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Abstract 
Title: Effects on brands in real-time marketing on social media 

 

Date: 2015-05-22 

 

Level: Bachelor Thesis in Marketing 

 

Supervisor: Klaus Solberg Søilen 

 

Purpose: The purpose of this research is to investigate whether RTM-advertising is a more 

effective and attractive way of creating social media content compared to traditional social 

media marketing, and if so, provide insights on what makes it successful. The objective is also 

to get a greater understanding if such real-time marketing may affect the consumers’ perception 

of a brand due to the lack of time to consider the content of the marketing message. Further we 

wish to research if and what kind of impact events have on the real-time marketing 

effectiveness. Lastly we provide recommendations on how to, according to us, best practice 

RTM-advertising on social media today. 

 

Theoretical framework: The theoretical framework consists of the essentials of brand equity 

and the importance of having a strong brand, as well as the emerging of a digital marketing 

platform and how it affect how companies perform marketing activities today. Further the 

theoretical framework covers the basic of social media and development of RTM. Considering 

RTM being a new phenomenon, previous scientific theories on the subjects are limited.  

 

Method: The research is based on a triangulation, a combination of both qualitative and 

quantitative research methods. This was made to get a broad perspective on the subject with 

viewpoints from both experts and consumers. The qualitative part consisted of five interviews 

with experts in the field of marketing as well as online observations of real-time marketing 

activities. The quantitative part consisted of a survey with 296 responses.  

 

Empirical framework: The outcome from the qualitative interviews and observations as well 

as the quantitative survey will be presented in this chapter. 

 

Conclusions: The conclusions made in this research is that RTM is an effective and attractive 

way of creating social media marketing if made according to the following guidelines: 1) Build 

content on up-to-date news, so called newsjacking, 2) Be selective on what events to work on 

to make sure they are in alignment with your brand personality, 3) Use weather related 

happenings to build real-time content that is relevant and geographically on target, and 4) 

Interact with other brands and start a two way conversation. However, advertising in real-time 

may jeopardize how the brand is perceived by its consumers, since it may 1) Confuse the 

consumers, a luxury brand may for example come off as too mainstream, 2) Be misunderstood, 

considering the lack of time to plan and reconsider, and 3) Have the brand come out as 
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unauthentic, if the real-time content fail to reach high engagement, making it look dull and 

unattractive. Lastly, events have shown to have an impact on the effectiveness of the real-time 

advertisement, since 1) It provides brand with a short-cut to creating content that people are 

talking about, 2) Events are easy to plan beforehand, and 3) Events often open up to unpredicted 

happenings that consumers want to talk about, creating a so called opportunistic real-time 

opportunity. 

 

Keywords: RTM, newsjacking, brand equity, brand awareness, Super Bowl, The Oscars, 

content, engagement 
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1. Introduction 
This study’s initial chapter first presents a problem background of the subject, which leads to 

a discussion of the problem. Then we put forward the purpose of this study, which is followed 

by the problem questions. 

1.1. Problem background 
Well known today is that the brand’s meaning to a company goes well beyond a product’s or a 

service’s attributes, that a brand in fact is so much more than just a symbol or a name (Kotler 

& Armstrong, 2014). Brand is intangible asset that can build shareholder value (Nandan, 2005). 

Brand is the actual communication between the buyer and the seller and it helps the company 

to communicate to its’ customers how they want to be perceived and what value they bring to 

the market. Brands also help consumers navigate themselves through their shopping experience, 

by providing guidance in what to choose among a sea of different products and services. 

Everything today is branded, from salt to high fashion and it is no secret that without a brand, 

a company would be less than nothing. (Kotler & Armstrong, 2014) 

Kotler & Armstrong (2014) further explains a brand as a perception in the consumer’s mindset, 

as while a product is constructed in a factory, a brand is built in the consumers’ mind. A brand 

is what the product or service means to the consumer, rather than the actual features of it (Kotler 

& Armstrong, 2014). 

Keller (2009) describes the brands importance to the firm by confirming that the brand is the 

true essence to if a company will succeed or not with its’ marketing campaigns. He states that 

one key benefit of a strong brand is that it will help a company’s efficiency at marketing 

communications. The stronger the brand equity, the more willing is the customer to engage in 

further communications about the brand, and the stronger is also the cognitive or affective 

response to the brand at later occasions of interactions. Keller (2009, p. 140) further states 

“Brand equity is thus central to the way advertising works, either as a goal in itself or as a 

mediator to other goals.” 

Building a strong brand from start, however, is the bottom line to be able to benefit these 

communication advantages (Keller, 2009). Building a strong brand is thus a management 

priority (Aaker 1991, 1996; Kapferer 2005). To do so, a company must constantly interact with 

its’ targeted customers to build awareness, to make sure that the right knowledge structures 

exist in their minds and to ensure that they truly respond positively to any of the company’s 

marketing activities or programs. With that said, marketing communications play a vital part in 

building and sustaining such knowledge (Keller, 2009). 

Market communications today, however, are not like they used to be. The marketing 

environment is crucially tough and the communication channels have changed dramatically 

over recent years. (Keller, 2009) The traditionally corporate-controlled marketing messages are 

evermore changing into a customer influenced branding forum, where the consumer set the 

rules on how to play (Schivinski & Dabrovski, 2014). With all new types of media flooding the 

internet today, including the social media sites such as Instagram, Twitter, Youtube and 

Facebook among others, you have to put a whole new outlook on how to compose your 

marketing messages to your consumers. Applications of the traditional approaches to branding 
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becomes questionable in a marketplace where consumers have access to a whole new variety 

of information about brands, products and companies. You now have to interact with the 

customer on a much deeper and more individualized basis. (Keller, 2009). 

In this world of new media the consumer keeps gaining control. (Keller, 2009) Today, the 

average person living in the city is exposed to a ratio of approximately 3000 to 5000 messages 

a day, leading to a built up skill to simply tune them out. (Petreeca, 2006) This becomes even 

easier in an online environment. Consumers may now decide where they want to be susceptible 

to the communications and if they want to perceive it at all, or if they rather just ‘skip it’. In an 

online environment, the consumer now has the control to decide whether or not to engage in a 

communication, by simply crossing a window or scroll pass an ad. In this new era, marketers 

have to understand how to interact with the customer rather than just exploit them to a message. 

(Keller, 2009) 

This is where social media comes in as a new head player, with the ability to on a personal level 

interact with groups and individual consumers (Solis, 2009). Solis (2009, s. 505) further argues 

that social media has “created and magnified a new layer of influencers across all industries”. 

He also highlights the importance of ‘sharing’ rather than disseminating, and that marketing on 

social media is actually as much of a question of understanding social science as of mastering 

technology. 

Market communications are the means by which a company, on a constant basis, reminds the 

customer that their brand and products are what is worth having. In this sense, marketing 

communication represents ‘the voice’ of the company, and it is also where the company creates 

and maintains dialogues between the brand and the consumer (Keller, 2009). Building brands 

by engaging individuals to interact with and share the message of a company brand is the new 

way to do it, emphasize Solis (2009). 

In this ever changing environment it’s not science fiction that marketers have to have a new 

look at how to capture costumers’ attention. They need to come up with something smart and 

revolutionary to have people think that marketing is something they want to talk about and 

engage in (Scott, 2010). Carolina Read states in her article Real-Time Marketing can keep 

business successful – but how? (2014, p. 10) 

“What is clear is that today's consumer is a moving target, jumping nimbly from device to 

device, never stopping too long at any one place. This is the ultimate convenience generation, 

needing to be met on its terms and turf.” 

In his e-book, Real-time - How Marketing & PR at Speed Drives Measurable Success, David 

Meerman Scott (2010) explains the phenomenon as something that happens over minutes, not 

days or months. He explains how internet has compressed time and rewarded speed and that it 

is up to the brands to follow. There is no longer time to plan your market campaign for months, 

because what was relevant when you started pitching ideas with your team will already have 

gone out of date by the day the campaign is running. Scott (2010, p. 5) states “The narrative of 

your business now unfolds, minute-by-minute, in real time”. 
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Jeremy Porter (2007) chose to discuss this real-time marketing phenomena in his blog as it is 

now inevitable that more companies have implemented this real-time marketing strategy to their 

everyday marketing agenda. He points out the new hype going on where brands are 

‘newsjacking’, meaning they are constantly up-to-date about what is going on in the world to 

find an opportunity to build brand awareness. In other words, newsjacking is taking advantage 

of breaking news and other big happenings and combining them with your brand’s marketing 

activities to create social media engagement (Scott, 2013). Miranda Miller (2013) implicates 

that real-time socialization is a great way to stay top of mind and build awareness among 

consumers and Scott (2010) states in his book that you always want to be first; you want to 

deliver the news first and you want to be the first player on the field. That way you can make 

sure you are still in the game, because when you talk about an idea early you will get a wider 

spread of the outcome of its’ communication (Scott, 2010). 

1.2 Definition of real-time marketing (RTM) 
RTM is a new marketing approach that is getting more and more attention among marketers all 

over the globe. The internet has radically advanced how business is operated, bringing it up to 

whole a new level of speed. Still, most organizations work slowly and are carefully planning 

their marketing strategy months in advance, responding to new developments in a deliberate 

but time-consuming way (Scott 2010).  

The growth of internet has been on high speed over the past two decades and we are now facing 

a world of a vital cloud infrastructure that includes most of our everyday lives (Sarukkai, 2013). 

It’s a cloud of information, social activities and interactive services and with such a growing 

amount of times spent online, it is essential for the users to optimize their time there. This 

implies that we are moving from an era of comprehensiveness to an era of precision, which in 

other words means that the right information, content or action has to be provided to the user at 

the right time, or else they will not be interested in paying attention (Ibid). Real-time for 

marketer means to break news over minutes, not days (Scott 2010). When a company is using 

RTM in their strategy they are responding to what is happening on the news on an instant basis 

and they are making sure they are the first ones to react. For marketer this implies developing 

ideas in real time and then unpredictably go viral with them to make sure they gain from the 

hype of the news (Ibid). 

So basically, RTM- marketing is when you base your marketing activities on up to date events, 

without any prior planning. 

A classic example for RTM in the world of marketers is Oreo’s tweet during Super Bowl 2013. 

When the game lost power for a 34 minutes during the third period, Oreo’s were quick to pick 

up these news and seized the opportunity by tweeting “You can still dunk in the dark”, referring 

to the fact that you don’t need light to eat an Oreo. The tweet was a huge success and got 

retweeted 15,000 times and they also got 8,000 new followers on Twitter, 20,000 likes on 

Facebook and went from 2,000 to 36,000 followers on Instagram (Watercutter, 2013). 
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1.3. Problem discussion 
RTM is a fairly new marketing concept and the number of brands utilizing it in their digital 

marketing strategies are growing rapidly (Kerns, 2014), but there are still many uncertainties 

whether or not the concept is effective (Reid, 2014).  

Some opinions argue that real-time marketing may jeopardize how a brand is perceived by its’ 

consumers (Reid, 2014). Critics say that the company may lose control of the brand since they 

may lose control of where the ads are placed (Ibid). Miller (2013) argues that it may be hard to 

be critical and ensure thoughtful content when the message has to be produced and launched in 

minutes.  

There are other issues to be discussed about real-time marketing as well, like the fact that most 

companies fail in their attempt to copy and be as successful with their ’newsjacking’ as Oreo’s 

was at Super Bowl 2013 (campaign explained further under 1.3 Definition of real-time 

marketing). They try hard but still they gain little success, due to the fact that they use an 

approach that is too broad. They use a “one size fits all” approach instead of finding the key 

customer and communicate to them in real time (Brito, 2014). 

1.4 Purpose 
The purpose of this research is to shed a light on this new phenomenon called real-time 

marketing, and investigate the attractiveness and effectiveness of it compared to traditional 

marketing on social media platforms, as well as researching the effect such marketing activity 

may have on a brand. May such real-time advertising jeopardize how the brand is perceived by 

its consumers and is there a possibility that it could even harm the brand? Further, we also wish 

to see if there is a correlation between events and real-time marketing, and if events make an 

impact on the effectiveness of RTM-advertisement. Lastly we aspire to provide suggestions and 

best-practice guidelines for companies to utilize when performing marketing activities in real-

time. 

1.5 Research questions 
Q1: Is the effectiveness and the attractiveness of RTM-advertisement greater than for traditional 

campaigns on social media, such as Twitter, Instagram and Facebook? 

In our online survey we will include questions where the responder get to evaluate the 

effectiveness and the attractiveness of both traditional online campaigns and RTM-campaigns, 

to try to see if there is any difference.  

Q2: How can RTM advertisement, due to the lack of time to consider the content of the 

marketing message, jeopardize a company’s ability to control how their brand is perceived by 

its consumers? 

By interviewing marketing professionals, performing observations online, and comparing our 

findings with previous theories and articles, we investigated whether advertising in real-time 

may affect the authenticity of a brand. 

Q3: What impact, if any, does big events like Super Bowl have on RTM advertisement? 
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By performing qualitative observations during big events, such as The Super Bowl and The 

Oscars, we got insights on how companies work upon such events to benefit the ‘newsjacking’ 

opportunities being revealed.  

1.6 Disposition  

Introduction

•Problem background

•Problem discussion

•Definition of Real-time marketing

•Purpose

•Research questions

Theoretical
framework

•Previous research and theories within brand equity, real-time marketing, digital marketing, and social media. 

Methodology

•Scientific approach

•Research method

•Data collection

•Validity and reliability

Empirical
Framework

•Qualitative interviews

•Quantitative survey

•Observations

Analysis

•Analysis of previous research and theories

•Analysis of empirical data

Conclusion

•Conclusions 

•Conceptualization & Suggestions

•Proposal for further research
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1.7 Key Terms 
RTM – Real-time marketing, marketing activity performed “on-the-fly”, i.e. marketing without 

any prior planning, and usually based on up to date events and happenings. 

Newsjacking – Injecting your ideas into breaking stories, news, and big happenings to generate 

social media engagement. 

Brand Equity – The commercial value of the consumers’ perception a brand contributes to a 

product or service. 

Brand Awareness – A customer’s ability to recognize a brand and associate it with a certain 

product or service. 

Super Bowl – The National Football League (NFL) championship game, played annually. 

Considered as one of the biggest happenings in marketing. 

The Oscars – The annual American award ceremony honoring the cinematic achievements in 

the film industry. 

Content – An online media production, created in an advertising manner, that provides 

experience and information that adds value to the end-user.  

Engagement – A consumer’s response to marketing content on social media posted by a brand 

or a company. For example, a like, a share, or a comment made by the consumer.   

2. Theoretical Framework 
2.1 Brand equity 
2.1.1. Customer-based brand equity (CBBE) 
The American Marketing Association defines a brand as “a name, term, sign symbol or design, 

or a combination of them, intended to identify the goods or service of one seller or group of 

sellers and to differentiate them from those of competitors.” It could be a functional, rational, 

or tangible difference, but it can also be a more symbolic, emotional, or intangible difference 

the brand provides. According to Kotler and Keller (2012) the brand is one of the most valuable 

assets of a firm. Brand equity is the value added from a brand on products and services of a 

company, this can be measured by the way consumers think and act towards the brand, e.g. 

prices, market shares or profitability (Ibid).  

Customer-based brand equity (CBBE) can be explained as the effect brand knowledge has on a 

consumer response of marketing activities of that brand. If the CBBE is positive the consumer 

will react more favorably to a product or service and the actual marketing activity itself when 

the brand is identified, than when it’s not identified (Kotler & Keller, 2012). The CBBE concept 

is basically the power of a brand that is within what customers have seen, heard, felt and learned 

about the brand in their previous experiences over time (Ibid). Keller (2013) uses the following 

sentence to explain the CBBE concept; “the power of a brand lies in what resides in the minds 

and hearts of customers” (p 143). The challenge for marketers when building brands is to make 

sure that customers have the desired type of experience with their products or services, so that 

the desired feelings, beliefs, perceptions, opinions and images become connected to the brand 

(Ibid). 
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Aaker (1991) identifies four brand equity pillars: Brand loyalty, brand awareness, perceived 

quality, and other proprietary assets (brand associations).   

Figure 1. Own-created model based on Aaker (1996, p.9) 

2.1.2 Brand Loyalty 
According to Aaker and Joachimsthaler (2009), brand loyalty can be considered as one of the 

most important dimensions since it generates a long time value. Aaker (1991) defines brand 

loyalty as the metric that measures the connection and relationship between brands and its 

customers. 

Both Aaker (1991), and Kotler & Keller (2012) mention that having strong brand loyalty gives 

a company a security and a predictability in both revenue and sales, brand loyalty also 

contributes to the acceptance and willingness to pay more for a product or service. The 

relationship of consumers and brands is either based on value proposition or positive feelings, 

were value proposition could be affordable prices or that deliveries are on time, positive feelings 

can be admiration or having fun (Aaker, 1996). The satisfaction of consumers is a major factor 

in order for consumers to repeat their purchases, this will in most cases lead to brand loyalty. 

Loyalty programs can be used to increase and enhance brand loyalty, for example customer 

clubs or benefits for frequent and returning customers (Ibid). 

Brand loyalty is far more than just loyal customers, retaining customers is a lot cheaper than 

acquiring new ones, and loyalty can also generate new customers since the brand gets a more 

accepting image among other customers (Aaker, 1991). Kotler and Keller (2012) also adds that 

brand loyalty can be used to create entry barriers for competitors. Measuring brand loyalty can 

be done in several ways, and the most common one is to ask a consumer: would you recommend 

a brand to others? (Aaker, 1996). 

2.1.3 Brand Awareness 
One of the key components of brand knowledge among consumers is brand awareness. Brand 

awareness can be explained as how well a consumers’ ability is to recall or recognize the brand 

under different situations (Keller, 2013). Aaker (1996) defines brand awareness in a similar 

way; the brand’s presence in a consumer’s mind and how the consumer remembers a brand, 

one example of how this is measured is the metric top-of-mind. Top-of-mind can be explained 

as the first brand a consumer would recall if being asked what brands they know of in a specific 

product category. In some cases a brand can achieve brand name dominance, which is the 



Page 14 of 76 
 

ultimate awareness level, in this situation the consumer only have one brand in mind when 

being asked a product category (Ibid). 

Aaker (1996) explains that increasing brand awareness is a good way to expand the market 

reach, this is in line with Keller’s (2013) perspective of brand awareness who states that having 

a strong brand awareness could enhance effects to increase brand equity, these effects include 

enhanced loyalty, greater price elasticity, better effectiveness in communication, and growth 

opportunities via extensions or licensing. According to Keller (2013) brand awareness can be 

created by exposing the brand in different commutation channels, such as advertising, 

promotion, sponsorship, events, and PR. 

2.1.4 Perceived Quality 
According to Aaker (1991) perceived quality can be defined as the customer’s perception of 

quality of a brands product or service compared to similar alternative brands. Perceived quality 

is important in many ways, the perceived quality of a brand is one of the key influencers when 

consumers are considering what brand they prefer to use, having a high perceived quality will 

allow brands to charge a higher price for a product or service, same as brand awareness having 

a high perceived quality can be used to extend the brand by entering new product categories 

(Ibid).  

Keller (2013) identifies the following general dimensions of perceived quality; product 

reliability, durability, serviceability, and style and design. A consumers’ beliefs of these 

dimensions often define quality, and this eventually, influence the consumers’ attitudes and 

behavior towards a specific brand (Ibid).Perceived quality can be measured by asking the 

question; does the brand in question have high quality compared to other brands? (Aaker, 1996) 

2.1.5 Brand associations 
Brand associations can be considered the mental connection between the consumer and the 

brand, this includes, product attributes, customer benefits, life-styles, product classes, 

competitors and countries of origins. The brand associations can differ in strength, a strong 

association can provide an incentive for consumers to buy, differentiate from other competitors, 

and affect the process of recalling information about the brand (Tuominen, 1999). 

Keller (2013) and Aaker (1996) underlines the importance of having associations that are 

unique, i.e. associations that are not shared with other competitors, this because a unique 

association will give a reason why consumers should buy the brand and not from a competitor. 

A brand’s personality is also an important aspect, and this is often used as a tool to make a 

brand more human-like. According to Aaker (1996) the brand’s personality is the set of human 

attributes linked to a brand, consumers using a brand often consider the brand in question to 

have a strong personality. Everything that can be associated with a brand contributes to a 

brand’s personality (Ibid). Aaker (1996) also explains that consumers have a way of self-

expressing their own personality using the personality of a brand, therefore a brand personality 

that correspond with a consumer’s personality are more likely to build a long term relationship. 

A brand’s associations can be created in several ways, it may be; marketing activities, direct 

experience, word-of-mouth, or assumptions from the brand itself such as name or logotype 

(Keller, 2013).  
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2.2 Internet as a marketing platform  
Today’s marketing platform isn’t what it used to be. Truth be told, the marketing 

communication environment has gone through a tremendous transformation the last 50 or 30 

years, and with a rapid increase of change the last 10 years (Keller, 2009). Traditional 

advertising media, there among TV, radio and magazines, don’t play the same role in the 

communication world any more. Instead, these forums have been replaced by new media such 

as the Internet, a communication platform where the consumer possesses a greater amount of 

control (Ibid). 

This control includes the ability to choose whether or not to be susceptible for a message; an 

online-user can easily choose to scroll down a feed or exit a window if they wish to skip or 

leave a message they are being exposed to (Keller, 2009). Combined with the ever so increasing 

amount of clutter in this viral world of brands and organizations trying to get their message 

through, the consumer has become effective at tuning out to those edicts (Ibid). It is thus 

fundamental that brands and their marketing managers understand the consequences following 

these changes in the business climate to best compose a strategy that fits into this new 

environment. These changes are for example growth of consumer-oriented information sources, 

fragmentation of media and time compressing, development of multi-tasking among customers 

and a shorter life span for ads (Nandan, 2004).  

Among the changes in the business environments lies the emergence of new markets, markets 

of which time plays a big role (Glazer & Weiss, 1993). These markets are often correlated with 

high-technology where rapid, continual and coexistent shifts in the state of key variables are 

common, further explained as high-turbulence markets. Those are dynamic markets that have 

high levels of interperiod change when it comes to the primary environmental variables of that 

market, and when it is hard to predict the future values of these variables (Ibid). 

Due to accelerated updates in technology people have changed the way they work, live and 

think. This has led to the growth of a multi-tasking behavior, where the consumer does multiple 

things at the same time (Nandan, 2004). For marketers, this contemplates a smaller life span for 

brands to make it into the spot light, generating an even slighter chance of getting the 

consumer’s attention. However, this time-compressed, information-oriented online 

environment doesn’t just come with downfalls. It has also made the consumer more accessible 

to big amount of data, and the media platform has opened up to interactivity between the 

company and its customer (Ibid). 

It is therefore vital for companies to adjust to these changes and regulate their strategies, since 

old school techniques may no longer apply (Keller, 2009). One of the hardest challenges is to 

become more effective in communicating with the customer in a two-way conversation, which 

is the main difference that applies on an online market (Peltier, Schibrowsky & Schultz, 2003). 

This interactivity is defined as a communication between individuals and organizations directly 

with one another regardless of time or distance (Ibid). Such interactivity mostly take place on 

what is called social media, where all operators play according to the same rules and where all 

communication is two-way and equal (Kaplan & Haenlein, 2012). Social media is further 

explained under 2.2.1.  

According to Glazer and Weiss (1993) a new high-turbulence environment forces the brand to 

reconsider its marketing planning strategy, given that a formal planning process might be 

crippling when variables tend to be interchangeable.  Their study implies that formal planning 
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procedures, such as planning marketing activities months in advance, in a high-turbulence 

market where information is time-sensitive may lead to decreased performance (Glazer & 

Weiss, 1993). 

2.2.1 Social Media 
2.2.1.1 What is Social Media? 

There is no simple explanation to the question “What is social media?” 

Social media can be distinguished from mass media due to the fact that they are based on content 

that are produced by the users, rather than using a professional organization as the mass media 

does. Social media could be described as a network where many people are communicating 

with many other people, each recipient has the same possibilities and terms to send a message 

through the same channels as everyone else. (Nationalencyklopedin, 2015) 

According to Kaplan and Haenlein (2012) social media can be defined as a group of Internet-

based applications that uses the technological foundations of Web 2.0, which provides the 

opportunity to create and exchange user-generated content. Web 2.0 was first introduced in 

2004 as a new way for software developers and end-users to utilize the World Wide Web as a 

platform where content and applications are continuously modified by all users in a 

collaborative fashion. (Kaplan & Haenlein, 2010). Although Web 2.0 is not a technical update 

of the World Wide Web, Web 2.0 uses functionalities such as Adobe Flash (used for adding 

animation, interactivity, and audio/video). Kaplan and Haenlein (2010) states that Web 2.0 

could be considered the platform for evolution of Social Media. Nationalencyklopedin (2015) 

also present a matching definition; the evolution from a statistical internet to a communicative 

internet. 

 

Figure 2. Model of Web 2.0 by Berthon et.al (2012, p. 262) 

This figure provided by Berthon, Pitt, Plangger & Shapiro (2012) explains Web 2.0 in a similar 

way; “the technical infrastructure that enables the phenomenon of collective media and 
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facilitates the consumer-generated content.” Thus Web 2.0 can be considered as different 

technological innovations that facilitates the content creation, interaction and communication 

across the World Wide Web. This led to a new definition of people called Creative Consumers, 

this group of people produce much of the value-added content in social media (Berthon, Pitt, 

Plangger & Shapiro 2012). 

To summarize; Social media can be defined as a group of internet applications, built on the 

technological foundation of Web 2.0, that provides a way for people to create and exchange 

user created content. The content can have several shapes such as audio, video, images, text 

and communities. (Kaplan & Haenlein, 2010, Berthon, Pitt, Plangger & Shapiro 2012) 

Social media has many positive aspects to it, such as providing endless communication 

possibilities. (Nationalencyklopedin, 2015).  

2.2.1.2 Social media platforms and applications 

Kaplan and Haenlein (2010) defines a social media platform as an application that gives users 

the opportunity to create a personal profile, that can be shared with friends, and where you also 

can send direct messages between each other. A personal profile contains pictures, videos, audio 

files and information about the user.  According to .SE (Stiftelsen för internetinfrastruktur) 72% 

of Swedes uses social media, and almost half (48%) visit some social media daily.  In the United 

States of America 67% can be found on social media, and 28% check several times per day 

(Adweek). 

2.2.2 Blogs 
According to Kaplan and Haenlein (2010) blogs are one of the earliest forms of social media. 

A blog can be described as the social media version of a personal web page where date-stamped 

posts are displayed in a reverse chronological order, e.g. personal diaries or relevant information 

in a specific content category (Ibid). Blogs are usually managed by one individual, but provides 

interaction between more people due to the adding of comments (Ibid).  

In later years it has almost become more or less a standard for a company to have a blog of their 

own, according to Castronovo and Huang (2012) this is a good marketing tool to provide advice, 

recommendations, answer questions, as well as collect and share customer experiences. 

According to Hubspot (2013) blogs was the overall best method for increasing traffic to a 

company’s homepage, and it was also considered the second best method in increasing leads (a 

prospective consumer). 

2.2.2.1 Twitter 

Twitter is a so called micro blog, but unlike a blog Twitter has a limit to the length of content a 

user can post and share. The maximum length of a post is 140 characters, this 140 character 

post is called a “tweet”. Twitter was founded in 2006 and is a desktop and mobile application 

where users can create a personal page, follow other users, as well as send and read others’ 

tweets (Schmidt and Ralph, 2011). As a user you can also answer to tweets, retweet (re-post a 

tweet yourself) and make a tweet a favorite. These functions can be used from a company and 

brand’s perspective to receive valuable data and feedback from consumers. Companies and 

brands can also use twitter to generate buzz about the brand or a product/service. Twitter can 

also be used to promote new releases and upcoming events. (Ibid). 
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Twitter has 288 million monthly active users, and it’s being sent roughly 500 million tweets per 

day. (Twitter, 2015) Of all social media usage in America 19% is using Twitter daily, and in 

Sweden the number is 6% (Stiftelsen för internetinfrastruktur and Adweek).  

Twitter has often been described as “the SMS of the internet” (Wikipedia, 2015). 

2.2.3 Content Communities 
A content community’s main objective is to provide the opportunity for users to share media 

content between users, this includes pictures, videos, texts, and presentations. Examples of 

content communities are; Flicker, Slideshare, YouTube, and Bookcrossing (Kaplan & 

Haenlein, 2010). Unlike other social applications users don’t have to create a personal profile. 

A personal profile is not required and if they do create one it’s usually only basic information 

(such as the date they joined the community and number of videos shared). Content 

communities is a very attractive contact channel for companies, due to the high attractiveness 

from consumers (Ibid).  

The most used content community is YouTube, a video sharing community, owned by Google. 

YouTube has more than 1 billion users, everyday people watch billions of videos, there’s more 

than a million advertisers doing advertisements on YouTube (YouTube, 2015).  

2.2.4 Facebook 
Facebook was founded 2004 by Mark Zuckerberg, initially to stay in touch with his fellow 

students and friends from Harvard University (Kaplan & Haenlein, 2010). Today, Facebook is 

the largest and most used social networking site with 1.39 billion monthly active users 

(Facebook, 2014) around the world. In America, more than half (58%) of the people using 

social media are active on Facebook, meanwhile in Sweden roughly 81% are considered active. 

The concept of Facebook is to give people the power to create and share whatever content they 

feel like, and by this keep the world more open and connected (Ibid). Facebook defines 

themselves as the following: “People use Facebook to stay connected with friends and family, 

to discover what’s going on in the world, and to share and express what matters to them.”  

Facebook can also be used as a valuable marketing tool, given the fact that there today is more 

than 2 million active advertisers on Facebook (Facebook, 2015). Facebook can be utilized in 

several ways from a company and marketer’s perspective. As a company you can have your 

own site where users can become a member and interact with your content and activities, e.g. 

liking, sharing with other users, attending events, and commenting (Ibid). In other words, 

Facebook can be used as a marketing tool, a tool to receive feedback, an event invitation tool, 

as well as a tool to communicate with the consumers. 

Similar to Twitter, Facebook have the same features for posts where members can “share”, 

comment and “like” posts in the feed, similarly to “retweeting”, commenting and “favoring” a 

tweet.  

2.2.5 Instagram 
Instagram is a mobile application for Android, Apple, and Windows operating systems, with 

the purpose to give users an easy way to share their life with friends through a series of pictures 

(Instagram, 2015). Users create their own personal page, where they can share pictures with 

whomever that is a follower, content uploaded can easily be shared on other social media 

applications, such as Facebook, Flickr, and Twitter. Instagram was founded 2010 by Kevin 
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Systrom and Mike Krieger with the goal to solve three problems; a way to take mobile photos 

and add filters to make them look professional, an easy way to share pictures with friends, a 

fast and efficient uploading experience (Ibid). 

Instagram has over 300 million monthly active users, with an average of 70 million pictures 

uploaded per day (Instagram, 2015). Instagram have had the largest increase of users the 

previous year, and today roughly 20% of America’s social media usage is Instagram, and that 

number goes up to 28% in Sweden (Stiftelsen för internetinfrastruktur and Adweek).  

Instagram has started to emerge as a marketing tool. Companies can have their own pages and 

share pictures and stories with their followers, and this can be used to tell a brand’s story, 

promote new releases, and get feedback from customers. A recent update will also allow brands 

and companies to share clickable advertisement (Instagram, 2015). 

2.2.6 Marketing in social media 
Social media marketing can be described as the utilization of social media technologies, 

channels, and software to create, communicate, deliver, and exchange offerings that give a 

value to the company, e.g. improve customer service, maintain customer relationships, inform 

consumers about benefits, promote a brand, special offers, or create brand awareness (Tuten & 

Solomon, 2014). 

Social media adds a fifth P to marketing, the so called four 4Ps of Marketing consists of: 

Product, Price, Promotion and Place. The web has changed from online monologues to social 

media dialogues, due to the increase usage of social media the power of communication has 

shifted from the companies to the consumers. As social media marketing techniques continue 

to grow a fifth P has to be added: Participation (lbid). 

2.3 RTM 
2.3.3 Development of RTM 
As mentioned before, the growth of internet has been on high speed over the past two decades 

and we are now facing a world of a vital cloud infrastructure that includes most of our everyday 

lives (Sarukkai, 2013). It is a cloud of information, social activities and interactive services and 

with such a growing amount of times spent online, it is essential for the users to optimize their 

time there. This implies that we are moving from an era of comprehensiveness to an era of 

precision, which in other words means that the right information, content or action has to be 

provided to the user at the right time, or else they will not be interested in paying attention 

(Ibid).  

The internet has radically advanced how business is operated, bringing it up to whole a new 

level of speed. Still, most organizations work slowly and are carefully planning their marketing 

strategy months in advance, responding to new developments in a deliberate but time-

consuming way (Scott 2010). Real-time for marketer means to break news over minutes, not 

days (Ibid). 

When a company is using RTM in their strategy they are responding to what is happening in 

the news on an instant basis and they are making sure they are the first ones to react. For 

marketer this implies developing ideas in real time and then unpredictably go viral with them 

to make sure they gain from the hype of the news (Scott, 2010). This they do by interacting 
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with the consumer on social media with funny, insightful or clever content that will receive 

positive response from their audience (Kerns, 2014). Activity on social platforms enables 

brands to build a personality and a humanity and gives them the ability to react to real-time 

events in an admissible manner, which is why so many brand are jumping on board the trend 

of RTM (Ibid). 

Traditional marketing has enabled companies to be in control of when and how to send a 

message to their audience, and they have had months at their hands to plan, develop and analyze 

a marketing strategy (Kerns, 2014). It is evident that consumers today are a moving target, and 

they are never stopping at one device for too long (Reid, 2014). To keep up with speed 

companies started to experiment and realized that activity on social media actually makes sense 

even for brands, and they began developing new strategies to adapt to this new social 

environment (Kerns, 2014). With the increased amount of time spent online and on social media 

platforms however, brands now need to modify their messages to correspond to the expectations 

for each platform (Ibid). Marketing on social media isn’t about telling your story, it’s about 

conversing with your audience and speak about topics that are relevant and up to date (Ibid). 

Appearance on social media platforms gives brands a soul, and they create brand value by being 

active and visible among consumers which strengthens brand awareness. To, for example, catch 

the attention of other tweeters out there you have to be able to tweet something relevant that 

fits into the rest of the conversations going on among the actual people (not brands). To do so 

brands need to understand what people are talking about, and then actually talk about the same 

thing, not trying to interrupt with a pre-constructed marketing message. If the people for 

example are talking about last night’s hockey game and a restaurants posts a tweet about today’s 

best lunch dish, they are not interacting with the feed, they are interrupting. (Kerns, 2014) This 

is where RTM enters the picture. 

A classic example of RTM is Oreo’s successful newsjacking tweet during 2013 years Super 

Bowl in New Orleans (Scott, 2013). When the stadium suffered a 35 minutes long power outage 

in the middle of the game, people soon turned to their social networks to discuss #BlackoutBowl 

on for example Twitter. Oreo were quick to take advantage of this, and in only a few minutes 

they had created a picture of an Oreo cookie on a table in a dark room with the words “You can 

still dunk in the dark”. They then tweeted the picture with the caption “Power out? No problem”. 

Since the audience had turned their attention from the black TV screen to their smart phones, 

and since the blackout was the hot topics right there and then, the Oreo tweet generated huge 

buzz and was retweeted about 15,000 times. Within the next few hours, online media blogs and 

other news platforms such as CNN, NBC and Forbes were all talking about the tweet, and Oreo 

were on everyone’s top of mind that night (Ibid). 

The development of real-time marketing (RTM) is evident and since the famous blackout tweet 

performed by Oreo in 2013, the assemblage of brands creating real-time content has tripled 

according to a study made by Marketing Land (Koufopoulos, 2015).  
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Figure 3. Super Bowl 2015 Real-Time Marketing Growth by Koufopoulos (2015) 

2.3.4 RTM and events 
Most RTM-activities take place around big events such as the Super Bowl or the World Cup, 

since they offer a variety of real-time opportunities and because such events causes a huge 

increase in social media activity and the possibility that people will share and interact 

(Morrison, 2014). Matter of fact is, shares are five times more likely to engender click-backs 

during the first 24 hours past a big event (Ibid). Since RTM has become a growingly vital part 

of many brand’s online marketing strategy, it’s now expected that they take advantage of 

current events and every-day trends to gain attention for their products and services (Kerns, 

2014).  

Scott (2013) exemplifies in his book The new rules of marketing & PR, the beauty of real-time 

event marketing by telling his readers about how a big brand like AT&T performed excellent 

RTM-activities during the Summer Olympics in London 2012. One ad they aired was with a 

young person at home watching a world record in swimming. Then this young person turns out 

to be a swimmer, and he or she writes “Goal: Beat World Record” on a board. The real-time 

feature about this ad is that the footage of the world record was filmed at the Olympics the day 

before, and therefore the ad felt relevant and interesting. AT&T ran several similar ads during 

the event and they all won greater interest than the regular TV spots ad during this time, thanks 

to the fact that they related directly to the Olympic game results (Scott, 2013). 
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2.3.5 Different types of RTM 
Real-time marketing is about utilizing what is happening in the now and the way to do so may 

vary (Kerns, 2014). In every event, trend or moment there’s an opportunity for companies to 

build content to boost their marketing activities and these can be divided into two categories: 

known vs. unknown and big events with set timing vs small events with unknown timing. From 

these two categories four different types of RTM-activities are available (Ibid). 

Planned 

Some things are easy to expect and will be known to happen at a certain time and place, such 

as big events returning each year; the Super Bowl or the Oscars for example. RTM-activities at 

such events can be planned from facts released in advance, such as who’s hosting, if someone 

will be performing, or what teams are playing in a game. These topics will be “the big talk” 

during the events and content including them may be created beforehand and posted as real-

time. (Kerns, 2014) 

Opportunistic 

Some things are impossible to anticipate and requires quick reaction in order to create RTM, 

and this is when brands need to be opportunistic (Kerns, 2014). The blackout during the 2013 

Super Bowl is one of those examples, and those micro-events are often the ones scoring the 

biggest (Ibid, 2014). 

Watch-list  

Events that are somewhat expected should be listed and prepared, according to Kerns (2014). 

The watch-list should include topics that might happen but you just don’t know where or when 

or the specific details about it, so that you are somewhat prepared when they do. (Ibid). 

Every-day 

News and events appear on an every-day basis and brands should take advantage of this to 

continue to be on the marketing radar (Kerns, 2014). These are events that come and go 

throughout the day and are easily missed, but should not be ignored. Real-time, trending 

subjects that reflect what consumers are talking and thinking about are great opportunities for 

companies to build awareness and interact (Ibid). 

Although presented as a mix, all four components of real-time marketing can work for each 

brand and should all be incorporated in the online marketing strategy to perform in real-time 

(Kerns, 2014). 
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Four components of real-time marketing by Kerns (2014)  

 

2.3.7 Opinions about RTM 
If RTM is a successful approach or not is questionable among many. In the article, Real-Time 

Marketing Can Keep Businesses Successful—But How?, Reid (2014) points out that if 

traditional analytics-based marketing is slow and a bit out of date, real-time marketing on the 

other hand is immeasurable, off-the-wall and a bit out of control. She continues that according 

to critics of this new marketing phenomenon, a big problem is the risk of companies losing 

control of how their brand is perceived due to the lack of time available to plan, analyze and 

reconsider (Reid, 2014).This is a challenge all marketers entering the RTM-field are facing, and 

they have to adapt to the new speed of managing the activities online (Kerns, 2014). What the 

brand is posting needs to be relevant and part of the moment, and it has to be developed in a 

fraction of minutes, not months (Ibid). 

Newsjacking is a powerful tool, but using it the wrong way may cause more damage than good 

(Scott, 2013). All type of news might not be suitable for all brands to build awareness, and 

connecting your brand with the wrong values and standpoints may affect your brand negatively. 

When Hurricane Sandy hit USA in 2012, brands built upon this to enhance sales. Clothing store 

American Apparel for example promoted a “Hurricane Sandy Sale” to its’ e-mail list, offering 

their customers a way to spend their “boring” time inside shopping. Considering that Hurricane 

Sandy caused the death of 209 people and that the country suffered big economic lost, that kind 

of promotion was not appropriate for any kind of beauty or retail brand (Scott, 2013). This kind 

of senseless newsjacking attempt is overt, it gives the company a bad name (Ibid). 

Brand that managed to create positive newsjacking from the same event was for example battery 

manufacturer Duracell that immediately after the storm placed mobile phone charging centers 

in areas that had lost power. Many people liked this on Facebook and the media noticed the 

gesture and wrote positive feedback about the brand (Scott, 2013).  
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Regarding RTM-activities, critics also point the fact that there are always winners and losers to 

every event that brand’s work on for their RTM-activities; some will succeed while other’s will 

perform poorly and be lost and forgotten in the stream (Kerns, 2014). Although critics predict 

real-time marketing to face an early death, it doesn’t mean that they are right (Dachis, 2013). 

The trends driving real-time marketing are based on a transformation in human behavior and 

marketers need to grasp that in order to develop a strategy that works (Ibid). Just like with any 

other marketing activity real-time marketing needs to be set up by goals and prepared by 

gathering and analyzing information (Kerns, 2014). You should test what works and what 

doesn’t and learn from your experience (Ibid). 

2.3.8 Discussed future of RTM 
According to Koufopoulos (2015) RTM isn’t dead, instead brands need to learn how to create 

great RTM; real-time marketing content that is thoughtful and interesting and that adds value 

to the conversation it’s operating in. RTM is not about harassing customers with more content 

posted more frequently than ever before, it’s about brands grasping how their customers live 

and what they are talking about (Ibid). Real-time marketing allows the companies to create a 

humanity side to the brand and to become alive, something that would never be possible on a 

billboard (Kerns, 2014). Interaction with customers like that lead to increased awareness and a 

bigger probability for sales in the future (Ibid). 

3. Methodology 
3.1 Choice of scientific approach 
Given the fact that real-time marketing is a rather new concept and that theoretical framework 

regarding the topic can be hard to come by, we feel that an abductive approach is certainly most 

suitable for the research we aspire to perform. Abduction is, according to Alvesson and 

Sköldberg (2009), a combination of both an inductive and a deductive scientific approach, 

where induction means creating theories upon solely new findings, and deduction is built from 

a base of already collected data and information (Jacobsen, 2002). An abductive approach 

endorses you to first collect a theoretical framework and then construct survey questions and 

other look for other empirical findings based on those theories. Further you analyze the 

empiricism collected to investigate whether the theories are applicable or not. If the new 

findings do not fully affirm previous facts, the theoretical framework may be reconstructed to 

better explain the conclusions of the survey (Ibid). 

This is probably the most used research method by real-time studies since it authorizes the 

researcher to move back and forth between the theoretical and empirical data and gradually 

build up an understanding (Alvesson & Sköldberg, 2009). With an abduction we will approach 

the subject in both an open-minded practice not to fixate ourselves on one set belief, and also 

examine already written theories to see if they are justified or not. 

We decided to gather theoretical data about how the digital marketplace has evolved over the 

recent years and also general understanding on brand perception and consumer behavior online. 

With a theoretical framework on digital trends and how the basic marketing strategy has 

changed, we established a broader understanding for why a marketing concept such as RTM 

has been developed. With that information we were later able to proceed conducting a suitable 

survey questionnaire and design our interviews to best answer our research questions. By 
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observing big and relevant events, such as The Super Bowl and The Oscars, we also 

investigated whether the theoretical framework conducted was applicable to our research or 

not. 

 

Previous findings of already made theories combined with new collected data and information 

allowed us to come to conclusions on how to best operate RTM today, and to give guidelines 

on what works and what doesn’t.  

 

3.2 Research method 
To best cover our field of study – RTM as a marketing activity – we decided to do a triangulation 

to allow us to investigate the subject from different angles; one from the company point of view 

and one from the consumers’ perspective. A triangulation is a combination of both qualitative 

and quantitative research methods, which can be to an advantage when researching a new 

phenomenon according to Jacobsen (2002) and Eliasson (2006). A quantitative method answers 

the questions “How much?” or “How many?”, and are often represented using mathematics and 

statistics (Backman, 2010). To conduct such metrics we ran a survey online where anonymous 

respondents were to answers questions on how they perceived RTM-posts compared to normal 

online-posts. Thus we were provided with metrics on how RTM is looked upon in the 

consumer’s mind. 

A qualitative method is exploratory in nature, and tries to answer the questions “How?” and 

“Why?” (Walker, 1997). To get the company view-point on RTM and to collect a greater 

understanding for how successful real-time marketing activities are operated today, we decided 

to have in-depth interviews with professional within the marketing field as well as running 

observation of various companies running RTM-campaigns online. A data triangulation like 

this, using a quantitative survey as well as qualitative in-depth interviews and observations, 

allowed us to see the problem from different angles and to shed light on how RTM as a 

marketing phenomenon is looked upon today.  

3.3 Data collection 
By using both primary data; data collected directly from the source, and secondary data; data 

that is collected from other sources than the original one, we strengthened the result of our 

research (Jacobsen, 2002).  

3.4 Secondary data 
Internet and libraries has been our primary source of secondary data, and we have especially 

been using the Internet in the early stages of the research to get a good and solid understanding 

regarding the chosen subject. The secondary data was collected from scientific journals, most 

of them found using Halmstad University, Gothenburg University, Thomson Reuter and Google 

Scholar databases. Key words that were used when finding scientific journals were real-time 

marketing, branding online, brand perception, social media, brand perception online, trends in 

new media, consumer behavior online. Books relevant to the research were acquired from 

Halmstad University Library, Halmstad City Library as well as New York Science Industry and 

Business Library. Relevant statistics were also collected from several trustworthy internet sites. 
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Worth mentioning is that given that RTM is fairly new concept, previous theories on the subject 

are limited. Therefore we have chosen to partly turn to more practical sources, such as blog 

posts and articles written by professionals within the area.  

 

Jacobsen (2002) say that it’s imperative to have a critical approach to the sources as well as 

evaluate the data thoroughly, since the secondary data is collected by others and have been used 

for other studies. This is something we had in mind when collecting and analyzing our 

secondary data, and we tried to find at least two or three different sources supporting the same 

theories. This enhanced the chances of the theories used being relevant and correct.  

 

3.5 Primary data 

3.5.1 Qualitative selection 

Our qualitative selection consists of five individual interviews as well as observations from a 

variety of events that might be of value for real-time marketing strategies. The events we put 

our main focus on were The Super Bowl XLIX, The Oscars and the American weather storm 

“Snowpocalypse” in 2015. With those observations we wished to investigate what effect events 

have on RTM and how companies may utilize them in their marketing activities to build brand 

awareness.  

 

3.5.2 Qualitative interviews 

By doing interviews we had the opportunity to ask follow-up questions, due to the fact that an 

interview is less controlled than other qualitative methods (Jacobsen, 2002). Interviews should 

preferably be executed in a physical location, but digital solutions are also a valid option 

according to Jacobsen (2002). Due to the fact that we were located in New York during the time 

of our survey, with interview objects situated in other parts of the world, we performed all of 

our interviews using online tools such as Skype and FaceTime. Saving the information obtained 

during an interview is preferred (Jacobsen, 2002), and therefore the information from all 

interviews were recorded.  

 

An interview guide was established based on our theoretical framework to get a base structure 

for our interviews. Some questions were open to allow follow-up questions which allowed us 

to get even more details and information. A mixture of both fixed and open questions in an 

interview is preferred, according to Jacobsen (2002), since fixed questions provide structure 

and open questions add possibility of discussion and elaboration.  

We conducted a total of five qualitative interviews, each with individuals that possessed greater 

knowledge and experience within the marketing field. The choosing of respondents to interview 

is of high importance, according to Jacobsen (2002), since people in different positions will 

have various views on the subject. We therefore chose to interview to people that have good 

knowledge on branding and marketing in general, but to whom the term RTM was fairly new 

and undiscovered. In addition we held two other interviews with people who had great 

knowledge and personal experience with RTM, in order to get different view on the subject. 

We wished to see if there was any difference in attitude towards RTM if the respondent had 
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good or poor knowledge about the phenomenon. The questions were slightly adjusted for each 

respondent, given the matter that each individual has a different area of expertise, and individual 

interview guides provided us with a high quality of data.  

 

The fifth interview was one of a shorter nature, and collected spontaneously after a lecture with 

big marketing profile Stuart Elliot from the New York Times. We thought his opinion would 

add value to our research and wished to have his thoughts on RTM, given the many years of 

know-how and practice in the marketing field.  

Tomas Bengtsson: Sales manager at TV4, Halmstad Sweden 

Sweden isn’t New York but a big company such as TV4 wish to keep track on new trends on 

marketing, which requires their employees to be well informed and newfangled regarding 

marketing enlightenment. We found that an interview with Mr. Bengtsson gave valuable insight 

on the current trend of new marketing such as RTM in Sweden. Bengtsson has worked on TV4 

for four years now as a Head of Sales, and has been in the marketing and sales field since 1989. 

 

Jeremy Jacob, Professor Marketing, City Collage of New York 

Jeremy Jacob is the founder and managing partner of Jacobstahl Inc, a full-service marketing 

communications consultancy specializing in healthcare, consumer and corporate 

communications. He is also currently working as a professor at CCNY (City College of New 

York) and teaches Branding Issues & Intangibles in the Public Relations track at BIC. Mr. 

Jacob has been in the field of PR & marketing communications for more than 30 years and has 

worked with wide range of small and bigger companies, such as Starbucks, P&G, Nike, etc. 

After attending one of Mr. Jacob’s classes at CCNY, we felt like interviewing him would give 

us valuable inputs on the real-time marketing.  

Ben Young, CEO of Nudge, New York 

Ben Young is the CEO of Nudge, a content analytic company located in New York, and also 

the co-founder of Young & Shand – an award winning digital creative agency in New Zealand. 

Ben is a young marketing entrepreneur with eight years of experience within the digital 

marketing field, and he has advised companies from all over the world on how to best perform 

their marketing activities. Mr. Young has been working with marketing for eight years now, 

and is CEO of the analytic tool that help brands measure the effectiveness of their paid media 

and native advertising campaigns.  

Kristina Borgwing, Global Digital media manager, New York 

Kristina Borgwing is currently the Global Digital Media Manager at Ralph Lauren, where she 

is working directly under Mr. Lauren himself. She has been in the digital marketing field for 

five years now, and has previously worked agency wise for both Razorfish and AKQA. Her 

career started with operating as a SEM (search engine marketing) expert before she gradually 

converted to becoming a media planner. The years in the digital media world has provided her 

with a lot of experience from the agency perspective as well as the brand point of view. When 

attending a social media in Brooklyn, New York, Ms. Borgwing was one of the speakers on 

stage. We contacted her afterwards and she approved to participate in an interview on RTM. 

Stuart Elliot, famed advertising columnist formerly of New York Times 



Page 28 of 76 
 

After attending a “Lunch with leaders” at CCNY, City College of New York, where Stuart 

Elliot shared his thoughts about "Seismic Shifts: Advertising TODAY”, we stayed after to ask 

him about his opinions on real-time marketing. Mr. Elliot politely listened to our question and 

also permitted us to record his answer for further use in our thesis.  

Overview Interview Respondents 

 

Company  Interview  Position  Date, time 

  respondent 

 

TV4 Halmstad Tomas Bengtsson Head of sales  3/25/2015 

      13.00-14.30 

 

City College NY Jeremy Jacob  Professor, marketing 3/27/2015 

      10.15-10.45 

 

New York Times Stuart Elliot  Columnist, marketing 3/19/2015 

 

Nudge  Ben Young  CEO  5/5/2015 

      13.00-14.00 

 

Ralph Lauren Kristina Borgwing Global Digital manager 5/6/2015 

      14.30-15.15 

 

3.5.3 Observations 

In order to investigate whether big events have a significant impact on how well RTM-activities 

are executed, we performed a variety of online observations where we compared RTM-tweets 

and videos to ordinary marketing content made by the same brand. During three different types 

of events; The Super Bowl XLIX, The Oscars 2015 and the snowstorm in North East of USA 

– “Snowpocalypse” – we were alert and observant on social media and looking out for trends 

and topics regarding companies posting RTM-content online. The days following the event we 

were also reading posts on media outlets such as Adweek, Marketing Land, and Adage, that 

were all busy writing about brands and their RTM-activities. We chose brands that were talked 

about a lot and further compared their RTM-activities with similar, non RTM-content that they 

had posted within the same time span in order to see if the results showed any difference. All 

online campaigns, both RTM and regular content, where measured using online software tool 

Nudge (www.giveitanudge.com).  

3.5.4 Quantitative selection 

A quantitative survey was conducted to give us the consumers view of RTM and to find out 

what effect it may have on brand perception online. The targeted audience was social media 

users from Sweden and USA of all ages. The questions in our questionnaire were based on our 

theoretical framework and conducted online for the most convenient way of reaching our 

responders.  

 

Saunders, Lewis & Thornhill (2009) states that when you want to do research you have to 

consider if you need to use sampling or not. In some cases it’s impossible to collect and analyze 

data from an entire population given it may be impractical or that budget and time might prevent 
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you from surveying the entire population (Ibid). This applies to our case, with the population 

being too big, whereby a sample had to be made.  

 

Our theoretical population consists of roughly 75 million social media users in the US (Adweek, 

2014) and 7.2 million users in Sweden (.SE, 2014). A confidence level of 95 percent was 

chosen, this will give us the probability of 95 percent chance that the correct value is displayed 

in the survey data. The margin of error was determined to be 6 percent which resulted in a 

sample size of at least 267 individuals. 

 

3.5.5 Quantitative survey 

We created a questionnaire that was easy to answer, given the decreased possibility of 

misunderstandings (Jacobsen, 2002). We also designed it to be short, since Kotler (2014) argues 

that a long and time consuming questionnaire will result in fewer respondent completing the 

survey. Also, all respondents participating in our survey where anonymous, which is according 

to Jacobsen (2002) an advantage since individuals often tend to answer more truthfully. 

The tool used for conduct our survey was Surveygizmo, an online tool that enables you to build 

and run your custom made survey. We structured our survey in a way that allowed us to get a 

picture of what consumers think about RTM-based social media advertising compared to 

regular advertising from the same platforms. A total of 3 brands and 6 advertisements were 

used. Respondents would first see a picture of a regular social media advertisement followed 

by a RTM-influenced advertisement from the same brand. Instead of asking the respondents 

questions, they had to rate different metrics of the advertisement with a 1-5 semantic scale, 

where 1 star was equal to “I strongly disagree” and 5 stars was equal to “I strongly agree”. The 

metrics we decided to measure and get opinions about were: 

 

I find this to be entertaining: By asking the respondents whether they found the advertisement 

entertaining or not, we hoped to see a difference between the normal tweet and the RTM-tweet, 

and if people found the RTM-advertising more entertaining than the normal one. With this data 

we also wish to come to further conclusions on how to best create a RTM-content. Would it be 

more successful when made in an entertaining manner, for example?  

 

I find this to be informative: Similarly to the previous metric, we wished to see if there was 

any difference in how informative the advertisement was when made in real-time or as a regular 

tweet. Is there a chance that the ad is perceived as less informative caused by adapting the 

message to fit an up-to-date event or other happening?  

I understand what the brand stands for: With background from or secondary data, RTM-

activity online may sometimes jeopardize how the brand is perceived by its’ consumers, due to 

the fact that the advertising content is made quickly and with little time to plan. We wanted to 

investigate if the respondents found it harder to understand what the brand stands for when they 

posted their RTM-tweet compared to their normal tweet. 
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This makes me interested in the brand: Other parts of our theoretical framework says that 

advertising is about trying to be top of mind, but that it’s harder now than ever to be seen in all 

the clutter. It also says that RTM may help a brand to create buzz and to be seen by its 

consumers, since they are then talking about topics that are relevant and up to date. This metric 

helped us see if the RTM-tweet resulted in a higher interest for the brand than the normal tweet 

did. 

I would share this with a friend: The best way to measure brand loyalty is by asking if people 

would recommend the brand to other people. Sharing with friends is one of the most valuable 

aspects of marketing on social media, therefore we wanted to find out if an RTM-tweet is more 

likely to be shared than a normal one. 

In general I like this advertisement: As a final measurement we sought out to the general 

opinion of the respondents, basically to see whether the respondents preferred the RTM 

advertisement or the normal advertisement. This because an ad can be less entertaining and 

informative, but it could still be more likeable regarding other factors. 

This is how it would look like in the survey. 

 

 

As a final question the respondents got to rank and make their “top 3” of all the 6 

advertisements. See appendix for the full survey. 

 

The goal with the survey was to examine the effectiveness and attractiveness of RTM-content 

on social media among consumers, and to see if it affected their perception of the brands. The 

survey were active for roughly a month and was distributed among social media channels, 

forums, companies, and educational institutions. Following numbers are the total amount of 

respondents and completed surveys used for analyzing our data. 

 

Respondents 420 

Completed surveys 296 

Questions 8 

 

All data collected through our quantitative survey was further analyzed using SPSS and Excel 

to give us valuable information to our conclusions.  
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3.6 Validity and reliability 

According to Jacobsen (2002), all kind of methods has to meet two requirements; it must be 

valid and relevant as well as reliable and trustworthy. When ensuring that our research is valid, 

we made sure that we measures what we actually wanted to measure, and that what has been 

measured is also applicable to other units (Ibid). Therefore, a study’s validity may be described 

as divided into internal and external validity, where internal validity applies to if we measure 

what we desire to measure and external validity describes how well our findings are also valid 

in other contexts (Ibid).  

To ensure our internal validity we continuously compared theoretical and empirical findings to 

one another and critically analyzing all results. Thus, our choice of triangulation reinforces the 

validity of our research. When making a sample of our population for our survey, we calculated 

that with a 95 % confidence level and a margin of error of 6%, we needed a sample size of at 

least 267. Collecting a total of 296 responds, we ensured the validity of our quantitative survey. 

4. Empirical framework 
The empirical chapter presents the empirical data, starting with a presentation of the 

interviews, which is followed by a presentation of data gathered through the quantitative survey 

and findings collected through online observations. Finally, we give the results of the 

measurements, where we describe the regressions run on the collected data. 

4.1 Interviews 
4.1.1 Tomas Bengtsson, Head of sales at TV4 Halmstad 
As head of sales at TV4 Halmstad, Tomas Bengtsson maintain customer relationships and close 

deals with companies that choose to market themselves at various TV4 channels, such as on 

television and on their digital web TV-platform. Some clients choose to buy real advertising 

spots in commercial breaks whereas others adopt the possibility of simply “sponsor” a program 

or a show, i.e. “this program is sponsored by”. 

Mr. Bengtsson has been working on TV4 for four years, but has been in the sales and marketing 

field since 1989, and therefore considers himself to have a good knowledge of how the trends 

of marketing look like in Sweden. 

4.1.1.2 Brand 

A strong brand in Mr. Bengtsson’s opinion stands for security and stability, which gives the 

customer a feeling that they can trust the brand. He points out the importance of regarding 

branding in all corporate activities, and not the least when doing marketing.  

To the question if any marketing activity may harm a brand Bengtsson replies that it may 

indeed, and brings the example of the meat scandal at ICA a few years back that got major 

attention in media and online. However, he continues, ICA managed to recover from this 

quickly thanks to their strong brand and their long time in the field of grocery business. He 

support his claim by adding that the stronger the brand you have built from the start, the more 

side steps can you afford to take; i.e. it’s easier for a strong brand to recover from a downfall.  
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4.1.1.3 Social Media 

Regarding today’s marketing activities online and brands presence on social media, Bengtsson 

responds with saying that he indeed thinks that taking the step to the digital platform is vital to 

survive. Although, he points out that it’s harder today than ever for a company to get through 

with their marketing campaigns and that it’s also getting even tougher to succeed on social 

media, especially since platforms like both Google and Facebook make it harder for companies 

to advertise. He ends the questions with adding that a strategy to succeed online is vital. 

4.1.1.4 RTM 

Bengtsson has a fairly poor comprehension of what real-time marketing is, and he is more 

familiar with the term real-time bidding. When we further explains the fundamentals of what 

RTM online is, he says that he has heard of the term but that it’s something that hasn’t yet hit 

the Swedish market. He adds that companies may be using it, but the term RTM itself isn’t 

broadly used. Given the poor insights of RTM, Bengtsson wish to not give too many opinions 

about it, but he does think that the lack of time considered to perform marketing activities in 

real-time may harm a brand. 

4.1.2 Jeremy Jacob 
Jeremy Jacob is the founder and managing partner of Jacobstahl Inc, a full-service marketing 

communications consultancy specializing in healthcare, consumer and corporate 

communications. He is also currently working as a professor at CCNY (City College of New 

York) and teaches Branding Issues & Intangibles in the Public Relations track at BIC. Mr. 

Jacob has been in the field of PR & marketing communications for more than 30 years and has 

worked with wide range of both smaller and bigger companies, such as Starbucks, P&G, Nike, 

etc.  

4.1.2.2 Brand 

The strongest brands in Jacob’s opinion are the ones that have made a positive connection with 

its customer. A strong brand is when the customers know exactly what to expect which also 

make them trust a brand. He mentions Nike, for example, whose marketing strategy is that if 

you have a body – you’re an athlete, which applies for practically most consumers. Nike has 

therefor succeeded in communicating its’ value with its customers, and a brand like that is 

incredibly strong, according to Jacob. He also mentions a less “flashy brand”, such as Procter 

& Gamble, that still has enabled to gain a broad range of customers who prefer buying their 

housing products over less expensive brands, because they succeeded to create a special bond 

between the brand and its consumers. 

Mr. Jacob points out the importance of including branding in a marketing activity online, 

especially today when the online marketplace is cluttered with messages which makes it really 

hard for a brand to get through to its targeted audience. Thus, he says, the power of the branding 

is sometimes more important than the quality of the product. He gives Apple for example, and 

says that people may know that there are better products on the market, but that it doesn’t stop 

them from buying Apple thanks to their strong branding. 

To the question whether an online activity may harm a brand, Mr. Jacob agrees and says that 

so is certainly the case, bringing up the relevant and news related topic about Starbucks 
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campaign “Race Together”. He talks about how the poorly executed campaign has in fact 

harmed the brand, and that activities online may create damage just like with any other 

communications platform. 

4.1.2.3 Social Media 

Social media in Jacob’s opinion is just like any other media, and you have to have a strategy 

when being active there with your marketing activities. You have to know who you’re targeting, 

what your messages are and how to deliver them. You can’t just say “Let’s go online and 

advertise”, you have to plan and you need to develop a strategy just like with any other media. 

4.1.2.4 RTM 

Mr. Jacob confesses that he doesn’t know much about real-time marketing, and feels like even 

though he’s heard about it he doesn’t have enough insights to give an influent opinion about it. 

He does however tell that he’s seen it and that he knows that big, established brands are 

performing such RTM activities. His opinion about RTM is that for that establishes brands, like 

Oreo during the Super Bowl, to be active in RTM it has to be working. He also adds “They 

seem to know what they’re doing”. 

His final viewpoint of today’s online media and real-time marketing activities is that things 

have changed since the old days, and that what Starbucks did in March 2015 would have simply 

gone away rather unnoticed when digital media wasn’t around to spread it. That’s the challenge 

of being into the real-time; something is always happening and someone is always watching, 

and you have to have your act together at all times. With real-time it’s vital to think about 

authenticity, or else there’s going to be a backlash like with Starbucks. There are simply so 

many forums for people to express themselves and you can’t ignore that.  

He also adds that it’s not like these brands won’t survive, it’s not like they are going to go out 

of business, which is one of the benefits of building a strong brand connection with your 

consumer; you do have permission to screw up once in a while. That is also his opinion with 

Starbucks, that their connections with their consumers is too strong for a side step like the “Race 

Together-campaign” to do any major long term harm. 

Jeremy Jacob feel like he isn’t qualified enough, since he himself hasn’t been involved in any 

RTM activity, to give an opinion about whether the marketing strategy has a future or not. He 

claims once more however that since there are very sophisticated marketers engaging in it, and 

not just “funky startups” and small businesses with new technology – “Oreos is a hundred years 

old”, he adds laughing – it’s clearly not a fad.  

4.1.3 Ben Young 
Ben Young is an entrepreneur in both marketing services and in the technology field, and he 

has advised companies from all over the world on how to best perform their marketing 

activities. He is currently the CEO of Nudge Analytics, an online analytic software that help 

brands measure the effectiveness of their paid media and native advertising campaigns. He is 

also Director at Young & Shand, a creative digital agency that he founded in New Zealand with 

partner Duncan Shand. Mr. Young has been working with marketing for eight years now, and 

has sat across creating the campaigns that has been used growing his own companies as well as 

helping other companies with theirs. 
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4.1.3.2 Brand 

A strong brand in Mr. Young’s opinion fulfills the promise of holding a unique place in the 

mindshare of its target consumers. He says that a strong brand is “distinct, memorable and 

creates desire”. He says that having a strong brand is extremely important, and that in an ever 

connected world it helps a company stand out from the crowd and fuel the ever important word 

of mouth. To maintain a strong brand for Nudge Analytics, Mr. Young believe in sharing the 

brand through actions such as creating unique events which solve the problems for their 

customers. He believes in interacting with customers and educate through ongoing aggregations 

of content relevant to them. He also adds that consistency in marketing activity is vital to 

maintain a strong brand, and that inconsistency may lead to that the brand start feeling 

uncomfortable in the customer’s mind. He therefore thinks that it is important that every 

marketing activity reflects the brand and what it stands for.  

4.1.3.3. Social Media 

Brand building doesn’t come from just one touch; it comes from a journey of multiple touch 

points, according to Mr. Young. Social media lets the company do that in an accessible and 

transparent way, he says, and it is therefore important today to be active on such social 

platforms. His companies are both active on the following; Twitter, Blogs, Instagram & 

LinkedIn.  

The main challenges of using social media as a marketing channel is, however, picking the right 

channels for your market, Mr. Young adds. He says that you have to have discipline enough to 

only play in the networks which play to your strengths as a brand. Further, you have to keep 

the feedback loop from your market tight, so that you know what content is going to work and 

what isn’t This, he say, takes continual interaction with your audience.  

To our question on if he thinks it is important to have a strategy when marketing on social 

media, he responds with an “Absolutely”. There is no “one size fits all” strategy, he says, but 

that the criteria for the right strategy is one that plays to your existing strengths and capabilities. 

Too often, he further adds, people stretch themselves too far when starting out in social.  

4.1.3.4 RTM 

Mr. Young is well aware of the term RTM (real-time marketing), and brings the most quoted 

case of Oreo’s “You can still dunk in the dark” during the Super Bowl blackout as an example. 

His general opinion about RTM is that it’s a great tactic when used well. He also says that 

Nudge Analytics has been in contact with RTM, and most commonly during industry event 

when acting as an aggregator or disseminator of quotes, stats and information via Twitter.  

RTM can be an efficient way for companies to perform marketing activities online, Mr. Young 

says, but the challenge brands have is to ask themselves whether this tactic enhances their brand. 

For instance, you must ask yourself the following questions; 1) Does your audience really care?, 

2) Is a competitor already owning that?, and 3) Does this connection to these events add 

positively to your brand, or does it just confuse and/or distract your market?  

However, he adds, the context of real-time content is that it can create favorability, which in 

turn drives word of mouth and extend reach.  
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In general, Mr. Young thinks about RTM as a great tool in the marketers’ toolkit, but that it is 

often misused or used as a rationale to talk more, rather than focusing on two-way 

communications. He also says that the risk with RTM is that it may indeed jeopardize how the 

brand is perceived by its consumers. He gives an example with a brand of which its attributes 

are focused on luxury and/or desire, RTM-activities that makes the brand more accessible may 

erode the sense of exclusivity.  

As for the future, Mr. Young thinks that RTM will become the new norm. He says that he as 

an active profile on the new media front already sees glimmers of that when events are on they 

expect brands to create content around that. People are starting to expect it, rather than being 

surprised by it happening.   

4.1.4 Kristina Borgwing 
Ms. Borgwing has worked with advertising for five years and started in the SEM (search engine 

marketing) field and moved into media planning at agencies Razorfish and AKQA. She worked 

at the agency side of marketing for four years before moving in house to work at the Ralph 

Lauren office in New York, where she is now manager of global digital media.  

4.1.4.2 Brand 

A strong brand in Ms. Borgwing’s opinion is a brand with a strong identity, an identity that 

consumers can relate to and advocate for. She thinks it is very important to have a strong brand 

and says that if there is no brand identity, then it is difficult to build consumer loyalty. At Ralph 

Lauren, they maintain a strong brand through consistency in aesthetic, messaging and quality 

of product, she says.  

If it is important that every marketing activity reflects the brand and what it stands for, Ms. 

Borgwing says yes. It is important to keep the core message streamlined, and every marketing 

effort need to funnel up to a larger campaign- or brand goal, she says. She also adds that with 

that being said, there are many ways to run a successful campaign and that it is important to 

innovate and try new marketing avenues to remain relevant to consumers.  

4.1.4.3. Social Media 

Ralph Lauren as a company is very active on social media platforms globally, Kristina 

Borgwing says, and their main priority in the U.S. is Instagram. Her opinion is that it is 

important to be active on social media to remain top of mind among consumers but also to 

capture them where they are going. But it’s not just to meet them at their terms and turf, acting 

on social media requires a strategy, she says. You have to have a social strategy to make sure 

your brand comes across as authentic at all times. However, she adds, although you need a clear 

strategy there must also be room for some flexibility for the brand to make real time decision.  

Koppling RTM 

4.1.4.4 RTM 

Ms. Borgwing is well aware of the term RTM and her general opinion about it is that RTM is 

a great way for a brand to remain relevant, but that it should be used sparingly and only at the 

right moments. She says that Ralph Lauren doesn’t typically run RTM however, and that it 

takes a lot of man power in order to create war rooms around major events so that a brand can 
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send a tweet or one social post that may or may not become viral. In that regard Ms. Borgwing 

is skeptical regarding if it’s an efficient way of marketing a brand or not.  

She also thinks that RTM as a marketing activity may harm a brand, since it may cause that the 

brand comes off as unauthentic. Her over all feelings about RTM is that it used to be a clever 

tactic for large companies to use but that too many brands today are trying to utilize it in an 

unauthentic way. She believes that the future for RTM is for companies to focus more on geo 

targeting or to utilize weather targeting to hit consumers when it is most relevant, rather than 

creating RTM around major events as most companies do today.  

4.1.5 Stuart Elliot 
According to Mr. Elliot the issue now with real-time is the whole thing about short-term and 

long-term, that a lot of brand nowadays say “To hell with the long-term, we just got to send ten 

more cans of soda by the end of the day today”. He further adds, however, that the real-time 

marketing going on online, on different Twitter feeds and so on, work on building an 

appreciation for the brand so that in the long run you end up buying that brand instead of any 

other. Either way, he explains further, whether it’s for short- or long-term strategies marketers 

today need to do whatever they can to sustain their spot on the market; the competition is simply 

too hard to just be by-stander.  

4.2 Observations 
The Internet is a forum on fire before, during and after big events such as the Super Bowl, 

Oscars and the Grammys. Brands use Twitter, Facebook, and Youtube to interact with their 

customers by talking about what is already on everybody’s tongue, and to steal a part of the 

spotlight. By observing social media feeds around these big events we were given a feeling for 

whether or not big events may help companies in their online activities. The follow-ups of those 

observations also provided us with further information regarding if those real-time marketing 

activities were successful in creating social awareness or not. 

The main observation showed us that most brands choose to tweet in real-time about other 

brands in order to interact with each other. They know who else is sponsoring the event (The 

Super Bowl for example) and they have their real-time marketing team ready to start a 

conversation online. To name one among them we have McDonald’s who were tweeting 

constantly during this year’s Super Bowl, by “lovin’” all the other brands’ commercials. All of 

those “lovin tweets” were retweeted close to 10, 000 times, and one of them looked like this: 

“Lovin’ the love btwn father & son in @NissanUSA’s spot. RT to try & win a Nissan Altima 

you could drive someday soon.”  
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(http://www.adweek.com/news/advertising-branding/mcdonalds-tweeting-about-everyone-elses-

super-bowl-ads-162703 ).  

Another brand that picked up the real-time activities and advanced other companies’ 

commercials where Dorito’s, that was fast on making new past Super Bowl ads built upon the 

commercials supporting the game. Considering many brands had been using father or puppies 

in their commercials, for example Budweiser with their “Lost puppy” and both Nissan’s and 

Toyota’s dad-relationship-commercials, Dorito’s decided to make a “Puppy Dad” ad to post on 

Youtube. The video is featuring a dog and its’ puppy, with a male voice saying: “This year, we 

noticed a whole lot of dads and puppies in commercials. But what about dads of puppies? You 

know – puppy dads! Dorito’s set out to refill that gap, by reuniting a puppy with its dad.” The 

commercial is simple, funny and real-time. The Youtube film was shared 3,328 times on 

Facebook and 94 times of twitter, and resulted in 60 000 earned impressions, according to 

Nudge analytic tool  

(http://www.giveitanudge.com/diagnose/?u=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%

3DHiHbKki1ExY, 5/5/2015). 

In comparison, another video posted during the same week by the same company that was not 

RTM-influenced, was shared 478 times on Facebook, 24 times on Twitter and got a total of 

1953 earned impressions  

(http://www.giveitanudge.com/diagnose/?u=https%3A%2F%2Fwww.youtube.com%2Fwatch

%3Fv%3DiUv91yJacJo , 5/5/2015).  

Another brand observed was Lego during The Oscars, who tweeted a picture of a Lego version 

of the Oscars statuette. They tweeted it with the caption “Everything is awesome”, which is a 

song from the Lego-movie. This RTM-influenced tweet was retweeted and favorited over 3000 

times, we compared this to a traditional tweet that was posted the same week, which was 

retweeted 53 times and favorited 114 times.  



Page 38 of 76 
 

 

 

 

Normal tweet   RTM-tweet 

 

According to social analytics firm Spreadfast, The Oscars tweet had 2635% more retweets than 

the average tweet from the Lego account (Marketingland.com). Other brands picked up their 

successful tweet and posted related tweets during the Oscars. Pizza Hut, for example, tweeted 

“Everything is awesome” and also tagged Lego for further correlations.   

 

During the blizzard 2015, “Snowpocalypse” or “Snowmaggedon”, as it was also called, brands 

tried to capitalize on this happening by tweeting in real-time. In general, however, those RTM-

activities seemed to not be as popular as traditional brand tweets. For example McDonald’s 

tweeted a “checklist” for the snow storm, an RTM-tweet that was retweeted 101 times and 

favorited 181 times. Comparing this to a traditional McDonald’s tweet during the same time, 

the regular one was retweeted 684 times and favorited 1616 times. 
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Normal tweet   RTM-tweet 

 

Our online observations also provided us with insights of how activities on social media may 

not work in line with the company’s values. Starbucks, for example, decided to start a campaign 

regarding the racial issues going on in the United States with the hashtag #RaceTogether, 

starting after Obama’s 50th anniversary speech on Bloody Sunday in Selma, Alabama, where 

Martin Luther King first started the conversations about race (washingtonpost.com). Along with 

the hashtag on social media Starbucks also encouraged their employees to write Race Together 

on each coffee mug and to start conversations about the topic with customers. Although the 

intent was good and the topic is real-time and vital to talk about, Starbucks experienced a major 

backfire. Their customers weren’t ready to address the matter in their local coffee shops and 

especially not over ordering coffee. What was meant to be a “feel-good” and inspirational 

campaign by Starbucks, turned out to be rather offensive to most (Washingtonpost.com). 

Instead of facing positive feelings about the brand in race related issues, Starbucks Race 

Together-campaign met raging online activity. The campaign was analyzed by analyst Christina 

Dorn from Networked Insights and she discovered that, yes, the volume of discussion about 

Starbucks did increase 266 percent the day the campaign was launched, but not the way they 

were expecting it to be. Only 7 % of the discussion by consumers were positive and as much as 

60% of them were categorized as “hate”. Adweek’s Social Time writes that what Starbucks 

learned from this is that it’s hard to drive a touchy conversations like race on social media, and 

that you have to be aware of the consequences thereof (adweek.com).  

Critic John Hellerman from Hellerman Baretz Communications stated in PR Week’s online 

article from March 18th, 2015: 

“While the conversation about race is an important one, Starbucks made the 

classical error of hubris. As one of the world's most respected lifestyle brands, it 
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wrongly assumed its customers would welcome such a charged conversation – with 

a stranger – before they've even had a sip of the coffee they pine after and came to 

buy in the first place.”  

(http://www.prweek.com/article/1338951/starbucks-bounce-back-race-together-flop) 

After only one week, Starbucks stopped the coffee-mug-interaction and decided to continue the 

conversations exclusively online. According to Starbucks CEO Howard Schultz, however, this 

was the plan all along (Washingtonpost.com). He writes in a PR memo that  

“While there has been criticism of the initiative — and I know this hasn’t been easy 

for any of you — let me assure you that we didn’t expect universal praise,” Schultz 

said in his letter. “The heart of Race Together has always been about humanity: the 

promise of the American Dream should be available to every person in this country, 

not just a select few.” (Washingtonpost.com) 
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4.2 Quantitative Survey 
The survey totaled in 420 respondents, 296 answered correctly and completed the survey. The 

following are the findings from those 296 completed surveys, to get an easy overview of the 

data diagrams and graphs are used. In the end of this quantitative section the SPSS outcomes 

are presented.  

4.2.1 Respondents 
The respondents are people in any age, any gender, using social media, and are from either USA 

or Sweden.    

The ratio was 38% from USA and 62% from Sweden, i.e. 133 Americans and 183 Swedes. 

4.2.2 Real time marketing 
 
The questions were based on a rating system, 1-5 stars, where 1 star is “strongly disagree” and 

5 stars equals to “strongly agree”. A short introduction and background was given for each 

tweet to give the respondents a better understanding. The following numbers shown are the 

average rating (stars) each metric received. 

  

Sweden
62%

USA
38%
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4.2.2.1 Kit Kat 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

The first brand in the survey was the chocolate candy Kit Kat. The picture on the left is a normal 

tweet and the one on the right is a RTM influenced tweet.  

 

 

 

 

 

 

 

 

 

 

 

 

The blue color represents the RTM-tweet and the yellow the normal tweet, the RTM-tweet 

outperformed the normal tweet in all categories, all numbers are the average rating each metric 

received. 



Page 43 of 76 
 

4.2.2.2 Oreo 

 

 

 

 

 

 

 

 

 

 

Similar to Kit Kat, the left tweet is a normal tweet and the right one is a RTM influenced tweet 

from the cookie manufacturer Oreo. 

 

The blue color represents the RTM-tweet and the yellow the normal tweet, the RTM-tweet 

outperformed the normal tweet in all categories, all numbers are the average rating each metric 

received. 
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4.2.2.3 Olive Garden 

 

 

 

 

 

 

 

 

 

Again, the left tweet is a normal tweet and the right one is a RTM influenced tweet from the 

American-Italian restaurant Olive Garden. 

 

The blue color represents the RTM-tweet and the yellow the normal tweet. The RTM-tweet was 

more entertaining, sharable and in general more likable among the respondents. When it comes 

to informative, understanding of the brand the normal tweet ended up on top, meanwhile the 

interest of the brand was rather similar for them both. All numbers are the average rating each 

metric received. 
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4.2.3 Ranking 

 

As a final question the respondents was asked to rank all of the tweets in their most favorable 

order, i.e. what advertisement they liked the most. The blue color represents the advertisement 

the respondents ranked 1st, the orange 2nd, and the gray 3rd. 51,4% placed the Kit Kat RTM 

tweet as their number 1, making the Kit Kat RTM tweet the overall winner. 
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4.2.4 SPSS Statistics 
The following data was created in SPSS to get deeper insights about the scale questions, the 

relevant data is summarized below. 

Brand Question n 

Mean 

value 

Std. 

Deviation 

Std. 

Error 

Range 

confidence 

interval 

       

Kit Kat 

Normal 

I find this to be entertaining 296 2,155 1,02 0,059 2,04–2,27 

I find this to be informative 296 1,575 0,76 0,044 1,49–1,66 

  I understand what the brand stands for 296 2,575 1,37 0,080 2,42–2,73 

  Makes me interested in the brand 296 2,04 1,06 0,062 1,92–2,16 

  I would share this with a friend 296 1,49 0,945 0,055 1,38–1,60 

  In general I like this advertisement 296 2,14 1,175 0,068 2,01–2,27 

Kit Kat 

RTM 

I find this to be entertaining 296 3,61 1,15 0,067 3,48–3,74 

I find this to be informative 296 2,415 1,1 0,064 2,29–2,54 

  I understand what the brand stands for 296 2,955 1,305 0,076 2,85–3,14 

  Makes me interested in the brand 296 2,79 1,185 0,069 2,66–2,92 

  I would share this with a friend 296 2,675 1,365 0,079 2,52–2,83 

  In general I like this advertisement 296 3,29 1,23 0,071 3,15–3,43 

       

Oreo 

Normal 

I find this to be entertaining 296 2,2 1,2 0,070 2,06–2,34 

I find this to be informative 296 1,795 0,945 0,055 1,69–1,90 

  I understand what the brand stands for 296 2,275 1,27 0,074 2,13–2,42 

  Makes me interested in the brand 296 1,935 1,095 0,064 1,81–2,06 

  I would share this with a friend 296 1,6 0,95 0,055 1,49–1,71 

  In general I like this advertisement 296 2,065 1,165 0,068 1,93–2,20 

Oreo 

RTM 

I find this to be entertaining 296 3,03 1,3 0,076 2,88–3,18 

I find this to be informative 296 2,125 1,085 0,063 2,00–2,25 

  I understand what the brand stands for 296 2,51 1,245 0,072 2,37–2,65 

  Makes me interested in the brand 296 2,44 1,255 0,073 2,30–2,58 

  I would share this with a friend 296 2,205 1,32 0,077 2,05–2,36 

  In general I like this advertisement 296 2,715 1,31 0,076 2,57–2,86 

       

Olive 

garden 

Normal 

I find this to be entertaining 296 1,785 0,92 0,053 1,68–1,89 

I find this to be informative 296 3,18 1,215 0,071 3,04–3,32 

I understand what the brand stands for 296 3,255 1,29 0,075 3,11–3,40 

  Makes me interested in the brand 296 2,495 1,175 0,068 2,36–2,63 

  I would share this with a friend 296 1,74 1,045 0,061 1,62–1,86 

  In general I like this advertisement 296 2,44 1,18 0,069 2,31–2,57 

Olive 

Garden 

RTM 

I find this to be entertaining 296 2,85 1,205 0,070 2,71–2,99 

I find this to be informative 296 2,625 1,145 0,067 2,49–2,76 

I understand what the brand stands for 296 2,9 1,255 0,073 2,76–3,04 

  Makes me interested in the brand 296 2,525 1,13 0,066 2,40–2,65 

  I would share this with a friend 296 1,965 1,12 0,065 1,84–2,09 

  In general I like this advertisement 296 2,68 1,15 0,067 2,55–2,81 
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A 95% confidence level was used; this means that to a 95% certainty a person from either 

USA or Sweden would rate each metric within the interval ranges above, with a 6 % margin 

of error.  

5.0 Analysis 
In the analysis, theoretical framework is intertwined with the empirical study, in order to see 

the similarities and differences between previous research, together with what the experts and 

consumers think about real-time marketing online. The analysis follows the empirical study’s 

structure, and will therefore be covered area by area. 

5.1 Brand 
Mr. Jacob’s professional opinion about a strong brand and its value correspond to previous 

theory made from Kotler and Keller (2012). According to Jacob (2015), the strongest brands 

are those who have made a positive connection to its consumers, which makes them buy that 

brand instead of another when facing a sales situation. This correlates to Kotler and Keller’s 

(2012) theories about customer-based brand equity (CBBE), stating that a positive feeling 

towards the brand and its marketing activities is stronger when the brand is identified. This is 

further supported by Ms. Borgwing, who says that a strong brand is one that has managed to 

build a strong identity that consumers may relate to and advocate for.  

A strong brand in Mr. Bengtsson’s opinion stands for security and stability, which gives the 

customer a feeling that they can trust the brand. Aaker (1991) and Kotler & Keller (2012) also 

mention that a strong brand loyalty provides the company with a security in both revenue and 

sales, which leads to the willingness to pay more for a product or service. Mr. Jacob (2015) 

confirms this theory by claiming the importance of including branding in all marketing 

activities, and says that the power of branding is sometimes more important than the quality of 

the product. A strong brand, he explains, will make the customer choose your product over 

other less expensive ones, only because you have succeeded in creating a positive connection 

with your customer.  

Aaker and Joachimsthaler (2009) points out that brand loyalty should be considered as one the 

most important aspects of brand equity, due to the long-time value it could bring to a brand. 

Kotler and Keller (2012) also underline the importance of brand loyalty and that it could 

eventually lead to entry barriers for competitors. According to Aaker (1996) brand loyalty can 

be measured by asking consumers if they would recommend the brand to other people. Data 

from our quantitative survey shows that people overall would rather share a RTM-tweet with a 

friend compared to a normal tweet.  

Regarding the question if a marketing activity may harm a brand, both Mr. Jacob and Mr. 

Bengtsson agree that it may indeed, both bringing their own examples of brands that have faced 

negative reactions from poorly executed campaigns. Both Jacob and Bengtsson add, however, 

that the stronger the brand you have accomplished to build, the smaller the damage will you 

face from such marketing mistakes. A strong brand they say, will help you get back on your 

feet rather quickly thanks to the customers’ previous positive feelings towards your values and 

standpoints. Mr. Bengtsson continues by saying that the stronger the brand you have built from 

the start, the more downfall can you afford to risk and recover from.    
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 5.2 Social Media 
Since people today are a constant moving target for marketers to reach, companies need to 

develop a strategy that meet them where they are (Reid, 2014). Reid further explains that social 

media as a communication platform provide companies with the ability to do so, and says that 

companies have started to experiment and realizing the advantages of acting on social media 

platforms. Kerns (2014) support this claim by saying that activity on social media platforms 

enables brands to build a personality, which is according to Aaker (1996) an important aspect 

since a brand personality often is use to make the brand more human-like and easier for 

consumers to feel a connection to. Mr. Bengtsson supports this theory and says that in today’s 

growing online environment it’s vital for companies to start acting on social media in order to 

survive.  

This is further supported by Ms. Borgwing who says that a strong brand is a brand with an 

identity, something that is built through consistency in aesthetic, messaging and quality if 

product. She later says that to be successful with your campaigns today you have to be 

innovative and try new market avenues to remain relevant to consumers. You need to meet 

consumers where they are. Her claim is also supported by Mr. Young, who says that to build a 

strong brand one must connect with customers at multiple touch points, and that social media 

let companies do that in an accessible and transparent way. 

One of the hardest challenges in today’s online environment, according to Peltier, Schibrowsky 

& Schultz (2003), is to become more effective in communicating with the customer in a two-

way conversation. This correlates with Kerns (2014) who says that to succeed on social media, 

like Twitter for example, a brand need to be able to tweet something that is relevant and that 

fits into the rest of the conversation among other tweeters. Kerns (2014) explains that brands 

need to understand what people are talking about, and then make sure to talk about the same 

thing and not interrupt with a pre-constructed marketing message that doesn’t fit in. Mr. Jacob 

supports this theory and says that to go active on social media you need to have a strategy, just 

like with any other media. You need to know who you’re targeting, what your messages are 

and how to deliver them, he says. Bengtsson’s opinion is similar, and he says that even on social 

media it is harder now than ever to succeed with your marketing campaigns, especially since 

platforms like Google and Facebook are creating rules to make it harder for companies to 

advertise. Having a strategy to succeed online is vital, Bengtsson adds.  

The importance of a strategy on social media is also supported by both Mr. Young and Ms. 

Borgwing. Young says that there are no “one size fits all” strategy and that you have to consider 

your own existing strengths and capabilities when become active on social media. Ms. 

Borgwing claims that you have to have a social strategy to make sure that your brand comes 

across as authentic at all times, even though you also need to keep some room for flexibility 

every now and then. 

5.3 RTM 
Due to the updates in new technology people have changed the way they work, live and think, 

leading to a growth of a multi-tasking behavior, says Nandan (2004). He elaborates that this 

means a smaller life span for brands to make it into the spot light, and an even slighter chance 
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of getting the consumers’ attention. Keller’s (2009) theory correlates to this when he claims 

that it’s important for companies to adjust to these changes in new technology and to regulate 

their marketing strategies, given that old school techniques may no longer apply.  

This is further supported my theories from Glazer and Weiss (1993) who says that the new 

high-turbulence environment forces the brand to reconsider its marketing planning strategy 

since old, formal planning processes might be debilitate when variables tend to change a lot. 

Their study shows that formal planning procedures, such as planning marketing activities 

months in advance, in a high-turbulence market where information is time-sensitive may lead 

to decreased performance. Also supported by Kerns (2014) is that the trends driving real-time 

marketing are based on transformation in human behaviors and that marketers need to grasp 

that in order to make a strategy that works. 

The game-changing up to speed marketing environment is also recognized by Mr. Elliot, who 

says in our interview with him that brands today have to make the most of everyday, and that 

with a growing competition on the market, marketers need to focus on both long-term and short-

term goals. He says that by the end of the day, it’s all about selling “ten more cans of soda”, 

and that brands need to develop strategies and do whatever they can to sustain their spot on the 

market.  

Supporting this theory, Mr. Young says that real-time activities can create favorability, which 

in turn drives word of mouth and extend reach. Ms. Borgwing states that it is important to leave 

room in your online marketing strategy for some flexibility for the brand to make real time 

decisions.  

This supports previous theories made by Scott (2010), who says that the internet has advanced 

how business is operated and has brought it up to a whole new level of speed. He further 

explains that marketers need to adopt this change and that they now need to break marketing 

news over minutes, not days. This correlates to Sarukkai’s (2013) statement that we’re now 

moving from an era of comprehensiveness to an era of precision, which means that the right 

information, content or action has to be provided to the user at the right time, or else they will 

not be interested in paying attention. Further supported by Kerns (2014) who says that the 

increased amount of time spent online and on social media platforms forces brands to modify 

their messages to correspond to the expectations for each platform. 

Mr. Young says that the challenges of social media marketing is choosing the right channel for 

your market, and to post content that work and is relevant to its’ audience. Young’s statement 

confirms previous theories by Kerns (2014), who says that brands have to speak about topics 

that are relevant and up to date to their consumers. Oreo’s famous tweet during the blackout of 

Super Bowl is a perfect example of this. When the entire arena went black for a few minutes 

Oreo took advantage of this and created a “blackout tweet”, which was exactly what the people 

watching Super Bowl wanted to interact about. 

Our survey data showed that the RTM-tweets from both Oreo and KitKat performed better than 

the traditional tweets. They both reached higher numbers of mean value in all categories, as 

shown in the figure below. These quantitative findings are in line with the theories from Kerns 
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(2014), Sarukkai (2013, and Scott (2010), as well as qualitative empirical findings from Young 

(2015), who all states the importance of creating content that is relevant and up to date.  

Metric Kit Kat Normal Kit Kat RTM Oreo Normal Oreo RTM 

I find this to be 
entertaining 

2,16 3,61 2,20 3,03 

I find this to be 
informative 

1,58 2,41 1,80 2,13 

I understand 
what the brand 
stands for 

2,58 3,00 2,28 2,51 

This makes me 
interested in the 
brand 

2,04 2,79 1,94 2,44 

I would share this 
with a friend 

1,49 2,68 1,60 2,21 

In general I like 
this 
advertisement 

2,14 3,29 2,07 2,72 

 

Aaker (1996) says that brand loyalty can be measured in asking consumers “Would you 

recommend a brand to someone else?” The quantitative findings show that respondents were 

more likely to share a RTM-tweet than a normal tweet.  

According to Scott (2010) and Kerns (2014) companies can use RTM as a strategy to gain from 

the hype that certain news create, and a good example of this is Kit Kat’s iPhone 6 #Bendgate 

tweet. When looking at the data collected from our survey we found out that Kit Kat’s RTM-

tweet got higher ratings than their normal tweet regarding both the entertainment factor, 

whether the respondent was likely to share it with a friend, and if they generally liked the post. 

Regarding the tweets’ entertaining features, for example, the Kit Kat RTM-tweet got a rating 

at 3.6 stars compared to the normal that only had a 2.2. The news about the iPhone 6 bending 

was a big happening and also well-spoken of in media and other forums, and the data shows us 

that building marketing content around these news resulted in a good reaction among 

consumers. For more detailed data from our survey, see appendix.  

Morrison (2014) says that using big events to create real-time marketing content is a great way 

to increase social media activity, since the possibility that people will share and interact around 

those times is higher. He adds that in fact, shares are five times more likely to engender click-

backs during the first 24 hours past a big event. This theory is supported by our observations 

that confirm that events do have a great impact on social engagement. When comparing two 

different Youtube-videos made by the brand Doritos, we saw that the one that was aired right 

after 2015 years Super Bowl engendered as much as 3,303 shares on Facebook, compared to 

the other video that was only shared 74 times. Also, McDonald’s that was tweeting constantly 

during the Super Bowl resulted in thousands of retweets and a huge media buzz.  

Ms. Borgwing said in the interview that she believes RTM is an efficient way of marketing 

when used in moderation and at the right time, but that companies unfortunately are using it 

today in an unauthentic way. She also said that if a brand isn’t consistent in their authenticity 
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in their marketing activities, it may in the long run harm the brand. Similarly, Mr. Young states 

that consumers value consistency and says that when advertising is inconsistent, a brand starts 

to feel uncomfortable in the consumer’s mind. This supports earlier theories by Reid (2014), 

who highlights the risk of performing marketing activities in real-time since brands may lose 

control of how it’s perceived by its consumers, given the lack of time to plan, analyze, and 

reconsider its content. Scott’s (2013) theory also supports this hence he says that connecting 

your brand with the wrong values and having it linked to the wrong events may affect it 

negatively.  

Mr. Young gives a real example of how using RTM poorly may affect a brand negatively. He 

says that a luxury brand, for example, may come off as too main-stream if performing in real-

time which leads to a confusion of what the brand stands for. Real-time marketing activities, he 

says, makes the brand too accessible and thus eroding the sense of exclusivity.  

This theory is somewhat also supported by our survey, where we found that Olive Garden’s 

RTM-tweet during the snowstorm in USA, named “Snowpocalypse” or “Snowmageddon”, 

didn’t show as big of a difference compared to their normal tweet as with the Oreo and KitKat 

tweets. Since the snowstorm caused many people discomfort and trouble, due to the fact that 

trains and buses weren’t running and stores were cutting short on food, building marketing 

content on this event might not have been ethically correct. Worth mentioning, however, is that 

Olive Garden in their tweet wrote “Stay safe & warm everyone”, and they didn’t encourage 

people to actually leave their homes to come to their restaurants.    

Those theories are further supported by our qualitative observations, where online observation 

statistics showed us that McDonald’s RTM-tweet during the “Snowpocalypse” had fewer 

shares than other of their tweets during that same time period. For this event, RTM-activity was 

not as successful as for example during The Super Bowl and The Oscars. 

The ethical aspect of real-time marketing is also strongly connected to the interview with Mr. 

Jacob. He says that things have changed in the marketing environment since the old days, and 

that mistakes aren’t gone by unnoticed anymore. Jacob says that the challenge of acting in real-

time is that something is always happening and someone is always watching, and you have to 

have your act together at all times. He also says that with real-time it’s vital for a company to 

think about possible consequences, or else the marketing message may back fire as it did for 

Starbucks. This is supporting previous theories made by Scott (2013) who gives the example 

of fashion- and beauty brands that played upon Hurricane Sandy to engender sales, something 

that lead to negative attention by both mass media and their consumers.  

Kerns (2010) mention that critics are pointing the fact that there are always winners and losers 

to every event that brand’s work on for their RTM-activities, but states further that just like 

with any other marketing activity the company need to set up goals and prepare themselves by 

gathering and analyzing information. Mr. Young stated in his interview that you have to keep 

the feedback loop from your market tight so that you know what content is going to work and 

what isn’t. He also says that when brands are acting in real-time online, they need to ask 

themselves the following questions: 1) Does your audience really care? 2) Is a competitor 

already owning that? , and 3) Does this connection to these events add positively to your brand, 
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or does it just confuse and/or distract your market? Young further explains that failure to fulfill 

these requirements may lead to the marketing activity harming the brand.  

Ms. Borgwing expressed her thoughts about the future for RTM, stating that she thinks that the 

most successful real-time activities are for companies to focus on geo targeting and weather 

targeting, rather than acting upon major events, in order to hit customers when it is most 

relevant. This supports Koufopoulos (2015) theories when he says that RTM isn’t dead, but that 

brands instead need to learn how to create great RTM; in other words grasping how their 

consumers live and what they are talking about in order to create content that is interesting and 

relevant. Mr. Young states that RTM is becoming the norm, supporting the theory that it indeed 

isn’t dead, and that it is becoming more expected rather than surprising that brands are acting 

in real-time upon events.  

The final question of our survey, where we asked the respondent to rank which tweets they 

liked the most, also shows a correlation to Kerns (2014) opinion about the importance of 

creating a marketing message that is relevant and up-to-date. The Kit Kat RTM-tweet (with a 

51,4 % of the votes) was the overall most appreciated tweet, followed by the Oreo RTM-tweet 

(30,4%) on second place and the Olive Garden RTM-tweet (32,4%) on third place. Without 

doubt the RTM-tweets where overall more appreciated then the normal tweets. 

Not found in previous theories is the effectiveness of interactions between brands on social 

media platform, which we found in our online observations to be a well-used tactic. Brands 

are starting to build two-way-conversations with each other to enhance attention among 

consumers and to engender higher content engagement. We found that when two brands were 

interacting about relevant topics in real-time, those brands were perceived as more human-like 

than when simply promoting a product or service to its consumers. We see a correlation to 

previous theories made by Kerns (2014), who states that activity on social media makes a 

brand more human-like, which makes it easier for consumers to relate to the brand. If a brand 

personality matches a consumers it can, according to Aaker (1996), lead to long-term 

relationships between the two.   
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5.4 Top findings 
Importance Findings  

1 Newsjacking is a powerful 

and effective RTM tool. 

Looking at our survey, the Kit Kat #Bendgate 

tweet was the best performing ad by far. This 

is also supported by previous theories and our 

interviews, which both shows that the ad 

should be relevant and something customers 

want to interact about. 

2 Events are a vital part of 

RTM. 

Looking at Super Bowl and the Oscars, great 

buzz and engagement can be achieved if done 

correctly 

3 RTM is not applicable to all 

kind of news. 

Qualitative and quantitative findings tell us 

that the use of RTM in the wrong 

circumstances may face negative reactions. 

4 RTM activities may 

jeopardize how consumers 

perceive a brand. 

Both our survey and our interviews told us 

that RTM may harm a brand when advertising 

in real-time, since the advertising might lack 

authenticity. 

5 RTM-interaction between 

different brands is a 

successful technique.   

Observations showed us that brands 

interacting with one and other in real-time led 

to good engagement from consumers. 
 

6 RTM is in general perceived 

as more entertaining than 

traditional marketing 

activities. 

According to our survey all RTM-tweets was 

perceived as more entertaining compared to 

the normal ones. 

7 People are more likely to 

share an RTM advertisement. 

According to our survey the RTM-tweets was 

more likely to be shared compared to the 

normal ones. 

8 RTM should be used with 

caution. 

According to previous theories, observations, 

and our qualitative interviews, RTM used in 

the wrong way can do more harm than good 

to a brand. 
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6.0 Conclusions 
In the conclusion, the research questions are answered by the means of the analysis, founded 

on the theoretical framework and empirical study. We summarize the discoveries we have made 

through the study, provide recommendations on how to compose successful RTM and conclude 

with suggestions for future research. 

6.1. Conclusions and reflections 
Q1: Is the effectiveness and the attractiveness of RTM-advertisement greater than for 

traditional campaigns on social media, such as Twitter, Instagram and Facebook? 

Various sources throughout our study has supported the fact that marketing today is harder than 

ever, considering the growing number of media outlets and the increasing level of message 

clutter on those outlets increases the risk of not catching the consumers’ attention. Additionally, 

consumers today have learned to adjust to this increase of clutter and to simply tune them out, 

having the messages passing unnoticed. Thus, to succeed with advertising today you must 

reconstruct your strategies and create messages that are relevant ant up to date, which make it 

interesting and entertaining for the consumer to interact with and engage in. Kerns (2014) 

mentions the importance of creating something relevant that fits into the rest of the conversation 

on the social media feed in order to catch the attention of targeted consumers. 

Our survey with which we desired to investigate whether this was true or not, supported the fact 

that content created influenced by up-to-date events or well-spoken of happenings, increased 

the consumer favorability of that content. Content made by the same brand within the same 

time period that was not created in real-time did not receive the high number of “I found this 

entertaining”, “likeliness to share” or “I generally like this post”, as did the RTM-created 

content. Further supported by our observation is the fact that videos, tweets, or photos posted 

in relevance to an event or up-to-date happening resulted in higher engagement on the social 

media feed of which it was published.  

The higher likeliness to share the RTM-tweet implies that RTM-activities to a certain extent 

may lead to higher brand loyalty, since previous theories made by Aaker (1996) states that 

brand loyalty can be measures by asking “Would you recommend this to someone else?”  

Although sharing a tweet is not as straight forward as recommending a brand and its product, it 

still shows that you are willing to recommend a piece of content to a friend, which implies that 

you can vouch for the advertisement.  

However, RTM-advertising is sometimes less effective given the type of news or event that the 

content is built upon. Empirical findings from interviews, quantitative survey, and observations 

implied that real-time marketing on certain occasions may result in lower engagement or even 

do more harm than good. Examples of such events are weather related conditions that 

discomfort people or other sensitive matters such as worldwide catastrophes or racial issues. 

Our study has shown that creating RTM-advertisement on such events may receive less 

engagement and even, in worse case, negative responses.  

Furthermore, RTM as a marketing activity should be used in moderation according to both of 

our interview objects with great knowledge on the subject, Kristina Borgwing and Ben Young. 
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They both imply that it may be an efficient and creative way of creating favorability and buzz 

that leads to the spread of word-of-mouth, but that you must create a strategy on how to best 

include such activities in your marketing strategy. According to Mr. Young, before posting 

advertising content in real-time you must always ask yourself the following three questions: 

1) Does your audience really care? 

2) Is a competitor already owning that? 

3) Does this connection to these events add positively to your brand, or does it just confuse 

and/or distract your market? 

To sum it up - Yes, the effectiveness and attractiveness of RTM-advertising is greater than for 

traditional marketing content, if made in an authentic and ethical way. Meaning, you must 

consider if the content of the marketing message is in alignment with your brand values, and if 

the outcome of that message or the information of which the message is built upon may offend 

or confuse your targeted consumers in anyway. In other words, even if acting in real-time, take 

some time to reconsider and evaluate your idea before going viral.  

 

Q2: How can RTM advertisement, due to the lack of time to consider the content of the 

marketing message, jeopardize a company’s ability to control how their brand is perceived 

by its consumers? 

As mentioned before RTM-advertisement may jeopardize how the brand is perceived by its 

consumers, and this theory is supported by both our observations and interviews. Ben Young 

talks about how for example an exclusive brand creating RTM-content may harm their 

“exclusiveness” by being too mainstream, and observations on Starbucks “Race together” 

campaign was a prime example of how good intentions executed poorly may backfire.  

Jeremy Jacob says that today, when people have the access of online social media platforms to 

highlight, discuss and interact with one another, such mistakes made by brands won’t go 

unnoticed.  It is thus vital to take a step back and contemplate whether the RTM activity is 

applicable to your brand or if it may, in any way, be misunderstood or upset your audience.  

However, as also mentioned before, in today’s digital environment you have to be bold and take 

chances every now and then in order to survive. Mr. Elliot spoke of the importance of taking 

into consideration both long-term and short-term goals, and that it sometimes comes down to 

just selling “10 more cans of soda that day”. Additionally, Ms. Borgwing states the fact that 

marketers must leave room for spontaneous and creative real-time actions in their marketing 

plan to stay relevant and interesting to its’ consumers. This works in correspondence to previous 

theory found, where Scott (2010) says that internet radically has advanced how business is 

operated, and that organizations must adapt to this new level of speed.  

Additionally, the stronger the brand you have built, the bolder you can afford to be. Both Mr. 

Bengtsson and Mr. Jacob states that having a strong brand allows you to make more mistakes, 

since that strong brand will have you recover more quickly due to the positive feelings 

associated with that brand. Also, theoretical and empirical findings states that activity on social 

media provides the brand with a personality, making it more “human-like”. A brand personality 



Page 56 of 76 
 

that corresponds to a consumer’s own personality may, according to Aaker (1996), lead to long-

term relationships. Brands interacting with consumers on relevant happenings that they want to 

talk about, instead of simply interfering, can create a more human-like approach and make them 

a participant in a conversation rather than an interrupter. This is in line with Kerns (2014) who 

explains that activity on social platforms enables brands to build a personality and a humanity, 

giving them the ability to react to real-time events in an admissible manner. This, he says, would 

never be possible on a billboard. Brands being more human-like, therefore creating a stronger 

bond to their consumers, we believe may lead to a greater acceptance of those brands making 

mistakes.  

RTM-activities may lead to negative outcomes, as for example the case of Starbucks and their 

“race together” campaign and brands taking advantage of weather related catastrophes. 

Building content on such events may create negative publicity and lead to bad associations with 

that brand. Less dramatic, but also a possible effect of using RTM, is that real-time activities 

may lead to that the brand comes out as unauthentic and too mainstream, especially if the RTM-

content is unsuccessful. However, in today’s environment of digital marketing, you have to 

every now and then be bold and a take chance in order to survive. Also, a strong brand has 

according to our research a greater chance of recovering from such possible negative outcomes, 

thus supporting all previous theories about the importance of building a strong brand.   

Q3: What impact, if any, does big events like Super Bowl have on RTM advertisement? 

Findings collected from our qualitative observations show that marketing content created in 

accordance to real-time events resulted in higher engagement among the brand’s consumers, 

compared to regular content made from the same brand and during the same time period. Thus, 

it is evidential that big events do play a vital part in the possibilities of creating RTM-content. 

However, the question is rather if building RTM upon big events are somewhat out played and 

used up, that it is as Young mentioned even becoming a norm.  

Ms. Borgwing states in her interview that she believes that too many brands today try too hard 

when creating event-based RTM, and that the ability to succeed is rather slim. Her statement is 

supported by previous theories where critics say that some RTM-activities perform poorly and 

get lost and forgotten in the stream, and that the marketing phenomenon is therefore heading 

towards an end. At the same time, there are many opinions stating the opposite, and that you as 

a brand just need to create a RTM-strategy to use when building RTM-content on events. 

As mentioned before, observations showed that the real-time content engaged in higher 

interactions compared to regular content, which supports the theory of RTM being a successful 

marketing tool.  Although, as with all new phenomenon, we think that RTM is becoming a 

norm rather than something surprising, and people today are expecting companies to advertise 

in real-time during events and other happenings. Those conclusions are mainly based on 

empirical data from interviews, where Mr. Young for example stated that events are becoming 

something that brands are expected to create content around.  

How do you sustain the creative and spontaneous character of RTM-content? Ms. Borgwing 

feels that brands should focus more on creating real-time content upon weather- and geographic 

targeting to hit consumers when it is most relevant, rather than creating content around major 
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events. We think she has a point, but that you also need to consider what kind of weather 

conditions you are playing upon and what type of situation the RTM-content is referring to 

since, as mentioned before, associations with the wrong events and happenings may harm your 

brand. 

Events do have an impact on RTM-advertisement, which is proved by our findings, and the 

question is further what kind of impact that is. What the event provides is an opportunity for 

brands to create content that is real-time and well talked about by consumers, giving them a 

short-cut to high engagement. Also, an event is predicted and can be planned for marketing 

activities beforehand. Furthermore, events often invite to unpredicted happenings that 

consumers want to talk and interact about, providing brands with the ability to post 

opportunistic RTM. The black out during Super Bowl, taken to advantage by Oreo, is a prime 

example of this.  
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6.2 Conceptualization and suggestions 
 

 

 

The foundations of successful RTM in social media 2015, created by the authors 

There are plenty of opportunities when creating successful RTM-activities, displayed as the big 

circle in the center, but according to us the four most effective foundations to build upon are 

events, weather conditions, newsjacking, and brand interaction. However, not all news are 

suitable for creating real-time marketing content, not all events are applicable to every brand, 

all kinds of weather might not be appropriate for brand associations, and not all brands should 

be interacting with each other. The overlapping areas advocates what we find as the best 

practice of RTM. 

Events 

Although events have been the major foundation when creating RTM, with an increasing 

number of brands acting upon such events, the effect has started to wear out. Events are in our 

opinion still a valuable opportunity to build RTM, however, brands must choose wisely what 

events to be associated with and to make sure to create RTM-content that is relevant and in line 

with the brand personality.  Trying too hard might lead to an unauthentic impression which may 

lead to jeopardizing how the brand is perceived by its consumers.  

Successful 
RTM

Events

Weather

Brand
interactivity

News

Successful RTM 

- Planned 

- Opportunistic 

Successful RTM 

- Weather targeting 

- Geo-targeting 

Successful RTM 

- Events 

- Other brand news 

Successful RTM 

- Opportunistic 

- Watch list 

- Every day 
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There are mainly two kinds of event based RTM to apply, and these are planned and 

opportunistic. Planned RTM are events of the nature that you can predict beforehand and 

therefore create content ready to post when the game is on. Opportunistic RTM is such 

happenings no one could anticipate and that requires an attentive and creative team in order to 

act fast and capitalize the moment.  

Plan beforehand what events to be active on, and make sure to do a market research on what 

kind of audience the event has and what kind of media should be used for best reach to that 

audience. Also, prepare yourself on what kind of happenings may occur on that event to be 

ahead of the game and to post before other brands are trying to steal the same spotlight. Get the 

team together and brainstorm potential topics, and have a shortlist of content ready to go when 

it’s game time. At the same time, keep cool and be attentive to what people are talking about, 

assuring to post something that is actually relevant. Not all event happenings are interesting to 

talk about, and interacting too much may have your brand come out as boring and nagging. 

Post the event, make sure to measure how well you performed, and evaluate and analyze how 

you can do even better next time. What work for one brand may not work for the other, and 

succeeding in the world of RTM is about building a strategy that works for you.  

Weather 

Considering that weather conditions are something that people in the Western world put a lot 

of focus on and more or less build their life around, we find changes in weather to be of a great 

opportunity when creating RTM. To keep in mind though, is that you must be careful when 

associating your brand with certain weather conditions to not offend or upset anyone who might 

be affected negatively of those circumstances. Most times catastrophes and generally bad 

weather are not the best choices when creating RTM-content. People are being affected and 

brands trying to steal spotlight in those moments are usually looked upon as being callous. 

There are however a few exceptions when brands have succeeded on creating RTM-activities 

that truthfully helped people, as for example the Duracell project when they provided people 

without electricity with mobile phone charging stations in areas affected by the storm Hurricane 

Sandy. The act was spread on social media and got a very positive response overall. 

 

Even though Duracell succeeded, we think that acting upon such circumstances is hard for most 

brands. Instead they should focus on less dramatic weather conditions and start building content 

upon positive feelings rather than catastrophes. For example, if a certain city is facing a 

weekend of exceptionally good weather, brands should utilize this to build RTM-content that 

is relevant and likely to be talked about. Perhaps a beauty brand could choose to advertise 

sunscreen, or a sports brand could focus on how perfect the weekend is for a new go on their 

latest mountain bike.  

 

We believe that the future lies within combining geo-targeting and weather-targeting, which 

in other words mean targeting consumers based on their geographical location and adapting the 

message due to the weather conditions in that area. This to interact with consumers where they 

are and to focus on what they want to talk about.  
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Newsjacking 

In our opinion, newsjacking is the most valuable strategy when creating RTM, since it is easier 

for brands to be original and “first on ball” with happenings that are less predictable and talked 

about beforehand, as for with example big events and weather conditions. We think that Kit 

Kat’s newsjacking RTM, #bendgate, on the iPhone 6 bending was an outstanding performance 

considering the major spread and engagement it received on social media and other platforms.  

 

Same applies here as for weather conditions and events, that not all news are suitable for all 

brands. Associating a brand with something that is outside of their brand values may do more 

harm than good. Consumers may be confused about what the brand stands for, and in worst 

case the brand can receive negative associations.  

 

To succeed with your newsjacking RTM-content, make a template to use at all times when 

creating RTM that consists of what the brand stands for, how it should be perceived, and what 

the brand identity is. If the RTM-content lies outside these basic values, be sure to think more 

than once before going viral. A negative outcome of such marketing activities may harm the 

brand in more than one way. 

 

As with events, there are always opportunistic possibilities of newsjacking to create RTM, and 

most often these RTM comes out as most successful. Once again, the Kit Kat #bendgate was a 

prime example of this. Then there are other more mundane news that might not lead to the same 

buzz, but that are still effective and valuable for RTM-creation, so called every day news. Keep 

an eye on newspapers and be attentive to what is happening in different areas, and try to seize 

opportunities on an everyday basis.  

 

Additionally there are some news that are somewhat expected, like a celebrity couple getting 

married or a new film being released, and for those kind of events every brand should create a 

so called watch list. Keep this watch list updated and be prepared on how to react when those 

happenings occur. If prepared beforehand, it is easier to act fast when the time is given. 

 

Brand interaction 

Not that well-spoken of in the world of RTM, but that according to us deserves to be a 

foundation of its own in the model of successful RTM social media-marketing, is the strategy 

of interacting with other brands. Such interactions was observed numerous times during both 

the Super Bowl and The Oscars, and brands interacting with each other showed to earn great 

engagement among its consumers. Interaction between two brands, either joyful or in a more 

teasing manner, adds another dimension to those brands’ images, i.e. making them more 

human-like and giving them a personality.  

 

Circumstances when brand interaction is a good idea is during big events and in conjunction to 

each other’s news and releases. In most cases, performing such interactions benefit both sides; 

one of them helping the other get more attention and at the same time stealing some of the 

spotlight for themselves. For example, McDonald´s expressed their love and enjoyment of 
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Nissan’s commercial during Super Bowl and tagged Nissan in their post, which lead to a great 

engagement among both Nissan’s and McDonald’s consumers. 

 

Of course, this interaction is not suitable between all brands, and you should consider what 

brand you want to be associated with before starting such interactions. For example, 

highlighting a big competitor within your own market might not be the best idea.  

 

A successful brand interaction is in our opinion when brands are talking back and forth, creating 

a conversation rather than just one brand mentioning the other. To do so, a brand should be bold 

enough to invite the other brand to a response, either by asking a question or by posting a 

statement that requires them to react.  

 

6.3 Future research 
For future research, it would be interesting to put more focus on the consumer response towards 

RTM by doing a quantitative survey that is more up to date, using RTM-content that is more 

recent in the consumer mind. When we constructed our survey we chose to ask questions on 

random RTM-activities performed online, without taking into consideration those might not be 

up-to-date anymore. We think that doing a similar survey with more up-to-date content may 

show a different result. 

 

Furthermore, it would be interesting to see how RTM-marketing is perceived on the Swedish 

market. In our survey we focused mostly on American brands, mainly because the phenomenon 

is still new and undeveloped in Sweden. A future similar study on the Swedish market, using 

only Swedish brands, may show a different result as well. Also, a new study on RTM on the 

Swedish market should focus on interviewing Swedish brands and marketing experts, getting 

their standpoint and thoughts about how real-time marketing strategies may work in a country 

like Sweden. 

Also, we find it to be interesting to see future studies on the effectiveness of brands interacting 

in real-time. Given the fact that there are no previous theories to be found on the subject, and 

that many brands are starting to build such interactions online, we think that researching the 

topic further might engender interesting and valuable inputs on how to perform marketing 

activities online today. 
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8.0 Appendix 
8.1 Interview guide – Ben Young & Kristina Borgwing 
 

Background 

1. Give us a short introduction of your background and experience. 

 

2. Where do you work, and what is your role in that company? 

 

3. How long have you worked with marketing? 

 

Brand 

1. What is a strong brand in your opinion? 

 

2. Is it important to have a strong brand? If yes – why? 

 

3. How does your company work to maintain a strong brand? 

 

4. Do you think it is important that every marketing activity reflects the brand and what it 

stands for? 

 

Social Media 

1. Do your company use social media as a marketing channel, if yes – on what 

platforms? 

 

2. Do you think it is important to be active on social media if you want to market your 

brand? If yes – why? 

 

3. What are the main challenges when it comes to using social media as a marketing 

channel? 

 

4. Do you think it is important to have a strategy when it comes to marketing on social 

media? If yes - what is a good strategy? 

 

Real-time Marketing (RTM) 

1. What do you know about RTM? 

 

2. What is your general opinion about RTM? 

 

3. Have you ever used or been in contact with RTM in your company? If yes, how? 
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4. Do you think RTM is an efficient way for companies to perform marketing activities 

online?  - elaborate. 

 

5. Do you think that there’s a chance that RTM, due to the lack of time to plan and 

analyze, may harm a company’s brand in any way? If yes – how? 

 

6. Do you feel that the use of RTM in some cases can jeopardize how the brand is 

perceived by its consumers? If yes – elaborate. 

 

7. What are your general positive and negative thoughts about RTM? 

 

8. What kind of future, if any, do you see for RTM activities online? 

If you feel like there’s anything else you’d like to add regarding this subject, please feel free 

to do so!  

Thank you so much for your time, 

Daniel & Therese 

8.1 Interview guide – Tomas Bengtsson & Jeremy Jacob 
Background 

1. Give us a short introduction of your background and experience. 

 

2. Where do you work, and what is your role in that company? 

 

3. How long have you worked with marketing? 

 

Brand 

1. What is a strong brand in your opinion? 

 

2. Do you think it is important that every marketing activity reflects the brand and what it 

stands for? If yes, why? 

 

 

3. Do you think that a marketing activity may harm a brand in any way? If yes, please 

elaborate. 

 

4. Do think it is important today for a company to be active on social media to build 

brand awareness? 

 

RTM 
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1. What do you know about real-time marketing?  

 

2. Do you think real-time marketing is an efficient way for companies to perform 

marketing activities online today? 

 

3. Do you think that there’s a chance that real-time marketing, due to the lack of time to 

plan and analyze, may harm a company’s brand in any way? If yes – how? 

 

4. Do you feel that the use of RTM as a marketing activity may jeopardize how the brand 

is perceived by its consumer? 

 

5. What are your general positive and negative thoughts regarding RTM? 

 

6. What kind of future, if any, do you see for RTM as a marketing activity online? 

 

If you feel like there’s anything else you’d like to add regarding this subject, please feel free 

to do so!  

Thank you so much for your time, 

Daniel & Therese 
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