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Abstract 

 

Background 

The recent developments in technology have resulted in an emergence of social media 

platforms and they are now an essential part of everyday lives of consumers and 

businesses. Since a lot of companies utilize social media in their marketing activities, 

the marketing strategies of small and medium sized enterprises (SMEs) have changed 

from the traditional practises. Due to their limitations in resources, they need to be 

creative and flexible in their marketing. Since cars are classified as high involvement 

products, customers spend more time on information search before making the 

purchase. This has resulted automotive retailers to utilize more social media into their 

marketing, as it is among the most popular channels for consumers to search for 

information. Jönköping is among the leading industrial cities in Sweden and it is well 

known for its entrepreneurial spirit as it hosts a large number of SMEs. Because of this, 
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the authors of this research have investigated how SME car retailers in the region of 

Jönköping utilize social media marketing. 

 

Purpose 

The purpose of this thesis was to research how SME car retailers in the region of 

Jönköping utilize social media in their marketing activities. 

 

Method 

A qualitative research approach with semi-structured interviews was conducted in order 

to develop an understanding of how small car retailers in Jönköping region utilize social 

media in their marketing activities. The owners of car dealerships were interviewed 

since they could contribute with insights from the firm and its marketing activities.  

 

Conclusion 

The findings of this thesis show that SME car retailers in Jönköping region utilize social 

media in their marketing activities and this is a major factor contributing to their firm 

performance. However, the companies do not use it to its full potential and it can be 

identified that there is room for improvements when it comes to social customer 

relationship management and creating marketing strategies. 
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1. Introduction 

______________________________________________________________________ 

In this chapter the business environment of small and medium-sized enterprises are 

introduced, followed by their marketing activities, leading to their social media 

marketing activities. After this, the automotive industry as well as the region of 

Jönköping are introduced. This is continued by addressing the purpose, research 

question, method and delimitations. 

 

1.1 Background 

In today’s dynamic business environment, one of the topics that has raised a lot of 

discussion is how firms manage to survive in a highly competitive environment. As 

markets are getting more saturated, businesses are facing more competition that requires 

them to be more creative in developing new strategies and utilizing technology (King, 

2013). In many industries there are companies of different sizes that compete against 

each other meaning that small and medium-sized enterprises (SMEs) are often head to 

head with their larger industry counterparts (Bocconcelli et al., 2016). Larger businesses 

have access to more resources and professional expertise, which possess many 

challenges for SMEs (Centeno, Hart & Dinnie, 2012). SMEs often deal with limitations 

such as limited financial, informational and human resources, thus it is vital for them to 

be flexible and cost-efficient in order to manage these resources wisely (Bocconcelli et 

al., 2016; Taneja & Toombs, 2014). One of the major challenges that SMEs face is the 

successful implementation of their marketing strategies and their capability to attract 

new customers (Hutchinson, Donnell, Gilmore & Reid, 2015). 

 

SMEs can be defined as firms with less than 250 employees and a turnover of no more 

than €50 million (Bocconcelli et al., 2016). These enterprises do not often develop any 

specific planned strategic approach to marketing activities, but instead they manage 

them in a rather unstructured way, which is different from what is considered to be 

traditional strategies (Bocconcelli et al., 2016; Taneja & Toombs, 2014). Being able to 

manage customer facing functions is a vital capability for SMEs in the successful 

management of their marketing practices that are heavily built on customer 
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relationships, networking and engagement (Malshe, Friend, Al-Khatib, Al-Habib & Al-

Torkistani, 2017).  

 

The advancements in technology have had a major impact on the marketing strategies 

that organizations utilize nowadays (Bocconcelli et al., 2016; Kannan & Li, 2017; Rust, 

2017). Many households in the world now have access to internet connection, and 

therefore, firms have re-thought their strategies for maintaining customer relationships, 

marketing products, promoting brands and acquiring new customers (Kannan & Li, 

2017; Lamberton & Stephen, 2016; Rust, 2017). There were almost four billion internet 

users worldwide in 2018 and approximately two and a half billion of them were active 

on social media platforms (Statista, 2019). Since the introduction of digital marketing, 

modern web-based technologies such as social media platforms and e-commerce 

marketplaces have been increasingly important for firms since it has allowed them to 

reach larger audiences and to create inexpensive content (Wang & Kim, 2017; Resnick 

et al., 2016). The marketing activities through social media channels such as Facebook, 

Instagram and Twitter has been a critical tool for SMEs since it is cost-efficient and can 

be organized with less financial resources (Bocconcelli et al., 2016; Taneja & Toombs, 

2014). These marketing activities have led to increased participation by customers since 

the platforms allow them to interact with organizations and react to their activities 

(Wang & Kim, 2017). Hence, it could be argued that social media marketing increases 

customer engagement and enhances customer relationship management (CRM) (Wang 

& Kim, 2017). 

 

The adaptation of social media has had a great impact on the way businesses operate 

their CRM activities as it has allowed them to better engage with their customers and 

establish longer-lasting relationships (Wang & Kim, 2017; Iankova, Davies, Brown, 

Marder & Yue, 2018). The better capabilities a business has to manage its CRM 

activities and establish strong engagement with customers, the better performance can 

be expected (Wang & Kim, 2017). As the social media can improve these two 

capabilities of the company, it can be seen as a factor that can potentially increase the 

firm performance (Wang & Kim, 2017). 
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Since the start of the automotive industry in the end of the 19th century, it has faced 

changes in technology, manufacturing and marketing (Binder & Rae, 2018). The 

industry is one of the largest globally and has high economic influence in the 

manufacturing countries where Sweden is among one of them (Binder & Rae, 2018). 

However, the automotive industry in Sweden has been in a decrease in the first quarter 

of 2019 and fell by 3,5 percent compared to the same period in 2018 (Motorbranschens 

riksförbund, 2019). Due to the increase of social media and internet usage, consumers 

now have easier access to find data (Grosman, 2018). They are better informed and 

make more research since cars are classified as high involvement products, which 

means that consumers put more emphasis on information search before making the 

purchase decision (Mahrous, 2016).  

 

Moreover, the region of Jönköping is the sixth most populated region in Sweden and 

has a unique location between Stockholm, Malmö and Gothenburg making it a good 

strategic location for firms. The region is well-known for its entrepreneurial spirit and is 

one of the most industrialized areas in the country. However, Jönköping has relied for a 

long time on the large number of manufacturing SMEs that the city hosts as well as 

industries such as agriculture, forest, and tourism, but lately the creative industries have 

become increasingly important (Regional utveckling, 2019). One of the reasons why the 

industries in the region have been successful is because of the large number of SMEs 

operating there. These firms have a strong capability to innovate and be flexible, thus 

they have been able to survive in a highly competitive environment (RUS, 2013). 

 

1.2 Problem  

The increased popularity of social media has resulted it to become an essential part in 

business strategies of enterprises as well as the everyday lives of consumers (Iankova et 

al., 2018). According to Bocconcelli et al. (2016), smaller firms most often do not 

organize or have any structure for their marketing strategies, but instead they manage it 

in a non-systematic way. However, existing research has shown that social media has 

been an effective tool to manage customer relationships, engagement and networking 

(Resnick et al., 2016), and therefore it is of great importance for SMEs to successfully 

manage these functions (Malshe et al., 2017). Since smaller companies do not have the 
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same resources as their bigger competitors, they have to be more efficient in using these 

relatively inexpensive marketing alternatives to reach to new and current customers in 

order to challenge their competitors (Bocconcelli et al., 2016).  

 

There exist research considering how SMEs can utilize social media marketing in order 

to increase firm performance (Wang & Kim, 2017), but there is a lack of research 

connecting this to SME retailers in the automotive industry. Moreover, the region of 

Jönköping hosts a large number of SMEs (RUS, 2013), and social media marketing has 

been increasingly important for these firms because of its cost-efficiency (Bocconcelli 

et al., 2016). Hence, it is highly relevant to research this topic within this specific 

region. 

 

1.3 Purpose 

In order to connect how SMEs utilize social media marketing activities within the 

automotive retail industry in the region of Jönköping, and contribute new information to 

the identified research gap, the following research question guides this study. 

 

How do small car retailers utilize social media as a part of their marketing activities? 

 

This research focuses on car retailers in the region of Jönköping with no more than ten 

employees. 

 

1.4 Definitions 

Customer relationship management: Customer relationship management, also known 

as CRM, can be defined as strategies that businesses use to improve the interaction 

between the business and customers as well as maintain existing relationships 

(Greenberg, 2010). 

 

Digital marketing: Digital marketing can be defined as strategies where internet and 

digital technologies play a major role in the implementation of marketing activities 

(Kannan & Li, 2017). 
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Marketing: Marketing can be defined as a processes through which businesses reach 

out to their target customers and move their products and services. This is achieved 

through the use of four different marketing elements known as 4Ps which are price, 

product place and promotion (Doyle, 2016; Constantinides, 2006). 

 

Social CRM: Social CRM can be defined as an approach to CRM activities where 

social media has been integrated (Wang & Kim, 2017). 

 

Social media: Social media can be described as internet-based platforms and 

applications that enable users to share and create content with one another (Iankova et 

al., 2018). 

 

Social media marketing: Marketing activities undertaken by businesses where social 

media has been integrated into (Lamberton et al., 2016). 

 

1.5 Delimitation 

This study is delimited to only focus on car retailers that can be classified as SMEs and 

operate in the region of Jönköping in Sweden. There are reasons why the scope of this 

study has been narrowed down. The role of social media in marketing is an extensive 

topic in nature and there are countless of companies of all sizes in different industries 

that can utilize it into their marketing activities. However, there is a need for knowledge 

on how social media can be used in order to increase the effectiveness of marketing 

activities as well as firm performance. Therefore, a study of this type could be 

conducted from several different perspectives such as different industries, company 

sizes and geographical areas.  
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2. Frame of Reference 

______________________________________________________________________ 

In the following section, literature collection, previous research regarding automotive 

industry, social media marketing, social CRM, consumer behaviour and other relevant 

literature are presented. This is followed by the conceptual framework developed by 

Wang and Kim (2017) which will be used in this thesis to analyse the findings. 

 

2.1 Literature collection 

In order to collect relevant data and to understand how SMEs utilize social media 

marketing, information from several sources had to be considered. The main search 

engines used for collecting secondary data were Jönköping University online Primo 

library, Google scholar and Jönköping University library since this allowed authors an 

access to a wide range of literature sources. In order to search relevant articles, key 

words such as “social media”, “digital marketing”, “SME marketing”, “consumer 

behaviour”, “automotive industry”, “car industry” and “customer relationship 

management” were used. To ensure that the information collected from secondary data 

provided the most recent and up to date knowledge, the search of the most important 

key articles was narrowed down to literature sources starting from the year 2016. The 

journal ABS list was used in order to identify the ranking of the different articles, where 

the authors set a requirement for the articles to be ranked two or above, as the highest 

rank being four. ABS journal guide lists highly qualified academic journals within 

business and management, and it is supposed to give academics and scholars a clear 

understanding on which journals to look for and reference in their academic papers 

(Chartered Association of Business Schools, 2018). However, it was difficult to find higher 

ranked journal articles about the automotive industry. Instead, lower ranked journal 

articles as well as other articles that concerned the topic were used in order to provide a 

good understanding about the current state of the industry. Additionally, there were 

books used as references in the literature review in order to get more detailed definitions 

and to better explain theory together with the journal articles.  
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2.2 Marketing Strategies for SMEs 

The classic approach to marketing can be defined as a process through which businesses 

move products and services to reach out to their customers, which is achieved through 

the use of four different marketing elements also known as 4P’s. This combination 

consists of price, product, place and promotion (Doyle, 2016; Constantinides, 2006). On 

the other hand, marketing strategy is the organization’s combination of marketing goals 

stated in a plan that allows it to reach the highest potential profit in the market (Doyle, 

2016; Toften & Hammervoll, 2009). The approach that SMEs take towards their 

marketing activities differ from the ones larger enterprises take due to their limited 

resources. Marketing practises of SMEs often differ from the ones considered as 

conventional strategies (Resnick et al., 2016). They often do not have a planned and 

organized approach to their marketing, but they rather manage their marketing and 

branding in a non-systematic and unstructured way (Bocconcelli et al., 2016). 

 

There are several characteristics associated with SMEs that companies should consider 

when planning their marketing strategies. There is no exact universal definition for 

SMEs, but most often they can be defined as small and medium-sized enterprises that 

have less than 250 employees and a turnover not more than €50 million (Bocconcelli et 

al., 2016). Common characteristics SMEs show are limited financial, informational and 

human resources (Bocconcelli et al., 2016). Therefore, these companies need to apply 

creativity and flexibility to utilize these limited resources in an efficient way in order to 

successfully compete against their larger counterparts (Bocconcelli et al., 2016). Since 

larger businesses have access to more resources and professional expertise, it is vital for 

small companies to be cost-efficient and manage their resources wisely (Centeno, Hart 

& Dinnie, 2012). Due to their limitations, SME retailers particularly face challenges in 

the implementation of their marketing strategies and efforts to attract new customers 

(Hutchinson et al., 2015). 

 

The organization of sales activities and networking can be identified as one of the major 

aspects of marketing activities in SMEs (Bocconcelli et al., 2016). Thus, good 

relationships and interaction between customers are major factors contributing to 

successful marketing activities as well as the financial performance of the business 

(Bocconcelli et al., 2016). The marketing orientation in SMEs is heavily built on 
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customer relationships, engagement and networking, and thus being able to successfully 

manage customer facing functions is important for their competitiveness (Resnick et al., 

2016; Malshe et al., 2017). 

 

The commitment of salespeople can also be seen as a vital factor contributing to 

company’s success in the marketplace (Malshe et al., 2017). SMEs often, due to their 

smaller size, are able to create closer relationships with customers, which can be seen as 

a factor contributing to the efficiency of their marketing strategies (Hutchinson et al., 

2015; Bocconcelli et al., 2016). Furthermore, the marketing practises of SMEs rely on 

their ability to have in-depth information about their target customers’ demands and 

needs, which allows companies to communicate with them on personal basis (Resnick 

et al., 2016). Hence, the advantage that SMEs have over larger businesses is their ability 

to provide more customized services and products to their customers (Resnick et al., 

2016).  

 

The owners and managers play an important role in the successful marketing and brand 

management in SMEs. The owners’ personal brand often becomes the identity for the 

enterprise, where the owner himself is the key marketing tool for the business (Resnick 

et al., 2016). Also the high-involvement of managers is critical since this allows 

companies to have a better access to business networks that play a crucial role in 

marketing activities (Malshe et al., 2017). As leaders often are highly involved in 

SMEs’ strategic planning, their experiential knowledge often has a high level of 

influence to the marketing practises of the business (Malshe et al., 2017). 

 

Social media has been a significant driver of advancements in SME marketing and its 

increasing popularity has brought many opportunities for SMEs to market their products 

and gather information about their customers more cost-efficiently (Bocconcelli et al., 

2016; Hutchinson et al., 2015). Word of mouth is an efficient marketing tool and it can 

be described as a process where customers and users share their experiences to each 

other (Doyle, 2016). In the context of social media, Resnick et al. (2016) introduces the 

idea of “word of mouse” that can be described as a new definition for traditional “word 

of mouth”. The “word of mouth” marketing has been essential for SMEs but due to the 

advances in technology the traditional use has changed (Resnick et al., 2016). Social 
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media has helped SMEs to better spread out the word of their products, develop better 

engagement with their customers as well as to reach out to potential new target 

audiences more affordably than before (Resnick et al., 2016). Hence, the adoption of 

social media has allowed SMEs to better organize their marketing activities in a way 

that suits to their limited resources (Bocconcelli et al., 2016). 

  

2.3 Digital marketing 

Kannan and Li (2017), Bocconcelli et al. (2016) and Rust (2017) all highlight the 

impact that recent advancements in technology have had on marketing strategies that 

companies use today. Modern web-based technologies have an important role in how 

companies market their products and reach out to their target customers (Rust, 2017; 

Bocconcelli et al., 2016). The concept of digital marketing is described as strategies 

where digital technologies and Internet have a critical role in the implementation of 

marketing practises (Kannan & Li, 2017). Digital marketing channels have an essential 

role in terms of marketing products, promoting brands, acquiring customers as well as 

maintaining existing customer relationships (Kannan & Li, 2017). Since many 

consumers use internet-based platforms, the companies actively use the “big data” of 

their customers on internet to facilitate their marketing activities (Rust, 2017). 

  

The evolution of internet based platforms have changed the traditional marketing 

approach (Wang & Kim, 2017; Rust, 2017). Wang and Kim (2017) discuss that 

internet-based platforms have facilitated the creation of inexpensive and accessible 

online user content as well as interaction between the users. Social media networks and 

e-commerce marketplaces have allowed customers to be more engaged with the 

companies as well as to have better access to their products (Wang & Kim, 2017; Rust, 

2017). Among many different Social media and e-commerce marketplaces, the ones that 

are used the most by companies are Facebook, Instagram, Ebay and Amazon (Rust, 

2017). 
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2.3.1 Social media 

In today's technologically advanced environment, businesses are constantly online and 

more of their activities take place there. The high-speed access to internet has become 

affordable for nearly every household which has led to increased traffic in social media 

applications such as Facebook and Instagram (Lamberton & Stephen, 2016). Iankova et 

al. (2018) defines social media as internet-based platforms and applications that allow 

users to create and share user-generated content with one another. It can be seen as a 

tool that facilitates the interaction and conversation between users. People use social 

media in order to participate in social networks and communities that allow them to 

communicate with each other, maintain and build relationships as well as to share and 

create content (Lacoste, 2016).  

 

Social media has become an essential part of everyday lives of consumers and 

businesses and is now an integral part in business strategies of many enterprises 

(Iankova et al., 2018). It has transformed and influenced the way how consumers act 

and interact online (Iankova et al., 2018; Wang & Kim, 2017; Lamberton & Stephen, 

2016). Consumers, instead of just passively consuming the internet content, have started 

to actively participate in sharing and creating content themselves such as videos, blogs, 

photos and stories (Wang & Kim, 2017). Lamberton and Stephen (2016) point out that 

social media has allowed users to not only act as consumer, but also as promoters. The 

modern consumer can be described as “social consumer”, where the behaviour has 

changed from a passive role into a more active one (Wang & Kim, 2017). 

 

The time consumers spend on social media has been constantly increasing during recent 

years and therefore it has become more important to implement it in the business 

practises (Kannan & Li, 2017; Lacoste, 2016; Wang & Kim, 2017). Also the number of 

users has been increasing and it is expected to keep increasing in the same pace in the 

next following years, as can be seen in figure 2.1 below (Statista, 2019). 
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Figure 2.1 Number of social media users worldwide from 2010 to 2021 (in billions) 

(Adopted from Statista, 2019) 

  

 

 

  

  

Social media has transformed the way businesses implement their marketing practices, 

customer relationship management, sales management and other functions (Bocconcelli 

et al., 2016; Wang & Kim, 2017; Hutchinson et al., 2015; Lacoste, 2016). It plays an 

essential role especially in marketing and CRM activities and it has allowed 

organizations to manage these activities more cost-efficiently (Wang & Kim, 2017; 

Felix, Rauschnabel & Hinsch, 2017; Hutchinson et al., 2015). The activities where 

social media is implemented into CRM and marketing activities of a business is defined 

by the terms social CRM and social media marketing (Wang & Kim, 2017). 

 

The increased usage of social media has allowed businesses to reach out to larger target 

audiences and to create more exposure to their brand (Resnick et al., 2016). Firms can 

utilize this by creating their own brand page where the customers are encouraged to 

react and interact with the content posted by the business which will lead to increased 

customer engagement and thus the role of social media can be seen as critical for the 

CRM practises of the business (Wang & Kim, 2017). There are various ways how 
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users’ engagement and responses to social media content can be measured. This 

includes actions such as clicks, likes, shares and subscribes (Ashley & Tuten, 2014). 

  

2.3.2 Social media channels 

The increasing popularity of social media has transformed the way how firms 

communicate with their stakeholders (Popp, Horbell & Woratschek, 2016). It provides 

an opportunity for all parties included in the company’s business practises to engage in 

a conversation. This has led to a shift in business strategies resulting companies to 

recognize their customers as active participants in value creation (Popp et al., 2016). 

The use of social media channels offers businesses and marketers variable abilities such 

as targeting potential audience, engaging with customers as well as communicating 

relevant content (Iankova et al., 2018). As can be seen in figure 2.2, some of the most 

popular social media platforms are Facebook, Twitter and Instagram (Statista, 2019). 

One important platform for businesses in Sweden is Blocket that has approximately 2 

million users every week (Ocast, 2019). Even though the main purpose of all of these 

platforms is to help users to connect with each other and share content, each of them are 

slightly different from each other (Popp et al., 2016; Iankova et al., 2018).  
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Figure 2.2 Most used social media networks as of January 2019, ranked by number of 

active users in millions (Adopted from Statista, 2019). 

 

 

A short summary of four social media platforms is presented below: 

 

Facebook: The biggest social networking site in the world. It allows users to post and 

share content with one another such as photos, videos and links. Users can also 

communicate and connect with each other. (Popp et al., 2016) 

 

Twitter: Allows users to send and share short and frequent messages (tweets) with each 

other (Culotta & Cutler, 2016). Twitter makes it possible for users to follow people and 

organizations they are interested in, and see their tweets. Users have the possibility to 

share other users’ tweets (retweet), like them and reply and comment (Twitter, 2019) 
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Instagram: A social media networking site that provides users an opportunity to share 

photos and videos with one another (Veirman, Cauberghe and Hudders, 2017).  

 

Blocket: Blocket allows users to buy ads and chat with potential customers in Sweden. 

Blocket is a marketplace where users can find just about anything they need from 

furniture to cars and jobs (Blocket, 2019). 

2.3.3 Social media marketing 

Social media platforms have an important role in modern marketing as they have 

facilitated the way companies target, inform, learn about their audience and sell their 

products to consumers (Lamberton & Stephen, 2016). The expansion of social media 

platforms and marketing channels has allowed companies to reach out to millions of 

potential customers with their brand-related content (Iankova et al., 2018). This change 

has led marketers to adapt social media into several marketing objectives such as data 

collection, customer relationship management, sales, advertising and promotions 

(Ashley & Tuten, 2014). Social media channels can be used as efficient marketing tools 

by businesses to improve their targeted advertising by using the personal information 

provided by the social media users such as their profiles and other actions (Lamberton 

et al., 2016). Furthermore, marketers update information about their newest products 

and services on their social media pages, which then can be found by consumers 

(Iankova et al., 2018). 

 

Social media is being utilized by marketers in variety of ways to increase the exposure 

of their business. These include things such as different campaigns and ongoing 

communication about brand relevant information with their target audience (Ashley & 

Tuten, 2014). Social media marketing campaigns have a potential to contribute to 

positive image and feelings audience have towards the company and increase the 

customer engagement, loyalty and trust (Ashley & Tuten, 2014). Moreover, social 

media is widely used in marketing activities through the full customer lifecycle within 

the business and it plays a part in creating awareness, acquiring information, opinion 

sharing, purchase as well as post-purchase activities (Iankova et al., 2018). 
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2.4 Customer relationship management 

The role of customer relationship management (CRM) has become more critical for 

businesses in the last decades (Galvao, Carvalho, Bezerra de Oliveira & Medeiros, 

2018). Traditional CRM can be defined as practices and strategies that businesses use to 

enhance the interaction between the business and the other stakeholders of the business, 

especially customers (Greenberg, 2010). It can be viewed as customer-centric approach 

to marketing that combines relationship marketing and technology and puts emphasis on 

the value created for customers by better understanding them and facilitating the 

creation of long-term customer relationships (Galvao et al., 2018). In traditional CRM, 

the interaction is mainly one-sided as the business can be viewed as being the active 

party and customer the passive receiver. Furthermore, CRM aims to improve customer 

experiences by customizing products to suit to their specific needs. It is also a tool to 

increase loyalty among customers and improve the quality of service which results in 

increased customer satisfaction and loyalty (Galvao et al., 2018). Wang and Kim (2017) 

point out that the adaptation of social media has changed the traditional approaches to 

CRM.  

2.4.1 Social customer relationship management and engagement 

The adaptation of social media has changed the traditional approaches to CRM as 

companies create value for their customers on the platforms by establishing stronger 

and longer-lasting relationships (Wang & Kim, 2017; Iankova et al., 2018). Wang and 

Kim (2017) argue that companies must implement social media into their CRM 

practices to improve customer satisfaction and experience. Consumers are actively co-

creating their experiences and are more engaged in interaction with companies. Thus, it 

has enabled businesses to better engage their customers into collaborative interactions 

(Wang & Kim, 2017). The adaptation of social media in CRM has also enabled both 

parties, customers and firms, to have dialogues and conversations where customers are 

active participants (Iankova et al., 2018). As companies have adapted the use of social 

media into their CRM activities, this has resulted in the new term social CRM (Wang & 

Kim, 2017). It can be described as an approach where companies integrate social media 

into traditional CRM systems to enhance customer relationships and engage them in 

collaborative conversations (Wang & Kim, 2017). The research conducted by Wang and 

Kim (2017) suggests that social CRM and adaptation of social media is crucial for 
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companies when improving customer engagement and the overall performance of the 

business. However, it should not be seen as a replacement for traditional CRM 

functions, but rather as an addition to them that enhances the interaction between the 

firm and their customers (Wang & Kim, 2017). 

 

2.5 Consumer behaviour and buying process 

The increased popularity of social media has influenced and changed the modern 

patterns of consumer behaviour and how they make decisions (Power & Phillips, 2011). 

The way consumers communicate, process and look for information about products has 

changed as a result of the adoption of social media into their everyday lives (Power & 

Phillips, 2011). It alters the opinions of consumers and influences their choices as the 

connectedness to other people has improved and they can easily look for supporting 

opinions and experiences from others regarding the products they are considering to buy 

(Jashari & Rrustemi, 2016). Thus, the social media has improved consumers’ capability 

to search information, especially based on other people’s experiences and they often 

rely on their own social media networks to justify and support their purchase decisions 

(Power & Phillips, 2011).  

 

The buying decision making process of consumers consists of five different stages 

which are need recognition, information search, evaluation of alternatives, purchase 

decision and post-purchase behaviour (Kotler, Armstrong & Harris, 2017). The first 

step in this process is need recognition where consumer recognizes a need for a new 

product. After the need for a new product is recognized the buyer will start to search for 

more information about the product that the he intends to buy (Kotler et al., 2017; 

Zhang & Hou, 2017). Information search can be done in different ways such as 

searching for relevant information on internet and other sources as well as listening to 

the opinions of others (Kotler et al., 2017; Zhang & Hou, 2017). The time consumer 

spends on information search depends on many different factors such as how expensive 

the product is and how much previous knowledge the buyer already has about the 

product (Kotler et al., 2017; Zhang & Hou, 2017). The third step in the process is the 

evaluation of alternatives. At this stage the consumer has come across with a set of 

alternative purchase options based on the information search that is the best fit for his 
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needs (Kotler et al., 2017; Sumi & Kabir, 2010). As consumer has a set of alternatives, 

he/she will eventually make the final purchase decision and buy the product that is seen 

as the most optimal (Kotler et al., 2017; Sumi & Kabir, 2010). The final stage in the 

buying process is post-purchase behaviour where consumer evaluates his/hers 

satisfaction with the product based on the expected performance, and may take further 

actions such as giving feedback and staying in touch with the seller (Kotler et al., 2017; 

Szmigin 2015). 

 

The consequences of consumer buying decision impacts the way how the buying 

decision is made. Purchase behaviour significantly differs depending on the product. 

There can be identified two different types of products, low-involvement and high-

involvement (Kotler et al., 2017; Jain, 2019). Low-involvement products can be 

classified as purchases that are simple and habitual for the consumer. These products are 

not financially a big investment for the buyer and there is no significant effect on the 

consumers lifestyle (Baker, 2006; Jain, 2019). In low-involvement buying situation the 

products are inexpensive and the purchases are often made frequently (Kotler et al., 

2017; Jain, 2019). There is very little information search and evaluation taken by the 

buyer and the purchase decision is usually made quickly. Examples of low-involvement 

products are things such as everyday groceries and hygiene products (Baker, 2006). 

 

When consumers are highly involved in the buying decision process their behaviour is 

more complex. The purchase decision making process in high-involvement products is 

slower and more rational as the buyer uses more time and effort on making the decision 

(Kotler et al., 2017; Santandreu & Shurden, 2016; Jain, 2019). High-involvement 

products are usually expensive and not purchased frequently by the consumers. These 

products possess a bigger risk for the buyer as there is more financial investment 

involved in the purchase (Kotler et al., 2017; Zhang & Hou, 2017; Jain, 2019). The 

buyer spends more time and pays more attention on every part in the buying decision 

making process especially on information search as he makes a thorough research about 

the product in order to find all required information to make the best possible purchase 

decision (Santandreu & Shurden, 2016). 
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Cars are products that consumers purchase infrequently and they are often very costly to 

the buyer. As they are expensive high-involvement products it can be expected that a 

prospective buyer will spend a significant amount of time on gathering data from 

multiple information sources (Mahrous, 2016; Santandreau & Shurden, 2016). Internet 

is an important source for information search when consumers make purchasing 

decisions on cars as it has been indicated that nearly 80% of the automobile buyers use 

internet in order to support their purchase decisions (Mahrous, 2016). Particularly social 

media is among the most important sources for buyers to search information about the 

prospective automobiles. Thus, social media can be said to be a significant 

“mainstream” source for information search (Mahrous, 2016). 

 

2.6 Automotive industry  

The automotive industry is a concept that includes a wide range of different industries 

associated with motor vehicles such as retail, wholesale, production and maintenance 

(Bls, 2019). The industry had its start in Europe during the late 19th century. In the first 

half of the 20th century United States had the competitive advantage due to their mass 

production strategies. However, during the second half of the 20th century, Japan and 

Europe increased their impact in the industry and became the dominant producers 

(Binder & Rae, 2018). The industry is one of the biggest globally and has a major 

impact on the economies of manufacturing countries such as Sweden, Germany, Italy, 

France, Japan and the United States. The automotive industry in the United States is the 

largest manufacturing sector with respect to total value of products. However, Europe, 

Japan and South Korea have not yet reached the levels of the United States but they are 

approaching the same numbers (Binder & Rae, 2018). 

 

There are three different segments that car manufacturers can be divided into (Wells, 

2004). Firstly, there are high volume producers who produce a high volume of cars for 

low prices. These manufacturers are companies such as Ford, Volkswagen, Fiat, Toyota 

and General Motors. Secondly, there are specialist producers like Mercedes, BMW, 

Audi and Volvo. They provide cars with higher performance compared to the high 

volume producers which makes them more expensive. Lastly, the niche producers such 
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as Lotus, Porsche and Ferrari provide exclusive high performance cars for premium 

prices (Wells, 2004). One major aspect that makes the car industry unique compared to 

other retail sectors is that the consumers often exchange their old car to the new one 

(Reed et al., 2004). 

 

The process of car sales has for long been the same, where the salesperson at a 

dealership takes care of the customer from the first introduction to delivery. However, 

the sales process has lately started to experience changes due to internet (Reed et al., 

2004). Cars are in the category of high involvement products where consumers make 

thorough research using different informational sources in order to gather and compare 

data (Lambert et al., 2005). Internet and social media have made consumers more aware 

of products and their features since it is easier to search for information (Grosman, 

2018). This is also confirmed by Mahrous. (2016) who states that consumers search 

information about cars on internet before the purchase decision. The increase of social 

media and internet usage has resulted in more purchasing decisions online and has also 

emerged as a tool for linking car ads to the online market (Grosman, 2018).  

 

2.7 Conceptual model  

Wang and Kim (2017) outlines a conceptual model in order to explain the beneficial 

role of social media in terms of customer relationships and firm performance, including 

integration of various strategies of market adaption and development of market 

capabilities, see figure 2.3 below. Four major pillars are included which are Social 

Media usage, Social CRM Capabilities, Customer Engagement and Firm Performance 

and the relationship between these within a business context (Wang & Kim, 2017).  
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Figure 2.3 Conceptual model by Wang and Kim (2017) 

Firstly, social media usage is defined as the platforms that enable active and constant 

engagement and interaction by individuals (Wang & Kim, 2017). Consequently, the 

possibility to impact and influence in a direct manner through quicker and higher 

response rates and overall involvement, which makes it more valuable and effective 

than traditional marketing activities. Secondly, looking at the business level of social 

CRM capabilities, it is of high importance to improve the relationship with existing and 

potential customers of the firm as well as the expected value of the company products 

and services (Wang & Kim, 2017). This requires a company to better understand the 

needs of their customers which in turn can be reflected in increased sales and hence, 

performance. Thirdly, customer engagement is the interaction between customers and 

organizations that have developed through social media (Wang & Kim, 2017). This 

interaction have empowered customers to be more involved within the companies. 

Customer engagement include the daily visits of a page, the sharing of a company’s 

content and posts as well as likes and fans of the brand (Wang & Kim, 2017).  

 

The relationship between customer engagement and social CRM capabilities is the first 

establishment in the model. Next, the direct influence of social CRM capabilities on 

firm performance is outlined. Thereafter, the relationship between customer engagement 
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and the organizational performance is described. Finally, the outcomes of using social 

media on relationship between social CRM capabilities and business performance is 

identified (Wang & Kim, 2017). 
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3. Methodology 

______________________________________________________________________ 

The following chapter presents the research philosophy, approach, purpose and method 

of the study. This is followed with an explanation of the methods that were used to 

collect both primary and secondary data. Lastly, the analysis of data as well as its 

ethical considerations, transparency, reliability and validity are presented. 

 

3.1 Research philosophy 

Deciding a research philosophy is the first step when conducting a research. Research 

philosophy is a system of assumptions and beliefs that will shape the whole research 

process from how the research question is understood to how findings are interpreted 

(Saunders, Lewis & Thornhill, 2016). It is important for researchers to understand what 

philosophy they follow since it will affect how the researched topic is understood. By 

understanding the chosen philosophy, the researcher will be able to better design the 

whole project so that method, strategy, data collection and analysis fit together 

(Saunders et al., 2016; Blumberg, Cooper & Schindler, 2008). The two most common 

ways of thinking in research is ontology and epistemology (Collis & Hussey, 2014). 

 

Epistemology concerns the assumptions of human nature and addresses what is known, 

how knowledge is communicated and what knowledge people see as valid and 

trustworthy within a specific discipline (Saunders et al., 2016; Bryman, 2015). Ontology 

is a philosophy that refers to the nature of social entities and these assumptions will 

shape your research by influencing how you see and study the topic (Saunders et al., 

2016; Bryman, 2015). Saunders et al. (2016) states that there are five major research 

philosophies, positivism, critical realism, interpretivism, postmodernism and 

pragmatism, where interpretivism is the chosen philosophy for this research. 

 

3.1.1 Interpretivism 

The philosophy of interpretivism was used for this research. Interpretivism allows the 

researchers to think about humans as something different than physical objectives and 

that conducting a research about humans and their social world must be done differently 
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since they create meanings (Saunders et al., 2016). Interpretivists do not agree with 

positivists who try to find “laws” that should be applied to everything and argue that the 

research will miss out on deep insights about the topic if the goal is to create these 

generalizations (Saunders et al., 2016; Blumberg et al., 2008). Instead, interpretivists 

take into consideration differences between people, events and time so that they do not 

lose the richness in the collected data (Saunders et al., 2016; Bryman & Bell, 2013). The 

researchers need to be open minded and try to see the world from the researched 

people's point of view so they can understand what is meaningful for them (Saunders et 

al., 2016). Because of this, interpretivists use qualitative methods such as interviews and 

observations since it is a better approach for exploring social phenomena (Collis & 

Hussey, 2014). This will allow the researchers to explore the meaning behind then 

phenomena and then describe and translate it to a theory (Collis & Hussey, 2014). On 

the contrary, positivists conduct quantitative data from methods such as surveys since 

they believe that social phenomenon’s is measurable (Collis & Hussey, 2014; Blumberg 

et al., 2008). The aim with this research is to investigate how small car retailers market 

themselves and what marketing tools them use. Because of this, an interpretivist 

philosophy was best suited since it is necessary to see the world from the marketers or 

owners point of view to understand how they operate.  

 

3.1.2 Research approach 

Deduction, induction and abduction are the three major approaches that can be used 

when developing a theory (Saunders et al., 2016). The goal with a deductive approach is 

to test a theory that is already known by collecting and analysing new data and from 

that drawing a conclusion if the theory is true or not (Saunders et al., 2016; Bryman, 

2015).The approach is mostly based on quantitative data closely relevant to the chosen 

theory. Deductive approach requires researchers to clearly identify a theoretical aspect 

when defining the research question as this will be tested later on. The aim with an 

inductive approach is to gather data in order to better understand the topic that is being 

researched (Saunders et al., 2016). The inductive researcher starts with conducting and 

analysing interviews, in order to better understand the problem. Pursuing with the 

process to formulate a conceptual framework that the findings and analysis follows 

(Saunders et al., 2016; Gerring, 2012). It does not rely on finding a clear existing 
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theoretical approach, but it rather allows researchers to identify new meanings as they 

emerge from data that is being collected. By identifying relationships and patterns 

emerged from the data, the researchers build a theory (Saunders et al., 2016; Bryman & 

Bell, 2013). An abductive approach alternates between deductive and inductive 

approach. Abductive approach begins with observations and then tests existing theories 

to study how it could have occurred (Saunders et al., 2016).  

 

The authors have chosen to conduct the inductive approach for this research since this 

approach was argued being the most suitable. The goal with this research was to 

understand the topic by interviewing owners of small car retailer firms, and from this to 

develop new meanings rather than to test theories. The purpose of the conceptual model 

in this study was instead to be used as a guideline. The researchers of this study intends 

to use the inductive approach to develop new theory about social media marketing in 

the car retail industry in the region of Jönköping.  

 

3.1.3 Research purpose 

The four most used purposes of researches are exploratory, descriptive, analytical and 

predictive (Collis & Hussey, 2014) and this study has an exploratory purpose. An 

exploratory study is conducted to research a phenomenon that has no, or just a few 

earlier studies (Collis & Hussey, 2014), and where the goal is to find patterns that could 

be used to develop a new hypothesis (Gerring, 2012). 

 

Commonly used techniques in exploratory studies are observations, case studies, 

interviews and analysis of historical data that are used to investigate the topic in order to 

get deep insights (Collis & Hussey, 2014; Blumberg et al., 2008). Since the aim of this 

research is to understand a social phenomenon the exploratory purpose is a good fit. 

Social media marketing within the automotive retail industry in the region of Jönköping 

has no earlier studies and therefore this method fits since it allows the researchers to get 

new insights to the topic. By using this method, the authors were able to collect rich 

data that allows them to understand how the small car retailer firms utilize social media 

in their marketing. 
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3.1.4 Research method 

To gather the primary data, a qualitative approach was conducted. Qualitative data is 

often associated with the interpretivist approach, since it allows the researchers to better 

understand the subjective and social interactions (Saunders et al., 2016). Qualitative 

data can be defined as data that is non-numerical and is thus not quantified. There are 

two different approaches that can be taken towards the analysis of qualitative data, 

which are inductive and deductive perspectives (Saunders et al., 2016). Common ways 

to gather qualitative data include interviews, observations and questionnaires (Collis & 

Hussey, 2014; Blumberg et al., 2008). As qualitative data is based on words rather than 

numbers (Bryman & Bell, 2013), the term social constructionism is heavily emphasized 

in the context of data collection (Saunders et al., 2016). Social constructionism stresses 

that people are dependent on social interpretations (Saunders et al., 2016). Since 

qualitative data is dependent on social interactions it can be more varied, elastic and 

complex compared to quantitative data. Therefore, the analysis of the primary data 

needs to be emphasized thoroughly (Saunders et al., 2016). As qualitative data relies 

heavily on social interactions, another type of data that is rather numerical and 

standardised is quantitative data. Quantitative data can be defined as data that is 

numerical and can be quantified (Saunders et al., 2016; Blumberg et al., 2008). It can be 

seen as a raw form of data that often has to be processed and analysed before it can be 

used as tool and guide to answer the research problem. The counts for quantitative data 

can range from frequency of events to more complex numerical counts such as different 

scores and prices (Saunders et al., 2016; Blumberg et al., 2008). There is also a distinct 

difference on how different types of data can be analysed. The analysis of qualitative 

data is conducted through the use of conceptualization in comparison to the analysis of 

quantitative data that is rather focused on the use of statistical diagrams, tables and 

statistics (Saunders et al., 2016).  

 

As the research conducted by the authors of this paper was an exploratory study, 

qualitative data served as a more ideal source. The authors’ aim was to understand and 

explain the phenomena related to the topic of the research and thus qualitative data was 

prioritized over quantitative. The use of qualitative data gave more flexibility and 

allowed the researchers themselves to get more in-depth information about the topic 
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since they could better control the data collection process which was conducted through 

interviews. 

 

3.2 Pilot study 

The first step in this research was to conduct two pilot studies where two interviews 

with owners of small local car retailers in the region of Jönköping. The reason behind 

having pilot interviews was to collect knowledge about the subject and to see if there 

was a need for further research within this topic. By doing this, the interviewers also got 

real-life experience of how to conduct an interview with semi-structured questions. This 

was helpful when doing the more in depth interviews since the interviewers were better 

prepared and better understood how to ask the questions and when to ask follow-up 

questions, which allowed the researchers to conduct relevant and useful data (Blumberg 

et al., 2008).  

 

3.2.1 Semi-structured interviews 

There are several approaches how interviews can be conducted. Interviews can be very 

formal and highly structured, or they may take more of an informal and unstructured 

approach to conversations between the interviewer and the respondents. Three 

commonly used approaches to interview that relate to the levels of structure and 

formality are structured interviews, semi-structured interviews and unstructured 

interviews (Saunders et al., 2016).  

 

Semi-structured approach to interview process is an efficient research method often 

used in qualitative interpretive research (Carson, 2001). It allows the person conducting 

the research to gather data and more efficiently observe the interviewee’s feelings and 

interpretations, which cannot be discovered by using more formal approaches such as 

structured and standardized interviews (Carson, 2001). The researcher himself plays an 

essential role in the interview process since he guides and develops the research as he 

improves the process with his prior knowledge and comments (Carson, 2001).  
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When the researcher undertakes an exploratory study, it is likely that semi-structured 

interview method is used (Saunders et al., 2016). In semi-structured interview the 

researcher has a list of key questions and themes that will be covered in the interview 

but the use of these can vary depending on the interview. Also the order of the questions 

may vary and the interviewer may ask additional questions in order to get more in-depth 

information to explore the researched topic (Saunders et al., 2016). Semi-structured 

interview process can be seen as more efficient in comparison to more formal and 

structured interviews since it allows the interviewer to establish a better relationship 

with the respondent that results in better engagement. This also makes it possible for the 

people interviewed to receive feedback and comments from the interviewers (Saunders 

et al., 2016).  

 

Semi-structured interviews play an essential role in a study with a new and under-

researched topic (Carson, 2001). Since this research was an exploratory study, it was 

important to utilize less structured and more in-depth interviews rather than more 

formal and standardized ones (Saunders et al., 2016). There were a number of key 

questions that were asked from all the interviewees, see appendix 1. However, these 

were further expanded with more detailed follow-up questions when the information 

was insufficient or there was a need to get more in-depth answers. All the interviews in 

this study were conducted face-to-face with respondents. This facilitated the personal 

connections with the participants and created better trust with respondents (Saunders et 

al., 2016).  

 

3.3 Data collection 

3.3.1 Primary data 

Primary data can be defined as data that is collected by the researchers themselves 

specifically for the study that is being conducted. It can be collected through interviews, 

observations and questionnaires (Saunders et al., 2016). The source of primary data for 

this qualitative research were semi-structured face-to-face interviews conducted with 

owners of the companies. This allowed the authors to gather more in-depth knowledge 

about the topic since they had better control over the interview process and they could 

ask follow-up questions if there was a need to get more detailed information (Saunders 
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et al., 2016; Blumberg et al., 2008). There was a list of prepared questions that were 

asked from all the respondents. However, these were further expanded depending on the 

answers the interviewees provided as well as the specific information that was being 

looked for. There were a total of nine interviews conducted with owners of different car 

retailer companies in the region of Jönköping where two of them where in the pilot 

study. By conducting interviews with multiple companies, it allowed the researchers to 

get answers from different perspectives, which strengthened the results of the study on 

how small car retailers in Jönköping utilize their marketing activities. 

 

3.3.2 Sampling 

The participants in this research were owners of small car retailer firms in the region of 

Jönköping. Hence, the sampling method had to be purposive sampling which is a form 

of a non-probability sample, since participants were chosen on a selective basis 

(Bryman, 2015). According to Collis and Hussey (2014) an interpretivists study does 

not need to be sampled randomly since there is no intention to do a statistical analysis 

with the conducted data. The aim with this approach is instead to sample strategically 

and find persons that can provide the research with information relevant to the topic 

which will allow the researchers to gather relevant data and get a deeper understanding 

of the investigated phenomenon (Carson, 2001; Bryman, 2015).  However, the 

purposive sampling method cannot represent a generalization of the population since it 

is based on a selective approach (Bryman, 2015). 

 

The sampling technique that was employed in the research was snowball sampling. This 

is a technique where the researchers first chose a small sample, and then ask the 

participants to propose other people that could provide more information about the 

researched topic (Bryman, 2015; Blumberg et al., 2008). By using this technique, 

researches are able to collect data from a diversified group of people, and hence better 

understand the phenomenon from a variety of point of views (Bryman, 2015). This was 

an effective method for this research since it was simple and led to the introduction to 

new people that had rich information about the subject. 
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It is important for the researchers to set clear criteria’s for participants so that they can 

conduct data relevant to the research question (Bryman, 2015). This research aimed to 

investigate marketing activities of small car retailers, and as already stated the goal was 

to interview owners that are responsible of such activities. To make the population 

smaller, the criteria of being a local firm in the region of Jönköping was added, and it 

was also decided to only focus on firms with less than 10 employees. By narrowing 

down the scope of the research, a smaller sample size was needed in order to represent 

the population (Bryman, 2015). Since the sample size of this research was seven owners 

of car dealerships, it was necessary to set these criteria’s in order to minimize the 

population so that the data conducted from the sample was more trustworthy.  

 

In order for the reader to get a better understanding, the table below includes details 

about the data gathered. The company acronym, role of the participant, gender, how the 

interview was conducted and the length is demonstrated in the table. Since it was 

decided to keep the participants anonymous due to sharing of company insights, each 

participant is defined as C1-C7. This represents the participants throughout the paper 

regarding statements and quotes. 

 

Table 3.1 Representation of participants and interview information   
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3.3.3 Secondary data 

Secondary data can be defined as data originally gathered for other purpose than the 

research. Researchers can further analyse this data in order to get additional information 

and knowledge related to their study (Saunders et al., 2016; Blumberg et al., 2008). The 

secondary data used in this research was based on data gathered from the existing 

literature that is related to the research question. This included articles specifically 

covering topics such as marketing strategies for SMEs, social media and digital 

marketing, consumer behaviour and customer relationship management. Although not 

all the used literature specifically focus on the research topic from the perspective of car 

retail industry, they provide an essential base. This was then used as a building block 

and introduction to the topic which provided the reader with basic knowledge and a 

perspective on the research before going further into the details.  

 

3.4 Data analysis 

The method for analysing conducted data is different depending on whether the research 

takes a quantitative or qualitative method (Collis & Hussey, 2014). The techniques for 

analysing quantitative data is straightforward since it has clear rules about how it should 

be done. On the contrary, there are no clear rules or universal framework developed on 

how a qualitative data analysis should be executed which makes the process more 

ambiguous and complex (Bryman, 2015). Because of this, it is important to think ahead 

and prepare a plan for each stage of the data collection and consider what type of data is 

needed as well as how the data will be coded and analysed (Carson, 2001).  

  

Since qualitative data usually consists of large volumes of textual material, the thematic 

analysis is a good choice (Saunders et al., 2016). In this approach the researchers 

summarize the data, then categorize it into themes, and lastly link these categories to the 

research question (Saunders et al., 2016). The thematic analysis approach was used to 

analyze the data in this research which allowed the authors to summarize long texts and 

find the relevant data, develop themes and find patterns, test and explain the theories 

and lastly, draw a conclusion (Saunders et al., 2016). This approach has also been used 

in other journal articles about social media marketing (Schuster, 2015; Salo, 2015). The 

first step for the authors of this study after conducting the interviews and observations 
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was to transcribe the recorded data. This was done by the person that did not participate 

in conducting the interviews, and the goal with this was to understand and find the 

relevant information. The whole team met when this was done to discuss the findings 

and together identified patterns and themes as well as developed the theory. 

 

3.5 Ethical considerations 

When conducting a qualitative research where data from interviews and observations 

are gathered, it is important to consider the ethical dilemmas. The qualitative method 

often includes data conducted from other individuals, and therefore, the relationship 

between researchers and participants need to include trust (Daymond & Holloway, 

2011). It is of high importance to not harm the participants by exposing them to stress or 

manipulating their answers. Also voluntary participation is of great importance 

(Daymond & Holloway, 2011; Bryman, 2015). Because of this, participants were 

informed about the interviewing process beforehand and they had the choice to 

withdraw if they felt uncomfortable with the questions. Since this study aimed to 

understand a phenomenon by seeing it from the participant’s point of view, it was 

crucial that the interviewed person was comfortable with expressing thoughts and 

feelings so that the researchers could gather deep insights. Therefore, it was decided that 

participants should have the right to remain anonymous since this made the participant 

more comfortable and enhanced the reliability of the conducted data (Saunders et al., 

2016).  

 

3.5.1 Transparency 

One of the major concerns regarding the quality of when conducting qualitative research 

is transparency and it can be seen as a base for other aspects contributing to quality such 

as validity and reliability (Carson, 2001; Daymond & Holloway, 2011). Transparency 

stresses that the method used in order to interpret research findings needs to be clear. It 

is required that the interpretation of research findings intends to provide clear 

explanations and description why authors have made the specific interpretation (Carson, 

2001). Transparency also has a strong link to the ability of authors to reflect their own 

assumptions and decisions as it can be seen as a source for biased interpretations 
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(Moravcsik, 2014). It is important for authors to explain thoroughly why the specific 

research design and strategy were chosen as well as the process for the selection of 

participants and the collection of the data. The reasoning for the interpretation of data 

must be explained thoroughly and made clear to the reader. Furthermore, transparency 

can be divided into three aspects including, data transparency, production transparency 

and analytical transparency (Moravcsik, 2014). Overall, being transparent when 

conducting a qualitative research is an important aspect for researchers to be considered 

since it shows both, the readers as well as participants that there are valid ethical 

principles followed in the process (Carson, 2001; Daymond & Holloway, 2011; 

Moravcsik, 2014). 

 

3.5.2 Reliability 

By using the same techniques and methods with the same participants in the same 

context, if the researcher obtains the same results, the study could be considered reliable 

(Shenton, 2004; Gerring, 2012). However, since the social nature is constantly 

changing, and that conducted data are tied to the situation, it is difficult to closely 

examine this for qualitative researches (Shenton, 2004). Thus, it is of great importance 

that the researchers report the details of the processes and methods used to answer the 

research question so that it can be copied in future studies (Gerring, 2012). Therefore, 

the authors of this study recorded and transcribed all the interviews, as well as 

thoroughly explained techniques and methods used to gather and analyse data. Even 

though the same process is done under the same context by other researchers, it is not 

probable that the same results would be achieved (Daymond & Holloway, 2011).  

 

3.5.3 Validity 

Validity in the qualitative research can be defined as how accurately data collection 

method measures the objective of the research that is intended to be measured. It also 

emphasizes the truthfulness of the findings of the research and what they are actually 

about (Saunders et al., 2016). Validity can be divided into three different dimensions 

which are relevance, external- and internal validity (Daymond & Holloway, 2011). 

Internal validity indicates that the research findings are attributed to interventions 

excluding the flaws on the design of the study. Furthermore, the external validity can be 
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defined as generalizability indicating that the research findings are applicable to other 

relevant contexts. The relevance aspect stresses the importance of research to serve a 

meaningful and useful cause to others (Saunders et al., 2012; Daymond & Holloway, 

2011).  
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4. Empirical Findings 

__________________________________________________________________ 

This section presents the gathered empirical findings for this study. Representatives of 

seven different car retailer firms were interviewed. Participants were held anonymously 

defined as C1-C7. Due to the application of the qualitative analysis method, there were 

four themes identified. Each theme is presented one by one. 

 

Based on the gathered qualitative data from the interviews with representatives of small 

car retailing firms in the region of Jönköping, it was possible to understand what type of 

social media platforms these firms use, which platform is the most efficient and how 

they use these platforms for marketing purposes. There were questions asked about the 

participants’ education and work experiences as well as the background of the business 

in order to get a general understanding of the industry and the firms’ characteristics. 

This was continued with questions specifically targeting the firm's marketing activities 

including things such as advertising, customer relations and customer engagement, see 

appendix 1. All the themes presented are related to social media. The first theme, social 

media marketing channels and activities relates to the different platforms and how they 

are used. The second theme, interactions and relationships relates to the methods that 

participants use in order to build customer relations. The third theme, customer 

commitment is associated with the customer engagement. The last theme, marketing 

plan emphasizes the participants marketing strategies and how they plan their marketing 

activities, see table 4.1 below for detailed theme indicators. 
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Table 4.1 Detailed information regarding themes, indicators and description of themes 

 

4.1 Social Media Marketing Channels 

The participants emphasized the importance of the two main platforms, Blocket and 

Facebook. The only exception was participant C6 that did not include Facebook in its 

marketing activities. The respondents argued that Blocket is the most used social media 

platform when it comes to marketing and advertising their cars in stock. The reason for 

using Blocket as their main marketing platform is that it better fits the car retailing 

industry since it is the place where people look for both new and used cars. All the 

participants except C3 mentioned that almost every customer finds their cars on 

Blocket. 

 

“Almost everyone goes to Blocket in order to find a new car.” C1 

 

“Everyone that wants to buy a car look at Blocket.” C2 
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C4, C6 and C7 stated that without Blocket, their business would not survive. 

Additionally, all the participants point out that posting their cars on Blocket is a major 

factor that contributes to sales. 

 

“I don't have the numbers but say like 99% of the sales comes from blocket.” C4  

 

“It is often at Blocket where you get customers to buy your cars.” C6 

 

“If we would not use Blocket we would be out of this competitive market.” C7 

 

Participant C5 added that it is easy to segment the search on Blocket into the different 

car brands and models, and therefore, it is more convenient for customers to use it.  

 

“Blocket is convenient for customers since they can search for Audi A4 for instance, 

and then all the Audi A4 that are available will show up.” C5  

 

All of the participants stated that the customers rather search for cars on Blocket than on 

Facebook. However, as already mentioned, all the firms except C6 use Facebook for 

marketing purposes. C4 argued that Facebook is a good channel for reaching a broader 

target audience. This was confirmed by C3 who stated that Facebook is a good tool to 

reach out to potential customers because of its heavy usage. 

 

“It is very important for us with social media. Because in this modern time we live in, 

how many does not look at Facebook and so on in their bed before they sleep.”C3 

 

4.1.2 Marketing activities at Blocket 

From the interviews, it was identified that Blocket is the most used platform among the 

participants in this study. However, participant C6 argued that it is not easy to reach out 

to customers on Blocket. Firstly, you have to create an ad that differentiates you from 

your competitors in order to create an interest for the car. This should be continued with 

a good and professional description of the car followed by at least 15 pictures that cover 

the exterior, interior and other details. This was supported by participant C1 who argued 
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that emphasizing professional descriptions and pictures of the cars on Blocket is a factor 

that facilitates sales. 

 

“We think that a good ad leads to sale, so we focus much on good pictures and good 

text in the ad, and that leads to sales.” C1 

 

“Now, Blocket has emerged, and each car posting is on Blocket. And there you have to 

provide at least 15 pictures of the car.” C6  

 

All the participants argued that Blocket is a good platform for increasing exposure to a 

wider range of new potential customers. 

 

 “It's a huge advantage for me since I can reach out so much more audience than I 

could do in the newspapers, since newspapers only are regional and Blocket, it is for 

the whole Sweden so I'm reaching the whole Sweden in my marketing.” C6 

 

Blocket can also be seen as a tool for companies to approximate the market prices on 

their cars. Since the platform allows users to make detailed searches by using multiple 

filters, it is easy to find similar cars with the same mileage and equipment. Thus they 

are able to compare the prices set on similar cars by their competitors. 

 

“It is easier to compare prices, since we can see what our competitors are setting for 

prices on similar cars.” C1  

 

4.1.3 Marketing Activities on Facebook 

It was identified from the interviews that Facebook provides a wider range of options 

for companies to market their products and brand. As Blocket can only be used for 

advertising cars, Facebook on the other hand allows companies to be more creative in 

their marketing activities. For instance, participant C4 used Facebook to market their 

special offers and to arrange competitions that customers can participate in. Moreover, 

participant C3 mentioned that they have posted videos on Facebook to communicate 

different campaigns to their customers.  



 

 38 

 

“The only marketing we did was to make a homemade movie, we have never had that 

good response ever before. We made our own movie and all cars were sold in a very 

short period of time.” C3 

 

“If you have a special offer for one of our services, we're marketing it on Facebook, if 

we have an event we are marketing that on Facebook as well.” C4  

 

Facebook is also a tool for companies to post what type of cars they have been selling 

previously. This is a way for them to show customers what type of cars they are selling 

and focusing on. 

 

“So Facebook, I'd say we post pretty much everything. It's mainly when we deliver a 

car, take this delivery photos, so we can show our customers what type of cars we're 

selling. A lot of people think that's interesting.” C4  

 

“Facebook is a good platform for our delivery photos with customers.” C7 

 

“We are posting cars that we have sold on our Facebook page in order for our current 

and new customers to see what we are selling.” C1  

 

Additionally, participant C2 stated that if there is a rare car in stock, it is posted on 

Facebook in order to reach and attract a broader audience.  

 

“Sometimes if I get a special car to the store I might post it in order to attract new 

customers.” C2  

 

Participant C1 argued that if they want to reach a broader audience fast on Facebook 

they can pay for a sponsored post. In the sponsored posts there is options to choose 

different regions and target audiences to reach out to.   
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“For example, on Facebook there is a good marketing option where you can sponsor an 

ad in order to come up in people's timelines but then it always cost some hundreds 

extra.” C1 

 

4.2 Interactions and Relationships 

All the participants interviewed have a presence on social media and utilize it in 

different ways. However, based on the interviews conducted it can be noticed that the 

companies often did not interact with their customers through social media. Instead of 

contacting and interacting with customers via social media, the platforms are mainly 

used for marketing purposes such as posting pictures and information about cars on 

sale. The actual communication with the customers is mostly done through phone or 

email. Participant C2, for instance, told that it is rare that customers contact them via 

social media as the communication happens mostly through email or phone. 

 

“The communication before and after sales is most often through telephone 

conversations, but some people comes here to talk to me directly and some people write 

an email. No one has ever contacted me through Facebook if they are interested in a 

car. “C2 

 

“Before sales, many people email, so we have mail contact. We also have telephone 

contact with many customers.” C5 

 

Also participant C6 pointed this out as it is, according to them, hard to make actual sales 

on social media platforms. However it is an important way to create exposure for the 

company and their products. As all the participants agree, after customers spot a car of 

their interest on social media they either contact the company via phone or email, or 

even visit them directly.  

 

“Customers sort of finding the cars on Blocket. Then I have contact with them through 

email or phone, then they come to the my shop outside Jönköping, and look at the car 

and test drive it and sometimes some customers are going home to think about it and 

sometimes customers are buying the cars directly.” C6 
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“With Facebook, I guess the negative things are that it's hard to actually make sales on 

that. It's more like the customer care.” C4 

 

Even though none of the participants specifically talked about the application of social 

media into the CRM activities, the importance of CRM in their business and brand was 

emphasized by many participants. For example, participant C4 mentioned that the 

company can utilize social media in its customer care by simply showing customers that 

the company is not only selling cars but also intends to provide caring and secure 

service as well. Participant C2 pointed out that it is important to make customers feel 

comfortable in all situations whether they buy or not. 

 

“I think we have some sales, or persons who seen the vehicle on Facebook and such 

also but it is mainly for customer care. So we want to show what we're doing more than 

just selling stuff on the social media platforms.” C4 

 

“It is always important to be kind and put the customer in the focus, make them feel 

comfortable, important and taken seriously. This is important even if they do not buy a 

car, because they will tell people about this. Selling a car is just not a one-time thing, 

it’s about creating a relationship and looking at the long-term picture.” C2 

 

As part of the CRM activities, the participants also engage in after-sales activities. 

Participants C3, C6and C7 pointed out that they contact their customers after they have 

purchased the car in order to make sure they are satisfied or if they need help regarding 

their new purchase. 

 

“Approximately one month after sale we are contacting the customer to see how it is 

going with their new car. But we contact them through phone.” C7 

 

“We call the customer after the car is sold. And ask, are you satisfied with the car. So 

those kind of things, we will come back to our customers and check how it is going. So it 

is also like customer maintenance.” C3 
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4.3 Customer Commitment 

From the interviews, it was recognized that all the firms try, to some extent, engage 

with their customers so that they spread the word about their business. However, most 

of the firms do not utilize social media channels for this purpose, but instead they argue 

that it is easier to engage them when meeting in person. Participant C2 and C6 thought 

that the most efficient way to spread a positive word about the business is to always be 

professional and kind when approaching new customers. Participant C2 also added that 

it is important to listen to the customers so that it is possible to provide them with a 

customized service and make them feel that they are taken seriously. 

 

“This is important even if they do not buy a car, because they will tell people about this. 

Maybe their daughter, son or a friend will come to you and buy a car in the future.” C2  

 

C2, C4, C5, and C6 mentioned that providing customers with good services, as well as 

selling cars without any defects is what makes them satisfied, and when they are 

satisfied they will start to talk with others about the car and the firm that sold it. 

 

“Customers are talking very much when they have bought cars from you. If the cars is 

good, then you maybe have the luck that they will tell it to their neighbor and the 

neighbor, tell it to the other neighbor and so on.” C5 

 

“I think what you can do is to just, provide them with good services. And that will make 

them talk about your brand, increasing word of mouth.” C4 

 

Participants C3, C4 and C7 were the ones mentioning that they used social media for 

customer engagement activities. C3 and C4 stated that Facebook competitions where 

consumer have to like their page and share posts in order to have a chance to win a prize 

have been effective for engaging customers. C3 also mentioned that they sometimes try 

to take a funny picture or produce a short movie and add it to their facebook page. 

Additionally, C4 thought that when the firm has a unique car in stock, posting videos 

and pictures of these is a smart tactic to make people more engaged with the firm. 
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“If you have an Audi R8 for example, with 600 horsepower, people love to watch a 

small clip of that one. So if we can find content like that, it's very useful to post and 

show customers because even though they don't want to buy it, they want to see it.” C4 

 

4.4 Marketing Plan  

Looking at the marketing strategies aspect, it was identified that some of the 

respondents utilized marketing strategies for some activities in their firms. Some of the 

participants had experienced and tried different approaches in exposing their businesses 

on Blocket since the platform is the one that is used mostly for car advertising. For 

Facebook the participants were less experienced and felt that it is difficult to reach out 

to the audience. Participant C4 argued that it is getting harder to provide followers on 

Facebook with good content. However, there were participants that did not use any 

strategies at all for any social media and just went for the right feeling. Additionally, it 

is important to think of what is posted on Facebook since the customers can be bored to 

just see ads.  

 

“So you also have to be smart on what you post. For example, you can’t post too many 

ads in a row, because then you will be seen as boring. But at the same time, you want to 

sell as well. So it's important to find a balance between showing up cool stuff and 

selling.” C4  

 

Participant C1, C2, C4 and C7 utilized marketing strategies on Blocket and to some 

extent on Facebook were the optimal day and time of posting content is taken into 

account.  

 

“I mean if we advertise a car on Monday or Tuesday for example, it is a big chance that 

they can come before the weekend.” C1  

 

 

“I most often add cars to Blocket on Thursday afternoon or Saturday morning because 

it is when people have time to look for cars.” C2  
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“For publishing purpose on Blocket, we usually do that on Fridays, because that's when 

people have time to actually go and look at it. So you have to also be smart when you 

post something. During lunchtime and weekends people usually notice what you're 

publishing on both Blocket and Facebook.” C4  

 

Participant C3, C5 and C6 were the ones that did not use any type of strategies in their 

marketing activities on social media. 

  

“We are posting on blocket when we get the cars in stock so we do not have any type of 

strategy, we just post it as fast as possible when we have all the information, and the 

same for the facebook page.” C3  

 

“No, I just do what I think it's good for the moment. Which I've seen is maybe not the 

best option. Maybe in the future we will have a strategy where we can have planned 

posts and so on in order to get more customers and in order to maintain our current 

customers as well.” C5  

 

“But for marketing strategies I do not have any specific insights on that, I have always 

posted ads for the cars whenever I have have time and the right feeling.” C6  
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5. Analysis 

__________________________________________________________________ 

This section analyses how social media marketing is being utilized by small car 

retailers in Jönköping region. There were several themes and patterns identified as well 

as a link between social media usage, CRM, customer engagement and firm 

performance. This section is further strengthened and examined by the frame of 

reference. 

 

5.1 Channels and activities 

Iankova et al. (2018), Lamberton and Stephen (2016), Kannan and Li (2017) and 

Ashley and Tuten (2014) all emphasize that social media platforms have become an 

essential tool in today's modern marketing due to the development of digital 

technologies. The increased usage of social media during recent years has led 

companies to implement it in their business practises (Kannan & Li, 2017; Lacoste, 

2016; Wang & Kim, 2017). As can be noticed from the conducted interviews, all the 

participants utilize social media in their marketing activities. 

 

The development of different platforms available has provided companies tools to target 

a wider range of potential customers (Iankova et al., 2018). All the participants pointed 

out that with the help of social media they are able to reach out to a broader audience. 

Instead of just targeting a smaller regional range of customers, social media has given 

them the tools to reach whole Sweden as a market. As participant C6 stated, before the 

digitalization, they used mainly newspapers in their marketing. However, this only 

allowed them to target regional areas as it was too costly to reach the entire Sweden. 

This can be connected to the studies by Boconcelli et al. (2016), Resnick et al. (2016) 

and Hutchinson et al. (2015) who state that social media has allowed small companies 

to reach a broader target audience more cost-efficiently with their limited resources. 

  

Cars can be classified as high involvement products on which customers tend to pay 

more attention to all the steps in the buying decision making process, especially on 

information search (Santandreu & Shurden, 2016; Mahrous, 2016). This fact can be 

connected to the findings as all the participants emphasized how their customers use 
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social media in order to find and search for information about the potential cars they 

might purchase. As it was noticed from the interviews, Blocket was the most used 

platform among all the participants. The participants reported that customers look for 

various types of information on cars and what makes a specific car unique and worth of 

purchase. These include things such as description of the car and its history as well as 

pictures and price. Participants pointed out that it is thus important for them to provide 

all this information to consumers as it plays a major role in whether or not they will 

make the purchase. For instance, participants C1 and C6 stated that an informative 

description about the product as well as a set of multiple quality pictures are aspects that 

should be paid attention to.  

 

One of the advantages of SMEs is their ability to gather in-depth information about the 

demands and needs of their customers (Resnick et al., 2016). However, the empirical 

findings of this study pertains to car dealerships, and this study indicates that it is not 

the case with them, but instead, the participants rather look for information about their 

competitors. This include things such as what type of cars they sell and how they are 

priced. As it was mentioned by the participant C1, they use Blocket in order to see how 

their competitors set prices on similar cars they are selling themselves. When consumers 

buy high-involvement products, they spend more time on comparing prices of other 

alternatives in the market (Santandreu & Shurden, 2016). Thus, it is critical for 

companies to be able to set a price that matches with the market.   

 

Firms can utilize social media by creating their own brand-page where they create 

content and interact with their customers (Wang & Kim, 2017). Unlike Blocket, which 

is mainly a platform for advertising, Facebook on the other hand can be seen as a tool to 

keep consumers updated about companies’ activities. According to participant C4, 

Facebook is used in order to inform customers about special offers and events. 

Participants C1 and C7 also mentioned that Facebook is used in order to provide photos 

of cars that have been sold. These answers can be linked to the literature, as social 

media platforms can be used to provide content and information about new products, 

services as well as campaigns and events (Iankova et al., 2018; Ashley & Tuten, 2014). 
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Since SMEs have limited resources they need to have the ability to be more creative and 

flexible to compete with larger competitors (Bocconcelli et al., 2016). Therefore SME 

retailers have more challenges to attract new customers into their business (Hutchinson 

et al., 2015). Participant C3 uses its flexibility and creativity in its marketing on 

Facebook where they uploaded a homemade video in order to increase the awareness of 

a campaign they had. The participant stated that this technique turned out to be 

beneficial since they quickly sold out the cars included in the campaign. Additionally, 

participant C2 mentioned that it is possible to make creative content out of unique cars 

on sale and thus attract new customers. 

 

5.2 Interaction, Relationships and Customer Commitment 

CRM is a customer centric approach to marketing that puts emphasis on creation of 

long-term customer relationships and is a customer centric approach to marketing 

(Galvao et al., 2018).  Participant C2 pointed out that it is important for a company to 

always put customers at first, and make them feel comfortable and important. It was 

also mentioned that creating lasting relationships with customers is vital. It can be 

argued that social media has been an important factor for firms to manage their CRM 

functions (Wang & Kim, 2017). However, based on the conducted interviews, it was 

noticed that social media has a minor role in the participants’ CRM activities. The 

participants C2 and C6 do not implement social media into their CRM activities. These 

companies rather rely on more traditional CRM activities as most of the interaction with 

customers is done through phone, email or face-to-face. It was mentioned by the 

representatives of company C1, C3 and C5 that social CRM activities can be a good 

addition to traditional CRM. However, the participant’s approach to managing customer 

relations is heavily relied on traditional CRM rather than social CRM. Hence, social 

CRM should not replace the traditional approach, but should rather be combined with it 

(Wang & Kim, 2017). This makes customers more active in sharing their experiences 

and engages them in interactions with the company in order to create relationships 

(Iankova et al., 2018).  

 

There were two stages identified where the participants interacted with their customers 

and managed the relationships with them. These can be divided into activities before 
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and after sales. This was also supported by Iankova et al. (2018) who mentioned that 

social media is used in CRM functions in both pre-purchase as well as post-purchase 

activities. The initial contact with the customer usually takes place after finding the car 

on social media, most often from Blocket. This is followed by customers contacting the 

companies through more traditional channels such as phone, email or showing up in 

their facility as was mentioned by the participants C2, C5 and C6. However, participant 

C7 reported that some customers contact them through their Facebook page as well. 

 

In the final stage, after the buying process, the customers may take further actions such 

as giving feedback and staying in touch with the company (Kotler et al., 2017; Szmigin, 

2015). It was identified that some of the participants did not take actions to interact with 

their customers at this stage. Only participants C3, C6 and C7 contacted their customers 

after the purchase. The participant C7 had a systematic approach to after sales 

interaction with customers as they always follow up one month after the purchase. The 

participant mentioned that this is important because they want to know if the customers 

are satisfied with the product. However, none of the participants utilized social media in 

the after sales process but they rather contact them through phone or email. 

 

Social media marketing campaigns have the potential to be an efficient tool for creating 

positive feelings and associations about firms’ brand image as well as increasing the 

customer engagement (Ashley & Tuten, 2014). However, companies C3, C4 and C7 

were the only ones who utilized social media in order to engage their customers as they 

make competitions on their Facebook pages and post pictures about cars they have sold. 

When the customers share and like this material they will also spread the content to 

their other contacts in their social media network. As participant C4 stated that for 

example, if they have a rare car in stock, it is a good idea to make a short video or post a 

picture of it. Even though they would not consider buying it, they might still watch the 

content and share it, which will lead to increased exposure. Thus, social media has 

allowed users to not only act as consumers, but also as promoters (Lamberton & 

Stephen, 2016). Also Resnick et al. (2016) point out the importance of word of mouth 

marketing through social media by engaged customers as it is an inexpensive way to 

spread word about the business. However, participants C2, C4, C5 and C6 stated that 

traditional word of mouth has been more important. It was mentioned that when the 
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customers receive a good product and service, they will most probably talk about their 

experience in a positive sense to other people they know, which will spread the word 

about the business and contributes to the brand. 

 

Since cars are high involvement products, it is important for the firm to take good care 

of their customers and engage them with the company. As the participants state, 

customers talk to each other which makes it even more important to provide good 

service and cars since it will facilitate the customer flow. SMEs are dependent on the 

engagement, networking and customer relationships (Resnick et al., 2016; Malshe et al., 

2017), which makes these aspects mentioned important for the participants.   

 

5.3 Marketing Plan 

One common characteristics of SMEs is that they take different approaches to their 

marketing activities compared to what is considered to be traditional. These firms 

instead manage their marketing in an unplanned way without a specified strategy 

(Bocconcelli et al., 2016). It was identified from the interviews that none of the 

participants had an overall strategy for their marketing practises but rather minor 

strategies for some activities. Participants C1, C2 and C4 had minor marketing 

strategies for when to post advertisements on Blocket. For instance, they had scheduled 

specific dates and times for the posted content. Firms often use the data about their 

customers on internet in order to enhance their marketing practises (Rust, 2017). 

However, this was not something that was identified from the conducted interviews. 

Instead the participants rather relied on their own feelings about what they considered as 

being good and would result in the best outcome. Similar statements are made by 

Malshe et al. (2017) who mentioned that in the strategic planning of SMEs, the owners 

experiential knowledge is highly influential in the marketing activities of the business. 

 

The participants were more experienced and familiar with managing their Blocket page 

compared to their Facebook page. As already stated, some participants had a minor 

marketing strategy considering their activities on Blocket. However, for Facebook, the 

majority of participants did not have any strategies. Instead, they rather post whenever 

they feel for it. Exception to this is participant C4 that reported that they post content 
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specifically during the lunch time since they have identified that customers are most 

likely to see the content then. The participant also mentioned that it is important for 

them to carefully consider what they post as there needs to be a balance between ads 

and other content. Moreover, participant C5 mentioned that even though they do not 

have any strategy for their social media activities, it may not be the best option. They 

indicated that having a strategy would help them, and they will most probably develop 

one in the future. 

 

5.4 Conceptual model Applied  

As discussed earlier in the frame of reference, the conceptual framework by Wang and 

Kim (2017) was used in order to analyse the data collected. The model has three pillars 

that are linked to firm performance. These are social media usage, social CRM and 

customer engagement. The relationship between these can be argued to be factors that 

lead to increase in firm performance, particularly increase in sales. 

 

The first pillar in the model is social media usage. It is defined as the use of platforms in 

a way that enables the business to engage and interact with customers. It allows 

companies to influence consumers in a direct manner through higher response rates and 

involvement. Thus, it can be argued to be more effective and valuable than more 

traditional marketing activities. As mentioned before, cars are classified as high 

involvement products, and customers tend to search for more information before they 

make the purchase decision. Hence, it is important for companies to communicate 

detailed information and pictures for the potential buyers. It was identified that there are 

two major platforms that the participants used in order to communicate this information, 

Blocket and Facebook. The participants argued that Blocket is the platform that 

consumers used mostly in order to look for cars they have an interest to buy. Posting 

advertisements on Blocket will therefore, result in high response rate as there is a lot of 

volume in the platform. Facebook on the other hand, is mainly used to involve 

customers in active interaction with the company. As it was reported by participants that 

the platform is used to inform, create interest in the company and spread awareness. 

None of the participants had an overall marketing strategy but they argued that it would 

be beneficial to develop one since it could increase the efficiency of their marketing 



 

 50 

activities. Therefore, the new pillars “Platforms” and “Strategy” were added to the 

social media usage section. However, some of the participants reported that they apply 

specific strategies when posting content on social media. As the participant C4 

mentioned, that on Facebook, it is important to have a balance between the ads and 

entertaining content since too many ads can make consumers bored. Participants C1, C2 

and C4 pointed out that it is also important to know what date and time to post ads on 

Blocket to maximize the exposure.  

 

The second pillar in the conceptual framework is social CRM capabilities as it is 

important to maintain and improve the relationship with existing as well as the potential 

customers. It is also important for the company to be aware of the needs of their 

customers so they can deliver high expected value. However, based on the findings 

from the conducted interviews as well as the statements by Wang and Kim (2017), that 

social CRM should not be used as a replacement for traditional CRM, but only as an 

addition. Thus, traditional CRM was added to the second pillar in the framework. It was 

identified that social CRM had a minor role in the participants’ CRM activities. 

Participants reported that customer relations were mostly managed through the more 

traditional tools such as phone, email and face-to-face meetings.  

 

The third pillar in the framework is customer engagement as the interaction between 

customers and businesses has improved with the usage of social media. The customers 

are more involved with the firm's’ activities as they make daily visits to their brand 

pages and share the content posted by the business. Participants C3, C4 and C7 reported 

that they post pictures of their unique cars in order to get likes and shares. They also 

mentioned having posts about different campaigns, events and competitions as 

customers get more engaged with the company. Participants C2, C5 and C6 stated that 

giving a good service and selling good cars is the most efficient way to increase 

customer engagement since they share their positive experience with other people in 

their network.  
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Figure 5.1 Re-defined model to fit the car retailers 

All these pillars can be connected to the performance of the firm. The first pillar in the 

original framework in figure 2.3, “Usage” was further elaborated by adding platforms 

and strategy. As the choice of the platform and the way how business communicates its 

content to customers is an important part in the pre-purchase process. In this pillar the 

companies try to reach their target audience as well as to provide them with information 

in order to create interest for the firm and their products. This is important since 

consumers tend to spend a lot of time on information search when purchasing high 

involvement products like cars (Mahrous, 2016). The second pillar “CRM capabilities” 

is important as these activities facilitate the existing as well as new customer 

relationships. It is important for companies to have long-lasting and well maintained 

relationships with their customers as this increases the likelihood of future sales. The 

last pillar, customer engagement, is important as it leads to increase in firm performance 

(Wang & Kim, 2017). The customers engage and interact with the company as well as 

spread the word of the business and their products to others. All these aspects are 

factors that lead to reaching a broader and more loyal audience, which will increase the 

sales and the overall performance of the firm. 
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6. Conclusion 

__________________________________________________________________ 

In this section, the answers drawn from the empirical findings and analysis have been 

discussed by the authors in order to make an overall conclusion and answer the 

research question. 

 

As seen in this study, social media is a crucial factor contributing to sales for small car 

retailers within the region of Jönköping. Much of their marketing and advertising 

activities take place in social media platforms, especially on Blocket, as that is usually 

the place where consumers search for cars they want to purchase, as well as compare 

their prices and features to other cars. Blocket is a good platform for car retailers since it 

allows consumers to set filters in order to specify their searches and gives them access 

to all alternatives in the market. However, Blocket is only used for advertisements as 

the real sales most often take place in the physical store. Because of this, the traditional 

CRM activities play more important role than social CRM as the salespeople have to be 

able to serve customers in a professional and assertive manner. The actual customer 

facing activity will lead to the eventual sale. This did not match with the original 

framework and hence, the traditional CRM capabilities was added. Thus, Blocket is 

only a tool to maximize the exposure of the company’s products that will lead to the 

initial contact with the company.  

 

Facebook on the other hand, is rather used for creating exposure for the company’s 

brand and improving the engagement with the customers. The companies may 

sometimes post ads on their Facebook page, but most often it is used to provide 

customers with more entertaining content such as videos and pictures related to 

company and its products as well as information about different events and campaigns. 

As customers are able to express their interest towards the company by liking, sharing 

and commenting on the content that has been posted, it is a good tool for the firms to 

improve engagement with their customers and involve them into interaction. It is also 

important to balance the content that is posted on social media since too many 

advertisements might give a boring picture about the company and as a result, the 

customers might unfollow the brand page. In order to avoid this, firms also have to 
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create more entertaining content such as videos, photos and status updates. This content 

should not be directly related to sales, but instead create awareness and increase the 

interest on the brand.  

 

The small car retailers also do not have a structured and organized overall marketing 

strategy. They do not make a budget for their marketing activities or plan their long 

term marketing goals, which aligns with Bocconcelli et al. (2016) arguments about that 

small firms manage their marketing activities in a non-systematic and unstructured way. 

Instead, the participants go for the right feeling when doing marketing activities on 

social media. However, the participants intend to have some kind of structure in their 

social media marketing activities as they believe this helps them to maximize the 

exposure of the posted content. These minor strategic plans include specific times and 

dates for posts, and as already mentioned the balance in the content between 

advertisements and entertainment. 

 

It can be concluded that Blocket is the most important tool for small car retailers. As it 

was stated by all the participants that the majority of initial sales contacts comes after 

finding the car on the platform. Blocket as a platform matches well with the theory of 

high-involvement products, as consumers spend more time on information search and 

evaluating alternatives. The platform allows firms to provide customers with all the 

necessary information about cars together with an opportunity to compare the pricing of 

other competitors. 

 

All the pillars included in the framework are important for the firm in order to increase 

the performance. The choice of social media platforms and how they are used is 

important to maximize the exposure for the products as customers initially find them 

through the platforms. However, the contact and interaction with the customer happens 

via phone or email. Then the actual sale takes place in the physically store with 

interaction between salesperson and customer. The interaction with the customer does 

not stop when the sale is made, but it is also important to stay in touch with customer 

after the sale, as this will maintain and improve the relationship and improve the 

chances of buyer doing business with them in the future. Companies do this by 

contacting the customer via phone or email. Hence, social media is a good tool to 
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initiate the sale and increase engagement, but personal contact with the customer is 

crucial in order to make the actual sale for SMEs in the car retailing industry operating 

in the region of Jönköping. All the participants utilized social media in their marketing 

activities. However they did it without any major strategies or budgets but instead they 

went for the right feeling. 
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7. Discussion 

__________________________________________________________________ 

In this section, the theoretical and practical implications of this research have been 

presented, this is followed by the identified limitations such as the limited sample size. 

Furthermore, there have been presented possible areas and topics for future research. 

 

7.1 Theoretical implications 

This research combined with existing literature from academic journals, analyses how 

small car retailers in the region of Jönköping utilize social media in their marketing 

activities by using a conceptual model originally created by Wang and Kim (2017). 

Even though there exist studies regarding social media marketing for SMEs, there were 

unexpected findings when analysing the empirical data in this study. Therefore, the 

authors re-defined the framework to better clarify these results. Thus, three new pillars 

were added to the original framework in order for the reader to understand it and how it 

is linked to the car retailers. This study might be the first one regarding social media 

marketing usage for SME car retailers in the region of Jönköping. The findings and 

results of this research have therefore, provided a start point for further studies that 

intend to elaborate more detailed and deeper research regarding this specific industry 

and region. Furthermore, this research can guide marketers and owners of SME car 

retailers in how social media could be used as a part of their marketing practises, and 

hence add to their existing knowledge of marketing. 

 

7.2 Managerial implications 

The findings of this research provide information and insights about how owners of 

small car retailer firms utilize social media in their marketing activities. Both, marketers 

as well as managers in car industry can use the information provided by this research as 

a guide on how to use social media to increase sales and improve firm performance. A 

mistake that was made by these companies is that they do not plan their marketing 

activities enough, instead they rather do what they seem as being suitable without a 

thorough research. Hence, this may not maximize the potential benefits of their 

marketing practises. This could be solved by spending more time on planning long term 
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marketing goals. Moreover, due to the increased popularity of social media and the 

important role it has in car retailers, companies need to leverage the potential of these 

platforms, and especially Blocket, as it is a major factor driving sales for these 

companies. Social media platforms also provide companies an inexpensive way to 

create more exposure and reach out to wider audiences. This is an important factor to be 

considered especially for small firms that lack financial resources. 

 

7.3 Limitations 

This study has a number of limitations that should be considered as they can affect the 

results. The authors knew some of these limitations in advance and there were others 

that arose during the process. Firstly, the sample size was limited and narrowed down. 

There were nine participants interviewed of which two of them were for the pilot study. 

Hence, the findings could have been stronger if there had been more participants 

included in the data collection. The authors also chose to narrow down the sample 

population to the region of Jönköping due to the reason that there was a financial 

constraint for travelling to more distant locations. This factor resulted in that the 

findings and conclusions only are associated with the region of Jönköping. If the 

authors would have had more resources to collect a broader sample, the results could 

have been relevant to a wider geographical region. Also all the participants were 

representatives of companies with no more that 10 employees, which therefore might 

not provide a generalized view on SMEs since these companies can have up to 250 

employees.  

 

Even though the authors had these limitations, the study contributes with new insights, 

perspectives and conclusions. However, the findings are limited to the small car retailers 

operating only in the region of Jönköping.  

 

7.4 Suggestions for future research 

Based on the acquired knowledge, findings and limitations of this study, there have 

been identified several suggestions for future research. Firstly, the small sample size 

was a limiting factor as it made it hard to draw more generalized conclusions. Thus, the 
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conclusion can only be discussed regarding the small companies in Jönköping. The 

authors suggestion for further study is to conduct a research with a wider geographical 

sample, for example one that includes the entire region of Sweden. The future research 

could also include larger car retailers instead of only focusing on SMEs in order to get a 

wider understanding of how car retailers utilize social media in their marketing. This 

could be an interesting research since larger companies do not lack financial resources 

to the same degree as the smaller ones, and hence, they probably undertake different 

marketing activities.  

 

Since the digitalization and the role of social media is developing and will be even more 

essential in the future. It was also found that car retailers seldomly use social media for 

customer relationship management, but instead they interact with their customers via 

telephone, email and face-to-face. Therefore, future research could focus on how SMEs 

implement social media specifically in their CRM activities as it has allowed companies 

to get quicker responses from their customers. 
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Appendix  

 

Appendix 1. Interview Guide 

 

1. Can you tell us a little about yourself? 

 

2. What is your background?  

- Education 

- Work experience 

 

3. Can you describe your business?  

- Activities  

- Size 

- Employees 

 

4. Why are you in this business?  

 

5. Who are your competitors? 

 

6. Who are your customers? 

- How do you know who your customer are 

 

7. How do you think customers are associated with your brand? 

 

8. Have you experienced any major changes in marketing during your career?  

- What changes?  

 

9. Do you market the company on traditional marketing channels? 

  

10. Has digitalization changed your marketing activities?  

- How 

 

11. Do you have a web page?  

- Is it regularly updated 

 

12. Do you use social media for marketing purposes? 

 

13. (If they use social media) How do you use it?  

- What platforms 

- What do you post on the platforms 
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14. Is social media activities valuable for your business?  

- Does it lead to sales 

- Do you know what tools that works best for reaching your target customers 

 

15. What are the advantages with social media?  

- Can you do anything to take advantage of them 

 

16. What are the negative things with social media?  

- Can you do anything to neutralize them 

 

17. What marketing channel would you argue is the most effective for your 

business? 

 

18. How do you communicate with customers, before and after sales? 

 

19. How do you engage customers so that they talk about your brand? 

 

20. How do you decide prices?  

- What is your pricing strategy?  

 

21. Do you have a strategy for your marketing activities?  
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