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ABSTRACT 

30 ETCS credits degree project in Marketing, Linnaeus University, School of Business 

and Economics, spring 2013. 

Title: Social media - Integrate it and perform better? 

Authors: Gabriel Modéus, gabriel@modeus.se 

 Roger Blomkvist, rogerblomqvist_@hotmail.com 

Examinator: Prof. Mosad Zineldin 

Tutor: Dr. Martin Amstéus 

Purpose: The purpose of this thesis is to assess the relationship between 

companies’ social media integration and companies’ subjective social 

media performance. 

Hypotheses: In this thesis eight hypotheses are formulated. All eight of them focus on 

if there is a relationship between integration of social media and 

subjective social media performance. Seven of the hypotheses are 

focusing on possible specific goals with social media and one is about if 

there is a more general relationship. 

Methodology: In this thesis a deductive method as well as a positivistic and an 

objectivistic approach are used. Based on theory, questions for our 

research were formulated and tested through interviews, looked over by 

academic professionals and finally tested in a pilot study. The main study 

was conducted as an online survey where answers from 511 companies 

were collected, resulting in a response rate of 38.02%. 

Conclusion: On all hypotheses a positive correlation between integration of social 

media and subjective social media performance can be found. However it 

is in general not very common for companies to feel satisfied with how 

they perform in social media. It is as well not very common for 

companies to fully integrate all departments in their social media 

activities. It was also concluded that companies which are not yet active 

in social media services could have Facebook, LinkedIn, Twitter and 
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YouTube as starting points, when thinking about what social media 

services to start their social media activities in. 

Suggestions for We suggested that social media integration and social media performance 

should be tested objectively in further research, for example by doing 

experimental design and case studies. It could also further be tested by 

doing the research internationally, on companies in other industries as 

well as on smaller and other types of companies. 

Keywords: Social media integration, Subjective social media performance, Social 

media, Metrics of social media 
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1. INTRODUCTION 

1.1. BACKGROUND 

Do you know where the news about the raid on Osama Bin Laden was first reported? Or the 

news about the royal wedding in the United Kingdom? Or the news about the death of 

Whitney Houston? It was not in the newspapers or on the TV news. Nowadays, news is 

quickly published on the Internet, and in social media (Mashable, 2013-02-05). 

Today, the Internet is an important part of people’s everyday life (Hughes et al., 2012). 

During the introduction of the web, in the early 1990s, Internet was mostly used to publish 

static material, which the website developers controlled. But in recent years the content and 

usage of the web have transformed (Montalvo, 2011; Agichtein et al., 2008; Drury, 2008). 

Today’s user-driven media, sometimes also called social media, has supplemented the 

traditional usage of the web. Social media exists in different shapes, such as social networks, 

blogs, video sharing, web forums and social bookmarking websites (Drury, 2008). 

The overall usage of social media is increasing rapidly, and has been doing so for the past 

years (Thackeray et al., 2012). Thackeray et al. (2012) bring up statistics from The Radicati 

Group, Inc. showing that, the number of corporations and individuals that have accounts on 

social networking sites will be more than 3 billion, in 2015. Social media is being spread at an 

impressive pace. For example, it took Twitter four years to reach a user base of 150 million 

active users (Agnihotri et al., 2012) and Facebook grew from 5.5 million users in 2005, to 680 

million monthly active users in late 2012 (Hughes et al., 2012). In comparison, it took 

television and telephony 39 respectively 89 years to reach the same amount of users 

(Agnihotri et al., 2012). Currently Facebook is the world’s largest social media website (Aula, 

2010). 

However, social media is still, in some ways, not something groundbreaking. It is where 

Internet has its roots, namely being a platform where information can be exchanged between 

users. The Internet was from the beginning a Bulletin Board System (BBS) where users could 

exchange messages, software and more. However, social media does have some technical 

differences compared to BBS; it does for example allow more kinds of sharing. In 2004 the 

word Web 2.0 was first used. Web 2.0 is used to describe a website or platform where the 

content and applications are being modified by all users, not only created and published by 
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one individual (Kaplan & Haenlein, 2010). Web 2.0 is about users collaborating and 

participating. Web 1.0 was more about the developers of the websites (Montalvo, 2011). 

Social media is built upon a two-way communication infrastructure, where people and 

companies can interact, communicate, collaborate and share contents (Wilson et al., 2009; 

Thackeray et al., 2012), rather than just consume published material (Stephen & Galak, 2012; 

Smith, 2009; Agichtein et al., 2008). Contents such as videos, images, texts, ideas, insights, 

humours, gossips and news, among others, are examples of popular things to share (Drury, 

2008). Being social on social media does not mean to publish your normal press releases and 

such. Instead companies need to develop a kind of relationship with their customers (Bottles 

& Sherlock, 2011; Kaplan & Haenlein, 2010). Companies need to be active in sharing and 

interacting with people, and to do so in a way that the customers think is interesting. There 

has to be a reason for the customers to listen to the company (Kaplan & Haenlein, 2010). It is 

also important that companies listen to customers in social media (Bottles & Sherlock, 2011; 

Crawford, 2009). Generally there has been a focus on having a voice, but listening to others 

can be just as important. Through listening companies can for example hear their customers’ 

opinions, which is something they then can respond to (Crawford, 2009). 

According to Montalvo (2011) there has in recent years been an upswing in the hiring of 

social media managers. When Montalvo (2011) searched for “social media manager” on the 

employment website Monster.com he got a large amount of matches. There has as well been 

an increased demand of other kind of social media specialists (Fitch, 2009). The Association 

of Swedish Advertisers conducted, together with the research company Novus, a survey. This 

survey showed that social media, to a large extent, was the most important trend and an area 

companies felt a need to employ more people in (Sveriges Annonsörer, 2013-01-24). 

1.2. PROBLEM DISCUSSION 

It is often argued that social media should not be used as a conventional marketing channel 

(Bottles & Sherlock, 2011). Social media is not like a mass communication channel, instead it 

allows people to interact and communicate with each other on a “two-way communication” 

basis (Thackeray et al., 2012). Through this interaction and two-way communication, between 

individuals, companies can no longer control all the communication. Companies cannot 

determine what contents customers will share, like or reply on. This can have a negative effect 

on companies’ sales, reputation, and in worst case, even its survival. Therefore it could be 
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essential for companies to have a plan on how to manage and control social media within the 

organisation (Kietzmann et al., 2011). 

Social media, in its core, is about collaboration, which makes partnership between 

departments essential. To handle and manage a company’s social media is not as simple as 

asking a sales or marketing employee to start tweeting or to set up a Facebook page on behalf 

of the company (Andzulis et al., 2012). The Swedish communication agency Kreafon, who 

are specialists in social media, wrote on their corporate blog that social media is something 

that needs to be taken care of by several departments within the organisation 

(Kreafonbloggen, 2013-01-24). Zineldin and Vasicheva (2008) further develop this notion by 

arguing that companies can no longer afford to maintain barriers between functions and 

departments within the organisation. In the same way, social media should not be a disjointed 

part of the business, since social media activities will work better if it receives input from 

different departments in the company (Andzulis et al., 2012). 

In a survey conducted by The CMO Survey, 16.7% of the chief marketing officers (CMOs) 

state that social media has not at all been integrated in the companies’ marketing strategies. 

Only 6.8% of the responding CMOs answered that they do a very good job integrating social 

media in their marketing strategy (Hurwitz, 2013-01-23). It is however important to 

remember that this statistics only show the integration of social media within the marketing 

strategy, and not the integration of social media between the company’s different 

departments. From this, questions regarding integration of social media within organisations 

could be raised, since they obviously do not integrate social media that well, even in their 

marketing strategy. 

It seems like many companies let their social media activities exist in a silo. This means that 

the social media activities are not integrated, and thereby may fail to involve stakeholders 

across the organisation. The social media activities might for example be outsourced, the 

company might have a social media department or a social media manager. They might also 

be limiting their employees’ participation in social media. This might for example be done out 

of fear that an employee could write something incorrect or inappropriate (Bottles & 

Sherlock, 2011; Hurwitz, 2013-01-23; Montalvo, 2011).  

It is argued that if social media is being integrated and worked with, as a joint part of the 

business, the company has a higher chance to reach higher performance from its social media 

usage, compared to companies that do not integrate their social media (Andzulis et al. 2012). 
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Further, Rodriguez et al. (2012) argue that social media is used in organisations to increase 

the performance on different goals. Goals in social media could for example be to increase 

brand awareness or to try to engage customers with the brand (Hoffman & Fodor, 2010).  

The concept of performance is not fully understood (Pollanen, 2005) and there is uncertainty 

regarding how to measure performance, in general (Homburg et al., 2012). In social media, 

measurement of performance is essential to be able to determine if social media is successful 

and generates high performance (Andzulis et al., 2012), but what and how companies actually 

measure is widely discussed (Hoffman & Fodor, 2010). Therefore, a way to measure social 

media performance could be to measure it in a subjective way. By doing so, it would be 

possible to see how the company feel they perform in social media (Haber & Reichel, 2007). 

Macnamara and Zerfass (2012) state that there still remain significant gaps in the knowledge 

of how this new communication channel, social media, can and should be utilized and how 

companies actually are using social media in the context of corporate communication. In 

accordance, Andzulis et al. (2012), contends that the integration of social media is not often 

put into practice in reality. Social media is at the bottom line new to everyone, which means 

that it lacks rules and there is a lot of learning to be done regarding on how to use it and what 

it can contribute with (Macnamara & Zerfass, 2012). In similarity, Hoffman and Fodor (2010) 

argue that companies have problems knowing how social media should be handled and 

therefore it is hard to know what to do to reach high performance in it. 

In summary, it is argued that integrating social media gives the company a good chance to 

reach higher performance, in their use of social media. However, according to scholars found 

during the authors’ theoretical research, there is a lack of empirical investigation regarding if 

and how integration of social media affects the social media performance. Wright & Hinson 

(2009), in Macnamara & Zerfass (2012), state that, “gaps exist when measuring differences 

between what is happening and what should be happening in terms of […] social media” (p. 

19). This makes it interesting to investigate if integration occurs and if it affects companies’ 

performance in social media. Consequently, we argue that it is essential to provide empirical 

evidence concerning how integration of social media affects social media performance. 

1.3. PURPOSE 

The purpose of this thesis is to assess the relationship between companies’ social media 

integration and companies’ subjective social media performance. 
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1.4. DELIMITATIONS 

This thesis does not investigate the measures of performance from an objective perspective. 

This means that the measurements are not based on numbers, such as ROI of social media. 

Instead the measurements of performance are based on the respondents’ perception of their 

company’s social media performance. This is due to the limited time period for the thesis (one 

semester) which made it hard to conduct a long time study on if and how performance were 

affected when a company started to integrate social media. 

No companies that in 2011 had less than 50 employees were included in this study. The 

reason why these are not included is that the limit for medium companies, according to the 

SME scale, is 50 employees. The authors believed that for this thesis it would be preferable to 

investigate companies with several employees since they might be more likely to have several 

departments, which can be integrated in their social media activities. 

1.5. THEORETICAL AND EMPIRICAL RELEVANCE 

This thesis has theoretical relevance in that it complements the existing theories regarding 

measurements of social media performance. Further, it also gives deeper knowledge in how 

companies work with social media and which social media services mostly are being used. 

The study also contributes with a new approach to theory since it is one of the first studies to 

investigate the relationship between social media integration and social media performance. 

From an empirical relevance point of view, this study can contribute with information to 

companies, regarding if social media integration affects social media performance. It will also 

contribute with empirical evidence to the theory regarding the relationship between social 

media integration and social media performance. Furthermore, the study will present how 

social media is handled in companies, regarding teams and guidelines. 

1.6. OUTLINE OF THE THESIS 

After the introduction chapter, which has provided the reader with a background on the 

subject and on what is going to be investigated in this thesis, a theoretical chapter follows. 

The theoretical chapter goes through several theories which all help to give a theoretical 

foundation for the eight hypotheses. All eight hypotheses focus on the question about whether 

there is a relationship between the integration of social media and subjective social media 

performance. 

Following the theoretical chapter there is a methodology chapter. This chapter gives an 

overview on possible methods for research and then presents what methods have been used in 
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our research. The steps taken for the research are as well being thoroughly described in the 

methodology chapter. Following the methodology chapter, the results from the survey is 

presented, in the results chapter. 

The results chapter starts with data answering the hypotheses are presented. The presentation 

of the hypotheses starts with answering hypothesis one to seven. Then the main hypothesis, 

hypothesis eight, is answered. After this, the result on each of the questions asked is 

presented. The results chapter ends with that some additional results that, the authors find 

interesting, are presented. 

Following the results chapter a conclusion is made, followed by a discussion regarding the 

results. In the end of the main part of this thesis, suggestions for further research are given. 

Then the references are provided and additional information and data are available in the 

appendixes.
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2. THEORETICAL FRAMEWORK 

2.1. MARKETING COMMUNICATIONS 

Marketing communications is a phenomenon with different names, but it is mostly recognized 

as the promotional component of the 4Ps in the marketing mix (Hartley & Pickton, 1999). 

According to Keller (2001), marketing communications are activities that companies carry out 

in order to remind, convey and inform customers about its products and services. In the same 

way Holm (2006) argues that marketing communications’ purpose is to affect the customers’ 

perceptions of value. This can be done in a direct as well as in a non-direct way. Marketing 

communications is probably the area that has seen most changes within marketing, such as 

introduction of new ways to reach customers. It has experienced dramatic changes in the 

fragmentation of traditional media and the emergence of non-traditional media and other ways 

to communicate (Keller, 2001). From a historical point of view, when the markets were more 

certain, marketing communications mostly consisted of only a few options. Those options 

were for example, billboards, magazines and broadcast advertising. This has eventually 

changed in pace with the growth of new technologies and selective consumers. Targeting 

specific customer segments and creating customised campaigns have increased and the non-

traditional tools such as sales promotion, event marketing, direct marketing and sponsorship 

have grown at an incredible speed (Schultz & Schultz, 1998). 

2.1.1. INTEGRATED MARKETING COMMUNICATIONS 

The concept of integrated marketing communications (IMC) is not something new (Hartley & 

Pickton, 1999). It has been practised by marketing communications professionals for decades 

(Hutton, 1996). But it was not until in the 1990s that it became a really hot topic in the 

marketing field, on the international level (Holm, 2006). When IMC first was introduced, its 

purpose was to build “one sight, one sound” from the company by determining an overall 

structure regarding the communication planning. This means that IMC could be used as a 

guideline to create synergy through companies’ campaigns (Schultz & Schultz, 1998). Smith 

et al. (1999, in Holm, 2006, p.26) state that IMC nowadays can be divided into these 

definitions: 

1. Management and control of all market communications. 

2. Ensuring that the brand positioning, personality and messages are delivered 

synergistically across every element of communication and are delivered from a single 

consistent strategy. 
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3. The strategic analysis, choice, implementation and control of all elements of 

marketing communications, which efficiently (best use of resources), economically 

(minimum costs) and effectively (maximum results) influence transactions between an 

organisation and its existing and potential customers, consumers and clients. 

Madhavaram et al. (2005) argue that IMC has gone through an evolution since it was first 

introduced. It has gone from being something local to being something with a global 

appearance, focusing on an “outside-in” perspective instead of the previous “inside-out”, 

when it comes to the customers. This means that companies are adapting to the customers. 

The focus on IMC no longer lies on what it really is; instead the focus is on how companies 

can use it (Madhavarm et al. 2005). Further, Kitchen et al. (2004) write that IMC has been 

developed from being just a communication process into being a process that treats 

companies’ management and its brands. 

2.2. SOCIAL MEDIA 

2.2.1. THE PHENOMENON SOCIAL MEDIA 

Social media is different technologies that, through the Internet, enable communications on its 

platforms (Montalvo, 2011). Social media is as well about sharing different forms of contents, 

in an online environment. These contents can for example be videos, photos, news, opinions 

and other things (Drury, 2008). There are as well a whole lot of different online platforms 

considered to be social media, for example social networks, blogs, microblogs, wikis, online 

communities, discussion forums, podcasts, vlogs and websites for public bookmarking 

(Drury, 2008; Agnihotri et al., 2012; Singh & Sonnenburg, 2012). 

Social media makes contents become democratized, since people are able to share and interact 

around the content (Drury, 2008). It does as well open possibilities for companies to have a 

one-to-one connection, with their customers (Agnihotri et al., 2012). Hence, social media is a 

two-way communication, since it allows communication from both parts (Thackeray et al., 

2012). The social media phenomenon and its two-way communication originate from the 

evolution of Web 2.0, which in turn has evolved from Web 1.0 (Montalvo, 2011). 

2.2.2. WEB 1.0 AND WEB 2.0 

Web 1.0 had its focus on the developers and most of the users were only consuming contents. 

This is something that has changed with Web 2.0 where everyone can take part in the creation 

of contents. Hence, Web 2.0 is more about users collaborating and participating, and today’s 

social media platforms exist thanks to Web 2.0. Both Web 1.0 and Web 2.0 websites are still 
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being used and it may seem easy to distinguish between Web 1.0 and 2.0 websites. In reality 

it is however more complicated since some websites are hard to categorise (Cormode & 

Krishnamurthy, 2008; Montalvo, 2011 & Vuori, 2012). 

2.2.3. DIFFERENT TYPES OF SOCIAL MEDIA 

Kaplan & Haenlein (2010) argue that there is no systematic way of categorising social media. 

Everyday new websites are appearing. This is something a categorising system needs to take 

into account. However, Kaplan & Haenlein (2010) have tried to categorise social media into 

the following categories: 

 Collaborative projects are a type of social media allowing the users to create contents 

together. Examples of collaborative projects are: 

o Wikis are a type of media where the users can edit, add and remove text-based 

contents. Wikipedia is an example of a wiki. 

o Social bookmarking applications are a type of media that enables groups of 

people to share and rate links and media contents. Delicious is an example of a 

social bookmarking application. 

 Blogs is the earliest type of social media. It could be compared to a personal webpage 

and it is often managed by a single individual who posts entries to the blog. The 

subject of blogs varies from being diaries to a place where information about a 

specific area are published. Blogs are being used by many companies to update 

stakeholders, such as employees and customers (Kaplan & Haenlein 2010). Blogs 

could also be used, for example, as a platform where opinions could be expressed, 

customers could be educated and discussions regarding a company’s products could be 

initiated (Agnihotri et al., 2012). 

 Content communities are websites that help the users to share contents with others. 

There are a large amount of different types of media that could be shared through 

these websites. Users could for example share texts, photos, videos and presentations. 

Examples of content communities are YouTube and Flickr. 

 Social networking sites are a type of media that is very popular. These websites make 

it possible for people to connect with others, online, by creating a profile. Profiles 

could include a lot of different contents, such as videos and photos. Companies could 
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use these sites for example to do marketing research as well as creating brand 

communities. Two examples of social networking sites are Facebook and Myspace. 

 Virtual worlds are according to Kaplan & Haenlein (2010) two categories that have 

similarities, which mean that they are a media that allows its users to interact in a 

three-dimensional environment. The two different categories of virtual worlds are: 

o Virtual game worlds are a type of media which is sometimes called massively 

multiplayer online role-playing game (MMORPG). An example is the 

computer game “World of Warcraft”. This media has rules, which the users 

have to follow and these games usually limit how much the users can show of 

who they are. Companies could for example place in-game ads in this media. 

o Virtual social worlds is another virtual world, but here there are less rules and 

the users can choose their behaviour more on their own, and live a virtual life. 

Companies could for example use this media for advertisement, 

communication, selling virtual products and doing marketing research. One 

example of this media is Second Life. 

In Appendix 1 a brief overview of some social media websites are provided. 

2.2.4. CORPORATE USE OF SOCIAL MEDIA 

Companies can use social media to communicate and interact with their customers as well as 

for sharing contents, such as videos, images, texts and news. Companies can also use social 

media, for example, for their public relations, as a support channel and to drive sales. Social 

media can for example improve the possibilities for the sales department to deliver superior 

value to their customers. This can be done by listening to customers in social media, since 

companies then can hear their customers’ opinions. Then they have got the possibility to 

respond to these opinions (Agnihotri et al., 2012; Crawford, 2009; Macnamara & Zerfass, 

2012; Thackeray et al., 2012; Varini & Sirsi, 2012; Vuori, 2012; Wilson et al., 2009). 

Companies need to work on recognizing valuable contents and filter it out, to be able to 

collect and re-publish it (Vuori, 2012). There are today a lot of different monitoring tools for 

social media (Varini & Sirsi, 2012). Companies can use social media for crowdsourcing, if 

they allow customers to interact with the company, discuss products and to deliver 

suggestions. They do however need to consider the legal parts, such as intellectual property 
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rights, when they receive feedback and suggestions through social media. The question 

regarding who owns the idea is important (Vuori, 2012). 

It can be summarized as Vuori (2012, p. 157) writes “[...] social media tools can be utilized 

for content generation, community building and harnessing information. Social media can be 

used with employees and contractors as well as customers, partners and suppliers”. It is 

however important to understand that different social media have different purposes and to 

understand how they can be used (Vuori, 2012). 

2.2.5. MANAGING AND INTEGRATING SOCIAL MEDIA 

To manage social media requires knowledge and competence in development of strategies. 

Companies need to be able to monitor, identify and take care of problems, which might hurt 

the brands reputation. It is important for companies to be able to analyse data and to be 

creative and good in collaboration between departments. They also need to understand that 

the management of social media will influence the customers’ brand awareness and its 

reputation (Montalvo, 2011). 

There are opinions that companies should work with interdepartmental coordination, when 

managing social media activities, since it will ensure that a consistent message is given from 

all different channels (Montalvo, 2011). Andzulis et al. (2012) argue that if social media is 

being integrated, in the organisation, it has a greater chance to reach higher social media 

performance, compared to if it is not integrated within the organisation. 

Companies can create social media guidelines, which are distributed to employees, instructing 

them on how to act as representatives of the company (Vuori, 2012). Some companies might 

outsource their social media activities, some might have a social media department and some 

might have a social media manager (Bottles & Sherlock, 2011; Montalvo, 2011). During the 

last years, there has been an upswing in the recruiting of social media managers, as well as 

other social media experts (Fitch, 2009; Montalvo, 2011). Managing social media is a 

specialised skill that has influences from a large amount of areas, such as; marketing, public 

relations, strategic management, communications and journalism (Montalvo, 2011). 

2.2.6. METCALFE’S LAW 

Metcalfe’s law is built on the two-way communication which is the core of social media. In 

recent years, Metcalfe’s law has been used to explain technological development in phones, 

web applications and especially in social networks. The key message in Metcalfe’s law is that 

a network’s value increases when the number of actors in the network grows. The potential 
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effect of a network increases exponentially as more individuals are connected to the network. 

People tend to talk about things which they find interesting. As the number of people within 

the network grows, the connectivity grows as well. When the network grows more people can 

share contents with each other (Wilson & Dunn, 2011). 

2.3. WORD-OF-MOUTH 

Word-of-Mouth (WOM) is something that plays an important role in customers’ decision 

making (Hennig-Thurau et al., 2004), since it affects attitudes and behaviours (Johnson 

Brown & Reingen, 1987). It has been seen that WOM is the thing that influences the customer 

the most in some shopping situations (Katz and Lazarsfeld, 1955, in Johnson Brown & 

Reingen, 1987). It has also been seen that WOM can be an important source for acquiring 

new customers, even more important than traditional marketing activities (Trusov et al., 

2009). Some of the reasons why WOM arises are that customers want to get attention, help 

others, share news and ease anger and frustration (Henning-Thurau et al., 2004). But what is 

important to remember is that WOM is hard to control and monitor (Dellarocas, 2003). Some 

authors argue that customers mainly tell others when they have not got what they were 

expecting, while others argue that positive and negative WOM might arise for different 

reasons (Henning-Thurau et al., 2004). 

Internet has lead to the development of something called electronic Word-of-Mouth, eWOM 

(Hennig-Thurau et al., 2004 and Jansen et al., 2009), also called online Word-of-Mouth, 

OWOM (Jansen et al., 2009). The rise of the Internet has increased customers’ possibilities to 

spread WOM (Trusov et al., 2009) to a lot of people. Hence, eWOM does in some ways 

increase the customers’ power and takes away some power from companies (Hennig-Thurau 

et al., 2004). With social media, it is today easier for companies to monitor WOM, to see what 

is said about them as well as what is being said about their competitors (Dellarocas, 2003; 

Jansen et al., 2009). A challenge that eWOM presents is regarding the question about whom 

and what to trust, since people can use fake identities and post false information. Even if some 

things have changed with eWOM, such as the fact that it is easier for customers to spread 

WOM (Dellarocas, 2003), the reasons brought up to why people use the traditional form of 

WOM is as well relevant for eWOM (Hennig-Thurau et al., 2004). 

2.4. RELATIONSHIPS IN SOCIAL MEDIA 

The importance of having a positive relationship between companies and customers in social 

media is essential. This since social media is built upon a two-way communication and 
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encourages engagement and interaction with customers (Agnihotri et al., 2012). A problem is 

that companies cannot control or determine what contents customers will share or comment 

on. Having many dissatisfied customers could be devastating and have negative effects on 

companies’ sales and reputation. This makes good relationships essential (Kietzmann et al., 

2011). Zineldin (2000) argues that when companies build relationships over time, it can be 

seen as an integrated activity that involves employees across the departments of the company. 

In relationship marketing, the combination of trust and commitment is the foundation. Trust is 

an important element for maintaining successful relationships (Álvarez et al., 2011), which is 

connected to positive attitudes (Gill et al, 2005). Relationships are built when the customers 

are able to trust the company, which provides the product or service. For example the 

relationship is strengthened when the customers believe and feel confident that the 

information provided to the company is treated confidentially. Trust is necessary when 

building and gaining customers’ loyalty. In turn, loyalty builds a stronger and more stable 

customer basis. In the same way, trust determines the level of commitment as well as the 

intensity of the relationship (Álvarez et al., 2011). 

However, other factors than trust and commitment are needed to be taken into consideration 

when building positive relationships. Important when maintaining relationships are factors 

such as customer satisfaction, management of complains, switching cost and the ability to 

share objectives and contents (Brashear et al., 2003). In the same way, Zineldin (2000) argues 

that personal relationships, interactions and social exchange are important elements in 

relationship marketing. 

The relationship management literature has changed in the recent years, due to the evolution 

of organisational networks, e-commerce and e-business. From online commerce a new way 

on how to research relationship management, called total relationship management (TRM), 

has been given (Zineldin & Vasicheva, 2008). Zineldin (2000b) describes TRM as a 

philosophy that takes care of and guide all people, functions and departments within a 

company. TRM also deals with the company’s overall thinking, as well as specific questions 

and messages regarding products and services. The philosophy of TRM is used to create and 

maintain positive long-term relationships between the company and its customers (Zineldin, 

2000b). 

Due to the technological development in recent years, companies tend to find it more difficult 

to separate relationships from technology (Zineldin, 2000). To manage this, Zineldin (2000) 
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came up with the term “technologicalship”, which combines modern technologies, attitudes 

and relationships. From this a linkage is created, through the interaction process between 

internal and external environment. Further, it emphasises how Internet communication 

technology creates a win-win situation for consumers and companies through its abilities to 

ease the accessibility for both sides. For example, on a company website where consumers 

can track their purchases and the company can create customised offerings for the consumers 

(Zineldin & Vasicheva, 2008). 

To manage the technological development from a management perspective, Zineldin and 

Vasicheva (2008) developed TRM to e-/@TRM (electronic Total Relationship Management). 

This was done in order to be able to facilitate the development of Web 2.0. The e/@TRM 

philosophy can be used by managers to create, maintain and enhance sustainable and positive 

relationships between the company and its customers, on the Internet. e/@TRM can also be 

used to manage the two-way communication that social media creates (Zineldin & Vasicheva, 

2008). Andzulis et al. (2012) argue that the best practice on how to use social media is 

something that scientists disagree on. However, Andzulis (2012) also argues that scientists are 

agreed on the fact that it is important and that it demands commitment, resources and 

integration of all departments in the organisation and its strategy. 

2.5. PERFORMANCE 

Performance is seen as a complex issue (Amstéus, 2011). According to Pollanen (2005), the 

concept of performance is something which is not yet fully described or understood. From 

this, uncertainty occurs regarding how to measure performance (Homburg et al., 2012). There 

are many different opinions regarding measurement and understanding of performance 

(Lunnan & Haugland, 2008). Homburg et al. (2012) present statistics from the CMO Council 

2009 which show that 80% of the marketing executives who responded to the survey were 

unhappy with their current ability to measure performance in general. 

The main purpose of measuring performance is to control and monitor the managerial and 

organisational objectives of a company. The purpose is also to give the opportunity to 

evaluate and improve these objectives. Hence, measuring performance could work as a 

planning tool and as a decision-making device (Pollanen, 2005). Amstéus (2011) argues that 

high performing companies affect the society. Therefore the measurement of performance in 

companies should not only involve organisational objectives, but also its contribution to 

society (Amstéus, 2011). 
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According to Lunnan and Haugland (2008), financial, operational and effectiveness 

parameters are frequently used as measurements. Ariño (2003) adds that different types of 

measurement match different types of performance. For example, financial measurement 

involves different views on profitability and costs for the company. Organisational 

effectiveness measurements consist of the combined assessment of the companies’ 

satisfaction, regarding the organisation (Ariño, 2003). Naman and Slevin (1993) agree that 

performance is a complex issue and argue that it can be measured from two different 

perspectives: an objective perspective and a subjective perspective. 

2.5.1. OBJECTIVE PERFORMANCE 

In Amstéus (2011), objective performance is measured as an index, which contains return on 

total assets, net turnover, net result and appropriated earnings. Woods (2012) believes that 

objective performance measurements often fail to describe managers’ views on the 

organisational objectives. According to Haber and Reichel (2007) the objective performance 

is only connected to numbers, such as number of employees and growth. 

2.5.2. SUBJECTIVE PERFORMANCE 

According to Haber and Reichel (2007) subjective performance could be seen as the 

perception of performance from the individual perspective. The measurement of subjective 

performance can for example be seen as self-rating, where the individual gives his or hers 

opinions regarding the company’s performance (Haber & Reichel, 2007). Woods (2012) 

argues that the subjective approach is used in order to help managers reach a more accurate 

explanation regarding performance. 

When measuring performance, it can be problematic to use objective performance, if the 

questions are unclear or what is measured is hard to grasp. A solution can instead be to 

measure in a subjective way, in order to get more precise answers. When measuring 

performance from a subjective perspective, the answers gets higher accuracy regarding the 

managerial view on performance (Woods, 2012). 

2.5.3. METRICS IN SOCIAL MEDIA 

Measurements are essential, in order to determine if the use of social media is successful and 

its connection to high performance (Andzulis et al., 2012). But what should be measured is a 

widely discussed topic, since social media is built upon a two-way communication, where 

collaboration is important (Hoffman & Fodor, 2010). Hoffman and Fodor (2010) write that 

most of the practitioners within social media agree on the fact that traditional metrics of 
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performance needs to be revised. In similarity Andzulis et al. (2012) argue that the success in 

social media will differ from industry to industry, since they may have different goals. 

Hoffman and Fodor (2010) have come up with three suggestions of goals that can be used to 

measure social media. Those are; brand awareness, brand engagement and Word-of-Mouth. 

Brand awareness 

Measuring brand awareness online can be done in a number of ways, compared to when 

measuring brand awareness offline, which can only be done through surveys and 

tracking studies. The brand awareness increases every time a customer uses an 

application, which exposes the company and its brand. In social media there are many 

examples of campaigns that have increased brand awareness rapidly. For example in 

2008, Starbucks had a campaign where they gave away a free cup of coffee a couple of 

days before the election in the United States of America. For this campaign Starbucks 

had a spot on “Saturday Live” as well as on YouTube, about the free giveaway. This 

resulted in enormous mentions of Starbucks on Twitter, and thereby increased the 

exposure of the brand. Campaigns like this help customers to associate with the 

company. It is argued that brand awareness can be a key objective in social media 

(Hoffman & Fodor, 2010). 

Hypothesis 1: There is a relationship between integration of social media and 

subjective social media performance; regarding brand awareness. 

Brand engagement 

Enhancing brand engagement within social media is an attempt to get customers to 

interact and participate on companies’ posts, videos or competitions. It can be done in 

several ways and the outcome can be highly positive. One example of a company which 

has succeeded in involving and making customers participate is Gretsch Guitars. They 

had a contest on Myspace, with the purpose of finding the best unsigned band. It was a 

success, almost 900 bands competed and approximately 55 000 people voted on their 

favourite bands. Engaging social media campaigns can help companies to gain 

commitment from customers. It can also create some form of loyalty, from the 

customers, towards the brand (Hoffman & Fodor, 2010). 

Hypothesis 2: There is a relationship between integration of social media and 

subjective social media performance; regarding brand engagement. 
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Word-of-Mouth 

When companies succeed in engaging and making customers aware of the brand, the 

customers are in a position to spread the word and communicate their perceptions to 

others. WOM could both be positive and negative. If customers have had a bad 

experience of the company, they most likely will spread negative opinions to others. But 

if the customers have had a good experience they will probably spread positive opinions 

to others (Hoffman & Fodor, 2010). 

One example of a negative Word-of-Mouth, in social media, was in 2005 when Jeff 

Jarvis, a technology journalist blogged about the poor service he received from Dell. 

After the incident he spread his bad experience and called it “Dell hell” and the word 

spread like wildfire through social media. This lead to the fact that Dell’s customer’s 

satisfaction score dropped five points the same year (Hoffman & Fodor, 2010). 

Hypothesis 3: There is a relationship between integration of social media and 

subjective social media performance; regarding Word-of-Mouth. 

 

In Appendix 2 a table from Hoffman and Fodor (2010) is presented. It shows how the goals 

above can be measured. 

Social media and its technologies can also be seen as a new selling tool (Marshall et al., 

2012). However, Agnihotri et al. (2012) argue that companies in general and particularly 

salespeople are uncertain on the fit between companies sales strategies and the tools that 

social media offers. 

Increase in sales 

Salespeople today use their social connections to gain higher sales performance to the 

company (Agnihotri et al., 2012). Therefore, social media and its technologies can have 

an effect on companies’ sales (Stephen and Galak, 2012) and social media can be used 

as a selling tool (Marshall et al., 2012). 

Hypothesis 4: There is a relationship between integration of social media and 

subjective social media performance; regarding increase in sales. 

 

During the interviews, in the pre-testing stage (see sub-chapter 3.1.1), three more goals for 

social media were found. In the following paragraphs these are presented. 



18 

 

As a support channel 

Social media can help companies to improve their customer support. It can for example 

be used as customer service by letting customers help each other (Grensing-Pophal, 

2009). Social media such as Twitter could be used as an additional customer service 

channel (Fischer & Reuber, 2011; Wigand, 2010). It is however not likely that social 

media will replace the customer service completely. It is rather a new way of 

communicating with the customer service, just as the telephone was when it was 

invented (Grensing-Pophal, 2009). 

Hypothesis 5: There is a relationship between integration of social media and 

subjective social media performance; regarding giving support. 

As a information channel 

One of the many uses of social media, from a company perspective, can be to send out 

information to consumers (Khan, 2012). Wigand (2010) writes that organisations and 

governments often use social media to disseminate information to consumers. 

According to Kaplan and Haenlein (2010), social media is heading towards being the 

main source of information for many customers. Therefore it is important for companies 

to give out correct information to the customers on social media. Information can be 

sent out in different shapes on different social media. It can for example include texts, 

photos, videos and audio files (Kaplan & Haenlein, 2010). 

It is important that the information given out through social media is correct, because 

when the information is posted in social media, it is visible for all visitors (Kaplan & 

Haenlein, 2010). 

Hypothesis 6: There is a relationship between integration of social media and 

subjective social media performance; regarding giving information. 

As a way to receive suggestions for the development of products and services  

When it comes to innovation of products and services, the evolution of the Internet 

towards a user-generated tool has had a great impact on the collaboration process 

(Sawhney et al., 2005). Schweitzer et al. (2012) argue that even if social media is still 

quite a new phenomenon it is already being used as a tool, to gather user-generated 

ideas, which can be used for development of products and services. 
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Hypothesis 7: There is a relationship between integration of social media and 

subjective social media performance; regarding product and service 

development. 

2.6. MAIN HYPOTHESIS 

When an answer has been received for each of hypothesis, the authors further would like to 

find out if there is a general relationship between integration of social media and subjective 

social media performance. Therefore a last hypothesis, hypothesis 8, is formulated. 

Hypothesis 8 

There is a relationship between integration of social media and subjective  

social media performance. 
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3. METHODOLOGY 

Based on the theory a survey was created with questions relevant for the purpose of the thesis. 

These questions were then used in a three step investigation. The first two steps helped to 

further develop and test the questions. They thereby helped to increase the validity of the 

questions. The last step was the main study. In this step the survey was sent out to the main 

sample. 

The first step, pre-testing, started with three interviews, which helped to further develop the 

questions in the survey. The developed questions were then checked by two academic 

professionals and tested by letting two relevant professionals answer the survey, with one of 

the authors present. 

Step two, the pilot study, took place after the pre-testing was finished. In this part a pilot study 

was sent out to check that the survey worked as planned. When a good result was given in the 

pilot study it was time for the third and last step, the main study. In this step the survey was 

sent out to the main sample. 

 

Figure 3.1 - Empirical study procedure 

3.1. THEORETICAL PERSPECTIVES ON METHODOLOGY 

3.1.1. OBJECTIVISM, CONSTRUCTIVISM AND SUBJECTIVISM 

Bryman and Bell (2005) describe two different ontological approaches, the objectivistic and 

the constructivistic. The objectivistic approach is about the fact that there is an objective 

reality (Gray, 2009). Bryman and Bell (2005) write that in this view it is believed that social 

occurrences and the meaning these have do not depend on the actors. Hence, the research is 
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conducted to find an objective truth. The constructivistic approach is about the fact that no 

truth or meaning exists; rather it is created when the subject interacts with the world. Hence, 

in the constructivistic approach the meaning is constructed. Another approach brought up by 

Gray (2009) is the subjectivistic which is about the fact that the meaning is not created when 

the subject interacts with the world. Instead the subjectivistic approach is about the fact that 

the subject imposes meaning on the object. The meaning does for example come from 

collective unconsciousness, from religious beliefs and from dreams (Gray, 2009). 

In this thesis an objectivistic approach is used. The reason why is that the authors try to 

understand how companies work with integration of social media and if integration affects 

performance in social media. Thereby the authors argue that it fits better to have a starting-

point in the fact that there is an objective reality and an objective truth, which is to be 

discovered. 

3.1.2. POSITIVISM AND INTERPRETIVISM 

The theoretical perspectives which have been most influential are positivism and various 

stands of interpretivism (Gray, 2009). In positivism it is argued that things that are possible to 

confirm through the senses, are what the reality consists of (Bryman & Bell, 2005; Gray, 

2009). In this view it is as well argued that a research should be based on scientific 

observations and not on philosophical speculations (Gray, 2009). It is also argued that science 

should be objective (Bryman & Bell, 2005). 

Bryman and Bell (2005, p. 590) write that interpretivism is (translated from Swedish) “an 

epistemological stand which demands that the social researcher has or creates an 

understanding of the subjective meaning of an act”. Constructivism and interpretivism are 

closely linked to each other. In interpretivism it is argued that the world is interpreted by 

using classification schemas of the mind. Some examples of the interpretivistic approach are 

realism, symbolic interactionism and phenomenology (Gray 2009). 

The authors of this thesis have used a positivistic approach since the goal of the study is to see 

how companies actually integrate social media and how this affects their social media 

performance. Hence the authors believe it to be important to use observations, in this case in 

the form of collected data. Philosophical speculations would not be able to provide the authors 

with an answer to these questions. 
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3.1.3. DEDUCTIVE AND INDUCTIVE METHOD 

Both Bryman and Bell (2005) and Gray (2009) describe that when choosing a deductive 

approach on the research, the researcher starts in existing theories. From these theories the 

researcher creates hypotheses which are being tested against empirical data (Bryman and Bell, 

2005). Hence, deductive methods are about testing hypotheses, which later on are refuted, 

confirmed or modified (Gray, 2009). 

Another approach to the research is the inductive method (Bryman and Bell, 2005; Gray, 

2009). This is a process which starts with the collection of data, which later on is analysed. 

When analysing, the researcher tries to find patterns, to see if there might be relationships 

between different variables. From this the researcher might be able to construct 

generalisations, find relationships and maybe even construct theories (Gray, 2009). 

Summarised, the scientific approaches of research can be the inductive discovery (induction) 

or deductive proof (deduction) (Dewey, 1933 in Gray, 2009). The two different approaches 

are however not mutually exclusive. It is possible to combine them. The deductive method is 

the one which is mostly used in quantitative research (Gray, 2009) and the inductive approach 

is the method which is mostly used in qualitative research (Bryman and Bell, 2005). 

The deductive method is the method being used in this thesis. The reason for this was that by 

doing so the authors were able to get a good understanding of the subject and what theory 

exists within the area. This was of great help to the conducted survey since it made it possible 

to understand what questions to ask and what answer alternatives to offer. 

3.1.4. QUANTITATIVE AND QUALITATIVE METHOD 

Quantitative methods are focusing on numerical data (Bryman & Bell, 2005; Olsson & 

Sörensen, 2011) and it has a deductive approach. It starts from theories being studied and 

from these theories hypotheses are created, which later on are tested (Bryman & Bell, 2005). 

Both Bryman and Bell (2005) and Olsson and Sörensen (2011) describe it as a structured 

method. The quantitative method has a macro perspective and there is more distance between 

the respondents and the researcher (Bryman & Bell, 2005; Olsson & Sörensen, 2011), 

meaning that they do not have any relationship that can affect the results of the research. In 

quantitative research the researcher is seen as objective (Olsson & Sörensen, 2011). 

Qualitative research is focusing on words and it is an inductive approach. Compared to 

quantitative methods, qualitative methods are more process focused. They focus on the 

participants opinions and are less structured (Bryman & Bell, 2005). It is so to say more 
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flexible. The research is often based on a small number, but the research goes deep (Olsson & 

Sörensen, 2011). However a problem is that it might be difficult to replicate and generalize 

the results from a qualitative research (Bryman & Bell, 2005). A qualitative research is 

subjective (Bryman & Bell, 2005; Olsson & Sörensen, 2011) and Olsson and Sörensen (2011, 

p 18) describe (translated from Swedish) that the researcher “stands inside and often has a 

longstanding contact with the test subject”. According to Bryman and Bell (2005) it is easier 

to make a quantitative research again and get the same results, than it is to do a qualitative 

research and receive the same results. 

For this thesis the method used for the main study, an online survey, was a quantitative 

method. This, according to Bryman and Bell (2005), is the dominating method for research in 

the area of business administration. However, for the pre-testing a qualitative method, 

interviews, as well as a quantitative method, an online survey, were used. Qualitative research 

could, according to Bryman and Bell (2005), help to strengthen a quantitative research. 

Since there is not much data about how companies integrate social media in their 

organisation, it was decided to use a quantitative method. By doing so it was possible to 

obtain a fairly large amount of data on how companies integrate social media. The reason why 

a qualitative method was used in the pre-study was to get some understanding of how 

companies integrate social media, so that relevant questions and alternatives could be given in 

the survey. 

3.2. STEP ONE - PRE-TESTING 

3.2.1. INTERVIEWS 

A qualitative pre-testing is included in this study because, according to Bryman and Bell 

(2005), interviews can provide a better understanding and the opportunity to receive in depth 

answers from the interviewees. Miles and Huberman (1994) state that qualitative data provide 

richness with strong potential of solving complexity and uncertainty. Qualitative data also 

gives the opportunity to go beyond questions like “what?” and “how many?” to why and how 

something is happening (Miles & Huberman, 1994). Since social media is a fairly new area of 

investigation, the authors felt it necessary to test the alternatives given to the questions 

qualitatively, to understand if something was needed to be added or changed. 

Qualitative interviews tend to be less structured and also contain a higher level of flexibility 

compared to quantitative surveys and questionnaires. When conducting interviews, the focus 

is on the interviewee and his or hers opinion. Another aspect of interviews is that it can move 
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in different directions, which can provide important information on what the interviewee think 

is important, relevant and interesting regarding the topic chosen (Bryman & Bell, 2005). By 

letting the interviewee use his or her own imagination and perception on questions the chance 

to receive richer and more in depth qualitative data will increase (Lichtman, 2010). 

Interviews can primarily be structured in three different ways, depending on the level of 

flexibility that the interviewer wants. The three different ways are; structured, semi-structured 

and unstructured (Bryman & Bell, 2005). For this pre-testing, semi-structured interviews were 

chosen. In a semi-structured interview the questions do not have to follow a specific order. 

However, specific topics are created in advance in an interview guide, which lays the 

foundation for the questions (Bryman and Bell, 2005). In this study, the interview guide was 

the first version of the survey. Since the questions do not follow a specific order, it gives the 

interviewer an opportunity to adjust the conversation with the interviewee by adding more 

questions regarding the topics. It also urges for an open conversation (Bryman and Bell, 

2005). This was valuable for our pre-testing since it gave the possibility to follow-up with 

more questions if something was unclear or missing. 

Based on the responses from the interviews the survey was updated and finalised. 

3.2.1.1. Sample selection 

According to Ghauri and Grønhaug (2005), the sample selection for qualitative researches is 

not as important as the one for quantitative researches. This since the purpose of the 

qualitative research is to gain insights, understand theories and create empirical explanations. 

However, sampling is still important in qualitative research (Ghauri & Grønhaug, 2005). 

There are normally two different types of sampling strategies. These are named probability or 

random sampling and non-probability or non-random sampling. Probability sampling contains 

for example; simple random sampling, cluster sampling and area sampling. Non-probability 

sampling contains sampling types such as; convenience, quota and snowball sampling 

(Krishnaswami & Satyaprasad, 2010). 

In this study, a convenience sample was used for the interviews, which means that the 

interviewees were chosen from among people in the vicinity (Bryman and Bell, 2005; Trost, 

2010). By using a convenience sample, the researchers saved a lot of valuable time (Bryman 

and Bell, 2005). 
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The companies chosen for interviews had to meet certain requirements. These were: 

 At least 50 employees 

 Be present on the Swedish market 

 Registered in one or several of the chosen industries 

 Registered as active Aktiebolag (limited company, Ltd) 

In total, three different interviews were held, with three different companies. The interviewees 

were people who were involved in their companies work with social media (e.g. responsible 

for the social media activities). The interviews had a special focus on measurements and 

integration. 

However, some critique can be pointed out towards the choice of using a convenience sample. 

One is that it may not possible to generalise based on from the results. It also faces the risk 

that the chosen interviewees do not represent everyone in the population for the study 

(Bryman and Bell, 2005). 

3.2.1.2. Interview Procedure 

All interviews followed the same procedure. In order to encourage an open conversation with 

no preconceived answers from the interviewee, the interview guide was not sent out in 

advance to the interviewees. The two authors were present during the interviews. One was 

acting as a moderator, asking the main questions. The other author took notes and filled in 

with follow-up questions. The interviews were as well recorded with a dictaphone, to make 

sure that no answers were missed. Before recording, the interviewee had to approve that the 

interview was going to be recorded. 

The first interview was held on the 11th of March 2013, with a company in Växjö. The 

person’s title was marketing assistant and she managed the social media on behalf of the 

company. The second interview was held on the 13th of March 2013. This interview was as 

well held in Växjö and the interviewee was one of the responsible for the company’s social 

media activities. The third and last interview was held on the 18th of March 2013, with a 

company in Kalmar. The interviewee was an Internet professional, working especially with 

consulting companies on how to work with Facebook. 

3.2.2. ACADEMIC PROFESSIONALS 

Cohen et al. (2011) argue that a small group of experts can examine the items in a test to 

validate and check the suitability of the questions. According to Converse and Presser (1986), 

it is important that the language is as easy and clear as possible in the survey, in order to make 
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it easy for the respondents to understand the questions. Therefore, to start with, an academic 

professional within the field of marketing at Linnaeus University, with experience from 

construction of surveys, examined the language and the design of the survey. Afterwards 

another academic professional as well examined the survey and provided the authors with 

feedback. 

3.2.3. FINAL PRE-TESTING 

In the final pre-test, the survey was handed out to two professionals, who managed or were 

responsible for their company’s social media activities. While answering the survey, the two 

respondents were supervised by one of the authors in order to see if any of the questions were 

confusing or misunderstood. After the survey was answered the present author had a short 

discussion with the respondents, in order to get feedback and discuss possible improvements. 

According to Cohen et al. (2011), a small group of “test-takers” could give their feedback on 

the questions and the layout of the survey. 

3.3. STEP TWO - PILOT STUDY 

The pilot study was sent out to 40 randomly chosen companies. They were all fulfilling the 

same requirements as the sample for the main study, except that they were from other 

industries. Hence, they all had at least 50 employees in 2011, they were registered as active 

“Aktiebolag” (limited company, Ltd) and present on the Swedish market. The survey was 

constructed in Google Drive’s online survey tool and the links to the survey was distributed 

through MailChimp, an email newsletter service provider. 

Surveys often tend to have fewer open questions compared to interviews, this since people 

often find it easier to answer closed questions (Bryman and Bell, 2005). When constructing 

the survey, the idea was to have a few key topics with sub questions below, in order to keep it 

as simple as possible. This is in accordance to Bryman & Bell (2005) who argue that keeping 

the survey short and easy to understand will increase the chance of the respondents 

completing it. This is important since people find it easier to quit a survey, without finishing 

it, compared to an interview (Bryman & Bell, 2005; Converse & Presser, 1986). When 

designing the survey, this was kept in mind, for example by dividing the questions into 

different pages. 

To get accurate answers, scales are an important issue. Spector (1992) argues that having just 

yes or no as alternatives to questions would not give an accurate answer to the survey. This 

since people then only could be divided into two different groups. These groups may not be 
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consistent from one day to another day. Therefore the results may become unreliable. To 

prevent this, every question should contain a larger amount of alternatives. The use of more 

than two alternatives to a question will increase the precision and the validity (Spector, 1992). 

All the main questions in our survey had a larger amount of response choices than just yes or 

no. Mostly a five-step likert scale was used. 

The survey for the pilot study was open for five days and in total, 11 companies responded, 

which gave a response rate of 27.5%. The pilot study was also conducted in order to see if the 

survey worked, both in a visual and a functional way. It also gave the authors confirmation 

that the emails sent out were received and did not end up as spam. 

According to Spector (1992) the quantitative pre-testing gave the authors validation regarding 

the scales in the survey, since Spector’s “steps of scale construction” was followed. The first 

of Spector’s (1992) steps is to “define and construct”, which was done through investigating 

the theories. The second step is to design the scales, which was done before the pre-testing 

and further developed after the pre-testing. At last, a pilot study is needed in order to validate 

the scales (Spector, 1992), something the authors also conducted. 

3.4. STEP THREE - MAIN STUDY 

The theoretical views on how to conduct a quantitative survey was mostly presented in section 

3.3. They will therefore not be repeated in this section. 

After the pre-testing and pilot study, the main study was conducted. The main study was a 

quantitative survey. An online survey tool was used and the sample consisted of 1344 

companies. 

3.4.1. SURVEY SAMPLE 

When deciding the sample for the survey, the focus laid on investigating medium and larger 

corporations, according to the SME scale
1
. The reason is that they are more likely to have 

several departments within their organisation, which is needed for this investigation. 

All companies in the selected sample fulfilled all of the following criteria: 

 At least 50 employees in 2011
2
 

 Be present on the Swedish market 

                                                 
1
 SME stands for Small and Medium sized Enterprises. Medium sized enterprises are companies with 50-250 

employees, who got either € 10-50 million in turnover or a balance sheet total of € 10-43 million (European 

Union, 2013-04-30). 
2
 The year 2011 was chosen since the latest official numbers available are from 2011. 
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 Registered in one or several of the chosen industries, based on SNI-codes. These 

industries were: 

o I - Accommodation and food service activities 

o J - Information and communication 

o K - Financial and insurance activities 

o M - Professional, scientific and technical activities 

o P - Education 

o R - Arts, entertainment and recreation 

 Registered as active Aktiebolag (limited company, Ltd) 

To find the companies fulfilling all the requirements the service Affärsdata was used. One 

problem with the data from Affärsdata was that only employment numbers from 2011 were 

available. This has in some cases lead to the fact that the companies contacted for example 

were no longer active or today had less than 50 employees. 

In total 1544 companies fulfilled all the requirements and were chosen as our sample. From 

these 1544 companies finally 1344 were contacted. The reason why 200 companies were 

removed was that they for example were franchise-companies who were impossible to contact 

or duplicates of companies (e.g. internal service organisations at larger companies). 

3.4.2. SURVEY PROCEDURE 

The survey was sent out electronically to all 1344 companies in the sample, through the email 

newsletter service provider MailChimp. The reason why MailChimp was used was that it 

provides the possibility to personalise emails, giving it a personal touch, it shows which email 

addresses do not work and it helps to avoid that emails get marked as spam. 

The survey was constructed in Google Drive’s survey tool, since it is a free, easy and reliable 

survey service. The authors decided to send out six identical surveys (see Appendix 3), one to 

each industry. This was done in order to be able to separate the answers from the different 

industries. Separating the industries made it possible to compare the industries to each other. 

The first email was sent out on the 25th of March 2013, to all the 1344 companies in the 

sample. In total three email reminders were sent out. The reminders were sent out on the 1st 

of April 2013, on the 5th of April 2013 and on the 12th of April 2013. On the 4th of April 

2013 a text message reminder was sent out to all the companies the authors found a valid 
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corporate mobile number to, who yet had not answered. All these reminders were done in 

order to increase the response rate. 

In total, 511 answers were collected from the surveys, which gave a total response rate of 

38.02%. 

 In industry I, accommodation and food service activities, 58 of the companies 

contacted responded. This gave an industry response rate of 41.13%. 

 In industry J, information and communication, 147 of the companies contacted 

responded. This gave an industry response rate of 40.16%. 

 In industry K, financial and insurance activities, 25 of the companies contacted 

responded. This gave an industry response rate of 32.05%. 

 In industry M, professional, scientific and technical activities, 199 of the companies 

contacted responded. This gave an industry response rate of 36.78%. 

 In industry P, education, 48 of the companies contacted responded. This gave an 

industry response rate of 33.57%. 

 In industry R, arts, entertainment and recreation, 34 of the companies contacted 

responded. This gave an industry response rate of 44.74%. 

3.4.3. DATA ANALYSIS 

For this thesis, the relationship between social media integration and subjective social media 

performance is investigated. In order to see a potential relationship a Spearman’s rho test was 

performed in SPSS, to measure possible correlation between integration of social media and 

social media performance. Questions 8 to 14 and questions 15 and 16 were compounded into 

two indexes, one for integration and one for performance. A Cronbach’s Alpha test was used 

to test the reliability of the indexes, before using them. The values from Cronbach’s Alpha 

were then compared to theory, to see the amount of reliability. A Skewness and Kurtosis test 

for the integration and subjective performance indexes were also performed. This was done in 

order to investigate the normal distribution. 

The survey questions are presented in tables and diagrams in Appendix 5. Further some 

crosstabs were performed in SPSS, to compare answers between different industries, see 

Appendix 6. 

3.5. OPERATIONALIZATION 

According to Eliasson (2010), an operationalization is about making definitions measurable. 

The first version of the questions was based on the theoretical framework. After the 



30 

 

interviews, additional alternatives regarding subjective social media performance were added 

and the formulations of the questions were updated. The operationalization in this study is 

divided into four groups; control questions, integration, performance and additional. 

The control questions are created based on theories. The alternatives of social media are 

mainly chosen from Kaplan & Haenlein (2010). The different social media services are 

presented, in detail, in Appendix 1. The information for this appendix is gathered from 

different sources such as academic articles and the official websites of the different social 

media. 

The questions regarding integration is built from two perspectives; the organisational and 

IMC. The organisational part contains questions regarding measurements of the organisational 

structure, which exists behind social media. These questions are built on what is being 

presented in section 2.2.4 and 2.2.5 in the theoretical chapter. The questions regarding IMC 

are based on what is presented in sub-chapter 2.1. 

The last part concerns social media performance goals. Here a subjective approach is chosen 

since social media is a fairly new topic. Lunnan and Haugland (2012) argue that there are 

many different opinions on how to and what to measure regarding social media performance. 

A subjective approach can therefore be seen as suitable according to Haber and Reichel 

(2007), since it gives the respondents own perception of performance. Possible social media 

goals are divided into two questions. The first question asks how important the specific social 

media goal is and the second asks how satisfied the company is with the specific social media 

goal. 

Finally there are some additional questions presented in the operationalization table. The last 

question in the survey was if there was anything the respondents would like to add regarding 

this topic. In the end of the operationalization table the questions regarding industry is also 

presented. This question was however not asked, since the respondents were divided in 

industries from the beginning. 
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 1 How many employees does your company have? Choose from a list 

2 What is your company's annual turnover? (SEK) Choose from a list 

3 What is your position/title in the company? Multiple options 

4 Where are your services and/or products located (are they physical or virtual)? 
Likert scale 

(1 to 5) 

S
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5 Does your company use social media? 
Yes, No, do not 

know scale 

6 As a company, how long have you been using social media? 
Likert scale 

(1 to 5) 

7 

How active is your company in the following social media services? 

Likert scale 

(1 to 5) 

a) Other’s blogs (E.g. reading and commenting on others blogs) 

b) Own corporate blog 

c) Facebook 

d) Flickr 

e) Google+ 

f) Instagram 

g) LinkedIn 

h) Myspace 

i) reddit 

j) Pinterest 

k) Tumblr 

l) Twitter 

m) YouTube 

Does your company use any other social media? Text box 

In
te

g
ra

ti
o

n
 

8 

To what extent do the statements below match your company's work with social 

media? 
Likert scale 

(1 to 5) a) There is one person who is mainly responsible for social media 

b) There is a group that is working with social media 

9 All of the company’s departments are involved in working with social media 
Likert scale 

(1 to 5) 

O
rg
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n
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10 
Personnel from different departments are involved in the company’s activities in 

social media. 

Likert scale 

(1 to 5) 

11 

How much are the following departments involved in your company’s social 

media activities? 

Likert scale 

(1 to 5) 

a) Administrative departments (E.g. staff, finance and other administrative) 

b) Distribution and logistics department 

c) Sales department 

d) Marketing and communications department 

e) Productions department 

f) Support and service department 

g) R&D department 

Are there any other departments involved? Text box 

12 
All personnel are allowed to communicate through social media as a 

representative of the company. 

Likert scale 

(1 to 5) 

13 
All departments communicate on social media as representatives of the 

company. 

Likert scale 

(1 to 5) 
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14 

To what extent are the following statements true? 

Likert scale 

(1 to 5) 

a) The information given out through social media comes from all departments 

within the company. 

b) All of the company's departments can by themselves post information on 

social media. 
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15 

How important are these goals, for your company, regarding social media? 

Likert scale 

(1 to 5) 

a) Brand awareness 

b) Brand engagement 

c) Word-of-Mouth 

d) Sales 

e) Giving support 

f) Giving information 

g) Receive suggestions which help the development of products and services 

16 

How satisfied are you with how your company achieves these goals, regarding 

social media? 

Likert scale 

(1 to 5) 

a) Brand awareness 

b) Brand engagement 

c) Word-of-Mouth 

d) Sales 

e) Giving support 

f) Giving information 

g) Receive suggestions which help the development of products and services 

A
d

d
it
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n

al
 

17 Do you have anything that you would like to add or tell, regarding this subject? Text box 

18 Industry - 

 

 

 



33 

 

4. RESULTS 

4.1. DESCRIPTIVES 

In total, there are eight hypotheses in this thesis. In this chapter first the outcome of 

hypothesis one to seven are presented. Each of these hypotheses focuses on subjective 

performance, from the perspective of a specific social media goal, compared to integration of 

social media. Then the outcome of the main hypothesis, hypothesis eight, is presented. This 

hypothesis includes the total subjective social media performance, compared to social media 

integration. 

4.1.1. HYPOTHESIS 1-7 

A Spearman’s rho test was conducted to test hypothesis 1-7 and a Skewness and Kurtosis test 

was done to investigate the normal distribution. 

4.1.1.1. Spearman’s rho test 

To test if there is a potential correlation between the integration of social media and the 

subjective social media performance, regarding each specific goal, a Spearman’s rho test was 

conducted. 

Table 4.1 

  

  Integration SubperfA SubperfB SubperfC SubperfD SubperfE SubperfF SubperfG 

S
p

e
a
rm

a
n

's
 

rh
o

 

In
te

g
ra
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o

n
 Correlation 

Coefficient 
1 0,425

**
 0,449

**
 0,467

**
 0,312

**
 0,355

**
 0,382

**
 0,382

**
 

Sig. (2-tailed)   0 0 0 0 0 0 0 

N 413 413 413 413 413 413 413 413 

 

In the table, positive correlations are significant at the 0.01 level, between the independent 

variable (each of the specific goals) and the dependent variable (integration). Therefore the 

outcomes of hypothesis 1-7 are as follows: 

Hypothesis 1 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.425) between integration of social media and the subjective social media 

performance goal, brand awareness. This is significant at the 0.01 level. 
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Hypothesis 2 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.449) between integration of social media and the subjective social media 

performance goal, brand engagement. This is significant at the 0.01 level. 

Hypothesis 3 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.467) between integration of social media and the subjective social media 

performance goal, Word-of-Mouth. This is significant at the 0.01 level. 

Hypothesis 4 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.312) between integration of social media and the subjective social media 

performance goal, increase in sales. This is significant at the 0.01 level. 

Hypothesis 5 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.355) between integration of social media and the subjective social media 

performance goal, giving support. This is significant at the 0.01 level. 

Hypothesis 6 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.382) between integration of social media and the subjective social media 

performance goal, giving information. This is significant at the 0.01 level. 

Hypothesis 7 

H0 is rejected since according to the result in table 4.1 there is a positive correlation 

(0.382) between integration of social media and the subjective social media 

performance goal, receive suggestions for the development of products and services. 

This is significant at the 0.01 level. 

4.1.1.2. Skewness and Kurtosis 

A Skewness and Kurtosis test for the social media integration and subjective social media 

performance variables was performed in order to investigate the normal distribution. The 

Skewness investigates to what extent the values differentiate from the symmetry around the 

mean. The Kurtosis shows the differences in "peakedness" or "flatness" of the values (Hair et 

al., 2010). 
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Table 4.2 

 

Since all the subjective performance goals values, in both Skewness and Kurtosis, were within 

+/-2.58 (Hair et al., 2006), it was concluded that the distribution was not significantly non-

normal. 

4.1.2. MAIN HYPOTHESIS 

The main hypothesis for this thesis (hypothesis 8) is that there is a relationship between 

integration of social media and subjective social media performance. Hence this hypothesis 

will provide a more general view, by combining all the subjective social media performance 

goals. 

4.1.2.1. Spearman’s rho test 

Since the indexes created are considered to be ordinal, a Spearman’s rho can according to 

Hair et al. (2006) be performed to test the hypothesis. Therefore, to test if there is a potential 

correlation between integration of social media and subjective social media performance, a 

Spearman’s rho test was conducted. 

Table 4.3 

Correlations 

  Integration SubperfTOT 

S
p

e
a

rm
a

n
's

 

rh
o
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g
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o

n
 Correlation Coefficient 1 0,508

**
 

Sig. (2-tailed) . 0 

N 413 413 

**. Correlation is significant at the 0.01 level (2-tailed). 

In the table above, a positive correlation can be seen. This is also shown in the scatter plot in 

Appendix 4, where it can also be seen that there is a monotonic relationship. 

 

 

Statistics 

 
SubperfA SubperfB SubperfC SubperfD SubperfE SubperfF SubperfG 

N 
Valid 413 413 413 413 413 413 413 

Missing 98 98 98 98 98 98 98 

Skewness -0,333 -0,234 -0,246 0,352 0,684 -0,12 0,778 

Std. Error of Skewness 0,12 0,12 0,12 0,12 0,12 0,12 0,12 

Kurtosis -0,766 -0,804 -0,715 -0,502 -0,43 -0,887 0,232 

Std. Error of Kurtosis 0,24 0,24 0,24 0,24 0,24 0,24 0,24 
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Hypothesis 8 

H0 is rejected since, according to the result in table 4.3 and the scatter plot in Appendix 4, 

there is a positive correlation (0.508) between integration of social media and subjective 

social media performance. This is significant at the 0.01 level. 

4.1.2.2. Cronbach’s Alpha 

A Cronbach’s Alpha test is a common test for measuring reliability (Hair et al., 2006). A test 

of this kind was conducted to test the reliability of the indexes constructed for integration and 

subjective performance. The first Cronbach’s Alpha test was performed on the integration 

index. The Cronbach’s Alpha result was 0.852. According to Hair et al. (2010) values above 

0.60 are acceptable. Nunnally (1994) in turn states that values above 0.70 are acceptable and 

values above 0.80 are very good. This validates the construction of the index and shows that 

the Cronbach’s Alpha value at least is acceptable or maybe even very good. 

The second Cronbach’s Alpha test was conducted on the performance index and resulted in a 

Cronbach’s Alpha value of 0.887, which is at least acceptable according to both Hair et al. 

(2010) and Nunnally (1994). Therefore also this index can be seen as valid and used as a total 

measure of performance in the Spearman’s rho test. 

 

4.1.2.3. Skewness and Kurtosis 

A Skewness and Kurtosis test was also conducted for the total social media integration and 

total subjective social media performance indexes, to investigate the normal distribution. 

 Table 4.4 – Cronbach’s Alpha for 

integration 

Table 4.5 – Cronbach’s Alpha for 

performance 

Reliability Statistics Reliability Statistics 

Cronbach's Alpha N of Items Cronbach's Alpha N of Items 

0.852 15 0.887 7 
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Diagram 4.1 - In this graph the Skewness and Kurtosis for the integration index is illustrated. 

 

Diagram 4.2 - In this graph the Skewness and Kurtosis for the performance index is 

illustrated. 
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Table 4.6 

Statistics 

 Integration SubperfTOT 

N 
Valid 413 413 

Missing 98 98 

Skewness 0,544 -0,165 

Std. Error of Skewness 0,120 0,120 

Kurtosis -0,174 -0,529 

Std. Error of Kurtosis 0,240 0,240 

 

Since both the performance and integration values, in both Skewness and Kurtosis, were 

within +/-2.58 (Hair et al., 2006), it was concluded that the distribution was not significantly 

non-normal. 

4.2. SURVEY RESULTS 

In this sub-chapter, the answers from the survey are presented. The diagrams and tables 

referred to in this chapter can be found in Appendix 5. The first question concerns the number 

of employees in the companies. The most common answers among the responding companies 

were 50-99 and 100-249 employees. Almost 60% of the respondents answered that their 

company belonged to these two groups. When it comes to the question regarding the annual 

turnover, a majority of the companies have 50 000 000 - 99 999 999 or 100 000 000 - 499 999 

999 SEK in turnover. Together make up 56.1% of the respondents. 

A clear majority, 80.8% of the 511 responding companies use social media. Only 19% of the 

respondents answered that no social media are used, in their company, and one respondent 

(0.2%) answered that he or she does not know if any social media are used. Since there is only 

one respondent that does not know if social media are used, it can be argued that the survey 

reached suitable persons within the companies. The survey was mostly answered by 

marketing managers/responsibilities/directors and CEOs/Group CEOs/Executive Vice 

Presidents, 144 respectively 111 of the answers. Of the respondents it was noticed that 35 had 

the position as social media managers/responsible/directors. 

After this question all who answered that they do not use or do not know if they use any social 

media were done with the survey. Hence all percentage presented below are based on the 413 

companies that use social media. 
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The majority of the companies which are using social media have not been doing that for a 

long time. Of the responding companies 47.2% had started using social media between 2009 

and 2013 and 42.1% had started using social media between 2006 and 2009. Hence, 89.3% of 

the companies that use social media belong to these two groups. Only 1.7% of the responding 

companies started using social media in year 2000 or earlier. 

From diagram 7 it can be seen that Facebook is the social media most responding companies 

use. Facebook is, to various extents, used by 90.3% of the responding companies. Of these 

10.9% use Facebook on a daily basis. YouTube, LinkedIn and Twitter are also three social 

media that frequently are being used by the responding companies. In total 70.7% use 

YouTube, 68.8% LinkedIn and 66.3% Twitter. It can be seen that many of the social media 

services listed are not at all used by many of the responding companies. Social media services 

such as Myspace, reddit and Tumblr are the most seldom used. Over 90% of the companies 

do not use them. 
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Diagram 4.3 – The social media used and how much they are used. 

When the companies were asked to what extent they agree on the fact that there is one person 

who is mainly responsible for the company’s social media activities, it can be seen that there 

is a tendency to agree. As can be seen in diagram 4.4, 40.4% of the respondents agree and 
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22.8% mostly agree. However, when it comes to the question if they have a group working 

with the company’s social media activities, the responses are fairly spread out. This can also 

be seen in diagram 4.4. 

 

Diagram 4.4 – Having a mainly responsible and/or a group that is responisble for social 

media activites. 

A majority of the companies disagree on, the fact that all of the company’s departments are 

involved in their work with social media. Only 3.4% of the responding companies agree and 

9.2% mostly agree on that all departments are involved in their work with social media. On 

the questions concerning if personnel from different departments are involved in the 

company’s social media activities, 10.7% agree and 17.4% mostly agree on the fact that this is 

the case. Hence there is a larger part who responded that there are involvements from 

different departments, than that all departments are involved. However, with 40.3%, there are 

still more respondents that disagree on the fact that there are involvements from different 

departments. 

In diagram 11 it is presented to what extent each department is involved in the social media 

activities. In the diagram it can be seen that the marketing and communications department 

usually are involved. Only 5.8% of the responding companies do not involve their marketing 

and communications department in their work with social media. Further it can be seen that 

70.7% involved their sales department. On the other side, the distribution and logistics 
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department are usually not involved in the work with social media, 84% of the responding 

companies do not involve the distribution and logistics department. 

It is most likely for companies not to allow all the personnel to communicate in social media, 

as representatives of the companies. In diagram 12 it is shown that 51.5% of the companies, to 

some extent, do not allow all personnel to communicate in social media as representatives of 

the company. On the other side, 31.8% do, to some extent, agree on the fact that the 

companies let all the personnel communicate in social media as representatives of the 

company. 

In diagram 13 it is shown that it is most common that all departments do not communicate in 

social media, as representatives of the company. A majority, 65.3%, disagree or mostly 

disagree on the fact that all departments communicate for the company in social media. This 

is also reflected in diagram 14a. Diagram 14a is about the fact that information given out 

through social media comes from all departments within the company. Here a majority of the 

respondents are on the disagreement side. In total of 55% disagree on the statement that 

information given out through social media comes from all departments. Also, companies 

tend not to give all departments the ability to communicate by themselves, in social media, for 

the company. This is displayed in diagram 14b where it is shown that 53% disagree and 

14.5% mostly disagree on the question regarding if all of the departments in the company can 

by themselves post information in social media. 

The most common goal regarding the companies’ use of social media is brand awareness. 

This is something that 64.6% of the companies believe is important and 26.2% believe is 

rather important. Other common goals with the companies’ use of social media are brand 

engagement, Word-of-Mouth and to give information. This is something 58.6%, 57.4% 

respectively 53.8% have answered is important and 30.5%, 28.8% respectively 30.5% have 

answered is rather important. Providing support and to receive suggestions which help the 

development of products and services are the goals that are the least common. However, in 

general all goals except these two seem to be important for the companies. 

Brand awareness, brand engagement, Word-of-Mouth and giving information are the most 

important goals for social media, among the responding companies. These are also the goals 

that the companies feel the most satisfied with. However, it is very rare that companies feel 

satisfied, with their achievements. Instead it is more common for the companies to feel rather 

satisfied or neither satisfied nor unsatisfied. Only when it comes to giving information there 
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are more than 10% of the companies who feel satisfied with how they achieve this social 

media goal. 

4.3. ADDITIONAL RESULTS 

In this sub-chapter the different industries are being compared to each other. From this, 

differences and similarities among industries can be seen. The diagram and the crosstabs 

referred to in this sub-chapter can be found in Appendix 6. 

4.3.1. COMPARING THE USE OF SOCIAL MEDIA 

In total, 80.8% of the respondents use social media. When dividing it into industries it can be 

seen that social media is mostly used in the arts, entertainment and recreation industry. In this 

industry 94.1% of the responding companies use social media. Tightly followed by the 

accommodation and food service activities industry where 93.1% use social media. The 

financial and insurance activities industry use social media the least, in this industry 72.0% 

use social media. 

4.3.2. COMPARING FOR HOW LONG THE INDUSTRIES HAVE BEEN USING SOCIAL 

MEDIA 

In the previously presented results it is shown that social media is a fairly new phenomenon. 

However it seems as if companies in the information and communication industry, in general, 

were early adopters of social media. It can also, in general, be seen that the financial and 

insurance activities industry is the industry that most recently has started to adopt social 

media. Over 60% of the respondents in this industry have answered that they have started to 

use social media between 2009 and 2013. 

4.3.3. COMPARING WHAT SOCIAL MEDIA ARE BEING USED 

For all industries the most frequently used social media is Facebook. The arts, entertainment 

and recreation industry is using it most frequently, and no companies in this industry have 

answered that they are not using Facebook. The situation is the same in the education industry 

and the accommodation and food service activities industry, where as well all of the 

responding companies use Facebook. In general Facebook is frequently used, but around 10 to 

15% of the responding companies in the financial and insurance activities industry, the 

information and communications industry and the professional, scientific and technical 

activities industry do not use Facebook at all. For Google+ the results are the opposite. The 

majority of the industries do not use Google+ or use it seldom. 
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In general the financial and insurance activities are using social media the least. For example, 

the responding companies from the financial and insurance activities industry have no 

presence at all on Myspace, reddit, Pinterest or Tumblr. Further, over 80% of the responding 

companies, in this industry, do not use Google+ or Instagram. 

4.3.4. COMPARING HOW THE RESPONSIBILITY FOR SOCIAL MEDIA IS DIVIDED 

It is most common to have a person who is mainly responsible for social media in the 

accommodation and food service activities industry and in the arts, entertainment and 

recreation industry. The industries that it is least likely to find someone who is mainly 

responsible for social media in, is in the information and communication industry and the 

financial and insurance activities industry. 

It is most likely to find a group working with social media in the arts, entertainment and 

recreation industry. In the accommodation and food service activities industry it is however 

least likely to find a group working with social media. 
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5. CONCLUSION 

It has been suggested that social media are important for companies. Companies could for 

example use social media in their marketing communications and for building relationships 

with their customers. Social media is also important since a lot of Word-of-Mouth 

communication is done in social media these days, hence companies need to be able to 

respond and listen in social media. There are however not so much research done regarding 

how companies work with integrating social media in their organisation and if that in turns 

affects social media performance. 

The purpose of this thesis is to assess the relationship between companies’ social media 

integration and companies’ subjective social media performance. Therefore we ask; 

Is there a relationship between the companies’ social media integration and the companies’ 

subjective social media performance? 

Based on the results from the survey it is not possible to conclude that higher integration of 

social media increases the social media performance. To do so more data will be necessary, 

for example through experimental design or case studies (see chapter 7). However it can be 

concluded that there is a positive correlation between the level of integration of social media 

and the subjective social media performance. This is the case for all the eight hypotheses. 

How do companies work with their social media performance? 

Through this study it can be observed that there are a few goals that most of the companies 

agree on are important. However, it is not very common for companies to be satisfied with the 

results they have gained in social media. Only for one of the goals, giving information, more 

than 10% of the companies answered that they are satisfied. The option most companies 

choose was that they are neither satisfied nor unsatisfied with their social media performance. 

If they, to some extent, are satisfied it is most likely that they are rather satisfied. The authors 

suspect that this could be because social media is a rather new phenomenon and most 

companies have started working with social media rather recently. 

How do companies work with the integration of social media? 

It is not very common for companies to integrate all departments fully and to give them 

complete access to the company’s social media. The social media channels often have 
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someone who is mainly responsible for them and some companies have a group working with 

the social media activities. Some companies do however seem to allow personnel from 

different departments to be involved in the company’s activities in social media, even if it 

seems as they might not be able to publish things on their own. Instead it might be that they 

provide the person who is mainly responsible or the group that is responsible with contents 

that they then publish. 

5.1. PRACTICAL RELEVANCE 

Based on the results, the authors recommend that companies should consider working with 

integrating social media in their organisation. For example by letting people from different 

departments, with different roles and functions, participate in the social media activities. This 

since there is a positive correlation between integration of social media within the 

organisation and subjective social media performance. Hence, one practical relevance of this 

thesis is that companies working with integration of social media might have a better chance 

to succeed with their social media activities and gain a higher social media performance, than 

companies who do not integrate social media. 

In this thesis four social media services stand out when it comes to in what social media 

services companies are active. These are Facebook, LinkedIn, Twitter and YouTube. 

Therefore, these four could be the social media services which would make sense for 

companies to start their social media presence in. However, the authors argue that companies 

should still consider what social media their audience is active in, what works for them and 

also what social media services might be popular in the future. 
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6. DISCUSSION 

When the authors started investigating the area of integration of social media and subjective 

social media performance, it was found that it is an area where little research has been done. 

There were however suggestions that if companies integrate social media they would have a 

greater chance to achieve higher performance, than if they do not integrate social media 

within their organisation. Still, there has not been much research done about this and the 

authors were unable to find any empirical evidence regarding if there is a possible relationship 

between the integration of social media and social media performance. Therefore eight 

hypotheses were formulated; seven specific on different possible goals with social media and 

one more general. 

6.1. HOW ABOUT THE HYPOTHESES? 

As was presented in the results chapter all eight of the hypotheses had a positive correlation 

between social media integration and social media performance. The authors argue that this is 

very interesting since it could mean that if companies work with integrating social media in 

their organisation and thereby involve personnel from different departments, it could make 

them perform better in social media. Maybe this could be because the personnel’s interest for 

the social media channels might increase if they are allowed to be involved in the company’s 

communication. This could mean that they feel more motivated for example to retweet, share 

or like what their company share in social media. When the personnel thereby get more 

interested in their company’s social media channels it might influence the customers as well 

as others, who see them retweeting, liking and sharing things. Also it is important to 

remember what was brought up in the theory chapter, that social media is about personal 

communication. People might prefer to talk with a human being, rather than to a company 

using a corporate voice. When integrating social media and thereby allowing more people in 

the company to engage with the customers, the customers might get a more personal view of 

the company, since they feel as if they get to know someone working in the company. Hence 

they might be more interested in engaging with the company. 

6.1.1. SOCIAL MEDIA PERFORMANCE GOALS 

6.1.1.1. Brand awareness 

The brand awareness goal was one of the most important goals, as well as one of the goals 

that the respondents in general felt the most satisfied with. We think that it makes sense that it 

achieves such high popularity since it may be the foundation to why companies would even 
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like to use social media. If you do not want to be seen, recognized and noticed, then why 

should you be in social media? When looking at the table in Appendix 2, where some metrics 

of social media are presented, it can be seen that the metrics suggested for brand awareness 

are fairly basic and easy goals to have, monitor and measure. 

The authors argue that the rise of social media might have made it easier for companies to see 

and measure brand awareness. This is something that is as well brought up in the theory 

chapter, where it is argued that measuring brand awareness is easier online since it could be 

done in a number of ways compared to offline, where it is limited to for example surveys and 

tracking studies. In social media it is for example possible to see the unique number of visitors 

on a blog or the number of people who like a Facebook page. 

6.1.1.2. Brand engagement 

Brand engagement in social media is a specific goal that most of the respondents felt were 

important for them. However, to be satisfied with the brand engagement is less frequent, 

among the respondents. Brand engagement occurs for example when a company gets replies 

on tweets, comments on their blog or comments on their Facebook page. To summarise, brand 

engagement is about getting consumers engaged with the brand. The authors think that brand 

engagement is an important issue, since it is of great value for companies to get stakeholders 

involved in the brand. When people engage in a brand they might start liking it even more, 

since it might start meaning something more to them. In the end that might lead to increased 

sales. 

We believe it is a good thing that companies think brand engagement is an important issue. To 

get a good brand engagement would however likely demand a lot, from most companies. To 

get the customers to engage with the company, the company itself would probably have to 

engage with their customers. The authors believe it to be unlikely that people would engage 

with a wall. With this we mean that they want to engage in a two-way communication and not 

just in a one-way communication, such as if the company posts things and does not answer to 

comments and feedback from their customers. 

6.1.1.3. Word-of-Mouth 

Most companies seem to agree on the fact that WoM is important and they feel satisfied with 

their performance regarding it. We think it is interesting, since in several theories, regarding 

social media it is argued that WoM is important when it comes to social media. WoM is 

important since it can easily and quickly be spread and people tend to trust information that 
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comes from people they know or from people they believe have experience or knowledge 

about something. However, companies also get the possibility to monitor WoM in social 

media, which can help them to understand their customers and help the companies to find 

things they need to respond to, before things go out of control and maybe create a crisis 

situation. Hence, it could be a good sign that companies seem to feel that they are able to 

understand and handle WoM in social media. 

6.1.1.4. Increase in sales 

Among the respondents, the sales goal is generally seen as something with less importance, 

than the goals presented above. Companies of course think it is important to sell and there is 

no reason for a company to work with social media if there is nothing in it for them. But it 

might not be the most suitable strategy to use the social media channels, as a sales channel. 

Rather it might be better to use social media to build good brands and relationships, which in 

the end could lead to increased sales. 

Sales are also the goal that the respondents feel least satisfied with. A possible reason to this 

might be that sales sometimes can be seen as a very objective goal in the way that you for 

example can see how much you have sold. However, in general, it might be very difficult to 

see what caused an increase or decrease in sales. So even if companies might have a feeling 

that social media is good for sales they might not be satisfied, since they cannot see exactly 

how it affect their sales. 

6.1.1.5. Giving support 

To give support is the thing which the respondents have answered is the least important goal. 

This might for example be because companies feel that they already have good support 

channels and maybe they feel that it can be hard to provide good support in social media. It 

might for example be hard to answer some questions in 140 characters, on Twitter. Another 

reason why companies do not yet use social media as a support channel could be that it is a 

new phenomenon, which is argued in the theory chapter. Hence they might not yet know how 

to use it as a support channel and they might not yet have divided the resources necessary to 

be able to provide good support in social media. 

6.1.1.6. Giving information 

Giving information is something the respondents have answered is important for them and it 

is the goal with the highest amount of satisfied respondents. It can be argued that giving 

information is something that in many cases is easy to do, since companies are used to 
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informing their customers. To give information can also, in many cases, be a one-way 

communication, where the companies push out information. However, it is becoming 

increasingly common for customers to turn to social media for information. Therefore the 

information might be requested by customers and then the company responds to the request of 

information, hence engaging in two-way communication. One thing companies need to 

consider are to make sure that the information that is posted through their social media 

channels are correct, since when it is posted in a social media, it is visible for everyone. 

6.1.1.7. Receive suggestions for the development of products and services 

To receive suggestions for the development of products and services is something that the 

respondents in general do not seem to judge important and it is the goal with the lowest level 

of satisfaction. A reason why the respondents are unsatisfied with this goal could be that they 

do not see it as important and therefore do not work with it. When they do not work with the 

goal they are less likely to achieve a good result and therefore it might be hard for them to be 

satisfied. Another problem with this goal is also about who actually owns the idea when it is 

given through social media. Not wanting to risk any troubles some companies might have 

decided therefore not to work with it. 

6.1.2. INTEGRATION OF SOCIAL MEDIA 

The results show that the marketing and communications department is the department mostly 

involved in the companies work with social media. However, many respondents also involve 

their sales department and it is not so unusual that the production department, the R&D 

department and the support and service department are also involved. Since all hypotheses 

show a positive correlation between integration of social media and social media 

performance, companies should consider involving different departments, in their social 

media activities. By doing so they might have a greater chance to become successful in their 

social media usage. It is probably not enough just to involve the marketing department. Inputs 

from other departments may be essential to the IMC within the organisations, when using 

social media. Since the idea of IMC is to send out a consist message and to be able to control 

all marketing communications within a company, it may be suitable to get feedback and 

involvement from several departments. This may especially be suitable for companies’ 

activities in social media, since customers expect to get answers and correct information in 

return, when communicating with a company. 

To be able to manage the integration of social media companies could think in terms of 

e/@TRM. By doing so, companies could get help in how to manage and control the two-way 
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communication that social media can create. In e/@TRM the importance of guidelines is 

brought up, hence thinking in terms of e/@TRM can help companies to guide people, 

functions and departments. The authors also believe that the part about guidelines is important 

for companies to consider for their social media activities, since according to some theories, 

companies today lack rules and guidelines on how to use and manage social media. 

6.1.3. FINAL THOUGHTS ON THE HYPOTHESES 

Most of the goals seem to be important for companies. However, they do not seem to be really 

satisfied about their performance in social media, from a subjective perspective. We believe 

that this could be because social media is a relatively new phenomenon and many companies 

just recently started to work with social media. It might also be hard for companies to measure 

the performance on social media, except when it comes to the amount of people who like a 

Facebook page, follow the company on Twitter and similar things. We do however argue that, 

in general, just to look at these numbers might not be the right way to measure social media. 

There are times when these measurements might be correct, for example if a company has had 

a campaign to increase the amount of likes on a Facebook page. But just to look generally at a 

Facebook page and say that there are a lot of likes, might not be the most suitable way since, 

it will depend on things such as how many potentially could be interested in liking the page as 

well as if people actually engage in what is communicated. Because if it is just a one-way 

communication, where a company post information and does not get feedback from the 

people liking the page, it might not be of any real use for the company. 

We believe that if companies do integrate people from different departments in its 

communication and let them communicate as themselves, in the company’s name (e.g. by 

signing a Facebook post with their name and title or by using their own account, while still 

making it clear that they are employees), people will be more encouraged to interact with the 

company. The reason would simply be that they then feel that they do not communicate with a 

company, rather they talk to an employee and a real person. Just as was presented in the 

theory, communicating with a human voice and not with a corporate voice seem to be of 

importance when communicating through social media channels. Hence, integrating people 

from different departments in the social media activities could improve the company’s 

performance in social media. 

The companies’ perception of their performance could depend on how much time and 

resources they have spent. One possibility could be that if companies have spent a lot of time 
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and money on their social media activities, they might feel dissatisfied with the performance 

of social media if it does not give the expected results. Another possibility could be that since 

they have invested so much in their social media activities they might therefore feel reluctant 

not to be satisfied with the results. This since it for some people might be hard to admit that 

something they have invested a lot of money, energy and prestige in did not end up as 

expected. 

What has been presented, in this thesis, could be seen as a first step towards empirical 

evidence, on a relationship between social media integration and social media performance. 

This is however something which warrants further investigation, see chapter 7. 

6.2. ADDITIONAL RESULTS 

Even if the main focus of this thesis is on the relationship between integration of social media 

and social media performance, we have still been able to see some other interesting things 

from the results. We will therefore in the following briefly discuss some of these findings. 

In the theory it is argued that social media is a fairly new phenomenon. This was supported by 

our research. Since social media is such a new tool for companies, it could be hard to manage 

and control it. Companies might find it hard to know which social media to be in as well as 

what to do in social media. By using social media, companies have the opportunity to be 

creative and to create value for customers and other stakeholders. Companies may have many 

different goals and purposes with social media. Knowing what they want to achieve from their 

social media channels may help them to see and reach specific goals. The authors argue that 

companies should work on making guidelines for their employees, on how to use the 

corporate social media channels. By giving the employees social media guidelines the risk of 

things going wrong, when allowing a lot of employees to interact in social media, as 

representatives of the company, would decrease. 

Among the respondents Facebook is by far the most used social media. This result did not 

come as a great surprise, since it is the world’s largest social media. This could make it 

natural for companies to start with Facebook, when starting to use social media, since it may 

be possible to reach a larger audience there, than on some other social media services. In 

general the type social networks are the most commonly used kind of social media, among the 

respondents. The most popular social networks among our respondents are Facebook, 

LinkedIn and Twitter. Social networks are according to some theories the most popular type 

of social media in the world. 



53 

 

Having one person who is mainly responsible for social media seemed to be fairly common. 

Among our respondents 35 had chosen that their role or title was social media 

manager/responsible/director. It therefore seems as if many companies could have come fairly 

far in their work with social media. In some cases they do not only have someone who is 

mainly responsible for the company’s social media channels, but they also have a group 

working with their social media activities. 
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7. FURTHER RESEARCH 

The authors think that the area of social media integration and how integration of social media 

affects a company’s social media performance is a very interesting area. But we also think it 

is an area which is in need of a lot of further research. In this thesis a first attempt to find an 

answer to how companies do this and how it affects performance has been made. It could be a 

good thing if further research within this area was done trough experimental design or case 

studies. Further research could for example look deeper into how companies integrate social 

media, why they do so and how they feel they perform in social media, both from an objective 

and a subjective view. It could also be interesting to understand how companies measure their 

performance in social media, both objectively and subjectively. When following companies 

for a longer time, in the beginning of their integration, it could for example be possible to 

measure the change in performance objectively. If there is no time to make long time studies, 

another way to further research this area could be to conduct more interviews and in that way 

get a deeper understanding about how some companies work with integration and how they 

measure performance. 

Other things that could be done in further research of this area are to do research 

internationally to see if the results differ between countries. Research could as well be done in 

more types of companies, not only Aktiebolag (limited company, Ltd), in companies with less 

than 50 employees and in more industries. 

There is also a need for more quantitative research, similar to the survey we have conducted, 

to further test the results. 
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APPENDIX 1 – SOCIAL MEDIA TABLE 

Here the authors present some social media websites. It is not, in any way, a complete list of 

all available social media websites, rather a short introduction into some of the available 

social media websites. 

Name Founded/ Launched Users Type of social 

media 

Possible use 

Blogs -
3
 -

4
 Online journal 

(Agnihotri et al., 

2012) 

Express opinions 

Educate customers 

Start discussions 

(Agnihotri et al., 2012) 

Branding (Bottles & 

Sherlock, 2011) 

Facebook Founded: 2004 

(Bottles & Sherlock, 

2011) 

Available for everyone 

since 2006 (Bottles & 

Sherlock, 2011; Fitch, 

2009) 

1.11 billion monthly 

(655 million daily) 

active users 

(Facebook, 2013-

05-28) 

Social network 

platform (Agnihotri 

et al., 2012; Bottles 

& Sherlock, 2011; 

Drury, 2008; Fitch, 

2009; Macnamara & 

Zerfass, 2012; 

Montalvo, 2011) 

Connect with others 

Follow market trends 

(Agnihotri et al., 2012) 

Use as a focus group 

Receive comments 

(Crawford, 2009) 

Flickr Founded: 2004 

(Facebook, 2013-02-

08) 

-
5
 Content community 

(Kaplan & 

Haenlein, 2010) 

Sharing photos (Drury, 

2008; Macnamara & 

Zerfass, 2012) 

Google+ Released: 2011 

(Ovadia, 2011) 

More than 500 

million users 

(Official Google 

Blog, 2013-02-08) 

Social network 

(Ovadia, 2011; 

Agnihotri et al., 

2012) 

Circle (add) friends 

Share content 

Creating Hangouts 

(video chat) 

(Ovadia, 2011) 

Instagram Launched: 2010 

(Instagram Press 

Center, 2013-02-08) 

100 million monthly 

active users 

(Instagram Blog, 

2013-05-02) 

Photo sharing 

(Instagram Press 

Center, 2013-02-08) 

Take, edit and share 

photos with mobile 

phone (Instagram, 

2013-02-08; Instagram 

Press Center, 2013-02-

08) 

                                                 
3
 There are several different services and private blogs. Hence the authors believe that no year can be seen as 

trustworthy. 
4
 The authors argue that since the Internet is so big and changing so fast, giving a number on how many blogs 

there are would just be a guess. Hence, no information will be provided. 
5
 No data available 
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LinkedIn Launched: 2003 

(LinkedIn, 2013-02-

08) 

“more than 200 

million members” 

(LinkedIn, 2013-02-

08) 

Business-orientated 

social network 

(Bottles & Sherlock, 

2011) 

Users can connect 

See others connections 

Receive 

recommendations 

(Agnihotri et al., 2012) 

Myspace Founded in 2003 

(Myspace A, 2013-02-

08) 

-
6
 Social network 

(Agnihotri et al., 

2012; Drury, 2008; 

Montalvo, 2011) 

Connect with other 

users 

Follow market trends 

(Agnihotri et al., 2012) 

Share content, special 

focus on music and 

video (Myspace B, 

2013-02-08) 

reddit Launched: 2005 

(About reddit, 2013-

02-08) 

56 060 331 unique 

visitors (About 

reddit, 2013-02-

08).
7
 

Social news 

aggregator (Meraz, 

2009) 

Add content 

Discuss the content 

Vote on the content 

(reddit, 2013-02-08) 

Pinterest Launched: 2010 

(Stellrecht, 2012) 

-
8
 Social network and 

bookmarking 

website (Stellrecht, 

2012) 

Post (pin) content such 

as images and other 

items found on the 

Internet, with a 

comment. 

Repost (repin) content 

Follow users 

(Stellrecht, 2012) 

Tumblr Founded: 2008 (Yunus 

& Salehi, 2012) 

93.5 million blogs 

(Tumblr, 2013-02-

12) 

Social network 

(Yunus & Salehi, 

2012) 

Post updates such as 

images, videos, text, 

audio and more to a 

form of short blog 

Follow users 

Like content 

Repost content 

Comment posts 

(Yunus & Salehi, 2012) 

Twitter Launched: 2006 

(Bottles & Sherlock, 

2011; Crawford, 2009; 

Fitch, 2009) 

More than 200 000 

000 active users 

(Twitter, 2013-02-

11) 

Social network, 

microblog 

(Agnihotri et al., 

2012; Bottles & 

Sherlock, 2011) 

Users can make updates 

of up to 140 characters 

(Crawford, 2009) 

User can follow each 

other (Agnihotri et al., 

2012; Bottles & 

Sherlock, 2011; 

Crawford, 2009) and 

                                                 
6
 No data available 

7
 No data regarding the amount of members has been found. 

8
 No data available 
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specific subjects 

(Agnihotri et al., 2012) 

Can be used as a focus 

group (Crawford, 2009) 

YouTube Launched: 2005 

(Bottles & Sherlock, 

2011; Fitch, 2009) 

“Over 800 million 

unique users visit 

YouTube each 

month” (YouTube, 

2013-02-11) 

Content community 

(Agnihotri et al., 

2012) 

Share videos (Bottles & 

Sherlock, 2011; 

Macnamara & Zerfass, 

2012) 

View videos 

Like videos 

Comment on videos 

(Hoffman & Fodor, 

2010) 
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APPENDIX 2 – METRICS OF SOCIAL MEDIA 

Social media 

application 

Brand Awareness Brand Engagement Word-of-Mouth 

Blogs Number of unique visits 

Number of return visits 

Number of times bookmarked 

Search ranking 

Number of members 

Number of RSS feed subscribers 

Number of comments 

Average length of time site 

Number of responses to polis, 

contests, surveys 

Number of references to blog in other 

media (online/offline) 

Number of reblogs 

Number of times badge displayed on 

other sites 

Number of ”likes” 

Microblogging 

(e.g., Twitter) 

Number of tweets about the 

brand 

Valence of tweets +/- 

Number of followers 

Number of followers 

Number of @replies 

Number of retweets 

Cocreation 

(e.g., NIKEiD) 

Number of visits Number of creation attempts Number of references to project 

Social 

Bookmarking 

(e.g., 

StumbleUpon) 

Number of tags Number of followers  Number of additional taggers 

Forums and 

Discussion 

Boards (e.g., 

Google 

Groups) 

Number of page views 

Number of visits 

Valence of posted content +/- 

Number of relevant topics/threads 

Number of individual replies 

Number of sign-ups 

Incoming links 

Citations in other cites 

Tagging in social bookmarking 

Offline references to the forum or its 

members 

In private communities: number of 

pieces of content (photos, discussions, 

videos); chatter pointing to the 

community outside its gates 

Number of ”likes” 

Product 

reviews (e.g., 

Amazon) 

Number of reviews posted 

Valence of reviews 

Number and valence of other 

users’ responses to reviews 

(+/-) 

Number of wish list adds 

Number of times product 

included in users’ lists (i.e., 

Listmania! on Amazom.com) 

Length of reviews 

Relevance of reviews 

Valence of other users’ ratings of 

reviews (i.e., how many found 

particular review helpful) 

Number of wish list adds 

Overall number of reviewer rating 

scores entered 

Average reviewer rating score 

Number of reviews posted 

Valence of reviews 

Number and valence of other users’ 

responses to reviews (+/-) 

Number of references to reviews in 

other sites 

Number of visits to review site page 

Number of times product included in 

users’ lists (i.e., Listmania! on 

Amazon.com) 
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Social 

Networks 

(e.g., Bebo, 

Facebook, 

LinkedIn) 

Number of members/fans 

Number of installs of 

applications 

Number of impressions 

Number of bookmarks 

Number of reviews/ratings 

and valence +/- 

Number of comments 

Number of active users 

Number of ”likes” on friends’ 

feeds 

Number of user-generated items 

(photos, threads, replies) 

Usage metrics of 

applications/widgets 

Impressions-to-interactions ratio 

Rate of activity (how often 

members personalize profiles, 

bios, links, etc.) 

Frequency of appearances in timeline 

of friends 

Number of posts on wall 

Number of reposts/shares 

Number of responses to friend referral 

invites 

Video and 

Photosharing 

(e.g., Flickr, 

YouTube) 

Number of views of 

video/photo 

Valence of video/photo ratings 

+/- 

Number of replies 

Number of page views 

Number of comments 

Number of subscribers 

Number of embeddings 

Number of incoming links 

Number of references in mock-ups or 

derived work 

Number of times republished in other 

social media offline 

Number of ”likes” 

Hoffman and Fodor, 2010, p. 44. 
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APPENDIX 3 – SURVEY 

This is an English translation of the introduction text in the survey: 

Hello! 

Welcome to our survey about how companies integrate social media. The company you are 

working for has been chosen for this survey based on the fact that you in 2011 had at least 50 

employees and is within one or several of the chosen industries. You can therefore not be 

replaced by any other company, which makes it important that we receive your answer. 

As a way of thanking you for your participation we will in the end of the survey offer you to, 

free of charge, receive our finished thesis. It is the first to investigate this new and up to date 

area. 

You will of course be able to answer anonymously. 

Do you have any questions? Then feel free to contact us at gmoil09@student.lnu.se or on 

072-264 35 78. 

Best wishes, 

Gabriel Modéus and Roger Blomkvist 

mailto:gmoil09@student.lnu.se
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Appendix 4 – Descriptive statistics 

SPEARMAN’S RHO 

  
  

Integration SubperfA SubperfB SubperfC SubperfD SubperfE SubperfF SubperfG 
Subperf 

TOT 

S
p

e
a
rm

a
n

's
 r

h
o

 

In
te

g
ra

ti
o

n
 Correlation 

Coefficient 
1 0,425

**
 0,449

**
 0,467

**
 0,312

**
 0,355

**
 0,382

**
 0,382

**
 0,508

**
 

Sig. (2-
tailed)  

0 0 0 0 0 0 0 0 

N 413 413 413 413 413 413 413 413 413 

 

 
Figure A4.1 – Scatter plot 
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CRONBACH’S - PERFORMANCE 

 

Case Processing Summary 

 N % 

Cases 

Valid 413 80,8 

Excluded
a
 98 19,2 

Total 511 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

SubperfA 74,6538 759,062 0,730 0,865 

SubperfB 75,2470 744,410 0,777 0,859 

SubperfC 75,6513 753,694 0,733 0,864 

SubperfD 78,9225 816,756 0,574 0,883 

SubperfE 80,3801 781,392 0,599 0,881 

SubperfF 74,9564 748,527 0,731 0,864 

SubperfG 80,5375 803,521 0,615 0,878 

 

Reliability Statistics 

Cronbach's 

Alpha 
N of Items 

0,887 7 
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CRONBACH’S – INTEGRATION 

 

Case Processing Summary 

 N % 

Cases 

Valid 413 80,8 

Excluded
a
 98 19,2 

Total 511 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Item-Total Statistics 

  
  

Scale 
Mean if 

Item 
Deleted 

Scale 
Variance 

if Item 
Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if 

Item 
Deleted 

8. To what extent do the 
statements below match 
your company's work with 
social media? 

a) There is one person who is 
mainly responsible for social media 

32,53 110,386 0,195 0,86 

b) There is a group that is working 
with social media 

33,14 102,793 0,438 0,846 

9. All of the company’s departments are involved in working with 
social media 

34,07 101,037 0,668 0,834 

10. Personnel from different departments are involved in the 
company’s activities in social media. 

33,44 100,077 0,663 0,834 

11. How much are the 
following departments 
involved in your company’s 
social media activities? 

a) Administrative departments (E.g. 
staff, finance and other 
administrative) 

34,44 108,683 0,357 0,849 

b) Distribution and logistics 
department 

34,97 110,674 0,437 0,847 

c) Sales department 33,62 101,521 0,524 0,841 

d) Marketing and communications 
department 

32,32 105,631 0,422 0,847 

e) Productions department 34,23 99,355 0,62 0,835 

f) Support and service department 34,32 101,748 0,542 0,84 

g) R&D department 34,32 99,904 0,636 0,835 

12. All personnel are allowed to communicate through social 
media as a representative of the company. 

33,59 104,418 0,346 0,853 

13. All departments communicate on social media as 
representatives of the company. 

34,38 103,247 0,611 0,838 

14. To what extent are the 
following statements true? 

a) The information given out 
through social media comes from 
all departments within the 
company. 

33,83 103,329 0,509 0,842 

b) All of the company's 
departments can by themselves 
post information on social media. 

34,16 103,267 0,455 0,845 

Reliability Statistics 

Cronbach's 

Alpha 
N of Items 

0,852 15 
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APPENDIX 5 – RESULTS FROM MAIN SURVEY 

1. HOW MANY EMPLOYEES DOES YOUR COMPANY HAVE? 

 

Percent of 511 responses 

2. WHAT IS YOUR COMPANY’S ANNUAL TURNOVER? (SEK) 

 

Percent of 508 responses 
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3. WHAT IS YOUR POSITION/TITLE IN THE COMPANY? 

 

511 responses, the respondents could chose several options 

4. WHERE ARE YOUR SERVICES AND/OR PRODUCTS LOCATED (ARE THEY PHYSICAL 

OR VIRTUAL)? 

 

Percent of 511 responses 
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5. DOES YOUR COMPANY USE SOCIAL MEDIA? 

  

Percent of 511 responses 

After this question all who answered that they do not use or do not know if they use any social 

media were done with the survey. Hence all percentage presented below are based on the 413 

companies that use social media. 

6. AS A COMPANY, HOW LONG HAVE YOU BEEN USING SOCIAL MEDIA? 
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7. HOW ACTIVE IS YOUR COMPANY IN THE FOLLOWING SOCIAL MEDIA SERVICES? 
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8. TO WHAT EXTENT DO THE STATEMENTS BELOW MATCH YOUR COMPANY'S WORK 

WITH SOCIAL MEDIA? 

 

9. ALL OF THE COMPANY’S DEPARTMENTS ARE INVOLVED IN WORKING WITH 

SOCIAL MEDIA 
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10. PERSONNEL FROM DIFFERENT DEPARTMENTS ARE INVOLVED IN THE 

COMPANY’S ACTIVITIES IN SOCIAL MEDIA. 
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11. HOW MUCH ARE THE FOLLOWING DEPARTMENTS INVOLVED IN YOUR 

COMPANY’S SOCIAL MEDIA ACTIVITIES? 
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12. ALL PERSONNEL ARE ALLOWED TO COMMUNICATE THROUGH SOCIAL MEDIA AS 

A REPRESENTATIVE OF THE COMPANY. 

 
 

13. ALL DEPARTMENTS COMMUNICATE ON SOCIAL MEDIA AS REPRESENTATIVES OF 

THE COMPANY. 
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14. TO WHAT EXTENT ARE THE FOLLOWING STATEMENTS TRUE? 
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15. HOW IMPORTANT ARE THESE GOALS, FOR YOUR COMPANY, REGARDING SOCIAL 

MEDIA? 
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16. HOW SATISFIED ARE YOU WITH HOW YOUR COMPANY ACHIEVES THESE GOALS, 

REGARDING SOCIAL MEDIA? 

 



92 

 

INDUSTRY 
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APPENDIX 6 – ADDITIONAL RESULTS 

In this appendix the following industries are compared:  

 I - Accommodation and food service activities 

 J - Information and communication 

 K - Financial and insurance activities 

 M - Professional, scientific and technical activities 

 P - Education 

 R - Arts, entertainment and recreation 

All percentages and numbers presented are the individual industry’s response. The exception 

is the column total which presents the results for all the industries. 

DO COMPANIES IN DIFFERENT INDUSTRIES USE SOCIAL MEDIA? 

In this crosstab it is compared how many of the companies in the different industries are using 

social media. 

Industry 

  I J K M P R Total 

Yes 
54 128 18 146 35 32 413 

93,10% 87,10% 72,00% 73,40% 72,90% 94,10% 80,80% 

No 
4 19 7 52 13 2 97 

6,90% 12,90% 28,00% 26,10% 27,10% 5,90% 19,00% 

Do not know 
0 0 0 1 0 0 1 

0,00% 0,00% 0,00% 0,50% 0,00% 0,00% 0,20% 

Total 
58 147 25 199 48 34 511 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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FOR HOW LONG HAVE COMPANIES IN DIFFERENT INDUSTRIES USED SOCIAL MEDIA? 

In this crosstab it is compared for how long the companies in the different industries have 

been using social media. 
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WHAT SOCIAL MEDIA SERVICES ARE USED? 

In these crosstabs the industries are compared on how often they use the specific social media 

services. 

a) Other’s blogs (E.g. reading and commenting on others blogs) 

 

Industry 
 

I J K M P R Total 

Do not use 
23 43 10 76 18 14 184 

42,60% 33,60% 55,60% 52,10% 51,40% 43,80% 44,60% 

Using less than once a month 
13 24 1 27 7 9 81 

24,10% 18,80% 5,60% 18,50% 20,00% 28,10% 19,60% 

Using several times a month 
8 30 3 25 7 6 79 

14,80% 23,40% 16,70% 17,10% 20,00% 18,80% 19,10% 

Using several times a week 
7 9 3 11 0 0 30 

13,00% 7,00% 16,70% 7,50% 0,00% 0,00% 7,30% 

Using daily 
3 22 1 7 3 3 39 

5,60% 17,20% 5,60% 4,80% 8,60% 9,40% 9,40% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

b) Own corporate blog 

 

Industry 

I J K M P R Total 

Do not use 
42 55 6 95 25 21 244 

77,80% 43,00% 33,30% 65,10% 71,40% 65,60% 59,10% 

Using less than once a month 
3 7 1 13 0 2 26 

5,60% 5,50% 5,60% 8,90% 0,00% 6,30% 6,30% 

Using several times a month 
7 32 4 19 5 4 71 

13,00% 25,00% 22,20% 13,00% 14,30% 12,50% 17,20% 

Using several times a week 
2 16 6 16 2 4 46 

3,70% 12,50% 33,30% 11,00% 5,70% 12,50% 11,10% 

Using daily 
0 18 1 3 3 1 26 

0,00% 14,10% 5,60% 2,10% 8,60% 3,10% 6,30% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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c) Facebook 

       

 

Industry 
 

I J K M P R Total 

Do not use 
0 14 3 23 0 0 40 

0,00% 10,90% 16,70% 15,80% 0,00% 0,00% 9,70% 

Using less than once a month 
2 14 1 22 1 0 40 

3,70% 10,90% 5,60% 15,10% 2,90% 0,00% 9,70% 

Using several times a month 
11 34 4 40 10 4 103 

20,40% 26,60% 22,20% 27,40% 28,60% 12,50% 24,90% 

Using several times a week 
17 25 6 35 9 10 102 

31,50% 19,50% 33,30% 24,00% 25,70% 31,30% 24,70% 

Using daily 
24 41 4 26 15 18 128 

44,40% 32,00% 22,20% 17,80% 42,90% 56,30% 31,00% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

d) Flickr 
 

 
 

Industry 
 

  I J K M P R Total 

Do not use 
44 96 17 115 28 24 324 

81,50% 75,00% 94,40% 78,80% 80,00% 75,00% 78,50% 

Using less than once a month 
5 22 1 19 4 4 55 

9,30% 17,20% 5,60% 13,00% 11,40% 12,50% 13,30% 

Using several times a month 
1 8 0 6 2 2 19 

1,90% 6,30% 0,00% 4,10% 5,70% 6,30% 4,60% 

Using several times a week 
2 2 0 3 0 1 8 

3,70% 1,60% 0,00% 2,10% 0,00% 3,10% 1,90% 

Using daily 
2 0 0 3 1 1 7 

3,70% 0,00% 0,00% 2,10% 2,90% 3,10% 1,70% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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e) Google+ 

 
Industry 

 

 
I J K M P R Total 

Do not use 
34 90 15 117 23 24 303 

63,00% 70,30% 83,30% 80,10% 65,70% 75,00% 73,40% 

Using less than once a month 
10 21 2 17 2 3 55 

18,50% 16,40% 11,10% 11,60% 5,70% 9,40% 13,30% 

Using several times a month 
4 9 0 5 4 2 24 

7,40% 7,00% 0,00% 3,40% 11,40% 6,30% 5,80% 

Using several times a week 
4 3 1 5 3 2 18 

7,40% 2,30% 5,60% 3,40% 8,60% 6,30% 4,40% 

Using daily 
2 5 0 2 3 1 13 

3,70% 3,90% 0,00% 1,40% 8,60% 3,10% 3,10% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

f) Instagram 

 
Industry 

 
  I J K M P R Total 

Do not use 
26 88 16 119 23 14 286 

48,10% 68,80% 88,90% 81,50% 65,70% 43,80% 69,20% 

Using less than once a month 
6 19 0 6 4 2 37 

11,10% 14,80% 0,00% 4,10% 11,40% 6,30% 9,00% 

Using several times a month 
10 10 1 10 5 6 42 

18,50% 7,80% 5,60% 6,80% 14,30% 18,80% 10,20% 

Using several times a week 
5 7 1 5 2 4 24 

9,30% 5,50% 5,60% 3,40% 5,70% 12,50% 5,80% 

Using daily 
7 4 0 6 1 6 24 

13,00% 3,10% 0,00% 4,10% 2,90% 18,80% 5,80% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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g) LinkedIn 

 
Industry 

 
  I J K M P R Total 

Do not use 
32 23 4 28 18 24 129 

59,30% 18,00% 22,20% 19,20% 51,40% 75,00% 31,20% 

Using less than once a month 
6 16 5 31 7 2 67 

11,10% 12,50% 27,80% 21,20% 20,00% 6,30% 16,20% 

Using several times a month 
7 47 3 44 6 4 111 

13,00% 36,70% 16,70% 30,10% 17,10% 12,50% 26,90% 

Using several times a week 
7 24 6 22 1 1 61 

13,00% 18,80% 33,30% 15,10% 2,90% 3,10% 14,80% 

Using daily 
2 18 0 21 3 1 45 

3,70% 14,10% 0,00% 14,40% 8,60% 3,10% 10,90% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

h) Myspace 

 
Industry 

 
  I J K M P R Total 

Do not use 
53 123 18 141 32 31 398 

98,10% 96,10% 100,00% 96,60% 91,40% 96,90% 96,40% 

Using less than once a month 
0 3 0 4 2 0 9 

0,00% 2,30% 0,00% 2,70% 5,70% 0,00% 2,20% 

Using several times a month 
1 1 0 0 1 0 3 

1,90% 0,80% 0,00% 0,00% 2,90% 0,00% 0,70% 

Using several times a week 
0 1 0 1 0 0 2 

0,00% 0,80% 0,00% 0,70% 0,00% 0,00% 0,50% 

Using daily 
0 0 0 0 0 1 1 

0,00% 0,00% 0,00% 0,00% 0,00% 3,10% 0,20% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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i) reddit 

 
Industry 

 

 
I J K M P R Total 

Do not use 
53 125 18 142 33 31 402 

98,10% 97,70% 100,00% 97,30% 94,30% 96,90% 97,30% 

Using less than once a month 
0 0 0 1 0 0 1 

0,00% 0,00% 0,00% 0,70% 0,00% 0,00% 0,20% 

Using several times a month 
1 1 0 1 1 1 5 

1,90% 0,80% 0,00% 0,70% 2,90% 3,10% 1,20% 

Using several times a week 
0 1 0 2 1 0 4 

0,00% 0,80% 0,00% 1,40% 2,90% 0,00% 1,00% 

Using daily 
0 1 0 0 0 0 1 

0,00% 0,80% 0,00% 0,00% 0,00% 0,00% 0,20% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

j) Pinterest 

 
Industry 

 
  I J K M P R Total 

Do not use 
43 108 18 127 32 29 357 

79,60% 84,40% 100,00% 87,00% 91,40% 90,60% 86,40% 

Using less than once a month 
9 13 0 9 1 0 32 

16,70% 10,20% 0,00% 6,20% 2,90% 0,00% 7,70% 

Using several times a month 
1 5 0 5 1 3 15 

1,90% 3,90% 0,00% 3,40% 2,90% 9,40% 3,60% 

Using several times a week 
1 2 0 4 1 0 8 

1,90% 1,60% 0,00% 2,70% 2,90% 0,00% 1,90% 

Using daily 
0 0 0 1 0 0 1 

0,00% 0,00% 0,00% 0,70% 0,00% 0,00% 0,20% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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k) Tumblr 

 
Industry 

 

 
I J K M P R Total 

Do not use 
51 117 18 141 32 31 390 

94,40% 91,40% 100,00% 96,60% 91,40% 96,90% 94,40% 

Using less than once a month 
1 6 0 2 1 0 10 

1,90% 4,70% 0,00% 1,40% 2,90% 0,00% 2,40% 

Using several times a month 
0 4 0 1 2 1 8 

0,00% 3,10% 0,00% 0,70% 5,70% 3,10% 1,90% 

Using several times a week 
2 0 0 1 0 0 3 

3,70% 0,00% 0,00% 0,70% 0,00% 0,00% 0,70% 

Using daily 
0 1 0 1 0 0 2 

0,00% 0,80% 0,00% 0,70% 0,00% 0,00% 0,50% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 

l) Twitter 

 
Industry 

 
  I J K M P R Total 

Do not use 
25 21 9 63 13 8 139 

46,30% 16,40% 50,00% 43,20% 37,10% 25,00% 33,70% 

Using less than once a month 
5 15 0 11 5 4 40 

9,30% 11,70% 0,00% 7,50% 14,30% 12,50% 9,70% 

Using several times a month 
14 29 1 30 5 7 86 

25,90% 22,70% 5,60% 20,50% 14,30% 21,90% 20,80% 

Using several times a week 
3 25 4 23 6 4 65 

5,60% 19,50% 22,20% 15,80% 17,10% 12,50% 15,70% 

Using daily 
7 38 4 19 6 9 83 

13,00% 29,70% 22,20% 13,00% 17,10% 28,10% 20,10% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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m) YouTube 

 
Industry 

 
  I J K M P R Total 

Do not use 
18 26 5 55 14 3 121 

33,30% 20,30% 27,80% 37,70% 40,00% 9,40% 29,30% 

Using less than once a month 
18 51 8 47 11 11 146 

33,30% 39,80% 44,40% 32,20% 31,40% 34,40% 35,40% 

Using several times a month 
9 28 3 34 4 11 89 

16,70% 21,90% 16,70% 23,30% 11,40% 34,40% 21,50% 

Using several times a week 
6 13 2 7 4 2 34 

11,10% 10,20% 11,10% 4,80% 11,40% 6,30% 8,20% 

Using daily 
3 10 0 3 2 5 23 

5,60% 7,80% 0,00% 2,10% 5,70% 15,60% 5,60% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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COMPARING HOW THE RESPONSIBILITY FOR SOCIAL MEDIA IS DIVIDED IN 

DIFFERENT INDUSTRIES 

In these crosstabs it is compared how the responsibility for social media is divided in the 

different industries. 

a) There is one person who is mainly responsible for social media 

 
Industry 

 
  I J K M P R Total 

Disagrees 
3 19 4 11 3 2 42 

5,60% 14,80% 22,20% 7,50% 8,60% 6,30% 10,20% 

Mostly disagrees 
7 19 0 17 5 1 49 

13,00% 14,80% 0,00% 11,60% 14,30% 3,10% 11,90% 

Partly agrees 
1 26 2 22 6 4 61 

1,90% 20,30% 11,10% 15,10% 17,10% 12,50% 14,80% 

Mostly agrees 
15 24 4 40 6 5 94 

27,80% 18,80% 22,20% 27,40% 17,10% 15,60% 22,80% 

Agrees 
28 40 8 56 15 20 167 

51,90% 31,30% 44,40% 38,40% 42,90% 62,50% 40,40% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 

 
b) There is a group that is working with social media 

 
Industry 

 
  I J K M P R Total 

Disagrees 
18 26 5 28 7 3 87 

33,30% 20,30% 27,80% 19,20% 20,00% 9,40% 21,10% 

Mostly disagrees 
9 18 1 26 3 3 60 

16,70% 14,10% 5,60% 17,80% 8,60% 9,40% 14,50% 

Partly agrees 
8 28 4 34 9 6 89 

14,80% 21,90% 22,20% 23,30% 25,70% 18,80% 21,50% 

Mostly agrees 
10 24 2 31 7 6 80 

18,50% 18,80% 11,10% 21,20% 20,00% 18,80% 19,40% 

Agrees 
9 32 6 27 9 14 97 

16,70% 25,00% 33,30% 18,50% 25,70% 43,80% 23,50% 

Total 
54 128 18 146 35 32 413 

100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 100,00% 
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Linnaeus University – a firm focus on quality and competence 
 
On 1 January 2010 Växjö University and the University of Kalmar merged to form Linnaeus University. This  

new university is the product of a will to improve the quality, enhance the appeal and boost the development 

potential of teaching and research, at the same time as it plays a prominent role in working closely together with 

local society. Linnaeus University offers an attractive knowledge environment characterised by high quality and  

a competitive portfolio of skills. 

 

Linnaeus University is a modern, international university with the emphasis on the desire for knowledge, 

creative thinking and practical innovations. For us, the focus is on proximity to our students, but also on the 

world around us and the future ahead. 
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