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Abstract  

Background – Inertia describes a state whereby companies develop slower relative the 

pace of change experienced by their environment, something most organizations 

experience at least once in their lifetime. Being in the state of inertia and consequently 

failing to adapt to change cause new businesses to replace old ones. Therefore, it is 

important for firms to be dynamic, which enables them to quickly recognize opportunities 

and threats. A way for companies to answer to these changes is to possess dynamic 

capabilities, which is found to be a solution for inertia. 

 

Digital innovation has played a key role in the evolution of dynamic environments. In order 

for companies to adapt to changing environments, the need for digital adaptation is 

becoming increasingly crucial. As a result, digital and social platforms have rapidly 

emerged throughout society, forcing companies to act to avoid stagnating in their 

development.  

 

Purpose - This thesis aims to analyze how the utilization of Facebook as a dynamic 

capability can prevent inertia through the microscope of the Dynamic Capability 

Framework. 

 



 

 

Method - Empirical data was collected through an interview study with employees at 

strategy and digital media consultancy firms. The participants possess extensive 

knowledge in the field of strategic implementation of social media. Primary data was 

gathered through semi-structured interviews and was analyzed in relation to the reviewed 

theory within inertia, dynamic capabilities, and digital innovation, by a thematic analysis.  

 

Findings - The findings of this thesis indicate that by dynamically utilizing Facebook, 

companies can extensively explore markets. This allows companies to continuously align 

existing resources by adapting and acting on identified trends within markets. Since these 

are actions within the Dynamic Capability Framework, a conclusion can be drawn that the 

usage of Facebook can be a dynamic capability. The usage of Facebook can therefore 

prevent organizations from entering the state of inertia. The findings further show that in 

order for the utilization of Facebook to be a dynamic capability, companies must possess 

extensive user skills and competencies. This research adds to the existing theory of digital 

media and business development by examining the usage of the social media platform, 

Facebook, through the lens of the Dynamic Capability Framework.  
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Definition list  

Algorithm: An integrated system or set of rules which can guide actions in different 

operations, especially in mathematics, computers or software. 

 

Analytics: See how people engage with the business across different devices, platforms, 

and websites, and see previous results. 

 

Audience Insights: A function in Facebook Business Manager which provides extensive 

knowledge about the people who matter to the business. 

 

Branding: Establishing a unique name and identity of a firm’s product, service, and 

organization. This is established through continuous advertising campaigns which gives 

purpose and significant expression to why customers should choose their product or 

service. 

 

Brand Awareness: The extent to which a brand is recognized and by customers and 

potential customers, and is directly associated with specific features and a specific identity 

presented by the organization in previous advertising campaigns. This is normally 

emphasized a lot at the beginning of a marketing sequence. 

 

Brand Equity: The power from establishing name recognition and brand identity over 

time, which in turn will lead to increased sales, higher profit margins, and gain market 

share. 

 

Business Manager: Platform by Facebook to manage advertising, corporate Facebook 

pages, budgeting, and the people who are working on these tasks. 

 

Capability: The ability to do something. 

 

Commercialization Activities: Commercialization is the act of going from idea to 

bringing the service or product to the market. This involves marketing activities, sales, 

customer support, and production. 

 



 

 

Customer Engagement: Communication between a business’s external stakeholder and 

anything representing the business. This can be done online or offline. Online engagement 

could include interaction on social media pages, commenting and discussing on blog posts, 

and sharing of the business’s content. 

 

Demographics: Characteristics which identifies a certain target group or audience. 

 

Digitalization: Integration of digital technology, going from analog to digital procedures. 

Example: going from traditional printed marketing campaigns to a digital purchased 

presence on e.g. Google or Facebook. 

 

Dynamic Capability: The ability for organizations to innovate, adapt, and integrate 

resources, skills, and competencies in order to answer to changes in the market. 

 

HTML: Hypertext Markup Language, a standardized system which enables the coding of 

effects and design, personification, and hyperlink effects on a World Wide Web source. 

 

Inertia: The state when organizations are unable to act on change when the external 

environment is changing. 

 

Lookalike Audience: A function which allows businesses to find people similar to their 

existing audience who are more likely to make a purchase. 

 

Marketing Inertia: The state when managers are unable to respond to changes in markets 

which occurs because of the competitive landscape and shifting customer preferences. 

 

Organizational Inertia: The state when organizations are unable to adapt internal 

structures and strategies to the changing environment. 

 

Pixel: A piece of code to implement in the company’s webpage HTML to track ad 

conversions, improve targeting, and ultimately maximize the return on advertising. 

 

Resource-based view: A managerial framework which emphasizes the importance of 

utilizing resources within firms in order to gain a competitive advantage. 



 

 

 

Social Media: Online platforms which allow for joining personal or professional 

memberships, sharing and creating content, communication, and interaction between users. 

 

Target Audience: An identified group from marketing research which is the intended 

receiver of the advertising message. 

 

Word-of-mouth: Unpaid advertising, written or spoken, from customers who share their 

experience with the product or service.



 

1 
 

1.0 Introduction 

This section presents a background of the need for change in dynamic markets as well as 

the role of social media in digital innovation, followed by a presentation of the research 

problem and research purpose in order to create an overall understanding of the research. 

Lastly, the delimitations of the study are presented. 

1.1 Background 

In today’s ever-changing society, with shifts in consumer trends, advances in technology, 

and increasing competition, organizations are concerned with how they are supposed to act 

on the challenges arising from this rapidly evolving environment (Kotter, 2014). When 

organizations are unable to change in the same relative speed as the environment they end 

up in the state of inertia (Miller & Friesen, 1980; Nedzinskas, Pundzienė, Buožiūtė-

Rafanavičienė & Pilkienė, 2013). For the purpose of this research, the definition of inertia 

will base on Miller and Friesen (1980) and be defined as the state when organizations are 

unable to act on change as the external environment changes. An example of an 

organization which experienced inertia is Kodak. Kodak did not follow the changing 

industry of photography and the initiative of digital cameras in 1975. Twenty years later 

the company launched its own version of a digital camera, which did not receive the 

success they expected. After several actors entered the market, Kodak went from being a 

market leader in the industry of photography to going bankrupt in 2012. The company did 

not produce any more digital cameras after bankruptcy (Bastos, 2017).  

 

Due to the high velocity of changes in the market most organizations experience inertia at 

least once in their lifetime (Huang, Lai, Lin & Chen, 2013). Being in the state of inertia 

and consequently failing to adapt to change will cause new businesses to replace old ones 

(Teece, 2007; Nedzinskas et al., 2013). Therefore, it has become even more important for 

firms to be dynamic which enables to quickly recognize opportunities and threats (Teece, 

Pisano & Shuen, 1997; Eisenhardt & Martin, 2000; Kotter, 2014). Adapting to identified 

changes does not necessarily mean starting over. Companies should instead focus on 

reintroducing combinations of current capabilities and competencies (Kotter, 2014).  
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Technology has played a key role in the rapid changes in the environment (Kotter, 2014). 

Technology is a dynamic concept (Wang, Rod, Ji, & Deng, 2017) as it has been developing 

at a fast pace during the previous years, constantly adapting to society’s shifting demands 

(Rock, 2018). As a part of the technological improvements, digital innovation has been of 

high importance for exploring and seizing new ideas (Svahn, Mathiassen & Lindgren, 

2017). Digital innovation has resulted in improvements in social media and an increase of 

its user rate. In 2017, there were 2.5 billion active users on different social media platforms 

(Statista, 2019b) and the social media consumption is expected to continue to grow 

(Newman, 2018; Statista, 2019b), which firms should leverage by optimizing their 

presence (Wang et al., 2017). Furthermore, continuous social media investments reinforce 

organizational standard practices and contribute to more distinct capabilities (Luo, Zhang 

& Duan, 2013). In addition, the ability to apply knowledge and skills to an organization’s 

usage of social media can be seen as a dynamic capability if the utilization creates a 

competitive advantage for the firm (Wang et al., 2017). However, 30% of the business-to-

business (B2B) marketers who spend millions of dollars annually on marketing activities 

on social media, lack an understanding of the impact social media platforms can have on 

generating leads and sales (Saravanakumar & SuganthaLakshmi, 2012).  

 

For the purpose of this study, dynamic capabilities are defined as the ability for 

organizations to innovate, adapt, and integrate resources, skills, and competencies in order 

to answer to changes in the market. This definition is based on Teece et al. (1997). Dynamic 

capabilities provide companies with the ability to configure their internal and external 

resources, enabling innovation and transformation (Teece et al., 1997; Teece, 2007), and 

thus helping organizations to prevent or exit inertia (Nedzinskas et al., 2013; Teece, 2018). 

The advantages of having dynamic capabilities are demonstrated by the company Netflix. 

At the beginning of the 20th century, the company needed to follow up on the behaviors 

and needs of their customers to create a modern value. Therefore, Netflix reinvented the 

organization repeatedly by exploiting opportunities and data discovered with dynamic 

capabilities. Today, the company is the world’s largest internet-based TV network (Rataul, 

Tisch & Zámborský, 2018). Dr. Peter Zámborský summarizes Netflix’s success by stating: 

 

“The world’s most valuable resource is no longer oil, it’s customer data.” 

(Rataul, Tisch & Zámborský, 2018) 
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The leading social media platform today is Facebook, with more than two billion monthly 

active users (Facebook, 2018; Statista, 2019c) and annual revenue of $55.8 billion in 2018 

(Statista, 2018). Facebook is used by individuals on a global scale for social networking 

and sharing of content (Čičević, Samčović, & Nešić, 2016; Ahmed & Ibrahim, 2017). It 

has also emerged as a major marketing tool for companies (Aichner & Jacob, 2015). In 

fact, Facebook had seven million active advertisers promoting their products and services 

in the first quarter of 2019 (Statista, 2019a). Facebook’s popularity among professionals 

stems from its evolution to a major search engine. Together with the various tools available 

on the platform, this evolution allows professionals to dynamically reach both existing and 

potential customers (Porter, 2018).  

 

As the number of professional users on Facebook increased, Facebook launched its 

advertising service Facebook’s Business Manager. Business Manager is a separate 

platform with extensive possibilities and more professional control, which simplifies the 

management of advertising (Fairbrother, 2019). The advertising service allows firms to 

manage assets and advertising budgets, as well as control their corporate Facebook page 

(Facebook, 2019). The Business Manager platform also gives firms the opportunity to be 

present in markets. This is possible by combining the Audience Insights and the Analytics 

function in Business Manager, along with the possibility to find target audiences and 

retarget existing audiences and customers with the Facebook Pixel (Business Manager, 

2019).  

 

1.2 Problem 

The constant development of society at large in the 21st century has forced organizations 

to initiate internal and external innovation, change, and development (Kotter, 2014). 

Organizations that cannot adapt to the changing environment will experience setbacks and 

eventually stagnation (Kotter, 2014). This is also known as entering the state of inertia 

(Miller & Friesen, 1980). Inertia has been a common research topic since the late 20th 

century (Hannan & Freeman, 1984) and is today even more relevant due to the rapidly 

changing environment (Wang et al., 2017; Teece, 2018). A solution for organizations 

experiencing stagnation is dynamic capabilities, which are one of the most powerful 

abilities organizations can exploit to prevent inertia (Teece et al., 1997; Schreyogg & 

Kliesch-Eberl, 2007; Teece, 2007; Helfat & Winter, 2011; Teece, 2018). Research 
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emphasizes the importance of dynamic capabilities, as it helps organizations to recognize 

new opportunities and enable them to stay competitive. Moreover, existing research shows 

that digital innovation allows for transformation and is a strong driver for business 

development. During the last years, social media has developed to become one of the most 

crucial parts of digital innovation (Barrett, Davidson, Prabhu & Vargo, 2015). The highly 

adaptive characteristics of social media enable the abilities, skills, and knowledge required 

to use it to be a dynamic capability (Wang et al., 2017; Mention, Barlatier & Josserand, 

2019). Today, Facebook is the largest social media platform, and thus, a major strategic 

tool for companies to utilize in order to improve performance (Ahmed & Ibrahim, 2017). 

  

Despite existing research addressing how the capability of using social media to create a 

competitive advantage can be viewed as a dynamic capability, there is a lack of research 

connecting social media and inertia. Since the usage of social media can be a dynamic 

capability and dynamic capabilities are suggested to be a solution for inertia, there is an 

evoking interest to explore these fields in relation to each other. Due to the increasing 

consumption of social media usage among businesses (Statista, 2019a) along with a 

common pattern of organizations experiencing inertia (Nedzinskas et al., 2013), the 

relevance for this type of study has increased even more. Hence, examining how the usage 

of social media, as a dynamic capability, can help organizations to prevent inertia is 

relevant. In addition, Mention et al. (2019) emphasize the need for extending existing 

research addressing social media and innovation interactions, which would be covered by 

research connecting social media and inertia. 

 

As Facebook has the highest user rate among social media platforms (Aichner & Jacob, 

2015), it is of high relevance to research this platform for this specific purpose. Previous 

research has presented multiple ways on to how the usage of Facebook can improve 

business value in terms of marketing (Ahmed & Ibrahim, 2017), but existing research lacks 

a connection between the usage of Facebook and business development. An identified gap 

exists where research has not examined the applicability of an explicit social media 

platform in terms of adapting to the external environment. 

 

 

 



 

5 
 

1.3 Purpose 

To address the lack of research linking the usage of social media, specifically Facebook, 

to inertia and attempt to close the identified research gap, the following research question 

will be examined: 

 

How can the usage of Facebook be a dynamic capability in order to prevent inertia?  

 

This research aims to focus on the utilization of Facebook as a dynamic capability, from 

the perspective of strategy and digital media consultancy firms.  

  

1.4 Delimitations  

This research has primarily been delimited to focus on participants working at strategy and 

digital media consultancy firms. The reason for choosing these specific participants is to 

narrow down the scope of the study since the topic is extensive in nature, as well as their 

expertise within the area of social media usage and strategy formulation, which is relevant 

for the phenomenon under study. However, the need for awareness of how the usage of 

Facebook can be a dynamic capability in order to prevent inertia could apply to companies 

in all different industries and sizes. Therefore, this type of study could possibly be executed 

from various perspectives such as specific organizational sizes and different industries. 

Moreover, due to the predetermined size of this research, this study only focuses on 

Facebook. However, this study could also be addressed from the perspective of multiple 

or other social media platforms. 
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2.0 Frame of Reference  

This section examines the existing research related to the topic. The literature collection 

process is described along with a literature review covering topics of inertia, dynamic 

capabilities, digital media, digital innovation, and social media. The Dynamic Capability 

Framework is also presented.  

 

2.1 Literature Collection 

In order to gather relevant information and gain an understanding of the recent years’ 

technological development, only literature dating back to the year 2013 was considered. 

However, this timeframe does not necessarily apply for literature used to understand, 

explain, and define older concepts, specifically referring to inertia and dynamic 

capabilities. Literature was carefully selected by conducting advanced searches at the 

database Google Scholar. Articles were found by using combinations of keywords such as 

“inertia”, “dynamic capability”, “social media”, “Facebook”, “digital”, and “innovation”. 

A brief screening of headings and summaries of the search hits helped to select the most 

appropriate articles. Additionally, a manual search was conducted by looking for relevant 

citations in the literature. In the area of dynamic capabilities, the article “Business Models 

and Dynamic Capabilities” by Teece (2018) was the starting point for the manual search. 

During the process of reviewing the selected literature, Wallace and Wray’s (2006) review 

questions were used in order to examine the relevance and credibility of the articles, which 

includes determining the purpose of the research and how the research can be suitable for 

this particular research. 

 

To assure the quality of the articles, the majority of the selected literature is published in 

journals with 3, 4 or 4* (Journal of Distinction) in rating from the Academic Journal Guide. 

A rank describes the quality of a journal and which journals to aim for. A ranking of 3 or 

above indicates that the research papers published in the journals are well executed and 

highly regarded within its field (Chartered Association of Business Schools, 2018). Hence, 

most weight was put on articles from these journals. However, five articles from journals 

with 1 or 2 in the ranking were used due to its relevance to the research topic. In addition, 

the main article for this study is “Explicating Dynamic Capabilities: the Nature and 
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Microfoundations of (sustainable) Enterprise Performance” by Teece (2007), which has a 

ranking of 4*. A table summarizing all key theoretical articles is included in Appendix A.  

2.2 Literature Review  

2.2.1 Inertia 

Inertia is the state when organizations are unable to act on change when the external 

environment is changing significantly (Miller & Friesen, 1980; Nedzinskas et al., 2013). 

The literature states that inertia has to be put in relation to the external environment and its 

speed of change. Thus, inertia is associated with the relative speed in which companies are 

able to receive and assess information about the external environment and hence, it refers 

to the relative speed of organizational change and external change (Steen, 2009). Being 

subject to inertial forces means organizations rarely manage to revise and change its 

strategy and structure in the occurrence of environmental threats (Hannan & Freeman, 

1984). Inertia inhibits innovative and creative breakthroughs and reduces relative 

organizational performance (Teece, 2007; Nedzinskas et al., 2013).  

 

The factors leading organizations to inertia can be both internal and external (Hannan & 

Freeman, 1984; Tripsas, 2009). Hannan and Freeman (1984) identify the tendency for 

practices to become standardized as an internal factor while barriers to entry and the 

difficulty for organizations to break out of their comfort zone are external factors. The 

authors particularly emphasize the difficulty for organizations to break out of their comfort 

zone and explains this as the fear of deviating from the expectations people have about 

how the company will behave. The researchers define these commonly held expectations 

as an organizational identity. This is further discussed by Tripsas (2009) who argues that 

the fear of altering organizational identity is one major reason why companies do not 

continue to change. However, to resist inertia and achieve a sustained advantage, 

transformation should be a series of short-lived and semi-continuous activities. This gives 

organizations time to seize the initiative in the process of taking small steps and enable 

companies to avoid inertia through the usage of organizational wisdom (Teece, 2018).   

 

Two types of inertia have been identified in previous literature: marketing inertia and 

organizational inertia. Marketing inertia means that managers are unable to respond to 

changes in the market. It is usually present due to changes in the competitive landscape 
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and shifting customer preferences. Marketing inertia can further be viewed as a limitation 

of choices regarding price policies, distribution channels, advertising, the product and 

service provided, and sales (Bonoma, 1981). Organizational inertia means that structures 

and strategies within companies do not change, and therefore organizations are unable to 

adapt to the developing environment (Schreyogg & Kliesch-Eberl, 2007; Huang et al., 

2013). Some researchers also refer to organizational inertia as structural inertia (Schreyogg 

& Kliesch-Eberl, 2007). Furthermore, Huang et al. (2013) present that the stagnation of 

organizations could be reflected in stages of product development, process- and production 

methods, and firm policies. Due to the underlying nature of organizational inertia, research 

shows this state to be likely to occur when procedures, behaviors, and learning curves are 

standardized and further stagnated (Schreyogg & Kliesch-Eberl, 2007; Huang et al., 2013). 

Organizational inertia can inhibit organizational cultures to change and adapt to the 

external environment. Existing literature suggests that organizations must not only 

improve current capabilities but also explore other activities in which they could engage 

in. This will prevent firms from fixating their existing capabilities and allow them to 

develop new ones (Schreyogg & Kliesch-Eberl, 2007). 

 

Inertia is often a driver for the demand of dynamic capabilities in organizations (Schreyogg 

& Kliesch-Eberl, 2007). Teece (2018) further suggests dynamic capabilities to be a 

solution for avoiding inertia. When inertia is present, the activities of an organization 

automatically indicate strong resistance to change. Allowing for semi-continuous activities 

towards development in organizations will open up for new ideas, innovation, and 

investments in research and development (R&D), which is crucial in the process of either 

avoiding inertia or exiting the state of inertia. In order for organizations to be semi-

continuous innovative, it is essential for corporate environments to allow for flexibility, 

entrepreneurialism, and opportunity recognition (Teece, 2018).  

 

By being aware of the fact that inertia is a common state for organizations to enter, an 

ability to possess multiple capabilities to enhance future development of businesses, also 

known as dynamic capabilities, will be presented.  

2.2.2 Dynamic Capabilities 

A capability is defined as an ability to practice actions, as part of a set of routines 

(Eisenhardt & Martin, 2000; Nedzinskas et al, 2013). In order for something to be 
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classified as a capability, it needs to work in a reliable manner (Helfat & Winter, 2011; 

Nedzinskas et al, 2013). This leads to a situation where organizations experience a pressure 

of being able to create trustworthy and reliable procedures and processes that establish 

increased performance and competitive advantage. On the other hand, it creates a risk in 

unstable markets since it restricts organizations solely to these capabilities (Schreyogg & 

Kliesch-Eberl, 2007). A firm’s ability to achieve new ways of competitive advantage was 

first referred to as “Dynamic Capabilities” by Teece et al. (1997). In addition, Eisenhardt 

and Martin (2000) also discuss the concept of dynamic capabilities. The authors argue that 

dynamic capabilities emerged since the existing resource-based view gave an insufficient 

explanation of how and why organizations achieve competitive advantage in markets 

characterized by unpredictable and rapid changes. Eisenhardt and Martin (2000) further 

define dynamic capabilities as the processes whereby firms use resources to meet and 

create changes in the market. These processes include strategic decision making, alliances, 

and product development, which together modifies the way firms earn their profit 

(Eisenhardt & Martin, 2000; Helfat & Winter, 2011). Dynamic capabilities help 

organizations attain new resource configuration as the environment changes, which in turn 

will contribute to factors helping companies to achieve a competitive advantage 

(Eisenhardt & Martin, 2000). This is also in line with how Teece et al. (1997) define 

dynamic capabilities. The authors of this research define dynamic capability as the ability 

of organizations to integrate, build, and configure both the internal and external 

competencies in order to act on rapid changes in the market. 

 

2.2.2.1 Dynamic Capability Framework 

Teece (2007) divides dynamic capabilities into three different abilities; sense, seize, and 

reconfigure. These abilities together create the Dynamic Capability Framework, which is 

summarized in Figure 2.1 and further explained below. 

 

 

 

 

 

Figure 2.1 Dynamic Capability Framework 
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(Teece, 2007) 

2.2.2.1.1 Sense 

As a result of the fast-paced global environment, changes in consumer needs, technology, 

and competitive rivalry are always uncertain. Sensing is the capacity by which firms 

identify changes and movements, i.e. opportunities and threats, within this fast-paced 

global environment. In order to identify these changes, organizations must continuously 

analyze, search, and explore technologies and markets. During these processes, 

investments in R&D are necessary for both local and international environments and 

markets. The market analysis also has the aim of finding target segments (Teece, 2007). 

 

The process of discovering and creating opportunities can emerge from individuals’ 

cognitive capacities. This requires individuals to be able to access information and having 

the ability to recognize and shape opportunities. The capacity to recognize opportunities 

includes creative activities by individuals possessing specific knowledge, user experience, 

and the ability to understand how customers make decisions. However, the process of 

discovering and creating opportunities can also be originated from organizational 

processes, such as R&D activities. Organizations that are able to include scanning, 

interpretative, and creative processes in their operations will be less vulnerable than 

organizations which rely on the cognitive capacities from a few individuals, since 

individuals might leave the organization while organizational processes will remain. 

Organizational processes could include monitor customer needs and create new product 

and process opportunities (Teece, 2007). 

2.2.2.1.2 Seize 

Once opportunities have been sensed, a firm must be able to seize them. This can be done 

either through new products or services, or by developing external and internal processes. 

This demands investments in development and a high level of commercialization activities, 

which eventually can contribute to a place in the market for the developed product. 



 

11 
 

Furthermore, seizing opportunities generally requires improvements in technology and 

competencies and contributes to potential changes and adjustments in the organization’s 

strategies and plans. These changes include designing actions on how to capture value, 

how to avoid decision errors, and how to build loyalty by effective communication. 

Therefore, structures and procedures must be designed accordingly for successful resource 

allocation and seizing of opportunities (Teece, 2007). 

2.2.2.1.3 Reconfigure 

When an organization manages to successfully seize opportunities in the market, it needs 

to handle more assets while simultaneously remaining flexible to sense and seize additional 

opportunities and threats. This is particularly important when operating in a dynamic 

market. The reconfiguration process can lead to enterprise growth and profitability. In 

order to do this, companies must be open for innovation and constantly grow and develop 

themselves internally, and their knowledge externally. This includes knowledge 

management, which encompasses the enabling of learning and knowledge transfer. 

Additionally, the reconfiguring process includes a continuous adaptation of assets, 

strategies, and routines. This enables transformation which identifies the reconfiguring 

process (Teece, 2007). Hence, companies must have continuous development, alignment, 

and realignment of both tangible and intangible resources. An organization's ability to 

reconfigure itself depends on the investments activities performed by the company, which 

in turn depends on the organization’s ability to sense opportunities (Teece et al., 1997; 

Teece, 2007). 

 

By explaining the concept of dynamic capabilities in terms of sensing, seizing, and 

reconfiguring will bring an understanding of how this concept can be utilized in a business 

concept. 

 

2.2.3 Digital Media 

By dividing digital media into digital innovation and social media, and outlining its 

connection to dynamic capabilities, the researchers aim to give brief background 

information before presenting information about the main topic of this research, Facebook. 

Hence, an introduction to digital media will be outlined below. 
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2.2.3.1 Digital Innovation 

Technological innovation is suggested to be essential for economic growth, which is 

derived from a combination of improvements in R&D and successive reallocation of 

resources (Kogan, Papanikolaou, Seru, and Stoffman (2017). Technology has allowed for 

innovation to take place, including the development of the Internet and applications, which 

has improved the operating systems of various services (Barrett et al., 2015).  

 

Innovation is an ongoing process which is intended to improve the ecosystems or create 

inventions in companies (Kogan et al., 2017; Svahn et al., 2017). Svahn et al. (2017) state 

that software innovations improve efficiency as well as boost external innovation. The 

authors further elaborate on different innovations, primarily focusing on digital innovation, 

which is a result from recombination of current capabilities and resources. Digital 

innovation is driven by the curiosity of the party in action and the capacity to create new 

things without the system of origin. The focus should be the process for innovation rather 

than the outcome, in order for digital innovation to successfully occur. Moreover, the 

development and growth of digital technologies such as social media platforms have 

increased the efficiency in general for many firms and individuals (Barrett et al., 2015). 

Barrett et al. (2015) suggest digital technologies to complement the innovation for services 

and products. The authors further explain that the drivers which enable successful service 

and product innovation are diverse algorithms from social media platforms and web 

services. The algorithms allow for a collection of information which is beneficial for 

exploration and exploitation for new ideas and opportunities. Additionally, the individuals 

who utilize the platforms will influence the algorithms and impact the innovation. Digital 

innovation, i.e. social media and web-browser, has been one of the most crucial drivers in 

business development (Barrett et al., 2015).  

 

2.2.3.2 Social Media  

Social media is a term with several definitions such as “strategic function”, a “set of 

marketing activities”, and “technological features” (Wang et al., 2017). For this research, 

social media will be defined as online platforms that allow for connecting personal and 

professional memberships, sharing and creating content, communication, and interaction. 

This definition is in line with how Mount and Martinez (2014) defines social media. During 

the digitalization of today’s society, many firms seek to gain optimization of their presence 
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on social media. Social media today is a growing topic in marketing. Regardless of the 

increased popularity, academics do not seem to understand why firms do not optimize their 

social media to its fullest potential (Wang et al., 2017). Companies that do not optimize 

their usage of social media will miss out from data received from market research, 

exchange of information, as well as understanding customer behavior (Luo et al., 2013; 

Mount & Martinez, 2014; Wang et al., 2017). Social media is most commonly associated 

with social platforms like Facebook and Instagram. Although, the concept is larger than 

that. Different platforms also considered as social media are micro-blogs, forums, gaming, 

virtual reality services, photo sharing services, and business networks (Aichner & Jacob, 

2015). Social media platforms can guide executives and managers with business 

development drivers such as relationship marketing and branding, which leads to increased 

business value (Luo et al., 2013). The possibilities that come with social media allow for 

more and higher engaged customers, which in turn contribute to further improvements in 

firm performance (Luo et al., 2013; Mount & Martinez, 2014). Luo et al. (2013) examine 

social media from a financial perspective in terms of firm equity value. The authors state 

social media to have a positive impact on investments, budgeting, and firm performance. 

In addition, social media metrics that measure results allow predictions of future 

investments to be made, thus improving resource allocation (Luo et al., 2013).  

 

Social media facilitates growth through word-of-mouth, which is one of the most 

prominent advantages with social media. Firms with higher engagement on social media 

platforms have stronger prospects for the future than firms with low engagement (Luo et 

al., 2013). Moreover, it is of high importance to have clear goals when using social media 

in corporate terms in order to utilize the platform to its fullest potential and to create future 

prospects. In addition, the relevance of measuring the outcome by viewing the number of 

impressions, engagements, and time spent on the diverse channels is of equal importance 

(Aichner & Jacob, 2015). 
 

2.2.3.2.1 Social Media and Dynamic Capabilities 

Mention et al. (2019) discuss how managers and firms can strategically use social media 

in order to leverage dynamic capabilities. The authors suggest that a strategic application 

of social media usage can guide innovation since the underlying nature of social media 

allows for communication, creativity, and collaboration. The researchers conclude that 

social media usage can be leveraged as a dynamic capability along with other 
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organizational dynamic capabilities (Mention et al., 2019). Mention et al. (2019) further 

explains the applicability of leveraging social media in and for innovation in terms of the 

three steps of dynamic capabilities: sensing, seizing, and reconfiguring. The usage of social 

media can be utilized for sensing capabilities by guiding firms with how to discover, create, 

and shape opportunities. These opportunities include trend analysis, gathering information 

of the external environment, customer analysis, and foreseeing technological development. 

Seizing capabilities include activities encouraging the development of new processes, 

products, and services which have been sensed in the previous step. This could also be 

done by using social media. Specifically, by exchanging and developing knowledge and 

communicating with the right stakeholders. Furthermore, reconfiguring opportunities is 

combining internal values, goals, and corporate processes to match the seized 

opportunities. The use of social media can be strategically leveraged in terms of both 

internal and external networking and hence be used as a strategic tool in the reconfiguring 

process (Mention et al., 2019).  

 

Wang et al. (2017) argue that the capability of an organization to employ social media to 

create a competitive advantage is a dynamic capability. The authors present three 

arguments for this reasoning. Firstly, social media is under continuous development and 

adaptation, making it an ever-changing technology (Kane, Alavi, Labianca & Borgatti, 

2014; Wang et al., 2017). Hence, firms must rapidly adjust their presence online and 

reconfigure their internal and external capabilities (Teece et al., 1997; Wang et al., 2017). 

Secondly, research suggests that a relationship exists between dynamic capabilities and the 

development of competitive advantage (Wang et al., 2017). Thus, the usage of marketing 

and social media must interlink and be integrated with other capabilities to create a 

competitive advantage. Lastly, social media is built on two concepts, social and media, 

which implies that it is built on the interaction of individuals’ social behaviors and the 

handling of digital platforms. Hence, it is crucial for firms to master the relationship 

between behavioral and digital dynamics in order to sustain a competitive advantage 

(Wang et al., 2017).  
 

2.2.3.2.2 Facebook 

Facebook is a social phenomenon which today is the largest social media platform 

worldwide (Čičević et al., 2016; Ahmed & Ibrahim, 2017). Facebook has an immense 

impact on the social network community where it has the largest market share (Aichner & 
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Jacob, 2015). Due to Facebook’s dynamic nature, it is appropriate for many different types 

of usages, i.e. social networking, personal profile, content sharing, and creating and 

establishing business relationships (Čičević et al., 2016; Ahmed & Ibrahim, 2017). Having 

and utilizing a corporate Facebook page allows firms to track and analyze their customer 

segments, interactions, and engagements with their posts as well as retaining customers 

(Aichner & Jacob, 2015). Moreover, when crises are present, the usage of a corporate 

Facebook page has shown to become an effective corporate communication tool. It is also 

the most flexible asset for branding and communication. In addition, by applying Facebook 

to a corporate marketing strategy, firms can increase their business value, including both 

tangible and intangible benefits. However, corporations must use Facebook with caution 

and personalize their presence in order to improve their business value (Ahmed & Ibrahim, 

2017).  

 

Using Facebook for branding purposes and establishing an emotional connection with 

followers will increase the likelihood of followers choosing the company’s brand over its 

competitors. Additionally, establishing emotional contact with followers generally 

generates a word-of-mouth-effect (Smith, 2013). Firms which fail to implement correct 

and adapted engagement with their customers on their Facebook page do not receive the 

desired return. Ever since Facebook launched their advertising service Business Manager, 

firms have used Facebook for promotional purposes, customer engagement, and increased 

word-of-mouth (Ahmed & Ibrahim, 2017). Additionally, Ahmed and Ibrahim (2017) found 

that successful customer relationships, customer loyalty, customer acquisition, and 

customer retention interlinks with increased business value. These activities can be 

managed through Business Manager. Furthermore, the availability for flexible advertising 

and promotion are objectives to why firms primarily consider to use Facebook in their 

marketing strategies. Research has shown that the ultimate synergy on Facebook is 

personalized advertising and active customer engagement (Ahmed & Ibrahim, 2017). 
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3.0 Methodology  

The first part of this section presents the methodology, including the research philosophy, 

research purpose, and research approach of this study. The second part includes the 

method, which elaborates on the techniques used to gather and analyze data, as well as a 

brief description of each participating company. Lastly, the criteria for ensuring the 

trustworthiness of the study are presented.   

 

3.1 Research Philosophy  

The research philosophy explains the fundamental sets and beliefs of the examined nature. 

It is used as a guidance of how to conduct the research and it will have an important impact 

on how the outcomes are being analyzed (Saunders, Lewis & Thornhill, 2012; Collis & 

Hussey, 2014). Research philosophy can be presented as research paradigms. The ideas 

about paradigms have changed over time since the human beliefs are under constant 

development. Today, the two most distinct paradigms are referred to as positivism and 

interpretivism (Collis & Hussey, 2014).  

 

In positivism, researchers adopt an objective view of the world with the aim of discovering 

theories based on empirical studies. Hence, research is primarily conducted through 

observations and experiments which provide logical and mathematical proof for rational 

assumptions (Saunders et al., 2012; Collis & Hussey, 2014). Thus, it relates to natural 

science and quantitative research methods (Collis & Hussey, 2014). On the other hand, 

interpretivism implies a subjective perspective of the world as the researcher interacts with 

what is being researched. It is used to explore the complexity of social phenomena and 

aims to gain a deeper understanding of the area being researched (Saunders et al., 2012; 

Collis & Hussey, 2014). Hence, interpretivism can be related to all types of non-statistical 

research, meaning outcomes are derived from qualitative research methods (Collis & 

Hussey, 2014; Goldkuhl, 2012). Interpretivism is further argued to be the most useful 

paradigm in the case of business and management, particularly within marketing and 

organizational behavior (Saunders et al., 2012). Therefore, the most suitable research 

paradigm for this study is interpretivism. In addition, interpretivism allows for small 

samples and knowledge is derived from the participants' subjective evidence which enables 
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theoretical generalizations (Collis & Hussey, 2014). Hence, this study was designed 

accordingly with a qualitative research nature. However, it is important to note positivism 

and interpretivism as not totally exclusive. It can therefore exist simultaneously (Collis & 

Hussey, 2014).  

 

Moreover, two other philosophies are used in research, which are epistemology and 

ontology. Epistemological assumptions refer to what is known and what is accepted as 

valid and trustworthy knowledge in the field of study. Ontological assumptions concern 

the nature of reality and will form the research by influencing how the researcher view and 

study the topic (Saunders et al., 2012; Collis & Hussey, 2014). Since the researchers in this 

study will interact with the phenomenon under study, which is a part of epistemology 

(Saunders et al., 2012; Collis & Hussey, 2014), the epistemological view of interpretivism 

is used in this research. 
 

3.2 Research Purpose 

Research can be classified based on its purpose. Three main classifications are exploratory, 

descriptive, and explanatory. Firstly, exploratory research is mainly used in qualitative 

research in order to clarify and gain a deeper understanding of a problem which has little 

or no prior research (Collis & Hussey, 2014). Exploratory research usually includes 

examining existing literature, followed by interviewing experts in the field. Furthermore, 

as this approach is flexible and adaptive to changes, the direction of the study might also 

change (Saunders et al., 2012). Secondly, descriptive research aims to identify, collect, and 

analyze various aspects of a particular problem and describe existing phenomena 

(Saunders et al., 2012). This approach extends the exploratory research as it goes further 

in analyzing and ascertaining the characteristics of a problem (Collis & Hussey, 2014). 

Additionally, descriptive research is often related to conducting surveys with a pre-

structured design which enables statistically generalizations of populations, i.e. 

quantitative research. Lastly, explanatory research is valuable when the purpose is to 

identify and confirm the cause-and-effect relationships between two or more variables, 

which can play a significant role in discovering fundamental causes and consequences in 

different processes (Saunders et al., 2012). 
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This research aims to provide insights into how Facebook can be utilized in order to help 

organizations stay competitive in volatile markets and hence, how this platform can be 

used as a dynamic capability. An exploratory approach is appropriate for this specific 

research since the purpose is to investigate a phenomenon where there is little prior 

research with the perspective of exploring patterns and develop statements, instead of 

testing them. In addition, this research purpose is appropriate for qualitative research and 

aligns with the research philosophy of interpretivism. Hence, this research will be a 

qualitative study. The purpose of an exploratory design is not primarily to develop a 

solution to the identified issue, it is rather to bring new insights to the problem and therefore 

change the direction of how it is perceived (Saunders et al., 2012). 
 

3.3 Research Approach 

The research approach determines what method will be used in the study and it allows the 

researcher to better understand how to conduct the research. Two main approaches which 

can be applied when gathering data are deductive and inductive research (Saunders et al., 

2012; Collis & Hussey, 2014). In deductive research, the authors deduct particular patterns 

from general inferences and move from the general to the particular (Collis & Hussey, 

2014). The researcher starts with developing a theory and a hypothesis, and then test the 

hypothesis through empirical observations (Thomas; 2006; Saunders et al., 2012; Collis & 

Hussey, 2014). The deductive approach is mainly used in natural science. Inductive 

research is the reverse of the deductive approach, as the researcher moves from the specific 

to the general by developing theory based on observations. Thus, the authors induct general 

inferences based on particular patterns and events (Thomas, 2006; Collis & Hussey, 2014). 

This approach could be performed by collecting data through interviews and further 

identifying phenomenon by analyzing the data, and finally, formulate a theory based on 

the analysis of the phenomenon (Saunders et al., 2012).  

 

This research has an inductive approach as theory will be developed based on specific 

observations. Data will be collected through qualitative interviews and will later be 

analyzed and connected to relevant theory. Hence, moving from the specific to the general. 

The inductive research approach is open-ended and exploratory (Saunders et al., 2012), 

enabling the purpose of this research to be fulfilled. On the contrary, the deductive research 
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approach is more limiting (Saunders et al., 2012) and therefore not suitable for this specific 

research.  

3.5 Method  

3.5.1 Primary Data  

Data collected specifically for particular research is defined as primary data (Hox & Boeije, 

2005; Saunders et al., 2012). In this study, primary data was collected through interviews. 

Interviews are one of the alternative methods for qualitative data collection. It helps the 

researcher to collect reliable and valid data appropriate for the specific research. This data 

collection method is the most useful and advantageous when questions are open-ended or 

related to a complex problem (Saunders et al., 2012). As both Facebook and dynamic 

capabilities add to the complexity of this research, and the aim is to gather data from the 

participants own perspectives by asking open-ended questions, interviews are the most 

suitable method for this study. Interviews can further be categorized as structured, semi-

structured or unstructured (Saunders et al., 2012). Since this research aims to get an in-

depth understanding of the subject by using an exploratory research approach, semi-

structured interviews are the most appropriate interview format for this study. This data 

collection method gives the researcher the opportunity to follow a set of key themes and 

topics which are acknowledged in the previous research, but at the same time offers 

flexibility for asking supplementary questions if necessary (Saunders et al., 2012). This 

allows the interviewees to reason, elaborate, think, and motivate their answers, which 

contributes to receiving rich and detailed data (King, 2004; Collis & Hussey, 2014). 

However, allowing the interviewees to speak freely increases the risk of retrieving 

irrelevant information (Saunders et al., 2012). Therefore, much effort has been allocated 

into formulating key-questions and designing an overall layout for the interview questions, 

which minimizes the risk of sidetracks.  

 

3.5.1.1 Sample Selection  

Sample selection is the selection of desired subjects within a population to research (Collis 

& Hussey, 2014). Sampling techniques can be divided into probability or non-probability. 

Probability sampling is when the researched subjects have an equal probability of being 

selected and are not predetermined by the authors. In non-probability sampling, the authors 
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have a selected population of characteristics related to the study and are selectively 

targeting specific objects. In this research, non-probability sampling was the optimal 

choice since it eliminates the risk of obtaining an irrelevant sample (Saunders et al., 2012). 

The non-probability sampling techniques used in this study are snowball sampling and 

purposive sampling. Snowball sampling is the process of initiating contact with potential 

interview subjects within the selected population and giving them the opportunity to 

recommend further subjects (Goodman, 1961; Saunders et al., 2012). Moreover, purposive 

sampling refers to selectively finding subjects with the right expertise within the research 

area based on the judgment of the authors (Tongco; 2007; Saunders et al., 2012; Collis & 

Hussey, 2014). 

 

Snowball sampling can initially be difficult since it requires establishing the first contact 

with the population, as the process is dependent on further recommendations from the 

targeted subjects (Saunders et al., 2012). However, since the authors of this research 

already have established connections with individuals within the targeted population, this 

was not an issue. Hence, the interviewees were further asked to give recommendations 

about other potential participants. In addition, purposive sampling is difficult to consider 

to be statistically representative due to the selective nature of its approach (Collis & 

Hussey, 2014). However, it provides subjects who possess knowledge which is required in 

order to answer the research question (Saunders et al., 2012). Two main criteria were 

considered when choosing participants for this study. The first criterion was that the person 

had to be employed at a strategy and digital media consultancy firm. The second criterion 

was that the participants had to have experience in social media management and strategic 

management in general, with insights or knowledge about Facebook in particular. The two 

sampling techniques used resulted in finding eight participants. The interviewees were 

specifically found in the following ways, which is illustrated in Figure 3.1: five were found 

through internet searches, one was known from the start, one was found through a 

recommendation from another participant and one was found through a recommendation 

from a person in the researchers' network.  
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Figure 3.1 Sample Selection 

 

3.5.1.2 Semi-Structured Interviews 

In order to conduct semi-structured interviews with open-ended questions, the interview 

design was based on previous literature, related theories, and the purpose of the research 

question. Open-ended question encourages the participants to give developed and 

extensive answers. However, there are two additional types of question which are suitable 

for semi-structured interviews: probing questions and specific and closed questions 

(Saunders et al., 2012). Probing questions were occasionally used to get a deeper 

understanding of certain areas and to clarify things when the interviewer wanted to make 

sure everything was understood correctly. Specific and closed questions were used in order 

to confirm facts or opinions when needed. Although, the aim was to mainly ask open-

ended questions. The questions used for the interviews conducted for this study are 

included in Appendix B. 

 

Interviews can be conducted in multiple ways depending on the size of the sample, 

location, and accessibility. The most common interview approaches are face-to-face, 

telephone, and videoconference interviews. Face-to-face interviews can be time-
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consuming and expensive. Therefore, a telephone interview is useful if the location or 

timing is not in favor of the researchers or subjects since it is flexible. Although, it is less 

personal (Saunders et al., 2012). Moreover, videoconference interviews, i.e. Skype 

interviews, combines the personal touch of face-to-face interviews and the possibility to 

be at different locations from telephone interviews (Straus, Miles & Levesque, 2001; 

Saunders et al., 2012). Thus, videoconference interviews are good alternatives to face-to-

face interviews when there are logistical and schedule related difficulties (Saunders et al., 

2012). 

 

3.5.1.3 Procedure 

The process started with conducting a pilot interview to refine the interview questions, 

which ensured the questions were appropriate, understandable, and possible to address 

with informatory answers. Furthermore, the primary data was collected through five face-

to-face interviews which were held and conducted at the participants' offices in Jönköping 

and Stockholm, and through three Skype interviews due to geographical location and the 

participating parties’ time schedules. Hence, a total of eight semi-structured interviews 

were held with participants with experience and knowledge in social media management 

and strategy formulation.  

 

The interviews started with a clear presentation of the purpose of the research and the rights 

of the participants. Thereafter, the participants were given the possibility to be anonymous 

and were asked to give their approval of audio recording. Audio recording and note taking 

is suitable in semi-structured interviews since discussions are likely to emerge, but must 

be approved by the interviewees in order to not affect the answers of the participants 

(Saunders et al., 2012). The interviews were conducted in two different sections. The first 

section contained questions regarding the company history and the role and expertise of 

the participant in order to give a context. The second part included questions regarding 

how the company utilizes Facebook in their operations, and more specifically, the potential 

and advantages of using it as a strategic tool for continuous development. The interviews 

lasted on average 45 minutes. In addition, six interviews were held in English and were 

recorded with the phone application “Otter”. Two interviews were held in Swedish due to 

preferences of the participants, and was recorded with the phone application “Voice 

Memo”. This was done in order to facilitate the transcribing process.  
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3.5.1.4 Participants  

The interviews in this research were conducted over a time period of one month with 

participants based in Sweden. Since the purpose of this research requires the interviewees 

to possess specific knowledge and skills, the participants chosen for this study had to work 

at a strategy and digital media consultancy firm. Table 3.1 presents a summary of the 

participants and the interviews. Participants did not receive any compensation for their 

participation in this research.  

 

Table 3.1 Participants  

 

 

A description of the companies and the participants will be presented below. However, one 

of the companies chose to be anonymous and therefore, a description of this company will 

not be presented. 

3.5.1.4.1 Beet 

Beet is a full-service digital agency founded in 2013. Their main focus is analysis, strategy, 

and marketing. The company is specialized in the optimization of online presence, 

conversion optimization, strategy development, digital marketing, web- and system 

development, and search engine optimization. The company operates in multiple industries 

including automotive, retail, e-commerce, fashion, and consulting (Beet, 2019).  

 

Email Marketing Specialist, Siv Merete Tuer (acronym P1), who works with revenue 

driven campaigns, and manages email campaigns. The Digital Marketing Intern, Malin 

Aronsson (acronym P2), were also interviewed.  
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3.5.1.4.2 Bright Mind Agency  

Bright Mind Agency is a strategic social media agency located in Jönköping. The agency 

works B2B with optimized and goal-oriented marketing campaigns and development 

within strategy building. Bright Mind works with return on investment- and data-driven 

campaigns in order to optimize their customers’ content, presence, and results. The 

company operates in multiple industries like automotive, e-commerce, and the public 

sector, among else. The company has a shared goal to change and improve the marketing 

industry with relevant and strategic marketing (Bright Mind Agency, n.d.).  

 

Linda Söndergaard (acronym P3) who works as Project Director was interviewed for this 

research. Linda is working with leading and building strategies based on the client’s goal, 

budget, and current online presence (P3).  

3.5.1.4.3 Ectivity Media  

Ectivity Media is a company founded in 2017. The company is a versatile agency 

specialized in visual storytelling and result driven performance which offers retail 

businesses, e-commerce, and multiple different brands comprehensive and strategic 

solutions for corporate social media channels. Ectivity Media works actively with smart 

and efficient solutions based on the needs and goals of each client (Ectivitymedia, n.d.) 

 

Jakob Konnbjer (acronym P5), Co-Founder of Ectivity Media and also Chief Marketing 

Officer, was interviewed for this study. Jakob has an in-depth knowledge of organizational 

development and how to develop internal processes (P5).  

3.5.1.4.4 NOGA 

NOGA is a strategic digital marketing agency. Since being founded in 2009, the company 

has helped other organizations to build a strategic, planned, and optimized presence online 

with the help of sharp content strategies. NOGA has a customer base ranging from brand-

owners and e-commerce businesses to service companies. The company works from a 

strategic point of view and always starts with the goals and ambitions of their clients in 

order to develop relevant strategies to maximize their business on different digital channels 

with help from digital communication. The company is specialized in Google AdWords, 

web design, search engine optimization, and social media marketing (Noga, n.d).   
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The Chief Executive Officer of NOGA, Andreas Lyxell (acronym P6), was interviewed. 

Andreas mainly works with optimizing and building strategies tailored to the company’s 

budgets and goals (P6). 

3.5.1.4.5 Social Media Lab  

Social Media Lab (SML) was founded in 2010 and has since then worked as a 

subcontractor for some of the largest strategic advertising, media and PR agencies in 

Sweden, as well as working with the social media presence of some of Europe's largest 

companies. SML’s customer base ranges from established grocery stores, international 

brands, and gambling companies. The company is today classified as one of the most 

developed strategic digital agencies in Sweden, specifically within Facebook and Google, 

due to their long history in the industry. The company mainly works with creating creative 

concepts, paid strategic digital media presence, design and system- and web development 

(Social Media Lab, n.d).  

 

Fredrik Holmström (acronym P7), the founder of SML, was interviewed. Fredrik works as 

a Chief Executive Officer and strategist for their main clients on a daily basis. Fredrik has 

been working with Facebook for almost nine years (P7).  

3.5.1.4.6 Viva Media  

Viva Media is a strategic media planning agency, founded in 1997. The company mainly 

focuses on strategic paid social advertising and offers services such as web analytics, 

search media, and web production. Viva Media has a wide customer base from different 

industries. The company also coaches their clients on how to work strategically with social 

media on their current platforms (Viva Media, n.d.). 

 

Robert Rollert (acronym P8) was interviewed who works as a Digital- and Social Media 

Strategist and is responsible for strategic social media planning for their clients. Robert has 

been working in the industry for 35 years (P8).  

 

3.5.3 Data Analysis  

Analysis of data will vary depending on the primary data collected. A non-quantified 

approach will be in consideration of an interpretive perspective. Analyzing qualitative data 
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can be challenging for two reasons. First, there is no obvious technique for interpretation 

of qualitative data, unlike quantified data which deals with numbers and statistics. Second, 

the qualitative data collection may already incorporate the nature of the analysis, which 

makes it difficult to separate in the methods by the purpose (Collis & Hussey, 2014). In 

this research, the data analysis method of thematic analysis was chosen. This method was 

selected since it offers accessible and theoretically flexible results when analyzing 

qualitative data. A thematic analysis includes identifying, analyzing, and examining 

themes across data. Themes, in turn, are described as patterns of a phenomenon across 

different data sets which are connected to the specific research question. This method helps 

to organize the data set in order to provide rich insights (Braun & Clarke, 2006).  

 

The thematic analysis was performed by analyzing the data in four different steps 

(Aronson, 1995). The first step was to discover patterns in the transcribed conversations 

by paraphrasing common ideas and finding direct quotes. In the second step, initial coding 

was made in order to group all the data and relate it to the already identified patterns. This 

was done in a systematic way to ensure all potential codes were found. The third step 

allowed for analyzing the coding, combining, and relating existing patterns into sub-

themes. This was followed by step four, in which valid arguments were built to explain the 

chosen themes by referring back to the previous literature. This allowed inferences to be 

made based on the interview sessions (Aronson, 1995). Step four included formulating 

theme statements which led to the development of a storyline. When the storyline is 

constructed by relating the findings to the literature, the story will stand with merit 

(Aronson, 1995). 

 

3.6 Data Quality 

To assure the trustworthiness of qualitative research, four criteria must be employed 

(Lincoln & Guba, 1985; Krefting, 1991; Shenton, 2004; Houghton, Casey, Shaw & 

Murphy, 2013; Anney, 2014). Hence, credibility, transferability, dependability, and 

confirmability will be explained in separate sections to ensure the rigor of the qualitative 

findings in this research. 
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3.6.1 Credibility 

Credibility refers to the level of confidence which can be put in the truth of the findings 

from the study. Credibility determines whether or not the findings represent the original 

views of the participants and if the data have been interpreted correctly (Krefting, 1991; 

Anney, 2014). To assure the credibility of this study the researchers have adapted different 

credibility strategies. Firstly, peer debriefing, which means seeking scholarly guidance 

from other professionals (Lincoln & Guba, 1985; Creswell & Miller, 2000; Shenton, 2004; 

Anney, 2014), has been utilized by getting help and feedback from the assigned tutor. In 

addition, perceptions and comments have been received from peers. This, in turn, has 

contributed to improving the quality of the research findings (Anney, 2014). Secondly, 

investigator triangulation has been applied to this research, which means multiple 

researchers have been investigating the same problem (Creswell & Miller, 2000; Anney, 

2014). Thus, allowing different perceptions of the data to be considered which helps to 

strengthen the honesty of the research findings (Anney, 2014). Lastly, the researchers have 

allowed member checks to be performed to eliminate researcher bias when interpreting the 

findings (Lincoln & Guba, 1985; Creswell & Miller, 2000; Anney, 2014). Hence, the 

participants of the study received the analyzed and interpreted empirical findings by email 

for them to evaluate the researchers’ interpretations and to suggest any changes. 

 

3.6.2 Transferability  

Transferability refers to whether the findings can be applied to other similar settings in 

order to generalize the results (Anney, 2014; Collis & Hussey, 2014). In order to increase 

the transferability of this study, the researchers provide thick descriptions of the processes 

used and have been using a purposive sampling method. An extensive description of the 

processes, such as detailed explanations of the methodology, data collection, and context 

of the study, helps other researchers to make comparisons between this specific context 

and other possible contexts, and it also enables them to replicate the research in other 

settings (Shenton, 2004; Anney, 2014). A purposive sampling method allows the 

researchers to focus on key informants who possess particular knowledge about the 

problems under investigation and hence, allows the investigators to use a specific category 

of informants of their choice in the research. Thus, providing in-depth data and facilitates 

the transferability of the investigation (Anney, 2014).  
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3.6.3 Dependability  

Dependability is concerned with the study’s consistency and repeatability. This means that 

if the data were to be analyzed by another researcher, he or she should arrive at similar 

conclusions (Shenton, 2004; Anney, 2014). Dependability of this research is established 

by the usage of audit trail, stepwise replication, triangulation, and peer examination. The 

audit trail involves having an outside researcher examine the investigation process 

(Houghton et al., 2013; Anney, 2014). Hence, all the raw data, interview notes, interview 

records, and interview transcripts for this study were kept for cross-checking, and peers 

reviewed the material in order to ensure the results of the research study were supported 

by the collected data. Furthermore, stepwise replication includes having two or more 

researchers to examine the same data separately, followed by comparing the results 

(Krefting, 1991; Anney, 2014). The data collected for this study was first analyzed by the 

three researchers separately. The findings from the analysis were later compared. Since the 

results showed to be similar, dependability is argued to have been achieved (Anney, 2014). 

Moreover, peer examination includes discussing the research with neutral colleagues who 

have knowledge or experience in doing a qualitative study (Krefting, 1991; Anney, 2014). 

As with peer debriefing, which ensures the credibility of the study, the research strategy 

has been discussed with the assigned tutor and peers. This helped the researchers to be 

honest about the study and contributed to deepening the reflective analysis of the findings 

(Anney, 2014).  

 

3.6.4 Confirmability  

Confirmability is concerned with whether the research process has been completely 

described and if it is possible to assess (Collis & Hussey, 2014). It ensures the findings of 

the research are shaped by the participants of the study rather than the researchers 

(Shenton, 2004; Anney, 2014). Thus, confirmability considers the neutrality of the data 

(Lincoln & Guba, 1985; Krefting, 1991). Audio trial and triangulation, which have been 

applied in this research, help establish confirmability of research (Shenton, 2004; Anney, 

2014). In addition, a reflective journal has been used. This allowed the researchers to take 

notes of events, write down personal reflections, and understand their own history and 

background, which also contributes to establishing confirmability of the study (Anney 

2014). 
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4.0 Empirical Findings 

In this section, the data collected from the interviewees are presented. The developed 

themes are presented with theme statements and summarized in a table. Direct quotes are 

included in the presentation of the empirical findings in order to clarify the data. The order 

in which the findings are presented is not related to importance or prevalence in the data. 

4.1 Theme Statements  

By conducting a thematic analysis of the data collected in this research, the authors 

identified five different themes in which the data have been grouped. The identified themes 

are associated with the research question and summarize patterns which are important for 

the description of the phenomenon. The authors have formulated theme statements which 

will be presented below. The theme statements have been developed by relating the 

findings to the literature. Hence, providing a storyline which will stand with merit 

(Aronsson, 1995). 

 

Characteristics of the Facebook platform - This theme covers the importance of 

Facebook among other social media platforms and presents the most crucial functions on 

the platform. This relates to the literature regarding social media (Luo et al., 2013; Mount 

& Martinez, 2014; Aichner & Jacob, 2015; Čičević et al., 2016; Ahmed & Ibrahim, 2017).  

 

Identify Opportunities - This theme covers the ability to identify change and movement 

in markets, along with opportunities and threats, which is related to the process of sensing 

and the literature (Teece, 2007). 

 

Act on Opportunities - This theme covers the ability to act on change, develop external 

and internal resources, and invest in customer relationships, which is related to the process 

of seizing and the literature (Teece, 2007). 

 

Explore and Exploit Opportunities - This theme covers the alignment and realignment 

of existing resources and plans for future movements, which is related to the process of 

reconfiguring and the literature (Teece, 2007). 
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User Competencies - This theme covers the importance of possessing the right user skills 

and knowledge to exploit Facebook to its fullest potential. This relates to the existing 

theory regarding capabilities (Teece, 2007; Wang et al., 2017). 

 

A summary of the themes, the indicators for each theme and the theme descriptions are 

presented in Table 4.1. 

Table 4.1 Theme Descriptions 

 

The three themes “Identify Opportunities”, “Act on Opportunities”, and “Explore and 

Exploit Opportunities” were found to be similarly characterized and therefore gathered 

under one heading in the presentation of the empirical findings, while “Characteristics of 

the Facebook Platform” and “User Competencies” remain separate. Moreover, the theme 
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“User Competencies” evolved as a result of additional findings discovered during the 

interviews. Hence, there was no intended question regarding this topic but the researchers 

asked probing questions as the topic seemed interesting and relevant for the purpose of this 

study. Additionally, since the data provided a lot of information related to the theme “Act 

on Opportunities”, this theme includes a subheading in the presentation of the empirical 

findings. The empirical findings will be presented in the next section. 

 

4.2 Presentation of Empirical Findings 

4.2.1 Characteristics of the Facebook Platform 

There are multiple characteristics and tools which are explicitly used on the Facebook 

platform. These tools are used for diverse actions and allow for exploiting several 

opportunities, which will be presented below.  

 

Facebook is the most common social media platform, the most common marketing channel 

(P6), and utilizing the platform allows for strong profitability (P7). In general, companies 

use a combination of several platforms in their marketing strategies. However, Facebook 

is the most common one (P8). Facebook can be used by both B2C and B2B companies 

since both involve communication between individuals (P3; P6). The platform provides 

firms with a lot of opportunities (P6). P1 stated: 

 

“The usage of Facebook does generally result in really good success.” 

 

Before Facebook’s advertising platform Facebook Business Manager was launched, there 

was no structured way to set up campaigns or handling corporate Facebook profiles. 

Today, it has evolved to be one of the most technical solutions for advanced advertising, 

with tools like Pixels, Audience Insights, Analytics, and several retargeting functions. 

Companies can now accomplish great success in their marketing campaigns (P1; P3; P5; 

P7; P8). By installing a Pixel on the corporate webpage and including a code in the HTML, 

it is possible to track visitors’ behavior and retarget campaigns on Facebook to a specific 

audience (P1; P3; P7; P8). Moreover, Audience Insights is a way to understand and analyze 

a corporation’s customers and followers. It allows for a deeper understanding of the 

demographics of the customers, their behavior on current actions, and foresee behavior and 
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trends in the future when performed over a longer period of time (P7; P8). Additionally, 

Analytics allows firms to analyze results in the earlier stage and to track customer actions 

on campaigns. Furthermore, by understanding and gathering data such as total 

engagement, total costs and total views on a campaign, companies have the power to 

develop future campaigns and adapt to their customers (P4; P5; P7). 

 

“Facebook can change the way you market yourself as a company.” 

(P2) 

4.2.2 Business Development 

Business development is a result of continuous actions which attempt to increase and 

improve profits, sales, market share, and internal processes. The researchers found 

characteristics of the themes “Identify Opportunities”, “Act on Opportunities”, and 

“Explore and Exploit Opportunities” which are in line with business development. Hence, 

all of them will be presented below.  

 

The opportunities provided to companies by using Facebook allows them to be innovative 

and creative in their way of conducting business (P6). P4 described Facebook as a business 

development tool and P6 claimed: 

 

“The usage of Facebook allows for business development, such as trying new ideas, 

products or services.” 

 

P6 further explained that companies who are building campaigns should do an in-depth 

analysis of the results of the campaigns. This information should later be used to improve 

future campaigns in order for the business to stay relevant. P6 ended with the statement:  

 

“[...] this is business development.” 

 

Looking at business development in regards of Facebook, using Facebook can help 

organizations to identify opportunities, act on opportunities, and finally continuously 

develop opportunities in the organization (P1; P2; P3; P4; P5; P6; P7; P8). 
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4.2.2.1 Identify Opportunities 

The findings have discovered multiple ways of identifying opportunities in the market. On 

Facebook, businesses can use different tools and functions to explore these opportunities. 

These will be presented in this section.  

  

“With the help of the statistics gathered from Facebook, you can track interaction and 

see how your followers’ behavior changes.” 

 (P4) 

 

Combining reports from Facebook’s tools Audience Insights and Analytics will provide 

guidance of customer behaviors, demographics, and costs of the current situation, which 

can be used to predict the future (P1; P2; P6; P7; P8). In Audience Insights, demographic 

information from customers in terms of gender, age, geographical location, among others, 

can be identified and makes it possible to see who the customers really are. This allows 

businesses to improve their targeting and positioning in future campaigns (P7). 

Additionally, by using Analytics, firms can track what their customers are doing, at what 

hours of the day they are engaging the most, what their interests are, what pages on 

Facebook they like, and also see what type of posts they are more likely to engage with 

(P7). P7 stated: 

 

“I think the Analytics tool in Business Manager is the key for analyzing trends.” 

 

Furthermore, the combination of Audience Insights and Analytics makes it possible to see 

common behavior among gender and age-groups, as well as behavior in different 

geographical areas (P4; P7). 

 

“At Facebook, you can discover something new, like finding new clients and new 

customers. If you want to find new people, you should take advantage of using 

Facebook.” 

(P7) 

 

Finding new clients and customers on Facebook is very flexible with the help of the 

Lookalike Audience tool. By finding the ultimate target audience with the help of Analytics 
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and Audience Insights, firms can now create Lookalike Audiences with identical 

demographics and behavior to the current target audience. This allows firms to target and 

reach those specific people who are more likely to engage with them than having a 

randomized targeting strategy (P1; P2; P7). 

 

4.2.2.2 Act on Opportunities 

The usage of Facebook allows for different ways to approach action on identified 

opportunities. These approaches will be listed below. Furthermore, in the Dynamic 

Capability Framework, brand awareness was identified to be a key feature when acting on 

opportunities, and since the findings indicated heavy data for branding, a subheading was 

added to this theme.  

 

“There are many tools within Facebook which allow you to see the changes in the market 

[...] and adapt accordingly.” 

(P4) 

 

By taking actions based on information gathered from Analytics and Audience Insights, it 

is possible for companies to act on opportunities from changes in behaviors by adapting 

their current strategy. Facebook is time efficient when communicating with the target 

audience, as well as when analyzing the results from the messages posted. Due to the 

flexibility of the channel, businesses can track the posts, audience behavior, and act and 

adapt accordingly (P3). However, P6 reflected upon the high speed of the response rate of 

social media in terms of dissatisfied customers. P6 further argued that in order to handle 

the platform and respond to the actions and behaviors of followers efficiently, companies 

must implement rules and policies. P6 stated: 

 

“Social Media can explode extremely fast [...] so you need to have the power to handle 

this. It needs resources to be handled, presence all the time, rules, and policies.” 

 

Having direct rules and policies which enable corporate presence on social media channels, 

along with continuously analyzing and reporting the information from Analytics, allows 

for actions to be made according to the behavior of the customers. Thus, generating 

stronger customer relationships (P6; P7; P8). P3 gave an example of the gain from 
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gathering customer information and acting on customers’ preferences. A company 

published a post which intended to be a joke about a new package design. It appeared to 

be highly appreciated by the customers which lead to the development of a new design and 

packaging of the product.   

4.2.2.2.1 Develop Brand Equity  

The continuous adaptation of actions on Facebook will generate stronger customer 

relationships as well as generate brand awareness among new customers (P7). Using 

Facebook is a great and flexible opportunity for firms to stay close to their customers and 

provide active and quick customer support (P8).  

 

“Brand awareness is really important. Because if you're not in the mindset of people you 

will not sell your products.” 

(P7) 

 

Brand awareness is all about making the customer aware of the company and establishing 

a loyalty bond that makes the company the obvious choice in decision-making processes. 

P8 stated that they start their campaigns by creating brand awareness before tackling the 

actual sale campaigns. It is crucial to present who you are before attempting to sell. By 

building trust and initiating engagement, brand awareness will immensely impact sales. 

This in turn will generate a great customer to lifetime value if you are working with a 

strategy which is customer-oriented (P4; P8). P4 stated:  

 

“As long as you have a plan [...] you can increase sales, and establish a more personal 

connection with your customers. That is how you can build brand knowledge.” 

 

It takes time to gain trust and establish a relationship with a customer. It requires 

continuous actions of loyalty, awareness of customer needs, and creating engagement with 

the customer. This will result in customer retention, customer loyalty, and brand loyalty. 

Changing the goal of a company’s marketing strategy from sales-oriented to awareness- 

and relation-oriented could change the results immensely (P8). P8 gave an explicit example 

of the effect of this change:  
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“We had one customer who annually had revenue of 2 000 000 - 3 000 000 SEK and had 

not changed in figures for a long time. They mainly used sales-oriented marketing. We 

changed their approach of marketing and started with awareness instead, today they 

have annual revenue of 60 000 000 - 70 000 000 SEK, which is crazy.” 

 

4.2.2.3 Explore and Exploit Opportunities 

The different tools and functions on Facebook allow for development and tracking of data, 

which allow for continuous exploration and exploitation of ideas and opportunities. These 

tools and actions will be presented in this section.  

 

After a company has identified and acted on opportunities, companies should use the 

information they get from Facebook to adapt and develop their products and services (P3). 

Furthermore, P2 stated:  

 

“In order to change and develop, I would track the previous results and try another 

target group. A small change can lead to great results!” 

 

Due to the flexibility of using Facebook, and the continuous development of the platform 

itself, companies can try and test their way forward and adapt along the way to reach the 

desired results (P6; P8).  

 

“The usage of Facebook allows you to identify new segments of demographics for 

different phases of the sales cycles, which can make you adapt your strategies.” 

 (P5) 

 

With the usage of Analytics and Audience Insights, companies can see changes in the 

market and adapt content, target audience, and the way they communicate with their 

customers (P7). Moreover, the different aspects of the platform can change the way 

companies market themselves (P2). By constantly analyzing the actions, results, and 

movements on Facebook companies can predict future movements and prepare for future 

projects. Due to this, companies can constantly develop their purpose and strategies, and 

always adapt to changes in the market as well as their industry (P5).  
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4.2.3 User Competencies 

In order for companies to exploit the possibilities which come with utilizing Facebook, it 

requires certain skills and abilities. Hence, user competencies enable professionals to 

identify opportunities, act on identified opportunities, and to further exploit and explore 

opportunities. Findings for this justification will be listed below.  

 

Despite all the possibilities which come with using Facebook, not everyone is capable of 

using it to its full potential (P6). Additionally, P5 identified a lack of understanding of 

Facebook's full potential and stated: 

 

“It's really an undervalued platform.” 

 

“People and companies do not really understand the power of Facebook. There is 

definitely a lot more potential for people to recognize.” 

 

In general, professionals using Facebook do not take full advantage of all the benefits it 

can generate (P6). Having the right skills, knowledge, and competencies for using 

Facebook is crucial when companies want to utilize the platform to increase organizational 

performance (P3; P5). P5 stated:  

 

“Facebook can in many ways help companies to increase their performance if you know 

what you are doing.” 

 

However, it is not only about understanding how it works, but it also requires patience, 

time, and engagement to be managed successfully. Hence, resources must be allocated to 

this business area (P6). P5 said: 

 

“It will take time to learn, but in the long-term, you will save both time and money from 

doing it.” 

 

In addition, successful usage of Facebook must include creating and developing a plan 

with a clear purpose of what the company wants to achieve (P3). P3 stated: 
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“If you don't have a goal, you don't know what you're supposed to measure and you don't 

know when you're done.” 

 

Furthermore, to be able to create a plan with specific goals, companies must possess 

knowledge and understanding of Facebook’s capacities. Therefore, investing in users’ 

competencies is necessary for successful usage of the platform as well as the realization 

and utilization of Facebook’s full potential (P5).  

 

“Facebook does not help anyone, but if you use it in the correct way it definitely helps.” 

(P6) 

 

To conclude, empirical findings related to the characteristics of the Facebook platform, 

identify opportunities, act on opportunities, explore and exploit opportunities and user 

competencies have been outlined. To provide a concise overview of the empirical data, the 

authors have chosen two quotes from each theme to be presented in Table 4.2. 
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Table 4.2 Concise Overview of Quotes  
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5.0 Analysis  

This section presents the analysis of the empirical findings and connects them to previous 

research presented in the literature review, using the Dynamic Capability Framework as 

a foundation. Further, a model presenting the outcomes of utilizing Facebook based on the 

Dynamic Capability Framework is outlined. 

 

5.1 Digital Innovation and Facebook 

In the existing literature, technological innovation has been shown to be an important factor 

for economic growth, where growth is obtained by efficient reconfiguring of R&D and 

continuous reallocation of resources (Kogan et al., 2017). In addition, previous literature 

explains digital innovation to be the exploitation of current capabilities and resources in 

different and new combinations, which enables new ideas to emerge (Svahn et al., 2017). 

Svahn et al. (2017) further define social media as part of digital innovation. The collected 

data in this study suggests that utilizing social media platforms, such as Facebook, allows 

companies to analyze trends and activities in the market, which in turn enable reallocation 

of resources. The data also suggests that applying resources efficiently when using 

Facebook can contribute to increased organizational performance. Hence, implying that 

the usage of Facebook, as a part of the technological innovation and in line with the 

literature, can be a factor for economic growth.  

 

Despite the possibilities emerging from using social media, existing literature points out 

that many companies do not seem to exploit the platforms to its fullest potential (Wang et 

al., 2017). The collected data agrees with the literature, as the interviewees have observed 

that Facebook’s potential is undervalued and people lack the knowledge to use it to its 

fullest potential. The literature further explains that if companies do not optimize the usage 

of social media, it can lead to missing out on information which could be relevant in market 

research and in the understanding of customer behaviors (Luo et al., 2013; Mount & 

Martinez, 2014; Wang et al., 2017). Therefore, having clear goals with the usage of social 

media and knowing what to measure will create strong prospects for the future (Aichner & 

Jacob, 2015). This is in line with the findings which also suggest creating strong prospects 

for the future, with the usage of Facebook, is only possible if the user possesses 

competencies to exploit Facebook’s capacity to its fullest. 
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5.1 Dynamic Capability Framework 

Existing literature demonstrates that in order for businesses to have dynamic capabilities 

and maintain its competitiveness in its market, it must sense, seize, and reconfigure 

opportunities (Teece, 2007). By connecting the Dynamic Capability Framework (Teece, 

2007) to the findings from this research and identifying how the utilization of the platform 

can be applied in the processes of sensing, seizing, and reconfiguring, the authors show 

how the usage of Facebook can be a dynamic capability. The Dynamic Capability 

Framework (Teece, 2007) has been applied in different settings by other researchers 

(Kyläheiko & Sandström, 2007; Hodgkinson & Healey, 2011; Kindström, Kowalkowski 

& Sandberg, 2013; Chatterji & Patro, 2014). 

 

5.1.1 Sense 

Previous research describes the process of sensing as the activity of identifying 

opportunities and potential threats in the dynamic environment. These opportunities can 

be identified by scanning, searching, and exploring markets (Teece, 2007). The findings 

from this research provide evidence that the usage of Facebook can generate extensive 

information that helps firms to predict the future, which the literature also demonstrates 

(Luo et al., 2013). Collected data states that using Audience Insights will provide 

companies with data about their customers, such as demographics. Based on this 

information, firms are able to recognize opportunities to adjust the selection of target 

markets and improve the positioning of products or services. In addition, existing literature 

explains the process of finding target segments as a part of the sensing process (Teece, 

2007). The findings from this study show that Analytics allows companies to track 

customer behaviors and further analyze trends, which is in line with the literature (Mention 

et al. 2019). This is also discussed by other researchers who explain that companies using 

corporate Facebook pages are able to analyze customer segments, interactions, and 

engagement (Aichner & Jacob, 2015). However, interviewees emphasized that in order to 

predict and analyze trends, the collection of information must be done over a longer period 

of time. This is in agreement with the existing literature which shows that explorations of 

markets must be performed continuously (Teece, 2007). As the findings show, using the 

different functions of Facebook can indeed help companies to identify opportunities. 

Hence, it enables companies to scan, search, and explore markets, which are in line with 

the activities of sensing opportunities (Teece, 2007). 
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The results from the interviews presented Facebook as a tool to retain customers and as a 

way to find new customers with the retargeting tool Lookalike Audience while previous 

literature only explains Facebook as a tool to help firms to retain customers (Aichner & 

Jacob, 2015). The reason why the interviewees point out the retargeting tool Lookalike 

Audience as one major factor for finding new customers is the fact that the tool enables 

companies to identify new customers with similar characteristics and behaviors as their 

existing ones. The participants describe this function as fairly new, therefore there is a lack 

of research covering the aspect of gathering new customers from the usage of Facebook 

with this Lookalike Audience function. The fact that Facebook continuously launches new 

features and tools, which provides Facebook users with new possibilities, is in line with 

the view of Wang et al. (2017), as the authors state that social media constantly develops. 

Wang et al. (2017) refer to this as one of the major underlying characteristics of social 

media platforms which enable the usage of social media to be a dynamic capability. 

 

A major emphasis in the literature regarding sensing opportunities is that discovering and 

creating opportunities emerge either from individuals’ cognitive capacities or from 

organizational processes (Teece, 2007). The results of this research show that many 

participants emphasize that users must possess specific competencies in order to derive 

beneficial information from Facebook. Even though Facebook includes processes to 

monitor customer needs and processes to enable new opportunities for products and 

services to be identified, similar to the organizational processes which enable companies 

to discover and create opportunities (Teece, 2007), the findings clearly show that these 

processes of using Facebook are not possible without the right competencies. This is in 

line with the research by Wang et al. (2017). The reason for the importance of possessing 

the right competencies is due to that individuals’ knowledge and skills are required to 

understand what specific information is more relevant out of the massive information 

available on the platform. Previous research explains that relying on the cognitive skills of 

individuals as less desirable than embedding creative organizational processes in the 

organization itself since it makes the organization more vulnerable due to the possibility 

of individuals leaving the firm (Teece, 2007). Hence, as using Facebook to sense 

opportunities includes both organizational processes and cognitive capacities, it makes 

those firms more vulnerable than firms who only adapt organizational processes in their 

sensing activities. 
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5.1.2 Seize 

Research states that after sensing opportunities, the opportunities must be seized. Seizing 

opportunities requires investments in development (Teece, 2007). The findings show that 

analyzing data with help from Audience Insights and Analytics enable organizations to 

identify changes which have occurred in the market. The findings also suggest that data 

retrieved from the platform allow companies to easily adapt and act on these identified 

changes. Hence, opportunities which have been sensed can be broken down and understood 

by the data gathered from Facebook. This enables activities and investments for further 

development. This shows how companies using Facebook can retrieve information which 

can influence decisions regarding investments in development, which is required in the 

seizing process (Teece, 2007). 

 

Existing literature suggests that investments in commercialization activities, which include 

building loyalty, are often necessary for the process of seizing (Teece, 2007). The data 

collected in this research suggests the usage of Facebook to generate stronger customer 

relationships through customer support and interactive marketing activities, which are 

activities related to commercialization. Hence, as the findings show the usage of Facebook 

to enable several commercialization activities, it is that argued Facebook can be utilized 

for this purpose. Literature suggests that the usage of social media can guide managers in 

decisions related to relationship marketing and branding. It also suggests that by using 

social media, organizations could get a higher rate of engaged customers (Luo et al., 2013; 

Mount & Martinez, 2014). The findings support this by showing how the usage of 

Facebook allows for customer analysis, which further enables organizations to personalize 

content, hence, guide decisions. The findings further suggest that this leads to higher 

engaged customers. In addition, existing literature states that increased customer 

engagement leads to increased firm performance (Luo et al., 2013; Mount & Martinez, 

2014). The collected data suggest that establishing a close relationship with the customers 

through the usage of Facebook and thus increase customer engagement, will enable 

companies to answer to customer needs. This will in turn result in customer retention, 

customer loyalty, and brand loyalty. Existing literature further explains these factors as 

drivers for increased business value (Ahmed & Ibrahim, 2017), which implies that the 

usage of Facebook can lead to increased business value.  
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The findings from this study show that customer engagement can be a result of investments 

in brand awareness, which in turn is the practice of making customers aware of the brand 

and make their brand the obvious choice among competitors. The data further displays that 

being in the mindset of the customer will result in an increase in sales. Moreover, 

participants present the retargeting tool Pixel as a function companies can utilize to retarget 

visitors of their webpage in future campaigns and track their behavior. Thus, create and 

establish brand awareness. This is explained by previous research which states that a firm’s 

brand will be chosen over a competitor’s brand if Facebook is used in branding purposes 

and to establish emotional connections with followers (Smith, 2013). Previous research 

shows that Facebook is the most flexible asset for branding and communication purposes 

(Ahmed & Ibrahim, 2017) and that social media allows for communicating with the right 

stakeholders (Mention et al., 2019). The collected data presents Facebook as a flexible 

platform for customer communication. Hence, utilizing Facebook can be argued to be an 

effective investment in commercialization activities, which is included in the process of 

seizing (Teece, 2007).  

 

Existing literature explains that when opportunities have been identified in the sensing 

process, they must be acted on in the seizing process. The seizing process can include 

developing new products and services (Teece, 2007). Previous research further states that 

social media platforms allow companies to exploit and seize new ideas by recombining 

capabilities and resources (Svahn et al., 2017), which enable firms to innovate and develop 

products or services (Barrett et al., 2015; Mention et al., 2019). In accordance with the 

findings of this research, Facebook can be used for this purpose. Information from the 

interviews presents this by stating that the usage of Facebook allows companies to try new 

ideas, products or services, which in turn enable product and service development. Since 

the usage of Facebook allows for direct communication, the findings explain feedback to 

be received quickly. In previous literature, algorithms are suggested to be the drivers for 

successful product and service development (Barrett et al., 2015). Barrett et al. (2015) 

further explain that these algorithms allow companies to collect information which is 

necessary for identifying new ideas and opportunities in the process of sensing. Although, 

the data collected in this research did not discuss algorithms as drivers for product and 

service development. The reason for this is the perspective of this research, as it aims to 

understand the usage of Facebook, and not the underlying algorithm planted in the nature 

of Facebook itself. However, based on the findings, it is possible to conclude that using 
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Facebook allows companies to exploit and seize new ideas. This enables firms to innovate 

and develop products and services, in accordance with the seizing process (Teece, 2007). 

5.1.3 Reconfigure  

Previous literature clarifies that after seizing opportunities, companies must be able to 

manage more assets while being open for recombination of existing assets and resources 

to further sense and seize new opportunities. Hence, reconfiguring is a continuous process 

which enables transformation (Teece, 2007). The collected data shows that by using 

Facebook over a period of time, companies can analyze previous results in Analytics and 

thus, predict and adapt to future opportunities. To enable the reconfiguring process, 

literature states that organizations must be open for innovation and search for opportunities 

to develop their knowledge externally (Teece, 2007). The findings suggest that if the 

Facebook user possesses the needed competencies, using Facebook and data from 

Audience Insights and Analytics enhances understanding of the external environment as 

well as the company’s current situation. Thus, allowing companies to develop their 

knowledge by conducting external analysis, which is embedded in the nature of the 

reconfiguring process. The externally developed knowledge will enable companies to 

continue to adapt assets, resources, and routines, which allows for continuous 

transformation (Teece, 2007). As the findings suggest, the allowance to gather external 

information will contribute to the company's’ decision-making processes. Hence, 

information which could be retrieved from the usage of Facebook will be useful in the 

sense of understanding what needs to be changed and in turn lead to improvements and 

continuous development.  

 

The findings from this research suggest that the usage of Facebook requires certain 

capabilities to be used to its fullest capacity. As social media is ever-changing, previous 

literature states the ability to reconfigure internal and external capabilities as one criterion 

for successful usage of social media (Wang et al., 2017). In addition, the collected data 

suggests that companies must invest in user competencies in order to successfully manage 

Facebook in the ever-changing environment they operate in. The process of constantly 

developing these capabilities can be related to the reconfiguring process, as it aims to have 

continuous alignment and realignment with both tangible and intangible resources (Teece, 

2007). Hence, implying that organizations must have the ability to reconfigure capabilities 

in order to exploit Facebook to its fullest potential.  
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Research suggests that the reconfiguring process can lead to enterprise growth and 

profitability (Teece, 2007). One participant gave an explicit example of a company that 

reconfigured their strategy and competencies, which resulted in growth and an increase in 

their profit. Since the usage of Facebook can be applied in the reconfiguration process, it 

is possible to argue the statement by Teece (2007) is in line with the findings. Additionally, 

the findings suggest that the process of changing and adapting tangible and intangible 

resources must not be in terms of big changes, it would rather be small, stepwise changes. 

The literature explains this by stating that transformation should be a series of short-lived 

and semi-continuous activities. Moreover, the process of reconfiguring is based on a firm’s 

ability to sense opportunities and later seize them (Teece, 2018). Hence, these processes 

must be performed continuously.  

 

5.2 Facebook and Dynamic Capabilities  

The analysis shows how the usage of Facebook can be placed into all three parts of the 

Dynamic Capability Framework (Teece, 2007). Firstly, the usage of Facebook can be 

applied in the process of sensing opportunities, as it enables companies to scan, analyze, 

and explore markets which is crucial in the sensing process (Teece, 2007). The market 

analysis is performed by using the different tools provided by Facebook, specifically 

Audience Insights, Analytics, and the retargeting tools, in combination with extensive user 

skills. The market analysis enables companies to find target segments, which is also 

included in the process of sensing (Teece, 2007). Secondly, the usage of Facebook can be 

related to the process of seizing opportunities since it allows companies to build loyalty, 

try new ideas, products, and services, and guide managers in investment decisions, which 

is required in the seizing process (Teece, 2007). These actions can be performed by using 

Facebook’s retargeting tool Pixel to create brand awareness, communicating with 

customers to get fast feedback, and to use the functions Audience Insights and Analytics 

to base investment decisions on real data from their actual audience. Moreover, it requires 

user skills and competencies to actually gain further knowledge and useful insights from 

using Facebook. Lastly, using Facebook can further be placed in the process of 

reconfiguring, as it allows firms to continuously see what needs to be adapted, based on 

previous results and reanalysis of data. Hence, allowing for alignment and realignment of 

resources, which identifies the reconfiguring process (Teece, 2007). The information 

needed for adaption and continuous transformation can be retrieved by combining the 
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different tools at Facebook to get an in-depth understanding of the company’s performance 

in regards to Facebook investments. Hence, allowing for further investment decisions 

which in turn leads to transformation. However, the findings show that this process 

requires in-depth knowledge and extensive skills from the Facebook user. To conclude, 

using Facebook in a smart and efficient way can be referred to as a dynamic capability as 

it can be applied to the three dimensions of the Dynamic Capability Framework (Teece, 

2007).  

 

The findings from the analysis have been summarized in Figure 5.1. The model shows how 

the usage of Facebook can be applied in every step of the Dynamic Capability Framework 

(Teece, 2007) and hence, be a dynamic capability. 

 

Figure 5.1 Facebook Dynamic Capability Framework 
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5.2.1 Create a Competitive Advantage  

Literature states that innovation that is a result of dynamic capabilities, will contribute to 

factors helping companies to achieve a competitive advantage (Teece et al., 1997; 

Eisenhardt & Martin, 2000). Research also suggests that since a relationship exists between 

dynamic capabilities and the development of competitive advantage, the usage of 

marketing and social media must be integrated with other capabilities to create a 

competitive advantage (Wang et al., 2017). Competitive advantage is not discussed by the 

interviewees of this study. However, since participants discuss the ability to exploit 

opportunities and also the importance of having capabilities to make the right investments, 

it is possible to argue that this indicates that different capabilities must be interlinked with 

the capability of using Facebook for a successful result. In addition, the findings point out 

that in order to handle Facebook successfully, organizations must be able to manage the 

actions and the behaviors of the company's followers in combination with having the skills 

and knowledge to manage the platform. This is also discussed by existing literature which 

explains social media to be built on the interaction of individuals’ social behaviors and the 

handling of the platform (Wang et al., 2017). Hence, organizations must be able to master 

the relationship between social behavior and digital dynamics to be able to build and 

maintain a competitive advantage by utilizing Facebook. 

5.3 Prevent the State of Inertia  

Inertia is the tendency for companies to remain unchanged when the external environment 

is significantly changing (Miller & Friesen, 1980). When organizations are being subjects 

to inertial forces, they rarely manage to make internal changes (Hannan & Freeman, 1984). 

This will cause new firms to replace old ones (Teece, 2007; Nedzinskas et al., 2013). The 

data collected in this research clearly points out that the usage of Facebook allows 

companies to foresee opportunities, which further allows them to adapt and change their 

existing strategies. Moreover, the findings suggest that transformation could be a process 

of small stepwise changes, which is in line with the literature (Teece, 2018). However, 

existing research states that in order for organizations to be semi-continuous innovative, 

organizational environments must allow for flexibility, entrepreneurialism, and 

opportunity recognition (Teece, 2018). This is not discussed in this context by the 

participants of this study. However, the findings show by successfully using Facebook, the 

possibilities to create opportunity recognition increases.  
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Literature shows that when companies are unable to act on changes in their market, 

adapting to existing customer needs and preferences, and facilitate distribution channels, 

sales forces, and price policies, marketing inertia is present (Bonoma, 1981). The findings 

suggest that the usage of Facebook allows companies to recognize changes in the market, 

explore and exploit opportunities and trends, and find new target segments. These activities 

can be performed by using different functions on Facebook’s Business Manager. For 

example, utilizing Analytics and Audience Insights, including a Pixel code to the corporate 

HTML, customizing audiences, and interacting with customers on the corporate Facebook 

page. Connecting the findings to the literature, one participant gave an explicit example of 

how a company adapted to existing and identified customer preferences which in turn led 

to unexpected success. Adapting to customer preferences is one action that can be 

performed in order to not end up in the state of marketing inertia (Bonoma, 1981). The 

interviewee explained how utilization of the corporate Facebook page allowed the 

company to receive comments by their followers, expressing their preferences about a 

packaging design that initially was a joke, which enabled the company to act on the 

customer wants and needs. Additionally, it has been explained how the usage of Facebook 

can be placed in the sensing process of the Dynamic Capability Framework (Teece, 2007), 

and how Facebook allows for opportunity recognition. Audience Insights was identified to 

be the key tool for analyzing existing customer segments and markets, which further 

enables companies to act on identified changes in markets in the process of seizing and 

reconfiguring. Hence, the findings show that the usage of Facebook can enable 

organizations to act on changing market needs, which is crucial in order to resist marketing 

inertia (Bonoma, 1981). Therefore, the utilization of Facebook, as a dynamic capability, 

can help organizations to prevent marketing inertia.  

 

Previous research states that organizational inertia is likely to occur when procedures, 

behaviors, and learning curves are standardized (Hannan & Freeman, 1984; Schreyogg & 

Kliesch-Eberl, 2007; Huang et al., 2013). It has been shown how the usage of Facebook as 

a dynamic capability allows firms to have continuous development and transformation, 

which is crucial in order to prevent organizational inertia (Schreyogg & Kliesch-Eberl, 

2007; Huang et al., 2013). Therefore, it can be argued that the usage of Facebook can be 

used for this purpose. However, organizations must allow for entrepreneurialism and 

possess an open mindset in order to be innovative (Teece, 2018). The collected data in 
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relation to the literature provides suggestions on how organizational inertia can be 

prevented by the usage of Facebook. Firstly, research shows that organizational inertia can 

result in a stagnation of product development (Huang et al., 2013). Additionally, it has 

been explained how the usage of Facebook can be used for exploring and trying new ideas, 

products, and services in the process of seizing in the Dynamic Capability Framework 

(Teece, 2007). The findings show that testing new ideas, products and services will enable 

for further development, which prohibits stagnation of product development and, in turn, 

prevent organizational inertia. Secondly, it is important for organizations to have 

continuous learning to be able to avoid the state of organizational inertia (Schreyogg & 

Kliesch-Eberl, 2007; Huang et al., 2013). Additionally, it has been explained that the 

utilization of Facebook contributes to a better understanding of the external market, which 

contributes to increased knowledge about the environment companies operate in. If these 

activities are performed continuously, organizations will have a continuous learning 

process which enables them to adapt assets and resources, and change procedures and 

routines, which enable continuous transformation (Teece, 2007). Hence, the usage of 

Facebook can help organizations to prevent organizational inertia.  

 

To conclude, since existing literature suggests dynamic capabilities as a solution for inertia 

(Schreyogg & Kliesch-Eberl, 2007; Nedzinskas et al., 2013; Teece, 2018) and the findings 

from this study show that the usage of Facebook can be a dynamic capability by explaining 

how the usage of Facebook is related to the three parts of the Dynamic Capability 

Framework (Teece, 2007), it is possible to argue utilizing Facebook can help companies 

to prevent inertia. Specifically, due to Facebook’s marketing nature, the usage of Facebook 

as a dynamic capability can help companies to prevent marketing inertia, but it can also 

help companies to prevent organizational inertia. Moreover, the findings further imply that 

by using Facebook in combination with other capabilities, companies can create and 

sustain a competitive advantage, as literature shows that dynamic capabilities can be used 

for this purpose (Eisenhardt & Martin 2000; Teece, 2007; Wang et al., 2017). This further 

supports previous research stating that the capability to use social media to create a 

competitive advantage can be a dynamic capability (Wang et al., 2017).  
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6.0 Conclusion  

This section presents a summary of the empirical study, answers the research question, and thus 

fulfills the purpose. 

 

The purpose of this study was to examine how the usage of Facebook as a dynamic 

capability can help organizations to prevent inertia. This was done by drawing on the 

experience and knowledge from individuals working at strategy and digital media 

consultancy firms. The authors explain how the usage of Facebook can be a dynamic 

capability by identifying how the utilization of the platform can be applied in the three 

processes of the Dynamic Capability Framework (Teece, 2007); sensing, seizing, and 

reconfiguring. Firstly, the usage of Facebook allows for opportunity recognition, customer 

segment identification, market exploration, and future predictions, which are embedded in 

the process of sensing. Secondly, utilizing Facebook enable organizations to adapt and act 

on identified changes, analyze possibilities to reallocate resources, perform 

commercialization activities, and develop products and services, which are included in the 

seizing process. Lastly, using Facebook provides organizations with possibilities to 

continuously recombine assets and resources, analyze the external market, and adapt 

tangible and intangible resources, as well as staying open for innovation, which are actions 

related to the reconfiguring process. Hence, the most reasonable interpretation of the 

research findings is that if possessing the right skills, competencies, and knowledge, the 

usage of Facebook can be a dynamic capability.  

 

Inertia is the state when companies are unable to change in the same relative speed as the 

environment. Existing literature suggests dynamic capabilities as a solution for inertia, and 

the findings from this study show that the usage of Facebook can be a dynamic capability. 

Thus, the usage of Facebook as a dynamic capability can prevent the state of inertia, 

specifically marketing inertia and organizational inertia. In addition, as the literature 

suggests dynamic capabilities as drivers for creating and maintaining a competitive 

advantage, the usage of Facebook in combination with other capabilities, can also be used 

for this purpose.  
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7.0 Discussion  

This section firstly presents the implications from the results of the topic, including how 

the findings contribute to existing literature. Secondly, suggestions for future research are 

outlined and lastly, the limitations of the thesis are presented.  

 

7.1 Implications 

Facebook is known for its availability for easy communication (Čičević et al., 2016; 

Ahmed & Ibrahim, 2017) and efficient marketing (Aichner & Jacob, 2015). In the first 

quarter of 2019, there were seven million active advertisers using Facebook to promote 

their products and services (Statista, 2019a). Today the platform has more than two billion 

monthly active users (Facebook, 2018) and this number is expected to grow (Newman, 

2018; Statista, 2019b), which increases the number of potential end-receivers of 

advertisement. These numbers demonstrate the importance of conducting research about 

the usage of Facebook, and how it can add value to organizations. This research examines 

the usage of Facebook in regards to dynamic capabilities, which further can be utilized to 

prevent inertia. Hence, the results from this study show the impact of including the usage 

of Facebook in corporate environments, which the researchers believe should be 

considered by marketers and managers in any corporation. The findings demonstrate the 

effect the usage of Facebook can have on optimizing different strategies, investment 

decisions, and market positioning, which is a result of having dynamic capabilities (Teece 

et al., 1997). Hence, this research can guide marketers and managers to see the usage of 

Facebook as a dynamic capability in their business. Thus, this research can add to 

marketers and managers existing knowledge of using Facebook for marketing and 

communication purposes, to use it in broader aspects, which in turn can lead to increased 

firm performance and competitive advantage. 

 

7.2 Limitations 

The sample of this research is limited to employees at strategy and digital media 

consultancy firms who possess experience in social media management and strategy 

formulation. The purpose of strategy and digital media consultancy firms is to consult, 
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optimize and market other businesses. However, this limits their insights in the internal 

development of their clients and hence, could miss out on important aspects which are 

important in the Dynamic Capability Framework (Teece, 2007).    

 

The sample size of this research was limited to eight participants. Since Facebook is the 

largest social media platform today, there are more potential participants to be found. A 

larger sample could bring more value to this research in terms of width and depth of the 

findings. 

 

In this research, two interviews were held in Swedish. Hence, these interviews had to be 

translated into English by the authors of this paper. Even though the selection of words 

was thoroughly considered, the translation opens up for various interpretations since it is 

not the original words of the participants. However, since the authors were using 

investigator triangulation when transcribing the interviews, it strengthens the honesty of 

the findings (Anney, 2014) and thus, increases the credibility of this research. 

 

7.3 Contributions to Literature 

Previous literature has examined the usage of social media to be a grounding factor to gain 

competitive advantage and therefore identifies as a dynamic capability (Wang et al., 2017). 

Dynamic capabilities are evidenced in previous literature to be a solution to prevent inertia 

(Teece, 2018). This research contributes to the existing literature by applying the social 

media platform Facebook to the Dynamic Capability Framework (Teece, 2007) and 

connecting it to inertia. Breaking the usage of Facebook down in each process of the 

framework contributes to an understanding of how the utilization of Facebook can prevent 

businesses from entering the state of inertia. Therefore, this research adds to the existing 

theory of digital media and business development by examining the usage of the social 

media platform Facebook through the lens of the Dynamic Capability Framework. Hence, 

this study adds to previous research addressing social media and innovation interactions, 

which is a field Mention et al. (2019) have identified to be in need of more research.  
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7.4 Future Research 

Dynamic capability is an old and well-known concept in academia. However, relating this 

concept to the emergence of the usage of social media is a fairly new combination, and 

further connecting the usage of social media to the concept of inertia is a completely new 

combination. Therefore, there are many opportunities for future research in this field. 

Firstly, research could be conducted in each individual process of the Dynamic Capability 

Framework (Teece, 2007). Thus, applying the usage of Facebook to either sense, seize or 

reconfigure in order to get more in-depth research and hence, deeper understanding of each 

individual process. Secondly, it is possible to conduct future research by focusing on social 

media as a whole or other specific social media platforms. This could contribute to a 

broader picture since the findings from the interviews showed that companies generally 

use a combination of multiple platforms in their marketing strategies to reach end-goals. 

Lastly, research could be conducted on a single case company over a period of time, who 

finds themselves in a stagnation state, in order to see the actual impact of utilizing 

Facebook as a dynamic capability.  
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Appendix B: Interview Questions  

Q1. Can you tell us a bit about your background? Who you are, what is your area of 

expertise, your position in the company, etc? Have you done more B2B marketing or 

B2C?  

 

Q2. How long and to what extent have you worked with Facebook?  

 

Q3a. How do you use Facebook/Business Manager today? 

 

Q3b. Are there any specific tools within Business Manager which allows companies to 

analyze the market? Or allows finding their target market?  

 

Q3c. Are there any key-tools in Business Manager for corporations, in general, you claim 

to have the most efficient effect on Facebook advertising/development? Which are they? 

 

Q4. How can the usage of Facebook help you to recognize changes in the market?  

 

Q5. How can Facebook be used in order to adapt to changes in the market? 

 

Q5. To what extent can the usage of Facebook be a development tool? And how?  

 

Q6. What are key-takeaways for continuous use of Facebook after a success? 

 

Q7. Have you seen any changes that come with frequently using Facebook in the 

company’s marketing strategies?  

 

Q8. Do you have an experience where the usage of Facebook made a tremendous change 

for another company in B2B cases?  

 

Q9a. What are the advantages of using Facebook for a company?  

Q9b. What are the disadvantages of using Facebook for a company? 
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Q10. What are things that many marketers do not know about Facebook but wish they 

did? I.e. time management, resource allocation?  

 

Q11. Can everyone use Facebook?  

 

Q12. Do you think that utilizing Facebook can help companies to increase performance? 

Do you have an example?  

 

Q13: Do you have other thoughts regarding the usage of Facebook you would like to 

share? 
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