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Abstract  

Background:  We certainly live in a digitalized world, most of the European countries will have 

at least half of their population being smartphone users. Marketers wants to use 

social media marketing as a way to both reach and interact with their consumers, 

in a fashion that has not been available before. 

Problem:  Consumers today are exposed to more marketing messages than ever, partly 

because that the consumers now are carrying around technology everywhere they 

go, but also because of the increase of popularity regarding the different social 

media platforms. Since the consumers’ presence on the digital media channels is 

high, the business firms have to keep up. This change has affected many firms in 

a different way and certainly the marketing agencies as well. 

Purpose:    The purpose of this thesis is to investigate the modern marketing landscape, in 

regards to digital marketing and the affects it has had on marketing agencies as 

well as the companies themselves. 

Method:  The study is exploratory and has an inductive approach using qualitative research 

in order to fulfill the purpose of the paper. Semi-structured interviews are chosen 

to gather the empirical data for the research. The semi-structured interviews are 

afterwards analyzed through a classical inductive data analysis. 

Conclusions:  The perceptions of the changes in the marketing landscape is that the consumers 

are today demanding a two-way communication with firms through social media.  

The most important marketing tools are within the digital world; the ecosystem of 

google but also advertising tools in Facebook. Most firms have noticed their 

customers’ demand about having the firms present online and have thereby adapted 

and gone online. The marketing agencies have adapted to the changes and 

specialized themselves online, rather than in traditional marketing. Many agencies 

have changed their name to “communication agencies” rather than “marketing/ 

advertising agencies”. Some firms do still seek professional help (marketing 

agencies) with applying the digital marketing, but most firms do it by themselves. 

The reasons behind it may differ from firm to firm. 

 



 

 
ii 

Kandidatuppsats i Företagsekonomi 

Titel: Hur man håller sig relevant i en tid av digital marknadsföring: Undersökning av 

marknadsförningsbyråers och företagens perspektiv.  
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Datum: December 2015 
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Sammanfattning  

Bakgrund:  Dagens samhälle är sannerligen digitaliserad, över hälften av befolkningen i 

majoriteten av de europeiska länderna kommer inom en framtid att vara 

smartphone-användare. Marknadsförare vill använda sig av social media i deras 

marknadsföring för att kunna nå samt interagera med sina kunder på ett sätt som 

inte har varit möjligt tidigare. 

Problem:  Dagens konsumenter är exponerade för mer marknadsföring än någonsin tidigare. 

Delvis på grund utav att dessa konsumenter ständigt bär med sig den teknologi 

som möjliggör denna marknadsföring. Detta beror även på den ökade populariteten 

runt olika sociala media plattformar. Ända sedan konsumenterna började med att 

använda digital media har detta ökat stadigt. Firmorna måste därför kämpa med att 

hålla tempot för att tillfredsställa marknaden. Denna förändring har påverkat 

flertalet firmor på olika sätt, även marknadsbyråer har påverkats av detta. 

Syfte:    Syftet med denna uppsats är att undersöka det moderna marknadsförings-

landskapet, med fördjupning i digitala medier och dess effekt på marknadsförings-

byråer och vanliga företag. 

Metod:  Denna undersökning är en explorativ studie och använder sig av en induktiv metod, 

där kvalitativ forskning har används för att uppfylla syftet. Intervjuerna som gjorts 

har varit semi-strukturerade, och denna data har analyserats med hjälp av en 

klassisk induktiv dataanalys. 

Slutsats:  De generella uppfattningarna gällande det aktuella marknadslandkapet är att 

dagens konsumenter kräver en två vägs kommuniké med firmorna genom sociala 

medier. Därför finner vi de viktigaste marknadsföringsinstrumenten i den digitala 

världen genom Googles ekosystem, men också genom de reklamverktyg som 

bland annat går att finna på Facebook. De flesta firmorna har lagt märke till 

konsumenternas nyfunna krav gällande att ha firmorna tillgängliga online och har 

därför anpassat sig till detta. Marknadsbyråerna har anpassat sig till förändringarna 

genom att specialisera sig på digital marknadsföring istället för traditionell 

marknadsföring. Många marknadsbyråer kallar sig numera för ”kommunikations-

byråer” istället för att inkludera orden ”reklam” eller ”marknadsföring” i namnet. 

Vissa företag söker efter professionell hjälp, anledningarna varierar mellan varje 

specifik firma.   
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1 Introduction 

This section will introduce you to the broader context of the researched problem. It will guide you 

from a broader concept of the researched area towards a narrowed path and into the problem 

statement of the area. After an introduction, the reader will be introduced to a background of the 

matter of topic, to further learn about the problem statement and the purpose of the thesis. The 

main objective is that after having read this section, you will have a clear understanding in what 

this thesis is about, you can thereby decide if you are willing to continue reading. 

 It is next to impossible for anyone today to go a whole day without being exposed to any sort of 

advertising or marketing, in fact we do not even have to leave our homes to have larger corporations 

trying to sell us one of their products. Thanks to the largely popular television show Mad Men, 

many seem to think that advertising was born on Madison avenue in New York City in the 1960;s, 

orchestrated by suit-wearing men whose main goal was to fool the consumers into smoking more 

Marlboro cigarettes (Tudor, 2013). 

However many historians would argue that marketing as a phenomenon was born thousands of 

years before the first Mad Man suited up. See, several scrolls and parchments that traces back both 

to ancient Egypt as well as ancient Greece has been found that all contains some sort of product 

promotion (Tungate, 2007). 

Marketing has obviously changed a lot since the time of the mentioned ancient kingdoms and it has 

experienced several renaissances, historically Gutenberg1 inventing the printing press is considered 

to have the largest impact on the marketing business as it has given entrepreneurs the ability to 

reach a lot more consumers than pre-printed (Tungate, 2007). 

Obviously there has been more instances that has impacted marketing severely than that and we 

could go into the whole history of marketing, but instead of doing that we will jump back to modern 

day and discuss what is affecting the way of doing marketing today.   

That is exactly what we want to discuss in this paper, what it means to be a marketer in today’s 

digital world, from both the perspective of the corporations as well as the marketing agencies.  

1.1 Background 

We certainly live in a digitalized world and according to research done by Emarketer most western 

European countries will have at least half of the population being smartphone users this year 

                                                      

1 Johannes Gutenberg invented The Printing Press around the year of 1450 and is famous for having 

printed the first book in Europe at the time.  

Gutenberg-museum.de 
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(eMarketer, 2014). This is of course a goldmine for marketers since they can reach the consumers 

almost wherever they are and whenever they want.  

This paper will start off by introducing traditional marketing and thereafter go further in to digital 

marketing. In order to fully grasp the concepts it is necessary to fully understand where they come 

from.  

Traditional marketing not surprisingly refers to the traditional ways of doing marketing, for 

example television commercials, billboards, radio commercials or direct mailings just to name a 

few (Brown, 2014). Traditional marketing is still considerably more popular among companies than 

digital marketing. According to research from Duke University and the American Management 

Association, social media marketing only stood for 6.6 % of marketing budgets in 2013 in U.S.A 

(Brown, 2014). 

This at the same time as many marketers and academics are praising for example the use of social 

media marketing as a way to both reach and interact with your consumer in a fashion that has not 

been available before (Tiago & Veríssimo, 2014).  

Digital marketing and social media have not only proved to be an effective way of reaching 

consumers, but is also a new helpful tool for businesses who are in a recruitment process, basically 

for the same process of when the firms want to spread the word of a product or campaign, but 

instead of having the public spreading advertisements for that they can share or retweet a job 

posting instead and thereby both assist their job seeking contacts and also help the company to 

reach more potential candidates (Tiago & Veríssimo, 2014). 

1.1.1 The knowledge gap 

There are a lot of research behind the digital media, or social media, below you will find the 

literature review that the authors have done in order to find a knowledge gap.  

1.1.1.1 Literature review 

The researchers reviewed and analyzed literature within Social Media and Marketing. To find 

significant articles they used the ISI Web of Knowledge (Knowledge, u.d.) and Microsoft 

Academic Search (Search, u.d.). The research was conducted in three clusters steps.  

First, through the usage of ISI Web of Knowledge they were able to determine which journals 

within “Business” that had the highest impact factors. There were 115 different journals within the 

business category.  

Second, they sorted them out through ranking the journals with the highest Impact Factor (IF). The 

researchers continued to pick the journals within different fields of marketing and they sorted them 

out with their highest IF (see table 1 below). The journals were reduced to 32 instead of 115. These 

32 journals had 31261 publications/ articles all together.  
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Third, through Microsoft Academic Search, they were able to search for all these journals with 

specific key words. This made it easier to find which journals that have the most significant 

publications within the research territory. They searched for the keyword “Social Media” within all 

of the 32 journals. Seven journals were left, with 57 publications/ articles all together.  

Table 1 Journals ranking Impact Factors 

Journal Citation Reports, Subject Categories “Business”, Impact Factors and No of Social Media 

Articles Publishes 

______________________________________________________________________________________ 

  

Journal              Impact Factor           Number of Social Media Articles 

______________________________________________________________________________________ 

 

1. J MARKETING   3.938    

2. J ACAD MARKET SCI  3.818  15 

3. J INT MARKETING  3.100   

4. J INTERACT MARK  2.773  3 

5. J MARKETING RES   2.256   

6. INT MARKET REV   1.865   

7. MARKET SCI   1.860   

8. IND MARKET MANAG  1.820   

9. SMALL BUS ECON  1.795   

10. J RETAILING   1.754   

11. INT BUS REV  1.713   

12. INTERNET RES   1.661   

13. INT J RES MARK   1.531  2 

14. HARVARD BUS REV  1.574   

15. MARKETING THEOR  1.531   

16. ENTREP REGION DEV  1.519   

17. BUS SOC   1.468   

18. MANAGE DECIS  1.429   

19. STRATEG ORGAN   1.400   

20. J FAM BUS STRATEG   1.318   

21. CONSUMP MARK CULT  1.294   

22. J ADVERTISING  1.242   

23. J PUBLIC POLICY MARK 1.242   

24. J ELECTRONIC COMMER RE 1.229   

25. INT J ADVERT  1.094   

26. PSYCHOL MARKET  1.080   

27. MARKET LETT  1.059   

28. EUR J  MARKETING  1.006  22 

29. J SERV MARK  0.989  5 

30. ELECTRON MARK  0.935   

31. J BUS IND MARK  0.750  4 

32. INT J MARKET RES   0.528   3 

Total     57 

____________________________________________________________________________ 

 

Through the 57 published articles, the researchers chose the ones that were most relevant for the 

field of study. Below you will find Table 2 named “Levels of studies” where 20 publications were 

chosen to be analyzed. You are able to read a summary of all the publications as well. In the right 



 

 
4 

column, the authors have written a summary of keywords, in which each publication is mostly 

about.  

Table 2 Individual Level Studies 

Journals Title Contribute Type Methodology Results Key words 

EUR J  

MARKE

TING 

Advertising 

comedy in 

electronic drama 

The construct, 

theory and 

taxonomy 

(Stern, 1996) Journal Qualitative 

studies (By 

taking a few 

comedic ads and 

measuring their 

impact) 

Advertisers could maximize the 

consumer response by 

differentiate the style of comedy 

based on the target audience. 

(Maximize) 

consumer 

interactions, 

consumer 

behavior 

J INT 

MARKE

TING 

An 

Experimental 

Study of the 

Relationship 

between Online 

Engagement and 

Advertising 

Effectiveness 

(Calder, 

Malthouse, & 

Schaedel, 2009) 

Research 

paper 

Qualitative 

studies 

(Conducted over 

400 hour long 

interviews with 

consumers) 

Social media provide consumer 

engagement in a different way 

from traditional marketing, 

however more research must be 

made on the effects. 

Consumer 

interactions, 

Consumer 

behavior, 

Social Media 

EUR J 

MARKE

TING 

Antecedents to 

permission 

based mobile 

marketing: an 

initial 

examination 

(Jayawardhena, 

Kuckertz, 

Karjaluoto, & 

Kautonen, 

2009) 

Research 

Paper 

Quantitative 

Study. PLS 

approach 

It is found that the more 

experienced consumers become 

with mobile marketing, the less 

control will it have on 

permission. Perceived control 

being an important determinant 

of permission for men, however 

it is not so for women. 

Mobile 

marketing 

affects 

INT J 

MARKE

T RES 

The Social 

Media 

Revolution 

(Smith, 2009) Conferen

ce Notes 

Quantitative 

studies 

(Measured 

usage of online 

platforms 

among 17.000 

web users 

Social media will define the 

future of the web and society 

and companies should embrace 

it. 

Power of 

social media, 

adaption. 

EUR J  

MARKE

TING 

Conflict and 

advertising 

planning: 

consequences of 

networking for 

advertising 

planning 

(Grant, 

McLeod, & 

Shaw, 2012) 

Journal Quantitative 

studies (22 in 

depth interviews 

with advertising 

creatives, 

account 

managers, 

Tensions will occur during the 

advertising planning both with 

the client, but also within the 

firm it is better to prepare for 

this than to try to avoid it. 

Advertising 

planning 
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researchers and 

media planners) 

INT J 

RES 

MARK 

Customer 

evaluations of 

after-sales 

service contact 

modes: An 

empirical 

analysis of 

national 

culture’s 

consequences 

(van Birgelen, 

de Ruyter, de 

Jong, & 

Wetzels, 2002) 

Journal Both 

quantitative 

(questionnaire) 

& qualitative (in 

depth interviews 

with managers) 

studies was used 

The use of technology amongst 

consumers are dependent on 

culture. 

Use of 

technology, 

culture 

EUR J  

MARKE

TING 

Cyclical 

patterns in the 

content of 

advertisements 

Replication, 

confirmation, 

extension and 

revision 

(Fay, 2006) Journal Quantitative 

studies (A large 

samples of data 

between the 

years 1950-2000 

was examined) 

Advertising is not just a mirror 

of society, but is also shaping 

the society from within. 

Advertising, 

culture 

J ACAD 

MARKE

T SCI 

Employees as 

internal 

audience: how 

advertising 

affects 

employees’ 

customer focus 

(Wolfinbarger 

Celsi & Gilly, 

2010) 

Journal Qualitative 

studies 

Companies could also use 

advertisement internally to 

boost the morale of employees 

and make them focus on 

customer satisfaction. 

Advertising, 

customer 

satisfaction 

J ACAD 

MARKE

T SCI 

From Consumer 

Response to 

Active 

Consumer: 

Measuring the 

Effectiveness of 

Interactive 

Media 

(Stewart & 

Pavlou, 2002) 

Journal Qualitative 

studies 

The interaction itself is not 

necessarily important for neither 

consumer nor marketer, but 

instead whether or not it serves 

the common goals of the two. 

Consumer 

interactions, 

consumer 

behavior, 

common 

goals 

J ACAD 

MARKE

T SCI 

Toward a 

“theoretical 

toolbox” for 

sustainability 

research in 

marketing 

(Connelly & 

Ketchen Jr., 

2011) 

Article Theoretical Firm outcomes are largely a 

function of the social networks 

in which the firm and its 

management are embedded. 

Firms use costly signals to 

communicate underlying 

qualities or intentions to those 

Social 

network  
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who may desire to know such 

information. 

J ACAD 

MARKE

T SCI 

The role of 

institutional and 

reputational 

factors in the 

voluntary 

adoption of 

corporate social 

responsibility 

reporting 

standards 

(Nikolaeva & 

Bicho, 2011) 

Article Data and 

variables, 

sample of 601 

companies. 

Competitive and media 

pressures together with a 

company's CSR (Corporate 

Social Responsibility) media 

visibility and CSR publicity 

efforts are important 

determinants of GRI(Global 

Reporting Initiative) adoption. 

Media, 

Corporate 

Social 

Responsibilit

y, Global 

Reporting 

Initiative 

EUR J  

MARKE

TING 

The global 

diffusion of 

relationship 

marketing 

(Hansen, 2008) Conceptu

al paper 

Theoretical The global diffusion of 

relationship marketing 

(observed on Western markets), 

to a transitional economy (such 

as Russia) will depend on global 

interrelation by for instance 

technology, formal 

organization, network, and 

event within the four function 

systems: science, education, 

mass media, and economy 

which primarily determine the 

knowledge capacities of a 

Russian firm. 

Relationship 

Marketing 

EUR J  

MARKE

TING 

The evolution of 

the empowered 

consumer 

(Davies & 

Elliott, 2006) 

Research 

paper 

Oral History Women locate increased choice 

and responsibility within 

changing marketing and 

retailing systems. Increased 

choice and responsibility was 

often experienced as 

challenging or confusing. 

Adaption, 

Changing 

marketing 

systems. 

EUR J  

MARKE

TING 

Social 

propaganda and 

social 

marketing: a 

critical 

difference? 

(O'Shaughnessy, 

1996) 

Article Theoretical Social propaganda and social 

marketing represent 

conceptually distinct but related 

approaches. The nature of their 

differentiation is explained, and 

believe it has significant 

consequences for the future of 

social communication. 

Social 

marketing, 

Social 

propaganda 

EUR J  

MARKE

TING 

Social 

marketing, 

individual 

responsibility 

and the “culture 

of intoxication” 

(Szmigin, 

Bengry-Howell, 

Griffin , 

Hackley, & 

Mistral, 2011) 

Research 

paper 

Meaning-based 

and visual 

rhetoric analysis 

of 261ads and 

16 informal 

groups with 89 

participants. 

The importance of the social 

context of young people’s 

drinking is defined. 

A moral position has been 

culturally constructed around 

positioning heavy drinking as an 

individual issue with less regard 

to other stakeholders and how 

Social 

Marketing, 

Culture 
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the marketing agents function in 

this environment. 

J BUS 

IND 

MARK 

Social 

marketing: 

implications for 

contemporary 

marketing 

practices 

classification 

scheme 

(Domegan, 

2008) 

Research 

paper 

Theoretical A phenomenon not commonly 

associated with social marketing 

is the growing number of 

science communication, 

outreach and public activities to 

engage the public with science. 

This analysis shows the 

application of the CMP 

(Contemporary Marketing 

Practices) classification 

explicitly to the broader context 

of social marketing. 

Marketing 

agencies, 

Social 

Marketing 

EUR J  

MARKE

TING 

Marketing in a 

postmodern 

world 

(Firat, Dholakia, 

& Venkatesh, 

1995) 

Research 

paper 

Theoretical “Marketing can no longer 

pretend to be an instrumental 

discipline that affects consumers 

and society but has to become 

reflexive and has to be studied 

as the sociocultural process that 

defines postmodern society.” 

Marketing, 

culture 

J BUS 

IND 

MARK 

International 

sport marketing 

: practical and 

future research 

implications 

(Ratten & 

Ratten , 2011) 

Research 

paper 

Theoretical There is enormous potential for 

linking the sports marketing and 

international business literature 

through focusing on 

entrepreneurial sport ventures 

that occur worldwide. 

Sports 

marketing, 

international 

business 

literature 

J ACAD 

MARKE

T SCI 

Gratitude 

works: its 

impact and the 

mediating role 

of affective 

commitment in 

driving positive 

outcomes 

(Raggio & 

Folse, 2009) 

Article Survey, 50,000 

respondents 

They found that those who saw 

or heard a “thank you” 

advertisement have 

more positive attitudes toward 

the state. They have a greater 

willingness to pay a premium 

for its services and products. 

They are also more likely to 

travel to the state, and 

spread positive word-of-mouth. 

Consumer 

Behavior, 

advertising 

J SERV 

MARK 

A strategic 

response to the 

financial crisis: 

an empirical 

analysis of 

financial 

services 

advertising 

before and 

during the 

financial crisis 

(Lee, Chung, & 

Taylor, 2011) 

Research 

paper 

Quantitative 

studies 

(examining a 

total of 2480 

financial 

services ads) 

The total number of financial 

services ads declined during the 

financial crisis while the 

international marketing strategy 

across all financial services 

organizations increased. 

International 

marketing 

strategy 
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Following is a table which summarize the keywords and the amount of articles that touch upon 

each “topic”. This is to give us a more general understanding. These topics are derived from the 

first hand search about articles within “Social Media” as stated earlier. 

Table 3 Summarize of keywords 

______________________________________________________________________________________ 

  

Key words     Articles 

______________________________________________________________________________________ 

Consumer behavior  4 

Culture   4 

Advertising    3 

Consumer interactions  3  

Social Marketing   3 

Adaption    2  

Social Media    2  

Advertising Planning   1 

Changing Marketing Systems  1 

Common Goals   1 

Corporate Social Responsibility  1 

Customer Satisfaction   1 

Global Reporting Initiative   1 

International Business Literature  1 

International Marketing Strategy  1   

Marketing    1 

Marketing Agencies   1 

Media    1 

Mobile marketing affects   1 

Relationship Marketing   1 

Social Network   1 

Social Propaganda   1 

Sports Marketing   1 

Use of Technology   1 

1.2 Problem Discussion 

As stated before, consumers today are exposed to more marketing messages than ever before 

because of the immense progress within communication technology (Tiago & Veríssimo, 2014). 

Partly because that we, the consumers now are carrying around this technology wherever we go 

(smartphones, laptops etc.), but also because of the different social media sites. 

After reading and summarizing a number of relevant articles in the literature review, the researchers 

found that the topic of social media in marketing certainly is a dividing subject. While most of the 
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articles and studies seem to agree that we will see more social media marketing in the future, the 

dividing factor seem to be in what way the companies should use it.  The most important factor is 

to achieve customer engagement when using social media and make consumers interact on your 

Facebook-page, Twitter or other interactive media. It is this type of engagement that differentiates 

social media marketing from traditional marketing and has to be embraced by companies in order 

for them to keep up with their competition.  

However, the researchers felt that one specific keyword brought up different uncertainty and that 

is “Marketing Agency”. It is a given fact that Digital Media, Social media is a well-researched area 

but it would be interesting to see how marketing agencies specifically have been affected. Now, 

that many firms do their marketing online (Lee, Chung, & Taylor, 2011), what is the purpose of the 

marketing agencies? How have they adapted to digital marketing? How have their customers’ needs 

been affected? Etc.  

As you could see in Table 3, there was only one article that touched upon the Marketing Agencies. 

This confirms that there is a gap within this area regarding Social Media (that was the key word for 

finding these publications/ articles) regarding the matter of marketing agencies. It would be 

interesting to see how the marketing agencies have adapted to Social Media, Adaption is one of the 

keywords as well. It would further be interesting to investigate in this with regard to both Consumer 

Behavior, Consumer interactions.  

1.3 Perspective 

The paper is studying the problem from two main different point of views. One of the perspectives 

are the firms’ perspective and perception about digital media and the adaption and changes that 

their businesses have faced. Also what their perception is of the marketing agencies in regard of 

professional help for them to seek. The second perspective is to investigate the matter from 

marketing agencies’ perspectives. The authors want to know how the changes within marketing 

have affected their firms and how they have adapted to the changes. A third point of view will be 

introduced as well, it is the perceptions of other parties within the marketing landscape. This view 

is however not one of the main ones, but will give an interesting perspective of the matter.  

1.4 Research purpose 

The earlier knowledge gap and the problem discussion are justifying the need of further 

investigation within the area of adaptation of digital media as well as the recognition of the effects 

on the market of marketing.   

Thereby, the purpose of this thesis is to investigate the modern marketing landscape, in regards 

to digital marketing and the affects it has had on marketing agencies as well as the companies 

themselves. 

The purpose might feel fairly straightforward, however there is clearly a lot of research that are 

lacking here, even though digital marketing is widely used today, there are not a lot of academic 
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articles on the subject of the marketing agencies, especially not regarding how it affect the different 

parties involved with digital marketing, from the corporations to the consumers. This thesis is 

therefore an attempt to clarify the missing research that exists today (or rather not exists). 

1.4.1 Research question 

In order to achieve the purpose, the thesis will be guided by three research questions.  

RQ1 How has the marketing landscape changed through the years towards digital media? 

RQ2 How have the marketing agencies and business firms adapted to the changes? 

RQ3 Do firms still seek professional help (marketing agencies) with digital marketing, if yes, why? 

1.4.2 Research Objectives 

In order to provide answers to fulfill the purpose, the authors have used the following research 

objectives: 

1. Firstly, conducting a literature review in order to recognize an academic gap in the area of 

interest, thereby creating a theoretical framework.  

2. Conducting semi-structured interviews in order to collect empirical data from both 

marketing agencies and business firms that are associated with marketing within digital 

media.  

3. Analyze and summarize the findings from a theoretical point of view. 

4. Present the conclusions from the paper. 

5. Emphasize suggestions for future research within the area.   

1.5 Disposition 

In the beginning of the thesis the reader are introduced to the theoretical framework. The ambition 

of the theoretical framework is to investigate the concept of digital marketing as a whole, however, 

it will be divided into four separate sections. Availability, Social Media, Consumer Behavior and 

Adaption, these theoretical parts will later on be analyzed and discussed along with the empirical 

data. This will be further discussed in the Frame of reference. 

In the theoretical framework the readers are firstly introduced to main underlying expectation of 

the thesis, that digital marketing has a colossal impact on the way of which companies and 

marketers do business and implement marketing strategies. The theoretical framework is composed 

in a way so that the readers are introduced to the relevant parts within the digital marketing field. 

After that the readers are introduced to the method of the thesis. This is where the authors showcase 

how the different studies have been carried out.  Some of the more important information that is 

distributed in the methodology section is the authors’ explanation as to why a qualitative study via 

interviews has been carried out and thus why experts in the field were consulted for the benefit of 
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the study. There will also be an introduction on the interviewees and how the interviews will be 

analyzed. 

The methodology is followed by the empirical findings, which is carried out by consolatory 

interviews with several experts within the field of digital marketing. The findings are presented 

with theoretical inputs.  

This is followed by the discussions and conclusions, these are divided in three sections in which 

will represent each research question alone. Thereafter, limitations as well as suggestions for future 

research will be introduced. 

1.6 Delimitation 

Here the authors will explain the limits for what they claim to be able to say about the studied area. 

This paper do not claim that all the conclusions drawn from the research are ought to be applied to 

all situations. There are limitations within this study that certainly effects the credibility in 

application of the results. For instance, because of the small sample of interview candidates. As 

well as not combining the qualitative research with a quantitative research.  

The authors have approached the subject from a direction that they found relevant, however the 

reader should not view this as the only approach to how companies chooses to stay relevant when 

it comes to digital marketing, the reader should also be aware that a lot of research within the subject 

has not been covered in this theses. Although the authors covered a lot of research that they found 

relevant to the issue, they strongly encourage others who wants to further investigate the subject. 

The authors will bring up some suggestions for future research later on in the thesis.  
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2 Frame of reference 

This part will explain how the theoretical framework was designed and will enlighten the reader 

about the logic behind it. By reading this part, the reader will understand how the different theories 

are connected to the purpose as well as the rest of the thesis.  

 

Below you will be able to see Figure 1, it is a figure that explains the structure of the key definitions 

derived from the literature review. As stated four keywords were derived from the search word 

“Social Media” in the literature review, that are both directly as well as indirectly related to the 

different theoretical parts within the theoretical framework.  

Figure 1 Structure of key definitions 

As stated in the literature review, it would be interesting to see how the Marketing Agencies have 

adapted to Social Media, Adaption is one of the keywords as well. It would further be interesting 

to investigate in this with regard to both Consumer Behavior, Consumer interactions. 

The theoretical framework is consisted of four theoretical parts: Availability, Social Media, 

Consumer Behavior and Adaption.  

  

 

 

 

All of the keywords derived from the literature review are studied further in the theoretical 

framework. Furthermore, these will all be connected to the empirical data. This is done through 

creating semi-structured questions that have underlying key informants that are the same as the 

keywords. This is due to guiding the discussions to where the authors have the most relevant 

outputs.  This is conducted in a way for the researchers to fulfill the purpose of the thesis efficiently.  

 

  

Figure 2 Structure of theoretical framework 



 

 
13 

3 Theoretical framework 

The purpose of this section is to explore the different areas that are touched upon in the literature 

review. In order to fully explain the concept for the readers, the authors introduce the different 

sections of digital marketing and supplies examples of subjects or instances where digital 

marketing has had an impact. Beginning with the Availability, the reader will be introduced to how 

the availability might have had an impact towards the consumers’ exposure to digital media. The 

next theoretical concept introduced is the Social media, in which the authors have explained digital 

platform more in depth. Consumer behavior will touch upon how consumers have reacted towards 

these changes and how marketers have to adjust in order to be successful. The last concept is 

Companies’ adaption to new trends.  

3.1 Availability 

Since digital media in contrast to the traditional marketing channels is a fairly new anomaly. 

Marketers’ ability to measure it is still lacking. Therefore the current measured effects of digital 

marketing might differ from the results that future researchers will reach. Since this new interactive 

media will grow the effects of digital marketing as we know it today will surely contradict the 

current research on the subject (Stewart & Pavlou, 2002). Availability in this case refers to both the 

businesses’ opportunity to use digital marketing, but also the way digital marketing is available for 

the users (consumers).  

The different tools that can be used in achieving a digital marketing message has already been 

touched upon previously in this theses, however the authors wish to examine it further. It has been 

established that a consumer today can carry digital marketing with him/her almost wherever they 

are thanks to technology such as smartphones, laptops or touchpads via an Internet connection.  

Admitting the technology is available for basically anyone, if the corporations does not make 

themselves available on these platform it is not much use of existing there at all. It might become 

even more frustrating for the consumers if a company exist on a social media site, but still do not 

update it frequently and respond to messages (Stewart & Pavlou, 2002). A customers’ engagement 

with a companies’ social media site in general, could make the customer more responsive to the 

advertisement that said company distributes on there (Calder, Malthouse, Shaedel, 2009). 

In spite of this, many corporations or communication agencies does not consider consumer 

engagement on a social media site their decision simply because it is too hard to calculate. In 

contrast to for example using a print media where agencies have had centuries to calculate factors 

such as where in the magazine the advertisement is placed, the circulation of the magazine (both 

numbers of printed magazines and where geographically it is distributed and lastly the esthetics of 

the advertisement for example which colors attract a certain kind of consumer etc. Even though 
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marketers are gaining knowledge in consumer engagement every day it has still to catch up to the 

knowledge marketers have in more traditional marketing channels. (Calder et al., 2009) 

Compared to previously mention traditional marketing channels, digital marketing has one major 

advantage: the fact that it is interactive. The fact that it is interactive also disturbs the reporting 

regarding consumer response to digital versus traditional marketing. Therefore it is important that 

one put the reporting’s into context when comparing the two (Stewart & Pavlou, 2002). 

As mentioned the ability for consumers to constantly be subjected for digital marketing, basically 

wherever they are is still a huge advantage for digital marketing, an advantage that traditional 

marketing channels cannot supply in the same extent (Stewart & Pavlou, 2002). 

There is also a downside to this; the sudden lack of privacy among Internet users has caused an 

uproar amongst users. The uproar regards the corporation’s interest in gathering data about both 

current and potential customers who partly distribute information about themselves voluntarily, but 

also the fact that many corporations gather data about a persons’ internet habits without their 

knowledge. (Christiansen, 2011) Many see this as a huge privacy violation and will condemn the 

corporation for it.  

However this seems to be a risk that the corporations are willing to take simply because the upsides 

weighs up for the risk of receiving some bad press; In general collecting a user’s data is merely a 

side business for companies, although there are also several businesses who track the data, go on 

to organize it and continue to sell the information that they gathered to other corporations of whom 

it may concern (Christiansen, 2011). Furthermore, it is possible for corporations’ to receive the 

customers’ forgiveness when collecting their data.  This by offering the consumers an engaging 

experience while on their site either by providing the user with information that is important for 

them, or even by giving said user an enjoyable experience on the site (Calder, Malthouse, & Schaedel, 

2009). If the website can supply the previously mentioned experiences, then the consumers has 

shown to show their indulgence regardless of whether or not their privacy is in jeopardy.  

Facebook and Amazon are two examples of companies who work with data collection. First of 

Facebook who collects data about a user’s interests (what they like or what their interests are for 

example) in order to post targeted advertisement (The authors will discuss Facebook further, later 

in this theses). Amazon implements a similar strategy, although with some differences. Amazon is 

an electronic commerce company from the United States. Amazon’s tactic is to gather information 

about customers previous purchases as well as what the customer has looked at and make 

suggestions of similar products to the customer via e-mail or directly on the Amazon.com website 

(Christiansen, 2011).  

Except the formerly mentioned issue regarding that digital marketing is such a new phenomenon 

that marketers have not fully developed the way of measuring its ability to penetrate new markets. 

Digital marketing and perhaps mobile marketing in particular has not fully gained adequate trust 

from the consumers yet (Jayawardhena, Kuckertz, Karjaluoto, & Kautonen, 2009).  
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In order to counteract the consumers trust issues, mobile marketers should implement a strategy in 

order to create a strong and positive media presence in order to ultimately gain the reliance from 

the consumers. In other words the more time the consumers are exposed to mobile marketing the 

higher the chances of them commencing a trustworthy relationship (Jayawardhena et al., 2009). 

Digital marketing is without a doubt available for companies in a number of different ways and a 

staggering amount of corporations tend to use it in one way or another, in a response to these 

evidence the authors find it relevant too further investigate a portion of the tools that can be 

implemented when using digital marketing. First of the authors will investigate the underlying 

software behind digital marketing the software that enables and creates several platforms for digital 

marketing. Undoubtedly a vast amount of these platforms exist with or without the authors’ 

knowledge, although the authors have chosen to investigate some of the more relevant platforms 

(Al-Shahi, Sadler, Rees, & Bateman, 2002). 

3.1.1 Internet 

The Internet is not a web browser, as many seem to think. Instead the Internet refers to the biggest 

network of computers on the planet. Although the World Wide Web accounts for the most traffic 

on the Internet (Al-Shahi et al., 2002), and the World Wide Web in its turn is the home for most of 

the websites on the Internet (That is why most websites starts with WWW).  

Internet was born in 1958 as a military project. It was meant to be used as a way of connecting The 

North American Air-Defense system to different radar stations in order to track and intercept 

Aircrafts from Soviet.  The Internet has since evolved a lot, some benchmarks being; the first cluster 

of personal computers being connected to each other via the Internet in 1970, the first e-mail ever 

sent in 1971, In 1974 the name “The Internet” was established after abbreviating the term 

“Internetworking” and in 1995 The Internet is finally fully opened for commercial traffic. (Gribbin, 

2011). Digital Marketing obviously owes a lot to the Internet as it operates via websites, e-mails or 

other programs connected through the Internet. In other words; the Internet not only creates a 

platform for digital marketing, it also supplies it with a place to develop and thrive. 

3.1.2 Mobile 

Even though the Internet has been around in some form or another since 1958, the ability for users 

to carry it with them is a fairly new phenomenon. In fact it was not until 2008 that the use of mobile 

Internet exceeded that of desktop computers (Gribbin, 2011). However since then, the usage of 

laptops and mobile phones has increased significantly. For example as of 2015, 7.7 million Swedes 

own a mobile phone. That is approximately 73 % of the population (Statista, 2015). 

The sudden increase in mobile Internet usage has not surprisingly made the big companies react. 

Huge corporations such as Coca-Cola, Unilever, Google and Twitter have all stated that marketing 

towards mobile platforms should be a priority in their marketing campaigns. Former Unilever 

executive Jay Altschuler has stated that “Mobile is the enabler for our entire communications 

model” he goes on: “We have learned that we have the ability to tell a really powerful story, with 
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sight, sound and emotion, through smart operating systems which you can swipe, tap and shake.”  

(O'Reilly, 2012) 

3.2  Social Media 

Social media at its most basic level is a collection of websites and applications that are designed to 

let people communicate and share information on. It is essentially an outlet for people to 

communicate with each other, a virtual pub or cafeteria if you will (Osborne-Gowey, 2014). 

Most social media sites seem to have in common that the main focus is for people to get in touch 

with each other, whether it is Twitter, which is a micro blog where the user can write pretty much 

what he/she want as long as it is no longer than 140 characters, or the smartphone application 

Instagram where pictures are in focus and the user can share what they are up to by taking a photo 

with their mobile phone contributed with a short explanatory text.  

There is also social media site such as “Recipefy”, which main focus is for their users to share their 

favorite cooking recipes as well as being inspired by other users’ recipes of course.  

Social media is also a popular platform for companies who wants to communicate and share 

information with potential consumers. Instead of having to annoy the “wrong” customers who do 

not have any interest in companies’ products, marketers can instead target more relevant customers. 

For example if a watch company put up a billboard next to a freeway, only a fraction of the people 

who are exposed to this message are going to be interested in getting the watch. This leads to a lot 

of wasted exposure (Diamond, 2014).  

Seeing that hundreds of different social media sites exist on the Internet today and that each and 

every one of them differs from each other, each more than other. It is more difficult than ever for a 

corporation to choose which two or three platforms that they should exist on (Osborne-Gowey, 

2014).  

Since most companies are interested in communicating a message to their customer base, whether 

it is an advertising message or vital information or news about the company that they want to 

distribute, one of the more established communicating platforms online should be implemented. 

The more established online networking platforms include; Twitter, Facebook, StumbleUpon and 

Youtube. Also using a popular blog can also be recommended (Osborne-Gowey, 2014).   

It is especially important when using a blog that the customer base is relevant for the message that 

the company is construing. For example a clothing brand should not look to advertise on a blog 

about video games since the readers of that blog would simply find the advertising message 

misplaced. Instead the clothing brand should look to advertise on for example a blog about fashion. 

This might seem obvious, however it is still immensely important since companies could lose a lot 

of valuable exposition on consumers that are not interested in their products anyway (Osborne-

Gowey, 2014). 
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The important of Social Media Marketing exceeds the number of followers a company have online 

however. Consumers today are in many ways more concerned of what other users thinks of a 

product than what the company itself says in their marketing message (Smith, 2009). 

When searching for a product online, the search result is dominated with reviews of said product. 

These reviews tend to have a huge impact on a consumers willingness to purchase or try the product 

(Smith, 2009) 

Social media has in other words made it possible for the communication between a corporation and 

a consumer to be a two way stream, instead of just having the corporation searching for the 

consumer, now the consumer can find the corporation and share feedback as well as taking part of 

content and news from the company (Lipsman, 2012). 

3.2.2 Interactions 

The authors have touched upon the importance for corporations to engage and interact with the 

consumers previously; here the authors wish to extend it. 

Perhaps the biggest issue when discussing consumers’ engagement with a company online is that 

the opinions of what engagement in this case really is diverges (Calder et al., 2009).  

Some defines consumer engagement online as a website and its relationships to online experiences. 

Whereas others has defined engagement as when a website has the effect on consumers so that they 

want to visit it repetitively, be attentive and are willing to recommend it to others (Calder et al., 

2009).  

Given that all of the factors mentioned are incorporated to engagement, the purpose of said 

engagement still seem to be the media platforms ability to create interest in a particular brand 

through creating engagement with the consumer. Thereby saying that a consumer’s collective 

experience with a certain site is traced back to the sites engagement (Calder et al., 2009). 

In order to understand the consumers’ responses to communication, interactivity forces consumers 

to seek, select, process, use and respond to the information behind an interactive marketing message 

(Stewart & Pavlou, 2002). Based on the consumers’ behavior the marketer can thereby form a 

marketing strategy online. This is also a factor that works in the favor of digital marketing in 

contrast to traditional, since the more recent media has made this possible to implement. While 

traditional media channels works on a one-way communication stream, making the process of 

receiving feedback from consumers much longer and more complex, sometimes even non-existent 

(Calder et al., 2009). 

3.2.1  Facebook 

It is not the first time that Facebook is mentioned in this paper. As of 2013 Facebook had more than 

1.2 billion users worldwide, meaning that if Facebook were a country, it would have been the third 

most populous country in the world after India and China (Haydon, 2015). 
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Companies off different sizes have realized that Facebook compared to other social media offers a 

lot of opportunities for companies to communicate with the consumers.  

First of all Facebook allows companies to create their own profiles where they can communicate 

with the Facebook users that are interested in their products or services. The company can partly 

rely on their more dedicated fans to look them up themselves, but they can also attract the 

consumers to their Facebook page by creating advertisements that shows up on the Facebook users 

own “wall”. The companies can not only create the advertisements themselves, but they can also 

choose which people who are going to see it based on the users interests (Haydon, 2015). 

These Facebook advertisements can also be used for specific campaigns or when launching a new 

product.  

Facebook can also be used for e-commerce and companies can sell their products directly from 

their Facebook site simply by adding the e-commerce application to their Facebook page.  

Lastly a staggering number of companies realize that Facebook also is a cost efficient way to 

improve their customer support, partly because that the companies have the availability to distribute 

information to a lot of people at the same time, but also because Facebook offers a chat function 

which gives the company a fast and direct two way communication line to the consumer (Haydon, 

2015). 

Marketers seemingly tend to look to Facebook and other social media because of several reasons. 

The opportunity to establish a two way communication stream with the consumers with a low or 

no cost at all have attracted companies of both small and large scale, and with over 1,3 billion 

potential customers on Facebook alone, it is a trend that is argued to continue (Lipsman, 2012). 
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Figure 3 Influence On and Of Consumer Behavior 

3.3 Consumer Behavior 

Consumer behavior is defined as: “The process involved individuals or groups select, purchase, 

use or dispose of products, services, ideas or experiences to satisfy needs or desires” (Solomon, 

Bamossy, Askegaard, & Hogg, 2013).  

 

Accessed on 30th november at: [http://www.consumerpsychologist.com/intro_Consumer_Behavior.html]  

The consumers’ needs and wants are the most important to them, thereby, in order to be successful 

and become the first choice for the consumer a marketer need to meet their needs and wants. All 

humans have different habits and changing their behavior can be difficult. (Solomon et al., 2013) 

Their habits and behavior can be affected by many factors as, perception, cognition, beliefs and 

social influences, in which influences the marketers who develops a strategy based on the 

consumer. See Figure 3 below.  

It is therefore important for advertisers, marketers and managers within marketing to care about the 

behavior of the consumers. The consumers’ response is the main factor that shows if the consumers’ 

needs and wants are covered and fulfilled by the professionals within marketing. The ways that 

marketers can reach the consumers today are many, for instance, through newspapers and 

magazines, advertisement displays, messages through music, TV commercials and the internet. 

(Solomon, 2004) 

As mentioned, the consumers are showing a great interest in digital interactivity, especially in social 

media (Heinonen, 2011). The activities of consumers were previously controlled by the companies, 

however, the entire marketing landscape has changed and the consumers have the power (Stewart 

& Pavlou, 2002).  

3.3.1 Consumer Behavior within Digital Media 

There is a great growth of internet based platforms, and the social behavior online has modified the 

nature of the human habitats, interactions and activities. This phenomena has allowed people to 

share knowledge, entertainments, and engage in dialogues with individuals among different 

cultures. (Budden, Anthony, Budden, & Jones, 2011). The changes within consumer behavior 

http://www.consumerpsychologist.com/intro_Consumer_Behavior.html
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require firms to rethink their marketing strategies, especially when it comes to marketing strategies 

in the digital area. (Tiago & Veríssimo, 2014). It is said that one of the most significant changes in 

human interactions is the increase in interest and interactions within social networks.  

Marketing agencies are now interested in emerging in digital, because consumers’ behavior matters 

to marketers and they have shown an increase in evolving within it. Therefore, marketers have 

increased spending on internet advertising and mainstream press and television have lost audiences. 

This has challenged advertisers to adjust their campaigns to the demands of the changing world. 

(Carlos, 2006) If customers are engaging with digital media or social media, firms should engage 

with it as well. Since the trend is ongoing and expected to be firm existing, firms should seek an 

internet-based marketing strategy. That is if firms seek to establish a long-term relationship with 

its consumers. (Mangold & Faulds, 2009) According to Mangold & Faulds (2009) this phenomena 

puts pressures on firms to get involved with a higher presence within digital.   

Digital media has raised a different time of communication and integration between the consumer 

and the marketer. From a one-way communication (traditional approach), where the marketer 

communicates and the consumer responds, to a two-way communication. (Pavlou & Stewart, 

2000). In a conclusion, a different type of consumer behavior is recognized and is has led to a major 

change within market and the type of communication within marketing. This new type of behavior 

is recognized as Consumer Social Media Behavior.  

“Although the movement away from brand Web sites is both statistically significally important, 

consumers in markets throughout the world are still demonstrating a keen interest in interacting 

with their preferred brands online” (Hutton & Fosdick, 2011) 

By a research conducted by Hutton and Fosdick (2011) the analysis revealed that the reasons why 

consumers join firms in digital channels. The main reason behind it is that people feel the need to 

be a part of a brand. Consumers like to get all the news about the firms’ products, new ventures, 

developments or upcoming events. Other reasons why consumer engage in social media platforms 

are to meet new people, stay in touch with family and friends, to share experiences with friends and 

family, promote themselves as well as simply having fun (Hutton & Fosdick, 2011). 
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3.4 Companies’ adaption to new trends  

With the ever-increasing expansion of social media among all age groups, companies’ ability to 

follow is essential. Social media in general are often looked upon as a youth phenomenon, however 

a survey from January 2009 showed that over half of the Facebook users were over 35 years old. 

The survey also showed that the single biggest demographic in the US for Facebook users are 

people who are between 35 and 44 years old (Learmonth, 2009). 

According to Kevin Barenblat, CEO of ContextOptional, which is one of the biggest Social 

marketing software providers in America “A year ago, they thought about it as a place to reach 

people in college or high school; now we’re talking about moms, or reaching families looking to 

go on vacation”, before saying that Kevin Barenblat had worked on Facebook campaigns for 

companies like Guinness, The Los Angeles Times and Microsoft. All companies with an age group 

that usually is slightly older (Learmonth, 2009). 

A trend that also has seen the light especially in recent years is companies’ urge to have their 

commercial “go viral”. Go viral simply means a video clip (in this case a commercial message) that 

spreads immensely rapidly via word of mouth through social media (Guadagano, Rempala, 

Murphy, & Okdie, 2013).  

An example of this is the commercial “The Epic Split” from global truck manufacturer; Volvo 

Trucks. The commercial has been seen 81.5 million times on video sharing website Youtube.com 

(as of February 2015). Giving Volvo trucks a huge amount of exposure without them having to put 

much effort in except creating the commercial (Social Blade, 2015).  

Marketers’ ability to change is increasingly important thanks to the Internet in general and social 

media in particular; a social media could be embraced by a certain age group one day and despised 

the next. Therefore many marketers use a great deal of precaution when creating an advertisement 

or social media campaign (Learmonth, 2009). 

According to founder and managing director of Trendstream, Tom Smith research companies 

should embrace the opportunities supplied by today’s information society by implement a 

collection of guidelines.  

The first step is to build a community. In order to stay relevant and engage with the users, 

researchers should embrace the social networks. Since consumers tend to share their opinions 

online, this is a great way for corporations to gather information about what the consumer wants. 

This by engaging the consumers with online surveys, instant messaging and have a constant two-

way conversation with the consumer by sharing the results of their complaints and requests back to 

them (Smith, 2009). 

The second thing researchers should implement is to work close to the brands. The future role for 

research companies is to listen and be open towards the public that is something that the researchers 

can help the brands with (Smith, 2009). 
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Thirdly the uses of external platforms such as blogs on the Internet or social media websites are 

both great ways to find influential consumers. Also many social media users and blog readers tend 

to spend a lot of their time on said places, giving the researchers a lot of time to interact with each 

user (Smith, 2009). 

While on the topic of social media, websites like Facebook or iGoogle offers several different ways 

to reach the consumers via sidebar or banner advertisements. This is a great way to maintain 

research communities or to distribute surveys (Smith, 2009). 

Social media site users and blog readers spend a lot of time on respective sites, but they also tend 

to be loyal to the sites that they are using, therefore researchers have a great opportunity to conduct 

long-term studies with the users in contrast to short surveying windows (Smith, 2009). 

Lastly Tom Smith stresses the importance of research companies’ involvement with social media 

and the urge to always evolve with these sites. As an increasing number of content moves to the 

web it will not only define the Internet, but the whole society (Smith, 2009). 

Having the communication between the company and customer being a two-way stream both has 

its ups and downsides.  

From a positive standpoint it gives the customer a pleasure of choice, rising expectations on new 

products from the company, a reassurance of the brand, an excitement of new brands and they 

acquire status markers, which means that the customer gets to form their own opinion regarding 

the firm (Davies & Elliott, 2006). 

The negative aspects of having a two-way communication stream are the loss of simplicity, 

customers demand more from the corporations and become disappointed when the demands are not 

met. Also when a lot of consumers have different demands, it is going to be impossible to meet all 

of them, therefore a lot of involved customers are inevitably going to be disappointed (Davies & 

Elliott, 2006). 
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4 Method 

This section will present you with the method behind the gathering of the data for the paper. The 

authors will explain different approaches and theories, as well as motivate the choices of 

approaches and methods chosen for this research. The purpose with this section is that you will 

know how the data is collected, analyzed and thereby understand the limitations concerning the 

method of this paper. 

The most frequent term used when speaking of methodology, is the term “method”, it is derived 

from the word methodology. However, it is important to keep these terms separated due to different 

meanings. Method means a practical way where the data gets selected and arranged. Methodology 

is however based on the assumptions that the investigator creates according to the data collected. 

(Svenning, 2003). This section in the paper explains how the purpose of the paper will be achieved. 

Different types of approaches will be introduced and explained, the writers will then explain the 

types of methods that are used in this paper.  

4.1 Inductive vs. Deductive Research Approach 

There are different research approaches to use when writing a thesis, deductive and inductive 

research approach. The different approaches are divided regarding how to conduct a research. 

(Clough, 2012) 

A deductive research approach is aimed to test a theory or hypothesis, thereby, a thesis with this 

approach do always start with a hypothesis. This type of approach is often associated with 

quantitative approach. (Clough, 2012) 

An inductive approach is aimed for a new model or theory to be created from the research. A thesis 

with this kind of approach often starts with a different set of research questions in order to narrow 

the scope of the study. A main point is to study previous research within the area of interest. An 

inductive research approach is commonly associated with a qualitative approach. (Clough, 2012) 

This paper aims to study an area that is not commonly explored and the scope of the study is 

narrowed down through research questions. The data is also collected through qualitative research, 

in which the authors will explain further below. Thus, an inductive research approach is the 

significant approach for this paper. 

4.2 Study design 

According to Saunders, Lewis & Thornhill, A. (2007) there are three different study designs: 

exploratory, descriptive or explanatory. The research questions can be both explanatory and 

descriptive and a research can thereby have more than one purpose. 
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Exploratory studies is constructed to seek out new insights or to ask questions and to see a problem 

in a different light. This type of study is significant if the purpose is to clarify a problem. The main 

ways of conducting this type of research is to investigate in previous literature, interviewing 

“experts” in the subject or in conducting focus groups and interviews. (Saunders et al., 2007) 

Saunders et al., (2007) continues to describe the second research study: a descriptive research study 

is constructed to portray an accurate picture of a person, an event or situations. This is often 

considered as a small piece of as previous mentioned an exploratory research. As the name states, 

it is very descriptive and can lack analysis and conclusions from the data.  

The third study design that is described in the book “Research Methods for Business Students” by 

Saunders et al., is the explanatory studies. It is described as a strategy that studies situations in order 

to establish relationships between different variables. It is conducted through quantitative data that 

is subjected to statistical tests in order to get a clear view. This can be combined with qualitative 

studies in order to understand “why” things are the way they are.  

The researchers have in this paper done a literature review in order to investigate previous literature 

in order to find a knowledge gap. The research questions have been derived and developed form 

the literature review. In order for the authors to answer the research questions they have chosen to 

conduct interviews. According to Saunders et al., this study is an exploratory study.  

4.3 Qualitative vs. Quantitative Research Methods 

When choosing a research method one has to take the type of report in consideration. As stated, 

there are a lot of different approaches to gather data for different types of studies. The two of the 

most frequently discussed research methods within literatures are qualitative and quantitative 

research methods.  

Qualitative research method is most appropriate to use in building more than empirically testing a 

theory (Khan, 2014). The aim of qualitative research methods is to explore the reality of human 

aspects of behaviors through different types of investigations. When speaking of different human 

aspects of behaviors, it is referred to thoughts and feelings of individuals of significance rather than 

numerical aspects that are the core of quantitative research approach. In this method, the most 

important aspect is to answer research questions as “how?” and “why?” rather than “what?” 

(Silverman, 2010). 

Quantitative data is as mentioned aimed to understand the “what?” in the research questions. It is 

about collecting numbers and investigating data that is measurable. There are different types of 

quantitative research methods and the type is always determined by the kind of research that will 

be conducted. The values from the data collecting is plugged in statistical programs in order to be 

measured and valuable for the research (Management, 2009). 
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4.4 Qualitative Research Method 

As Silverman described in his handbook (2010). Qualitative research method is most appropriate 

to use when the purpose of the research is to answer the research questions “how?” and “why?” 

The purpose of this thesis is to exam how and why the Digital Marketing has affected and been 

applied by different actors in the market. Thereby the most appropriate approach to use in this paper 

is the qualitative approach. In order to achieve the purpose of the paper the researchers have 

conducted several interviews with both marketing agencies and different business firms. 

4.5 Primary & Secondary data 

There are different types of sources to be used when creating a research. The data collected should 

be including both primary and secondary data in order for the research to be valuable. Primary 

analysis is described as being the original analysis of the data in a research. The secondary analysis 

could be described as answering new questions with old data that was originally conducted for a 

different purpose. (Glass, 1976). 

The researchers will following be using secondary data in order to complete the empirical data. The 

collected primary data in this research is conducted through the interviews in order to achieve the 

purpose of the paper. However, the major part of the secondary data was mostly used in the 

literature review when finding gaps in order to create the purpose. Secondary data is also used 

throughout the paper until the empirical findings.   

4.6 Interviews 

There are different types of interviews that researchers may use for their research. Depending on 

the kind of research the authors have to consider between the following types of interviews: 

structured interviews, semi-structured interviews, unstructured interviews, Informal Interviews or 

focus groups. However, no matter the choice of interview type it is of high significance that the 

data collected by the interviews to have reliability and validity. It is thereby of high importance for 

the authors to address how they will address the issues of reliability and validity within their 

research (Appleton, 1995). These issues are addressed further down the method part in the paper.  

The type of interview that is most relevant for the paper in order to pursue the purpose most 

efficiency is semi-structured interviews. This type of interview is most appropriate when there are 

not any chances to interview someone twice. It is thereby important to gather as much information 

from each interview as possible. These type of interviews often includes open-ended questions that 

leaves the person to elaborate further in order for the researcher to gather a good understanding of 

the topic of interest. Semi-structured interviews often provides guidelines of a clear combination 

of instructions in order to provide as reliable and comparable data as possible (Russel, 1988). 
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4.6.1 The respondents 

The researchers have conducted four interviews with four different individuals. Two of the 

respondents are representing their businesses as they both are the CEO of their organizations 

(referred to as Business firm A and Business firm B in the paper). The third respondent is also CEO 

of his marketing agency and is representing his firm as Marketing Agency A. The last respondent 

is referred to as Marketing and PR expert A.  

4.6.1.1 Business firm A 

This is a Swedish bookkeeping and accounting firm with five employees. They have existed for a 

couple of years and has a strong customer base, the average amount of clients over time is 

approximately 100. Their customers consists of other firms and businesses who are in need of 

bookkeepers. Most of the employees are middle-aged. 

4.6.1.2 Business firm B 

This is also a Swedish business firm, however it has only existed for about two years. The business 

is within the field of beauty. The customer base is contained of both consumers and other 

businesses. The firm is small and the owner has no employees. The CEO is under thirty years old.  

4.6.1.3 Marketing Agency A 

This is a medium sized agency who is specialized in online search optimization for websites as well 

as an online marketing strategy advisor. They are based in both Sweden and the US. Their customer 

base is containing of other business firms who are in need of applying an online marketing strategy. 

The CEO is over thirty years old.    

4.6.1.4 Marketing and PR expert A 

This interviewee works as a communications officer at the Stockholm Stad within city 

development. He was previously working as a project manager, with marketing communications 

and as a media seller. He is 30 years old.    

Below you will find a table of the four different respondents that the researchers have interviewed. 

The date of the interviews as well as the time durations are stated.  

Table 4 Schedule of the respondents 

Respondents Date of the interview Time duration 

Business firm A 5th of November 2015 46 minutes 

Business firm B 7th of November 2015 38 minutes 
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Marketing Agency A 9th of November 2015 40 minutes 

Marketing and PR expert A 9th of November 2015 25 minutes 

4.6.2 Phone interviews 

The authors have conducted the interviews through booked phone calls. The alternative were to 

conduct some through email, however that may would have limit the quality of the answers due to 

not being able to have follow-up questions. The alternative was thereby excluded. The features of 

phone interviews are very similar to “live” face to face interviews.  All except for the physical 

contact. The questions (see Table 6) asked were the same for all the business firms, however the 

questions for the marketing agency and the marketing a PR expert were a little more different.  

4.6.3 Preparing the interviews 

In order to prepare for the semi-structured interviews the researchers tried to develop a set of open-

ended questions that would let the interviewed person to focus on the discussion. Semi-structured 

interviews can be very flexible, it is therefore important for rigorous preparation (Laforest, 2009). 

Each question is developed with underlying key informants that were derived from the keywords 

from the literature review. 

Table 5 Interview with key informants 

Semi-structured questions Underlying key 

informant(s) 

QUESTIONS FOR MARKETING AGENCIES  

How has the marketing environment changed through the years 

due to digital media? 

Availability, Social 

Media 

How has your marketing agency adapted to these changes? Adaption, Marketing 

Agency 

Who are your customers?  

How has these changes affected your customers’ needs? Consumer Behavior 

How has the competition in your market adopted to these 

changes? 

Adaption 

What do you believe are the most important marketing tools 

today? 

Consumer Interaction 

Do you have anything else to add to the matter?  

QUESTIONS FOR BUSINESS FIRMS  

How has the marketing environment changed through the years 

due to digital media? 

Availability, Social 

Media 



 

 
28 

The authors have defined their objectives, this is to decide what types of questions are the most 

appropriate to ask. When the preparation for the questions where done, the researchers developed 

some rules of the interviews as well as confidentiality guidelines to discuss with the participants 

for the interviews beforehand.  

Thereafter, the researchers contacted all the respondents through an email, where the goal of the 

interview was explained, as well as obtaining the respondents’ permission to continue and schedule 

phone appointments. In this email, all the questions related to each specific respondent was attached 

in order for the respondents to get familiar with the process and an understanding of what the 

researchers are after. This made it easier for the respondents to also get prepared. Before each phone 

interview, a recorder was ready with new batteries. 

4.6.4 Conducting the interviews 

The researchers conducted four interviews, two of the interviews were in English and two of them 

in Swedish. Everything was translated to English, the transcripts of the interviews can be find in 

the appendix (See Appendix 2).  

Prior to the interviews, the authors presented themselves shortly as well as presenting the research 

purpose. All of the respondents were already familiar with the purpose and the questions, due to, 

as mentioned before, attached information in the emails.   

How has your business firm adapted to these changes? Adaption 

Who are your customers?  

How has these changes affected your customers’ needs? Consumer Behavior 

How would you feel about seeking professional help regarding 

these changes? 

Marketing agency 

Do you have anything else to add to this matter?  

QUESTIONS FOR MARKETING AND PR EXPERTS  

How long have you been working with marketing?  

How has the marketing environment changed through the years 

due to digital media? 

Availability, Social 

Media 

How has it affected the company you have been working for? Consumer Behavior 

Who are your customers?  

How has these changes affected your customers’ needs? Consumer Behavior 

How has the competition in your market adopted to these 

changes? 

Adaption 

What do you believe are the purpose of marketing agencies 

today? 

Marketing Agency 

Do you have anything else to add to this matter?  



 

 
29 

When conducting the interviews, the recorder was the main important equipment. The recorder let 

the researchers focus on participating with follow-up questions or guide the discussion. Without 

the recorder, the main focus would be on writing down everything the participant would say, with 

risk of missing important parts of the discussions. (Laforest, 2009) Before finishing each interview, 

the researcher asked if it was possible to contact the respondents again with follow-up questions if 

needed.  

4.7 Data Analysis 

The term qualitative data is understood as a type of data in which cannot be reduced to numbers. It 

is also interpreted as being easier to comprehend than quantitative data. As all types of data, in 

terms of research, has to be interpreted in a system or used as a compliment that offers further 

understanding. (Brannick & Roche, 1997)  

There are many ways to interpret qualitative data collections. For instance, other commonly used 

strategies are grounded theory, discourse analysis as well as phenomenology. (Thomas, 2006) Due 

to the approach of method this research will use an Inductive Analysis Process in order to interpret 

the collection of data.  

 

Source: Adapted from Thomas (2006, p. 242, Table 2) 

The process will start off by having raw data, many pages of text (transcripts). These transcripts 

will be read through and highlighted, colored, or commented. This is the first step of the data 

cleaning. After the transcripts are carefully read-through and understood it needs to be categorized 

or themed. (Thomas, 2006) If the qualitative data is very large, it would be more efficient to use a 

software for qualitative analysis. This is however not the case. Thomas (2006) is in his article 

explaining that some of the data, may be coded into several different categories, and some of the 

data may not be coded at all. The revision of the data is done in continuation. This should be done 

until the each category can be subcategorized. Some categories may also be combined and/ or 

linked under another similar meaning category. In Figure 2 it is denoting the process from a massive 

data collection to a summary of three to eight categories. (Thomas, 2006) 

Figure 4 The Coding Process in Inductice Analysis 
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4.8 Reliability 

Another interpretation of “reliability” is if different researchers would reach the same conclusions 

if they would have the same data, or if it was done repeatedly, the researchers would reach the same 

conclusion. (Blackmon & Maylor, 2005) In other words, the main point is if the data is reliable 

regards to the data collection, presentation and interpretation (Saleh & Storck, 2007). Other 

researchers must be able to perform the exact same types of experiments and get the same results. 

It is ought to be reliable in order for the hypothesis to be accepted in the academic and scientific 

community. To ensure the reliability it can be done in different ways, if measuring something in 

the research, it is always preferable to measure a couple of times in order to be sure of the results.  

When conducting a qualitative research as in this paper, the results generated from the data 

collections are from people and it is about their perspectives and experiences, therefore, the data 

collection will be subjective. This is the case for all the academic articles, literatures and researches 

that are qualitative. According to Saleh & Storck regarding reliability, they quote “… there is 

absolutely no guarantee that other researchers would reach the same conclusions if it were to be 

repeated.” (Saleh & Storck, 2007). 

4.9 Validity 

A good validity along with reliability is needed for the results to be generalized in order to be 

applied to other researches. When it comes to qualitative research the validity and reliability should 

continually be applied through the whole project. Validity is about measuring things that is relevant 

in the context, whereas, reliability is about measuring in the right and reliable way. Having a high 

reliability does not necessarily mean that you are having a high validity and vice versa. (Malterud, 

1998) 

Validity can also be defined as an indicator of how accurate a conclusion is corresponding to reality. 

According to McBurney & White (2007) it is hard to create a theory that is supposed to explain the 

truth behind an existing relationship within variables. (McBurney & White, 2009) Whereas, others 

suggests that it is easy to assess the validity, especially regarding secondary sources. If the data 

would be accessed from a well-known webpage, then it is likely for it to be credible, since these 

pages are dependent on the “trustworthy” factor. (Saunders et al., 2007)  

In order to sustain the validity of a research method, it is crucial on how the questions are developed, 

designed and structures. It is important for the researcher to have the participants clearly 

understanding all of the questions. It is as important for the researcher to understand the 

participants’ answers for each question. 

4.10 Ethics 

Ethical considerations and standards where guided through the whole research method in the 

process: 
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 All of the participants participated voluntarily.  

 All of the respondents were prior to the interview, informed with the research purpose, how 

the data would be used as well as their right to at any time cancel the appointment if they 

wanted. Permission was given for each interview from the respondents.  

 All of the respondents were informed that it is an anonymous interview, in which their 

identity will not be stated in the research.  

 Each one of the interviewees were offered to access the thesis after the submission, this is 

for them to feel an increased transparency and gain trust. 

 Each party that contributed were guaranteed that participating in this interview would never 

affect them nor their organizations negatively.  

All of the above mentioned points, have been inspired by the ethical considerations written by 

Saunders et al., 2009.  

4.11  Short summary of Method 

 Below is a summarizing model for the method conducted for the empirical findings. The authors 

began to explain why this paper is an inductive research approach and a qualitative research 

approach. Semi-structured interviews are chosen for the research and is explained in the method. 

The semi-structured interviews are afterwards analyzed through an inductive data analysis. 

 

 

  

Figure 5 Summarizing model for method 
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5 Findings & Analysis 

In the analysis segment the authors strive to find answers to the research questions by 

incorporating the theoretical views and the empirical findings. The research question that was 

previously stated was; RQ1 how has the marketing landscape changed through the years towards 

digital media? RQ2 How have the marketing agencies and business firms adapted to the changes? 

RQ3 Do firms still seek professional help (marketing agencies) with digital marketing, if yes, why? 

The findings from the four interviews will be analyzed and relevant data from the theoretical 

framework will be used as complement the statements.  

 

5.1 The perception of the changes in the marketing environments 

During the interview, the first question was about how each and every participant perceived the 

changes within the marketing environment. The question was developed in a sense to help the 

participants to go in to the digital area in the marketing landscape.  

“When we were planning to advertise in magazines earlier it was very expensive. It is much more 

expensive to print advertisement on paper than to advertise on the internet.”  

“However, if you were to do it through the internet, it is much easier for you to share it with friends. 

The spread is thereby much more efficient through the internet.”  

Business firm A was emphasizing the differences about traditional marketing in comparison to 

digital marketing. The participant explained that he experienced that there are two main differential 

factors within the different kinds of marketing. It is cheaper to advertise online, rather than on the 

traditional channels. The second thing was how more efficient and more convenient it is to share 

things online, rather than in real life.  

Another respondent, Business Firm B, also discussed about both the traditional media as well as 

the digital media within marketing. As the first respondent, this second participant’s answers agreed 

upon the same factors being the major differences between the two media. However, this participant 

named a few other factors as well.  

“If you ask me, the changes are major, all to availability, efficiency, costs and its simplicity.”  

“Even though many businesses still use traditional marketing, it feels like they also have added the 

digital media part to their marketing plan as well.”  

“Everyone can do their own marketing through, for instance social media. There are cheap 

marketing ad-tools baked in different social media platforms, as Instagram and Facebook. They 

are really easy to use and as a user you are able to target your exact ideal customer.” 
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Business firm B is speaking more about the need of traditional and digital media from a firm’s 

perspective regarding marketing. The major point that is exposed is the favor the participant feel 

about digital media, rather than the traditional media. She is highlighting the features that she 

appreciates regarding marketing digital platforms. 

“That is not the case today. The actual type today is “earned media”, the importance is the content 

and through different social media tools as campaign pages, competitions, the customers will be 

able to spread the information.” Marketing and PR expert A  

The participant is also speaking of the importance of the features within the digital marketing area, 

especially regarding social media. He is highlighting the importance of interaction and integration 

with the customer through the social media.  

“What I have been witnessing the past few years up until now is that different sized firms, small, 

medium or large, that doesn’t have a strategy for online marketing have witnessed a lot of loss.”  

Is quoted by Marketing Agency A. The participant is emphasizing how significant and relevant an 

online marketing strategy is. He is stating that firms without it are witnessing losses.  

Another important input that he adds within his perception of the changes within the marketing 

landscape is that the online marketing world is highlighting the importance for a firm to put the 

customer first.  

“Google has delivered one message to the firms over the past few years and that is: that your main 

focus should be on the customers. You have to understand your customers’ needs, you have to take 

care of your customers, you have to serve your customers a 100%.” Marketing agency A 

The last participant is also highlighting a change, this is however about the shift in power. “The 

customers have the power today, it is a two-way communication.”  Marketing and PR expert A 

When having asked the Marketing and PR expert about his perception of the most important 

marketing tools today he answered: “Two things, google AdWords (the whole ecosystem of google) 

and Facebook.” 

5.1.1 Theoretical key inputs 

The empirical perceptions of the changes in the marketing landscape are many, the presence of the 

digital media has not gone unnoticed. All of the firms are pointing out the different features with 

having their firms interact within the digital channels rather than within the traditional marketing 

channels. The reasons are many, but the main reason is due to the increase in the mobile internet 

usage (O'Reilly, 2012). Many of the big actors on internet are emphasizing the importance of having 

firms interact in the digital channels, as Coca-Cola, Unilever, and Twitter and of course Google as 

one of the interviewees stated.  
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One of the respondents claimed that firms that does not have an online marketing strategy has 

suffered losses. At the same time, another participant stated that the customers have the power 

today and that they demand a two-way communication, thus the importance of social media. When 

considering the theory about Consumer Behavior, it is critical that the marketers should adjust and 

adapt to their consumers’ needs in order to be successful. Especially when the consumers now 

engage within the internet and the social media platforms (Mangold & Faulds, 2009).  

Engagement with the consumers is also brought up from the empirical collection. According to 

Marketing and PR expert A, engagement through social media is needed for the company’s 

information to spread efficiently. This is aligned with what Smith (2009) is speaking about. 

According to Smith, in order for a firm to stay relevant, it is important to engage with the consumers 

online, because it is there where they are sharing their opinions. Smith does also speak about 

engaging the consumer with online surveys, instant messaging and a constant two-way 

communication in order to collect as much data as possible (Smith, 2009). The Marketing and PR 

expert A is also speaking of this, however in a different aspect. He emphasizes the importance 

behind engaging for the reason to spread information/ content to the consumers, not in a way for 

the firm to understand more about the consumer as Smith is highlighting. However, this is aligned 

with what Stewart & Pavlou (2002) are mentioning in their article. Interactivity forces consumers 

to seek, select, use and respond to the information behind an interactive marketing message.  

The marketing agency mentioned that his perception of the most important marketing tools today 

are two concrete things: The whole eco system of Google and Facebook. Other companies are 

coming to realization about the importance of the Internet as well as the Social Media (Haydon, 

2015).  

5.2 Firms adapting to changes 

This question has to do with how the interviewee have adapted to the changes that was discussed 

in the previous question. 

“Generally, I believe that it is hard to acquire customers in this field, because if a firm is interested 

in a good accounting agency, they will not change accounting agency depending on the price. The 

only reason they would want to change is if their business has grown and are in the need of agencies 

that are very educated in the field of accounting.” Business Firm A 

The above quote is compared to the general responses quite rare; since many of the respondents 

stressed the importance of digital marketing Business Firm A had an approach of being indifferent. 

The different approaches to adaption in this case have according to the interviewee a lot to do with 

the target markets. 

 According to Business Firm A their returning customer were a bit older and did not show enough 

interest in electronics for it to be beneficial to try to reach them via a digital marketing campaign. 

According to Business Firm A, the cost of the service that they supply has a lot of impact on their 
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current consumer base, since their customers does not value the quality of their work or other 

services that they offer. 

The customer simply keeps coming back because they know that they can get the service very 

cheap, if Business Firm A would to higher their prices, they would lose customers. What instead 

worries firm A is the complexity of acquiring new customers when new customers chooses to go 

to bigger firms and become loyal towards them instead. 

 “We started about a year ago and did implement the marketing through digital media directly.” 

Business Firm B 

This quote in contrast to the previous one comes from a firm that considers digital marketing to be 

of essence for their business. Business Firm B also stresses that they started to implement marketing 

campaigns via digital media right from the start when they acquired it.  

Nowadays the opportunities for a company to implement digital media in their marketing is 

staggering and an increasing number of firms are encouraged to do so (Smith T, 2009). 

“April this year, we had an update from Google that said, “We are going to favor mobile friendly 

websites”.”-Marketing Agency A 

The perspective of the marketing agency proved to differ from the firms. The marketing agency 

has more of a relaxed approach to digital marketing and is more interested in mentioning the latest 

updates that the agency have made rather than to discuss digital marketing as if it was a new 

phenomenon that is hard to relate to. 

“Nowadays when almost everyone has smartphones and are using them to find different businesses 

that they need.”   

Marketing Agency A stresses the vast increase in potential consumers and how and why they have 

become so approachable. The smartphone grants the user with the ability to carry the marketing 

message with him/her and it also allows the user to be approachable any time of the day or night. 

In many ways this response and the previous response are intertwined. Since the consumer base are 

gaining knowledge about digital media in such a rapid pace, it is of great importance for the 

Marketing agency to stay ahead and offer the consumers the latest trends and technologies.  

“Like I said, when more changes are happening it forces everyone to re-think their strategies and 

therefore go online” & “…but also customers that are now more aware – why doesn’t my website 

get traffic? Why isn’t it converted? Sometimes they find their answers themselves and take it to an 

agency to help them.” Marketing Agency A 

The above quote is a response to a question regarding how the marketing agency felt their 

competitors had adapted to the changes.  
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The marketing agency stresses that both them as well as their competitors have had to adapt which 

meant to go online and embrace digital marketing. Also the fact that consumers are getting more 

aware is something to be considered for all marketing agencies (Smith, 2009). 

The Marketing and PR expert were asked a similar question, but with more emphasize to how the 

own firm had changed because of digital media. The answers are as follows: 

“Marketing budgets where dramatically reduced everywhere, especially in our company where I 

worked. This led to the raise of Facebook, and it became popular due to it being free.”  

The marketing and PR expert claims that a dramatic change occurred across all firms at the year of 

2009 in the same field, however this significantly affected their firm more than any other. The 

marketing and PR expert also claim that this is where social media and Facebook in particular 

gained a lot of traction because it is complimentary. 

The Marketing and PR expert A then expanded his views: 

“Many agencies were shut down and other merged with other agencies. What happened to the 

company I worked for was that they invited different lecturers that came and taught the employees 

about social media.” 

This quote can be tied in on some of the other responses that we received. A lack of knowledge 

about social media marketing and digital marketing in general seem to have caused a significant 

amount of headache for many people in the business according to the interviewees. This forced 

them to adapt. 

“The most obvious, most of all marketing agencies changed their name and concepts from 

“advertising agencies” to “communications agencies”.” Marketing and PR expert A 

A stepping-stone in the process of adapting to this new phenomenon was some esthetical changes 

such as changing the name of the agency. According to the Marketing and PR expert A the word 

“advertising” was looked down upon and forced many agencies to include the word 

“communication” in their title instead. 

5.2.1 Theoretical key inputs 

In what ways the different firms has chosen to adapt to the changes within the marketing segment 

since the introduction of digital marketing diverges. Recently the Internet has shifted in the 

direction of user-driven content including blogs, video-sharing websites and social media sites 

(Smith, 2009).  

Smith also argues that companies that embrace social media will inevitably prosper and that we are 

only standing in the starting blocks of the social media evolution. More and more content are going 

to movie into the web, making it crucial for companies to have their presence known online. 
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In spite of this one of the Business Firms that the authors interviewed considered the use of social 

media marketing relevant for their particular field, even if the most of their customers had not fully 

adopted the new communication technology.  

Alas this might change in the future, according to social media giant Facebook, their fastest growing 

demographic is users who are older than 55 years old (Learmonth, 2009). 

However this was not the more popular opinion among the respondents since several of them had 

chosen to fully implement digital marketing in their businesses. One of the respondents even 

claimed that the unwillingness of adapting to digital marketing did cost a lot of their competitors 

their entire business.  

Most respondents agreed over the importance of adapting to new trends such as new social media 

and even though Business Firm A claimed that his consumers was not up to date (due to their old 

age for instance) with the communication technology needed to reach them via social media, studies 

show that social media user keep getting older and perhaps sometime soon will be a part of that 

target audience (Learmonth, 2009).   

Marketing Agency A brings up the consumers use of smartphones and that they are approachable 

in a way that they did not use to be. The importance of not only be able to have a website on the 

internet, but also having the website being optimized for smartphone usage is immensely important 

if the firm does not want to miss out on a huge market. In fact 57% of mobile users claim to have 

had a bad experience on their mobile phones, which lead to them not wanting to recommend the 

brand that they visited. Furthermore 40% would instead go to a competitor if they had a bad 

experience when visiting an inferior website on their phone. (O’reilly, 2012) 

This is aligned with what the Marketing agency states in the interview, when changes are happening 

it forces everyone to re-think their strategies and go online. He also states that his customers (being 

firms in need of online marketing strategy) getting more aware of the importance of having a 

website and being present online. They do seek to understand why their websites does not get as 

much traffic as they would like and thereby try to seek the answers behind it. 

5.3 The consumers’ reactions to the changes 

Since the researchers are investigating the research questions from different perspectives, both 

firms, marketing agencies but also the third perspective from a Marketing and PR expert, the type 

of consumers are different. The respondents that are representing the firms, their consumers differs 

from having both other firms as customers as well as private citizens. The marketing agencies have 

other firms as customers and the Marketing and PR expert speaks of his consumers as being private 

citizens, but in the early years other firms. This is important to have in mind when speaking of the 

consumers’ reaction to changes, our empirical findings show that they are very different and this is 

the reason why.  
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“Our customers’ needs have not changed at all. This is due to our customers not being familiar 

with the technical development.” Business Firm A 

Since the major changes that was precious spoken of was the digital development, the above quote 

confirms that his clients’ needs have not changed and this is because of their lack of knowledge 

and engagement with the technical development.  

However, Business firm B, mentions that her customers’ needs have changed. She points out that 

the need of interaction from the firms have increased. “The customers’ demand for an integration 

with the firms have grown.” Business Firm B. Her customers are differs from being both other 

firms as well as customers (see Appendix 2).  

The following marketing agency is speaking about the reason behind the change in needs in his 

customers. He is not only speaking of the changes/ development regarding the marketing landscape 

towards digital media as an only factor. He mentions that his clients’ competitors have applied the 

online strategies to their marketing plan and this has also been a reason why his clients’ need to 

join suddenly has increased. 

“When their competition is starting to get rough they need to stay a head of the game, this is 

regarding the strategies online.” He continues: “So yeah, it has affected us positively, because the 

changes are almost forcing them to take help from us.” Marketing Agency A 

The Marketing and PR expert’s consumers are as all of the respondents’ customers (beside Business 

Firm A) demanding the firm to have a high presence online. 

“Our customers are end consumers and regular citizen. They are demanding our existence in their 

channels. The game rules have changed, and they have the power” Marketing and PR expert A 

When the marketing agency was asked what he thought was the most important marketing tools is 

today he gave an interesting answer: “I would be balled and say, that the one and mainly thing is 

the customer.”& “How is the customer finding me? Are the customers searching for me or not? 

Are they able to find me on the search engines or not?” He sees the customers as his marketing 

tools as he uses them and the questions about them to create an online strategy.  

5.3.1 Theoretical key inputs 

The core of Consumer Behavior is that he consumers’ needs and wants are the most important to 

them and it is thereby crucial for the marketers to meet their needs in order to become successful 

(Solomon et al., 2013). Regarding the respondents from the interview, a clear correlation between 

the needs of their clients and their own adaption of the digital media. All of the respondents’ clients 

who’s needs are for the firms to have a good presence online, all of those respondents’ firms have 

a presence online. The only respondent that did does not have a presence online is Business firm 

A, but his current clients are not demanding it either. An interesting input from the same interview 

is that he is later on talking about applying an online marketing strategy (see the Interview 
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Transcripts in Appendix 2), even though his clients do not demand it, but this is to attract a different 

type of clients.  

The marketing agency said that he uses the customers as his most important marketing tools. He is 

developing marketing strategies depending on them and their needs. This is also direct aligned with 

what Carlos (2006) discusses in his journal. He points out that marketing agencies now are 

interesting in emerging in digital, due to the consumers’ behavior being of importance to the 

marketers. (Carlos, 2006) 

Laermonth (2009) is stressing the importance of marketers’ ability to change and that the internet 

and social media is the reason behind the importance of it. Marketers’ ability to adapt to changes 

are crucial (Learmonth, 2009) in order to stay relevant in the market. This is also the same 

perception that the Marketing Agency A has, his job is to help other firms to “stay a head of the 

game” as he puts it. His purpose with his business is to help other firms to adapt to the digital media 

changes through developing an online strategy for them, including webpages, search optimized 

solutions (see Appendix 2). The majority of the respondents show that they have changed and 

adapted to their consumers’ needs.  

5.4 Firms seeking professional help 

This question is a follow up to the previous ones that were in regard to the changes that has 

happened because of digital marketing. The question is whether the lack of knowledge within the 

field of digital marketing has led to the respective firms looking outside for professional help. 

“We are actually in the process to seek professional helping. This is because we want to attract 

other kind of customers, we want to change the level of our customer base.” Business Firm A 

Business Firm A shows interest in receiving outside help from professionals. Business Firm A 

perceives this as a way of expanding their customer base and attract different kind of customers.  

The researchers wanted to know the reasons behind why they seek professional help and he stated: 

“The biggest reason why we are seeking professional help to attract the new customers is due to 

lack of time and lack of knowledge about digital media and marketing on the internet.” Business 

Firm A 

The above quote leads us back to why the question was asked. In order to investigate if firms’ lack 

of knowledge is something that is keeping them back from fully implement a digital marketing 

strategy. Business Firm A seems to strengthen this theory by saying just that. 

The same question was asked to Business Firm B: 

“I do not need to pay a professional digital media marketer to tell me how to handle Facebook, 

Instagram or even Google. The only reason I would hire a professional to handle my marketing 
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would be if I would lack the time to do it myself. My business is not that big yet, I can handle 

everything myself.” 

Business Firm B in contrast to Business Firm A seem confident in their skill of using social media 

and other platforms for digital marketing, although Business Firm B would consider to look for 

outside help for a different reason. In case the business expands and the number of tasks become 

too great, receiving outside help could be an option. 

Even though the Marketing and PR expert is not the owner of the firm he works for, the researchers 

still wanted to know his perception on seeking professional help regarding marketing and online 

marketing strategies to be more specific. His answer was interesting: 

“The relevant marketing agencies should offer to build up the social platforms and the digital 

media channels.  This could be demanded by companies with an older generation (born in the 40’s), 

due to their gaps in knowledge regarding the digital part. The problem for agencies is however the 

younger generation (born in the 80’s), we are experts within the digital part because we are the 

frequent users of the digital channels. It is therefore important for the marketing agencies to have 

more to offer. Because in the end, everyone will surely be able to create a thousands of Facebook 

ads or use Google AdWords. The marketing agencies have to be able to adopt to the upcoming 

change. I believe that in a couple of years the creative part will be the only part that matters, to 

write, to produce content, relevant movies, relevant podcasts, text and so on. When you work for a 

company, it is important to maintain a good image. It is thereby important for the content to be 

double-checked before publications on the channels. An important part is for the content to be 

creative that will regularly be published. When someone wrote something bad about the company 

that I work for, I always contact my “crisis marketing agencies” to get help with second pair of 

eyes to check my content objectively. The communication agencies started off with the creative part, 

started thereafter to focus on traditional marketing, but it feels like it is slowly coming back.”  

5.4.1 Theoretical key inputs 

The urge for the respondent firms to search out professional help in regards to digital marketing 

differs quite a bit, while one firm has not only considered it, but is currently looking for alternatives 

the other firms does not so a lot of purpose in doing so at this time, much because of the lack of 

time or the knowledge-gap they have.  

According to research the company that shows interest in finding professional help could surely 

benefit from doing so. A well-made digital marketing strategy could reach a vast number of 

consumer and even create a own community around the company by letting the customers share 

opinions on the company by establishing message boards and conduct surveys. Most important is 

to have a two-way communication between the company and its customers (Smith, 2009). 

Companies’ fear of fully implementing a digital marketing strategy could be related to the fact that 

many consumers look down on the way many marketers implement their online marketing. 

Especially in regards to privacy violations that occurs when for example a company or 
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communication agency gathers data about an Internet user without his or her knowledge. Therefore, 

it is immensely important for a company to be clear and have an open dialogue with their potential 

consumers so that this does not occur (Christiansen, 2011). 

The fear that many corporations feel regarding the ups and downs (downs in the case) may lead to 

a number of companies and entrepreneurs seeking help from professionals (marketing and 

communication agencies), thus the authors found it important to get input from people who work 

within the field, as well as their potential clients. The privacy violation is nothing that either of the 

respondents mentioned.  

The two respondents also differ in how confident they are of their own knowledge of digital 

marketing, since the firm that claims to lack experience and prior knowledge about digital 

marketing is also the only one who is searching out professional help the importance of prior 

experience have proven to be important in this case. 

The marketing and PR expert had an important statement however, he states that the older 

generation is the one who lack knowledge and thereby demand the help of professionals. He 

continues and says that the younger generations have more experience with the digital platforms 

and are thereby not in need of outside help. Learmonth (2009) states that according to Facebook, 

their fastest growing demographics is users who are older than 55 years old.  

Business firm B does claims that she does not need the professional help as well, the researchers 

will in the analysis discuss the reasons behind why this is interesting.  

5.5 The purpose of Marketing Agencies 

Lastly, the Marketing and PR expert was asked what they felt that the purpose of marketing 

agencies today is. The following quotes are the responses to that. 

“The relevant marketing agencies should offer to build up the social platforms and the digital 

media channels.  This could be demanded by companies with an older generation (born in the 40’s), 

due to their gaps in knowledge regarding the digital part. The problem for agencies is however the 

younger generation (born in the 80’s), we are experts within the digital part because we are the 

frequent users of the digital channels.” Marketing and PR expert A 

The factor of the age groups has been discussed in previous responses by several of the 

interviewees. The marketing and PR expert claims that it is more difficult to satisfy a younger age 

group since they in a general sense possesses more in debt knowledge in regards to the technology 

that is used in digital marketing. 

The Marketing and PR expert continues: 
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“Because in the end, everyone will surely be able to create a thousands of Facebook ads or use 

Google AdWords. The marketing agencies have to be able to adopt to the upcoming change.” 

Marketing and PR Expert A 

This quote is in regards to adaption. As the public (consumers) gains more knowledge about digital 

media, the expert must stay ahead otherwise they will not have anything special to bring to the 

table. The experts must always find new ways for their customers to stand out. 

“The communication agencies started off with the creative part, started thereafter to focus on 

traditional marketing, but it feels like it is slowly coming back.” Marketing and PR Expert A 

As more marketing agencies gather most of their recourses on digital marketing, other marketing 

agencies have discovered that consumer who is attracted to a more traditional marketing approach 

exists. According to the Marketing and PR Expert a staggering amount of firms are going back to 

a more traditional marketing approach. 

5.5.1 Theoretical Key Input 

The respondent raises concern about the future of the profession since many of the consumers are 

getting increasingly knowledgeable within the subject.  

Judging by the empirical data there is reason for the Marketing and PR Experts concern. The users 

of social media have increased immensely the recent years and they are becoming increasingly tech 

savvy (Smith, 2009). 

Since studies show that when consumers use devices such as smartphones on a regular basis, the 

trust of digital marketing supplied via these types of devices also goes up (Jayawardhena et al., 

2009).  Thus the consumers increasing knowledge in digital medias also supplies some benefits for 

the marketers in contrast to the previously touched upon downsides, making the whole issue into a 

double-edged sword.  

In conclusion, the respondents does not look at the future of the profession as obsolete, instead the 

Marketing and PR Expert encourages the profession to grow and evolve quicker than the 

consumers, so that they can bring something new to the table. 

It is suggested that professionals embrace all aspects of digital marketing including all different 

social media platforms (Smith, 2009). This includes everything from blogs, educational websites, 

video-streaming sites and all sorts of social websites in order to stay relevant in an ever evolving 

field of work (Smith, 2009).  
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6 Discussion & Conclusion 

The previous section has dealt with the authors’ empirical data to purpose and research questions 

exclusively with regards to the theoretical framework. This section will discuss the findings and 

analysis through the researchers’ point of view and interpretations. The conclusions of the thesis 

will also be presented in this section and are derived from the discussions. This whole section will 

be discussed in sections of the research questions. 

6.1 Part one 

The first research question is “How has the marketing landscape changed through the years 

towards digital media?” and this topic in the findings & analysis part discussed this through an 

empirical and theoretical point of view.   

All of the respondents showed coherent perception of the digital media taken over the landscape of 

marketing, the presence of the digital media has, as stated before, not gone unnoticed. The 

importance of marketing strategies online was emphasized from all respondents. It is not the matter 

of and if the presence of digital media has been noticed, because that is a fact – the digital marketing 

has taken over. However, it is the matter of what features that the digital marketing world are 

offering that are relevant for each firm. Many different aspects were brought up, everything from 

it being a cheaper and more efficient way to communicate and reach out to the customers, rather 

than traditional marketing. As well as it is easily being shared by the consumers due to its 

availability.  

An important thing brought up is that one of the respondents (Marketing and PR expert A) said that 

there has been a shift in the power. The consumers have the power today. And, it is them who are 

demanding firms to be present online. This is according the Consumer Behavior perfectly 

acceptable, and for firms to be successful it is crucial that their consumers’ needs are being met.  

In conclusion, the majority of consumers today are demanding a two-way communication and this 

is demanded in the digital channels, in order for the firms to be successful they need to meet their 

consumers’ needs and go online.  

One very interesting quote from one of the interviewees (Marketing Agency A) was a balled claim 

that firms that do not have an online marketing strategy is facing losses. However, one of the 

respondents that the researchers interviewed did not have a marketing strategy online, in fact they 

claim that they have never done any kind of advertising at all. Still, their customer base was huge, 

and they gained all of their customers only through Word-Of-Mouth. This is a direct contradiction 

to what the Marketing Agency A have stated. The business firm A did not suffer any losses even 

though they not having an online marketing strategy, this is due to their customers not being online. 

They do however plan to go online, this is due to their not being pleased with the customers that 

they have and wanting to attract other customers that have a higher level of competence. This is 
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because that their current customers not demanding a higher level of services (that the firm still 

offers). 

The marketing and PR expert mentioned that his perception of the most important marketing tools 

today are two concrete things: the whole ecosystem of Google and Facebook. The marketing and 

PR expert did in some way agree with the marketing agency by saying that the  

Another interesting part was that one of the participants having said that his most important 

marketing tool is the customer. It should not matter how a marketing landscape is changing, that 

should never be the prime focus. If you use a customer as your marketing tool then you will be 

pushed to adapt to its needs even though the landscape is changing. In this way, the firms will 

always stay ahead. Where are your customers? How can you reach them? How can they find you? 

How can they reach you?  

In conclusion, the most important marketing tools today are different online marketing tools, the 

whole ecosystem of Google and Facebook. At the same time, using their customers as their marketing 

guide to see what the firms need to adapt to fulfill their needs.  

6.2 Part two 

The second research question is “How have the marketing agencies and business firms adapted to 

the changes?” And this topic in the Findings & Analysis part discussed this through an empirical 

and theoretical point of view.   

Although all the respondents were well aware of digital marketing as a concept, the way in which 

they percept it varied quite a bit. As mentioned in the previous discussion Business Firm A did not 

use any form of digital marketing at the time of the interview with the motivation that the consumers 

in general are loyal to firm of which they have previously acquired the service. This might seem a 

bit odd judging by the fact that the other respondents both used digital marketing in several different 

ways and also preached its current importance as well as how it will continue to grow in the future. 

It should also be emphasized that Business Firm A did see the upsides of digital marketing by 

stating that it is both cost efficient and the opportunity for the users of different social media sites 

to share for example an advertisement or a company’s Facebook page, making it possible for a lot 

of people to see it through the word of mouth. 

In conclusion, both firms that responded to the research question regarding how they adopted to the 

changes in digital marketing answered that they had considered it. Business Firm A had not 

implemented any form of digital marketing yet, but had considered it and were in the process of 

retrieving professional help on the subject. Business Firm B on the other hand, were already using 

digital marketing in the form of social media channels and claimed it to be an important platform for 

communicating with her customers. 

According to the marketing and PR expert A the most dramatic change happened around 2009 after 

the economic crash. When it felt as if everyone was working on a budget the urge of using Facebook 
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surfaced, mostly because Facebook did not cost anything to use. Most communication firms had to 

adapt by using Facebook in order to stay alive. He does also mention that most marketing agencies 

changed their name to “communication agencies” rather than “advertising/ marketing agencies”. 

The Marketing Agency A on the other hand claims to not having to adapt too much to the new 

technology. Instead they are always making sure to be on the front edge of new technology in 

regards to digital marketing. Marketing Agency A consider this to be important so that they can 

always give their customers up to date consultations.  

In conclusion, having digital marketing as a part of your profession compels you to be on the forefront 

of the technology and trends that regards digital marketing. Judging by the responses both Marketing 

and PR expert A and The Marketing Agency A have adapted to digital marketing to some degree. While 

The Marketing and PR expert A had to implement the use of social media marketing in their repertoire. 

The Marketing Agency A has made sure to be on the forefront of digital media trends much since its 

inception. Marketing agencies have today adapted to the changes by instead calling their firms 

“communication agencies” rather than “marketing/ advertising agencies. 

6.3 Part three 

The third research question is “Do firms still seek professional help (marketing agencies) with 

digital marketing, if yes, why?” And this topic in the Findings & Analysis part discussed this 

through an empirical and theoretical point of view.   

It has been established previously in this thesis that one must keep up with the latest trends and 

technologies in order to run a successful digital marketing strategy. For business owners it can be 

though to both keep track of the latest social media trends whilst also running a company. Therefore 

an increasing number of firms’ choses to seek professional help. The two business firms that the 

authors interviewed proved to have different ideas on the subject.  

Business Firm A was in the process of seeking professional help at the time of the interview. 

Business Firm A was interested in a new type of customer base. They felt that the current one was 

a little to juvenile, therefore they wanted help in order for a more mature customer base to find 

them. The reason why Business Firm A wanted to seek out professional help was because a lack of 

knowledge regarding digital media and marketing on the internet in general, they wanted someone 

who knows what they are doing. Also Business Firm A is in a quite different position from most 

companies since in general corporation main goal is to receive as many new customers as possible 

regardless of age group. However Business Firm A looks to seek out a specific group of people 

online that they find relevant for their business. Therefore it is of great importance that the 

communication firm is knowledgeable enough to acquire these sorts of customers for their client. 

Marketing and PR expert did seek professional help, only regarding double-checking the content 

of his posts before publishing it on the social media. He uses the marketing agencies as a “second 

pairs of eyes”. 
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In conclusion, it is clear by the authors’ findings that firms might seek professional help, however 

because of different reasons. As the firm in the previous example was looking for a specific group of 

consumers other companies might simply want help with double-checking the contents before 

publishing anything.  

Business Firm B on the other hand does not find any urge to seek out professional help at the 

moment since all they acquire knowledge on how to use social media for marketing purposes. 

Although Business Firm B does not rule out to hire a professional in the future, not for the same 

reason as Business Firm A that would do it for the knowledge. Instead Business Firm B would do 

it if it becomes too time consuming. 

In conclusion, as it has been stated before there are several different reasons for companies to seek out 

professional help, be it to save time or to receive consultations. As digital marketing keeps evolving the 

need for expert knowledge is surely not going away. 

Business firm B states that she does not need to hire a professional to tell her how to handle social 

media. At the same time, marketing and PR expert states that the need of seeking professional help 

is only demanded by the older generation who lack the knowledge. Business firm A was the only 

business from the empirical findings who was positive towards seeking professional help, this was 

due to the lack of knowledge. The factors that could be behind this could maybe be the size of the 

firms, when looking in to the information of each respondent in the method, it is not possible to see 

a correlation within the sizes of the firms, seeking professional help. Business firm A is a medium 

sized, Business firm B is a small sized firm and Marketing and PR expert has worked for big firms. 

The marketing agency states that his customers contains of small and medium sized firms. So if the 

size of the firms do not have a significant relevance, maybe the age of the employees and CEO’s 

of each firm does have an impact. Business firm B and Marketing and PR expert is of the younger 

generation and they both do not seek professional help. Business firm A is of the older generation 

and do want to seek professional help with their online marketing. This could be an important 

factor, however it could be seen as contradicting what Learmonth (2009) describes in his article. 

He states that Facebooks oldest growing users are older than 55 years.  

The researchers still however feel that it could exist a correlation between the older generation and the 

knowledge gap and that this is the biggest reason why firms still seek professional help with their online 

marketing strategies.   
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7 Limitations  

Here the authors want to share the limitations they encountered when studying digital marketing 

and companies’ struggle to stay relevant. The authors explained earlier in the thesis that they 

discovered that the studies in how companies and especially marketing agencies related to the 

phenomenon of digital marketing were lacking.  

In order to counteract this the authors established four phone-interviews with different actors within 

the marketing sector. Even though the interviews contributed to substantial information, the 

limitations of the qualitative approach hindered the authors from conducting more interviews that 

perhaps would have given more substantial information. On the other hand constituting more 

interviews could also show to be time consuming without contributing to any new relevant 

information. That is why the authors took the decision not to exceed the number of interviews over 

the already existing amount.  

Another limitation is that the qualitative research was not combined with a quantitative research. 

The findings would be more reliable if the study was a combination of an exploratory and a 

descriptive analysis. However, due to time limitation, this could not be done in this paper.  

8 Contributions 

This paper has provided with some theoretical contributions as well as practical contributions. The 

theoretical findings from this paper suggests that there might be some correlations between the age 

of the employees and CEO’s of different business firms and the knowledge gap. In which is 

affecting the demand of seeking professional (help of marketing agencies) help in applying a digital 

marketing strategy. It has been found that the younger generation of CEO’s and employees feel that 

they do not need professional help in applying this. Another correlation is that the size of the firms 

might have an impact behind the demand of seeking professional help as well.  

Moreover, since consumers demand a two-way communication today, different marketing firms 

have adapted by changing their approach from an “advertising and marketing firm” to a 

“communication firm”. Business firms have adapted through applying digital media marketing by 

increasing their presence on social media platforms.  

Practical contributions that business firms might gain from this paper is to get an insight on how 

other business firms have adapted regarding digital media channels.  They can see that other 

business firms have been able to attract their ideal customers, they can reach out to them by 

engaging in a two-way communication, it is found to be cost-efficient as well as easy to apply by 

yourself.  
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Marketing agencies can adapt by offer digital communication solutions for their customers (other 

business firms) rather than only offer help with traditional marketing. In this way, they will find a 

way to stay relevant in a time of digital media as well. 

9 Suggestions for Future Research 

Since research on the topic of digital marketing is still at its inception, additional empirical studies 

are urgent for researchers who wish to establish a more comprehensive evidence base. Future 

studies of the marketing agencies adjustments and affected by digital media are encouraged in order 

to validate the findings found in this thesis, but also to overcome its deficiencies. This section exists 

in order to provide the reader with suggestions for future research that can build or at least be 

inspired by the findings contributed in this thesis. 

The first issue that the authors would like to address is the fact that because digital marketing is a 

constantly changing and developing media, research on it should be treated the same. Data that 

might have been true regarding digital marketing at one point could be completely different today. 

Therefore the use of contemporary and reliable empirical findings is of great importance.  For 

instance, Smith (2009) stresses the fact that “Research companies that evolve with the social media 

space and embrace it in all the ways will increasingly prosper”; the authors can only agree that this 

also can be in regards to academic researchers. 

Furthermore, considering that the authors have chosen to do an exploratory study and by only using 

old literature combined with semi-structured interviews, the paper lack the data to portray an 

accurate picture of the situation. The authors urge other researchers to combine exploratory and 

descriptive studies in order to further investigate in the matter. An even more substantial base of 

data could thus strengthen the findings in this thesis even more and thereby also strengthening the 

importance of digital marketing in general. 

It has been established previously in this thesis that the social interactive content that can be found 

online offers a great deal of engagement that cannot be done through traditional marketing 

platforms (Calder et al., 2009). Since digital marketing is a fairly new phenomenon and therefore 

the effectiveness of it has not been measured in the same extent as said traditional platforms. 

Accordingly this thesis could be used as a stepping-stone for researchers who more thoroughly wish 

to exanimate the effectiveness of the engaging content. As researchers gain an increasing amount 

of data on the effectiveness on social interactive content so will the points made in this thesis be 

empowered even more, it could also lead to the points being disproven.  

It should also be mentioned that most of the studies found in this thesis has been secluded to the 

“western world”. Since digital marketing forces the user to have access to an Internet connection 

as well as the correct tools for using it, if the studies had been carried out in a part of the world 

where Internet usage was scarcer. The findings would most likely be entirely different- the authors 

therefore encourage future researchers to investigate the usage of digital marketing in more 
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underdeveloped parts of the world so that a comparative study can be conducted. Another factor to 

take into account is that this thesis has mainly targeted the English speaking world, hence future 

research on digital marketing within other language and culturally different markets could 

definitely bring new interesting findings to the table. 
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APPENDICES 

APPENDIX 1 – INTERVIEW GUIDE 

Interview guide – semi-structured interviews 

Table 6 Interview guide 

 

 

1. How has the marketing environment changed through the years due to digital media? 

2. How has your marketing agency adapted to these changes? 

3. Who are your customers? 

4. How has these changes affected your customers’ needs? 

5. How has the competition in your market adopted to these changes? 

6. What do you believe are the most important marketing tools today? 

7. Do you have anything else to add to the matter? 

 

 

1. How has the marketing environment changed through the years due to digital media? 

2. How has your business firm adapted to these changes? 

3. Who are your customers? 

4. How has these changes affected your customers’ needs? 

5. How would you feel about seeking professional help regarding these changes? 

6. Do you have anything else to add to this matter? 

 

 

1. How long have you been working with marketing? 

2. How has the marketing environment changed through the years due to digital media? 

3. How has it affected the company you have been working for?  

4. Who are your customers? 

5. How has these changes affected your customers’ needs? 

6. How has the competition in your market adopted to these changes? 

7. What do you believe are the purpose of marketing agencies today? 

8. Do you have anything else to add to this matter? 

 

  

QUESTIONS FOR MARKETING AGENCIES 

 

QUESTIONS FOR BUSINESS FIRMS 

QUESTIONS FOR MARKETING AND PR EXPERTS 
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APPENDIX 2 – INTERVIEW TRANSCRIPTS 

INTERVIEW TRANSCRIPTS 

Table 7 Interview transcripts 

MARKETING AND PR EXPERT A 

How long have you been working with marketing? 

I have been working within the marketing field for almost 10 years.  

How has the marketing environment changed through the years due to digital media? 

A shift or change where taking place for 7-8 years ago, the traditional digital channels where the ones 

used. One could buy a banner, web-TV chapter, pay for amount of clicks and so on (traditional digital 

marketing). That is not the case today. The actual type today is “earned media”, the importance is the 

content and through different social media tools as campaign pages, competitions, the customers will be 

able to spread the information. Customers seek recognition in social media channels, and they do not 

wish for a one-way communication. The primary media is the social media. The customers have the 

power today, it is a two-way communication.   

How has it affected the company you have been working for? 

I remember that I started of working as a media-seller within web, web magazines, radio and TV4. It was 

really easy to sell in the beginning, my sales went up to 300,000 SEK per month. However, it was difficult 

after the crash in 2009 and the sales were instead 50,000 SEK per month at the best. Marketing budgets 

where dramatically reduced everywhere, especially in our company where I worked. This led to the raise 

of Facebook, and it became popular due to it being free. Many agencies were shut down and other merged 

with other agencies. What happened to the company I worked for was that they invited different lecturers 

that came and taught the employees about social media. The funny thing was that our CEO thought that 

the company would survive through the sales without the help of social media. Facebook became the 

strongest at 2012.  

The most obvious, most of all marketing agencies changed their name and concepts from “advertising 

agencies” to “communications agencies”. Advertising is a bit "ugly" to say today, communication sounds 

better: think - know - understanding - change. 

Who are your customers? 

Our customers are end consumers and regular citizen. 

How has the changes affected your customers’ needs? 

They are demanding our existence in their channels. The game rules have changed, and they have the 

power. Our target audience is broad and we have to be present both within digital media but also within 

traditional channels.  

How has the competition in your market adopted to these changes? 

I work in Stockholm Stad and it is a county, it is thereby very hard to say. But we had a strong competition 

at my previous employment. When the economic crisis happened, all the game rules disappeared and 

everyone stopped looking at what the other did. “We are headed to the same destiny, but there are no 

instructions”. That was the best time for me, I had an opportunity to be as creative I wanted. Any 

campaign I presented were put through. At the time, our firm were involved in both traditional marketing 

as well as digital media marketing. Other firms could either be involved in just digital media marketing 

and others with only traditional marketing.  

What do you believe are the most important marketing tools today? 

Two things, google AdWords (the whole ecosystem of google) and Facebook.  

What do you believe are the purpose of marketing agencies today? 

The relevant marketing agencies should offer to build up the social platforms and the digital media 

channels.  This could be demanded by companies with an older generation (born in the 40’s), due to their 

gaps in knowledge regarding the digital part. The problem for agencies is however the younger 

generation (born in the 80’s), we are experts within the digital part because we are the frequent users of 

the digital channels. It is therefore important for the marketing agencies to have more to offer. Because 

in the end, everyone will surely be able to create a thousands of Facebook ads or use Google AdWords. 
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The marketing agencies have to be able to adopt to the upcoming change. I believe that in a couple of 

years the creative part will be the only part that matters, to write, to produce content, relevant movies, 

relevant podcasts, text and so on. When you work for a company, it is important to maintain a good 

image. It is thereby important for the content to be double-checked before publications on the channels. 

An important part is for the content to be creative that will regularly be published. When someone wrote 

something bad about the company that I work for, I always contact my “crisis marketing agencies” to get 

help with second pair of eyes to check my content objectively. The communication agencies started off 

with the creative part, started thereafter to focus on traditional marketing, but it feels like it is slowly 

coming back.   

Do you have anything else to add to the matter? 

No. 

BUSINESS FIRM A 

How has the marketing environment changed through the years due to digital media? 

First and foremost is the matter of cost, it is much cheaper. When we were planning to advertise in 

magazines earlier it was very expensive. It is much more expensive to print advertisement on paper than 

to advertise on the internet. The second thing is that it is much more efficient to advertise today. If you 

were about to do an advertisement through a magazine, it is not convenient to share a physical magazine 

with your friends. However, if you were to do it through the internet, it is much easier for you to share it 

with friends. The spread is thereby much more efficient through the internet. 

How has your business firm adapted to these changes? 

 To be frank with you, we have never done any marketing, each customer we have gained is through 

word of mouth. In our branch and especially within the level that we are in, it would not matter to do that 

kind of marketing or advertising. Our current customers are not searching online in order to find an 

accounting agency. They look with their partners and friends. Also, our customers today do not know 

how to handle the internet. Generally, I believe that it is hard to acquire customers in this field, because 

if a firm is interested in a good accounting agency, they will not change accounting agency depending 

on the price. The only reason they would want to change is if their business has grown and are in the 

need of agencies that are very educated in the field of accounting. It goes the same way if a firm has 

shrunk and is not in need of an accounting agency due to the costs. That is where we come in, the majority 

of our customers are small agencies. 

Who are your customers? 

Our customers are other firms that are in need of bookkeepers. 

How has these changes affected your customers’ needs? 

Our customers’ needs have not changed at all. This is due to our customers not being familiar with the 

technical development. They will even come to us to print out paper, because they do not have a printer 

or because they do not how to use it or get printed paper on their own. Our customers are not on that 

level of technical consciousness, so they have not been affected at all.  

How would you feel about seeking professional help regarding these changes? 

We are actually in the process to seek professional help. This is because we want to attract other kind of 

customers, we want to change the level of our customer base. We want another type of customers, where 

they as companies are more mature and demand more advanced types of services. Because right now, 

we do have a lot of knowledge, knowledge that we did not have ten years ago. It is unfortunately nothing 

that our customers need due to the level that they are in. In order for us to increase our revenues, we need 

to replace our customer base, not the number of customers but the types of customers. The biggest reason 

why we are seeking professional help to attract the new customers is due to lack of time and lack of 

knowledge about digital media and marketing on the internet.   

Do you have anything else to ass to the matter? 

No. 

BUSINESS FIRM B 

How has the marketing environment changed through the years due to digital media? 

It feels like everything is on the internet now. Even though many businesses still use traditional 

marketing, it feels like they also have added the digital media part to their marketing plan as well. If 
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you ask me, the changes are major, all to availability, efficiency, costs and its simplicity. Everyone can 

do their own marketing through, for instance social media. There are cheap marketing ad-tools baked in 

different social media platforms, as Instagram and Facebook. They are really easy to use and as a user 

you are able to target your exact ideal customer. 

How has your business firm adapted to these changes? 

We haven’t done any changes to be honest, we haven’t existed that long. We started about two years ago 

and did implement the marketing through digital media directly. All the marketing that we have done has 

been through the internet. Due to the simplicity of usage, but also the cheap costs and efficiency to reach 

out to our customers at an instant. So I wouldn’t call it a change, more as an instant adaption to the 

changes. We use both Facebook, Instagram and we do have our own website and web shop. We have 

also used Google, to refer to our webpage when customers would search for specific keywords on 

Google.  

Who are your customers? 

I work with both B2C and B2B so my customers are both other firms as well as private consumers.  

How has these changes affected your customers’ needs? 

Well it feels like the customers’ needs regarding communication has affected. The customers’ demand 

for an integration with the firms have grown. They like pictures that firms are uploading, they share them, 

they participate in competitions that the firms have arranged, and they chat with the employees within 

the firms and ask questions directly on the firms’ Social Media pages. So I would say the demand 

regarding integration with the firms have grown. They also like the personalisation factor within these 

changes, they don’t feel like customers, they feel like persons when they’re able to have a “relationship” 

with the firms.  

How would you feel about seeking professional help regarding these changes? 

I would not do it. I handle it all by myself and there are no problems. It is cheap and efficient. It is easy 

to access and I can post an ad from my phone and target my preferred customers within 5 minutes. I have 

built my company only through the internet and the different Social Media platforms. Also, it is really 

easy to do your own research if I would have any questions. I do not need to pay a professional digital 

media marketer to tell me how to handle Facebook, Instagram or even Google. The only reason I would 

hire a professional to handle my marketing would be if I would lack the time to do it myself. My business 

is not that big yet, I can handle everything myself.  

MARKETING AGENCY A 

How has the marketing environment changed through the years due to digital media? 

Since the digital media has been the case for many years, I would not talk about the changes towards the 

digital media. This is because of the major changes that have happened within the digital media area. I 

have never worked with the traditional marketing media, I have only worked with digital media. I work 

with online marketing, so called Search Engine Optimization, creating websites and different advertising 

through the internet. What I have been witnessing the past few years up until now is that different sized 

firms, small, medium or large, that doesn’t have a strategy for online marketing have witnessing a lot of 

loss. I speak mainly out of my own experience regarding my customers. The major changes online have 

been the search engine initiative. And of course, we have to talk about Google. They have almost a 

market share of 70 % in the US, here in Sweden it is up to 90 % market share. Obviously, there are other 

actors as Yahoo and Bing. So when looking at google, we can see that Google has delivered one message 

to the firms over the past few years and that is: that your main focus should be on the customers. You 

have to understand your customers’ needs, you have to take care of your customers, you have to serve 

your customers a 100 %. 

How has your marketing agency adapted to these changes? 

April this year, we had an update from Google that said that “we are going to favor mobile friendly 

websites”. Nowadays when almost everyone has smartphones and are using them to find different 

businesses that they need. Obviously, google is telling their customers that you need to have a mobile 

optimized website so that your customers can find you.  Not so many changes to our strategy actually, 

basically because we have always delivered quality services to our customers that obviously do not need 

so much changes. We have always recommended our clients to have mobile optimized websites. We 

have always told our customers to have unique content on their websites, because google have always 
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recommended it for optimal search results and traffic to the websites. On top of that, we have also told 

our customers to always be grammatically correct when publishing anything online, better yet on their 

websites. So, since we have had this strategy since the beginning, it haven’t affected us a lot. The ones 

that have been hit are the firms that doesn’t have any online marketing strategies, they have to change 

them. 

Who are your customers? 

We have all kinds of customers, real estate’s customers, personal trainers, most of them are small and 

medium sized businesses. 

How has these changes affected your customers’ needs? 

Their needs have affected us positively. When their competition is starting to get rough they need to stay 

a head of the game, this is regarding the strategies online. We have to go for, not only a mobile optimized 

website, but we also need to have into consideration “okay, we need to help the business to convert more. 

So yeah, it has affected us positively, because the changes are almost forcing them to take help from us.  

How has the competition in your market adapted to these changes? 

Well, we see them adapting, but it is going really slow. Which is a good thing for us to be honest. Like I 

said, when more changes are happening it forced everyone to re-think their strategies and therefore go 

online. This is also for the current agencies that offer search optimized websites, but also customers that 

are now more aware – why doesn’t my website get traffic? Why isn’t it converted? Sometimes they find 

their answers themselves and take it to an agency to help them. 

What do you believe are the most important marketing tools today? 

I would be balled and say, that the one and mainly thing is the customer. Because, when you look at the 

customer you can see how to connect the dots. How is the customer finding me? Are the customers 

searching for me or not? Are they able to find me on the search engines or not? The next question to ask 

yourself is “if I have 1000 customers, how many of them have converted into a client of mine? 1 %, 10 

% 45 % blah blah? Why is it converting so low? So the main answer is to find the customer and answer 

the customer as well. 

Do you have anything else to add to the matter? 

No. 
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APPENDIX 3 – DATA CLEANING TABLE 

Figure 6 Data Cleaning part 1 
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Figure 7 Data Cleaning part 2 
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Figure 8 Data Cleaning part 3 


