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Abstract 

Social media is a marketing phenomenon that is growing very fast. Social media helps creating 
value for customers in broadcasting the advertising among social networks. Blog posts, vid-
eos, pictures, reviews and ratings all have a significant impact on marketing. The purpose of 
the thesis is to investigate how companies can achieve customer loyalty and customer rela-
tionship management using social media marketing and if companies can target new custom-
ers by social media. An inductive research approach was used in the study. Semi-structured 
interviews were performed with interviewees from two companies. A survey questionnaire 
was answered by 100 social media users which were also customers of the companies. The 
findings show that there are certain constraints in social media such as risk of user infor-
mation security when their information can be shared with the companies so that companies 
can do better marketing research. Word of mouth is spread on social media where new cus-
tomers are targeted. Social media is providing new channels for support, advertisement and 
acting as a news feed tool to keep customers up to date about recent events and news. The 
company stated that no extra resources were required to market on social media. 
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Due to rapid revisionary change in information technologies and its edge over traditional media 
technologies companies more and more adopt social media for their marketing. According to Ev-
ans (2012), traditional consumers are pushing back against traditional media which make compa-
nies to develop the online and integrated marketing strategy team. Social media is a marketing 
phenomenon which is growing very fast. Social media helps creating value in customers and broad-
casting the advertisement message among social networks. Blog posts, videos, pictures, reviews 
and ratings have a significant impact on marketing (Evans, 2012). Social media is an enabler in 
marketing where it provides a set of tools to get customer feedback and encourage them to use 
services by attracting them and keeping them engaged with the brand (Smith & Zook, 2011). It is 
very important to understand that social media does not mean only to create profile or upload a 
video such as YouTube. It is about how to create a variety of channels through which customers 
can connect to companies (Turner & Shah, 2011). Companies need to penetrate and broadcast 
their advertisement message in social networks so that they can reach targeted segments of the 
market. Companies are using social media, such as Facebook which have more than 250 million 
active users, and blogs are read by more than 346 million people. According to YouTube, more 
than 100 million viewers use their service every month and 14 million users are registered with 
Twitter. If companies do not use this opportunity to engage consumers with social media marketing 
they are losing a wonderful opportunity to attract consumers towards their products and services 
(Zarrella, 2010). 

According to Kotler (2002), marketing is a social and managerial process by which individuals and 
groups obtain what they need and want through creating and exchanging products and value with 
others. Marketing activities creates a relationship between suppliers and customers where compa-
nies are bound to satisfy the need of customer. Customer loyalty and trust is important for creating 
a good relationship between the parties. With the use of Internet, which is cost effective in targeting 
markets and reach individual customers, it is very important to create a positive word-of-mouth 
about the company, and thus, customer loyalty (Moore & Pareek, 2010). Marketing is a key aspect 
to read the customer’s attitude of mind and define a policy towards that attitude to create business 
value and profit. When taking marketing decisions, manager should think from the customer’s 
perspective and the decisions which will be carried out by managers should support customer sat-
isfaction and fulfill the customers need and give them their desired product and service. 

Nowadays companies are using social media for marketing. Social media is a platform where user 
generated content is shared among a community of different cultures and ethnic groups in different 
regions. The user generated media which is being shared is combination of text, pictures, videos, 
links, surveys, causes, games and new postings are being added daily. Social media represents col-
lective wisdom which is created by collective participation which has an influence on business 
objectives. Social media is a marketing channel which can influence a large number of people (Ev-
ans, 2012). 

  

1. Introduction 

1.1 Background 
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Competition is rising among businesses in term of creating value for customers for their services 
and products and companies are using alternative ways to reach their targeted markets. Though 
traditional methods are still in use, new methods of targeting new customers and keeping the ex-
isting customers is a challenge for the companies who want to stay in the market. Companies need 
to get customer loyalty in term of providing them with what they want and creating a trustworthy 
business relationship. Different kinds of social media services are used for targeting and attract 
customers but due to the rapid change in technology, it is challenging for companies to adopt the 
changing technology. Due to the change in technologies, sometimes all customers cannot be tar-
geted due to for example generation gap and lack of awareness. The new generation use the latest 
technology and older generations find it harder to adopt new methods. Therefore, it is a big chal-
lenge for companies to create reach those customers who are used to traditional marketing methods 
and find it hard to be involve in new marketing media and new technology. Social media is a new 
way of marketing, which gives benefits to companies as it is a very cost effective method of mar-
keting. As a result, it is very interesting to investigate the problem how companies can target new 
customers using social media in marketing and how they can target who are not active in using new 
technologies of social media. If companies are not successful in using social media as a marketing 
tool they cannot achieve the goal of customer loyalty and customer relationship management. It is 
also important to investigate the benefits of social media over traditional marketing. 

The purpose of the thesis is to investigate how companies can achieve the goal of customer loyalty 
and customer relationship management using social media marketing and if companies can target 
new customers by social media. Furthermore, the study investigates the effectiveness of social me-
dia to target different audience in terms of age groups. Hopefully, the results will help companies 
to achieve their goals of customer relationship management and customer loyalty and form a better 
marketing strategy to use social media as a marketing tool. 

Q1. What are the constraints in using social media marketing in order to improve customer rela-
tionship and loyalty? 

Q2. What advantages do social media marketing have over other marketing methods? 

Marketing: From social perspective “marketing is a social process by which individuals and group obtain what 
they need and want through creating, offering, and exchanging products and services of value freely with others” 
(Kotler, 2002). And from managerial perspective marketing is “the art of selling products” (Kotler, 2002). 

Social media: “A group of Internet-based applications that build on the ideological and technological foundations 
of Web 2.0, and that allow the creation and exchange of user-generated content" (Kaplan, Haenlein, 2010). 

Word-of-mouth: “the exchange of information about a product or service among people who are independent of 
the producer” (Silverman, 2011). 

1.2 Problem area 

1.3 Purpose 

1.4 Research Questions 

1.5 Definitions  
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Digital-marketing (e-marketing): “The use of internet and related digital information and communication 
technologies to achieve marketing objectives, digital marketing is the promotion of products or brands via one or more 
forms of electronic media” (Digital Marketing, 2014). 

Direct marketing: “any advertising activity which creates and exploits a direct relationship between you and 
your prospect or customer as an individual” (Bird, 2007). 

Customer relationship: “The process that identifies customers, creates customer knowledge, builds customer 
relationships, and shapes customers' perceptions of the firm and its products/ solutions” (The Sales Educators, 
2006) and “A CRM system is a process to compile information that increases understanding of how to manage an 
organization’s relationships with its customer” (Zikmund, McLeod & Gilbert, 2003). 

Customer loyalty: “Loyalty is the willingness of someone—a customer, an employee, a friend— to make an 
investment or personal sacrifice in order to strengthen a relationship” (Reichheld, 2003) 

The interviewees of this thesis are limited to two Swedish information technology based companies 
in Jönköping and Solna. Also the customers of these companies, who answered the questionnaire 
are from this area. This might limit the validity of the results to small and middle-sized Swedish 
information technology companies and their customers. 

  

1.6 Delimitations  
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According to Mangold and Faulds (2009), the utensils and tactics for corresponding with customers have altered 

extensively with the materialization of what is known to us as social media, also called consumer-generated media. 

Companies are adopting new media for attracting customers. However, the tools and strategies 

for communicating with customers have changed significantly with the advent of social media. 

Recent studies show that managers pursuing social media tools in small business chase the same 

approach as in larger businesses, but are different in media choice and strategies.  

 

 

Figure 2.1: Web 2.0, social media, and creative consumers (Berthon, Pitt, Plangger & Shapiro, 2012). 

Figure 2.1 shows the relationship between web 2.0, social media and creative consumers. With the 
advent of social media, the locus of power shifts from the firm to the collective and the locus of 
value production shifts form the firm to the consumer. As a result, social media is a powerful force 
which will change the marketing landscape and take it in new directions (Berthon, Pitt, Plangger & 
Shapiro, 2012). 

  

2 Theoretical frame of reference 

2.1 New Marketing Media 
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Social marketing and more conventional commercial marketing have much in common and require 
similar training, but each has its own set of rules, constraints, and required skills. Companies good 
at traditional marketing might not necessarily be good at social media marketing (Bloom & Novelli, 
1981). In traditional marketing, the main focal point is the marketing mix model of the 4Ps. Ac-
cording to McCarthy (1960), the 4Ps of marketing in the marketing mix model are Product, Price, 
and Place and Promotion with the time passage researchers add more “Ps” to the existing list of 
marketing “4Ps” like process, people and physical evidences forming a “7Ps” concept (Gilligan & 
Fifield, 1996). 

Social networks have existed since the day humans invented speech. We live in a connected world, 
a connected age, a human web and a ‘web society’. Public relations are very important no matter 
which media is used. Before, traditional media was used to maintain public relations, such as ad-
vertising by TV, newspaper ads, magazines, and telephone interviews asking for consumer satis-
faction. Currently, the Internet is playing a major role in maintaining public relations. Email services 
has been used for a long time. Social media is also playing a significant role in public relations. 
Social media is a link between companies and customers where not only companies maintain a 
relationship but also get important feedback for the improvement of their products and services 
(Van Dijk, 2012). 

According to Stone and Jacobs (2008), direct marketing is defined as “the interactive use of advertising 
media to stimulate an (immediate) behavior modification in such a way that this behavior can be tracked, recorded, 
analyzed and stored on a database for future retrieval and use”. Direct marking is needed by companies to 
create an impact in the market, especially when there are many competitors. Direct marketing is 
very effective but at the same time very costly. That is why the Internet is a new key to improve 
marketing information and target the right customer, while using less resources. Direct marketing 
is useful and creates maximum impact on the mind of targeted customers but alternative methods 
are very important to minimize the budget and get maximum results. 

Web 1.0 technology was based on text, graphics and animations. Web 2.0 was introduced during 
the 2000s giving opportunity to user created content and, as a result, social media. According to 
Young and Simon (2005), the art of learning, listening and sharing is being transformed through 
the fusion of communications, electronic, computer, and media technologies such as social web 
Facebook, Twitter, MySpace and content sharing platforms Blogs, Wikis, Diigo, Google Docs, 
Nigs and high performance computing networks. Social media enhance interaction between users 
and companies unlike web 1.0, where sharing and user generated content was unorganized and the 
ability to create collective intelligence in the form of human networking and sharing was missing. 

 

2.2 The conventional marketing mix and social media 

2.3 Public Relations via New Media 

2.4 Direct Marketing 

2.5 Web 2.0  
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Figure 2.2: Web 2.0 features (web marketing, 2014). 

Web 2.0 is collaborative information sharing platform from which millions of users can exchange 
knowledge, experience, and entertainment. Different features of the web 2.0 are shown in figure 
2.2 which shows the use of web 2.0 in different categories where it’s used and what are its functional 
attributes. User can choose what they share and where they share it. Web 2.0 has many interactive 
features which attract users to come together on a social media platform. In social media platforms, 
companies get a large number of users without paying any extra cost for marketing. They use web 
2.0 and social media as a tool to market their products. Not only are companies advertising their 
products and services. They are also providing support and creating customer relationships. With-
out the use of social media, companies cannot produce a credible impression, just like companies 
without a website cannot. Social media has become a major factor for presenting the image and 
identity of companies. Social media is not only a sharing platform but it is also a search. When 
using social media, we can search for people but also for company pages. Companies who want to 
be found via Google Search or any other web search can consider social media search also. New 
ideas and innovations are underway where companies can connect their internet business database 
to social media (Young & Simon, 2005). 

Marketing is a very important part of every business activity. Different businesses use different 
marketing techniques, and some businesses still use the old way of marketing by for example dis-
tributing flyers. Currently, electronic media is replacing the old marketing strategies of TV, Radio 
and other channels. As a result, social media and other internet marketing techniques are more and 
more used. Examples of traditional marketing and social media marketing are presented in figure 
2.3. the figure 2.3 shows that traditional marketing is TV, radio, magazines, billboards, newspaper 
where social media has introduced new form of marketing like blogs, forums and other online 
services such as YouTube. Marketing on the Internet save lot of resources of a firm compare to 

2.6 Traditional marketing versus social media  

marketing 
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other forms of marketing. E-marketing is considered to be a sub process of the overriding elec-
tronic commerce or electronic business process (McCole & Ramsey 2004). Electronic business is 
defined as an interactive digital technology which is used to administrate and control the online 
business of a firm (Gallagher, et al. 2007). 

 

 

Figure 2.3: Traditional marketing and social media (Social Media Marketing, 2014). 

In the early days of electronic business during the 1990s, many people held the view that Internet 
would decrease prices and profit margins. With the advent of intelligent agents that compare prices 
and service levels across competing retailers and list the cheapest offers, this development was 
further emphasized. In several studies researchers have found that, this competition led to lower 
prices and lower price dispersion in the online market (Clay et al., 2001).  
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Table 2.1: One to many and many-to-many marketing (Social Media Definition, 2011). 

 

With the increasing usage of digital media by consumers, more companies are using digital market-
ing to reach their target markets. By the end of 2010, the number of Internet users around the 
world will exceed 2 billion (Internet World Stats, 2010) and this vast information traffic will con-
tinue to double every 1–1.5 years (Kaynar & Amichai-Hamburger, 2008). Digital marketing is the 
practice of promoting products and services using digital distribution channels. Digital marketing 
is also referred to as e-marketing and includes digital or online advertising, which delivers marketing 
messages to customers. Companies are expected to spend more than $60 billion on digital adver-
tising by 2011 (Lane, 2008). Reaching consumers through digital media is considered to be the 
most promising field of development for marketing in the upcoming decade (Okazaki, Katsukura 
& Nishiyama, 2007). 

Making the Internet to be acknowledged as a feasible platform for e-commerce and e-marketing it 
is essential to establish a base of trust among the contributor. No doubt trust is important in making 
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proper policies, procedures and company assets (Furnell & Karweni, 1999). Internet consumers 
themselves also perceive that privacy and security are relevant problem (Miyazaki & Fernandez, 
2001). For the success of the new system, awareness in the consumer play a significant role (Ends-
ley & Garland, 2000). 

According to Van Dijk (2012): “The Quality and quantity of social relationships might improve if communi-
cation technology enables us to get in touch easily with almost everybody, even for long distances”. In this way new 
communications media may become a complete substitute for face to face communication causing 
the quality of communication to be diminished in certain aspects (Van Dijk, 2012). The impact of 
social media on public relations and corporate relations is profound.  

 

Figure 2.4: Social media and reputation management (Papworth, 2010). 

Building a positive reputation is a lower cost very important technique to attract new customers 
and creating value of our services in current customers. Strategic use of social media will help to 
develop new reputation in new customers (see figure 2.4). Bonilla (2010) give an example of the 
importance of social media: Dr. Henry Kikunaga from California had an idea of providing strong 
support to customers using a website and social media such as Facebook and Twitter. They also 
used the geo-location application Foursquare to keep in touch with the current customers and to 
find new potential customers. To be present and visible for the customers proved to be a strong 
competitive advantage.  

All people may not want to use email, or telephone to get the support. Some people are more 
willing to use social media for support and get efficient help rapidly. This can involve less number 

2.7 Social media are changing customer relationships  
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of resources and maximize customer satisfaction. It does not require extensive training for the staff 
to use social media so it is a very effective way to gain the reputation and create goodwill of the 
company among its customers. According to the Dr. Henry, he earned positive reputation just by 
showing their presence on online social media (Bonilla, 2010). Showing presence by being easily 
accessible creates positive posture towards customers who want to get information and help as 
soon as soon possible because everyone will not consider phone or email as a primary communi-
cation for support.  

As constantly increasing number of the users on social media such as 955 million active users 
claimed by Facebook companies are considering to use social media for their survival to stay in the 
market. There is a deep connection between customers, brand, brand loyalty and trust as we can 
see from the following model which is presented by McAlexander et al. (2002). Internet creates the 
relationship between companies and their new customers and companies’ goal is to keep this rela-
tionship long lasting for their survivals that is why customers’ loyalty is so important for the com-
panies. For customers. internet helped them to compare and select the services of their choice. 
Now they do not need to drive long distances to see the products of the companies and company 
to company for comparing. Just on one click they can get the list of the prices and they can compare 
and they can choose type of service and product they think are on better price or better quality.  

 

 

Figure 2.5: Brand and customer relationship (McAlexander et al., 2002). 

The figure 2.5 shows the relationship between marketer, customer, product and brand, how they 
are interlinked, for a successful business a good marketing strategy, brand, and product quality can 
satisfy the customer.  

 

2.8 Customer loyalty 
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Figure 2.6: conceptual model of customer loyalty (Senders, Govers & Neuts, 2013). 

The figure 2.6 is a customer loyalty conceptual model, which shows customer relationship with a 
tour operator customer satisfaction can be achieve with different factors of this relationship such 
as social benefits, confidence benefits, functional benefits, special treatment benefits, hedonic ben-
efits, these benefits together with word of mouth. These benefits and commitment to satisfy the 
customer help companies to achieve customer loyalty.  A good experience of customer can create 
a positive relationship between company and customer. Customer will think about this experience 
for new purchase and customer may need support also during purchase or if they get any problem 
with the service or product. A good support can create very major impact to enhance the customer 
experience. Now the need of the companies is to form a relationship between customers that will 
not require customer to open website every time they want. Social media feed may keep customers 
up to date using social media as marketing channel and this creates a valuable customer loyalty 
when customer remains in long term contact. Customers not only get latest updates but any activity 
of the company which attract the customers towards their new products or services will renew their 
memories about the company’s good experiences. The basic goal of companies to use marketing 
methods to create long term impact on the memories of the customers and make them realize that 
they are still in the market. According to Astrid, Robert, Bart (2013) travel and tourism companies 
were the early pioneer of providing online customer relationship management. Where they adopt 
the information technology to form customer relationship and find new possibilities and opportu-
nities for communication and enhancing the customer relationship. Customer reviews and insights 
are source of providing market intelligence via social media. On social media loyalty is formed by 
continues patronage and recommendation which is called word of mouth. Customer satisfaction is 
very important for the companies to achieve the loyalty. Anderson and Srinivasan (2003) describes 
the use of internet channels to satisfy the customers as e-satisfaction and e-loyalty. Social affiliation 
using social media companies create emotion relationship with the customers, which forms e-loy-
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alty while Customer’s e-satisfactions is achieved by the firm’s presence online (Anderson & Srini-
vasan, 2003). In the following figure Astrid, Robert, Bart (2013) draw the hypothesis for customer 
loyalty. 

2.1 A New Model for E-Marketing 

According to Hoffman and Novak (1997) that now a day’s world wide web is most popular me-

dium for marketing and rising commercial trends, also it is the first and recent global network of 

computer – mediated environment mentioned that recently world wide web play three important 

role, firstly it is virtual and act as a hypermedia atmosphere which allow both people and comput-

ers to interact with each other in a many to many environment. Secondly it provide customer 

competency in the virtual atmosphere and difficulties caused by the surrounding give ability that 

are not basically exists in the real world environment. Third important behavior of WWW is it 

energetically engages their network customer in two behaviors like net surfing and in online 

shopping. These two major trends made Web as an important and suitable place for commercial 

marketing (Hoffman, Novak, 1997). Table 2.2 shows the comparison of direct and internet mar-

keting with different factors, this table shows that response rate is very low on internet advertise-

ment but same time it’s the cheapest method as well.  

Table 2.2: Comparison of Direct and Internet Marketing Techniques (Email Marketing, 2014). 
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Basically World Wide Web is not a real replica of a real world, but actually is a substitute to the real 
world atmosphere. Some special form of interaction like “machine interaction” and “human inter-
action” have added a lot of value to made the web as a mainly renowned marketable medium in 
the last couple of years (Hoffman & Novak, 1995).Summarizing the above discussion that now a 
day’s World Wide Web give us a clear different medium for marketing as to that of traditional 
marketing media.  

It would not be wrong if we say that the basic foundation stone laid for social networks was the 
day when human invented the speech. According to Verhoef and Hoekstra (2002), there are two 
behavioral relationships: “customer Referrals and Number of services Purchased”. Customer referrals are 
those entities in which customer refer product or services to other customer and number of ser-
vices purchased are the calculation of diverse services bought by a consumer from different service 
provider which is describe it in the following figure. 

2.2 Marketing and age effects 
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Figure 2.7: The Effect of Relational Constructs on Customer Referrals and Number of Services Purchased from a 

Multiservice Provider: Does Age of Relationship Matter (Verhoef & Hoekstra, 2002). 

Figure 2.7 shows the age relationship with customer buying behavior. Marketers target specific age 
groups for specific products, which cannot be compared if any age group avoid online purchase, 
but same time different age groups can have different attitudes about online services and their way 
of adopting the online marketing and to achieve this goal trust, effective commitment, calculative 
commitment, satisfaction and payment equity is important, but some other factors can also attract 
customer which depends on other customer references and number of services purchased and 
previous experiences. No doubt social media has also unique attribute when it comes to promo-
tions roles, social media allow customer to chat, discuss with each other. (Mangold & Faulds, 2009). 
In this new digital era of technology we practice that new technological characteristics are changing 
public relation performing. According to Van Dijk (2012): “The Quality and quantity of social relation-
ships might improve if communication technology enables us to get in touch easily with almost everybody, even for long 
distances. we live in world that we have different networks around us in the form of human web and a society web 
and our way of communication are changing the way technology is changing.” Social media is changing people 
respond and Public relation directly or indirectly we can see in the following figure.  
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Figure 2.8: The network society: Social aspects of new media (Van Dijk, 2012). 

Figure 2.8 shows that use of social media can vary in different countries because culture, govern-

ment, technology can affect the usability of social media. 

Social media is an interactive section of entertainment, sharing, business marketing and it has many 
more advantages but there are some fears as well. Social media is a picture of the people’s personal 
life their likeness their unlikeness, their interests their views (Terry, 2010). Where social media gives 
the freedom of sharing information and user generated content there are fears that it can be not 
acceptable in many countries. Many countries have blocked YouTube some have blocked Face-
book and some have blocked different features of different social media. In some countries their 
laws cannot allow them to share information very openly. Even in democratic societies everybody 
would not like to expose all interests. In social media where it creates an interactive content to 
share interest and collaborate in causes for some people it will be an act of compromising their 
personal information security. Nowadays companies are using social media for screening their em-
ployee’s interests. Social media is also being used as background checks. There is a fear that people 
would hide their real identity to use social media which can cause a big damage to the companies 
which plans to use social media for marketing. If people will have fear that they can compromise 
their personal information security, this will remain a threat in further development of social net-
works. As hacking and cracking risks are always there but social media companies are taking their 
network security to the next level where they can assure the users that their personal data is safe 
(Terry, 2010). There is always risk for the users if their personal pictures or family information will 
be compromise. Social media companies have to make sure that users personal data security will 
not be compromised. Many lawyers are using social media for divorce cases (Terry, 2010). There 
are two major concerns related to social media security  

1. How information is shared among other users of social media. 
2. What information of the users shared to the third parties which are connected to the social 

media? 

The main purpose of social media is to share the information among the users but some users are 
unaware to which extend the information can be shared or what impacts will be after information 
will be shared. Some users are totally unaware about the privacy measures some may not have 
awareness of using all options of privacy tools provided by social media (Golbeck, 2013). Users are 
using privacy settings to restrict other users to not access selected information, but there is always 
possibility of being irresponsible behavior which can make troubles for the user who unintendedly 

2.3 Social media fears and risks 
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shared the information which that user would not share. Users may also have fear about the social 
media services. Users may be well aware of privacy tools and they use them. If users act in respon-
sible manner without compromising their privacy, there is no grantee that their private information 
is safe. Websites have been hacked and millions of the users’ data been exposed to the world (Gol-
beck, 2013). Users may unaware what kind of data is being collected and where it’s been used. 
Users may also be concerned if their data will be shared to the business companies till which extend 
their personal privacy will be safe. Companies may use social media as marketing research by ad-
vertising products according to the user’s interests. Some users will be finding this idea interesting 
because many people want to use the products and services of their interests which will also but 
others may be reluctant to give excess to their personal data for this purpose. Social media has 
given a sharing platform to the millions but there are some people who suffered from social media. 
There are some cases reported who have lost their jobs and created other family problems after 
posting information. People may be unaware what will be the results of information being shared 
to the open world. These risks are big threats to the social media, but still social media is very 
important trend of internet where almost everyone use it nowadays (Golbeck, 2013). Having all 
this information at one place is not less than a miracle but users may not want to give access to 
their personal data this way or some are unaware of implications and sensitivity where their shared 
information can be used against them. A teacher has been fired from the job after having a picture 
with wine glass (Golbeck, 2013). Some may not have skills to protect their private data in efficient 
way even though social media services may provide customization tools to customize the privacy 
settings. Survey shows in 2009 divorce lawyers have used social media information against their 
opposition which caused 20% increase of the divorce cases where as in 2011 it reached 33% (Gol-
beck, 2013). Employers have also used social media information to get insight of the character of 
their employees. Screening via social media is common trend nowadays. 

Table 2.3: Privacy attributes of various social media sites (Golbeck, 2013).  
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Social media companies have made it easy for their users to use privacy settings and tools. They 
are brining changes time to time to form better privacy settings to secure the privacy information 
of the users. Now users can hide maximum privacy information on Facebook weather it’s their 
pictures, videos, posts, locations or interests. Table 2.3 shows the privacy attributes of different 
social media services and what personal information is collected and who whom is it shared. Users 
must also consider the fact social media services have some default privacy settings where it cannot 
restrict the access to their privacy information. Users must realize themselves to choose till which 
extend they want to restrict single or multiple users. This trend is getting common where users are 
restricting other users to protect their privacy information 58% of social media users are using this 
privacy restriction tools to protect their private information (Golbeck, 2013). 

All websites have their own privacy policies which are changed time to time. Overall privacy infor-
mation of the users is being controlled for the user privacy new features and tools are introduced 
and privacy settings are being made easy for all users to understand it well. Default privacy settings 
can be medium privacy for the users to some users its little bit too much of information available 
because all users are not having skills to change the default settings. Some users may be unaware 
of the risks of compromising their privacy information which is exposed by choosing default set-
tings. Where table of various social media websites show how they protecting the privacy infor-
mation it’s a good indication which features are active in different social media websites while 
below figure will also explain the different privacy options which are changed in social media web-
site Facebook on different times. 
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Figure 2.9: Default Facebook privacy settings (Golbeck, 2013). 

The figure 2.9 shows the default privacy setting is being changed time to time in famous social 
media service Facebook, a continuous change for user satisfaction and protecting privacy is im-
portant, in information technology privacy measure can be changed for customer information pro-
tection. Trust is also major factor in the social media there are millions of the users in the social 
media trust about the identity of social media user cannot be achieved unless it can be verified, but 
unfortunately it cannot be verified unless any legal or serious situation because users may restrict 
these options but for legal use of tracing criminal or other activities social media data can be verified 
(Golbeck, 2013). Trust is very important for the users if companies who using their pages for 
achieving marketing goals. Users must have trust about sharing information to the companies. 
Users may expose their identity by liking their Facebook pages. Companies have to create goodwill 
to protect their customers’ privacy on social media (Golbeck, 2013). 
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It is possible that consumers forge an emotional relationship such as intimacy with certain brand 
and perceptions of intimacy are required before the consumer will make an emotional investment 
in the brand develop perceptions of trust. Luxury fashion businesses consider high value-added 
secure and regular customers; therefore, competition has begun at all levels. It is very important 
for companies to use social media as marketing communication channel for their survival. Social 
media as a communication channel provide two-way communication where users can communi-
cate to each other and to the service and product provider. Social media services like Facebook and 
Twitter has expended their services and now provide business tools to the luxury fashion compa-
nies for their brands. Companies have adopted innovative approach of social media marketing and 
shown great interest in using these tools for marketing research where the do empirical analysis of 
marketing facts. Social media is a bridge between customers and companies which is based on 
intimacy and trust (Jiyoung Kim & Ko, 2010). 

Different research has shown that brands should provide entertainment affects for marketing, 
which result in enhancing customer relationships and purchase intention, where trust and purchase 
intention is were highly related. Gaining trust is highly important task for businesses to enhance 
purchase interaction and trust can be strengthened by interaction with users, reading the reviews 
and current users’ feedback, both positive and negative feedback is important for prospective buy-
ers. Social media is a tool to achieve this goal which provides interaction in desired format where 
word of mouth can be spread and comments and feedback of users and likeness and dislikes help 
both companies and users. Companies can plan future product and services to address the user 
concerns if feedback is negative and when feedback is positive companies know what users have 
appreciated. Same way this feedback is important for users also if feedback is negative users get 
cautious in buying product or service and if service and product is giving positive feedback profits 
can be more than expectations. Highly positive feedback and word of mouth could spread across 
the social networks in big number which is ultimate success for the brands. There are variety of 
social media used for luxury brands including weblogs, microblogging, social blogs, wikis, pictures, 
podcasts, video, social bookmarking and ratings, where Facebook and micro-blogs such as Twitter 
provide variety of contents such as pictures, videos and stories with information of designers to 
draw the attention of customers. On Twitter customers can get instant customer service if any 
customer has personal questions they get immediate answers.  Fashion brands actively make us of 
the advertisement and marketing by social media because marketing has merged with services. So-
cial media marketing will align itself with service that user’s value.  Marketing-supported services 
have opened enormous opportunities for marketers which expose consumers brand messages and 
interactive information in entertaining way to attract consumer and to interact with them. Market-
ing strategies can be multidimensional but the main goal of every strategy is to raise the sales and 
increase the profit thus studies have shown social media can help achieving these goals (Jiyoung 
Kim & Ko, 2010). 

According to the survey conducted by financial executives’ research foundation more than half 
(55%) of the executives who responded to the survey feel that social media is the important com-
ponent of corporate marketing efforts going forward while in the same survey 66% answered the 
use of social media is increasing in the companies and 36% reported that their company has so-
cial media training (Thompson, Hertzberg & Hertzberg 2013). In corporate world where compa-
nies are gaining a lot from social media benefits but it can be harmful if companies do not use the 
social media properly or if a special attention is not given to use of social media. Company should 
take serious if any negative comment has been made for the company or its service or product. 

2.12 Importance of social media for brands 

2.13 Social media and risks  
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Such negative comments can create concerns to the other customers who can be future custom-
ers to the company or already customers. Company need to satisfy the needs of person who 
posts the negative comments. Same way outdated information can also affect the company’s rep-
utation. According to the survey of financial executives’ research foundation different depart-
ments are monitoring and doing risk management where marketing and public relation depart-
ment is most common in companies where IT, legal, sales, audit follows respectively (Thompson, 
Hertzberg & Hertzberg 2013). 

Social media has started showing posts which are related to users’ interests. This is done to max-
imize the targeted customers to companies who offer such products and services. Third party ad-
vertising and tracking companies are ubiquitous on the web, when any user is visiting the webpage, 
there is a good chance that web page may contain tiny images or invisible scripts which records the 
user browsing habits. Social media networking sites build profiles based on online activity and show 
the posts according to interests, post may contain offers and links to the companies who offer 
product or service. Social media may also present the post for joining the page of that company so 
we continuously get offers from that company to extend the social media user network for the 
company. Usually our online activity can be recorded in the form of cookies which is stored in our 
computer’s disk and can be read. This can cause a privacy issue as well. Google has built a business 
on the back of selling keywords enabling consumers searching for information to return tailored 
results. But online advertisement could go further. It permeates consumer’s personal life, using 
browsing activity and endorsements via Facebook and other social media (Savin & Trzaskowski, 
2014). Such platforms enable advertisers to take advantage of mass-following and viral spread of 
messages and if advertisers will target the users only on Facebook they can target billion users 
collectively.  All new techniques allow advertisers to know everything they need to know about 
users, but such techniques collect personal information about the users which can create questions 
for the privacy. Knowing that someone is watched may lead to the change in behavior, is an attempt 
to conceal information from the watcher, in a commercial context, this may lead to consumers 
refusing useful cookies, in the fear that data may be misused or avoiding viewing certain products 
or services. At worst, these technologies may enable secret pricing and quality discrimination based 
on data they collect about users. The access to the knowledge about the individual circumstances 
or characteristics enables businesses to tailor prices and product quality to them, thus offering a 
particular product at higher price to the wealthier individuals or denying access to other individuals 
such an advertisement calls behavioral advertising which may result in private information inad-
vertently being disclose to others (Savin & Trzaskowski, 2014). 

Today consumer purchase the products and services in brick and mortar stores and also with online 
websites which can contain a system of sharing consumer information on social networks. For long 
time researchers were trying to find a way of judging the consumer behavior thanks to social media 
which helps in creating profiles of users and determine the consumer behavior. As large number 
of users using different networks of social media services and presence of brands on social media 
have changed online consumer behavior, advertising and branding. This recent form of advertising 
relies on more invasive technology that essentially lets advertisers know who really you are, and 
speak to you according to your behavior. Business and advertising agencies actively use user be-
havior profiles to select product offerings and advertisements to be shown to each user. Thus a 
user who spend time on internet and looking for washing machine on different web pages, will get 

2.14 How social media improves marketing and what are 

the privacy issues 

2.15 Consumer behavior and social media 
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advertisement about washing machine. It can apply on any kind of interests of users. If user spend 
time in searching tickets to travel on specific location, thus user will get advertisement and offers 
to the same destination. Behavioral advertisement has beneficial side, the collection of detailed 
information on user preference enables the firms to engage in marketing relationship and provide 
offers more accurately based on customer interests, however cookies and behavioral advertisement 
generally have a darker side where personal privacy can be compromised (Savin & Trzaskowski, 
2014). 

Nowadays brand managers have a wealth of resources to establish their brand’s identity and con-
nect with their customers via social networking. Social media is no longer customer to customer 
connection nowadays brands are using social media as brand management tool. Brand are creating 
touch points with live events such as sponsor signage at a sporting event which is a virtual touch 
point and a tool to help leverage those on-ground consumer relationships. Social networking is not 
at the level of handshake and personalized service, however these virtual touch points can reinforce 
extend relationships, or spark a new interest. Consumers increasingly refer to the internet when 
making consumption choices, due to advent in internet various form of social media consumers 
are more connected to each other and sources of information in the current market place. This 
phenomenon is about the rise of tribes and silos of interests, where people with unique interests 
connect with each other on the internet (Angeline, 2012).   

Consumer engagement based on the motivation for the action, type of activity on social media and 
frequency of the interaction with brands. There can be high or low engagement with brands, high 
engagement with brand considered when individual has active role on social networks and the 
frequency of the visit is at least once per day users are familiar with activities such as recommend 
the brand to others or like the brands posts and share it with other people, it also includes when 
user is contributing in betterment and giving the feedback about products and services of the 
brands. Low level of engagement is when users rarely visits the brand page and view the content 
of the brand. Social network community is not limited to the geographical boundaries where brands 
have even more opportunities to create brand awareness internationally and creating its identity. 
Consumer engagement with brands is a big challenge for the brands because they have find inno-
vative ways to get attention of the consumers. This brand engagement can certainly be improved 
by satisfying the consumers, and when consumer will be satisfied, customer can recommend others 
to use this brand and brand loyalty can be achieved this way and here social media plays its positive 
role by proving set of tools. Social media creates long term relationship with brands by keeping a 
connection where posts are directly showed to the customer and customer’s liking and sharing and 
commenting will attract more customers. Videos and pictures play positive role where products are 
presented in entertaining fashion to seek the attention and time of consumer.  

Social media interaction is forming two-way engagement between consumers and marketers who 
do marketing for their brands and services. This interaction typically occurs in firm-sponsored 
activities such as online forums, focus groups, and test markets, firms also receive feedback from 
the social media consumers. Markets have experienced a moderate success in building brand aware-
ness through using social media and web services. Internet has provided new opportunities to the 
world now music can be sold online where millions of the users can buy and download the music 
and movies and the same way social media has provided a new dimension to the targeted marketing 
(Angeline, 2012). 
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Saunders, Lewis and Thornhill (2009) explains the deductive research method where researchers 
have to implement theory to empirical findings from where new observations and results are 
achieved to test the theory while in contrasts inductive research approach requires empirical find-
ings and observations from where theory is being made. Social media a new phenomenon which 
is expending in many different directions and producing new opportunities and changing the busi-
nesses tactics in marketing policies (Mangold & Faulds, 2009). While considering this author have 
selected the inductive approach because there are being written so many theories about social me-
dia which can be tested by deductive method but inductive method suits the research more because 
new phenomena of social media in the world of internet. Author established the deeper under-
standing of research areas by investigating and analyzing available literature and then defined the 
direction to conduct empirical investigation to produce valid results to solve the research problem 
and give a conclusion by analyzing the empirical findings and connecting them with theoretical 
framework. 

This research aimed to analyses the consumer motivation to engage with social media and deter-
mining the levels of engagement and benefits on both ends (consumers, and marketers). In order 
to implement the research purpose and finding the answers of the research questions, research 
output needs to generate quantitative and qualitative results from active users on social media. In-
depth Interviews with the companies helped collecting qualitative facts and survey helped to collect 
the quantitative facts.  

The method chosen to collect the data is cross-sectional survey, administered through web-based 
survey. The online survey was conducted by sharing the link on social media (Facebook) where 
targeted audience have answered the survey. This platform is considered a powerful communica-
tion channel where people were encouraged on Facebook to answer the survey, respondents were 
friend and people from different age groups as highlighted in the results section. Web based survey 
helps collecting survey results effectively and different tools help showing results more accurately. 
One more reason of using web-based survey is that answers were easier and faster to collect. Ge-
ographical boundaries were eliminated, therefore costs for reaching respondents and time con-
sumption was reduced. Using social media platform for collecting survey results was achieved for 
the reason of collecting data from large number of people and obtaining the general results, which 
represents a great population.  

The research approach aimed to explain readers what procedures authors have used to deeply an-
alyze the problem and what techniques incorporated to retrieve the knowledge from collected data 
and research approach gives knowledge systematic way (Saunders, Lewis & Thornhill, 2009). Bry-
man and Bell (2007) explains in social sciences there are two methods of research which are quan-
titative and qualitative respectively. Qualitative research method provides in-depth knowledge and 
researcher performs very deep research in form of interviews. Therefore, qualitative and quantita-
tive methods are used in the research by author to examine the facts regarding research problem. 
Because researchers are investigating the research in two directions to maximize the results in cross 
sectional way by collecting the information from common public who are users of social media 
and companies who use social media for marketing purpose. Qualitative method has been chosen 

3 Method  

3.1 Research Approach 

3.2 Choice of Research method 
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by interviewing the company KEYnet Sweden AB, Hestra, and second company Signifikant Sven-
ska AB, Solna to find in-depth understanding and quantitative method has been used collect the 
information from common people who are users of social media. Author believe this approach will 
help the author to investigate the problem more closely to collect the information from the both 
stakeholders of social media which are customers and companies. Collecting information from the 
customers which are social media users is very important also because empirical findings will di-
rectly help the research problem and lead results which can help research problem. Interview from 
the companies (KEYnet Sweden AB and Signifikant Svenska AB) which uses social media for 
marketing will give better understanding to the author what are the concerns among the companies 
regarding social media and how successful social media is in marketing therefore both quantitative 
and qualitative methods are used in the research. 

The questionnaire is computer of 7 close questions, close questions were easier to answer with 
multiple choice for the respondent. The data gathered and analyzed by drawing results from the 
collected data. Question 1 answer can help us knowing the importance of the social media on 
internet. Because there can be people who use most of their time on social media and there can be 
some users which do not use social media at all, therefore this question is important to know the 
importance of social media on internet. Where Question 2 is helping in determining the level of 
engagement with social media, which only includes socializing with family and friends and liking 
the companies’ web pages, there could be one more option if people use social media for playing 
online games, but that question would not achieve the purpose of social media marketing. Question 
3 is important question to know if people would agree to share their interests on social media. This 
is very important nowadays when talk about user privacy if their interests are shared to any third 
party, it could help businesses and marketers and advertisers to target specific groups and it can 
help users as well if the get advertisement according to their interests. Question 4 is important to 
know how cautious people are about their privacy and the awareness level of social media privacy 
services. Question 5 is directly connected to previous question. It is goal of social media services 
to achieve the user trust to satisfy them that their privacy information is secure. Question 5 answers 
can help us drawing conclusion that how much they trust social media if they are willing to share 
their information and if they believe it is protected. Question 6 is reflecting the demands of users 
in future developments in social media services, new feature of shopping via social media can be 
innovative idea of providing a new platform to the businesses to sell their products and services 
where answer to this question can show the level of importance of this feature and demand in 
users. Question 7 is giving information of age group of the users, because social media is much 
more popular among young users, therefore knowing the level of awareness in other age groups is 
very important purpose of this research. 

  

3.3 Questionnaire development  
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After reading all the theoretical books, articles, and other researches author analyzed what kind of 
answers can fulfill the research questions and designed the interview questions accordingly. Inter-
view questions were designed to gain in-depth knowledge of presence of social media in the com-
panies now a days and knowing the importance of social media from business perspective. Cus-
tomer loyalty and customer relationship management is very important for companies, interview 
questions were designed get knowledge about the companies how effectively they use social media 
to gain from social media services for their business development. Interview questions were formed 
to get only relevant information and keep it interesting. Interview questions were simple but rele-
vant to the research and identifying the core advantages of social media in terms of social media 
marketing, customer loyalty and customer relationship management though companies who were 
interviewed based in Sweden but interview was conducted in English language and there was no 
any language barrier because English is very widely spoken in Sweden. 

Every research contains a basic procedure of obtaining information which is done by collecting 
data. Data is being collected to find the facts to analyze the problem and to draw conclusion on 
the bases of facts and empirical analysis. According to Wren et al (2002), there are two type of data 
collection methods such as primary data and secondary data therefore our research is also based 
on both kind of data to get maximum results. Author have selected two companies (KEYnet Swe-
den and Signifikant Svenska AB) where KEYnet Sweden is located in Hestra, 64 kilometer from 
Jonkoping and Siginifikant Svenska is located in Solna, Stockholm. The selected companies are 
using different kind of social media to target audience and to gain customer loyalty for their prod-
ucts and services. The company comes in the category of small and medium size of companies. 
Detailed interview was made from the selected company’s representative who could provide infor-
mation about their use of social media. The representative was well aware of the company’s mar-
keting strategy and use of social media for their marketing interests. Separately data has been col-
lected from audience who are the customers not to the particular company due to lack of resources 
and limitation, because it’s hard to contact their customers in large number. Therefore, considering 
the resources and time limitations author planned to form a survey to the customers of different 
companies to cross match effect and collective results which shows the constrains and advantages 
of social media and its effectiveness in the marketing and business goals. The survey which was 
conducted for the customers is structured online survey where customers which are common pub-
lic from the city Jonkoping and soundings with different age groups and gender express their views 
about social media. While detailed interview was conducted from the companies.  

The survey and interview questions asked to cover the following aspects of social media. 

 Use of social media 

 Opinions regarding value of social media 

 Concerns and risks about social media 

 Social media policies 

 Concerns about privacy  

 Brands marketing over social media 

 Future tools needed for social media 

 Customer loyalty and social media 

 Social media and customer relationship management 

3.4 Interview questions development  

3.5 Data Collection 
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Primary data is the data that not been collected before and we collect primary data for the specific 
purpose. Primary data can be collected in both qualitative and quantities researches methods.  In 
our research we are collecting primary data by interviews and survey. Web based survey has been 
conducted to collect the data from the customers who use social media.  We cannot rely on sec-
ondary data when it’s limited and could not answer all the research questions therefore according 
to Wren et al. (2002) primary data can help us more and more sufficient to answer research ques-
tions. 

 

Figure 3.1: Primary Data Collection Methods (Wiid & Diggines, 2009). 

Triangulation method was used to achieve desire results where both interviews and surveys were 

conducted, this method helps in data validation and cross verification from two or more sources. 

In this research interview was used for collecting the qualitative data. Interview questions were 
formed for retrieving the answers which can fulfill the research purpose. While utilizing the quali-
tative research approach the appropriate method is unstructured and semi-structured interview by 
giving the freedom to the interviewee (Bryman & Bell, 2011). As interview was semi-structured list 
of questions because authors wanted to get the information in specific order which can help cross 
examine the customers and companies answered results.  The whole interview was recorded be-
cause there are chances of miss some important information so author recorded the interview to 
understand and review again the interview to collect the important information needed for research 
purpose. Recorded interview helped more to get specific information in the interview in case in-
terview is unstructured or semi-structured. 

 

 

3.5.1 Primary data 

3.5.2 Triangulation 

3.5.3 Interview 
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A web survey was used to collect the data from the local people of Jönköping City. People from 
different age groups answered the survey questions. Different age group of survey respondents 
helped for drawing conclusion about user behavior of different group on social media. How effec-
tive social media marketing is for different age groups. Survey questions were structured questions 
in which people from different age groups participated. One page web-survey was used in which 
basic programming scrip PHP was used and data was saved in the MYSQL database. 100 respond-
ents participated in the survey from Jonkoping city. 

Secondary data is the data which already exists in the form of magazines, newspaper, journal arti-
cles, previously published reports, government agencies and World Wide Web (Wren et. al., 2002). 
The secondary data which has been used in the thesis were in the form of the graphs, figures and 
tables. This data shows the social media use in with different dimensions. This secondary data was 
retrieved using Jonkoping University’s library services such as e-Julia, books, and internet search 
and google scholar and from different articles which were written about different aspects of social 
media and its effects. 

Stratified sampling method was used for survey, because it was important people from every age 
and gender participate equally to draw conclusion. It is important part of the research to compare 
effectiveness of social media in different age groups therefore author have chosen respondents 
from different age group and therefore stratified sampling method was used. Due to limited re-
sources and time constraints, only 100 total respondents answered the interview questions from 
different age group.  

For interview two companies were used. Author assumes though sample is small but it can give a 
useful understanding of mindset of population how they respond the research survey and interview. 
Empirical analysis of selected 100 customers and deep analysis of information obtained in interview 
can help the author to achieve credible results for this particular research problem. 

Two different methods were used for data collection as interviews and survey reliability was cross 
examine by comparing the results from interviews and survey and both yield similar results.  Author 
has formed the questionnaire for survey with carefully to ensure the questions will be easy to un-
derstand and answers will be given according to question with maximum level of understanding 
the question because quantitative researches, reliability and validity are central topics to evaluate. 
Same way questions for the interview were clearly explained and all answers were recorded during 
the interview to not miss the important information, there are four categories which determine the 
value of research consist of internal validity, external validity, construct validity & reliability (Yin, 
2003). Where internal validity consists of cause and effects of variables. Internal validity was applied 
when we determine the cause and effects. Where external validity is general term which is gained 
through experiments and experience. Data collected by web survey was validated by different op-
erations such as cleaning techniques were used to remove the data errors to produce correct results 
in for analysis. Sample size was small which cannot represent the whole population of the world. 
Different companies may use social media for different kind of marketing strategy they may have 

3.5.4 Survey  
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different kind of customers. Cultures also play major role social media can be used differently in 
different cultures therefore small sample size create different results if it would be conducted in 
different part of the world. But overall research findings will address the major problem which is 
related to the customer loyalty and customer relationship. It will also identify constrains for in the 
fulfillment of marketing goals of the companies. 
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This chapter will explain the obtained results. Research results are divided on two sections. Quali-
tative method of interviews was used and its results will be explained first and then quantitative 
method for collection empirical results from social media users will be explained. 

KEYnet Sweden is IT based company located in 64 kilometer from Jonkoping, Sweden. They are 
developing software, web and mobile applications and they have their own products also which 
over 200 companies are using. They need to provide continuous support to their customers. They 
are using social media for achieving customer relationship management and providing customer 
support and marketing to their customers and find new customers. Patrik Hill is responsible for 
sales and customer development. He is at a crucial position in the company because he is involved 
in almost all the operations of the company due to his long experience. Patrik Hill answered the 
questions of the interview. 

When question regarding usage of social media was asked Patrik replied: 

“Now a days it’s very important to show the presence on social media because almost every company is using some kind of social me-
dia to show their presence there like having a website address is important now having a social media account is also important 
whether its, Twitter, Facebook, YouTube, or LinkedIn”. 

Patrik identifies the importance of the social media why it’s very important for their company to 
use social media, because according to Patrik its need of time to show presence to the customers 
to every channel and it’s also factor of competition. 

 

Patrik explained in previous answer why social media is so important and now in the current 
question he explains how they use social media: 

“The basic purpose of using social media is to achieve by social media is marketing. On Facebook and Twitter we keep posting up-
dates and upload content about our recent activities and products in form of images, videos and timeline feeds can be news related to 
our companies which can be about any new event or something related to our products and services. Social media can help our custom-
ers for support”. 

According to Patrik social media acts like an advertisement tool where they can provide latest up-
dates to their customers and reach new customersHis answer explains that social media is not 
only being used for marketing but also for finding new professional, they use LinkedIn to find 
skilled professionals. He also explains they cannot survive in the market if they do not use social 
media.  

 

 

 

4 Results  

4.1 Interview with KEYnet Sweden AB, Hestra  

4.1.1 Why social media is so important of their company 

4.1.2 How social media is used for different purposes 
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When questioned regarding the role of social media to enhance the customer relationship was 
asked Patrik replied: 

“When a new customer finds us via social media network we are creating a relationship to new customer and when existing customer 
get updates and support via our social media account we are strengthen customer relationship with them as well”. 

According to Patrik Social media creates relationship between their customer and seeking a new 
relationship via social media with new customers. 

When Patrik was asked about the relationship between social media and Customer loyalty, and 
how social media helps achieving the goal of customer loyalty, Patrik replied: 

“Customer loyalty I believe can be achieved if we will satisfy our customers. We can satisfy our customers to provide them support and 
access to get support by any means whether its social media or other methods by phone, email, etc. We need to facilitate our customers 
for support and keep marketing them via social media and I think it will play great role in achieving customer loyalty”. 

According to Patrik, customer satisfaction is achieved in the result of customer satisfaction, cus-
tomer will be satisfied more when they will provide support on different channels, thus they can 
achieve goal of customer loyalty by customer satisfaction via social media.  

When Patrik was asked about Advantages of social media marketing over other marketing chan-
nels then he replied: 

“Social media coming with new tools and which word of mouth can be spread better for example, if someone like our company’s page 
on Facebook, Facebook shows to that person’s friends that this person liked this company page that is how we can reach to new cus-
tomer. In the recent history also it can be shown and we can spread our company’s presence to social networks. Social media also gives 
very useful feedback in term of number of likes and comments which can give useful information to enhance our products and services. 
Social media can be used as customer relationship, customer support and customer loyalty. These new features and advantages cer-
tainly cannot be obtained with other marketing channels”. 

According to Patrik social media’s come with new features which are not available in other mar-
keting channels, those features are word of mouth, feedback in the form of comments and likes 
as well as the cost of the social media marketing is much less than other marketing methods. 

When Patrik was asked about the risks and threats which can create negative impact on the soci-
ety Patrik replied: 

“Social media can impact negatively if social media users’ personal information privacy will be on risk. If social media services do not 
use up to date security measures to secure the users’ personal data it will be very negative on overall not only for social media but also 
to the companies who use those social media as marketing tool”. 

When Patrik was asked how social media can play more effective role in marketing, customer re-
lationship and customer loyalty, he replied: 

4.1.3 Social media and customer relationship 

4.1.4 Social media and customer loyalty 

4.1.5 Advantages of social media over other marketing channels 

4.1.6 Risks and threats from social media 

4.1.7 Need of new features in the social media  
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“Giving the facility to the companies to not only advertise their products but also an option of selling products on social media. Giving 
more access to the companies to collect the data which will not compromise social media user’s personal information, we can use that 
information for marketing research” 

According to Patrik if social media will have feature of selling products also and gaining access to 
the users interests, information will help them in marketing research. 

When Patrik was asked about the awareness level of different group of users he replied: 

“I believe almost everybody who use the computer can use social media, it doesn’t require special training to use social media because 
it’s familiar in many ways with existing internet usage such as surfing the website or writing an email. But small population may find 
it harder to use but they will be not in large number I guess”. 

According to Patrik almost everyone has the awareness how to use social media people who may 
not use social media effectively are very small in number.  

 

Signifikant Svenska AB is IT based company which provide IT solutions for management the in-
formation of spare parts of different machines or any kind of vehicle. They provide software and 
web application solutions. This company has branch offices in India and Singapore and they have 
partners around the world but their main office is situated in Solna, Stockholm. Mattias Löfstrand 
is CEO and handles the sales and administration for company. Interview questions were answered 
by Mattias. Currently they have 10 employees at the main office at Solna and every employee is 
using social media. Their company use social media for promotion their products and services. 
Following answers were provided by Mattias when he was asked the questions about the role of 
social media for their company. 

When question regarding usage and importance of social media asked form Mattias he replied: 

“I believe social media is very important for creating a brand, it has very important role in marketing. Social 
media is very important for customer service and customer relationship management “ 

H further explained which social media they are using: 

“We use almost all major social media for marketing purposes and to stay in the social network to the custom-
ers, partners. We use LinkedIn, Google+, Youtube, Twitter and Facebook”. 

Mattias explained the importance of social media in marketing and their company use almost all 
major social media to promote their products and services. 

Mattias explained the effectiveness of LinkedIn because their company is using LinkedIn to hire 
people for their company he further explained which goals they achieve from social media  when 
he was asked about it he replied  : 

4.1.8 Awareness towards Social media 

4.2 Interview with Signifikant Svenska AB, Solna 

4.2.1 Why social media is so important of their company 

4.2.2 How social media is used for different purposes 
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“Different social media helps our company in achieving different goals I can mention some of them. We use 
LinkedIn not only to stay connected to the partners but also hunting the talent in the market. LinkedIn is very 
useful for finding right candidate for the jobs announced. We have many of our employees hired by LinkedIn. If 
I will talk about Youtube we have uploaded the demos of our software and web application products there are 
many videos which are viewed our customers who are interested to know about our products and services. If I 
will talk about Twitter and Facebook we have created our company pages there also if any of our client or cus-
tomer wants to view our pages in those social media they can find us there”. 

Mattias explained the other advantages of social media 

“we have shown presence in all social media. If I will talk about Twitter there people can see tweets about new 
functions and new products and news about the company it’s same with Facebook. I would like to add Face-
book we use within our company also for example many of our colleagues are connected with each other via Fa-
cebook” 

When Mattias was asked about stooping the use of social media he replied: 

“I believe social media has shown it’s important in business marketing, business networking, and personal net-
working. There are many other advantages of social media. If there would not be social media we would not be bad 
for business and devaluation. Right now we do not have any alternative ways to get same advantages which social 
media provides us” 

Mattias replied question about customer relationship and social media with one very interesting 
example: 

“I believe it plays very important role in customer relationship, I would like to give one personal example from 
which we can explain the importance of the social media. Three months ago had business trip to the Germany 
and I have booked the tickets via Lufthansa. Due to sudden strike from Lufthansa employees I was not sure if 
I still can use Lufthansa to travel Germany. I preferred the social media over any other channels to find out the 
strike status and it helped me big time. Many people had asked the questions which I wanted to ask and I saw 
the answers posed few minutes ago so it saved my time and give me up to date information. It was their Face-
book page where on timeline they were updating the customers. There was information on their homepage also 
but the beauty of social media is that here we can see the concern of other people and answers also which saves 
the time and it gives satisfaction also when company’s customer service is engaging the customers and helping 
them every possible way” 

Personal example provided by Mattias really highlights the effectiveness of social media in cus-
tomer relationship management. 

 

When Mattias was asked about the relationship between social media and Customer loyalty, and 
how social media helps achieving the goal of customer loyalty, Mattias replied: 

“I think as long as you have any possible connection left to your current or previous customer you have a great 
chance to achieve customer loyalty. There is very high competition in the companies in every field. Customers 
may change their service provider due to different reasons but if they are still connected via social media there are 
chances that customers will come back and this way we can achieve customer loyalty by attracting them towards 
our services and products”. 

4.2.3 Social media and customer relationship 

4.2.4 Social media and customer loyalty 
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Mattias believes that social media is really helping in achieving the goal of customer loyalty there-
fore we can see success in all aspects of business marketing in social media use. 

When Mattias was asked about Advantages of social media marketing over other marketing chan-
nels then he replied: 

“I believe the biggest advantage is cost, quick access to the desired results. I can explain it more for example if 
someone views video of our products and services on Youtube, we can see which geographic location was used to 
view the video, how many viewers viewed it and most importantly they can leave their questions and their views 
in form of comments on video. These are very great tools which can help us in our business decisions, this ad-
vantages cannot be achieved using traditional marketing channels”. 

According to Mattias social media has great advantages in term of costs and statistical infor-
mation collected from social media helps in marketing research. 

When Mattias was asked about risks and threats from social media Mattias replied: 

“In business point of view I do not see any kind of threat to the customers or business companies. If we talk 
about hacking and other security threats so those are found everywhere for example banks cannot stop online 
banking because of the fear of hacking. What we can do to avoid these risks and threats are making secure 
servers and make sure information cannot be stole”. 

According to Mattias there is no major threat from use of social media but there are some risks 
like hacking. 

When Patrik was asked about new features in social media: 

“I would like to have more features for companies for creating brands and social media companies should intro-
duce more tools to make advertising more entertaining on social media and give statistics how effectively adver-
tisement viewed” 

Entertainment factor is very important because users will be attracted and see the advertisement 
from different brands, now a day’s videos and pictures are playing important role in making ad-
vertising entertaining. 

When Mattias was asked about the awareness level of different group of users he replied: 

“I do not believe this now may be it could be problem in the beginning but now it’s been quite some time for the 
people to use social media and almost everybody can use social media. I believe social media has edge over tradi-
tional marketing but sometimes we cannot refuse the use of traditional marketing channels as well. So social 
media is a new dimension in technology era where we travel from good to better”. 

According to Mattias almost everyone has awareness about social media and it’s not hard to use, 
in the beginning everyone takes time and young population learn more faster now a days therefore 
social media is no longer hard to use for people from any age group.  

4.2.5 Advantages of social media over other marketing channels 

4.2.6 Risks and threats from social media 

4.2.7 Need of new features in the social media  

4.2.8 Awareness towards Social media 
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Total 100 respondents from different age group and gender answered the survey. Survey results 
are displayed the form of tables and graphs with breakup of age group and overall average. Breakup 
by age group gives important information about different of opinion by age. Tables present the 
results which can help in drawing conclusion in the research process. 

Table 4.1: Survey respondents by age groups. 

Age Group Survey respond-
ents 

Under 30 47 

Over 30 and under 
50 32 

Over 50 21 

Total 100 

 

Table 4.2: Share devoted to social media in total Internet usage. 

 

According to acquired results majority of the internet users with different age group use internet 

almost total use of 30% to 50% of internet which is the indication towards importance of social 

media and its popularity among internet users.   

 

Figure: 4.1: Time spent on social media with respect to age group  

2. What is the main purpose of your use of social media, till which extend you use the so-
cial media services 

0
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Under 30 Over 30 and under 50 over 50 Total

Age group and time spent on social media

30 % or less over 50% over 70%

4.3 Survey Results 

Question 1. How much time of Internet you give to social media? 

Age Group 
30 % or 

less 
over 
50% 

over 
70% 

Under 30 45 32 23 

Over 30 and under 50 69 19 12 

over 50 52 33 14 

Total 55 28 27 
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Table 4.3: Purpose of using social media. 

Age Group Stay connected to 
friends and family 
only (%) 

Liking the fa-
vorite compa-
nies and brands 
(%) 

Using both 
options (%) 

Under 30 34 23 43 

Over 30 and under 
50 19 19 62. 

over 50 43 19 38 

Total 32 20 48 

 

Acceding to the obtained results majority using both options such as using social media for staying 
connected to their families and friends but also to the brands and the companies they like which is 
the indication that social media is useful for marketing for the companies. 

 

Figure: 4.2: Purpose of using social media with respect to age group  

The figure 4.2 shows the purpose of using social media with different age group as we can see age 
group of 30-50 has equal use of both to use social media to socialize with friends and following 
their favorite brands over the social media where age group over 50 has slightly less use of liking 
brands and following their favorite brands over social media the same results are highlighted in the 
following figure 4.3. 

 

Figure: 4.3: Liking the favorite brands and companies on social media with respect to age group  
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25%
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3. Would you like to share your interests on social media with companies, so companies 
can give better suggestions and choices about their products and services? 

Table 4.4: Sharing interests to the companies 

Age Group Yes (%) No (%) Maybe (%) 

Under 30 40 23 36 

Over 30 and under 
50 28 31 41 

over 50 24 52 24 

Total 31 36 34 

 

If we combine users who are willing or may be in future they will share their interests so they get 
better suggestions and better information about the products they like from the companies are in 
majority only 35% of respondents responded that they will not share. 

4. Do you use privacy settings of social media? 

Table 4.5: Using Privacy settings on social media. 

Age Group Yes (%) No (%) 

Under 30 77 23 

Over 30 and under 
50 78 22 

Over 50 67 33 

Total 74 26 

 

Results are very obvious to show how important is for the users to protect their privacy because 
over 76% are using this option. This is great indication towards social media is providing privacy 
settings and how important is this for the users.  

 

35%

35%

30%

USAGE OF PRIVACY SETTINGS

Under 30 Over 30 and under 50 Over 50
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Figure: 4.4: Usage of privacy settings over social media with respect to age group  

Figure 4.4 shows us nearly all age groups have equal awareness about privacy settings features in-
troduced by social media services. Age group under 50 has slightly more usage of privacy settings 
than people over age of 50. 

5. How secure is social media is to protect your privacy information 

Table 4.6: Social media and security. 

Age Group Yes (%) No (%) Not secure 
at all (%) 

Under 30 23 53 23 

Over 30 and under 
50 16 69 16 

Over 50 52 29 19 

Total 30 50 19 

 

Security is concern of the people; people have shown their reservations regarding security. Only 
30% think it’s all secure to use social media. 

6. What kind of future services you will like form companies to provide you on social me-

dia? 

Table 4.7: Future services on social media. 

Age Group Buy via social media & provid-
ing customer service on social 

media (%) 

Nothing (%) 

Under 30 74 26 

Over 30 and under 
50 81 19 

Over 50 43 57 

Total 66 34 

 

Results show majority of the respondents will see more services on social media such as buying 
online on social media  
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The author analyzed the collected data from companies by connecting it with theories and previous 
researches knowledge. Responses were analyzed using charts and tables which were acquired as a 
result of interview and survey.  

While qualitative data which was collected in the form of the interviews from companies was ana-
lyzed using qualitative analysis model which was introduced by (Walker, 2008). This model consists 
of six sequential steps in which first and second step involve identifying the important information 
by rereading the interview and then removing the unnecessary information. Third step involves the 
refinement of the information to keep focus on central theme of research. Step four was is involved 
with getting the meaning out of interview and to make it more understandable to get clear meaning 
from available information. In the fifth step dispersed and standard meaning are adapted which 
involves observations. In the sixth step researcher fills the gape of hidden required information by 
his experiences and observations. 

The authors also used the non-linear qualitative data analysis process involves three tasks such as 
noticing things, collecting things and thinking about things. 

 

 

 

 

 

 

 

 

Quantitative data analysis was used after empirical findings from the social media users, graphs 
and tables used in the results section which helped the author to draw conclusion from available 
results which helped the analysis process. 

Analyzing the interview answers, the importance of social media in the companies was identified. 
In this new digital era of technology, we are experiencing that new technological aspects are chang-
ing public relations. According to Van Dijk (2012), “The Quality and quantity of social relationships might 
improve if communication technology enables us to get in touch easily with almost everybody, even for long distances”. 
In this way new media communication may become a complete substitute for face to face commu-
nication causing the quality of communication to be diminished in certain aspects (Van Dijk, 2012). 

But as social media comes with opportunities it has some risks also we can identify from the inter-
view answers too that companies understand the risk of privacy information if its misused people 
will lose their trust in social media. Nowadays everyone is more concerned about the cyber security 
but still it is also a risk, but this risk is not limited to social media this risk is connected to every 

5 Analysis and Findings  

Figure 5.1: Qualitative data Analysis (Seidel, 1998). 
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internet activity. As well as privacy information is concerned as we can see from the results most 
of the people are using these privacy settings in the social media. Therefore, its responsibility of 
the users as well to protect their private data and use the social media privacy settings to protect 
their privacy information. As Golbeck (2013) explains these users may also have fear about the 
social media services. Users may be well aware of privacy tools and they use them. If users act in 
responsible manner without compromising their privacy, there is no grantee that their private in-
formation is safe. Websites have been hacked where millions of the users’ data been exposed to 
the world. This trend is getting common where users are restricting other users to protect their 
privacy information 58% of social media users are using this privacy restriction tools to protect 
their private information (Golbeck, 2013). 

We can identify the importance of the new tools which are required in the social media such as 
buying facilities via social media. According to interview answer, giving the facility to the companies 
to not only advertise their products but also an option of selling products on social media. Giving 
more access to the companies to collect the data which will not compromise social media user’s 
personal information, we can use that information for marketing research”. We can see customers 
would also like to see this new feature in social media. Social media services can consider this tool 
for development of social media on broader level. If companies will have access to the users’ in-
terests they can make better marketing research. 

Research findings also explain the advantages of social media over other marketing channels, word 
of mouth is very useful for the companies to attract new customers. While customer loyalty can be 
achieved by satisfying the users by being available for support on social media as well.  Cost of 
marketing is also very important in marketing. Other marketing channels cost very high as compare 
to the social media marketing. 

The author has analyzed the theoretical framework and come with the findings that social media 
shows the presence of company in the market. It gives awareness to the users about the active role 
of company in the market. A profile on any social media service give presentation about the prod-
ucts and services. Not only videos, images and other textual information helps the customers but 
also provides the platform to have their say, a feedback tool which will not only be open for busi-
ness owner but also for the other customers who can see the feedback. Social media is changing 
the world of business. Before managers needed different tools to have a guess what their customers 
want. Mangers were using different marketing research strategies which may be economically ex-
pensive. Now it is very easy for the managers if they use social media they can have a good feedback 
what their customers want. They can also get information about what products are popular and 
what are the issues and concerns of customers regarding business services and products. Social 
media is a very effective customer relationship management system where customer have direct 
contact to company via social media (Van Dijk, 2012).  

Some social media services providing the premium services also with set of tools which can help 
either side customers or company owners its best example is premium account on LinkedIn. Most 
the companies are turning towards social media due to number of benefits of social media market-
ing over traditional marketing (Okazaki, Katsukura & Nishiyama, 2007). There is a fear among the 
users regarding their personal information security, but social media services are using secure serv-
ers and they are insuring that users’ information is safe (Terry, 2010). 

Alex Cocotas’ (2013) findings suggest audience are engaged by social media advertisement in a 
fragmented media landscape. Most of the social media services are free but it can be beneficial for 
both, social media services and users who use the premium services. According to Alex in future 
social media services will offer more premium services. His findings show that streaming is very 
useful advertising tool via social media services and mobile will be very important device for social 
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media. Nowadays social media services are developing new applications for mobile devices to make 
their services more effective and in future mobile will play a substantial role in social advertising. 

According to Stelzner’s findings (2014) the trend of companies marketing is growing as 92% of 
marketers think social media is very import for their business and up to 86% in 2013. Up to 89% 
marketers are looking new ways and practices to engage their audiences. According to Michael 
Facebook and LinkedIn are believed to be important for marketers where 54% marketers are using 
Facebook and 17% LinkedIn. Google+ is also used by 54% of marketers but they are learning 
more about google+. These findings are giving us the overview about popular social media services 
and what services are popular among marketers. 

Social media in context of fashion industry is very important. Luxury brand were always leaders in 
fashion industry and been using innovative strategies to promote their marketing campaigns for 
creating urge among people for their brands. Brand recognition starts with positive word of mouth 
and which involves many factors and quality is one of major factor in that. Due to competition in 
today’s market companies need to maintain their spot at popularity level, thus need an innovative 
marketing strategy. Social media marketing is a package of benefits and an important factor of 
business development. Due to rapid development of it solutions open innovation is widely used 
where two or more companies’ open interfaces of business applications for collective advantage 
for all parties. Social media is important to achieve this goal because when users are joining any 
service of a company, they can join using social media. Social media services contain the interests 
of user which are shared with user permission. Business who provide products and services related 
to user interests may target those people (Jiyoung Kim & Ko, 2010). 

Trust is considered one of the keys to an enhanced relationship between consumer and certain 
brand, and it has been recognized recently as core variable of long-term relationships with custom-
ers. In order for customers to attain firm and lasting relationship with a brand, trust must first be 
obtained. As one party trust another positive behavior, such as intention to purchase and recom-
mend, are created. 

Relaying on brand does not grantee the success in the business due to high competition loyalty 
towards certain brands weaken due to variety of alternatives in market. Brand needs to maintain 
the product and service quality as well as relationship with customers to achieve customer satisfac-
tion. While brands are in the search of new customers but keeping the existing customers is a 
challenge as well. Brands need to create a relationship so that satisfy the customers and produce a 
gesture which influence customers and create positive atmosphere. Customer satisfaction is directly 
linked to future purchases as well as word of mouth can grantee new customers and raise the sales. 
Customer relationship contributes brand’s performance. 

The use of social media may have security risks because social media contains many private details 
about individuals who use it, social media has information such as personal data such as images, 
videos, and contact details. Interest information such pages liked comments liked, videos and im-
ages liked. Friends’ information what are the mutual friends or with whom does a user has a con-
tact. Though nowadays social media companies are introducing privacy settings to secure data as 
much as possible, but risk still exist and it depends how user is using social media. Social media 
community is growing rapidly as looking at the number of users, if Facebook would be a country, 
it would be the third largest (Hardaker, 2011). According to brochure released by Websense, Face-
book has an annual growth rate of 41% and Twitter is growing at 85% year after year (WebSense, 
2011). When a social media community is growing at this level risk is growing also that information 
which is present on internet can be misused. Those risks are not only for individuals but also a 
threat to organizations because organizations depend on their workers and workers use technology 
to perform their job responsibilities and there is a need to trust these workers to protect company 
sensitive data. A survey of 2000 respondents indicated that “More than half of all users of social networks 
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in U.S are posting information that could put them at risk of being targeted by cybercriminals” (Gaudin, 2010). 
Using social media for an organization is very important depends upon requirement either if social 
media is used for marketing of the products or services which may contain images and videos and 
social media can be used to hire employees such as LinkedIn, therefore it’s very important for 
organizations for risk assessment to protect the information. 

Social media risks can be reduced by developing the team to monitor social media and do a proper 
risk analysis, the team should consider the aspects of IT, HR, Legal and marketing. The team should 
consist of appropriate professionals which will be responsible to monitor and manage the social 
media. Companies should also train their regular employees about how to use the social media. 

Social media services are increasing innovations by introducing interactive apps weather it’s dating 
services or gamming services. New innovations in social media may include set of applications 
which extend premium services for the businesses where people can do online shopping. Social 
media is very popular now a days and when so many people are using social media there is always 
chance to extend market for the businesses and taking the advantage of connection between brand 
and consumers via social media. Social media services provide information about the business 
which help the consumer where most relevant example can be as most of the companies have 
social media pages where they have their contact information and opening hours timing. Where 
many businesses use social media more effectively to extend their businesses they post useful in-
formation if they have any new product or service they can post videos, images and post news feed 
on social media. Social media works as search engine on web. Where search engine on web helps 
us finding the web pages related to the companies we search on web, social media helps the users 
same way. Social media finds the businesses activities on social media. Social media extends it fur-
ther because social media can search groups also where any brand or business is discussed. Users 
can get more useful information on social media where people have posted their feedback about 
products and services. Introducing the new services on social media such as directly placing order 
via social media can be very beneficial for users and for businesses.  
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In relation to the purpose of the study which is to compare social media marketing with the other 
marketing practices in different type of businesses the conclusions drawn have been divided in 
two parts which correspond to the two research questions. 

Q1. What are the constraints in using social media marketing in order to improve customer 
relationship and loyalty? 

The author has identified number of constraints in social media marketing for improving the cus-
tomer relationship and loyalty. This includes the customer trust to the company if user’s private 
information will be shared which may include, location, interests, and other activities on social 
media. Research results clearly shows both users and companies want to add new features. Users 
are willing to share their information to get better suggestions to their desire products and services. 
Companies need this information also for marketing research. If this information will be misused 
or may have negative implications can damage the aim of achieving this goal via social media. 
Research findings show that personal data privacy is very important for the users and most of the 
users are using this option. Social media services have to work on this area where they can put 
check and balance to not let misuse the private data of users which will benefit both companies 
and the users. Social media services also need to make sure their security is up to date due to 
different hacking attacks. Research findings show that users have deep concerns over security.   

Q2. What advantages do social media marketing have over other marketing methods? 

Research findings shows that how important role social media plays in the marketing. Research 
findings also show that users giving much time to the social media in their internet use and there 
are users in such a large number on social media networks. Companies have opportunity to target 
their audience without using large budget. Companies can get better feedback. They can improve 
their products and services. Word of mouth is spread on social media where new customers are 
targeted. Social media plays very important role to keep long term relationship between companies 
and their customers, providing new channel for support, advertisement and acting as a news feed 
tool to keep customers up to date about recent events and news. Companies can do marketing on 
social media without using any extra ordinary resources. 

The author of this thesis is aware of its limitations and shortcomings. Due to the time limit only 
100 participants were selected for the survey. To be able to generalize the results, the survey should 
be conducted on an even larger scale with a non-purposive sampling of respondents. There were 
also limitations in communication because some of the respondents had limited English skills. Due 
to the time limit only one interview could be performed with a company. If more companies could 
be interviewed more knowledge could have been extracted about the current social media strategies 
of companies. 

The author recommend further research in the need of adding new features in the social media 
which will help not only the companies but also the users. Author also recommends further re-
search about check and balance in information sharing between companies and social media users, 
how users interests can be shared which can help companies to market better way and use that 
information for marketing research. 

  

6 Conclusion and Discussion   
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1. How much time of internet you give to social media. 

1.30 % or less      2.over 50%  over 70% 

2. What is the main purpose of your use of social media, till which extend you use 
the social media services. 

1. Stay connected to friends and family only, 

2.  Only for Liking the favorite companies and brands and getting important infor-
mation about their products and services  

3. Using both options 

3. Would you like to share your interests on social media with companies, so compa-
nies can give better suggestions and choices about their products and services? 

 1. Yes 2. No 3. May be 

4. Do you use privacy settings of social media? 

 1. Yes 2. No 

5. How secure is social media is to protect your privacy information 

 1.  Very secure,  2. Medium  3. Not secure at all 

6. What kind of future services you will like form companies to provide you on social 
media 

 1. Buy via social media & providing customer service on social media  2. Nothing 

7. What is your age group? 

Under 30 2. Over 30 and under 50,  3. Over 50 

 

  

Appendix 

Appendix 1: Survey Questions  
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Company:   KEYnet Sweden AB  

Interview location:  Äspåsvägen 12, 330 27 Hestra, Sweden 

Interview form:  Face-to-Face  

Date /Time:   2014-06-04 / 10:00  

Interviewee:   Patrik Hill (Sales, customer development)  

Interviewers:   Muhammad Saqib  

Length (Recorded):   48m, 28s  

 

Question. Could you explain little bit about your company and which social media your 
company is using? 

Our company develops the software, web and mobile solutions. We also integrate business systems 
to the web applications and we offer training also to some application software. We use different 
marketing methods and social media is one of them. Nowadays it’s very important to show the 
presence on social media because almost every company is using some kind of social media to 
show their presence there like having a website address is important now having a social media 
account is also important whether its, Twitter, Facebook, YouTube, or LinkedIn. We are very ac-
tive on Facebook, Twitter and LinkedIn. 

How you use these mentioned social media what purpose you want to achieve by social 
media for your company? 

We keep updated our customers. We encourage our customers to use social media. We have given 
the links to our social media addresses too in our website. Users can like our pages on Facebook 
and Twitter. Users can find us on linked in too. The basic purpose of using social media is to 
achieve by social media is marketing. On Facebook and Twitter we keep posting updates and up-
load content about our recent activities and products in form of images, videos and timeline feeds 
can be news related to our companies which can be about any new event or something related to 
our products and services. Social media can help our customers for support. We have over 200 
customers which need support they can also contact us via social media for the support of our 
products and services. We try to build customer relation via social media. We are very active on 
LinkedIn there we can find skilled professionals if we want to hire any new candidate for develop-
ment or sales, I think its great tool to find skilled professionals and creating a great network among 
people. Social media is also very important for any company because of competition also. If our 
competitor has extra marketing channels which we are lacking so we cannot compete in market, 
therefore social media is very important for the survival in the market. 

What role social media plays for customer relationship?  

Customer relationship is something which involves to creating new relationship with new custom-
ers or keeping positive relationship with existing customer. We build customer relation with new 

Appendix 2: KEYnet Sweden AB Interview 
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customer with marketing and via sales. As I mentioned earlier social media is very effective in 
marketing so obviously it’s producing the positive effect on customer relationship. When a new 
customer find us via social media network we are creating a relationship to new customer and when 
existing customer get updates and support via our social media account we are strengthen customer 
relationship with them as well. 

What do you think how effective is social media for customer loyalty?  

I believe it’s very important, we are not only using social media for our company’s marketing via 
social media channel but we help customers also when we design the websites our customers prefer 
to use social media widgets on their websites. Customer loyalty I believe can be achieved if we will 
satisfy our customers. We can satisfy our customers to provide them support and access to get 
support by any means whether its social media or other methods by phone, email, etc. If our cus-
tomer will be satisfied that they will not suffer after choosing us for our products and services, they 
will stay with us longer. We need to facilitate our customers for support and keep marketing them 
via social media and I think it will play great role in achieving customer loyalty.  

What are advantages of social media marketing which we cannot achieve in other market-
ing channels? 

First of all it’s free and secondly social media users are very large in number. We organize different 
events where people can come in large number and we can advertise them our products and ser-
vices that is how we compete in the market. In social media we have access to such a large number 
of population where we can advertise them freely. In other marketing methods costs are very high 
though it may be effective using other marketing channels also as we cannot rely to one marketing 
channel, all marketing channels are important and can give different results in different situations. 
Social media coming with new tools and which word of mouth can be spread better for example, 
if someone like our company’s page on Facebook, Facebook shows to that person’s friends that 
this person liked this company page that is how we can reach to new customer. In the recent history 
also it can be shown and we can spread our company’s presence to social networks. Social media 
also gives very useful feedback in term of number of likes and comments which can give useful 
information to enhance our products and services. Social media can be used as customer relation-
ship, customer support and customer loyalty. These new features and advantages certainly cannot 
be obtained with other marketing channels.  

What in social media can impact negatively for social media users, what are risks and 
threats from social media? 

Social media can impact negatively if social media users’ personal information privacy will be on 
risk. If social media services do not use up to date security measures to secure the user’s personal 
data it will be very negative on overall not only for social media but also to the companies who use 
those social media as marketing tool. 

What new features in social media can make it better? 

Social media is set of tools but I believe some new tools can make it better for the companies to 
use social media as marketing tool. Taking the maximum security measures to protect the user’s 
privacy and security of social media service. Giving the facility to the companies to not only adver-
tise their products but also an option of selling products on social media. Giving more access to 
the companies to collect the data which will not compromise social media user’s personal infor-
mation, we can use that information for marketing research. I believe these features will be great 
addition to bring innovation in social media marketing.  
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Do you think age and awareness about how to use social media a factor that some people 
cannot use social media properly?  

I believe almost everybody who use the computer can use social media, it doesn’t require special 
training to use social media because it’s familiar in many ways with existing internet usage such as 
surfing the website or writing an email. But small population may find it harder to use but they will 
be not in large number I guess.  
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Company:   Signifikant Svenska AB  

Interview location:  Industrivägen 17, 171 48 Solna, Sweden 

Interview form:  Face-to-Face  

Date /Time:   2016-01-25 / 10:00  

Interviewee:   Mattias Löfstrand (Sales, CEO)  

Interviewers:   Muhammad Saqib  

Length (Recorded):   35m, 00s  

 

Question. Could you explain little bit about your company and which social media your 
company is using? 

Signifikant’s niche is processes within aftermarket and spare parts software and our services are 
targeted towards spare part catalogues and aftermarket documentation. We use almost all major 
social media for marketing purposes and to stay in the social network to the customers, partners. 
We use LinkedIn, Google+, Youtube, Twitter and Facebook.   

What is the main purpose of using mentioned social media and how effect are they for 
achieving your business goals? 

I believe social media is very important for creating a brand, it has very important role in marketing. 
Social media is very important for customer service and customer relationship management. I be-
lieve different social media helps our company in achieving different goals I can mention some of 
them. We use LinkedIn not only to stay connected to the partners but also hunting the talent in 
the market. LinkedIn is very useful for finding right candidate for the jobs announced. We have 
many of our employees hired by LinkedIn. If I will talk about Youtube we have uploaded the 
demos of our software and web application products there are many videos which are viewed our 
customers who are interested to know about our products and services. If I will talk about Twitter 
and Facebook we have created our company pages there also if any of our client or customer wants 
to view our pages in those social media they can find us there.  

You are using many social media and you explained well the LinkedIn Youtube can you 
explain more about Facebook and Twitter how it helps your marketing or if any other ad-
vantage it has.  

As I said different social media are useful for different purposes, though we have shown presence 
in all social media. If I will talk about Twitter there people can see tweets about new functions and 
new products and news about the company it’s same with Facebook. I would like to add Facebook 
we use within our company also for example many of our colleagues are connected with each other 
via Facebook.  

Appendix 3: Signifikant Svenska AB Interview 
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What impact would be there if there would not be social media or we stop use of social 
media? 

I believe social media has shown it’s important in business marketing, business networking, and 
personal networking. There are many other advantages of social media. If there would not be social 
media we would not be bad for business and devaluation. Right now we do not have any alternative 
ways to get same advantages which social media provides us.  

What role social media plays for customer relationship?  

I believe it plays very important role in customer relationship, I would like to give one personal 
example from which we can explain the importance of the social media. Three months ago had 
business trip to the Germany and I have booked the tickets via Lufthansa. Due to sudden strike 
from Lufthansa employees I was not sure if I still can use Lufthansa to travel Germany. I preferred 
the social media over any other channels to find out the strike status and it helped me big time. 
Many people had asked the questions which I wanted to ask and I saw the answers posed few 
minutes ago so it saved my time and give me up to date information. It was their Facebook page 
where on timeline they were updating the customers. There was information on their homepage 
also but the beauty of social media is that here we can see the concern of other people and answers 
also which saves the time and it gives satisfaction also when company’s customer service is engag-
ing the customers and helping them every possible way. I believe social media is very important in 
customer relationship and it innovative and impressive dimension in customer satisfaction by 
providing instant response and showing presence to the customers for the help. 

What do you think how effective is social media for customer loyalty?  

I think as long as you have any possible connection left to your current or previous customer you 
have a great chance to achieve customer loyalty. There is very high competition in the companies 
in every field. Customers may change their service provider due to different reasons but if they are 
still connected via social media there are chances that customers will come back and this way we 
can achieve customer loyalty by attracting them towards our services and products.  

What are advantages of social media marketing which we cannot achieve in other market-
ing channels? 

I believe the biggest advantage is cost, quick access to the desired results. I can explain it more for 
example if someone views video of our products and services on Youtube, we can see which geo-
graphic location was used to view the video, how many viewers viewed it and most importantly 
they can leave their questions and their views in form of comments on video. These are very great 
tools which can help us in our business decisions, this advantages cannot be achieved using tradi-
tional marketing channels. 

What in social media can impact negatively for social media users, what are risks and 
threats from social media and can we counter them? 

In business point of view I do not see any kind of threat to the customers or business companies. 
If we talk about hacking and other security threats so those are found everywhere for example 
banks cannot stop online banking because of the fear of hacking. What we can do to avoid these 
risks and threats are making secure servers and make sure information cannot be stole. 
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What new features in social media can make it better? What advantage will it have in busi-
ness? 

I would like to have more features for companies for creating brands and social media companies 
should introduce more tools to make advertising more entertaining on social media and give sta-
tistics how effectively advertisement viewed. I would like to see the feature of shopping and selling 
in social media though there are many online shopping and selling companies are using internet 
and there is involvement of social networks as well but I think it needs more time for achieving 
this goal. If you ask me what advantage it will have on business so my answer is millions of people 
use social media in different countries. If we have one secure payment option connected to social 
media it will provide easy access for buyers, especially internationally. Statistics of how many people 
bought how many people liked, their views and reviews likeness or dislikes of products and services 
can attract many other customers and build their confidence to choose what product they want. 

Do you think age and awareness about how to use social media a factor that some people 
cannot use social media properly?  

I do not believe this now maybe it could be problem in the beginning but now it’s been quite some 
time for the people to use social media and almost everybody can use social media. I believe social 
media has edge over traditional marketing but sometimes we cannot refuse the use of traditional 
marketing channels as well. So social media is a new dimension in technology era where we travel 
from good to better. 

 


