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Abstract 
 
Title:   International Business-to-Business companies utilization of specific social 
   in relation to the overall marketing strategy. 
 
Authors:  Anders Laurenius and Niclas Wikström 
 
Level:   Master Thesis, 15 hp.  
 
Keywords:  B2B, Social media, social media channels, social media characteristics,  
   overall marketing strategy. 
 
Background:  The role of B2B companies usage of social media channels in their  
   marketing actions. Previous research indicated a demand for future  
   research in, why and how B2B companies implement social media in the  
   marketing activities. 
 
Purpose:  Investigate why B2B companies implement specific social media tools to  
   complement the overall marketing strategy and how they are utilized. 
Research  
Questions:   What is the overall marketing strategy for the companies? 
   Why have the companies implement social media channels? 
   How are the specific social media tools utilized and what are the  
   expected outcomes? 
   How does social media tools complement the overall marketing  
   strategy? 
Theoretical  
Framework:   Consist of theories concerning: The overall marketing strategy, the  B2B  
   environment, integrated marketing communication, general social media  
   theories and specific ones for the B2B environment.   
 
Method:  It is a qualitative research method with an inductive approach that has been 
   using semi-structure interviews to create a deeper understanding of social  
   media usage in the B2B environment. The amount of respondents is three  
   large international companies. 
 
Findings and  
Conclusion:   The study has revealed that each respondent has a similar approach  
   towards the overall marketing strategy. Common goals why each company 
   is using social media is found, but differences how to reach the goals  
   differs. Internal promoters are present in each company, the social media  
   usage and different approaches in the specific social media channels has  
   been revealed and the connection towards the overall marketing strategy  
   has been present but differences have been showed.   
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1. Introduction  
In this chapter the authors are highlighting a broader background to the field of social media 
and the B2B environment. The problem discussion provides more information about social media 
usages in a B2B environment. Purpose, research questions and delimitation is also present. 

1.1 Background  
Technology is considerable a driving force in economic development and have accelerated 
changes in how marketing in conducted. It has created methods of collecting information and 
provides faster and more efficient ways of analysing and anticipating the future. Technology has 
revolutionized how companies and individuals communicates and should therefore be considered 
as a vital instrument in any marketing strategy (Doole and Lowe, 2012). 
  
Internet or the world-wide-web (www) has become reachable almost everywhere in the world. 
Internet provides accessible information and a large platform to share and collect data across the 
planet (Liang, Lin and Chen 2004). The increase of Internet users has caused a decline in the 
usage of traditional media such as television, radio, newspapers and magazines (Hasan, 2011). 
Internet has opened new possibilities in the marketplace and is an increasingly important platform 
for business transactions worldwide (Liang, Lin and Chen 2004). The digitalization in the world 
has become an essential part of the daily routine. It has developed and changed the way 
businesses and consumers interact with on and another (Kaplan and Haenlein, 2010). 
  
Nowadays the digital world has reached to the point that if a company does not exist after a 
search on Google, the company do not exist (Gilmore, Callager and Henry 2007). According to 
Järvinen, Tollinen, Karjaluoto and Jayawardhena (2012) digital media includes the usage of 
every sort of digital and social media tools that grant companies the possibility of creating 
interaction with their stakeholders. Utilizing digital channels have become an important role for 
any business to express their presence (Gilmore et. al. 2007) and have fostered new marketing 
tools that are usable and affordable for companies, even for smaller organizations (Sigala, 2002). 
  
Because of the rapid developments of digital technology and the everyday use of electronic 
devices such as computers, laptops, tablets and smartphones, the amount of people using social 
media are constantly growing (Srivastav and Shah, 2013). Researchers have defined social media 
as “any tool or service that uses the Internet to facilitate conversations” (Lamb, Hair and 
McDaniel 2015, pp 332). Common social media platforms that practitioners often use includes: 
Facebook, Twitter, Corporate Blogs, YouTube LinkedIn and Google + accounts (Huotari, 
Ulkuniemi, Saraniemi, Mäläskä, 2015) and a combination of different social media platforms 
often strengthen the marketing response (Lagrosen and Josefsson, 2011). Companies are 
becoming more interested for social media marketing because of the efficient interaction 
platforms that social media has the capacity to deliver (Kho 2008). The interactions in social 
media platforms enable companies to create relationships by being present online (Kaplan and 
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Haenlein, 2010). Shang, Chen, and Liao (2006) state that communication through social media 
can be referred to as word-of-mouth as in a written format. According to Bonson & Flores (2009) 
social media is referred as “social dialogues” which brings benefits in sharing large amounts of 
information to customers. 
 
According to Wade (2009) traditional marketing is viewed as a passive approach, a one way 
communication, meanwhile interactive marketing such as social media enable the customer or the 
audience to become active in the marketing content presented by the company: a two way 
communication. Mangold and Faulds (2009) argue that social media has become a element in 
companies marketing mix that is complementing traditional communication due to the two-way 
communication structure. 
 
The evolving environment of social media has recently become an increasingly significant part in 
companies marketing communications with other partners, such as organizations, individuals and 
communities (Kietzmann, Hermkens and Mccarthy 2011). Barnes (2010) explains that because of 
the interactive nature of social media, it enables collaboration and fast collection of information 
in an efficient way  (Wright, Khanfar, Harrington and Kizer 2010). Companies that are utilizing 
social media have an advantage to build relationships, either strengthen the existing ones but also 
target or gather prospective customers. Collaborations could arise and enable future business 
between the parts through the use of online communities (Tsimonis and Dimitriadis, 2014). 
  
The use of social media by business-to-business (B2B) companies is constantly evolving and 
could be seen as a complex area for companies to utilize (Bodnar and Cohen, 2012; Curtis and 
Giamanco, 2010). Baines, Fill and Page (2011, pp. 515) define B2B marketing as “marketing of 
product and services that are bought and sold between organisations”. B2B marketing is in 
numerous of ways fundamentally different compared from business-to-consumer (B2C). The 
essence in B2B marketing is that there are not the individuals who make purchase for himself but 
for his organization (Bains, Fill and Page 2011). Traditional B2B marketing often emphasise the 
interaction between salespeople and customers as the essence of successful relationships (Ford, 
Håkansson, Lundgren, Snehota, Turnbull and Wilson, 1998). The use of social media provides an 
opportunity to interact with customers and suppliers but also strengthening existing relationships 
(Kho, 2008). Social media also appears to be appropriate for B2B companies because they strive 
for maintaining long-term customer relationships (Kaplan and Sawhney, 2000), the customers are 
often more involved in the process of creating mutual value (Cova and Salle, 2008; Vargo and 
Lusch, 2011). For instance the sales process is often long and involve multiple participants 
(Karjaluoto, Mustonen and Ulkuniemi, 2015). 

1.2 Problem discussion 
Researchers have shown that social media channels have been used effectively and efficiently in 
B2B marketing activities such as targeting and customer relationship management (Moor, 
Hopkins, and Raymond, 2013). Social media has been used to establish a two-way 
communication with existing customers, which is appreciated by B2B partners and information 
from such interactions could provide valuable feedback (Kaplan and Haenlein, 2010). B2B 
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marketers have also used social media to find and attract new suppliers or customers 
(Michaelidou, Siamagka and Christodoulides 2011). Other research indicates that social media 
usage has been successfully deployed in companies branding strategies (Kaplan and Haenlein, 
2010). 
  
Even though numerous of advantages with social media usage in a B2B context has been 
identified, B2B marketers still struggle with implementing social media strategies and often find 
social media channels as irrelevant (Järvinen et al., 2012). A common reason is because B2B 
marketers perceive social media as a tool that is only suitable in the B2C contexts and do not suit 
B2B marketing objectives (Buehrer et al, 2005; Järvinen et al, 2012). It has been argued that it is 
because of the nature of the B2B environment together with internal and external barriers that 
marketers encounter when implementing social media into the corporate strategy (Buehrer et al., 
2005). One of the most common resistances to B2B social media usage is the lack of 
understanding of how to utilize social media along with the lack of perceived benefits they bring 
(Michaelidou et al., 2011). Also the former mentioned advantage of having a two-way 
communication has also been seen as a major disadvantage (Nordlund, Lempiala, and 
Holopainen, 2011). The lack of control over the communication discourages B2B marketers from 
adopting social media tools (Mangold & Faulds, 2009). It is possible that marketers are unable to 
manage exchange of confidential information, which could affect future business (Simula et al., 
2013). According to Swani and Brown (2011) there is a common belief amongst B2B marketers 
that the nature of the B2B sector requires face-to-face interaction during the purchasing process 
in which two parts could be actively involved. They argue that this approach cannot be satisfied 
online, which further prevents the adoption of social media usage. Despite the critique of B2B 
social media usage researchers have identified innovative B2B marketers that have established a 
company presence on social media and many of these companies plan to invest further in social 
media usage (Michaelidou, Siamagka, and Christodoulides 2011; Veldman, Van Praet, and 
Mechant 2015). It appears that B2B marketers are starting to realize the value social media could 
bring  (Swani, Milne, and Brown, 2013), and started utilizing these tools to support their 
marketing strategies (Brennan and Croft, 2012). According to Kotler and Armstrong (2012) the 
strategic plan created by a company defines the overall objective and missions that they have. 
The marketing strategy is described as the company's mission to create value for the customers 
and build profitable relationships. Because of accessible social platforms, companies could utilize 
them and try to make them as an integrated part of the company's overall structure (Hanna, Rohm 
and Crittenden, 2011). 
  
Thus, it is challenging to decide how social media tools fit together with the company's overall 
marketing strategy (Macnamara and Zerfass, 2012). Social media usage is constantly evolving as 
organizational and individuals adapts with current and new social media practises and 
applications. Due to the evolving phase of the digital world, the use of social media and different 
social platforms require an updated explanation on integration marketing communications. 
Hence, communication in digital and social media in comparison to traditional marketing are 
quite different, an adjustment of existing integrated marketing communication has to be adjust so 
companies increase a better understanding and capacity by using it (Porcu, Barrio-García and 
Kitchen 2012). User behaviour is also likely to change together with social media. It may 
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influence the users purchasing process, information search and how to spread word of mouth. 
Therefore different kinds of social media usage may cause challenges in determining its role 
within the company's market strategy (Kunz and Hackworth, 2011). According to Kunz and 
Werning (2013), a lack in strategic social media thinking may cause cross-functional 
coordination issues such as purchasing of media, creative execution and logistical decisions. 
Related to these issues a lack of strategic orientation could also lead to poor selection and usage 
of social media applications or using traditional marketing when social media applications may 
be more suitable (Huotari et al, 2015). Holliman and Rowley (2014)’s research shed light on 
challenges practitioners may encounter when developing a digital content marketing strategy in a 
B2B context. For instance there is a need for developing key performance indicators and ways of 
measuring the outcome of digital content. It is vital to create content that is interesting and 
valuable to the customers, however it is challenging to recruit or train staffs that are able to create 
suitable content. It is argued that organizations should adopt a long-term mind-set to digital 
content marketing as a way to manage their reputation and build strategic partnerships, although 
it could be challenging to force this mind-set on the organization (Holliman and Rowley 2014). 
Marx (2013) describes that B2B firms have a limited knowledge of social media that prevents 
social media adoption as a strategic tool that could be used as a corporate advantage. 

  
Even Though there are obvious uses of social media in B2B companies, academic research 
indicates that B2B marketers are not as sophisticated or skilled in social media usage as B2C 
marketers (Simmons, Simmons, Ammeter and Ghosh, 2010). According to Huotari et al (2015) to 
be able to make a clear strategic stand on social media usage by B2B companies, further research 
is needed to be conduct on the mechanisms of influence that reveals actions and their outcomes. 
Tsimonis and Dimitriadis, (2014) highlighted social media as a powerful tool to build 
relationships with customers, but there is an overall lack of understanding why and how 
companies should utilize such platforms in a B2B context, accordingly future research is needed. 
Karjaluoto et, al. (2015) suggested that future researches should aim to the focus on 
communication and the adaption by usage of social media in industrial businesses. Broekemier, 
Chau, and Seshadri (2015) also argues that there is a need to study specific social media tools 
such as Facebook, LinkedIn, Twitter, and Blogs, to help the exploration of companies social 
media practises and measure their effects. That kind of research could advise practitioners how to 
utilize in their integrated marketing communications and how they complement or substitute 
traditional marketing activities. 
  
By presenting this background and problem discussion, social media has described as powerful 
tools for companies to utilize in their marketing strategic actions. The technological development 
has enable social platforms to take place, companies seems to have difficulties in utilizing the full 
potential or even understand the capability of social media. As the authors have discovered 
through different previous research an understanding of social media practises need to be 
addressed to explain how B2B companies could utilize the power of social media. Therefor this 
study is going to focus on B2B social media practices and expected outcomes.  
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1.3 Purpose  
- Investigate why B2B companies implement specific social media tools to complement the 

overall marketing strategy and how they are utilized. 

1.4 Research Questions 
 

- What is the overall marketing strategy for the companies? 

- Why have the companies implement social media channels? 

- How are the specific social media tools utilized and what are the  

  expected outcomes? 

- How does social media tools complement the overall marketing  

  strategy? 

1.5 Delimitation 
This study is aiming to investigate specific social media channels usage in a business 
environment. Every single one of the established social media channels today are not relevant to 
investigate, the selected respondent are focusing on specific ones therefore it is not important to 
investigate other channels. In this study the authors have focused on the respondent's choice of 
specific social media channels to investigate why they have chosen these, how they utilize the 
platforms and if social media complement the overall marketing. 
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2. Theoretical framework  
In this chapter the authors are presenting the theoretical framework, which has been used in this 
study. The chosen theories presented in this chapter are relevant to the purpose of the study and 
have earlier been used in different studies and address the B2B environment and Social media. 
 
The theoretical framework starts to present chapter (2.1) which describes the overall marketing 
strategy, what the goal is and what that strategy is characterized with. Chapter (2.2) describes the 
B2B environment, (2.2.1) creates a broad introduction and highlighting the characteristics of the 
specific environment in the business market. A definition and what a B2B market is has also been 
revealed. (2.2.2) Describes offline and online marketing which presents the differences between 
them and the complexity of the B2B market in relation to offline and online marketing. Based on 
those two chapters the author has gained an understanding of the B2B environment. Chapter (2.3) 
is highlighting integrated marketing communication and the importance to present consistency in 
the communication. Chapter (2.4) is highlighting social media. (2.4.1) Presents a definition of 
social media and the features that social media is characterized with. Chapter (2.4.2) presents 
different social media channels, what each of them are characterized with. Chapter (2.5) is 
highlighting social media in a B2B context. (2.5.1) is a theory by Bodnar and Cohen (2012), 
which is a framework that explains when social media as a platform of interaction is not the right 
tool to use in a B2B context. (2.5.2) Describes different users in the B2B context by Huotari (et. 
al. 2015), the framework is presenting the internal and external users of social media in a 
company. (2.5.3) Presents, Kaplan and Haenlein (2010) framework, which consist of advices for 
B2B companies when using social media tools.  The last chapter (2.6) explains how the authors 
have used the different theories in relation to the empirical findings. 

2.1 Overall marketing strategy 
Kotler and Armstrong (2012) describes the important to create a good marketing strategy is to 
answer the questions, what customers should we focus on? And how can we make this happened? 
Porter (1996) describes the importance by a business to present it´s uniqueness, why should the 
customer choose us. The overall marketing strategy or plan defines the business's overall 
objectives and missions (Kotler and Armstrong 2012). 
  
Kotler and Armstrong (2012, pp. 48) defines overall marketing strategy as “The marketing logic 
by which the company hopes to create customer value and achieve profitable customer 
relationships” 
  
According to Kotler and Armstrong (2012) the central aspect of the marketing strategy is the 
customer, by building strong bands and provide them the best possible service to gain profitable 
relationships. Companies can decide what customers to target by dividing them into segments 
(Kotler and Armstrong 2012), by doing that the company can decide how much emphasis should 
they put on the different segments (Porter 1996). Segments could be based on demographic, 
geographies, and behavioural factors and psychographic according to the target audience (Porter 
1996; Kotler and Armstrong 2012). The next step is to targeting its customers within the segment 
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that they feel are profitable for them. A company chose segment based on the attractiveness of 
the market where the company can establish themselves to attract customers by generating value 
and uniqueness (Kotler and Armstrong 2012). Segmentation and targeting is connected with two 
other parameters differentiation and positioning. Differentiation is how the company should act in 
the specific chosen segment with their market offering and what position in the market they strive 
to occupy (Kotler and Armstrong 2012), different themselves compare to its customers and 
protect the interchange ability (Zorkóciová and Jamborová 2013). Positioning is where you 
establish your presence against the competitors, how your product or service differs from the 
others in the marketplace and why the customers should buy from you (Sheth and Sisodia 2005). 
Either you as a company put efforts in quality and demand a higher or lower price. By offer a 
greater value in the specific marketplace compare to the competitors, you as a company different 
your self and it should bring more value for the customers. The company's marketing activities 
should support the position in the marketing place (Kotler and Armstrong 2012).  

2.2 B2B Environment  

2.2.1 B2B Marketing  
The B2B market is a huge arena (Kotler and Armstrong 2008). According to Kotler and Keller 
(2006 pp. 210) “ Business market consist of all the organizations that acquire goods and services 
used in the production of other products and services that are sold, rented or supplied to others”. 
The consumer market has been regarded as a bigger market than the B2B market, but in fact the 
B2B market involves more money and product exchange (Kotler and Armstrong 2008). 
  
Bains, et.al (2011, pp. 515) define B2B marketing as  “marketing of product and services that are 
bought and sold between organisations”. 
  
As the definition says “between organizations” which are the significant difference between the 
consumer and business market. The B2B marketing is more focusing on value, as in importance 
of quality and price of the product and the buying process are different in contrast to the 
consumer market. In the business market the decision making process often involves multiple 
participants that interact within an organization. In consumer markets, single individuals often 
take purchasing decisions by themselves (Gillin and Schwartzman 2011). B2B transactions also 
often include high value exchanges and complex offerings and as a result the business market is 
regarded as more complex than consumer market (Garber and Dotson, 2002; Jussila, Kärkkäinen 
and Aramo-Immonen 2014). 
  
Relationships are also significantly different due to business market relationships. It tends to be 
more direct and intense as it is more crucial to build trust and long-term relationships (Bains, 
et.al. 2011; Jussila, Kärkkäinen and Aramo-Immonen 2014). Because of the focus on building 
long lasting relationships the buyers are fewer than in the consumer market and much larger. By 
having a closer relation to its customers it enables better collaboration and the ability to 
customized solutions.  In a long-term perspective this approach is strengthening the relationships, 
which creates a strong collaboration (Kotler and Keller 2006). The B2B context is focusing more 
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on function and credibility and less on pleasure, which are common in consumer markets. 
Customer has deeper knowledge than B2C customers in which to a certain extent is due to the 
perceived level or risk (Jerman and Završnik, 2012). Derived demands in the business market are 
connected to the demand in the consumer market. The result of this, the monitoring aspect is of 
highly importance for the marketer, level of production, interest rate and investments (Kotler and 
Keller 2006). 

2.2.2 B2B Online and Offline marketing  
According to Fill (2006) market communication in the business market are focusing more on 
personalization and relationship in the collaboration between the different parts and have less 
focusing on advertising. In the consumer market we often see mass- advertising as a common 
tool to reach target customers that are not the dominant approach in the business market. A 
principal reason for organisations to use the Internet as a communication platform is to produce 
effectiveness and productivity.  Transaction time, cost saving and the time efficiency of ordering 
and delivery has the ability to be improved by the digitalization together with the accuracy of 
information sharing. But in the business market, traditional, offline, marketing activities are still 
important and the online activities could be considered as an addition marketing communication 
instead of an alternative (Fill 2006). According to Mäläskä, Saraniemi and Tähtinen  (2011) and 
Bruhn, Schnebelen and Schäfer (2013) marketing communications, and content creation through 
online activities has become a common and also important feature in the B2B environment. Kho 
(2008) explains social media in that essence has become useable online platforms for business 
marketing interactions to take place, Facebook and Twitter are examples of social media. It 
provides fast and personalized communication, which contribute to strengthening the 
relationships in the B2B environment  (Kho 2008). It also enables the audience to bring content 
to the message sent by the company (Wade 2009) 
 
The information collection conducted through offline and online platforms can together 
contribute to effective direct marketing activities. Communication expense will be reduced. In 
traditional offline marketing communications brochures are a common information creation and 
are often contributing to waste in somehow. By conducting information online it is easily 
accessible, it is fast and the ability to adapt content creation in present. Online activities have the 
ability to collect personal information as sales department could use as a tool for future sales and 
as a strategic possibility for the company. The collection of business information could in the 
future develop in relationships that contribute to the business growth. Companies’ usages of 
online activities and by promoting information about themselves in a larger volume are seen as a 
high-quality indicator of communication that in a symbolic perspective is good and could enable 
to bind organisation nearer to each other (Fill 2006). 

2.3. Integrated Marketing Communication 
Marketing communications refers to company's efforts of establishing a dialogue with customers 
or stakeholders, either about products/services or other company issues (Keller, 2001). 
Traditional and non-traditional media has allows marketers to choose from an abundance of 



9 
  

different marketing options which have caused a downfall in using mass communication methods 
(Kotler et al., 2005). The message about a company or its products/services consists of 
information from different media channels that are used in the communication process. 
Contradicting information from different communications could confuse customers, which have 
led to a need for systematic integration and arrangement of all messages from multiple 
communication channels (Keller, 2001). 
 
Gabrielli and Balboni (2010, pp. 277) argues that from various ways of defining integrated 
marketing communications (IMC), it appears to be “a process by which a company systematically 
coordinates its multiple messages and many communications activities and integrates them into a 
consistent marketing communications mix to send the target market a clear message about itself 
and what it offers”.  
 
Therefore IMC should be the outcome of connecting all activities, processes, messages and 
objectives to communicate consistently across different internal departments and external 
boundaries (Christensen, Cornelissen and Morsing, 2007). Communication channel integration 
enables companies to acquire and retain customers while working and strengthening the existing 
relationships to build a stronger relationship (Mulhern 2009). Brown (2009) is mention the 
integrating of different social media channels could be created through linkage. Linkage is 
content creation in social media which provides the aimed message with links to other social 
media platforms or the web page to spread the message and broader the coverage. 

2.4. Social Media 

2.4.1 Social media 
Lamb, Hair and McDaniel (2015, pp 332) define social media as “any tool or service that uses 
the Internet to facilitate conversations”. Common social media channels used nowadays are 
Facebook, LinkedIn, Twitter, YouTube, Blogs and Instagram (Chau, Seshadri 2015; Huotari et. 
al. 2015; Valos, Habibi, Casidy, Driesener and Maplestone 2015). Social media possess unique 
characteristics compared with traditional one-way communication methods such as television, 
radio, billboards, magazines and newsletters (Hasan, 2011). Traditional marketing does not offer 
the same two-way interaction as social media. Due to social media being more technologically 
sophisticated. Social media allows content creation and sharing to occur in various ways with 
different stakeholders. For instance it could occur entirely internal of an organization (employees 
to employees), fully external (customer to customer or other outside stakeholders) or internal to 
external (organization to customer). This dynamic interaction process is challenging to control in 
relation to organizational branding and relationship management activities (Kaplan and Haenlein, 
2010). 
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2.4.2 Social media channels 
Facebook 
According to Facebook annual report, (2014 pp 5), Facebook describe themselves as an 
application and website that “enables people to connect, share, discover and communicate with 
each other on mobile devices and personal computers”. In 2014 Facebook had on average 890 
million daily users for their free service (Facebook annual report, 2014). In 2016 
the daily active users, in March, was on average 1.09 billion users (Facebook newsroom 2016). 
Facebook let their users create a profile of themselves, which allows them to search for other 
people's profiles giving them an insight into their lives (Acar and Polonsky, 2007). Even though 
it is possible shape your own user profile and shares all kinds of information, it is not necessarily 
giving an accurate description of the user (Treadaway and Smith, 2010). Communities in which 
Facebook users are members in are of most relevance to marketers (Casteleyn, Mottart, and 
Rutten, 2009). Communities allow marketers to assess consumer preferences and tastes, which 
aid companies in their targeting, segmentation and positioning processes (Acar and Polonsky, 
2007; Treadaway and Smith, 2010). Marketers can obtain beneficial information from 
community user profiles and their post on Facebook walls and pages (Casteleyn, Mottart, and 
Rutten, 2009).  
 
LinkedIn 
LinkedIn is the world's largest network for business professional with more than 400 million 
users. LinkedIn was officially launched back in 2003 and is today used in 200 countries around 
the globe. The sites objective is to unite working professionals around the globe to promote 
success and productivity (LinkedIn, 2016). LinkedIn is regarded the best social media for B2B 
marketers because it was made specifically for working professionals. Also in that essence it is 
the most natural place for B2B marketers to begin their social media utilization (Dash and 
Sharma, 2013). LinkedIn is a professional platform for both active private persons and 
companies. Companies are utilizing it as a recruitment tool for future employees by presenting 
job possibilities. This approach has become very useful and some companies have it as an 
integrated part of the recruitment process (Lengnick-Hall, Lengnick-Hall, Andrade and Drake 
2009).      
 
YouTube 
The YouTube application and website does not only offer a way of sharing videos, it is also a 
social media platform  (Yoganarasimhan, 2012) and it hat over one billion users (YouTube 
2016(B)). According to YouTube (2016(A)) “Allows billions of people to discover, watch and 
share original videos. YouTube provides a forum for people to connect with each other and 
inform and inspire others across the globe. The forum acts as a distribution platform for original 
content creators and advertisers large and small”. Anyone is allowed to watch uploaded videos 
on YouTube but members could also become friends with other YouTube users. YouTube offers 
various features to enhance interaction between friends such as notifying when a friend rates, 
comments or uploads new videos on their profiles (Yoganarasimhan, 2012). YouTube also offers 
interactive features between people who are not friends, for instance any users has the ability to 
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comment, liking/disliking and sharing others videos on different social media sites such as 
Facebook or Twitter (Kaplan and Haenlein, 2010).    
 
Twitter 
The mission state by Twitter (2016) is “To give everyone the power to create and share ideas and 
information instantly, without barriers”. “Twitter is a global platform for public self-expression 
and conversation in real time” (Twitter, pp 5 2014).   
 
Twitter users can make tweets up to 140 characters with the alternative to add photos or 
hyperlinks and there is no restriction on which users can or cannot follow. Users could follow 
other users without a mutual relationship. It is therefore possible to be followed by an unlimited 
amount of users (Twitter annual report, 2014). Hashtags (#) could be used in front of words to 
emphasize conversation around a specific topic and promote search. Mentioning usernames in 
tweets could also catch particular user's attention. More recent Twitter features allows for more 
interactive experiences, for instance users can add links to preview content, view images and play 
videos. Twitter users have the option to interact with tweets by replying to it, by re-tweeting 
(forwarding the tweet) or making the tweet a favourite. (Swani, Brown and Milne, 2013) 
 
Instagram  
Instagram was established in October 2010, it is an application where the user can upload  photos 
and video clips with attached content. The activity by its members is huge and a third of the users 
login to the application several of times each day (Jeanine, Messner, Jin and Medina-Messner 
2015). Instagram (2016) describes Instagram, as “Instagram has become the home for visual 
storytelling for everyone from celebrities, newsrooms and brands, to teens, musicians and anyone 
with a creative passion” (Instagram 2016). Instagram have over 300 million users that are active 
on the platform (Instagram 2016). 
 
Blogs 
According to Kaplan and Haenlein (2010, pp 63) ”Blogs, which represent the earliest form are, 
special types of websites that usually display date-stamped entries in reverse chronological 
order”. Blogs is potentially a corporate communication tool that is fast, effective and efficient. 
Blogs can facilitate both a one-way or two-way communication process with a company's 
stakeholders that are both mass communicative and interpersonal communication (Marken, 
2005). Blogs have noticeable features that separate them from other kinds of computer-based 
communication. These features includes: easy to use management system, archive oriented 
structure, latest information first order structure, linkage with other blogs and it is easy to respond 
to previous blog posts. (Huffaker and Calvert, 2005). Blogs could be used for various purposes 
because it’s flexible and interconnected characteristics (Lawson-Borders and Kirk, 2005). 
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2.5 Social Media in a B2B context 

2.5.1 When social media isn't right for B2B 
Bodnar and Cohen (2012) are highlighting areas when social media practices are not the suitable 
choice for the B2B companies. 1. If your company are missing an internal promoter to social 
media. A common aspect for successful organizations using social media is to have a internal 
employee that are working in this environment. By having an expert on social media 
communication you as a company will have a great advantage to utilize such platforms and 
present good content. If you do not have an internal department or key employee who is working 
in the social media environment, the suggestion is to select one to become successful on social 
platforms. 2. Are the necessary resources available in the organization to be successful?  A 
common aspect for successful organizations using social media is to have a internal employee 
that are working in this environment. By having an expert on social media communication you as 
a company will have a great advantage to utilize such platforms and present good content. If you 
do not have an internal department or key employee who is working in the social media 
environment, the suggestion is to select one to become successful on social platforms (Bodnar 
and Cohen 2012). 

2.5.2 Users of social media in B2B 
In the B2B context Huotari et al (2015) are presenting a framework that reveals the users of 
social media in a business context as internal and external users. Internal users are referred to as 
users who are collecting salary from the company or you also refer to them as employees. 
Internal users are divided into two different groups, corporate users and employee’s users. 
Corporate users serve as the voice of the overall company and will not be connected as a single 
employee. It could be the company or a business department.  Employee users are individual 
employees connected to the company. Employee user has a personal touch of the content creation 
and have the ability to communicate in a not so formal way in social platforms (Huotari et al 
2015). 
 
According to Huotari et al (2015) external users are referred to as users of social media that is not 
related to a company by employment and could be divided in different selections, such as 
corporate, customer, professional and civilian users. The first users, corporate, are companies that 
utilizing their voice to establish content. The second user, customer, are explained to refer to as 
workers of potential or current customers in the B2B market and are the most interesting users 
available. User numbers three, professional, consist of different business related stakeholders. 
And the last user, civilian, is spectators of the company who shows interest but do not have any 
professional connection toward the company (Huotari et al 2015). 
  
The usage of social media creates communities that are shaped by individuals who carry common 
interest. Companies different stakeholders could be interconnected because of the usage of social 
media, marketers in a B2B environment need to take this under consideration that a large amount 
of stakeholder are present and create content on social media platforms. It is both buyers and 
investors that can be potential stakeholders such as potential employees and media representative. 
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In B2B market endorsement content discussions that occur on social media are often message 
from trusted sources compare to consumer markets where strangers often are attached with not no 
trusted content (Huotari et al 2015). 
  
Table 1. Summarize the above explanation is a social media context in the B2B marketers 
environment based on internal and external users. The content creation could be shaped from 
different users that have the ability to work as a creator or critic on social media, it is depending 
on the individual (Huotari et al 2015).  
  
Table 1. User of social media from the perspective of B2B marketers (Huotari et al 2015, pp. 764.) 
 

 

2.5.3 Social Media Guidelines 
Kaplan and Haenlein (2010) are presenting a framework consisting of 10 advices for companies 
when utilizing social media platforms. They have divided the advices by splitting up the term 
social media to, social and media, because it consists of both. First the presentation are aiming to   
present five points for companies to consider about using media, the second is targeting the social 
aspect. 
  
Choose carefully 
According to Kaplan and Haenlein (2010) in present time social media has evolved into a 
platform where several of different tools are available and stresses the importance of being 
present on different platforms. It is important for companies to make a selection of different 
platforms, although, it is challenging to utilizing all existing platforms because it could require a 
high amount of time with less accuracy. Customers are the most essential audience and by 
utilizing the right social media platforms there is a bigger chance to create a successful company 
presence. This is related to the choice of platforms that are most suitable to reach a target 
audience. The companies need to consider how to utilize social media in the most efficient way. 
Companies need to consider that different platforms may reach a different audience (Kaplan and 
Haenlein 2010). 
  
Create or utilizing applications 
Kaplan and Haenlein (2010) describe ones the company has understand the social media 
environment, they can decide whether to create their own social media applications or continue to 
utilize existing ones. The power of already existing social media channels has a great advantage 
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compare to new creations. Existing platforms already have an established user base, with all the 
existing members and users. This means that the company has a large platform to create content 
and build networks on. It could be waste of time to establish a new social media channel instead 
of utilizing the already existing ones. But the importance is the understanding of social media, 
focus in terms of participation, collaboration and sharing not straightforward advertising and 
selling campaigns (Kaplan and Haenlein 2010). 
 
Ensure activity alignment 
Social media includes a high amount of platforms and possibilities for companies to utilize. 
Companies that are active in different platforms need to make sure that all their activities are 
striving in the same direction. Different content in different platforms may contribute to 
confusion amongst readers and participants (Kaplan and Haenlein 2010). 
  
Media plan Integration 
One key aspect of the relationship between social media platforms and traditional marketing is 
that integration of both is essential. By viewing these two platforms beside each other the 
audience may consider them as different, but what they have in common is the company's 
corporate image. If the company is present on traditional marketing the outcome could result in 
participation in the digital environment. The different channels can have a integrated impact on 
the message by the power of the different platforms (Kaplan and Haenlein 2010). 
  
Access for all 
According to Kaplan and Haenlein (2010) when a company have decided to create a presence on 
social media, the employees should be able to participate in the content. They also suggest 
strategies that divide the administrative tasks such as creating discussions, removing 
inappropriate comments and handling the overall social media creations amongst different 
employees. In a future perspective, development of certain guidelines may be necessary and to 
create statements about social media utilization (Kaplan and Haenlein 2010). 
  
Be active 
When utilizing social media and developing social relationships with other users it is important to 
take initiative and to be active. Social media is about interaction and sharing therefore it is 
recommended to post content that is up-to-date and engage in conversation with customers. A 
firm's social media involvement should be deeper than just replying to negative comments and 
defending its products. It is not about convincing people to make purchases but to initiate and 
engage in active conversation (Kaplan and Haenlein 2010).   
  
Be interesting 
It is more appealing to talk with interesting people than boring people and in that essence if you 
want customers to interact with you, you should give them a reason to. Initially firms should 
listen to what their customers wants to hear and what they want to talk about. It is valuable to 
know what customers find interesting, enjoyable and valuable so that firms could develop content 
that corresponds with those expectations (Kaplan and Haenlein 2010).    
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Be humble 
Do not assume that you know the best way of utilizing social media. Other people have spent 
countless hours on social media applications before you. Take time to learn and discover about 
social media applications and learn about the rule before you start practising it (Kaplan and 
Haenlein 2010).   
  
Be unprofessional 
Firms should refrain from posting overly professional content; instead they should blend in with 
the user group and not be overly afraid of making mistakes. In the end it is people like you who 
use social media who could understand that everything don't always go smoothly. Also, if you 
treat them in a good way they might give free feedback on how to improve (Kaplan and Haenlein 
2010).   
 
Be honest 
Always respect the rules and be honest when utilizing social media. Don't breaker rules or 
manipulate social media practises. For instance, expect that people can find out if you would use 
a fake account; after all there are very technologically sophisticated social media user out there 
(Kaplan and Haenlein 2010). 

2.6 Application 
The purpose of this paper is to investigate why B2B companies implement specific social media 
to complement the overall strategy and how they are utilized.  By applying the theory from 
chapter (2.1) the authors could investigate which type of overall marketing strategy the 
respondents have and in a later stage connect it to the social media aspect. Chapter (2.2)  B2B 
marketing and B2B Offline and Online marketing, the authors have gained and developed 
knowledge to investigate what are characterized in a B2B marketplace, what the definition of the 
market says and which key components compared to that is important to take under consideration 
in comparison to the respondent's approach. This has been applied to the respondents in this study 
and helped us to investigate what each and every respondent sees as important in the marketing 
place and how they have developed their marketing strategy. It has helped the authors to 
investigate the complexity of the B2B marketing environment and to see the differences in offline 
and online marketing. The theory (2.3) about integrated marketing communication has been in 
close relationships to the overall chapter, but in connection to this first two chapters the authors 
have been investigate the integration for the marketing activities, both offline and online. The 
respondent's actions in social media or in one-way marketing have great advantage if the 
channels are integrated.  
  
Chapter (2.4) social media is a chapter where the ground concept of social media is highlighted. 
This theory has helped the authors to investigate and gain knowledge of what social media is, 
how it works and the characteristics of it.  Chapter (2.4.1) explains the specific social media tools 
that authors have chosen based on the respondents to investigate why they have chosen this 
specifics and how they have utilized them compare to the characteristics of each specific social 
media. Chapter (2.5) are highlighting social media in a B2B environment, which creates a 



16 
 

suitable transfer in the thesis, form general about social media to the business context, based on 
the purpose of the study. Chapter (2.5.1) is presenting circumstances when social media usage is 
not the right choice in a B2B setting, thus when a company can reconsider the use of social media 
depending on objectives and outcomes. By using this theory the authors have investigated how 
the respondent's acts, and if this circumstances have affected them, if the objectives are correct. 
The theory (2.5.2), users of social media in a B2B context, is about the content creators, the 
editors. If the company are operating through a specific person or group, or if everyone can create 
content on social media. This theory has been a great tool to investigate the respondent's 
behaviour pattern in social media, if a specific person has access or the whole company, internal 
and external users. Social media guidelines (2.5.3) are a theory that guides and discussing 
different social media approaches in a B2B context, how to act, what to say, the selection of 
channels etc. The authors have used this to investigate the respondent's actions to reveal their 
behaviour on social media and if they have the right mind-set when operating. 
 
The theoretical framework have been the base for collecting empirical findings, creating the 
analysis and the main tool to the creation of the conclusion. These theories have helped the 
authors to fulfil the purpose of the study and answered the research questions. 
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3. Method 
In this chapter the authors are presenting which types of methods that have been applied to 
execute and form the study and how the authors have used this and why. The authors have also 
created a chapter where a discussion takes form and explain how the theories have been used.  

3.1 Choice of Method  
This study has been conducted through the usage of interviews for the empirical data collection. 
The purpose by using interview as a collection method is that the authors achieve an 
understanding of how the interview relate and perceive toward the actual focusing area of the 
study (Kvale 1997). A qualitative method has been used to achieve a deeper understanding for 
the research field of social media in the B2B context. The study has used an inductive approach, 
where the collected empirical data has been linked to existing theories to analyse and answering 
the research questions (Bryman and Bell 2011), It has also contributed to future research in the 
aim of the study. 

3.2 Research Strategy  
Andersen (1998) and Patel and Davidsson (2003) are pointing out two different research 
strategies to use when conducting a research, qualitative and quantitative research. By selecting 
one of these, it is important for the authors to decide what result they are striving for because the 
strategies are aiming in different directions (Patel and Davidsson 2003). A qualitative research is 
when the authors collect information to gain a deeper understanding in a specific field. 
Quantitative is when the authors are focusing on statistics and tables (Andersen 1998). Bryman 
and Bell (2011) are pointing out that qualitative researches are related to inductive research 
design and quantitative is related to deductive. This study has been using a qualitative strategy 
since the purpose of this study is to investigate why B2B companies implement specific social 
media tools to complement the overall marketing strategy and how they are utilized. For the 
authors to be able to answer the presented research questions they needed to have a strategy that 
was focusing and enabling a deeper understanding in the specific research field. 

3.3 Research approach - Inductive  
Bryman and Bell (2011) are discussing two different research approaches deductive and 
inductive. These two approaches have the opposite view of each other to the nature relationship 
between theory and research. Deductive reasoning is concerning the approach of testing existing 
theory based on hypothesis. The result of such research is either confirmed by the theory or it is 
rejected, theory guides the research. An inductive approach explained by Bryman and Bell as the 
result of such a study is the contribution to theory, the processing of such reasoning is by drawing 
“generalizable inferences” as they will state it. Research that is using this approach is processing 
existing theories to create new ones, based on collection of empirical or existing data. Theory is 
the outcome of this approach  (Bryman and Bell 2011). The aim of this study is to contribute to 
theory about the usage of social media in a B2B environment. An inductive approach has helped 
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the authors to generate theory based on previous research by applying the collected data from the 
respondents to the theory. The outcome has filled a research demand on social media in a B2B 
context, which was requested by different researchers. 

3.4 Research design - Multiple case study 
What categorize a case study compare to different research designs is the centre of attention, 
limited system or situation, an entity that has a purpose and a function part, an intense emphasis 
of examination of situations. A case study is an object of interest in its own, and by using a case 
study the research focus on in depth clarification of it  (Bryman and Bell 2011). Bryman and Bell 
(2011) describes that a case study design usually favours qualitative research methods because of 
the support when the authors generate detailed and intensive exploration of cases. Morris and 
Wood (1991) describes case study in a similar manner and argue that a case study is useful when 
the authors want to obtain a deep understanding of the specific subject of investigation or 
phenomena. 
  
The authors had the purpose to investigate several respondents to create a deeper understanding 
why and how B2B companies use specific social media tools and how they operate with them in 
connection to the overall marketing strategies. The undertaken in depth information about an 
object was created from a case study to understand each of the respondents actions and strategies 
in a deeper way. Bryman and Bell (2011) are highlighting multiple or collective cases studies as 
one type of case study.  This design is applicable when several cases are undertaken jointly to 
investigate a general phenomenon. The authors’ aim was to jointly investigate different objects or 
cases about their actions toward the use of social media to capture the outcome and contribute to 
theory. The authors have used a multiple case study design to achieve understanding of the aimed 
phenomena and jointly examine the respondent's actions of social media. 

3.5 Data collection   

3.5.1 Selections of respondents 
The selection of respondents that has been investigated and target in this study have showed 
activity on specific social media channels and operate in the B2B environment. The respondents 
are international companies and have customers all over the world, which by the authors includes 
a more complex view of social media use in a B2B environment, compared to only focusing on 
the Swedish market. Every respondent has selected certain social media channels to establish 
themselves and operate in. The importance was to be present, and the selected channels in this 
study were decided based on the respondent's choice. It enabled the authors to investigate why 
they have selected the specific ones and how they were utilizing them. The respondents were 
selected based on a convenience sampling, which means that the selected objects are accessible 
and that the authors select which ones to target (Bryman and Bell 2005).  
  
The first step of the selection as named above was to find attractive respondents that were active 
on social media in their marketing activities. The next step was to analyse which types of social 
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media channels was used by the respondents. By making that observation the authors find quickly 
which social media channels the respondents were using, which form the focus on specific social 
media tools.  According to Larsson, Lilja and Mannheimer (2005) if qualitative study involves a 
large number of participants the outcome could be hurt and cause problematic when the authors 
are trying to gain a deeper understanding of the collected data. After consideration the amount of 
respondents was decided to three and the explanation was to focus and create a deep and 
understandable data, based on the theory to analyse, connect and answer to the purpose and 
research question.  The three selected respondents is large producing international companies, 
each company was contacted, were the authors presented the research goal for each of them and 
asked if they wanted to be in this study. 

3.5.2 Primary and secondary data 
There are two different types of data samples researches use and are referred to, as primary and 
secondary data. The first, primary, is when the researchers himself gather and analyse data. The 
second, secondary, is when data is collected through past researches such as scientific articles, 
web pages and reports (Bryman and Bell 2005).  This study is conducted through both types of 
data collection. Secondary data has been used to create deeper understanding in the research 
field, conducting the introduction chapter, theoretical framework and methodology chapter. It has 
also played an essential part in the preparation to the empirical findings and analysis. By visiting 
the respondents web pages the authors had the possibility to view the usage of social media 
provided by the company, which have helped us to formulate research question to the primary 
research.  Primary data has been conducted through interviews with three international 
companies. 

3.5.3 Interview design 
The executed interviews that the authors have made are in a semi-structured manner, which 
means that the interview has been conducted not as an open conversation or a tightly defined 
questionnaire (Kvale 1997). Lantz (2013) explains that semi-structured interviews allow the 
interviewer to act in a more flexible manner and adapt to the aimed respondents actions in form 
of follow up questions. This grants the interviewer to collect further information and create a 
deeper understanding (Lantz 2013). Each of the interviews has been following a structure on 
themes that have been established through the structure of the theoretical framework created by 
the authors. The teams have been created to follow almost the same structure as in the theoretical 
framework, because then the authors started broader and narrow the questions down as the 
interview goes. The authors have been able to create an understanding of the respondents view in 
the business context and in a later stage connect it to social media and the integration of these.  
The authors made adjustments in the questions, which is presented in the appendix chapter, based 
on the company's choice of specific social media channels. It was not relevant to ask question 
about channels that don't concern the respondents. That is why the authors have created three 
questionnaires, the only information that differs from each appendix, is the respondent's choice of 
specific social media channels.  
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Based on (Kvale 1997) and (Lantz 2013) explanation of the semi-structured interviews and the 
benefits of using it as an flexible way of creating a deeper understanding the authors have chosen 
to use this technique. The usages have achieved a structure way of interviewing with the possible 
of adjustments in form of follow up question that has occurred. Bryman and Bell (2005) 
describes that the usage of semi- structure interviews could change the interviewers sequence of 
question because the freedom that the respondent have. This contributed to that the authors was 
needed to make adjustments in the interview because following questions had already been 
answered. 

3.5.4 Execution of interviews  
According to Jacobsen (2007) by interview an individual person that has good knowledge and 
competence in the aim of the study creates high degree of relevance and trustworthiness.  
Marketing managers, marketing coordinators, sales and marketing managers, project leaders and 
copywriters have answered the interview questions that the authors have asked. The respective 
respondent brings good knowledge in the field of marketing and social media, and the empirical 
data has a high degree of relevance according to the study.  Bryman and Bell (2011) describes the 
creation of question is vital for the outcome and the formulation of questions should not be as 
specific, the questions aim is to bring good content and achieve results that can answer the 
formulated research question. Lindelöv and Danielsson (2003) explain that, open and clarifying 
questions gives the possibility for the respondent to answer the questions in a comprehensive and 
describing way.  Bryman and Bell (2011) presented that it is important to create an order or 
structure for the question, which will generate a better flow when conducting the interview and 
also bring the possibilities to ask follow-up questions. Try to avoid leading questions and do not 
forget to ask general questions such as names, age gender (Bryman and Bell 2011).   
 
The authors have been focusing on creating understandable questions that has brought clarity for 
the respondents, so the questions are received in an understandable way. The outcome was to 
receive comprehensive and describing answers from the respondents. The questions that was 
created and asked by the authors have contributed and been the base for answering the purpose 
and research questions. The authors created a structure based on the theoretical framework to 
achieve a clear structure and consistency in the paper. The interview was beginning to ask 
general questions and as the interview went along, the authors specified the questions into more 
specific areas concerning social media.  
  
The interviews were conducted in personal, face to face, and by telephone. Bryman and Bell 
(2011) explains that either if the interviewer conduct the interviews in person or by telephone it is 
good possibilities to gain great information from it.  They also explain that a personal interview 
could have advantages in reading body language and gain information that way, also the length 
on the interview could be longer which will contribute to more data. Telephone interviews 
however are far more cheaper, more efficient, time saving, because it is less to administer and 
less traveling to locations where the respondents is placed. Telephone interviews also have the 
possibility to prevent the respondent to act in a certain way that could harm the outcome because 
of characteristics of the interviewer (Bryman and Bell 2011). 
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The author’s choice of selecting both types of interviews was partly determined by the time 
schedule for this study but also the financial aspect based on the respondent’s geographical 
locations. As the above paragraph explain a good result can be achieved from either approach 
(Bryman and Bell 2011). Of course there are differences in these approaches, both possibilities 
and weaknesses. The authors spend time and were focusing on establishing good questions that 
contribute to the content creation. Before the interviews were conducted each respondent was 
informed more specific about the purpose and the aim of the study. Each respondent received an 
email to achieve knowledge of the study and prepare them self. The authors also informed the 
respondents prior to the interviews that they would take approximately 60 minutes.  Two of the 
interviews lasted for around 60 minutes and one almost 45 minutes, the difference in time could 
be explained, that the company with the shortest interview was not utilizing as many social media 
channels actively.  

3.6 Data analysis  
Patel and Davidsson (2003) highlighted the importance of processing the collected empirical 
findings directly after conducting an interview. It facilitates the memory because the information 
is fresh in the mind.  Bryman (2002) and Bryman and Bell (2011) describe that recording and 
transcribing interviews is a good way and facilitates the collection of information. The authors 
used a recording device in form of a telephone to collect the data and transcribe it. 
  
Recording enabled the authors to analyse the collected data and processing the findings in an 
accurate way, which affect the misunderstanding in a positive way. The authors transcribed the 
interviews directly after they had been conducted. Direct quotations is used in a secure way, were 
the authors have evaluate the explained answers by the respondent to not make the mistake, to not 
translate the said sentences in an accurate way (Bryman and Bell 2011). Quotations is used to 
present direct explanations in the studies focus areas, which will help the authors to formulate a 
good analysis based on thorough explanations. The authors have been focusing on the most 
important part, the interview, to achieve as good data as possible and they did not have to focus 
on typing the answers down. That approach could have been stressful for both parts. Patel and 
Davidsson (2003) explains by record the interviews the respondents can feel more calm and do 
not need to adjust the answers in a summarized way because of the skill of the interviewer to type 
the answers down.  It enables the respondent to explain and answer the questions in a deeper way, 
which contribute the data collection in a positive way (Patel and Davidsson 2003).  After the 
interviews from the respondents were transcribed, the authors analysed the data jointly between 
them in the aim of the study. The data was analysed with the help of the theoretical framework in 
chapter two which are highlighting the B2B environment, integration communication and social 
media to achieve and to be able to answer the study's purpose and research questions. 

3.7 Ethical approach 
According to Kvale (1997) there are several important ethical points for the interviewer to take 
under consideration before conducting the interview. It is important to have the respondent’s 
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agreement and also provide necessary information about the study requested by the respondent. It 
is important for the interviewer to be aware and to take action of the respondent’s confidential 
material. The interviewers roll is also important to take under consideration and how the author's 
affect the study (Kvale 1997). 
  
In the first contact with each individual respondent the authors explained in a detailed manner 
how and also why the study will be conducted. The anonymity aspect of the respondents has been 
settled based on their request, which have brought that the confidentiality has been secured to a 
future publication. Two of three respondents requested that their company and personal name 
should be anonymous, and because of that the authors selected that this study will have a fully 
anonymous approach, based on the majority and the consistency in the study. This have 
contributed that the authors explained less about their offerings, products and locations, so the 
confidential material was kept secure. The information gathering each company in chapter four, 
(4.1) company description, has been collected through each company's web-page. To secure the 
confidential material and each company's anonymity, the authors could not present the attached 
references, because of the anonymity and the protection of each company. Every respondent had 
the possibility to determine if the conducted interview could be recorded and also to highlight 
that the participation was voluntary. After conducting the interviews the authors communicate 
with each other and analysed the performance to evaluate if something was missing, which 
questions have been asked and if the authors could make something different. 

3.8 Reliability and Validity  
Bryman and Bell (2011) describes reliability and validity as internal and external. They explain 
external validity, which means the extent to which the study can be replicated. Bryman and Bell 
explained that this is problematic in a qualitative research because of the freezing of social 
settings. Internal reliability means that that whether or not more than a single member, observer 
of the study agrees of the outcome of what have been seen and heard (Bryman and Bell 2011).  
External validity explains the possibility and degree of the findings that can be generalized 
crosswise in social context.  It can be problems in qualitative because the authors tends to use 
small samples and case studies (Bryman and Bell 2011). Internal validity explains the matchup 
up of results connected to previous findings and theories by researches and can be seen as a 
strength in qualitative research because the long timeframe (Bryman and Bell 2011). 
  
The external reliability could be seen in both ways, both high and low. The study is conducted 
throw large international firms who are using social media in their marketing actions. The 
reliability could be achieved if the timeframe of the study is close to the authors based on the 
continue evolving environment as social media are. If a replica of this study is conducted in two 
years the result will differ based on the knowledge and development in the technological world. 
The different social media platforms is constantly developing, new features in each social media 
platform will arise, and new handbooks will be created so in the long term, researchers will 
conduct a different outcome. Internal reliability will the authors settle as high, based on the great 
collaboration and democratic decisions, the authors have not presented a information that was not 
fully agreed on. 
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External validity has been used in this study because the authors had to collect empirical findings 
in the social context. The authors have used the findings to crosswise compare the data between 
the connected respondents to find results and answer the purpose and research questions. Internal 
validity has also been used to analyse the collected data to see the respondent's actions and goals 
compare to theory and previous research. Internal validity as Bryman and Bell (2011) explained 
is s strength in qualitative research. The theories used have been essential tools to this study and 
the timeframe has enabled a good analysis of the collected data connected to the theory to present 
findings.  The base of the validity and the result of the study have been created through the 
questions asked to each of the respondents. It has enabled good empirical data to answer the 
purpose and research questions. 

3.9 Methodology Critics  
As Larsson, Lilja and Mannheimer (2005) explained the amount of respondents could be harm if 
the involved respondents numbers was high because of the lack in depth by handling a larger 
amount of respondents. To the author's choice of selecting three respondents could be criticised 
because a number of five may have been brought up different results. In the author's defence by 
making this selection, was that they wanted to lay a high focus on collecting good qualitative in 
depth data to evaluate and present a good result at the end. If the authors instead had more 
respondents to collect information from, the time horizontal would have been affected and been 
contributed to lack in analyse of the data (Bryman and Bell 2011). 
  
The aspects of financial assets and the time frame made the authors to choose both telephone and 
personal interviews. As Bryman and Bell (2011) both of these methods have advantages and 
disadvantages, and one disadvantages of using telephone interviews is the lack in personal 
interaction. This may have effect certain questions and following up questions because of the lack 
of reading the situation. The personal interviews also point to a longer conversation in one case, 
which indicates a larger amount of data (Bryman and Bell 2011). In the author's defence, related 
to why the authors chose three respondents, the main focus was to generate good deep in the data 
to analyse the respondent’s actions. The authors made great effort to create a good questionnaire 
and were prepared to ask follow up questions by knowing the created theoretical framework and 
view the respondent's actions on social media.                
 
The aspect of confidential protection, has made the authors to adjust the empirical findings and 
analysis to protect the respondent's identity, this have affected the material, according to product 
specifics and the brand, in the way that the explanations of each company is limited. The authors 
did not have the opportunity to argue in relation to a specific product or the characteristics in a 
detailed manner and connect it to social media usage. In the author's defence, this have not made 
the result any different in the overall perspective, even if the characteristics of a specific product 
would have been explained the outcome may have been more in detail, but the suggested 
approach or utilization would have been the same.  
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4. Empirical Findings 
In this chapter the presentation of the collected primary data, conducted throw the semi-
structured interviews will be revealed and explained. The chapter is structured based on the 
research questions and the respondent will be presented separately.   

4.1 Company description 

4.1.1 Company (A)   
Company (A) is an excellent and reliable supplier of products in the B2B environment. The 
company stands for quality and would describe themselves as a “premium brand” in the business 
environment and segment that they operate in. They put heavy focus on customizing their 
products and services for its customers to reach a superior fit in their environment.  The company 
was established over 20 years ago and are still running with great progression, headquarter is 
located in Sweden and they also have subsidiaries based in North America and Asia.  The 
company has over 100 employees and are operating in 35 countries. The company is aiming at to 
become the world's leading production company in their segment.  In 2015 they had a revenue 
over 200 million Swedish crowns.  

 4.1.2 Company (B) 
Company (B) is one of several of companies within the corporate group. It is a production 
company that works in the industrial B2B environment. They produce high quality products for 
industrial producing companies but also in other areas. They have over 15 subsidiaries based in 
Europe, North America and Australia and are present in over 50 countries. The company have 
over 100 hundred employees within the company and within the whole corporation there are 
between 200-250 employees. In 2015 the revenues was approximately 300 million Swedish 
crowns.  

4.1.3 Company (C) 
Company (C) was established in 1980s and has been active ever since. The company is operating 
with industrial communication in the B2B environment. They produce products that connect 
different types of industrial machines devices to make them integrated and communicate with 
each other. They have great expertise and also create other solutions for its customers in over 50 
countries. The core product that the company is offering makes industrial units to communicate 
with lead systems so that communication works in a factory floor. Their products are found in a 
variety of industries and are connected to millions of different devices all around the world. They 
are operating in 11 different countries around the world. Company (C) have approximately 450 
employees around the world and in 2015 had a revenue over 700 million Swedish crowns. 
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4.2 The overall marketing strategy 

4.2.1 Company A 
The respondent from Company (A) is a sales and marketing director and have responsible for the 
social media activities together with a marketing assistant. The company have a sales objective of 
growing with 10% from previous year and there would like to keep their current profit margin. 
They are targeting countries “that we are not been particularly active in where we are hiring 
personnel for the export department and we are participating in different activities” (Company 
A). They have recently started up our German company because it is a strong market. The 
Chinese market is growing a lot and have received several larger order, which is good for the 
company's legitimacy. An overall strategy is that the company want to position themselves as a 
premium quality company and to provide the best products on the market. They are in the process 
of trying to improve their marketing actions. This year the company has been working with a new 
launch for one of the online marketing channels, as well as launching new products that will enter 
the market this year. The company as the chapter (4.1) describes is a international company that 
operate in several countries focusing on quality and position themselves as a premium brand. The 
characteristics of the products also give them an advantage because it is an item that industries 
need. 
 
Although, company (A) states that they are a bit behind in terms of marketing and it is something 
they recently been starting to work more with. They are focusing more on communication plans 
and branding plans to find their identity. The market director and market assistant are working a 
lot with new projects such as arranging trade fairs, product launches and social media that is 
something for the future.   

4.2.2 Company B 
The respondent for the Company (B) is a marketing coordinator that also has the responsibility 
for the online activities such as social media. Company (B) has the objective for the year of 2016 
to achieve an annual increase in sales of 10 %. They do not want to grow either too fast or slow, 
so the organization has time to keep up. Although, the company explained that they are in a big 
expansion phase in terms of building production facilities and that they are always expanding a 
little in all directions.  As the Chapter (4.1.2) describe there is a large focus on the quality of the 
products, which they sell all over the world to specific segments on different markets. They have 
products that are standardized with high focus on customer utility, based on the needs from the 
markets. The company B invests in new machines, and said “there’s always new things related to 
production, laws and our employees where we expand that we need to keep track on”. Their 
production is very atomized in which they focus a lot on machines so they could work in different 
ways and be operated with as few people as possible.  
 
Related to marketing they are trying to make as much content as they can nationally in  the head 
office in Sweden. The other companies in the group can then utilize what is created. This 
approach is considered very cost efficient and they get control over how the marketing. The 
respondent emphasise that they like to have control and it could be challenging to monitor how 
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the brand is used in different parts of the world. Before the company did not have a formal 
marketing departments or anyone who was in charge of that area. Nowadays the company notice 
that most subsidiaries employ, market assistants and marketing coordinators, which they have  a 
lot of contact with. They are working with marketing related questions. “It is very fun, and we 
have a new marketing tool where we can add files with information, logos, pictures, product 
pamphlets, folders everything really” (Company A). They are spending a lot of time providing 
subsidiaries with images, information and logo banners in different sizes that they can use. The 
employees in the companies has the opportunity to go in and see what’s there and what could be 
used in different countries since they tend to have the same marketing in different countries. The 
respondent describes that the web-pages actions in Germany, Italy, the Benelux countries and 
soon in Spain, is operating from Sweden. “We try to bring this together to remain in control and 
reuse as much material as they can so they do not have to create new all the time which is cost 
efficient” (Company B).  

4.2.3 Company C 
The respondents for Company (C) are a marketing manager and copywriter and project leader. 
They explain that the financial goals are set to a growth rate of 20% compared to last year 
numbers. They have experienced an annual growth rate of 20 the last 5-6 years and they work 
with marketing by having a team with 25 people on a market department but that’s including 
product managers, market support etc. They have 5 people working with global marketing that 
produce market material such as brochures, websites, videos etc, which is transferred to local 
subsidiaries in different countries. The main marketing is conducted on the local markets at the 
subsidiaries but a lot is made centrally from the main company.   

 
The material that they produce is also used in different countries with of course adjustments 
because of the languages. “For instance it could be a large difference in how to market technical 
products in Japan compared with Germany. And in the end Frenchmen sell best in France and 
Germans in Germany. You have to have respect for that, but to keep a global look and feel” 
(Company C).  
 
The company describes their business objectives to consolidate the sales on the existing customer 
base in the automation industry and in the second stage go into the new term industrial Internet of 
things. They are feeling that the market has opened their eyes on what they have been working 
with under a long period of time: to get equipment to deliver information. 
 
Company (C) connects this to the marketing strategy where talk about online and offline 
marketing. They said that the growth rate of that is set to 20 % must be supported by leads, which 
generate business.  “Leads” is peoples that are interested in the company's offerings. That is also 
the market department is being measured. The company's goal is to generate more and more 
leads. To achieve this the company has made a market mix where they use different marketing 
channels towards different target groups. They use multiple channels such as brochures, social 
media, press activities and salesmen who are out presenting products to customers. The mix is 
used to constantly grow the input of leads. Trade fairs are a specifically important part of the 



27 
 

company's industry, in many other industries there is a decline in trade fairs. The industry where 
the company are operating in is quite conservative, so they receive a lot of leads from trade fairs. 
The company gets the most leads from trade fairs and their website.   
 
“The marketing mix is based more on different scenarios, namely they have different customer 
types that we try to adjust our marketing according to” (Company C). They has a quite targeted 
thought when it comes to marketing partly between product lines and partly within different sales 
situations where they in some way needs to establish customer folders, activities and messages 
that targets different actors in those customer companies. The company needs to create a 
customized model of the right ways and right messages towards respective receivers within 
different business situations. Theoretically if you have 5-6 different product lines which you sell 
to different primary customer groups you have to adapt how you communicate to them, the 
respondents describes. The company believes they differ from other in the industry because they 
apply this kind of targeted marketing strategies. 
    
The respondents describes that other companies may upload a article and think it is self-selling, 
they stand for a bit more traditional and active marketing. They talk about different levels in 
customer companies with decision makers, it the general decision makers that they work with that 
are more connected to the products and those who implement soft and hardware. They claim that 
everyone buys things of different reasons and it is essential to be on your toes to be able to speak 
everybody’s language. The structure is complex because the company has different target groups 
as well as having over 1600 product numbers. One main aspect of the industry is that the 
company sell to different lines not just system operators or machine builders, they are a company 
that sell directly to the one who's building products and machines in large series. “You could say 
that we have different business units even though we have not structured the company that way” 
(Company C). It is important for the company to consider who they are marketing what to.  

4.3. Why Social Media 

4.3.1 Company A 
The Company A in in the beginning phase of social media, and the strategic plan in to get much 
stronger on such platforms. The company has realised that Internet is evolving and it happens a 
lot on the web and social media right now. The purpose of using social media for the company is 
to increase awareness, keep contact with customers and actively try to influence customer to like 
them. They want to increase knowledge about issues within industries they work in and problems 
that the company's products and services could solve. By being visible, the company can shed 
light on problems and describe how they are solving those problems, hopefully so the future 
customers will buy their products. “Be influential so people think, like us, the product we have is 
pretty unknown but also the problems it solves. Show the community and customers, legislative 
organization (environmental organization), to increase awareness and increase knowledge” 
(Company A). Social media for the company should lead to higher sales, by being present, to 
shed light and tell the audience that the company are doing something good for people and 
environment.  
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4.3.2 Company B 
For company (B) social media is a fast way to reach a lot of people in a cost efficient way. Since 
the company are working in a global environment, they feel that they could also achieve a fast 
spread between different countries and continents. “There is a possibility if one of our employees 
share something on social media which could result in rapidly spread in other countries” 
(Company B) . They are trying to work with a softer approach on social media. By softs aspects 
they mean that the content do not need to always be product specific, instead they state it as “we 
might use soft gateways which is suitable on social media”. It is both informative and softer 
content that we strive for to increase the spread”, Although the company is aware that they need 
to work more on social media and to get better at it. They still believe that despite being in a B2B 
environment they could reach people, even if the business has its complexity. The audience may 
be users of social media and also possibly engage, read and participate on their spare time.  It 
don’t always have to be work related in which Company (B) see a different gateway to the 
audience, especially in terms of recruitment.  
 
The company (B) is seeing that social media is evolving in the B2B environment. They have been 
touched by the traffic in the specific platforms, such as Facebook and Instagram where there are a 
lot of advertisement. But the company pointed out that their industry is not the leading one in 
social media usage, however it is moving towards that direction. Each company operate in very 
different markets and have different target markets depending on which industry each are 
working in. Company (B)’s target customers are mostly middle ages men which is the group that 
is unlikely to engage in social media. Although, according to company (B) ”we are all are going 
to be middle age sometime and it matters if you start from the beginning. Nowadays it is getting 
more and more natural for every age when being introduced to social media so the knowledge of 
such platforms will develop with time”.  

4.3.3 Company C 
Company (C) are adopting social media for two reasons: “Two reasons, marketing related to 
generate leads and keep in contact with our existing customers, to give them good service so they 
can get hold on news, products but also to be more informal and give an insight to how it is to 
work at Company C, which is more related to job searchers, investors, journalists, employee 
relatives and people who are interested in the company” (Company C).  
 
The company (C) want to follow the development of potential users of products that could be 
interested in purchasing their products. They are considering how much time and resources to 
invest in social media on a general level. “We don’t see that the b2b customers are quite there yet 
although it is getting there but not as far as b2c” (Company C). Although they argue that 
younger people are used to a specific pattern in personal life and it is natural for them to find 
information in this way. They would probably not pick up a brochure and therefore the Company 
(C) needs to increase their market mix with another output. The respondents explained that they 
have a defined marketing core that they make available in many different ways: written, on the 
web, in social media during trade fairs etc. For them it is very important that you as a company 
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are consistent and use the same messages and in that aspect social media is just one of the outputs 
for the same messages that the company send on many different channels.  
  
Theoretically they explained that it is quite basic but in practise to be consistent in the message 
on different channels requires a lot of work.  When it comes to the traditional versus new 
marketing there are older people in the industry that are used to do their thing with their machines 
and perhaps get a salesman who comes to present a brochure. It is his way of dealing with it, 
whilst there might be a new sharp engineer that are going into the industry that will influence 
products in the future that is more used to receive information in digital ways through social 
media. 
 
Product launches is also an area of interest for the company, where they could have a social flow 
within the company and one outside the company. They have an internal blog and an internal 
communication that could be characterized by an internal social flow that enable people being 
redo to present and represent the company's products towards its customers.  The respondents 
said, I would like to say that we have two tasks to partly work with the internal and work so the 
external is functioning. Another reflection that they had concerning social media is that it is 
driving what they produce on the global marketing department. For instance the company work a 
lot more with video at the moment that they haven’t done before, and in essence it is driven by 
social media because it functions well, and people more easily embrace video than text. The 
power of efficiency also, it is a faster way to communicate, they are going more towards 
presenting things by video and believe social media has contributed to pushing that development. 
But still the old generation want their manuals. 

4.4. Specific social media channels, utilization and expected outcomes 

4.4.1 Company A 
Company (A) have decided to utilize a set of specific social media channels including, Facebook, 
LinkedIn, YouTube and Instagram. The content creators are the sales and marketing manager and 
marketing assistant, the CEO also has the authority but is not the main content creator. The 
employees can also contribute to the creation but the information or material needs to go by the 
marketing department before publishing. “By doing that we prevent spelling error which are 
essential in the presentation of content and specially in the industry we are operating in” 
(Company A).  
 
Facebook 
The Facebook utilization is about having closer contact and try to deliver the feeling of the 
company, what the company do and what they stand for. Company (A) explains that they are a 
company with a lot of internal knowledge and they are working together in the group. They have 
good products but the employees in the organization have good ideas on how to utilize the 
products in a good way. They always educate their distributors so they achieve a specialist 
educating to have a proper stance of the delivered products and what they can do. That is what 
they are trying to communicate, and their Facebook page has quite a bit of followers compared to 
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its competitors, “It is good but it could be even better” (Company A). The company are trying to 
reach out during product launches and trade fairs. The respondent says that they hope for more 
frequent updates and activity in the future so they can utilize the platform even more.  
 
Although, the communication on Facebook is mostly aimed to reach distributors and internal 
staff to give insight in what is happening in the company, but of course also with customers and 
end users that stands outside the machines.  The company is focusing a lot on education, what the 
product is, what it contributes to and what could happen without it. They also post interesting 
clips, material that they find and share links of interesting material, things that could be more 
educating. The company thinks that it is challenging to create good content on Facebook. They 
want the content on Facebook to be serious and not only post pictures.  They want to keep their 
own style but in a more easy going fashion than a regular channel such as newsletter. It was 
important to be recognised as who they are and that means having a consistency in the content.  
 
LinkedIn 
Company (A) has established a presence on LinkedIn but it is not contributing to anything at 
present stage. The company explains: “We are not using LinkedIn actively and we lack of 
knowledge in how to use it. I personally believe we need education. On LinkedIn you have 
significantly more professional contacts therefore it should be good to be more active but there is 
no time at the moment” (Company A) 
 
Twitter 
Twitter, “You are supposed to suggest something unlike Facebook, “Read this” to increase 
curiosity that's how you use it but my knowledge is limited” (Company A). 
 
When they are using other social media channels they are always trying to connect in to Twitter 
to share information. The respondent explained that they have thoughts around Twitter, and are 
seeing that some companies that are operating in an informative way to educate and explain 
specific issues that we as humans are facing in the daily life. In a similar approach that is how 
they would like to operate in their specific industry. Aim at educating and share content that are 
highlighting the problem that our company's products are solving. Increase awareness and remind 
that they exist and create greater value. “This in in front of us right now, we have not come this 
far” (Company A).  
 
Instagram 
This is a platform where the company have not been active for a very long time, and they said 
“the creation of this account was to test it, we don't use it” (Company A). It has also a 
disadvantage because the company name was related to an inappropriate “figure” that do not 
have any connection to the company at all. If hashtags was created and connected to the company 
name the content was mixture with this inappropriate “figure” and the outcome was not good.   

4.4.2 Company B 
Company (B) have decided to utilize a set of specific social media channels including, Facebook, 
LinkedIn, YouTube and blogging. The content creators are the people that work in the marketing 
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department. The employees can make contribution or present ideas such as pictures or other 
material from trade fairs for, but the content need to go through the marketing department before 
being published. They have developed a strategy in relation to social media usage, explaining 
how the employees should behave. Social media within the corporate group should reflect the 
company's brand which means you cannot share inappropriate information related to, for 
instance, ethics, religion or things that could be offensive or take stance. They want to have 
control over what is published and state “You should act like it's in real life because the 
responsibility is the same” (Company B).  
 
Facebook 
Facebook features more soft aspects in which you can sense an atmosphere, they want to reach 
the audience by giving a feeling how it is to work at the company. Company (B) explains: “we 
are noticing that it is constantly growing and we need to be more strategic. We are also noticing 
that more and more companies are making social media accounts and we thought that we wanted 
to be present from the beginning and have a strategy to be more serious. How are we going to 
adapt the content on the different channels so it feels relevant as well as being in control. Some 
content might need approval before being published and when we started growing we wanted to 
be in charge to secure that the usage is being done in a good way” (Company B).   
 
They use a lot of content from both the online and offline such as articles from a quarterly 
newsletter that is published both online and offline, where the reader can go in and comment.  If 
there are job openings in the company they also publish it on Facebook. Internally many of the 
company's employees share the content create comments to bring a positive image.  They try to 
establish a more calm and relaxed atmosphere on Facebook where they reach all kinds of 
different people. The respondent explained that it feels more relevant to post job positions and 
articles rather than technical information. Although, the company do not experience a significant 
activity in relation comments on their Facebook page. They explain: “ The industry that we are 
present and working in is lacking in the use of social media” (Company A). It happens that 
people comments, but more from suppliers and a small group of customers. The company also 
explains that there are in a area of lots of other businesses where the company has more personal 
contacts that could generate comments. But generally speaking the activity is low. The company 
are also work with smaller projects in the local area, for example they sponsor a ice hockey team 
in the Swedish elite league. The respondent said that it enables the possibility for them to be 
attached if posts occur with a hashtag, which create a spread on social media platforms such 
Facebook. If a hashtag occurs from the sponsorship we do not need to do anything.  The company 
feels that there are challenges with using Facebook, they might have been a bit cautions in terms 
of advertising and not putting themselves out there. They feel that a more updated approach is 
necessary by discussing and follow what happens in the world a bit more and things that might 
not be related to the industry. For instance, when Alicia Vikander won an “Oscar” they posted a 
picture and congratulated her. They felt proud to be Swedish. “We have noticed that Sweden 
stands for quality so we’re trying to support that” (Company B).  
 
 
 



32 
 

LinkedIn  
The respondent explained that LinkedIn is viewed as a platform that has a more networking 
features for them. They use this platform to post job advertisements when the company are 
looking hiring job positions. They explained that this platform is used a lot, and the people that 
they hire also have a profile on LinkedIn. They argue that this platform enables the possibility to 
gather good information but also if they are searching for a new supplier. “LinkedIn has the 
possibility for the user to create a large network and that we can utilize it and look if someone in 
there network has a connection to a supplier” (Company B). It has to do with connections in this 
platform. The respondent explained that they also use the platform to advertise for trade fairs, to 
suppliers and internal to employees apart from recruitment purposes. The importance of using 
this platform is to be active but also to be aware that it takes time, to evaluate how much can they 
as a company gather from this etc. But also to utilize the platform and see which features that 
LinkedIn enables for the user. There are tools that you can purchase to find the right people 
directly to by pass receptions. It is easier to find if you have a foot in. 
 
YouTube  
YouTube is a channel where the company is publishing videos that they create. In this moment 
the company has a few videos uploaded. This channel is connected to the company's web page so 
if somebody watches a movie from the web pages it is attached to YouTube and you watch it 
there. The created videos are basically short and product based. YouTube is seen as a social 
media channel for everyone even though the activity is low. “We have some videos that could be 
appealing for everyone, for instance the employees kids seems to like them. When you're working 
with image it could appeal to everyone even though they don’t know exactly what it is. It is an 
eye-catcher that we use on trade fairs. Thus it's a channel that could communicate with 
everybody” (Company B). 
 
Blog 
The blog is a platform that the respondent explained as an opportunity to provide longer text than 
Facebook where you have to be shorter, even if you link to the blog on Facebook. The primary 
focus for the blog is pointing to those who want to dig deeper into the text and create a deeper 
understanding.  “The audience for the blog has usually some sort of stronger interest in the 
company”(Company B).  It could be a lot of text and may be irrelevant for the reader if they do 
not have a stronger interest. The respondent describes, it is usually the same on Facebook but the 
difference could be that it more deep information on for instance a trade show. 

4.4.3 Company C 
The Company (C) has individually selected, Facebook, LinkedIn, Twitter and YouTube as social 
media channels. The company has a global market department in Sweden and their international 
subsidiaries have their own local marketing departments. The global marketing department 
creates content and the local marketing departments make adjustments for it to fit the local 
market. The one who is operating social media with the exception of Facebook is the American 
subsidiary because they have the English marketing. They encourage employees to use social 
media and to share information that the company posts. They like that the product experts should 



33 
 

strengthen the message not only the salesmen but also real specialists. Restrictions on social 
media is present, the respondent said “we welcome that people are using it but remind that you 
have rules to follow about confidential material” (Company C). As an employer they have to be 
extra careful. 
 
Facebook 
Facebook has been selected through an active choice: “We don’t have it as a customer orientated 
channel, for instance it is in Swedish” (Company C). Sometimes the company ask themselves if it 
is the right choice. They want it to be more informal, for a more non-customer audience and to be 
able to keep their guard down. They want a more more personal touch which they feel is possible 
on Facebook. The company explained that it has to do with different strategy levels, the company 
has one product marketing strategy and a corporate marketing strategy. So Facebook is about 
boosting the level with information to other stakeholders than customers.  
 
They have also worked a bit with Facebook advertising related to recruitment, It is a challenge to 
recruit engineers to our team the respondents said. They try to grow all the time to get a follower 
base. “The purpose of Facebook has to do with the more informal, corporate marketing towards 
job searchers. We communicate internally, employee relatives, job searchers are the biggest 
group”(Company C). Although, they have noticed that international customers, partners, 
distributors follows them Facebook, even though it is in Swedish.  Facebook has the features that 
the company can target people more specifically according to interests. The goal is to reach 
people who are interested in technique in the age group of 20-50 living in south of Sweden and 
the selection is very good. 
 
It appears that there is some activity on the Facebook page, the company can see that people are 
making comments. They have had a few people that have written in and asked if they could buy a 
specific product, although, it is not frequent but it happens. They recently tried to advertise job 
offers on Facebook and they saw quite a lot of likes, comments and people passing it on to their 
acquaintances. According to the company they are seeing a few challenges with Facebook: 
“Sometime we need to consider if it is Swedish or English we should use. If more customers are 
interested, we have to take that into consideration. We have to constantly evaluate this and how 
informal we could be. But I think Facebook is as its best when its informal” (Company C).  
 
LinkedIn 
Company (C) is not using LinkedIn to target job searchers but more as a networking tool for the 
company's products. They use LinkedIn by following discussion groups and different industry 
forums.  As stated before social media is part of the market mix, so LinkedIn is one channel. 
What the company produce on LinkedIn goes out in different channels,  it could go out in a trade 
fair and social media. 
  
The company has most followers in USA and as stated before it is the American subsidiary that 
administrates LinkedIn. It is them who takes what the headquarter produce and share on 
LinkedIn. The US subsidiary are also active on the industry forums, there is also a thing called 
PLC programmer where they check if there are any discussion threads that could be solved by 
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their products. If yes, they could suggest the products that could be solving the problem, you 
could then demonstrate the product by linking a website. In the next step, the company has a few 
people who are a bit more involved, their task is to be more incentive in discussions. It could be 
some person in the discussion they could contact on trade fairs, they have a discussion and you 
could start commenting a bit. “We also want these persons to be out and support the marketing” 
(Company C). 
  
The company think it is important that they send the message on the different social media 
channels that they are a knowledgeable company with good products. They believe they can 
achieve this by having a product manager to comment in a thread, which also will strengthen the 
perception of the message. They do this to build the feeling that the company is a company of 
knowledge.  They also post what they do, for instance a new video where the CEO could present 
the results from past year and post on LinkedIn. The other part is to participate in discussions and 
try to attract people by answering questions on LinkedIn to attain leads. 
 
LinkedIn it's the professional channel, customers such as system engineers, machine builders 
those kinds of people that the company want to talk with is present there. But also people who are 
constructing their products so the company can tell what solutions they offer. “It could be a 
discussion related to our areas and therefore in a good way get spreading. We have a couple of 
salespeople who are skilled in finding questions on forums where we could solve the problem” 
(Company C).   
 
The main challenge with LinkedIn according to Company (C) is that the environment is more 
difficult in comparison to for instance Facebook. “LinkedIn is heavier, a more difficult 
environment to work in”. The respondents felt like the overview was different and it did not feel 
as technically developed as Facebook. Although, they argued that it could be because of lack of 
knowledge. You could also always spend more time looking for leads.  
 
Twitter 
This channel in used and operated in the English language by the American subsidiary and they 
have the same target groups as LinkedIn. Customers and partners are the targets, those who are 
interested in the company’s technology. The respondent explained that Twitter is perceived like 
communication between communicators. They are not sure about the Twitter user base, maybe it 
could be the new generation that follows and not the older. In that regard, they feel that Twitter is 
the social media channel that the industry is the furthest away from. However, the company feels 
it’s simple to use even though it doesn’t create a lot of leads. Although the company argues that it 
could be a secondary effect to generate leads where you get response on Twitter but local sales 
offices might get approached. Twitter was more to keeping the background noise alive. Although, 
they complement other social media channels pretty good. Twitter is where they feel that B2B 
and B2C are furthest away from each other. In B2B they feel that they do not reach the right 
people, more the communicators. “The user groups are not quite there yet, that’s my feeling but I 
don’t have any statistics but judging from our response” (Company C). Hence the main challenge 
with Twitter was its immaturity in the B2B market.  
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YouTube 
YouTube is considerate as the best social media channel because it is well established. To be 
more specific the company thinks the channel has allowed them to utilize good instruction 
videos. “We are making a lot of tricky technical things, you need instructions. There we have 
worked a lot with YouTube, how to install for instance. There’s where it is fantastic. To follow a 
how to video” (Company C). The respondents explained that they could see that there are a lot of 
views. By this channel the company has a virtual service 24 hours a day, every day. By utilizing 
YouTube they think they unload the lower levels of the support department, hopefully the easier 
questions are led away from the support.  The respondents explained “that they are working with 
two kinds of videos: “how to videos that was described: how you install something but also 
concept videos that is more educational about what the product is and what problem it is solving. 
Often it is a product manager that is illustrating the product to demonstrate that it is 
knowledgeable employees that presents the message” (Company C). The videos uploaded are 
targeting different products that the company has, and the company thinks that is why YouTube 
is so useful. They explain that a customer can search for a specific thing and the video presents it, 
those who need help with something searches for it and they get what they are asking for. 
Therefore the company works a lot with tagging the information correctly so the customer can 
take part of the information and end up in the right place. 
  
Locally the budget for the company is on events and road shows to get close to customers, whilst 
they are doing more with the background noise to make the information available for everybody.   
“I’m not sure I call YouTube a social media but it is the channel we use the most, that’s working 
the best for us” (Company C). 
  
The perceived challenges with YouTube are to be visible and for the company to reach out from 
the noise. It is to be found and to be tagged right.  

4.5. Social media connection to the overall marketing strategy  

4.5.1 Company A 
Company (A) uses a variety of offline marketing activities including: trade fair participation, 
customer visits, product launches when they visits customers and educating client in products and 
issues related to their offerings. Besides social media marketing the online marketing consists of 
the web site and email marketing to customer categories. The company have just started 
practicing some social media tools (Twitter, Instagram) and it is something the company is 
planning to engage more in. One of their goals is to get much stronger on social media. The 
reasons are because they want to be educative towards customers. In fact, they are in process of 
launching an updated online web page where stakeholders can access a lot of information. They 
also emphasis that customers can utilize their smartphones to find information, get support and 
send requests if they need help.  The smartphone is seen an efficient tool to gather information 
and communication. 
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Although, the connection between offline material is no more than adding information to the 
reader that they want to direct them to the online activities such as social media. The main thing 
is to show stakeholders that they have a presence in several areas. They admit that they have not 
focused much on this and state “we are not so creative”(Company A). the integration in the 
online area is quite undeveloped as the activity is rather low. As it is now it happens that if they 
post material on Facebook they could connect it to Instagram, but it is not common. Evaluation of 
social media is also lacking, in relation to the different channels and related to business 
objectives. They do believe that social media has contributed to new relationships. As they say 
“Yes I think so. We have gotten new followers. We see that people have added and published 
content from operators and end customers” (Company A). Although, a lot of the time it is the 
employees and they’re relative that are present on social media. The more people they reach are 
considered positive and the spread is more active as the company's activity increases. They don’t 
believe that they strengthen existing relationships that much but it contributes to a more efficient 
information spreading process. 
  
“If it has been easier to spread information, internally it contributes to increased community. 
External I can’t say that it has contributed to much, but it is hard to tell” (Company A). 

4.5.2 Company B 
Offline marketing consists of brochures, brand-based folders that are company-based or product-
based. They spend a lot of time creating a quarterly letter that they know that customers, 
employees and stakeholders appreciate. It includes different kinds of articles, for instance it could 
be about a company department, a customer case and often the CEO or export manager write 
about the current situation. They do this on the web where they also have a blog on their website 
which they connect with Facebook by sharing posts. They also have a printed version of the 
quarterly letter that they send to employees and customers in Sweden and some in Denmark by 
post. Company (B) works more online to connect the different online activities to each other’s. 
They want the traffic to go to the blog or web page so they can read more about them and not just 
the posts on Facebook. The social media presence should generate traffic to the web-page. By 
doing that the audience have the chance to find out that they could provide more products and 
services and in that way they might find new customers or increase sales. The web-page is the 
central channel where they want traffic to contribute to the sales process but not recruitment. 
There is a connection between Facebook and the blog, they always tend to share the blog activity 
on Facebook but they post other content on Facebook that doesn't deserve a full blog post but in 
general there is a strong connection. Company (B) stated, “The Facebook profile and the blog is 
for the whole corporate group there is a need to be professional. Not like a small clothes store 
where you could get personal with customers. It is challenging to engage customers outside 
working hours so the focus lies more with employees, suppliers sponsor”. The YouTube activity 
is very low but sometimes they also like to share videos on the blog or by Facebook. Although, 
they state “We could have different viewers on the different channels so it is important to make 
sure that we reach as many viewers as possible” (Company B). They explained that social media 
presence has been an contribution to both creating new relationships but also strengthening 
existing ones. Even if they couldn't prove it with numbers they strongly believe that. Social 
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media has been a tool to be present and create more effective information spread. They feel that 
they are visible but there is no particular engagement from customers. Their reflection is that it 
could be a matter of time that the industry is not there yet. 
 
It is also seen as challenging to have returning customers “it is challenging to know how frequent 
a company buys our sort of products. It could be when they approach us or buys a new machine. 
Some customers may only buy once and won’t require a new order in the next 10 years. Other 
customers require more frequent purchases” (Company B). What they have done is to include 
more types of products that could be used in their industry. They focus to sell consumable 
products in that way it is easier to maintain contact with customers that don’t need their products 
that frequently.  

4.5.3 Company C 
Social media is part of an overall marketing mix to deliver created content. Company (C) said 
“You could look at it as a spider effect, you go out with the information wide, what goes out in 
social media, we have links to the other part of the marketing mix where you could find deeper 
information and where you can print information. If you go to a trade fair look at the staff’s 
business cards there’s a link where you can go online, we can adjust if we want dynamic or static 
information. It is a connection between the two worlds online/offline and it is up to use to send 
the customer in the right direction”(Company C).   
  
When doing a campaign company C emphasis on the way they are going to gain the customer's 
interest but also consider how the customer is going to inform the company that he is interested. 
The important is to making it accessible for their customer, for instance by social media initiation 
or QR codes on the business cards that the respondent had. According to the respondents the trick 
to get a connection is to do the groundwork: “you don't only make a market communication for 
one channel you make a core marketing pitch that you send out in different media and then 
people will recognize it as our company. If the messages are not in sync they will go in different 
directions” (Company C). 
  
The company also thinks that social media has made a contribution to creating new relationships. 
Their view is that everybody that follows them is some kind of relationship. They especially 
highlighted that they could see interest related to recruitment on Facebook but they have also 
managed to increase business through LinkedIn usage. They also believe that existing 
relationships could be strengthened. Social media strengthen both company and product 
marketing, companies is interested in their products, suppliers and people related to the 
employees can follow them on social media which affects their sales and recruitment processes. 
“It’s an effective bait, the marketing Communication and the interest process gets 
started”(Company C). Nowadays people are more aware of what is going to happen and it 
enables more specific messages from created content, which can optimize the sales process if the 
information is prepared the respondent explained. In essence customers have more knowledge 
about what is happening in the future. The social media activity by the Company (C) is measured 
by leads and is presented throw a marketing dashboard that shows this. They are measuring what 
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traffic the social media generate and how much is directed to the website. It is hard to measure 
how they receive leads, “a video could generate a phone call but it is hard to show” they say. 
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5. Analysis 
In this chapter the empirical findings will be analysed with the help of the theoretical framework 
in chapter two. The theories are used to highlight the company's strategies, utilization and 
expected outcomes when using specific social media.  

5.1 The company's overall marketing strategy 
Kotler and Armstrong (2012) is highlighting the importance for a company to have a well 
functioned overall marketing strategy, as for a company to answer the questions, which 
customers does the company focus on and how can the company achieve it?  The definition of the 
overall marketing strategy is presented by Kotler and Armstrong (2012, pp 48) “ The marketing 
logic by which the company hopes to create customer value and achieve profitable customer 
relationships”. 
  
The study has revealed that the company (A, B and C) has a clear focus on which customers they 
are serving, which could be grounded on the establishment on different markets based on a 
segmentation selection in direction to (Kotler and Armstrong 2012). Each company has its 
specific segments that they are targeting in several of different countries, which have been 
selected to suit their products and what they offers, in relation to the uniqueness, and what they 
bring (Porter 1996). As the empirical findings revealed, the study contains of three international 
firms that is operating in multiple countries all around the world. The companies have different 
products that they offering and are not competitors between themselves, but the common aspect 
is that they are all operating in the B2B environment both nationally and internationally. Kotler 
and Armstrong (2012) are describing the overall marketing strategy that it is connected to four 
different aspects, segment, targeting, positioning and differentiation. 
 
Company (A) are operating in a specific industry and offers a wide range of products attached 
with strong customer focus. They started the company over 20 years ago and has during this 
period establish themselves as a quality company that offers great support and knowledge in their 
specific operational fields. This indicated in relation to  (Porter 1996; Kotler and Armstrong 
2012) that the company has selected specific markets, target different customers within the 
markets, and positioning them as a quality company that solves a great problem for the target 
customers in the market. The goal is to become the world's leading company in their specific 
field and as the authors interpret they have a large opportunity to expand, but they are focusing 
on growing in a slow and appropriate paste.  Based on the geographical locations the company 
has created good presence because of the selection of subsidiaries around the world, they have a 
good range to provide other markets, because they deliver their products in 35 countries. As when 
it comes to targeting the specific customers as Kotler and Armstrong (2012) and (Porter 1996) 
describes, the author's view is that they have a clear focus on which customer to target and that is 
why they select the specific markets to have a good geographical location. They are updated on 
which markets has great potential, which they stated with the selected area of China. The 
heritage, 20 years in the industry, has made the aware on how to evaluate future business 
opportunities, which could be viewed based on segment selection.  Differentiation combined with 
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positioning is the aspects that the Company (A) has it strong position. They lay a big focus on 
customer service and offer products that has great characteristics for many industries, our as the 
respondent for company (A) said, “The industry need our product”, which indicates 
differentiation and positioning.  
 
Company (B) is operating in over 50 countries all over the world, the products are very versatile 
because you as a customer collaborate with the company to evaluate and determine how the 
product should be used in your specific environment. When it comes to the overall marketing 
strategy (Kotler and Armstrong 2012), Company (B) has been establishing subsidiaries in 15 
different segments in Europe, North America and Australia to reach and serve their customers in 
the best possible way. The company is evolving and have a great view on their specific segments 
and target audience, which allows for a quicker market approach by great evaluating skills. It 
means that based on the specific segments that they are operating in, they can serve the customers 
in a good way. According to Porter (1996) why the customer should choose your company, 
Company (B) have a great view on which one customer to target, which could be observed by the 
internationalization during the years and in relation to the expansion. Obviously there must be a 
high interest in their products, otherwise the company would not have established so many 
subsidiaries in different countries. Differentiation and positioning (Kotler and Armstrong 2012), 
is outspoken, they produce and deliver product that is of high quality with a great-customized 
approach to suit the customer the best way possible. The positioning is where they lay a large 
focus on quality, the symbolic value of the product is of course the characteristics of it, but it is a 
great quality product that they offer, that is how they position themselves in the market. Based on 
the respondent the authors can make the analysis that the company has a great focus of what the 
company stands for and how they are operating. 
 
Company (C) was established for over 35 years ago and has been active ever since. Today they 
have subsidiaries in over 10 countries, which are their target segments. Because of the multiple 
subsidiaries they can reach a great part of the world with their offerings. According to Kotler and 
Armstrong (2012) and Porter (1996) they seems to have evaluate the segmentation and customers 
differentiation, according to the expansion and success in their internationalisation. Their 
products can be attached to attached to millions of machines worldwide so the customer span is 
huge, but the target customers are in the automotive industry, which they want to attract. The 
assessments by the authors is that, the company is focusing on sustainable growth, attached with 
highly skilled personnel connected to each company internationally, which indicated to a clear 
positioning according to (Kotler and Armstrong 2012). The differentiation and positioning that 
the company has, is that they have been in this market for a very long time and they have 
extremely competent people in the organisation attached to the products and services, which 
indicated that it is not just the product that comes with a purchase, the people to. The 
differentiation is that they want to evolve in the chosen market, establish a strong market 
position. The positioning, to create a uniqueness as (Sheth and Sisodia 2005) explained, is the 
key in the whole company and they deliver a unique product attached with the world's best 
engineers and product managers. They sell a whole concept that the customer can take a 
advantage of. But also the innovation that the Company (C) has, they are always striving to 
produce better and better products for their customers with a high quality.  
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5.2 Why the company's has social media  
Lamb, Hair and McDaniel (2015, pp 332) define social media as “any tool or service that uses 
the Internet to facilitate conversations”. Some common social media channels are used nowadays 
are Facebook, LinkedIn, Twitter, YouTube, Blogs and Instagram (Broekemier et. al. 2015; 
Huotari et. al. 2015; Valos, Habibi, Casidy, Driesener and Maplestone 2015). 
 
As the definition implies, it is a two-way communication platform where the sender and receiver 
could have a discussion but also other stakeholders could contribute to the content. Everyone of 
the companies in this study (A, B and C) is operating in an complex B2B working environment, 
where offline or traditional marketing still is a common approach because of the need for 
personal interaction (Garber and Dotson, 2002; Jussila et. al. 2014; Fill 2006). Social media in 
this perspective is used in different ways because of the different social media characteristics that 
the different channels offer. A common approach that Company (A, B and C) has is to increase 
the awareness in the virtual world by the existing and well-established social media channels, 
being present and utilization could contribute to the company's growth, and that is the underlying 
aspect of why they are using it. According to Kaplan and Haenlein (2010) they highlighted if the 
company should utilize the existing social media channels or possibly even create a new one 
based on the specific market or product that the company has. In terms of creating a new tool, 
each company are relatively new to the social media usage and has a goal of why they are using 
them. A creation of a new self-established social media channel would take a lot of time, in both 
the construction but also building a user base, which the existing ones already have. A common 
practise among the Company's (A, B and C) is utilization of the existing social media channels 
and their established user-base. The channels existing today have different characteristics and 
established user groups, some more professional and some of them are mixed with people, 
companies, and organizations. By operating according to the features of different channels you as 
a user need to put in effort and explore the channel to be good at it, and the authors argue that 
some of the companies are more experienced because they have a more structured approach 
toward using it.  
 
Company (A) seems to have a relatively straightforward approach towards social media, generate 
awareness, connect with customers, highlight the product and its characteristics but also educate 
the audience. They use it as a marketing tool and as the authors said above to present the 
company and try to establish a larger network and eventually sell more products. As the 
definition by Lamb, Hair and McDaniel (2015, pp 332) said, the power with social media is to 
facilitate conversations. Company (A) as the empirical findings indicated, it is focused on being 
educative but it end up as one-way communication. In that sense the company is working with 
creating a feeling on how the company is perceived, more than creating content to facilitate 
conversations online. It can of course depend on the complexity of the B2B environment as 
(Garber and Dotson, 2002; Jussila et. al. 2014) explained, that it is so relational oriented and also 
to reach potential decision makers that could generate increase in sales. To prevent the 
misunderstanding towards the customers and highlight the complexity in the offering of their 
products, by visualising the offering in the future, create content that is understandable and 
targeted, it will be easier for them to reach out to the audience. But for Company (A), they are 
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lacking in experience to fully reach the potential of social media when establishing content. The 
authors believe based on their activity that a large amount of time needs to be investigated and 
that a clear structure of social media usage needs to be developed. As Keller (2001) explained a 
consistency in the communication, in the different social media channels, will generate a 
distinctive approach, which they need to work on. This is important to take under consideration to 
form communication that is connected to the company, and prevent the message to not be too 
broad and not as specific. 
  
The company (B) in comparison to company (A) is highlighting the speed of information, quick 
to market as a great advantage by using social media. Todays different social media platforms 
and their established user base that they have provides a good chance to be visible online. On the 
existing social media platforms such as Facebook and LinkedIn, the created content that has been 
send out in those platforms has the possibility to go in different directions, as other users can 
share content which enables the possibility to a viral spread and generate large hits. Referring 
back to the complexity of the business market, a wide spread has the opportunity to touch the 
right persons, but the problem is that it is hard to measure. For Company (B) but also Company 
(A and C) an activity will easier enables a larger network and in the next phase a bigger spread, 
so as Company (B) point out, the spread, is a useful tool if you in the complex business market 
wants to touch a larger audience and hopefully, touch the right audience which will lead to 
network creation.  Every company wants to generate leads but Company (C) are highlighting it as 
a purpose but also provide better service to the customer-base in a better way, with different type 
of information. But compared to the other companies the authors feels that Company (C) has a 
clearer structure when it comes to the social media usage. They use different channels for specific 
reasons, instead of work the same way in every channel. Company (B) has also some differences 
but not as structured. The business environment has its complexity (Garber and Dotson, 2002; 
Jussila et. al. 2014), the company's products are of a complex nature and the different social 
media channels have a huge amounts of characteristics, which could lead to further complexity. 
By saying this, the authors believe that as Company (C) have done, is to narrow its aim and 
focused more on certain areas in different channels. Every Company (A, B and C) wants to 
spread the word and feeling about the company, but a problem could occur when you as a 
company want to focus on to many characteristics and have similar goals in every channel. Social 
media is used to create a presence and you as a user have the possibility to interact (two-way 
communication) (Kaplan and Haenlein, 2010). By being more critical to the use of social media 
the authors believe the companies will have a better opportunity to find a good way to fit their 
organisation and to fulfil their purposes.  
  
In relation to the author's discussion above to be critical, Kaplan and Haenlein, (2010) also 
mentioned that you as a company should choose social media carefully. As a Company you do 
not have to utilize all of them just because they are available, the outcome could result in poor 
activity in all instead of being great in one. Kaplan and Haenlein, (2010) also named that it is 
time consuming to operate in several of social media channels. Here is one important aspect for 
the companies to take under consideration, which social media channels are the best for them, 
and how much time does they put in? As the authors could reveal the social media action in 
Company (A) is in the beginning phase, and as previous research indicates it may be a good idea 
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to start utilizing specific ones based on their characteristics, instead of having a poor activity on 
all the chosen ones. If the company generate activity on one channel and start to establish 
themselves, future social media tools may have a better start because of then they have created a 
existing network already, establishing a the new channel could take advantage from it.  

5.3 How the specific social media channels are utilized and the expected 
outcomes 
Each of the companies (A, B and C) has selected specific social media channels to utilize in order 
to evolve their presence and image in the virtual world. Although, the choice of channels has 
been shown to differ slightly between the companies.  
 
The content creators for each specific company are the ones that work in the marketing 
departments within the company. Bodnar and Cohen (2012) are describing the internal promoter, 
as the importance to have an asset within the company that operates with social media activity. 
Huotari et. al. (2015) framework about internal and external users are highlighting social media 
actions internally in the company, the content creators, corporate or employees, and external 
users of social media that is not related to a company by employment. The authors believe that 
each company has started a good path in the relation to the content creation in each company. 
They have decided which specific department that operate on the social media activity in 
according to the company. In relation to the Huotari et. al. (2015) each company are establishing 
content in form of the company's brand and not that the employer's name is present. But the 
employer users (Huotari et. al. 2015), has the freedom to share and comment on some content 
with the aim to spread the established content further. In relation to Bodnar and Cohen (2012), 
the importance to have an internal promoter. The study has revealed that knowledge in social 
media is lacking for every company, for some less and for other more. Company (A) has the 
longest way to go when it comes to utilization, understanding and being active on social media. 
They have a presence but the lack of time in relation the less knowledgeable internal users that 
they have create a blend of poor activity. It appears that the companies have good ideas towards 
social media, but they have a lot to work on. Company (B) has in connection to Company (A), a 
better content contribution and activity, but the activity is still lacking. Even if they have created 
good content, in connection to why they utilize it, more activity and time is needed to gain more 
knowledge from it. Company (C)´s internal promoters are the most prominent ones, they are 
active and by doing that the knowledge in the platform has been shown to be better.  The 
companies need to continue to develop a deeper understanding into the different social media 
channels to prevent misunderstanding but above all, to gain knowledge about each channel. As 
revealed internal promoters is in relation to the theory by (Bodnar and Cohen 2012; Huotari et. al. 
2015) is a good way to work to gain from social media, even if the social media action differs and 
are utilized different in the complex marketplace, it will be even more important to educate and 
view the function of social media as a part of the marketing actions. If you as a company have 
great knowledge, it will enable bigger possibilities in the usage in social media channels, to learn, 
actions and activity are important. 
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Facebook 
Facebook is a channel that every respondent have a presence on, either to communicate to 
customers, spread the word about the company, but also to target non-customer groups often 
related to recruitment.  Facebook describes their features as: “Facebook enables people to 
connect, share, discover and communicate with each other on mobile devices and personal 
computers” (Facebook annual report, 2014 pp 5).  
  
For Company (A), Facebook was established to create a network, promote content that was 
telling the audience how it feels like to work at the company, and that they together has a strong 
focus on each other. They are also trying to illustrate a visible touch that they take care of their 
distributors and educate them, but also present information concerning trade fairs to make the 
company visible. Company (B) has also the purpose to deliver a feeling about how it is to work at 
the company, but also target the audience and different stakeholders. They also use it to publish 
job offers, and the employees use it to help the company to spread the word. Company (C) has 
compared to the other two a little different approach, the Facebook channel is of course to spread 
the word, but their aim is to target the non-customers. When it comes to utilization of the social 
media platform Facebook, as the empirical findings revealed, the companies uses the power of 
the channel to spread information, share content which generate information to the target 
audiences in accordance to (Facebook annual report, 2014 pp 5). Company (A) aim is to target, 
distributors to educate them, internal staff to spread the word, contribute with content, but also 
educate the audience why you should have one of their products and what happens if you do not 
have one. Company (A) has a great product attached with services, and that they are striving to 
educate the audience seems to be the right approach, because of their specialized product it will 
help them to power their content towards the core of the business, the product, to the audience. 
They will have a hard time to evolve on the platform if they are inactive according to (Kaplan 
and Haenlein 2010). Facebook is the one social media channel that the company has a more 
active approach on, which enables them to build a network. They have a relatively large network 
and for them to utilize and connect it more in the marketing actions, both off/online will shape a 
blend and consistency in the content, which are important according to (Christensen, Cornelissen 
and Morsing, 2007). The perception towards Facebook needs to be taken more seriously for the 
Company (A), to gain from it and see it as a great marketing tool in a strategic view, they need to 
be even more active. 
 
Company (B) is using the channel to reach a broader audience, they post articles, videos, but also 
to publish job offerings to attract new team members for the organisation. As the empirical 
findings revealed, they have not been so active on the platform as they may want to. They receive 
comments but mostly from the local market which in the author’s minds is not the main focus. 
The local market could generate in leads, for example, they sponsor a Swedish hockey team in 
the elite league, and if they attach hashtags they receive free spread in that sense without doing 
anything. But the problem is that, if the local market attaches their name and a spread occurs, the 
spread will mainly lead back to the local market and not attract new customers.  As Company (B) 
explained that they are not especially active on Facebook, Kaplan and Haenlein (2010) explains 
that to be good at social media you need to be active. In the company's perspective, to generate a 
stronger position on this channel they need to consider utilizing it and being active to evolve. In 
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relation to the time you need to put into the social media activity, the progression will take time, 
and for company (B) and every company, a more strategic approach will be necessary.    
 
Company (C) has the same approach when it comes to job offerings as Company (B), they 
believe that Facebook is a great platform to use this kind of message on, based of the specific 
features that Facebook has. They are the only company in this study to operate in the native 
language, Swedish. This generates a smaller but more specific approach. The respondents 
explained that it has happened that international stakeholders have started following them, but the 
problem is the lack of the Swedish language. When it comes to the point that international 
stakeholders start to follow, the question arises if the channel should be in English? The authors 
feels that the company (C) has found a specialized niche of target groups within the channel, they 
should add a channel in an international language to touch the international people too, so they 
can take interest of the content. It can still present content that touches job offerings but with the 
aim in the international environment.  Because the utilization on the platform is aimed at the local 
market, for example if there are job offerings, it do not touch the international clients if the text is 
in Swedish and the company is searching for an engineer to the headquarter for example. 
 
For the Companies (A, B and C) to reach where they want to in the social media channel, 
Facebook, to evolve and generate followers they need to utilize the tool, be interested, socialize 
with the audience, do not stress, have patients because it takes time (Kaplan and Haenlein 2010).  
The Companies have in some angle a clear thought on how to utilize it and spread the word of 
there business, but every one of them is relatively new, and to underline, the whole B2B 
environment is lacking compared to B2C (Kotler and Armstrong 2008) . An important part is to 
be consistent, you as a user could have different approaches to utilize Facebook, and it is up to 
each and every one of the companies to decide. But Facebook is a channel where the power lies 
in the two-communication, sender and receiver, which both can contribute, but also the fast 
spread of information (Facebook annual report, 2014 pp 5). The more frequent activity, the 
bigger the chance is to spread the message and building a bigger and stronger network that has a 
bigger chance to reach the targets.  Each company are present and shares the information but they 
may need to be more interesting as (Kaplan and Haenlein 2010) describes to encourage the target 
audience even more. As Facebook's definition illustrates the facilitation of conversations, the 
content needs to be appealing. One important part is that, the author’s wants to point out that in 
relation to this, content and interest, will not happen quickly. 
  
LinkedIn 
LinkedIn is the world's largest network platform for business professional, and has more than 400 
million users. The sites objective is to unite working professionals around the globe to promote 
success and productivity (LinkedIn, 2016). LinkedIn is regarded the best social media for B2B 
marketers because it was made specifically for working professionals. LinkedIn is a channel 
where all the companies (A, B and C) are present, some of the companies have a clear target and 
others do not. 
  
Company (A) is present, but do not use it because of lack of knowledge. As the respondent told 
the authors, it takes time to establish and utilize a social media platform and the company have 
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not been able to do so based on priorities. In relation to theory as (Kaplan and Haenlein 2010) the 
respondents know that it takes time, which is good. As (LinkedIn, 2016) describes, it is the 
world's largest social media platform for B2B companies. It is a very useful social media channel 
for the B2B environment, which touches the market that they are operating in. But in a strategic 
view, Company (A) may consider to start to use this channel based on the characteristics that it 
has in relation to their business segment. They could aim to seek network connections in relation 
to the Facebook followers, to establish a quicker presence based on existing contacts. In the next 
step have a clear focus on what the platform should be used for, network or job offers, either of 
them could generate the other. But it requires time as they are aware of. As a niched B2B 
company that want to grow and create a broader network, LinkedIn is a channel with a lot of 
possibilities based on the users around the world, in relation to the company's international 
approach, this is a great tool to be active on utilize. In relation to the lack of knowledge, it may be 
that someone in the company's organisation has great knowledge in the channel, spread the word 
and maybe they could find a employees that could educate them.  
 
Company (B) explained that LinkedIn is viewed as a platform that has more of a networking 
approach. They use this platform to post job advertisements when the company are looking to 
hiring new employees, and it is used frequently. Based on the characteristics of LinkedIn the 
company has understood that it has a good advantage to recruit and attract people. They are 
focusing on the networking approach, exact in relation to the characteristics of the channels, 
attract and communicate with suppliers (LinkedIn 2016). They also use it for marketing trade 
fairs, which will probably hit more target users to attend the specific trade fair on this platform 
based on the business approach, but it is depending on the existing network and spread. As the 
outcome of this is that the utilization by Company (B) are in the right direction, and they are 
aware of that it takes time but the question is how much time the company should invest in the 
social media action.  Kaplan and Haenlein (2010) and Bodnar and Cohen (2012) are describing 
the advantage to have an internal promoter to social media activity, one or several persons that 
has it as their field. In relation to the respondent’s thoughts around the time aspect, it will 
probably be better activity on LinkedIn if the company pays extra time and care into it.  As 
revealed the Company (B) are utilizing it, and are in an evolving phase, maybe in the future they 
might expand the marketing department and recruited an social media user on full time to evolve 
even more and take advantage of the characteristics that it has. 
 
Company (C) said that LinkedIn are used not to target job searchers but more for networking the 
company's product. Nowadays, as Company (B), utilize the channel as a recruiting tool to find 
future co-workers, Company (C) has leave that to the nationally Facebook-page because they feel 
that is has better characteristics based on their requests. To operate the way they do is not a 
wrong direction, they have found how they want to act on LinkedIn and take some of the 
characteristics to utilize.  Company (C) are active in discussions and are present in different 
forums attached to their industries to gain awareness and present how their products can solve 
problems based on existing content. This approach that they use is one of the big advantages with 
this channel, and they are active which is important (Kaplan and Haenlein 2010). As the 
empirical findings point to, they seems to invest great time into this approach, and they have 
found an aspect that they can follow different types of forums concerning their industry. The 
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actions that occur on LinkedIn are that the company participate in discussions that are based on a 
problem, which they might solve with their products. The company can then generate information 
to the discussion to show the specific products and how it will solve the problem. This approach 
affects their presence in a good way, the prospective viewers may answer or it may generate 
traffic on the other online tools that the Company (C) has. The prospective might investigate 
further or the company could use the information as a potential leads, but in the end it is a good 
way of broadening the network and attaches new followers. 
 
The difficulty that LinkedIn has for Companies (B and C) which has been revealed is the time 
perspective and the complexity compare to other social media channels. But the end of the day, 
which the authors have analysed and been touching, is the devotion to the channel. By investigate 
and be active, every company will gather more information and mature in the use of this channel 
(Kaplan and Haenlein 2010). When the companies do not have the knowledge it will make the 
opinion towards the channel, that it is complex, it is easier to use another channel or that it takes a 
lot of time to be good at it, and it does. But at the end it will come down to priorities, to be good 
at something, as a company, you need to put effort in it and also have a clear mission in the 
usage. The authors believe that it is better to be good at one feature than be poor on several. 
  
YouTube 
YouTube is used and utilized by Company (B and C). According to YouTube (2016) “Allows 
billions of people to discover, watch and share original videos. YouTube provides a forum for 
people to connect with each other and inform and inspire others across the globe. The forum acts 
as a distribution platform for original content creators and advertisers large and small”. 
  
Both Companies (B and C) have uploaded videos, which they have created to marketing their 
company and products. According to Garber and Dotson, (2002) and Jussila et. al. (2014) the 
B2B environment are working with high value exchange and has a bigger complexity in its 
offerings.  YouTube’s characteristic enables the opportunities for the company to present the 
complexity of the firm's offerings in form of videos (YouTube 2016). Both companies are fully 
aware of the complexity and that is why they have uploaded informative videos of their products.  
 
Company (A) are using this channel for everyone, and refers to that even kids can find the videos 
appealing and interesting because of the product characteristic and the video itself. By appealing 
to everyone it may not contribute to a bigger professional network, that will generate future 
customers, but it will generate views and the video may have a greater chance to spread. So in 
that sense the authors see both positive and negative with it, by arguing that the videos is 
appealing to children may happen, but it is a bad argument and it will not generate spread in that 
sense. But the positive side is that the video will have more viewers. By looking into the core of 
the business, the product, this is a great channel for Company (A) to evolve in. At this time they 
have a few videos uploaded, and are not using it frequently. For the authors it feels a little 
underutilized because of the activity. They have a great view towards YouTube, to present what 
the company offers, and they have links on their web page for stakeholders that might be 
interested in a specific product. But as the authors may see is that they use this more frequently, 
add new videos and share them to generate more from the channel, but it is needed to take under 
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consideration that a video is not as easy to create as a picture or a text, it takes time. Utilize the 
features presented by (YouTube 2016) Because of the B2B environment and the complexity, the 
company may need to consider that this channel has a lot to offer, a channel that can express a 
more tangible message to the audience. 
  
In relation to YouTube Company (C) mentioned: “We are making a lot of tricky technical things, 
you need instructions for. There we have worked a lot with this, how to install for instance. 
There’s where it is fantastic. To follow a “how to video” . Company (C) has products that has a 
high complexity and by visualising the characteristics and provide instructions, the understanding 
of the product will rise. When the company are using YouTube they attached specialized persons 
in the organisation that has great knowledge in the specific field or in the product, to explain the 
content. And by doing that the company are pushing the image of Company (C) as a highly 
competent organisation that deliver not just a great product but it is attached with competent 
people. It makes the content more reliable and generates a good approach of the core values of 
the company's, but as they also uses it for is the 24 hours service that the videos delivers. It 
enables the opportunity for the support department to be supported. This is good approach that 
they have to connect the channel in the physical companies department to unload the people in 
the organisation based on a video. By doing that they can generate even better support and 
develop the customer service within the company. But also that the customer that need help with 
a specific installation can handle it by looking at the video and follow instructions. Company (C) 
said “I’m not sure I call YouTube a social media but it is the channel we use the most, that’s 
working the best for us” (Company C). By coding this message they are not using it as a two-way 
communication tool, as in answering comments compare to Facebook for example, although, it is 
an accessible service for the company's customers. As Kaplan and Haenlein (2010) mentioned to 
attract by being interesting, the company has created an great tool that has been shown to be 
interesting because of the self service content that they provide.     
  
Twitter 
As been reviled, Company (A) and (C) are the ones that has been selecting Twitter as a social 
media channel. According to (Twitter 2014, pp 5) “Twitter is a global platform for public self-
expression and conversation in real time”.  The mission state by Twitter (2016) is “To give 
everyone the power to create and share ideas and information instantly, without barriers”. The 
users can create, deliver and find content, so that any voice could be spread across the globe 
instantly and unfiltered. The limitation in comparison to other social media is that Twitter has a 
maximum of 140 characters, with the alternative to add photos or hyperlinks (Twitter annual 
report, 2014). 
  
Company (A)´s perception toward Twitter is “You are supposed to suggest something unlike 
Facebook, “Read this” to increase curiosity that's how you use it. By having the definition and 
the respondents thoughts about Twitter we can read that the respondent have a relatively good 
explanation, more of a statement approach instead of a longer text (Twitter 2014; Twitter 2016). 
By creating a expression the reader could be interested as Company (A) said. Twitter has 
compared to Facebook a maximum of 140 characters, which generate in smaller statements and 
has not the ability to create longer texts.  Company (A) did not have much to say about Twitter 
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because it is still being explored, but they stated that in the future they want to establish a more 
activity, and see Twitter as an educating platform to spread information on what they are doing 
and what it is contributing to. In relation to Twitter you as a user could connect links (Swani, 
Brown and Milne, 2013) to previous content, either in the same channel or another one. Because 
the products that Company (A) offers, it would be a good way to establish a presence on a 
platform that can deliver the best possible way to express the product, and then in the later stage 
connect it with a link on Twitter. But as the company says this channel is not actively utilized but 
the future looks promising. 
 
Company (C) explained that they have the same target groups as LinkedIn. It involves product 
specifics messages to those who are interested and to give service for those who need it. 
Customers and partners are the targets, those who are interested in their technology. Twitter is not 
seen as powerful as LinkedIn. On LinkedIn the communication gets more specific and aimed 
toward the targets, on Twitter is more of floating information that scratch on the surface, which is 
not as precise as they state it. Company (C) has better understanding of the LinkedIn channel, and 
because of that they may see it as a better platform in relation to the same objective. It could also 
be, as they explained, that the target audience is active. By having the same approach as in 
LinkedIn on Twitter, it could mislead the company, or that they invest more time on the platform 
to generate the same leads as in LinkedIn but that they would not reach that because of the 
professional platform as LinkedIn is characterized with (LinkedIn 2016). Twitter may serve other 
markets better and that should be an alternative approach, to evaluate where the traffic comes 
from. Instead of investigating in the platform to find forums or groups discussions, they maybe 
should publish more information in those groups to create a conversation around them. As the 
Company (C) also mentioned was the secondary effect, and that is of course in all the social 
media channels or any marketing actions. That if you are present and post something, with not 
receiving anything on the channel, it may anyway generate in leads even if you as a company 
could measure it. 

  
Instagram 
Instagram is only used among one of the companies, Company (A). Instagram (2016) describes 
them, as “Instagram has become the home for visual storytelling for everyone from celebrities, 
newsrooms and brands, to teens, musicians and anyone with a creative passion”. Instagram have 
over 300 million users that are active on the platform. The company said, “the creation of this 
account was to test it, we don't use it” (Company A). The purpose was to test it, they did and the 
outcome was resulted in a disadvantage, the company was connected with an appropriate figure 
that did not stand for anything that the company does. The outcome of this is that they may have 
been passive and afraid to use it because of this, which in the long-term perspective resulted in an 
inactive account. But with over 300 million users, it still has a large network, and could be 
utilized, but it may be better to focus on one or a few channels as Kaplan and Haenlein (2010) 
stated, choose carefully because it is better to be good at one instead of being present on all. 
  
Blog 
The company (B) is the only respondent that has established a blog. According to Kaplan and 
Haenlein (2010, pp 63) ”Blogs, which represent the earliest form of social media, are special 
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types of websites that usually display date-stamped entries in reverse chronological order” Blogs 
can facilitate both a one-way or two-way communication process with a company's stakeholders 
that is both mass communicative and interpersonal communication (Marken, 2005).  The 
Company (B) aim seems to have established a one-way communication blog for the interested 
reader. The company has connected the information created in the blog to other social medias to 
generate readers. Unlike the Facebook page, the blog enables the reader to a broader explanation 
in certain areas concerning a product for example. According to Kaplan and Haenlein (2010) it is 
important to be interesting, and they are, for the experienced reader that is interested in the 
company but not for the overall audience. In relation to Garber and Dotson, (2002) and Jussila, 
Kärkkäinen and Aramo-Immonen (2014) about the complexity of the business market and Kotler 
and Keller (2006) the importance of establishing long-term relationships, the blogs characteristics 
and aim by the company could enable a better communication and provide great information to 
the interested audience. Even if the target group consist of a limited audience the information 
provided is of good content, in depth, which could provide necessary information to customers, 
and in a long-term strengthening the relationships.      

5.4 The complementation between social media and the overall 
marketing strategy 
As the authors has been describing in previous chapters in the analysis that Company (A, B and 
C) has a clear view that social media should enable the possibility to represent them in the online 
environment and broaden the knowledge of the company and its products. Social media has the 
purpose to facilitate conversations according to Lamb, Hair and McDaniel (2015), and the 
purpose of the overall marketing strategy is to create customer value and build profitable 
relationships which involves the aspects, segmentation, targeting, differentiation and positioning 
(Kotler and Armstrong 2012). The companies has a similar overall marketing strategy, they are 
large international firms that has customers all over the world, and emphasize the quality of the 
products, wide product ranges with customer adaption, which are attached knowledgeable people 
in the organisation to provide good service. 
 
Company (A) has a very specific products that offers great features for industries, and for them to 
be able to present themselves in a visual way on social media they can generate good messages to 
show how the product works and what is contributes to. The company have not been using and 
are not present on the most suitable platform for there business to express a tangible experience. 
One Social media channel has the opportunity to deliver education and visualisation of the 
products in a deeper way and in the second stage connect it to the other online channels. Kaplan 
and Haenlein (2010) are presenting two advices, choose the channels carefully and have a media 
plan integration. In relation to what the authors already has written and in relation to the 
company's social media usages, which is lacking, they need to evaluate and decide which 
channels is the most suitable form them.  By doing that the presence on the specific social media 
platform will be more successful if they put in more focus and time into it, and don't see it as a 
secondary marketing channel. Because you as a company need so be humble as Kaplan and 
Haenlein (2010) refers to it, because it takes time. The company (A) have to establish more 
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knowledge of the power in social media, and connect it to the overall marketing strategy to 
prevent a mismatch in the communication as (Keller 2001) is highlighting. 
 
Company (B)´s social media appearances is in a comparison to the Company (A) more 
established and utilized, they have also a product that also is in the industrial market and offers a 
great customization toward its customers. In relation to the overall marketing strategy, they have 
a clear view of what the company has, what they deliver, and they have established presence in 
many countries. But to utilize the social media actions even further, the authors relate the last 
paragraph, which touched the aspects from (Bodnar and Cohen 2012) about the internal 
promoter. Because of the size and the internationalized approach that they have, an internal 
promoter that only works with digital (social media) will of course be a cost in form of salary but 
the authors believe it will be successful. As the company operates now, a full time operator 
would gain a better understanding and the possibility to achieve progression has a greater chance 
to occur. The output that this individual would establish and handle the complexity of the 
marketing place with more interaction, more customer focus in the virtual world would be 
beneficial. But at the same time it is important not to sub-optimize one department in the 
marketing communication, every channel need to establish a consistency, a media plan 
integration (Kaplan and Haenlein 2010), to touch the customers in the consistent approach 
(Gabrielli and Balboni 2010). 
  
The overall marketing strategy as Kotler and Armstrong (2012) pointed out it is about create 
customer value and establish profitable relationships, and the communication in that essence is 
important, and this touches every Company (A,B and C). As in the B2B market place as the 
authors has discussed it has its characteristics, online and offline methods are used (Fill 2006), 
social media is one of them. But each company has it's own marketing communication towards 
its markets, they have not the same content because of the companies characteristics. Even so it is 
still very important to deliver what the customer requires, and by that deliver a consistency in the 
communication. As Christensen, Cornelissen and Morsing, (2007) take advantage of the 
communication channels that they have to deliver the most accurate information. 
 
Company (C)´s social media activity and utilization in connection to the overall marketing 
communication, is in this study, the company that has come the furthest. They have a clear 
structure on how they want to use and utilize it, and how to connect it towards the overall 
communication. They have found their approaches in the specific channels that they have 
utilized. But if some channel need some more work, and as they also revealed, Twitter is the one, 
but also the Facebook page. The last mentioned, Facebook, also Company (B) are attached to 
this, the channel is used in a specific purpose, it is informal and it has not the same connection to 
the overall marketing because it differs in the communication (Gabrielli and Balboni 2010: Kotler 
and Armstrong 2012). It implies that it is not integrated with the overall marketing 
communication and it does not send a clear message about the company and what it offers. It 
could provide a new gateway to customers but it is a potential risk in terms of integration with the 
overall marketing strategy.  Company (C) has every other channel in an English version, and 
revealed by the company, some international stakeholders has started to followed them but the 
problem is as the authors sees, the communication do not contribute to them because it is in 
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Swedish. By rebuilding the existing channel into an international language could be one 
opportunity but also create a new one.  It will probably increase the attention toward them and 
they have a greater chance to develop a bigger network. By having this additional channel, the 
overall marketing strategy in the case of customer attention and the connection with other 
channels will favour them in relation to their approach, and a consistency would be establish 
(Gabrielli and Balboni 2010). 
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6. Conclusion  
This chapter consist of the conclusion, where the authors answer the study's research question, 
which is based upon the analysis. The chapter also consist of the managerial, implications, 
theoretical implications and future research areas based on this study.  
 
What is the overall marketing strategy for the companies? 
The study can reveal in relation to (Kotler and Armstrong 2012) structure of an overall marketing 
strategy with attached scholars (Porter 1996; Sheth and Sisodia 2005; Zorkóciová and Jamborová 
2013;) that Company (A, B and C) has a similar approach toward the overall marketing strategy. 
Each company has a large heritage in the marketing place, which in present time has developed a 
presence in different segments and countries all around the world. The study could determine, 
based on the expansions into different countries, that company (A, B and C) has found the right 
customers to attract within their chosen segments. In connection to segmentation and 
attractiveness by (Kotler and Armstrong 2012), the geographical placement enables company (A, 
B and C) to serve the markets around the subsidiaries in their different locations. As revealed in 
this study, even if they have different subsidiaries in different segments, each company still serve 
customers in many other countries around the world. The differentiation aspect (Kotler and 
Armstrong 2012), in relation to the uniqueness by (Porter 1996).  Company (A, B and C) 
different and positions themselves as quality companies that has a large heritage in their specific 
operational fields that possess great knowledge. They want to symbolise professionalism together 
with great products that can solve problems, which will generate more effective performance for 
their customers.  The summary of the overall marketing strategy, as mentions in the first 
sentence, Company (A, B and C) has a very similar overall marketing strategy, and lay big focus 
on knowledge, quality and service, and they have according to the theory establish a well 
functioned strategy.   
 
Why have the companies implement social media channels? 
The study can determine that Company (A, B and C) are present and operates on social media to 
create awareness, provide a digital feeling of the company, build networks that eventually will 
lead to purchase by future customers. Social media is used to marketing themselves to selected 
audiences, to create brand and product awareness by utilizing the social media channels 
characteristics in different ways.  The core objective is about to make the company stronger.  In 
relational to the main features provided by social media actions, that it is facilitates, two-way 
interaction (Lamb, Hair and McDaniel 2015). What has been shown in this study is that the main 
goal is not to facilitate conversations, even if it occurs in some channels. The authors could 
conclude that it is more used to present messages, which in not encourage conversations because 
the message is focused on information instead to trigger conversation.  Social media consist of 
several channels, such as Facebook, LinkedIn, and YouTube etc. (Chau, Seshadri 2015; Huotari 
et. al. 2015; Valos et. al. 2015). Each channel has their specific characteristics and the study 
revealed that, social media channel selection from the companies perspective, is mainly based on 
the channels features. A common aspect is that, Company (A, B and C) products have a high 
degree of complexity, as in the nature of the B2B environment (Garber and Dotson, 2002; Jussila, 
Kärkkäinen and Aramo-Immonen 2014). The social media environment in that sense has been 
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shown to reduce the complexity by being present, and show content in a describing and more 
understandable way. The authors could determine that, it is a common goal, but only one 
Company is starting to be good at is.  
  
How are the specific social media channels utilized and what are the expected outcomes? 
Company (A, B, and C) has marketing departments within the company to utilize the specific 
social media actions. This approach indicated a confirmation to (Bodnar and Cohen 2012; 
Huotari et al 2015), that by having internal promoters the companies secure and handle the 
activity through a specialized department to reach a better contribution. This study can reveal that 
only one company has established a larger understanding toward the social media environment, 
which is proven to be to be the most successful based how structured they are compared to the 
others. By saying that, this study can conclude that even if you as a company have established 
internal promoters to operate as experts, as (Bodnar and Cohen 2012) mention, it will not 
generate the social media actions to evolve.  
 
Facebook  “enables people to connect, share, discover and communicate with each other on 
mobile devices and personal computers” (Facebook annual report, 2014 pp 5).  The study can 
reveal that the utilization of Facebook is operated in an informal way, which means the content 
creation has a softer touch, not as product specific which confirms (Kaplan and Haenlein, 2010) 
guideline to be unprofessional. Based on the characteristics of Facebook, a correct behaviour 
pattern is not addressed, and by that the authors could reveal that one company is not using it to 
target customers, instead using the features that Facebook has to operate and use it as a recruiting 
tool. This is a clear difference compared to the remaining companies that uses it to build 
networks by sharing and publishing company material to encourage the audience.  
 
LinkedIn is considered the best channel for business professionals, in relation to its large business 
networks, all around the world (LinkedIn, 2016). LinkedIn is revealed in this study to be operated 
in two different ways, either as a recruiting and networking channel, or as a searching tool to 
generate future customers. To utilize the channel as a searching tool means that they find 
different conversations where a problem is mentions within their industry, which their product 
can solve. This channels utilization indicates that both on-way and two-way communications is 
present, one generate to conversations, the other company are using it to advertise, which is not in 
the line with social media (Kaplan and Haenlein, 2010).   
 
YouTube is about share videos, and the ability to achieve feedback (YouTube 2016 (A)). The 
study could determine that the goal towards the usage of YouTube by the companies using it lies 
in line with its characteristics. The study could conclude that videos has the features to presents a 
more tangible and visual approach toward the complex offerings by the company. It has been 
shown that one respondent has taken the advantage of videos and established a 24-hour support 
platform to generate a better customer service and facilitate the support-department. This 
approach facilitates the complex offerings that the B2B marketplace is characterized with, 
according to (Garber and Dotson, 2002; Jussila et. al 2014), and delivers a better customer 
service.  
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“Twitter is a global platform for public self-expression and conversation in real time” (Twitter, 
pp 5 2014). What has been revealed in this study in connection to Twitter is a lack of 
understanding in this platform. It is used in line with the definition, but it has been shown that the 
range in the utilization seems to be limited, which results in poor activity. The information that is 
created in this platform has been shown to not reach the expectations. The conclusion is that this 
platform is not as accurate in relation to the goal set by the companies using it, because the 
information do not achieve any hits it is just floating around.  
 
Jeanine, et. al. (2015) and Instagram (2016) presented Instagram as a storytelling platform where 
you can share pictures and short videos. This study can reveal that by not investigating the 
platform before creating an account and share content, a mismatch in the message has been 
discovered. This can relate to internal promoters were great knowledge should be held to generate 
progression (Bodnar and Cohen 2012; Huotari et al 2015). A lack of understanding social media 
could as this study has revealed, that brand damages has been occurred.   
 
Marken, (2005) explained that a blogs could be seen as a corporate communication. In relation to 
that, this study could reveal that the usage of blogs in this study lies in line with (Marken, 2005). 
The blog is used to generate a deeper and more aimed information to experience readers that has 
a strong connection or interest of the company. It is not used as a two-way communication social 
media tool (Kaplan and Haenlein, 2010), more of an additional Internet channel.  
 
A mutual argument for the utilization of social media was, as the theory explained about the 
complexity of the B2B market (Garber and Dotson, 2002; Jussila, Kärkkäinen and Aramo-
Immonen 2014). This study could determined that, a B2B company that want to be successful in 
their operations on social media platforms, and to reach the expected outcomes in each specific 
channel, needs to establish a structure and really utilize and operate on their these channels.  This 
study could determine that the complexity in the marketplace in relation to the complex offerings 
by the each company, videos has the best characteristics to explain what they really offers and 
contribute to.  
  
How does social media channels complement the overall marketing strategy? 
As the first question in the conclusion reveals, Company (A, B and C) has a similar overall 
marketing strategy in relation to, segmentation, attraction, differentiation and positioning (Kotler 
and Armstrong 2012). One company has taken social media activity to the next step and is seeing 
it as a part of the marketing mix, which this study concludes is strategic thinking. As the second 
and third questions has revealed, the social media activity has a common mission to strengthening 
the company by being visible in the virtual world and the utilization in the different social media 
channels has been shown to differ. The social media actions by each company should deliver a 
consistency in the usage and messages toward the target group to present themselves in a 
connected way (Keller, 2001; Gabrielli and Balboni 2010). The study has revealed that to reach 
success in social media, utilization are essential to gather knowledge and develop an 
understanding of how to work within different channels. Even if the study has revealed 
differences in the utilization, no matter how good Company (A, B and C) are in the utilization on 
their specific social media channels, the connection to what the company stands for, and what 
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they offers, has been revealed when each of them describes the social media actions. But to reach 
a consistency in the social media action and connect the activity in the different channels toward 
the company and what they stand for, activity has been revealed as the most essential factor, 
which lies in line with (Kaplan and Haenlein 2010). An important aspect revealed is, to be good 
at utilizing social media and use it as a complement to the overall marketing strategy in a good 
way, you as a company need to structure the utilization, create a consistency, but the most 
important thing, start to utilize it and be active. Training results in improvement, to be good at 
something you need to practice.  

6.1 Managerial implications 
The managerial implications that this study has revealed are aiming towards the B2B marketing 
environment. As a company to take part of the content in this study, they do not have to be of 
international character, because the content touches utilization and connection aspects that are 
relevant regardless. The study has revealed different implications to consider.  
 
Companies using social media should take the activity and utilization seriously if they strive to 
reach real benefits from it. Social media will not contribute to a large network quickly it will take 
time and effort to establish a good presence. Companies need to be aware that it is not free. The 
establishment is cheap, but the utilization costs money, and to be good at it cost even more. The 
authors believe that social media will make a difference if companies are actively utilizing it with 
a strategic viewpoint, not just using it to create a presence online. Companies could employ a 
specific person with the right experience and knowledge of how to operate on social media. This 
study reveals issues with not having an internal promoter with enough experience. This indicates 
that knowledge if form of education is necessary to establish a well-formulated structure when 
using social media. 
  
It is also important to select which social media channel to focus on, companies needs to make an 
evaluation based on their focus, which channel suits their segments and what is the expectations. 
It is also important to start by utilizing a few channels rather than starting with too many and by 
having a great structure and a clear goal, it will be easier to operate and communicate in the 
organisation on which rules that applies for the usage to prevent mistakes.  

6.2 Theoretical implications  
According to Huotari et al (2015), Tsimonis and Dimitriadis, (2014), Karjaluoto et, al. (2015) and 
Broekemier et. al. (2015) it is a demand that future researches is conducted in the area of social 
media in the B2B context, how the companies are utilizing social media and how they behave and 
act in that communication tool. Karjaluoto et. al. (2015) specify that future research is needed to 
be conducted in an industrial B2B environment.  This study has contributed with theory to the 
demand that was required by (Huotari et al 2015; Tsimonis and Dimitriadis, 2014; Karjaluoto et, 
al. 2015; Broekemier et. al. 2015; Karjaluoto et, al. 2015), on B2B Company’s utilization of 
social media and different channels in the business environment.  
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6.3 Limitations  
Since this study is aimed at investigating three B2B companies and their relation to social media 
utilization, this study in not applicable to the B2C market. On behalf of the companies in this 
study the authors had to adjust the content to keep the anonymity asked by the companies. It has 
contributed to a lack in the company description, in the sense that no in depth information about 
the company had been revealed. It could also been viewed as a limitation that the authors have 
interviewed the companies from the same nation, it might have been a differentiation if the 
authors had interviewed some other companies abroad. But as a defence, all the respondents is 
located in the headquarters of the business and the international aspects has been highlighted in a 
good way.  

6.4 Future research 
Case studies of successful social media utilization in B2B companies in different industries are 
required, to get more knowledge of the social media usage is in the B2B environment. It would 
also be of interest to conduct case studies of individual B2B companies that have successfully 
used social media in their marketing. Another topic could be, to investigate the companies that do 
not use social media in their marketing and their perception of it, also a comparison of internal 
promoters view on social media in comparison to the outcome and behaviour pattern. It appears 
that a common perception in this research was that social media in B2B is not quite there yet, it 
could therefore be beneficial to conduct a quantitative study to investigate the individual social 
media usage amongst people employed in B2B companies in specific industries.  
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Appendix: Interview guide 
Company (A)  
 
Introduction questions      

• Is it ok if we record the interview?     
• Do you want to be anonymous in the study? 
• Do you have some questions for us before we start? 

      
Personal question     

• Could you briefly describe your job position?      
• How many employees do you have? 
• What was the company's turnover for 20XX? 

     
Strategy      

• What are the objectives for 2016? 
• What methods are you utilizing to reach those objectives? (Overall marketing) 

      
Offline and Online marketing 

• What type of offline/traditional methods do you use? 
• What type of online methods do you use? 

 
Social media 

• Why are you utilizing social media? 
 
Social media channels 

• You are using, Facebook, LinkedIn, Twitter and Instagram, have we mention all of you 
social media channels? 

 
Facebook 

• What features does Facebook bring to you? 
• Who are you communicating with? 
• Does other stakeholders communicate/create messages on Facebook? 
• Do you see any challenges with Facebook? 

 
LinkedIn 

• What features does LinkedIn bring? 
• Who are you communicating with? 
• Do you see any challenges with LinkedIn? 
       

Twitter 
• What features does Twitter bring? 
• Who are you communicating with? 
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• Do you see any challenges with Twitter? 
   
Instagram 

• What features does Instagram bring? 
• Who are you communicating with? 
• Do you see any challenges with Instagram? 
        

Integration 
• What is the connection between your online and offline marketing? What is the 

connection between your social media channels? 
• Do you create different messages on different channels? 
• Do you evaluate social media usage? 

 
Social media users 

• Who are responsible for social media? 
• Do other employees have the right to contribute with content?  
• Are there restrictions?  

 
Message 

• What is your purpose when you create messages or information on social media? What 
type of content are you striving to create? 

• How do you see that the content on social media is valuable for you customers? 
 
Relationship 

• Has social media contributed with new relationships? 
• Do social media strengthen existing relationships? 
• Has social media enabled more efficient business processes? And in what way?   
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Company (B) 
 
Introduction questions      

• Is it ok if we record the interview?     
• Do you want to be anonymous in the study? 
• Do you have some questions for us before we start? 

      
Personal question     

• Could you briefly describe your job position?      
• How many employees do you have? 
• What was the company's turnover for 20XX? 

     
Strategy      

• What are the objectives for 2016? 
• What methods are you utilizing to reach those objectives? (Overall marketing) 

      
Offline and Online marketing 

• What type of offline/traditional methods do you use? 
• What type of online methods do you use? 

 
Social media 

• Why are you utilizing social media? 
 
Social media channels 

• You are using, Facebook, LinkedIn, Twitter and Instagram, have we mention all of you 
social media channels? 

 
Facebook 

• What features does Facebook bring to you? 
• Who are you communicating with? 
• Does other stakeholders communicate/create messages on Facebook? 
• Do you see any challenges with Facebook? 

 
LinkedIn 

• What features does LinkedIn bring? 
• Who are you communicating with? 
• Do you see any challenges with LinkedIn? 
       

YouTube 
• What features does YouTube bring? 
• Who are you communicating with? 
• Do you see any challenges with YouTube? 
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Blog 
• What features does the blog bring? 
• Who are you communicating with? 
• Do you see any challenges with blog? 
  

Integration 
• What is the connection between your online and offline marketing? What is the 

connection between your social media channels? 
• Do you create different messages on different channels? 
• Do you evaluate social media usage? 

 
Social media users 

• Who are responsible for social media? 
• Do other employees have the right to contribute with content?  
• Are there restrictions?  

 
Message 

• What is your purpose when you create messages or information on social media? What 
type of content are you striving to create? 

• How do you see that the content on social media is valuable for you customers? 
 
Relationship 

• Has social media contributed with new relationships? 
• Do social media strengthen existing relationships? 
• Has social media enabled more efficient business processes? And in what way?   
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Company (C) 
Introduction questions      

• Is it ok if we record the interview?     
• Do you want to be anonymous in the study? 
• Do you have some questions for us before we start? 

      
Personal question     

• Could you briefly describe your job position?      
• How many employees do you have? 
• What was the company's turnover for 20XX? 

     
Strategy      

• What are the objectives for 2016? 
• What methods are you utilizing to reach those objectives? (Overall marketing) 

      
Offline and Online marketing 

• What type of offline/traditional methods do you use? 
• What type of online methods do you use? 

 
Social media 

• Why are you utilizing social media? 
 
Social media channels 

• You are using, Facebook, LinkedIn, Twitter and Instagram, have we mention all of you 
social media channels? 

•  
Facebook 

• What features does Facebook bring to you? 
• Who are you communicating with? 
• Does other stakeholders communicate/create messages on Facebook? 
• Do you see any challenges with Facebook? 

 
LinkedIn 

• What features does LinkedIn bring? 
• Who are you communicating with? 
• Do you see any challenges with LinkedIn? 
       

Twitter 
• What features does Twitter bring? 
• Who are you communicating with? 
• Do you see any challenges with Twitter? 
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YouTube 
• What features does YouTube bring? 
• Who are you communicating with? 
• Do you see any challenges with YouTube? 
•         

Integration 
• What is the connection between your online and offline marketing? What is the 

connection between your social media channels? 
• Do you create different messages on different channels? 
• Do you evaluate social media usage? 

 
Social media users 

• Who are responsible for social media? 
• Do other employees have the right to contribute with content?  
• Are there restrictions?  

 
Message 

• What is your purpose when you create messages or information on social media? What 
type of content are you striving to create? 

• How do you see that the content on social media is valuable for you customers? 
 
Relationship 

• Has social media contributed with new relationships? 
• Do social media strengthen existing relationships? 
• Has social media enabled more efficient business processes? And in what way?   
     

           
    
   
 
 



PO Box 823,  SE-301 18 Halmstad
Phone: +35 46 16 71 00
E-mail: registrator@hh.se
www.hh.se

Niclas Wikström, got a Bachelor
degree in Business and Economics at
University of Skövde (2014) and
additional (one year) of Logistic
courses and Business English, at
University of Skövde (2015).

Anders Laurenius got a bachelor
degree of science in specialization
marketing from Linneus university
(Växjö, Sweden) in 2015.


