaigns. He 

explained that if companies outsource their campaigns, organize competitions and tells 

the consumers about campaign products on for example Facebook, this creates 

commitment among the consumers. David Flygar further clarified that depending on the 

industry belonging, the companies have to use more or less of the information that is 

constantly shared on social media. The challenges that the respondent perceived in 

connection with the creation of commitment for companies, were then to share the 

company’s Facebook page. This, since in the beginning it is all about communicating 

why a specific consumer should follow a certain company and therefore, the company 

must provide its Facebook page with different values that attract the consumers, which 

in turn creates commitment among them.  

The next theme concerned the creation of attraction in relationship building purposes 

and here, David Flygar also stressed the importance of providing the companies 

Facebook pages with different values. Those values can consist of movies about the 

company, events, news and available jobs to mention a few, this in order to make the 

consumers to understand that it is good to follow the company on Facebook. To create 

attraction on social media, companies can take advantage of the information that is 

constantly shared on social media, by sharing this information further by themselves, 

such as articles on their Facebook pages or homepages. The respondent further clarified 

that the main challenge was to find where the company’s consumers participate on 

social media, to be able to provide them with different values, which in turn creates 

attraction among them. 

During the discussion around the theme of useful and valuable content, the respondent 

also pointed out that by creating different values for the consumers on social media, the 

companies provide them with something valuable, which makes them want to come 

back to the companies and the companies can in turn, build relationships with them. He 

moreover declared that the main challenge for companies therefore was to explain and 

make the consumers understand that if they follow them on for example Facebook 

instead of their homepage, they can take advantage of for example the company’s 

campaigns more quickly.  
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Regarding the theme of creating a personality on social media in relationship building 

purposes, David Flygar recommended companies to have a lighter tone voice and to 

highlight several employees within the company on social media. This, in order to show 

the width of the employees, instead of that only one employee should be deep by 

himself. David Flygar explained that “in this way, the company shows more of its 

personality instead of a specific individual’s personality”. The respondent moreover 

described the challenge to create a personality on social media to be that the original 

Swede wants to remain anonymous. Many individuals in Sweden want to protect their 

identities and will thus not be too personal; there is therefore a challenge for companies 

to find individuals whom are open-minded and suitable to work on social media, in 

order to be able to create customer relationships. 

In order to create engagement from the companies’ side, David Flygar gave an example 

regarding municipalities. The respondent explained that they could make use of their 

Facebook pages to write about what is happening in the municipalities, for example post 

news and events, which in turn creates engagement from the municipalities’ side. When 

creating engagement, David Flygar considered that it was of great importance for 

companies to first listen on what the consumers are talking about, to then by themselves 

get involved in the discussions. The respondent further described that if a company has 

decided to open for example a Facebook account, it also means that they have to be 

available there and answer the consumers’ questions. This, since everything that is 

written on a company’s Facebook page is always meant to that company. The 

respondent explained that the challenge connected to the creation of engagement was 

the handling of negative criticism, since a lot of companies are afraid to tackle such 

criticism. David Flygar brought up an example that a company such as SOS alarm can 

get a complaint about why the company did not send an ambulance; the challenge is 

then to respond to this criticism in the right way, in order to be able to build good 

relationships.  

When the authors got into the theme of social customer relationships management 

(sCRM), David Flygar clarified that he and mostly of his clients (companies he work 

for) did not use this system.   
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When David Flygar discussed around the theme of organization in the creation of 

relationships on social media, the respondent could not answer the role of the 

company’s management in the process of building customer relationships. However, 

David Flygar pointed out the importance of that various departments within the 

company are engaged in for example the company’s Facebook page, in order to 

highlight the different departments and thus also reach out to more individuals with 

different kinds of messages.  

4.3 Respondent 3 – Mikael Engvall 
Under the first theme of trust, the social media strategist Mikael Engvall explained that 

their main strategy on social media is based on providing content, which make the 

companies seem interested, engaged, welcoming and knowledgeable. The respondent 

further described that they make use of the motto: “The Internet is a search channel and 

not a sale channel”. Mikael Engvall described that if companies push too hard for a 

social principal, they will not create customer relationships, they will instead be 

perceived by the consumer as annoying. In order to build trust in relationships, the 

companies instead have to offer added value by for example blogging, or pick up issues 

that are shared on social channels such as Twitter and Facebook, or join different 

forums and in this way show their engagement. Mikael Engvall clarified the importance 

of being human and accessible on social media in the process of building trust in 

relationships. The respondent highlighted that it is essential for companies to answer all 

reactions and comments from consumers, regardless of channel or type of comment, 

since silence is anything but gold. He especially pointed out that this mainly concerned 

negative criticism, since there is often a strong commitment involved from the 

consumers. As long as the comments do not completely deviate from the topic or the 

Swedish constitutions, then they can be ignored or censored by the companies.  

Moreover, Mikael Engvall explained the major challenge when it comes to the creation 

of trust among the consumer to be the allocations of resources within the companies, 

that is to say, the social channels do not perform by themselves, and therefore there has 

to be someone who spends a lot of time on it, in order to create trust. Before the 

investigation in social media is made, it is vital for companies to have a clear strategy 

and policy with social media. Then, it is up to the companies, depending of what they 
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want to achieve, but the strategy should be clear and everyone within the organization 

should be aware of it. The respondent furthermore described that it is important to have 

as wide involvement as possible from the employees, since the company in this way 

shows the outside world that they are passionate about their business and that they have 

expertise, which in turn creates trust among the customers. The personality of the 

company is likewise something that is important in the creation of trust. Companies 

should not be arrogant and too aloof, the companies have to be human on social media. 

Mikael Engvall further expressed: “Social media is today about creating relationships, 

and therefore do companies have to be human, since it is people they are talking to and 

it is people whom are talking”. 

The discussion continued around the creation of commitment among the consumers, and 

at this point Mikael Engvall explained that depending on which channel the companies 

make use of, there are also different ways to create commitment. Mikael Engvall gave 

an example of Facebook and explained that companies for example can make use of a 

function of asking the consumers a question and make them vote. He also pointed out 

that it is important to make use of uppercase triggers in humans, such as viral videos 

and funny gorilla marketing messages, preferably at a level that is as low as possible, so 

all consumers can identify and thus react. The respondent further described the 

importance of making use of the information that is constantly shared on social media in 

order to create commitment. Mikael Engvall pointed out that it is essential for 

companies to keep up with the latest trends as well as create their own content on social 

media in order to create commitment; the creative part is often based on the trends. The 

respondent declared that the more engaged the companies’ consumers are, the more the 

companies have succeeded, and therefore it is significant to trigger the consumers to be 

active. A challenge that the respondent pointed out when it came to create commitment 

in relationship building purposes was then that the original Swede tends to only speak 

when he is 100 percent safe. Swedes rarely show weaknesses, that is to say, they do not 

often ask questions to the companies if they do not have the knowledge or feel 

uncomfortable. It is therefore a challenge that companies face in the creation of 

commitment among the consumers in order to build relationships.   
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Regarding the theme of creating attraction among the consumers in relationships 

building purposes, the respondent pointed out that depending on what the company is 

doing, the company has to find a suitable tone voice and an inspirational approach, 

which also is depending on the trends. Mikael Engvall gave the example of that 

companies sometimes can take advantage of a trend-way. Moreover, in order to build 

attraction, the respondent advocated multi-channeling, since different channels have 

different participants. This results in that some channels are more suitable than others 

depending on the companies’ strategies on social media. If companies want to reach out 

to all types of consumers, they also have to be available on all channels. In the creation 

of attraction, Mikael Engvall further declared that it is important to benefit from the 

information that is shared on social media, and in order to do this, companies should 

respond on all the consumers’ reactions and comments. The respondent clarified that the 

more companies expose themselves on social media, the more brand awareness is 

created. He further pointed out that companies by answering a tricky question, not only 

show that they are able to answer the question, but also that they actually found the 

question. This demonstrates that the companies are engaged and available at the social 

media arena, which in turn creates exposure of the company. Mikael Engvall further 

argued that it is essential for companies to monitor their brand on for instance Twitter. 

This, since the companies by doing that are able to respond to the consumers matters 

quickly, which indicates that the companies are alive, are active and are able to 

answering questions unconditionally, which in turn creates attraction among the 

consumers. However, the companies must first learn how to handle these monitoring 

systems, in order to be able to create this attraction among the consumers. 

Mikael Engvall considered the major challenge in order to create attraction to be that 

social media is a real-time world. Either the companies have to come up with something 

new by themselves, which requires a lot of work and planning, and at the same time, 

there is a risk of being over taken by someone else, or the companies just keep up with 

social media by showing their presence. The respondent declared that what kind of 

active role the companies take on social media, depends on their resources and 

objectives.  
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When Mikael Engvall discussed around the theme of useful and valuable content, he 

pointed out that it is all about offering added value to the consumers through various 

social media channels, just as the respondent described when it comes to the creation of 

trust. Therefore, the challenge lies within finding where the companies target groups 

participate, in order to be able to offer them this kind of added value, that is to say 

valuable information, in the process of building relationships.   

The next theme was personality and here Mikael Engvall explained that being personal 

does not involve being omission and companies should be personal in accordance with 

their policy and brand personality. To find the right tone can be a bit tricky in social 

media and may differ considerably from channel to channel. When it comes to the 

challenges companies may face when creating a personality on social media in 

relationship building purposes, the respondent pointed out that companies must find the 

right social competence in relation to their specific business or brand, in order to create 

a unified personality on social media. Mikael Engvall also mentioned that companies 

have to become accustomed to one-way communication and must get through the 

paradigm shift that exists in marketing today, to really understand how to convey their 

personality on social media where two-ways communication exists.  

During the discussion around the theme engagement, Mikael Engvall described that 

companies use monitoring tools, since they have not time to follow all different flows 

from consumers on social media. To find comments by the consumers, the companies 

usually are looking for keywords that are considered as important for their businesses, 

which make it possible for them to answer the consumers’ matters and get insight 

information. It is also essential for companies to be careful when they respond to the 

consumers’ comments; companies can wait a day depending on what the comments are 

about, it is not wrong to think before you answer, just as in ordinary life. Mikael 

Engvall further explained that it is of great importance for companies to first listen and 

then talk to their consumers. This, since it is the consumers the companies are creating 

relationships with and consumers can companies only lose once. The respondent 

explained that the challenges companies face when it comes to engaging themselves on 

social media, could be the companies’ lack of resources, understanding or knowledge. 

An investment in social media must first be made on a small scale to then increase 
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slowly. Before companies enter social media, they should have a clear defined strategy 

and policy and even have the knowledge about how they should behave on the different 

channels and the ethical rules, so the companies are talking with the right tone voice 

directly towards their consumers. If the companies do not know how to behave on the 

different channels, it can be devastating for the engagement on social media.  

When the authors came into the theme of social customer relationship management 

(sCRM), Mikael Engvall brought up that he and mostly of his clients did not use 

customer relationship management at all in social media.  

The last theme that was discussed with Mikael Engvall, was organization, and here the 

respondent described that the management has to be informed about what is happening 

on social media in the relationship building. Mikael Engvall further explained that a 

challenge is that the management wants numbers, that is to say return on investment, 

while the employees whom work with relationship building on social media are more 

interested in return of involvement, so it is two different worlds. He declared that the 

lack of understand from the management is enormous today, however, more and more 

managements are starting to realize the value of the none-measurable values that social 

media provides. The respondent further pointed out that it is significant that all 

employees within a company are aware of what is happening on social media, although 

it is not appropriate that everyone takes an active role in the relationship building 

through social media.  

4.4 Respondent 4 – Fredrik Holmström 
During the first theme of the creation of trust, the VD of SocialMediaLab Fredrik 

Holmström pointed out that it is essential for companies to take an active role and speak 

by themselves in social media, in order to build trust among their target groups. Fredrik 

Holmström further clarified that the companies sometimes want Fredrik Holmström and 

his company to talk for them, but this is however nothing they want to do, since Fredrik 

believes that the companies themselves have to communicate with the consumers in 

order to build trust on social media. By monitoring comments by the consumers and 

check the engagement level on posts created by a company, the company has the 

opportunity to respond to the consumers’ opinions and get information about what the 

consumers’ value. This in turn, creates trust in the relationships and the companies can 
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also use this information in order to learn what the consumers’ value about trust. The 

main challenge in the creation of trust, according to Fredrik Holmström, is to answer the 

consumers correctly, that is to say, to really answer the consumers’ questions and not 

talk around the questions. “What you say is what you communicate”. The companies 

must also have a plan about how to deal with angry comments by the consumers, and 

with angry comments Fredrik Holmström meant ‘online expressions of hate’. When 

such comments appear, companies must decide whether they should respond to the 

comments, delete them, ignore them and so forth. The companies have to know how 

they should deal with the situation, in order to be professional and thus build trust in the 

best possible way.  

Regarding the theme of commitment, Fredrik Holmström described that in order to build 

commitment among the consumers, companies can create campaigns that are committed 

and based on the target groups.  

To create commitment is not an easy task, but if companies have the right ‘fans’ on for 

example their Facebook page and if they talk to them correctly, good commitment will 

be created. Fredrik Holmström gave an example, if someone likes BMW on Facebook, 

this someone has usually a great interest in the company and engagement can then be 

created fairly easily. The respondent further pointed out that to create commitment, 

companies should make use of the information that is constantly shared on social media, 

in order to learn from for example previous campaigns what actually engaged the 

consumers. Fredrik Holmström described that the main challenge for companies to 

create commitment among the consumers, “is today about that the consumers have a 

huge number of choices to engage in on social media and therefore, it is essential for 

companies to stand out and do something good all the time”. The consumers are today 

more fastidious.  

When Fredrik Holmström discussed around the theme of attraction, he pointed out that 

attraction could be created through campaign driven things, such as competitions or by 

handing out something for free, for example discounts. It is simply about offering things 

that attract the consumers. The respondent further described that it is necessary for 

companies to use the information that is constantly shared on social media, to be able to 

improve the companies’ campaigns along the way and in this way, create attraction. 
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According to Fredrik Holmström, the challenge to create attraction lies within the noise 

of that there is a lot of things that the consumers can be attracted of on social media. 

This challenge can be solved mostly by working long-term, since companies then learn 

over time what attracts the consumers. 

The next theme that was discussed with Fredrik Holmström was useful and valuable 

content, and on that point he described that to send out valuable information to the 

consumers is the major reason of why social media exists. The challenge for companies 

when it comes to send out valuable information to the consumers is that the valuable 

information does not become boring or enforced. The information that the companies 

send out have to be useful, which makes the information valuable for the consumers.  

In order for companies to create a personality on social media, Fredrik Holmström 

pointed out that the companies need to have a dialogue with their consumers, regardless 

of which channel they participate on, because if the company has a dialogue with their 

consumers they also become more personal. By creating a personality on social media, 

the big challenge, according to the respondent, is that it requires a lot of resources to be 

personal; it requires individuals whom take an active role.  

During the next theme of engagement, Fredrik Holmström explained that it is of value 

to really respond to all comments and questions that the consumers send out about the 

company on social media, regardless of channel, in order to show the company’s 

engagement. The respondent especially pointed out that it is significant for companies 

to first listen and then talk to the consumers, so they do not throw out something stupid. 

“Do not say anything that is not true, then social media can hit back”. When the 

discussion came into the challenges that companies face when it comes to engage 

themselves within the discussions, the respondent described that the main challenge is 

to respond to criticism in the best possible way.  

The discussion continued around the theme of social customer relationship 

management (sCRM), and at this point, the respondent argued that he and mostly of the 

companies he work for, did not make use of CRM in social media.   

Regarding the theme organization, Fredrik Holmstöm declared that a company’s 

management is essential in terms of resource allocation; the management should be 
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involved and know what the company does on social media. In view of the fact that if 

the management does not understand how much resources it requires for the company to 

be involved in social media in relationship building purposes, then it will not be good in 

the end, since it is solely an employee-driven communication. Fredrik Holmström 

further described that all the different departments within a company do not have to be 

involved in the building of relationships through social media, even though all 

employees must be aware of what is happening on social media. This, to keep a more 

complete picture of the company in the communication process.  

4.5 Respondent 5 – Stefan Haric 
Under the first theme of the creation of trust, the art director Stefan Haric declared that 

for companies it is about to be visible and present, to get a good reputation among the 

consumers whom talk about the company on social media. If the company does not talk 

by themselves on for example Facebook, then the consumers will do it for them. When 

the discussion came into the importance for companies to make use of the information 

that is constantly shared on social media to create trust, the respondent explained that it 

is always all about meeting criticism and misunderstandings by the consumers. There 

are tools to find everything that is written about the company on social media. The 

companies can for example have agents whom are searching on the company’s brand, in 

order to find where the discussions take place on social media, they can then respond to 

the comments if it is necessary. A challenge that Stefan Haric connected to the creation 

of trust was that companies really need to be active on social media and constantly keep 

an eye on what is written about them. Therefore, it is a challenge for companies to find 

the places where the discussions occur, in order to be present on those platforms.    

Regarding the theme of commitment, Stefan Haric explained that companies use a lot of 

competitions to get the consumers engaged, or they may lay out tips about products or 

something that happens within the business, simply something that has news value. A 

good platform that the respondent mentioned, to do all of this on, was Facebook. To 

create commitment among the consumers Stefan Haric described that it is useful to 

make use of the information that is constantly shared on social media by the consumers, 

to find out what will best engage them. The respondent declared that the challenges for 

companies in the creation of commitment, is to get the companies to realize that they 
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must behave in a certain way; it must be on the consumer’s terms. People will not go 

and flog to his friends, therefore must companies be a friend to the consumers on social 

media and sharing stuff without charging, in order to be able create commitment. 

The next theme that was discussed was the creation of attraction among the consumers, 

and at this point, Stefan Haric brought up that attraction could be connected to trust. 

Stefan further stated that “there must be trust for real, in order to create attraction; 

companies cannot pretend to be engaged in the consumers’ discussions, simply it must 

be authentic and real”. When the discussion continued about whether companies use 

the information that is constantly shared on social media to create attraction, the 

respondent pointed out that companies make use of the information to some extent, 

mostly in order to find out what the consumers are discussing about and what attracts 

them. In order to find this information, companies often use some form of monitoring 

systems. Stefan Haric further explained that the challenge of creating attraction has to 

do with being authentic. Companies cannot fake in front of the consumers in order to 

get them to 'like' them. Instead of adapting on social media, companies just have to be 

themselves and real. 

When the discussion came into the theme of useful and valuable content, the respondent 

outlined that social media in relationship building is all about to create content to the 

consumers. Companies should offer their knowledge, tips, inspiration and maybe even 

materials, since in social media; companies should take advantage of opening their 

businesses for the consumers. Stefan Haric described the challenge when it comes to 

send out valuable information to be that companies are afraid to open up to the 

consumers and share their own material. Therefore, it is a challenge for companies to 

get more knowledge about social media to thus understand how their materials can be 

spread, after they have sent it out in social media.  

Regarding the theme of creating a personality on social media, Stefan Haric brought up 

that it is of great importance to have the core values of the company in mind, so that the 

personality not sway back and forth in social media. When creating a personality in 

social media it is therefore important to be real, stand out and be different from others. 

The challenge for companies when it comes to creating a personality is therefore 

according to the respondent that if a company does not have a personality at all, they 
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will also have big problems. This, in view of the fact that it is essential for companies to 

have a clear personality right from the beginning, that is to say before they enter social 

media in relationship building purposes, so that all individuals whom work with social 

media agree on what they want to convey.   

On the next theme of engagement, the respondents described that companies always 

should think creatively and do it with a wink in the eye, instead of bicker with the 

consumers. He clarified this as the best tip when it comes to be engaged in the 

consumers' discussions. Stefan Haric described further that it is extremely important for 

companies to first listen and then involve themselves in the discussions and he thought 

that the best platform for doing this was on Facebook. The challenge for companies 

when it comes to be engaged in the discussions on social media, considered Stefan 

Haric to be that companies today, are totally naked. Previously, could advertising 

agencies filtering the information that companies did not want to reach their customers, 

today they cannot do that, since everything pops up on social media, and therefore 

companies have to engage as much as possible on social media. The respondent further 

explained that “keeping quiet is the worst thing you can do, then there will be a new 

truth, even though it is wrong”.  

Regarding the theme about social customer relationship management (sCRM), the 

respondent explained that he and mostly of his clients did not use CRM. 

The last theme that was discussed with Stefan Haric, was organization, and here the 

respondent pointed out that it is important for companies managements to know how the 

future will look like. In general, the managements do not know what social media is all 

about today, they just think that it is “bumbo jumbo” as the young people uses. 

Therefore, it is important to get the management to understand what actually is required 

by the company in order to get involved in social media in relationship building 

purposes. Regarding the whole organizations role in social media in the process of 

creating relationships, Stefan Haric declared that there is a need to have someone who is 

responsible, but that all different departments still need to know what is happening on 

social media.  
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5.0 Analysis 

The analysis is based on the theoretical framework and the 

answers given by the respondents during the interviews. The 

authors have chosen to divide the analysis into three main parts 

based on the theoretical structure, which are relationship building, 

social media environment and relationship building through social 

media.  

The purpose of this study was to describe the challenges companies face in the building 

of relationships through social media and the research question was concerning wherein 

social media lies the challenges for companies in order to build customer relationships. 

During the analysis of the empirical data, the authors have come up with potential 

challenges that companies face in the building of customer relationships on social 

media, and as well possible approaches when it comes to manage these challenges. In 

order to analyze and summarize these challenges, the analysis was based on the 

theoretical chapter’s structure. Thereafter, the analysis was further structured based on 

the challenges that were identified in the empirical material.  

In view of the fact that the authors have chosen to make use of the data analysis method 

of pattern matching, the authors thus strive to both summarize the challenges presented 

in the empirical data, but also to identify if the empirical pattern match (if it are the 

same) or do not match (if it differ) with the theoretical pattern. The analysis ends up 

with a summary of the identified challenges and what the main challenges means, in 

relationship building through social media.  

5.1 Relationship building 
5.1.1 No trust, no attraction 

Leif Kajrup and Stefan Haric argued that a challenge for companies when it comes to 

the creation of attraction is to first create trust, since the respondents pointed out that it 

is not possible to create attraction if the consumers do not trust the company. The 

theoretical framework is however not in line with the respondents’ argumentations, 

since Grönroos (2010) and Ellegard (2012) pointed out that if attraction is lacking; trust 
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can either not be created. Therefore, there is a disagreement about how attraction and 

trust are related to each other in the construction of relationships. The respondents’ 

argument that it is all about to first create trust, could however be linked to the 

theoretical framework’s arguments about that the power has shift to the customers and 

therefore, is the role for companies today to build trust instead of persuading the 

customers to like them (Marshall et al., 2012; Baird and Parasnis, 2011). 

This indicates, however, that there is a connection between the creation of trust and 

attraction and that both are significant factors in order to build loyal relationships. 

According to Leif Kajrup and Stefan Haric, the companies should manage this 

challenge by being present and visible to the consumers, in order to create trust and thus 

even attraction. This may be linked to the argumentations in the theoretical framework 

that it is important for companies to act in accordance to the consumers’ expectations 

(Grönroos, 2010; Setó-Pamies, 2012).  

5.1.2 The original Swede 

Another challenge that David Flygar and Mikael Engvall brought up in the context of 

relationship building, was that the original Swede usually is afraid to express his 

opinions if he is not 100 percent safe and that he prefer to remain anonymous. This was 

a challenge that the respondents connected to both the creation of trust, commitment and 

personality. Partly because it becomes difficult to obtain close relationships with 

consumers whom are reserved, but even because companies may have difficulties to 

find individuals whom are open-mined and thus suitable when it comes to convey the 

company’s personality.  

In view of the fact that the original Swede, according to David Flygar and Mikael 

Engvall, is presented as reserved, it could be required by the companies to communicate 

with them in a different way compared to consumers from other parts of the world, in 

order to deliver upon the Swedes expectations. This is in line with the theoretical 

framework, since if the companies do not adjust to the consumers’ expectations, there 

will not be any trust created, which is the basis for building relationships (Grönroos, 

2010; Setó-Pamies, 2012; Garbarino and Johnson, 1999; Hultén, 2007). Commitment 

will therefore either not be created, since the consumers will not feel motivated to do 

business with those companies (Garbarino and Johnson. 1999; Hultén, 2007). 
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Consequently, if consumers not want to do purchases with those companies, which are a 

part of the creation of customer loyalty, there will be no loyal relationships (Adjei and 

Clark, 2010). Furthermore, David Flygar and Mikael Engvall argued that the individuals 

whom are the companies’ public faces must be open-minded in the relationship 

building, which can be connected to the theory about personality, which indicates that 

these individuals have to be human and able to show emotions (König, 2012).  

To deal with this challenge regarding that the original Swedes are reserved, David 

Flygar believes that companies have to adjust their behavior in relation to their industry 

belonging and the purpose of the company, to thus be able to create trust. While Mikael 

Engvall considered that companies must adjust their behavior according to trends 

among the consumers, in order to create commitment.  

This may have an explanation in that companies require an understanding of that 

consumers from different parts of the world probably want to be treated differently and 

that companies therefore, have to adjust their behavior in different ways, depending on 

the consumers’ expectations. Companies must thus, adjust to the consumers’ 

expectations in order to be able to create trust and commitment, which are key factors in 

the building of loyal relationships (Grönroos, 2010).   

5.1.3 Added value 

An additional challenge that Fredrik Holmström and David Flygar brought up was to 

provide the consumers with added value in the building of customer relationships. 

David Flygar linked this challenge to the creation of attraction and commitment, while 

Fredrik Holmström related the challenge to the creation of useful and valuable 

information. David Flygar argued that companies have to provide the consumers with 

something extra, in order to make them attracted to the company and then even 

committed to continue to do business with them. Fredrik Holmström, in a similar way, 

pointed out that companies have to send out information that is of value to the 

consumers, that is to say, the information should not be boring or enforced. According 

to the theoretical framework, companies must send out information that the consumers 

proudly want to be identified with (Hultén, 2007). It must therefore, be something 

valuable that makes the consumers want to return to the company, in other words 

something that attracts them, which creates customer commitment (Grönroos, 2010). 
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Consequently, if companies send out this valuable information, trust will also be created 

among the consumers, which means that the consumers will return to the companies and 

continue to do purchase with them (Laduque, 2010). Here the authors can see a clear 

convergence between the creation of trust, commitment, attraction and to send out 

useful and valuable information. According to the theoretical framework and the 

respondents, these factors seem in one way or another have an effect on each other, 

which results in that companies must try to create all these in the best possible way. 

This, in order to not hurt some factor that in turn can affect another factor, which also 

then can get hurt, this could be interpreted as a chain reaction. 

Fredrik Holmström and David Flygar further described that companies should manage 

this challenge by providing the consumers with added value, such as information about 

the company, events, news and so forth, so the consumer can be attracted and the 

companies, in turn can start to build relationships with them. This can be connected to 

the theory about useful and valuable information, which indicates that the added value 

should keep the consumers aware of what the company does, what the company are 

going to do next and what the company can do for the customers (Laduque, 2010). 

Added value appears accordingly, to be something that Fredrik Holmström, David 

Flygar and the theoretical framework considered as essential when it comes to 

demonstrating why the consumers should have a relationship with a particular company.  

5.1.4 The creation of a personality 

Mikael Engvall and Stefan Haric brought up another challenge of creating relationships, 

which was to create a personality. The respondents highlighted that this personality has 

to be human, clear and every employee within the company must have a clear 

understanding of the personality, so the employees do not communicate different 

personalities in the building of relationships. According to the theoretical framework, it 

is significant for companies to first and foremost have a personality, and the personality 

even has to be clear defined by the company. It is important to convey the feeling to the 

consumers that he meets a real person who is representing the company (König, 2012). 

To deal with this challenge should companies, in accordance with Mikael Engvall and 

Stefan Haric, therefore stick to the company’s core values and personality and not sway 

back and forth. To have clear picture of the company’s personality, that is to say, what 
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the company stands for, is consequently something that seems to be an essential part 

when creating relationships.  

5.2 Social media environment 
5.2.1 Allocating of resources 

A challenge for companies when it comes to being involved in social media is, 

according to Leif Kajrup and Mikael Engvall, the allocation of resources within the 

organization. The respondents believed that a broad involvement of the employees on 

social media is of great importance, since if only one person represent the company on 

social media, it may be perceived by the consumers as too much ‘sale’. Mikael Engvall 

further described that all the employees of the company are not appropriate to take an 

active role in social media, although it is important that all the employees are aware of 

what is happening there, which is something who Stefan Haric also argued about. The 

fact that several individuals within the company should be involved in social media was 

even stressed within the theoretical framework. It was however, pointed out that not all 

individuals are suitable to deal with this task, since the individuals whom work with 

social media must have a personal engagement and drive, these individuals must thus be 

qualified for the task (Carlsson, 2010; Bottles and Sherlock, 2011). 

The challenge according to the theoretical framework is thus to find these driven 

individuals whom can be both external and internal. However, there may be a risk to 

make use of external individuals, since these are not always familiar with the 

company’s culture and ‘soul’ as the internal individuals are. Therefore, companies have 

to ensure that the external individuals convey the right picture of the company 

(Carlsson, 2010; Bottles and Sherlock, 2011; Schipul, 2009). This is something that can 

be connected to Fredrik Holmström’s argument about that companies sometimes want 

the social media experts to write for the companies on social media, which the 

respondent does not want to do, since Fredrik Holmström argued that trust could not be 

created that way. There is accordingly a disagreement about which individuals that are 

most suitable to represent a company on social media.  

In order to manage the challenge that Leif Kajrup and Mikael Engvall mentioned, the 

respondents addressed that companies could involve different departments within the 

company on social media, in order to show the consumers their passion and expertise 
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for its business. Nevertheless, as mentioned earlier from the theoretical framework’s 

point of view, it regards that these individuals are qualified and familiar with the 

particular company that they are going to work with. 

5.2.2 The consumers’ discussions 

Leif Kajrup, Stefan Haric and Mikael Engvall argued that a challenge for companies 

when participating on social media is to find where the consumers’ discussions about 

the companies take place, that is to say what platforms the consumers make use of. Leif 

Kajrup connected this challenge to the creation of commitment, while Stefan Haric 

associated the challenge with the building of trust, and Mikael Engvall on the other 

hand, related the challenge to the creation of both trust and useful and valuable 

information. Previously mentioned respondents, further stressed that Facebook was the 

main channel that companies especially should make use of in the construction of trust, 

commitment and useful and valuable information, since the respondents have the 

knowledge that many consumers use this platform. However, the respondents also 

argued that Facebook is not the only platform consumers’ participate on and therefore, 

the companies  have to find out which channels the consumers make use of  on social 

media, to be able to provide them with added value, and in this way build trust, 

commitment and create useful and valuable information.  

The theoretical framework is in line with the empirical data in such way that Facebook 

is considered as one of the largest platforms on social media (Berthon et al., 2012; 

Evans, 2012). Nevertheless, the theory also brought up that the consumers’ discussions 

on social media take place outside the companies’ control, since the information that is 

shared, is consumer-generated and is everywhere on social media (Mangold and Faulds 

2009; Evans, 2012; Agarwal et al., 2011; Safko and Brake, 2009). This could therefore, 

be linked to the fact that the respondents discussed that companies find it difficult to 

monitor and respond everything that is written about them on social media, as the 

consumers constantly share this information and not only on one specific platform, but 

on many different platforms.   

To manage the challenge of finding where the consumers’ discussions about the 

company take place on social media, all the respondents agreed upon that the companies 

require some form of monitoring systems over the various social platforms. Leif Kajrup 
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particularly pointed out that it is about doing the right preparatory work and argued that 

companies consequently should make use of a target group analysis, in order to first 

find out what social platforms the consumers use, to then be able to monitor them and 

get involved in the discussions.  

5.2.3 The choices are numerous 

A challenge that Fredrik Holmström highlighted in relation to the companies’ 

participation on social media, was that companies’ need to stand out, since the 

consumers have a huge number of choices. The respondent could connect this to both 

the construction of attraction and commitment among the consumers. Fredrik 

Holmström argued that companies have to do something more for the consumers in 

order to stand out in social media. According to the theoretical framework, companies 

need to send out updated and fresh information (Kaplan and Haenlein, 2010) that the 

consumers can feel identified with, to thus create commitment and even attract them 

(Garbarino and Johnson, 1999; Grönroos, 2010). The theoretical framework also 

brought up that social media is all about engaging the consumers (Kaplan and Haenlein, 

2010). The fact that companies constantly must provide the consumers with information 

that is fresh, updated and attracts them, can be connected to Fredrik Holmström’s 

argument about that the consumers have enormous of choices on social media. The need 

to stand out on social media appears consequently to be essential for companies, even 

though the theory and Fredrik Holmström’s arguments differ in some way.   

The challenge to constantly stand out on social media can also be linked to Leif 

Kajrup’s argument that consumers do not believe in everything that is written on social 

media. This, since social media is a real-time channel, which has resulted in that the 

time has become essential and therefore are the sources not always checked properly. 

Subsequently, companies have to keep in mind that the consumers do not always 

believe in everything that the companies write on social media, which therefore can 

result in that it becomes hard for companies to stand out and provide updated and fresh 

information in social media. 

To deal with the challenge to stand out, companies should according to Fredrik 

Holmström, make use of the information that has previously been shared by the 

consumers on social media, to thereby find out what engages them and what attracts 



	  
	  

	  
74	  

	  

them. The managing of this challenge could also be connected to provide the consumers 

with added value, which both Fredrik Holmström and David Flygar brought up as 

necessarily on social media. Companies may also send out updated and fresh 

information, as the theoretical framework mentioned, in order to stand out.  

5.2.4 What consumers value 

A challenge that both the theoretical framework and all the respondents argued about 

was that companies have to find out what the consumers really value. However, the 

theoretical framework and the respondents addressed the management of this challenge 

in various ways. According to the respondents, did not their clients make use of the new 

system of sCRM. Although the theoretical framework suggests how important and 

helpful it is for companies to use sCRM (Faase et al., 2011; Trainor, 2012), it does not 

seem to be as well-known among the companies that participate on social media in 

relationship building purposes. In order for companies to effectively use sCRM, is the 

first step to understand what the customers really value (Woodcook et al, 2011; Baired 

and Parasnis, 2011), even though the respondents clients (companies) did not use this 

system, they were aware of it. However, in relation to the respondents’ answers to all 

the questions during the interviews, it appeared that the respondents and their clients 

instead used different monitor systems in order to find out and understand what the 

customers really value. It could be the case that there already has been a development in 

the systems that can be used in social media in relationship building purposes, and that 

sCRM only was a temporary system. Anyway, the challenge still is to understand what 

the consumers really value, although the companies do that by making use of 

monitoring systems or sCRM.  

5.2.5 The creation of a strategy and a policy 

An additional challenge for companies in social media was according to Mikael 

Engvall, to construct a clear strategy and policy based on the company’s resources and 

objectives on social media. The respondent argued that this challenge can be linked to 

the building of trust and attraction, since problems may occur if the companies do not 

have clear defined strategy and policy that every employee within the company are 

aware of. Mikael Engvall further stressed that depending on the company’s strategy and 

policy, different social platforms are suitable for the company to be active on. This 
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challenge is in line with the theoretical framework, which also brought up the 

importance of detailed observation, analysis and planning from its initiation, when a 

company has decided to be involved in social media, since a singular word of action can 

be spread like a wildfire (Agarwal et al., 2011). This was also something that David 

Flygar raised when it came to whether the companies make use of the information that 

is constantly shared on social media in order to create trust and commitment, since this 

depended on the company’s purpose with social media and industry belonging. The 

challenge may also have an explanation in Stefan Haric’s argument about that 

companies not always have the necessary knowledge regarding the requirements that 

companies face when they choose to participate on social media and it may therefore, be 

difficult to develop a clear strategy and policy.  

Both Mikael Engvall and the theoretical framework, consequently pointed out that 

companies should manage this challenge by not get involved in social media before the 

companies have constructed a clear strategy and policy that every employee is aware of.  

5.2.6 Lack of understanding 

All the respondents were united that the major challenge for companies was their lack 

of understanding when it comes to be involved in social media. The respondents 

highlighted however, three different types of defects of understanding.   

5.2.6.1 Regarding the management of criticism 

Fredrik Holmström and David Flygar brought up the fact that there is sometimes a lack 

of understanding from the companies’ side, when it comes to how to respond to 

criticism from consumers on social media. The respondents linked this challenge to the 

organization and the companies’ engagement in social media as well as the building of 

trust. Fredrik Holmström argued that companies must have the knowledge of how to 

treat different types of criticism from the consumers in order to build trust, and even to 

be engaged in the consumers’ discussions. Leif Kajrup and David Flygar especially 

raised the importance to respond on negative criticism, so that the negative discussion 

not will become more comprehensive and thus spread on social media. This was 

something that was mentioned in the theoretical chapter as well, which pointed out that 

companies have trouble to manage particularly bitter criticism. If companies do not 

know how to respond on the comments, there is a huge risk that the company may 
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overreact or ignore the comments, which is the worst thing a company can do on social 

media (Peake, 2012). Both Fredrik Holmström and Mikael Engvall brought up the 

importance of first listen and then talk to the consumers, to avoid to express themselves 

in a wrongly way. Mikael Engvall also highlighted this challenge in connection to 

engagement, since the respondent argued that it is vital for companies to have the right 

tone voice towards the consumers, which varied depending on the social channel.  

This can be connected to the theoretical framework, since it claims that information on 

social media can be spread incredibly fast, which, in turn, means that companies cannot 

have control over the information (Agarwal et al., 2011). For that reason, companies 

have to think before they express themselves, because a wrong comment can be spread 

faster than the company can imagine and will thus not benefit the company. The 

theoretical framework is also in line with the respondents expressions, when it comes to 

the importance for companies to first listen to what the consumers are talking about and 

then involve themselves in the discussions on social media (König, 2012; Smith, 2009; 

Kaplan and Haenlein, 2010; Trainor, 2012).  

In order to manage this challenge the respondents further argued that companies must 

have a plan of how to respond to different kinds of criticism, in order to avoid 

misunderstandings. Fredrik Holmström and Mikael Engvall further pointed out that it is 

not wrong to wait a day to answer the consumers, depending on what kind of criticism it 

concerns. The theoretical framework also pointed out that it is of value to respond 

openly to all feedback provided by the customers by thanking for the feedback, and take 

the time needed to answer it honestly and clearly (König, 2012). 

5.2.6.2 Regarding engagement in social media 

Another challenge according to Mikael Engvall, Leif Kajrup and Stefan Haric was the 

companies’ lack of understanding regarding the importance of really being engaged in 

social media. Mikael Engvall and Leif Kajrup connected this challenge to the 

organization and the creation of engagement, and Leif Kajrup further argued that it is 

significant for companies to first listen and then act in order to create such engagement 

in the world of social media. Stefan Haric on the other hand, also related this challenge 

to the organization, since the respondent argued that it is often the management, which 

does not have this understanding of social media. Furthermore, Stefan Haric explained 
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that companies are completely naked on social media, that is to say, consumers are 

constantly sharing information about the companies, both accurate and inaccurate 

information. To be quiet is therefore, the worst thing a company can do, according to 

Stefan Haric.  

In accordance with the theoretical framework, has the consumer behaviors changed in 

time with the development of social media, since the consumers today want the 

companies to be more involved, that is to say, be available, as well as listen and respond 

to their opinions (Kietzmann et al., 2011). It could be the case that companies nowadays 

do not have the knowledge of this changed behavior and therefore even not the 

understanding of the need to be engaged in social media. A challenge that the 

theoretical chapter brings up when it comes to the importance of being involved in 

social media is that companies need to understand when it is appropriate to engage in 

the various platforms and when it is more appropriate to stand outside. This, to best 

demonstrates for the consumers that the companies care about them and their opinions 

(Kietzmann et al., 2011). A disagreement can therefore be seen between Stefan Haric’s 

argument regarding that the worst thing a company can do is to be quiet, and the theory 

argument about that companies need an understanding of when it is appropriate to 

involve themselves in the consumers’ discussions and when it is more appropriate to 

stand outside.  

The first step for companies in order to manage the challenge of understanding the 

importance of being involved in social media is according Stefan Haric, to ensure that 

the management has an understanding of how important social media is today. While, 

Mikael Engvall and Leif Kajrup believe that the whole organization need to get the 

knowledge of how important social media really is for companies today, in order to stay 

competitive on the market.  

5.2.6.3 Regarding the requirement of resources 

Mikael Engvall and Fredrik Holmström brought up an additional lack of understanding 

when it comes to the resources needed by the companies in social media. Mikael 

Engvall linked this challenge to the organization and engagement, as companies need to 

understand that an investment in social media first has to be done in a small scale, to 

then slowly increase. Fredrik Holmström on the other hand, linked this challenge also to 
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the organization, but even to the creation of a company’s personality, since it is 

important that the whole organization have an understanding about that it requires a lot 

of resources to provide the company’s right personality on social media. This lack of 

understanding mainly concerns the managements, since they focus on return on 

investment, while those who work with social media seeks return on involvement. 

There may therefore, be a collision between the management and the individuals whom 

work with social media since they have different views of social media and thus what 

resources it requires from the company, according to both Mikael Engvall and Fredrik 

Holmström.  

The theoretical framework also addressed the importance of that the individuals whom 

work with the communication on social media, constantly report to the management and 

other departments within the organization, in order to give all the employees an 

understanding of what is happening on social media. The theory also brought up that 

companies should be aware of that even though social media does not require a big 

budget for companies, it require a lot of resources in the form of engagement and time 

(Carlsson, 2010; Bottles and Sherlock, 2011). 

5.3 Summary of the identified challenges 
The authors have, in the following table 4, chosen to illustrate the challenges for 

companies when it comes to build customer relationships through social media, which 

were identified through the empirical material. The challenges are listed in the left 

column and the different respondents on the top. The dark pink boxes in the middle 

indicate the challenges each respondent brought up and the factors they highlighted. 

With the help of this table, the authors want to give the reader a detailed and clear 

picture of how many of the respondents who actually raised the same challenges.  

Challenges Leif Kajrup David 
Flygar 

Mikael 
Engvall 

Fredrik 
Holmström 

Stefan Haric 

Relationship building 

No trust, no 
attraction 

Trust, 
Attraction 

   Trust, 
Attraction 

The original 
Swede  

 Trust, 
Commitment, 
Personality 

Trust, 
Commitment, 
Personality 

  

Added value  Attraction, 
Commitment 

 Useful and 
valuable 
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information 
The creation 
of a 
personality 

  Personality  Personality 

Social media environment 

Allocating of 
resources  

Organization  Organization Trust Organization 

The 
consumers’ 
discussions 

Commitment  Trust, Useful 
and valuable 
information 

 Trust 

The choices 
are numerous 

Attraction, 
Commitment 

Attraction, 
Commitment 

 Attraction, 
Commitment 

 

What 
consumers 
value 

Monitoring 
systems, 
sCRM 

Monitoring 
systems, 
sCRM 

Monitoring 
systems, 
sCRM 

Monitoring 
systems, 
sCRM 

Monitoring 
systems, 
sCRM 

The creation 
of a strategy 
and a policy 

 Trust, 
Commitment 

Trust, 
Attraction 

 Trust 

Lack of 
understanding 

Engagement, 
Organization 

Engagement, 
Trust, 
Organization 

Engagement, 
Organization 

Engagement, 
Trust, 
Personality, 
Organization 

Engagement, 
Organization 

Table 5. Summary of the identified challenges.  

5.4 Relationship building through social media 
What has emerged during the analysis about the challenges that really converge can be 

clearly shown in the table above (table 5). Where the dark pink boxes indicate which 

respondents that brought up which challenges and how many of them that brought up 

the same. Consequently, the main challenges for companies when it comes to creating 

relationships on social media lies within the theoretical part of social media 

environment. In view of the fact that the respondents were less agreed about the 

challenges regarding the creation of loyal relationships, as they were regarding the 

company’s involvement on social media. It was especially three challenges that were 

highlighted throughout the analysis, which were:  

• Allocating of resources 

• What consumers value 

• Lack of understanding 

This, since four of five respondents agreed upon the challenge of allocation of 

resources and that all of the respondents agreed about the challenge of what consumers’ 
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value as well as the lack of understanding, which may be illustrated in the above table 

5.  

Moreover, all the respondents agreed that there was some kind of lack of understanding 

within the organization when it comes to managing social media. This lack of 

understanding concerned especially the areas of how companies should respond to 

criticism from the consumers, how important it actually is to get involved in social 

media and how much resources that are required from the companies when they decide 

to participate on social media. The last mentioned lack of understanding, can be 

connected to the other highlighted challenge, that is to say, the allocating of resources. 

The theoretical framework brought up the fact that it takes both a lot of time and great 

engagement from the company, in order to get involved in social media in relationship 

building purposes (Carlsson, 2010). It could therefore, be the case that companies do 

not have this understanding of social media, which could lead to difficulties in the 

building of relationships. This could also be linked to that the consumers are seeking for 

engagement with the companies in social media, since they want dialogical 

conversations with them (Kietzmann et al., 2011). If the companies then do not 

understand the importance of getting involved in social media, they may also have 

difficulties when it comes to meeting the consumers’ needs and expectations, which 

does not create loyalty among the consumers and thus even not create long-term 

customer relationships (Grönroos, 2010; Setó-Pamies, 2012).  

Something that was of interest with the challenge of what consumers’ value was that it 

was a large difference between the system of the theoretical framework with sCRM and 

the respondents’ viewpoints with different monitoring systems. However, sCRM and 

the different monitoring systems still had the same common goal, to understand what 

consumers really value, which was something that appears to be essential in the 

building of relationships through social media, both back in the time when sCRM was 

created, as well as in today. To make use of the different monitoring systems, the 

respondents pointed out that the companies must learn how to handle them, in order to 

use them in the best possible way. 

In order to manage the challenges related to the allocation of resources within the 

companies, what consumers’ value and the lack of understanding within the companies, 
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it emerged from the analysis that it could be required a greater responsibility from the 

companies. That is to say, the companies have to create a pre-understanding of the 

behaviors on the different platforms, in order to respond to the consumers correctly 

from the beginning, which is the basis for the creation of loyal customer relationships 

on social media. If companies have decided to get involved in social media to build 

customer relationships, they also need to engage themselves entirely; otherwise, it could 

results in the opposite effect, since social media can hit back (Carlsson, 2010; Agarwal 

et al., 2011). 
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6.0 Conclusions and research 

implications 

This final chapter presents the conclusions that are drawn from the 

study with the help of the analysis. Finally, theoretical and 

practical implications and suggestions for further research are 

discussed. 

6.1 Conclusions 
This bachelor thesis was aimed to describe the challenges companies face in the 

building of relationships through social media. The authors have after this study reached 

the conclusion that the main challenges for companies are the allocation of resources, 

the lack of understanding within the organization and the difficulties related to the 

understanding of what the consumers value. The lack of understanding concerns mainly 

three areas, which are the treatment of criticism from the consumers, the importance for 

companies to get involved in social media and how much resources that are required 

from the companies when they decide to participate on social media in relationship 

building purposes. The lack of understanding when it comes to the resources required, 

could be connected to the challenge of allocation of resources, since companies have to 

understand that an investment in social media requires resources in the form of 

employees with a strong engagement.  

The challenge of what consumers value, involves that companies need to find out what 

the consumers actually value, this can be done by making use of different monitoring 

systems. Companies must therefore, also learn how to handle these systems, in order to 

use them in the best possible way. There are thus, organizational requirements that must 

be achieved in order to create long-term and loyal relationships through social media. 

Based on this, could the authors finally, conclude that in order for the companies to 

meet these challenges in the best possible way, they need to create an understanding of 

social media, its platforms and systems; to then take advantage of the opportunity social 

media actually provides, to build good customer relationships. 
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Regarding the results of this study, the authors argued that even if they only had five 

interviews with social media experts, the authors considered that they have reached an 

empirical saturation. However, regarding whether one can generalize the results of this 

study for all types of companies, the authors considered not possible since the study was 

based on a qualitative research, on the other hand, the authors considered that they 

contributed to the research. Nevertheless, the authors argued that it is an indicator that 

the challenges look like this in practice, since all the respondents brought up two of the 

three main challenges and four of five respondents brought up one of the three main 

challenges, which in turn increased the validity of the study. 

6.2 Research implications 
6.2.1 Theoretical implications 

The result of this thesis, which indicates that there are organizational requirements that 

must be achieved in order to create loyal relationships through social media, can 

contribute to the research within the challenges companies face in social media. This in 

view of the fact that there has only been emerged from previous research that social 

media is a complex system and therefore not an easy task for companies to deal with 

(Agarwal et al., 2011; Peake, 2012; Kaplan and Haenlein, 2010). Consequently, the 

authors have come up with concrete challenges, which this complex system consists of. 

The authors discovered on the interview questions about if the respondents’ clients used 

sCRM that companies did not use this system in general, but in order to find out what 

consumers value, companies of today use different monitoring systems. This was 

something that did not correspond between the theory and empirical data at all, which 

results in that the outcome of these questions, contribute to the research about the 

systems used in social media in order to find out what the consumers really value. 

6.2.2 Practical implications 

Companies that want to make an investment in social media in relationship building 

purposes may with the help of the authors’ study, gain knowledge about the challenges 

that can occur. By providing the companies with knowledge about the challenges, the 

companies also have the opportunity to plan in advance how they should proceed in the 

management of these challenges if they would occur. This may in turn, facilitate the 
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work of the companies on social media in relationship building purposes. The results of 

the study, also contribute to increased knowledge of precisely relationship building 

through social media for companies.  

The social media experts in general can also benefit from the results of this study, since 

if they have the knowledge about the challenges that may occur on social media for 

companies in relationship building, they can warn the companies for these specific 

challenges and help the companies manage them if they occur.  

Consequently can the authors from this study give some general advice that should be 

evaluated by managers if they want to build customer relationships through social 

media. These became following: 

• Create an understanding of what social media involves 

• Create an understanding of the different social platforms available on social 

media and examine which ones that would best suit your business 

• Create an understanding of how to behave on the social platforms you choose to 

participate on 

• Create an understanding of how much resources that actually would be needed 

from your employees 

6.2.3 Suggestions for further research 

This study has resulted in knowledge and issues that can contribute to future studies and 

research about relationship building through social media and its challenges that 

companies may face. In this study, the authors have taken the company’s perspective, 

with the focus on, wherein social media the challenges lies for companies, in 

relationship building purposes. The authors could after this study was finished, state that 

it would have been interesting to also ask the companies themselves. In order to 

thereafter, be able to compare the results with the social media experts' perceptions and 

the companies' perceptions of the challenges that social media provides. It would also 

be interesting to study the area further from the consumer’s point of view, to find out 

how the consumers perceive the company’s management of the challenges.  Therefore, 

an additional study could also be, based on these study’s challenges, how companies 
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should manage these in a deeper level, since the authors of this study only scratched on 

the surface about this management.  

Further research could also include studies about how the challenges may differ 

depending on specific industries, as well as countries, and how companies can manage 

these. Regarding the differences depending on countries, was this something the authors 

could imagine after their study was finished, since the respondents specifically brought 

up the challenges with the original Swede. Another future research could also involve 

just about the original Swede and their needs and challenges, in the process for 

companies to build relationships with them through social media.  

In view of the fact that the social media environment constantly is developing, another 

alternative for further research could therefore be, to follow up this study after a year, in 

order to find out if the challenges have changed or new one have occurred. Finally, the 

authors also consider that there are opportunities to continue studies within this area, 

since this study can be carried out with a different methodology, to thus be able to 

compare the results.  
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Appendix 
The interview guide 

Trust 

• How do companies use social media in order to build trust in customer 

relationships? (Follow-up question if needed, where on social media is this trust 

built, are social networks and communities used?) 

• To create trust in customer relationships, do companies use any of the 

information that is constantly shared on social media, such as comments and 

blog posts, and if so, in what ways? 

• Do companies by themselves send out messages and status updates to create 

trust in the customer relationships, and if so, how do they proceed? 

• What kinds of challenges do you experience companies face in the creation of 

trust in the customer relationships on social media, and how can these be 

managed? 

Commitment 

• How do companies use social media in order to create customer engagement in 

the building of relationships? (Follow-up question if needed, where on social 

media is this customer engagement built, are social networks and communities 

used?) 

• To create engagement in customer relationships, do companies use any of the 

information that is constantly shared on social media, such as comments and 

blog posts, and if so, in what ways? 

• In what ways can companies benefit from sending out messages and status 

updates in order to create customer engagement? 

• What kinds of challenges do you experience companies face when it comes to 

creating customer engagement in relationships through social media, and how 

can these be managed? 
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Attraction 

• In what ways can companies benefit from social media to create attraction 

among the customers, which in turn can lead to relationships? (Follow-up 

question if needed, where on social media is this attraction built, are social 

networks and communities used?) 

• To create attraction among the customers in the process of building 

relationships, do companies use any of the information that is constantly shared 

on social media, such as comments and blog posts, and if so, in what ways? 

• Do companies by themselves send out messages and status updates to create 

attraction among the customers in the relationships, and if so, how do they 

proceed? 

• What kinds of challenges do you experience companies face, when it comes to 

creating attraction among  the customers in the building of relationships on 

social media, and how can these be managed? 

Useful and valuable content 

• In what ways can companies benefit from social media in order to send out 

valuable information to the customers in the process of building relationships? 

• What kinds of challenges do you experience companies face in the creation of 

valuable information to the customers on social media in relationship building 

purposes, and how can these be managed? 

Personality  

•  How can companies proceed in order to create a personality on social media in 

relationship building purposes? 

• What kinds of challenges do you experience companies face when it comes to 

creating a company a personality on social media? 

Engagement 

• In what ways can companies involve themselves in the discussion on social 

media to create customer relationships? 

• What is your view on the importance for companies to first listen to what the 

customers are saying and then involve themselves in the discussions in order to 

build relationships? 
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• What kinds of challenges do you experience companies face in the process to be 

involved in the discussions on social media in relationships building purposes? 

Social Customer relationship management (sCRM) 

• Do companies use the system ’Customer Relationships Management’ to create 

customer relationships on social media? 

• If yes, in what ways do companies benefit from this system in order to create 

customer relationships? 

• What kinds of challenges do you experience companies face in the use of this 

system in social media and how can these be managed? 

Organization 

• How do you perceive the company’s management role in the relationship 

building through social media? 

• How do you perceive the entire organization’s role in building of customer 

relationships through social media? 

The interview questions on Swedish 
Trust 

• Hur använder företag sig av sociala medier för att skapa förtroende i 

kundrelationer? (Följdfråga om det behövs: var på sociala medier byggs detta 

förtroende, används sociala nätverk och communities?) 

• För att skapa förtroende i kundrelationer, använder företag sig då av den 

information som ständigt delas på sociala medier, såsom kommentarer och 

blogginlägg och i så fall på vilka sätt? 

• Brukar företag själva sända ut meddelanden och statusuppdateringar för att på 

så sätt bygga förtroende i kundrelationer och i så fall hur går de tillväga?   

• Vilka typer av utmaningar upplever Ni att det finns för företag när det gäller 

skapandet av förtroende i kundrelationer på sociala medier och hur kan dessa 

hanteras?  
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Commitment 

• Hur använder företag sig av sociala medier för att skapa kundengagemang i 

uppbyggandet av relationer? (Följdfråga om det behövs: var på sociala medier 

byggs detta kundengagemang, används sociala nätverk och communities?) 

• För att skapa kundengagemang använder sig företag då av den information som 

ständigt delas på sociala medier, såsom kommentarer och blogginlägg och i så 

fall på vilka sätt? 

• På vilka sätt kan företag dra nytta av att själva sända ut meddelanden och 

statusuppdateringar för att skapa kundengagemang i byggandet av relationer?  

• Vilka typer av utmaningar upplever Ni att det finns för företag när det gäller 

skapandet av kundengagemang i sociala medier och hur kan dessa hanteras? 

Attraction 

• På vilka sätt kan företag dra nytta av sociala medier för att skapa attraktion hos 

kunderna som i sin tur kan leda till relationer? (Följdfråga om det behövs: var på 

sociala medier byggs denna attraktion, används sociala nätverk och 

communities?) 

• För att skapa attraktion hos kunderna använder företag sig då av den 

information som ständigt delas på sociala medier, såsom kommentarer och 

blogginlägg och i så fall på vilka sätt? 

• Brukar företag själva sända ut meddelanden eller statusuppdateringar för att 

skapa attraktion hos kunderna i relationsskapande syfte och i så fall hur går de 

tillväga?   

• Vilka typer av utmaningar upplever Ni att det finns för företag när det gäller 

skapandet av attraktion hos kunderna på sociala medier och hur kan dessa 

hanteras? 

Useful and valuable content 

• På vilka sätt kan företag dra nytta av sociala medier för att sända ut värdefull 

information till kunderna i processen att bygga relationer?  

• Vilka typer av utmaningar upplever Ni att företag ställs inför när det gäller att 

skapa värdefull information på sociala medier och kan dessa hanteras?  



	  
	  

	  
94	  

	  

Personality  

• Hur kan företagen gå tillväga för att skapa en personlighet på sociala medier i 

relationsskapande syfte?  

• Vilka typer av utmaningar upplever Ni att företag ställs inför när det gäller 

skapandet av en personlighet på sociala medier? 

Engagement 

• På vilka sätt kan företag engagera sig i diskussionerna på sociala medier för att 

bygga kundrelationer?  

• Vad anser Ni om vikten för företag att först lyssna på vad kunderna säger för att 

sedan själva involvera sig i diskussionerna? 

• Vilka typer av utmaningar upplever Ni att företag ställs inför när det gäller att 

engagera sig i diskussionerna på sociala medier i relationsskapande syfte? 

Social Customer relationship management (sCRM) 

• Använder sig företag av systemet ‘Customer Relationship Management’ för att 

skapa kundrelationer i sociala medier?  

• Om ja, på vilka sätt drar företag nytta av systemet för att skapa relationer? 

• Vilka typer av utmaningar upplever Ni att företag ställs inför när det gäller 

användandet av CRM-systemet i sociala medier och hur hanterar Ni dessa?  

Organization 

• Hur uppfattar Ni ett företags lednings roll i relationsskapandet på sociala 

medier?  

• Hur uppfattar Ni hela organisationens roll och engagemang i relationsskapandet 

på sociala medier?  
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