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Preface 
 
This thesis in marketing with focus on social media was written in the spring of 2016. While 
writing this thesis, we also conducted marketing internships at the marketing departments of 
two international companies in the capital of Sweden, Stockholm. From the internships, we 
gained substantial experiences, interacted with well-experienced professionals and got 
significant insights on marketing and the business world.  
 
We would like to express our biggest appreciation to the interview-respondents from Henkel 
Norden AB, Retail and Brands AB and Ingager, who took their time to share their opinions, 
experience and knowledge of social media. Furthermore, we would like to thank our 
supervisor Navid Ghannad for guiding and providing us with advice and support throughout 
the writing process. 
 
Lastly, we hope that this thesis will provide a valuable understanding of how companies use 
their brands on social media to create engagement.   
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Abstract 
 
Title: Social media marketing - An insight on companies’ brand communities on social media 
 
Date: 20/05/16 
 
Level: Bachelor Thesis in Business Administration and Marketing (credits 15)   
 
Supervisor: Navid Ghannad  
 
Purpose: The purpose of this thesis is to gain a better understanding of how companies use 
their brands on social media to engage consumers.  

Theoretical Framework: The theoretical framework brings up essentials of brand equity, 
brand communities, brand trust and the Internet as a marketing platform from previous studies 
and current statistics.  
 
Methodology: This thesis is based on a qualitative method, in order to get a wide 
comprehension of the engagement on social media. Six interviews were made with marketing 
professionals working with the brands Barnängen, Got2b and Polarn O. Pyret at two case 
companies.  
 
Empirical Framework: The empirical framework presents the outcome of six interviews 
with marketing professionals working with the three brands Barnängen, Got2b and Polarn O. 
Pyret as well as observations from the brands’ brand communities on social media.  
 
Conclusion: The conclusion made in this thesis is that there is not one single “right way” to 
create engagement since it is tremendously many factors that contribute to success on social 
media. It is clear that it is vital, not only to find ways to gain followers on brand communities, 
but to keep them too. 
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1. Introduction 
 

The introduction chapter presents the background to this thesis subject, followed by a 
problem discussion in order to create an understanding of the purpose. Finally, the thesis 
limitations are presented.  

1.1 BACKGROUND 
 
Society has experienced a significant change in recent years within communication channels, 
with a lot of new kinds of media online, including social media platforms such as Facebook, 
Instagram and Twitter to mention a few. As a result, marketers need a new outlook on how to 
create content and marketing messages to consumers (Keller, 2009). In Sweden, the use of 
social media increased from 53 per cent to 77 per cent between 2010 and 2015 and when it 
comes to being active on social media half of 12 to 55 year olds posts and comments once a 
week (Findahl & Davidsson, 2015). Before the Internet, consumers’ way of communicating 
with companies was by sending letters, making phone calls or visiting the brick-and-mortar 
store (Gamboa & Gonçalves, 2014). The Internet, and thereby social media, has changed the 
communication process from a one-way conversation (brand to consumers) into a two-way 
conversation (Schivinski & Dabrowski, 2015; Kohli, Suri, Kapoor, 2015). 

Brands are one of companies’ biggest assets, which have to be treated with great care, since it 
is with the brand that consumers form a relationship – what they feel, and percept is what the 
brand is (Kotler, 2008). A brand is much more to a company than just a name or a logo and 
goes beyond the product or service attributes. The brand publicly communicates the image 
and value they bring to the market, which also helps consumers choose between various 
products or services (Kotler & Armstrong, 2014). Moreover, companies create brand 
awareness by using interactive and communicative social media, which nowadays have 
become an important factor of the branding strategy (Barreda, Bilgihan, Nusair & Okumus, 
2015). 

The phenomenon of social media is beneficial for both consumers and companies (Gunavan 
& Huarng 2015). According to Barreda et al. (2015), social media can be used as a tool for 
reaching consumers and engaging them but also to create brand awareness. In fact, anyone 
who is familiar with social media knows that one encounter plenty of brand messages every 
day. Therefore, users filter out information that is not interesting to them (Erdogmus & Cicek, 
2012). Good quality on the content that is being posted has been proved to have a strong 
positive effect on users perception of a brand (Porter & Donthu 2008). A brand is a perception 
in consumers’ minds rather than features or attributes - a brand is what a product or service 
means to a consumer (Kotler & Armstrong, 2014). In addition, brands should be visible on 
social media platforms in order to develop or keep awareness and loyalty in consumers 
(Barwise & Meehan 2010). 

1.2 PROBLEM DISCUSSION  
 
Social media can come to transform traditional branding, one reason being the mobile 
platforms, since it is a changing and constantly growing environment (Kohli et al., 2015). 
Therefore it is vital for companies nowadays to become familiar with social media and adopt 
it into their branding strategies in order to succeed (ibid). Brands use social media for 
advertising, promotions, and communication to build brand loyalty (de Valck, van Bruggen & 
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Wierenga, 2009). Word of Mouth’s (WOM) impact plays a big part in the online environment 
and in marketing (Gruen, Osmanbekov, & Czaplewski, 2006). Erdogmus and Cicek, (2012) 
explain that companies try to use it in their advantage by providing incentives to users on 
social media, in order to spread information about the brand’s presence, so that consumers can 
share it with their friends and families. On social media, brand communities have positive 
effects on the relationships brands have with consumers. This can lead to a heightened trust, 
which in turn has a positive effect on brand loyalty (Laroche, Habibi, & Richard, 2013). 

In addition, Barreda et al. (2015) explain that effective interactivity and the quality of system 
and content on these social media channels play a big part in developing brand awareness and 
the form of positive WOM. When making decisions, customers now rely on WOM much 
more (de Valck et al., 2009) on social media, more than ever before. Furthermore, Schivinski 
and Dabrowski (2015) describe social media as an effective channel where consumers brand 
perception and consumption behaviour are influenced by this new marketing communication 
tool. For instance, Facebook is a great communication tool, since companies can encourage 
engagement behaviours there, which is a vital component that fosters brand loyalty (Zheng, 
Cheung, Lee & Liang 2015). Through social media opinions can more easily be shared 
between consumers worldwide, which means that a positive recommendation or WOM of the 
brand can increase brand loyalty and boost brand recognition (Erdogmus & Cicek, 2012). 

Moreover, Kananukul, Junh and Watchravesringkan (2015) argue that the company can gain 
more trust from customers on social network and media by enhancing perceived practical and 
social benefits. In order to increase perceived practical benefits, companies need to provide 
their customers with better information about their brand/brands and products. One way that 
companies use social media to increase brand awareness is to provide their consumers to 
retrieve exclusive information, which can act as bait (Barreda et al., 2015). There are plenty 
of reasons why customers join brand communities on social media, but most of the time it is 
to take part of brands’ latest product launches, promotional events and to get exclusive offers 
(Mangold & Foulds, 2009; Sung, Kim, Kwon & Moon, 2010).  

In order to get users involved in brand communities, according to Zheng et al. (2015), the 
company has to make them perceive it as a benefit. Gamboa and Gonçalves, (2014) imply that 
emotions, entertainment, enjoyment and playfulness are features that have a positive effect on 
customer participation online. In addition, the values and attitudes of a brand that consumers 
perceive can have positive effects on activity on brand communities (Jang, Olfman, Ko, Koh 
& Kim, 2008). Moreover, brand communities have become an important platform for 
companies in the work of building a consumer-brand relationship (Hennig-Thurau, 
Malthouse, Friege, Gensler, Lobschat, Rangaswamy & Skiera, 2010) and to give companies 
the opportunity to retain existing consumers as well as to attract new ones (Kietzmann, 
Hermkens, McCarthy, & Silvestre, 2011). Also, Munnukka, Karjaluoto and Tikkanen’s 
(2015) study support the assumption that commitment on brand communities has a positive 
connection with brand loyalty. Therefore, companies with content strategies who deliver 
relevant and up-to-date content are able to manage a brand on social media (Erdogmus & 
Cicek, 2012). 

To sum up, it is of high importance for brands to have loyal consumers and in order to catch 
consumers’ attention they have to exist wherever the consumers are. This is where social 
media enters the picture; as a communication channel for both parties where brands aim to 
engage consumers in order to create both brand awareness and eventually brand loyalty. In 
order to enhance brand strategies, it is interesting to research what it is that triggers 
engagement on social media.  
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1.3 PURPOSE  
 
The purpose of this thesis is to gain a better understanding of how companies use their brands 
on social media to engage consumers.  

1.4 LIMITATIONS 
 
The thesis is written from a company (brand) perspective and not a consumer perspective. It 
will not consider the technical parts of social media, since we do not consider the technical 
parts to be relevant to our purpose and in order not to widen the thesis framework too far.  

1.5 DISPOSITION  

 

Introduction

• Problem Background
• Problem discussion
• Purpose
• Limitations

Theoretical 
Framework

• Brand Equity 
• Brand Community
• Brand Trust 
• Internet at a Marketing Platform

Methodology

• Research Method
• Data Collection
• Method Limitations
• Data Analysis
• Validity and Reliability 

Empirical 
Framework

• Interviews and Observations 

Analysis

• Within Case Analysis
• Cross Case Analysis 

Conclusion

• Conclusions and reflections
• Recommendations to the case companies
• Further research 
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2. Theoretical Framework 
 

In the second chapter the theoretical framework of the thesis is presented, in order to simplify 
the process of the empirical research. The theories mentioned are focused on brand 
management, communication and social media.  

2.1 BRAND EQUITY 
 
Brand equity can be referred to as the degree to which consumers have keen and favourable 
associations with a brand in their memory (Yoo, Donthu & Lee, 2000). Brand equity also has 
a positive input to how consumers perceive a brand if they are aware of the brand’s name. 
Moreover, added value is something that is closely related to brand equity due to the fact that 
it will contribute to added value for the brand owner if consumers perceive the value (ibid). In 
short, brand equity can be measured based on how much more a customers is willing to pay 
for a particular brand. However, the process of measuring this is not easy. Even though, 
companies like to value their brands in order to see the difference between money spent on 
extending the brand in contrast to perceived value in consumers mind (Kotler et al., 2008). 
Furthermore, high brand equity provides a key advantage; competitive advantage over 
competitors. In addition, brand equity is linked with brand loyalty and awareness, which leads 
to lower marketing costs (ibid). Brand communication has been reported to enhance brand 
equity by increasing the likelihood of a brand to be incorporated into a consumer’s attention, 
which, in turn, could lead to a shortened process when choosing a brand and turn the choice 
into a habit (Yoo et al., 2000). 
 

2.1.1 Brand Values 
 
The best way to gather an understanding of how a brand can be used as a competitive tool, 
Melin (1999) argues, is significant to get a comprehension of the values it creates for the 
consumer. He considers value for the consumers as value for the brand owner. Moreover, 
brand values are attached with the associations one has with the brand, for example the 
brands’ core values, which, for instance, are beliefs and commitments. Core values, in turn, 
represent a company’s primary competitive advantages against competitors. A great amount 
of caution has to be put in the values since they are the foundation of a brand’s position and 
its communication. In order for core values to generate value for consumers, they have to 
meet the consumers’ needs and have an amount of communicability. In addition, Kotler et al. 
(2008) describe how successful brands rely on creating passion and excitement around a 
brand rather than the products’ tangible attributes, since this touches the consumer on a 
deeper emotional level. 

2.1.2 Engagement and Brand Awareness 
 
Research suggests that the ‘customer engagement’-concept is expected to contribute to 
developing a bigger understanding of customers’ experiences and/or retention dynamics 
(Bowden, 2009). Engagement is a broad term, according to Bowden (2009), who explains 
various definitions of engagement:  
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•  “Being engaged is to be involved, occupied & interested in something”  
•  “The intensity of a consumer’s participation and connection with an organization’s 

offerings and/or its organized activities” 
•  “The level of an individual customer’s motivational, brand-related & context-

dependent state of mind characterized by specific levels of cognitive, emotional and 
behavioural activity in brand interactions” 

•  “Positive influences of identifying with the brand community through the consumer’s 
intrinsic motivation to interact/ co-operate with community members”  

Furthermore, Melin (1999) explains that brand owner’s primary mission is to evoke 
engagement and that it is crucial since low engagement has been found to affect brand loyalty 
negatively. Further, engagement is created when something evokes an interest or if it means 
something for the consumer. The extent of engagement created depends on how receiving 
consumers are towards information and several factors, including the product, the individual 
and the situation. When a brand affects these factors the chance of increasing engagement is 
high. In addition, when trying to increase consumers’ engagement, brand owners strive to 
make them “brand sensitive”, which means that one look for a certain brand rather than price, 
when shopping (ibid).       
 
Another vital task for brands is to get consumers familiar with brand and thereby create brand 
awareness. In order for a customers to become brand sensitive they have to know that the 
brand actually exists, which is called brand awareness. David Aaker (1991) defined brand 
awareness as “the ability of a potential buyer to recognize or recall that a brand is a member 
of a certain product category”. Brand awareness is vital since it is the first step to establish a 
connection between the brand and the consumer. The reason is that brand awareness creates a 
feeling of affinity and trust, but also because a well-known product is perceived as a good 
product. With that in mind, it is significant to make the brand become top of mind, since these 
are the brand that usually will be chosen to purchase. For a brand to achieve top-of-mind, they 
have to create effective communication in order to arouse engagement and awareness, which 
ideally can lead to brand loyalty (Melin 1999). Also, studies by Barwise and Meehan (2010) 
show that social media and brand communities do enhance brand awareness. In addition, 
brand awareness is also linked to a company’s market share and contributes to brand image, 
brand equity and brand loyalty (Phan, Thomas & Heine, 2011). 
 

2.1.3 Brand Loyalty 
 
Brand loyalty is frequently defined as a strong commitment to a brand. In order to gain brand 
loyalty, consumers have to be able to trust the brand and the company (Kananukul et al., 
2015). Furthermore, brand loyalty has also been defined as a sincerely held commitment to 
rebuy a product or service, without being influenced by particular situations and marketing 
efforts which can cause switching behaviour (Oliver, 2010). Naturally, brand owners want 
their consumers to perceive an added value in order to establish brand loyalty (Melin, 1999). 
Companies major strive for loyal consumers is created based on the competitive advantages 
and positive word-of-mouth (Jang et al., 2008). The brand loyalty benefits goes hand in hand 
with the advantages companies get from high brand equity.  
 
According to Yoo et al. (2000) advertising is found to have a positive relation to brand loyalty 
because it reinforces brand associations and attitudes toward the brand. In a study made by 
Erdogmus and Cicek (2012), relevancy was the second most important factor affecting brand 
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loyalty. Moreover, factors, which lead to brand loyalty, are customer satisfaction, trust, 
perceived value and commitment. According to Lin and Luarn (2003) these factors have an 
indirect relation with commitment on brand communities and therefore generate brand 
loyalty. Prior studies have found that satisfied customers repurchase and that satisfaction 
develops brand loyalty (Gamboa & Gonçalves, 2014). In addition, brand loyalty is based on 
consumers’ interactions with the company (Palmatier et al., 2007). Moreover, research 
conducted by Kananukul et al. (2015) shows that consumers that feel assurance in a brand are 
more loyal and purchase more. Especially if he or she believes that the company is making an 
effort on social media and therefore becomes interested in developing a relationship, which 
can distinguish a higher assurance between the brand and the customers (Porter & Donthu, 
2008). Furthermore, Bruhn et al. (2013) believes that interactions between consumers and 
brands surely have an impact on brand loyalty. When interactions are of high quality, 
members can be compensated with greater benefits from brand communities, which in turn, 
may result in positive brand association and awareness. Furthermore, it is argued that 
consumer’s interactions with brands affect brand loyalty (Palmatier et al, 2007). For instance, 
user-generated content and brand-generated content both have as much impact on brand 
loyalty, since content by users is not biased and therefore is seen as more credible and true 
(ibid).   
 

2.2 BRAND COMMUNITY  
 
A brand’s profile on a social media site or a website for a brand, is a type of a brand 
community. These platforms are places where communication and linkages between brands 
and dedicated consumers occur, but it is also a place where consumers themselves can interact 
with each other by commenting, messaging or sharing content (Phan, Thomas & Heine, 2011; 
Adjei, Noble & Noble 2010). According to Hur, Ahn and Kim (2011) a brand community is 
defined as a group of people who possesses a particular brand or have a strong interest in a 
brand, and who are active both online and offline. A brand community is often specified as a 
no time constraint, non-geographically bound, high information transparency and multi-party 
communication (Muniz & Schau 2005). A company-initiated community has its aim to 
establish a relationship with consumers and encourage dynamic feedback from them. In order 
to form relationship with involved consumers, a brand community’s base lays in the actual 
brand, which is its main asset (Jang et al., 2008). Further, Muniz and O’Guinn (2001) show 
that brand communities are shaped around shared commercial products and services among 
consumers. A brand community is often quite stable and requires durable commitment to 
fulfill common themes and goals. Finally, the members of a brand community possess high 
identity and are a part of a social cooperation where the brand community owner inspires their 
followers to interact with the brand. In fact, the reason consumers follow brand communities 
is to gain and search for information, ideas and solutions to problems (Bruhn et al., 2013).   
 
According to Hur et al. (2011), many companies have started to use the brand communities as 
strategic tools, since it allows them to get closer to their target group, which is a huge 
advantage. In fact, brand communities have become an important platform for companies in 
the work of building a consumer-brand relationship (Hennig-Thurau et al., 2010) and to give 
companies the opportunity to retain existing customers but also to attract new ones 
(Kietzmann et al., 2011). It is argued that interactions on brand communities have a positive 
impact on sales, loyalty and brand equity (Gruen, Osmonbekov & Czaplewski, 2005). 
Laroche et al. (2013) confirm that brand communities on social media have a positive 
relationship with customers’ attachment to the product, brand and the company. Therefore 
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these online brand communities, primarily the ones on Facebook (Gamboa & Gonçalves, 
2014), are seen as effective platforms for both brand owners and customers (Adjei et al., 
2010).   
 
Furthermore, when the benefits of joining a brand community are acknowledged, a deeper 
relationship between the brand and the customer is created (Park & Kim, 2014). It is an 
opportunity for companies to involve and obtain valuable information from customer but also 
a chance to communicate with them. The relationship between companies and customers can 
be strengthened and thereby customer loyalty can be created if the level of trust toward the 
company is high (Gamboa & Gonçalves, 2014). Customers will rank their relationship with a 
brand higher with those who invest in the relationship, than with those who do not. Also, 
companies who consumers feel put more effort into their brand communities automatically 
are more trustworthy, according to Porter and Donthu (2008). 

In addition, the importance of creating emotional bonds with consumers on brand 
communities is emphasized (Kohli et al. 2015). The reason being that physical things are 
easier to copy and brands that rely too much on information sharing about their products are 
unlikely to succeed. Even though it is time consuming to create emotional bonds, it is worth it 
in the long run, but it will become more difficult to perform (ibid). Moreover, consumers who 
interact in brand communities are often self-motivated and enthusiastic in sharing and 
discussing ideas and improvement of products and services, which is something that plays a 
big part in developing brand loyalty and attitude (Gangadharbatla, 2008). 

2.3 BRAND TRUST 
 
Chaudhuri and Holbrook (2001, p.82) define brand trust as “the willingness of the average 
customer to rely on the ability of the brand to perform its stated function”. Bruhn et al., 
(2013) explains that a brand builds up trust in consumers, by earlier experiences. For instance, 
when a consumer has had a good experience with a brand, perhaps a trustworthy manner, they 
feel like they should give something in return. Moreover, a brand that is considered as 
trustworthy has to keep their consumers satisfied in order not to disappoint anyone, since that 
could lead to losing them. Therefore a brand should provide accurate and relevant content on 
its brand communities, in order to send out the right message of honesty and compassion 
(ibid). Brand trust leads, according to Chaudhuri and Holbrook (2001), to brand loyalty due to 
the fact that trust construct exchange relationships, which are highly valued for the consumer. 

2.3.1 Brand Community Trust 
 
A study conducted by Laroche et al. (2012) implies that a brand community’s ability to boost 
brand trust and brand loyalty largely depend on that brand communities’ permits truths about 
the brand to be spread with WOM and that members can share own experiences with each 
others there. 

Trust on brand communities emanates from assurance in honesty, trustworthiness and 
reliability and is often referred to as a feeling of security and safety (Casalo, Flavián, & 
Guinalíu, 2008). To inform consumers on social media when something in the company does 
not go as planned could decrease the risk of disasters (Barwise & Meehan, 2010). In addition, 
the members of a brand community must also trust the other members to be cooperative and 
helpful, in order to rely on each other’s statements and contributions. Moreover, the 
foundation of successful interactions amongst members is evidently trust (Bauer, Grether & 
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Leach, 2002). The reason why members trust each other’s opinion on brand communities is 
because they share a similar relationship with the brand but can still share diverse experiences 
that they have with the brand. All these various experiences enables consumers to ask and 
answer questions and help one another with finding solutions, which is a valuable resource 
(Muniz & O’Guinn, 2001). 

2.4 INTERNET AS A MARKETING PLATFORM 
 
The marketing communication setting has gone through huge changes during the last decades 
(Keller, 2009). In fact, there are approximately 2 billion people who use social media 
networks today (Statista, 2016). In addition, the social media platform Facebook has over a 
billion registered accounts and the photography app Instagram has over 400 million active 
users every month (ibid). The phenomena of social media has led to a decrease in traditional 
advertising, such as TV, radio and printed magazines, role in the communication world. 
Nowadays, new media like the Internet has replaced many of these forums, since it provides a 
platform where consumers have more control and can choose what to view or exit from 
(Keller, 2009).   

Moreover, it is essential for brands and their owners to acquire knowledge about how to 
develop the right strategy in order to adapt consumer behaviour changes in the right way. 
Some major changes that Nandan (2004) found were how consumers seek for information, the 
fragmentation of media and time compressing, the multi-tasking phenomena and the fact that 
ads have to be newsworthy and current. Continuously, Nandan (2004) explains that society’s 
way of living today has changed drastically. One big adjustment is that people do more than 
just one thing at the time, which makes it harder for brands to be seen. On the other hand, the 
evolution of marketing platforms has enhanced and developed the opportunities for 
companies and consumer to interact with each other (ibid). Other studies, conducted by 
Laroche et al. (2012), support these statements and comment on how social media has had its 
impact on consumer behavior and goes from demanding information to communicating own 
experiences, both positive and negative.  

The transformation of the Internet, into a more communicative rather than statistic, is called 
web 2.0. This is based on the fact that more and more web services and webpages adopt 
features, which allow user-generated content – therefore, social media is said to take up the 
lager part of the Internet today (Nationalexcyklopedin (2016). The communication process 
has truly changed by the rise of web 2.0 and social media; from a one-way conversation, 
where brand communicated directly to consumers into a two-way conversation (see Table 
2.0) where both parties can interact with each other (Schivinski & Dabrowski, 2015; Kohli et 
al., 2015) Today, companies use social media in order to communicate with consumers, listen 
to their opinions and answer questions (e-barometern-årsrapport, 2015).  
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  Figure 1.0 Own-Created model based on the communication process 

 
Moreover, the constantly changing and growing environment of social media can come to 
transform traditional branding and therefore it is vital for companies to become familiar and 
adopt it into its branding strategies (Kohli et al. 2015). Moreover, Laroche et al. (2012) 
stresses the importance of companies to become a part of social media due to the fact that 
those channels are more efficient compared to traditional ones. According to 
Nationalencyklopedin (2016), social media is based on content that users create themselves 
and that is how it differs from mass media. It is defined as a common name of communication 
channels, for instance, blogs, Internet forums and chat programs, where users are allowed to 
interact with each other through text, sound or images. Social media is a combination of 
technology, social interaction and user-generated content. Thus, it is a place where social 
contact, marketing and entertainment can take place (ibid).  

A company’s presentation of its brand on social media is directly linked to brand awareness 
(Barreda et al., 2015). One of the strongest factors for creating brand loyalty online is 
advantageous campaigns on social media, followed by relevancy of the content, popularity of 
the content among friends, and appearing on different social media platforms and providing 
applications (Erdogmus & Cicek 2012). The close communication social media provides for 
companies and consumers commonly lead to strong brand attachments (Parent, Planger & 
Bal, 2011). Furthermore, these channels help consumers find buying deals, receive 
information about products and of course interact with various brands and other consumers 
(Bal, Grewal, Mills & Ottley, 2015).  

Engagement on social media, for instance, liking a post or a fan page on Facebook, could be 
considered as a first step to become more brand aware, since it require an amount of effort 
from the consumer. This kind of engagement gives consumers exposure to brand communities 
and inter alia information about a brand or products, where they can pursue own goals with 
the interaction and at the same time companies create brand awareness (Beukeboom, Kerkhof 
& de Vries, 2015). Moreover, since participation in social media has increased and is being 
used as a strategic part of many brands’ marketing strategies and communications, more 
opportunities than just creating positive engagement has occurred. Through the possibility for 
consumers to interact with each other, for instance, by commenting on brands posts, a new 
type of engagement can arise, which can lead to arguments or discussions that the brand do 
not evoke (Hall-Phillips, 2016).  
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3. Methodology 
 

In the third chapter, the methodology used in the thesis is further explained. A description of 
the scientific approach and a discussion about the reliability and validity of the thesis is 
included.  
 

3.1 RESEARCH METHOD  

When deciding which type of approach to use in the construction of the purpose in a study, 
Jacobsen (2002) explains that there are two different ways to go; the causal or the descriptive. 
The causal approach is applied when the author wants to explain why a certain phenomenon 
is the way it is. With a descriptive method the purpose is to get a better understanding of how 
a phenomena is. This study has used a descriptive approach in order to achieve the purpose to 
describe how brands can use social media in their work towards engaging customers.  

We have chosen theoretical data in line with this thesis about engagement. With the 
understanding of traditional strategies and the new communication channel we have been able 
to elaborate interview questions to best reach our purpose. By observing the chosen brand 
communities we will strengthen the outcome of the thesis. 

Since this thesis is based on interviews, it is a qualitative research. This, in order to be able to 
interpret and understand the concept and create clarity – which will come naturally when 
collecting data from few sources. This research method is focused on words rather than 
numbers, which is the differentiated factor from a quantitative method. 

The purpose is to understand how companies can use their brands to create consumer 
engagement on social media.  

3.1.1 Deductive and Inductive  

According to Bryman and Bell (2011), one should consider between a deductive and 
inductive method, when choosing research method. Also, one should make a distinction 
whether the collected data should be qualitative or quantitative (Jacobsen, 2002).  

A deductive method is distinguished by using a general theory to a specific situation and 
study how well it is corresponded. Here researchers can, with the help of theory, have a vision 
of how reality looks in order to retrieve empirical findings and compare it with the theoretical 
findings. An inductive method is the opposite of a deductive method – that is, to observe 
phenomenon and draw conclusions from the observation (Jacobsen, 2002). The inductive 
method is used to explore a subject and develop a theoretical explanation by going from 
empirical to theory.  

Furthermore, there are always risks with authors’ choice of scientific approach. The aim with 
the inductive method is to avoid factors to limit what kind of information collected, however, 
this has gotten criticism since it could be hard to collect empirical data completely without 
any previous assumptions (ibid). In addition, a risk with the deductive method is that 
researches search for information that one knows is supporting the hypothesis, something that 
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creates biases in the study. This may lead to a situation where authors oversee valuable 
information. The risk of respondents answering in the way they think is accepted could 
perhaps be a risk as well. In order to reduce these kinds of risks that might come with a 
deductive research method, great care has to be put in the creation of the questions (Jacobsen, 
2002). In addition, Patel and Davidsson (2011) point out a risk with the deductive way; when 
searching for information, researchers could exclusively look for the information that will 
support their argument. Moreover, the choice of a deductive method is certainly most suitable 
for this thesis due to the fact that the theoretical findings will be compared with the empirical 
findings from qualitative interviews at the case companies.  

 

Figure 2.0 Own-created model based on (Jacobsen 2002, p 34-35) 

3.1.2 Qualitative and Quantitative 

Research can be both be quantitative, qualitative or a mix of both. The significance lies in the 
way data has been collected. Depending on research and purpose the different approaches fit 
in variously well (Backman, 2008). According to Jacobsen (2002) the biggest separating 
factor is whether the research method is focused on words or numbers. Where quantitative 
method focuses more on collecting and interpreting numbers while the qualitative method is 
more text oriented. Moreover, a quantitative data answers the questions “How much?” or 
“How many?”, and are often represented using mathematics and statistics (Backman, 2008). 
On the other hand, quantitative data is often collected from lager surveys where the sample 
should reflect the population. The questions are mostly fixed in a way that they can be 
measured. It is a researcher’s obligation to make sure that the answer alternatives are not too 
generalized, since that could lead to the result becoming biased. In addition, the choice of 
survey procedure affects the result, for example whether it is through a phone call or through 
a computer (Wärneryd, 1990).  

When using a qualitative method interviews are the main source of information (Yin, 2007). 
Furthermore qualitative methods answer the questions of “How?” and “Why?”. This, in order 
to be able to interpret and understand the concept and create clarity. A few sources and deeper 
understanding fits this research method. A benefit with the qualitative method is that it is 
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flexible and the problem statement can be adjusted during the research period (Backman, 
2008). Though it is hard to generalize the results.  

To get a wide comprehension of the engagement on social media a qualitative research 
method was applied. This thesis is focusing on the companies’ perspectives of social media, 
which makes it mainly based on interviews and therefore naturally makes it a qualitative 
research. In order to get a deeper understanding, the data is collected from professionals 
within the marketing field in the retail industry.  

3.2 CASE SELECTION  

The use of case studies is suitable when few businesses are investigated in order to get a 
deeper insight. It is also preferred when the study is made upon a real and rather new 
phenomena (Backman 2008). This method allows the investigators to decide from multiple 
collections methods, observations and interviews (Yin, 2014). Other advantages with case 
studies is that information can, as in this study, be both quantitative and qualitative and not 
only based on one observation. This can explain why a result occurs and not only that it 
occurs (ibid).  

Furthermore, Jacobsen (2002) mentions some risks with this choice of method and explains 
that although the primary focus is on understandings, explaining or describing a specific 
problem, many researchers try to generalise the result and apply it to several areas.  

For this thesis we have done deeper interviews with people involved in the marketing 
department and who closely work with social media. Henkel and Retail and Brands (RNB) 
were chosen because of their presence in the competitive retail industry and due to the fact 
that both are considered as large enterprises. The main reason that we chose these companies 
is because both work with various brands within the company. The brands we chose to study 
have all different target groups and therefore this thesis is able to get a wider perspective on 
how companies work with and on social media channels. If the same target audience had been 
studied our result may not been as convincing and well rounded. In addition, since the authors 
Gabriella and Julia, conducted their internships at these companies, they had bigger access to 
the people working there, which enabled them to ask questions and get to know the brands as 
well as their social media platforms. This provided the opportunity to delve deeper into the 
subject and gave a further understanding.  

3.2.1 Case companies  
 
Social media usage is most common for medium to big enterprises. In companies with at least 
250 employees, 69% uses social media platforms (SCB Företagens användning av it, 2013). It 
is clear that brand communities and their purpose can vary immensely. Therefore, this 
research will strictly be targeting the retail and Fast Moving Consumer Goods (FMCG) 
industries. It is common for these industries to use brand communities and highly relevant for 
them to post content that will fulfil their target groups’ need since these are very competitive 
markets. Moreover, in order to investigate what content is best for engagement on brand 
communities and how companies use their brands on social media, we have conducted 
interviews and compared various content and activities on three brands’ brand community on 
Facebook in order to see what kind that drives the most engagement. 
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In this thesis we have used on two major companies in the retail- and FMCG-industries; 
Retail and Brands AB (RNB) and Henkel Norden AB, since they are leading players on their 
markets. However, we are focusing on the brands rather than the actual companies in this 
research. The three brands we have investigated are Polarn O. Pyret, Barnängen and 
Schwartzkopf’s Got2Be. In addition, all these brands use brand communities on Facebook, 
which was a criterion for us to choose to study them in a closer way.  

Furthermore, the main reason that we chose these brands is because they target three different 
target groups. In addition, we had a bigger access to the brands and the people working there 
since we had our internships at these companies and participated and observed their work 
during this thesis process. This gave us the opportunity to delve deeper into the subject and 
gain a further understanding.  

Resemblance with these two companies is that they sell and advertise products, which are 
popular on social medias today (clothes and body- and hair care). The retail- and FMCG-
industry felt like a seamless choice because of their high up-to-date pace and always being 
relevant for their customers. Because this thesis is written in a Swedish perspective it was 
natural to choose brands that operate in Sweden. In addition, the qualitative method was 
chosen because Melin (1999) mentions that brand equity is a concept that can be studied in 
qualitative terms. 

3.3 DATA COLLECTION  
 
According to Jacobsen (2002), it is ideal to use both primary and secondary data, in order to 
receive a more reliable result. Therefore, this thesis is based on both primary and secondary 
data, which will strengthen the outcome of the research.  

3.3.1 Primary data  

Information collected from a primary source, is called primary data. This includes, for 
instance, interviews, questionnaires and observations without intermediaries. “Visit 
interviews” are preferable, they take more time but researchers get a better outcome and you 
get the individuals’ personal opinion on the problem area. Primary data provide a bigger 
control over the information, which in turn, lead to bigger reliability (Alvesson & Sköldberg, 
2008).  

The primary data in this thesis are from semi-structured interviews with representatives in the 
marketing department at respective company. In order to get a broader view and strengthen 
out results, we also have observed statistics and content on the brands social media channels. 
The aim of the observations is to be able to compare the answers from the interviews with 
reality. Big focus is put on the primary data collection due to the fact that is more control was 
held over it and bigger understanding would come from there.  

According to Yin (2014), a vital part when making case studies is the interviews. One can 
make a structured and an unstructured interview. A structured interview usually contains of 
certain questions where the researcher has abundant control. To just present a topic for the 
inquired and left them speak about it freely is what is called the unstructured interview 
(DePoy & Gitlin, 1999). An optimal interview guide should consist of both fixed and open 
answer selections, something that both Jacobsen (2002) and Depoy and Gitlin (1999) agree 
about.  
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Due to the fact that we had the chance to interview employees at the companies where we 
interned, we had the opportunity to ask follow-up questions during both interviews and during 
our time there, which is a great advantage with semi-structured interviews. One personal deep 
interview was made with everyone, except for the media agency Ingager, which was made 
over phone. Inganger is an external media agency, which helps Polarn O. Pyret with its social 
media channels. The other interviews were prepared in their natural working environment, 
something that is to prefer according to Jacobsen (2002). An interview guide (see appendix 1) 
was set up for the interviews but was only used as a base to start from. The questions were 
both closed and opened in order to achieve a discussion with the respondent and to make 
room for follow-up questions. The aim was to receive well-rounded answers and to give the 
interview structure.    

We conducted a total of 5 interviews with representatives from managerial positions within 
the marketing departments at Henkel and RNB. According to Jacobsen (2002), the choosing 
of respondents is significant. Therefore, we choose to interview representatives with the 
overall responsibility of respective brand within the marketing departments, in order to get a 
fuller understanding and a fair point of view. Also, we interviewed the Digital and PR 
Manager at Henkel as well as the Team Leader at the media agency Ingager, in order to gain 
significant professional knowledge and opinions on social media, from individuals who works 
with it on a daily basis and has meaningful experience within the subject. 

Table 1.0 Overview of primary data selection 

 

To enhance the outcome of this research and to make it more trustworthy we observed content 
on the chosen brands’ communities, during the time period of the fourth quartile (Q4) of 2015 
and the first quartile (Q1) of 2016. This, in order to find a trend on what engages customers 
and to understand what it is that makes it relevant for them.  

We have looked on the engagement frequency on various posts at the brand’s brand 
communities during the observation period. The engagement frequency includes likes, 
comments and shares on posts on Facebook. The amount of followers and how it has varied 
during the period has also been taken into consideration in order to gain an understanding if, 
and if so, how, engagement affects followers.   
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3.3.2 Secondary data  
 
Our secondary data mainly consists of information from scientific articles, books and 
journals. The main sources have been libraries and the Internet, where we generally have been 
using databases like Web of Science and Scopus. When searching our keywords has been, 
social media, brand communities, brand loyalty, and engagement. Furthermore, we has 
critically viewed these sources and only chosen the ones that met our standards within 
relevancy in order to keep a high quality in this thesis.  

3.4 METHOD LIMITATIONS  
 
The research is segmented geographically to Sweden, since the social media users in Sweden 
still are growing. Also, because the authors are based in Sweden and therefore are able to 
contact Swedish based companies in order to cooperate and collect empirical information.  

Moreover, this thesis focuses on Facebook alone, since Facebook still is the biggest social 
media platform to date and is an important asset for marketers today. Consumers’ engagement 
in brand communities will be applied in this thesis. That is, the extent consumers involve and 
participate on brand communities, with the brand and other brand members. The level of 
engagement will be measured in likes, comments and shares on brand communities.  

3.5 DATA ANALYSIS  
 
To collect and analyse data from qualitative studies is more complex and time consuming 
than quantitative studies. In a quantitative study the data can be analysed once, however in 
this qualitative study, the data need be organised and structured in order to be analysed. 
Furthermore, according to Backman (2008), it simplifies the analysing process if one has 
structured and categorized the data before colleting it. Therefore, we constructed and 
organized the interview questions based on the theory, which we had categorized.  
 
When handling the empirical data, we kept the information that was relevant within the 
theoretical frameworks. We started with a within case analysis where we described every case 
based on the theoretical framework. Then, we conducted a cross case analysis in order to find 
similarities and differences between the cases. Finally, both these analysis methods 
complement each other and create a broader understanding, according to Jacobsen (2002).  

3.6 VALIDITY AND RELIABILITY  
 
It is of high importance that the method in a thesis is valid and relevant together with reliable 
and trustworthy (Jacobsen, 2002). If these requirements are met, it means that the research 
can be trusted. Furthermore, it should be considered, in a thesis, how different factors could 
affect the result, for instance interviewing effects and the study’s approach. In order to decide 
the results’ reliability, one has to judge the empirical findings critically (ibid).  

Furthermore, validity implies that someone measure what actually should be measured. For 
instance, what is measured on a few people should also be able to be applied to larger groups. 
Furthermore, reliability implies that the empirical findings have to be trustworthy and reliable. 
Therefore, one should be able to reach the same results again, by using the same method if the 
research is reliable (Jacobsen, 2002).  
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Since we had the chance to actually interact with and observe the company and its employees, 
the research is very valid. The free access and the fact that we could talk to people who 
currently work with social media and are in the business enabled us to get a real perspective 
on our subject as well as a broader understanding. Even though we had free access to 
information at the companies, we observed respectively brand’s Facebook page, which 
enhanced the validity of this thesis.  

Noticeable is the fact that this thesis does not aim to generalize on how all companies’ 
function, but to describe and understand how the case companies work with social media.   
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4. Empirical Framework 
 

In the fourth chapter of the thesis, the empirical findings are presented. The information 
collected from three brands at two case companies via interviews is presented.  
 

4.1 INTERVIEWS AND OBSERVATIONS 
 
The interviews were conducted at Henkel Norden AB (Barnängen and Got2b) and Retail and 
Brands AB (Polarn O. Pyret), which both are Swedish based companies with brand portfolios 
consisting of both local and international brands. In addition, the observations were made at 
the same companies during our internships at respective marketing departments. There, we 
worked closely with the brand’s social media and the people managing the brands and their 
social media. The main observations were made on the brands Barnängen, Got2b and Polarn 
O. Pyret’s Facebook pages. 

4.1.1 Barnängen 
 
The Swedish beauty care brand Barnängen has 34.500 followers on their Swedish brand 
community on Facebook. Facebook is the only social media channel the brand uses, since it is 
considered to be the most relevant platform for their target group. Moreover, it mainly 
consists of posts that goes in line with the brand’s values – Swedish, clean, natural, 
trustworthy feelings. See appendix 5 for a comparison with the Polarn O. Pyret’s and Got2b’s 
Facebook pages. There is a mix of seasonal-, product- and competitions posts. Barnängen also 
post various pictures and facts about their long history, for instance, a picture of how their 
soap looked like in the 1920’s or an ad from the 1960’s. Since the brand is a Royal Court 
Supplier since 1876, they occasionally post a reminder of this.   
 
The PR and Digital Manager states that the purpose for a brand to use social media is first and 
foremost to reach a specific target group. However, these target groups’ purpose to use social 
media can differ widely, for instance, depending on age or interests. Barnängen’s brand 
community has a lot of family oriented focus, which also goes hand in hand with the brand’s 
values. Likewise, Barnängen’s Brand Manager says that the purpose with its Facebook page 
is primarily to spread messages about the brand as well as engage and reach the right target 
group continuously. In addition, the Facebook page is considered as a way to create surveys 
and collect various kind of information from the page’s followers. For instance, Barnängen 
has earlier collected information about what design they should feature on their limited 
edition products as well as information about what products followers wish to add to 
Barnängen’s product portfolio.  
 
Moreover, according to the PR and Digital Manager, a brand’s Facebook page differ a lot 
from a brand’s webpage and works more or less as a consumer service page, where 
consumers can express themselves and communicate directly with the brand. He continues to 
argue that it is important to treat the consumer as an individual rather than a group. It is not 
durable to only push out a lot of information, hence brands should be smart and creative on 
social media, which may cause more work but will be worth it in the long run. To have a 
brand community on social media will make the brand more interesting and enable it to 
become a part of the consumer’s daily life, according to Barnängen’s Brand Manager. 
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Moreover, she argues that without social media, the brand would suffer noticeably. Although 
it is important to remember that it is not enough to just have a social media account – other 
factors have a big impact on the page’s success as well as being continuous in its posts and 
content. Nowadays, it is the quality rather than the quantity of posts that matters on social 
media. In addition, these days, fewer people tend to visit brands’ pages directly and therefore 
brands need to work with “sponsored ads”, which make posts visible on people’s own 
newsfeeds and reaches a much broader audience, than just the brand page’s followers. 
Barnängen’s Brand Manager considers this as an investment for the brand community on 
social media. 
 
In order to engage consumers on Facebook, Barnängen regularly create competitions, asks for 
inputs or asks general questions on their page. This has been shown to create a lot of 
engagement since it makes consumers feel special and enable them to make an impact on the 
brand and its products. In addition, to encourage consumers to send in something, go in to a 
separate campaign page or actively do something, for example through a competition, can 
spread awareness about the brand through WOM, likes, comments etc. The Brand Manager 
says that content that Barnängen has posted earlier with a question like what product should 
be added to the portfolio, has gotten a lot of positive response and reach. Furthermore, content 
which remind consumers of something they like will also increase the chance of receiving 
likes, comments or shares. The PR and Digital Manager explains that what kind of content 
that engage consumers varies with different trends and the target group. It also depends on 
what the brand is trying to evoke, for instance, simply answer a question or tag a friend. 
Moreover, it is important for Barnängen to post relevant content, to be continuously in their 
posts and overall be present on social media where their target group resides. The kind of 
content that is considered relevant for Barnängen can vary from current events like Swedish 
traditions and holidays but also nostalgic pictures, since the brand has such a long history, and 
posts with product launches. Also, everything from the page, to pictures and texts need to go 
hand in hand with the brand’s values and express a clean and genuine feeling. Regarding the 
timing for posting, Barnängen has, based on statistics from Barnängen’s Facebook page, 
mapped out two specific times every week that give the best reach.  

When looking at Barnängen’s Facebook page, some kinds of content evoke a bigger 
engagement frequency than others. For instance, it is clear that competitions create a lot of 
engagement, often in the form of comments to enter the competition and shares in order to 
spread the word about the competition, depending on the way to compete. It is noticeable that 
the brand’s annual winter campaign competition where contestants could win a skiing trip 
was very popular and increased both the amount of followers and engagement during the 
campaign period of 10 weeks. In fact, the amount of followers has increased tremendously 
during February and March due to the competition, where the weekly winners are announced 
on the Facebook page. See appendix 2 for an example of competitions on Barnängen’s 
Facebook. What is more, seasonal and current posts such as a reminder of Father’s day, 
Christmas or spring equinox is appreciated on Barnängen’s Facebook page and usually gets a 
huge amount of likes. During the observation period, Barnängen has only uploaded one video 
clip, however this post did not receive a lot of engagement.  

Barnängen has developed and enhanced its Facebook page’s quality over time and they try to 
come up with something new in every post as well as carefully consider the choice of pictures 
that is used so that it feels tailored. In other words, Barnängen puts a great amount of time, 
effort and investment on their social media platform – today more than ever, since social 
media has gotten a bigger impact in the marketing world lately. However, the fact that more 
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social media platforms arise and the users may turn to other social media platforms in the 
future, the Brand Manager means that it could be significant for the brand to be current on 
more platforms, for instance Instagram as well.  
 
To sum up, the Brand Manager considers social media as a platform to definitely contribute to 
more loyal consumers. When consumers feel something for a brand and frequently receive 
updates about it, they get a broader understanding of the brand and can hopefully identify 
themselves with it. 

4.1.2 Got2b 
 
Got2b is a hair styling brand within Schwarzkopf’s brand portfolio. On Facebook, the 
Swedish Got2b page has 23.200 followers and 350 followers on Instagram (since they set up 
the account last fall). Got2b uses social media in order to reach their young target group with 
information about their brand and its products. The brand has always had a lot of digital 
focus, comments the Brand Manager, and was in fact very early to adapt social media into 
their media plan. Today, social media is such a vital part of the media plan and only a few 
years ago, there was not as big budget on social media as it is today. Correspondingly, the 
brand has gained more followers the more effort they put in to it. 
 
The Brand Manager wants to focus more on motion material since videos has gotten increased 
attention lately. In fact, Got2b’s Facebook page contains several videos of bloggers and hair 
tutorials featuring Got2b’s products. The brand generally posts twice a week, but sometimes 
more frequent. Many of the pictures and videos include tips of how to use the products and 
inspirations to create chic hairstyles. It is clear that they target a younger group, for instance, 
since they include content referring to “time to rock it”, “bad hair day, ain't nobody got time 
for that” and “are you ready for the weekend?”. Moreover, it seems like the most popular post 
within likes are inspirational and colourful pictures, often featuring Got2b’s products. The 
Facebook page clearly show the brand’s core values and image, which reflects chic, young, 
bold feelings. See appendix 5 for a comparison with the Polarn O. Pyret’s and Barnängen’s 
Facebook pages. In general, videos seems to create less engagement in terms of likes 
compared to pictures on the Facebook page. A posts that stand out regarding the most likes, 
shares and comments, during the observation period, is a competition within a campaign, 
where the contestants were encouraged to comment their answer below the picture. See an 
example of a competition in appendix 3.  
 
”All that matters is good content. No one goes directly into a brand’s Facebook page – 
therefore the posts are vital” - PR and Digital Manager. For instance, people tend to prefer to 
see brand’s post directly in their feed rather than actually click on a brand’s page – therefore 
the brand works with “sponsored ads”, which will make the post visible in the right target 
group’s feed. Moreover, Got2b is working with influencers and bloggers in order to drive 
traffic to their own brand communities and often feature influencers and bloggers on pictures, 
relating to campaigns, on Facebook. 
 
More and more companies have realized the importance of being on social media. This is of 
such great weight because it enables the consumer to become close with a brand and retrieve 
information about it. For instance, if someone sees a product somewhere they can 
immediately research the brand’s name and find their social media channels where they can 
find more information both about the product, the brand and also see other people’s opinions 
about things that concerns the brand. Social media has become a huge information source, 
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states the Brand Manager. Got2b posts on Facebook approximately two times a week and on 
Instagram approximately three times a week. For example, it is logical to upload either in the 
morning, on lunch and after work/school, since these are times when people commute or are 
free and thereby often scroll down their social media feed. However, what and how often they 
post, depends on how much relevant content they have – relevancy is vital. 
 
The Brand Manager explains that the young target group is very picky and therefore a post 
requires a bigger amount of effort with everything from picture or video to the coherent text, 
it needs to be well thought through and needs to be relevant. Furthermore, when a brand 
comes closer to a consumer, it is easier to evoke engagement, says the Brand Manager. For 
instance, a post with more ordinary, day-to-day inspired content, where the consumer can 
recognize himself or herself in could encourage a bigger amount of engagement. However, 
this does not mean that the quality is allowed to reduce; the content should still keep a certain 
amount of effort. The closer to a consumer a post feels, the more engagement will it create – it 
should not feel artificial and fake, it has to be trustworthy and give a feel of a more 
recognizable image. The Brand Manager continues to argue that this might be one reason for 
the fact that bloggers and online influencers are becoming so big – brands are coming closer 
to their consumers through social media. In addition, competitions are always a good way to 
engage consumers since prizes are great bait. On the other hand, this type of engagement 
could be temporary since some people can start to follow the brand and be active during the 
competition period and when it is finished they will unfollow and not be active anymore. 
Furthermore, since Got2b started their Instagram account just a few months ago, the activity 
there and on Facebook varies a lot. However, Got2b is trying to distinguish what they post on 
the different channels. For instance, Facebook posts are more product-oriented and can easily 
feature a product in the picture while Instagram posts are more inspirational and rather 
mention the products in the text below the picture.  
 
Finally, the Brand Manager mentions she is absolutely convinced that social media can lead 
to more loyal followers. Especially since loyal fans can become inspired through it and 
hopefully become motivated to purchase. Existing on social media will increase the chance of 
a purchase a lot more than not being on social media would. 

4.1.3 Polarn O. Pyret 
 
Polarn O. Pyret, a Swedish children’s wear brand, are today owners of two different brand 
communities for their brand Polarn O. Pyret on social media; one on Facebook with 78.100 
followers and the other one on Instagram with 42.900 followers. Both brand communities 
give the brand various opportunities and along with the help of the media agency Ingager, 
Polarn O. Pyret is pleased with how they manage to grasp them and achieve goals. The main 
difference between Polarn O. Pyret’s accounts on Facebook and Instagram is that Facebook is 
more used as a sales channel while Instagram is used as a platform to build up the brand. For 
instance, on Instagram the posts are more inspiring and focus is on developing engagement 
and tells more of a story than selling products. In contrary, posts on Facebook have a more 
direct aim to sell since almost all posts have a link to the brand’s e-shop. The reason for this is 
that the brand owner can control posts and ads much more on Facebook and it can also be 
locally adjusted, which is a function that is not enabled on Instagram yet. All posts no matter 
if on Facebook or Instagram have a clear brand-related purpose. As the company’s work is 
much founded around different seasons one can easily see when new campaigns have their 
starting point and end. To be depending on weather can sometimes collide with offers and 
becomes a failure. At one point the company communicated their rain jackets and its great 
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function when the sun came out for the first time that spring. Polarn O. Pyret’s intentions of 
being on this modern channel are to generate sales and to build up their brand. The key is to 
create awareness among consumers through a platform where they are active. If a brand is not 
where their consumers are there is a big risk that consumers see competitors instead of your 
own brand. It is clear that consumers seek for information in other ways than before. Today, 
people can search on Facebook or other social media to read about what the brand itself says 
about their products, but also, carefully read previous consumers’ thoughts and opinions.  
 
Currently, Polarn O. Pyret is at a stage where their current main customers (parents with small 
children) are beginning to reduce due to the fact that their children are no longer in Polarn O. 
Pyrets size range. Consequently, they have to find “the new consumers” (the same target 
group but a new generation). Analyses shows that they spend, like Polarn O. Pyret, plenty of 
time on social media for various reasons. Polarn O. Pyret has been able to measure that 
around 80 to 90 percent of new consumers who visit their website comes from social media. 
Remarkable was also that the amount of visitors to the webpage who came from Facebook 
increased with 40 000 from November 2015 to January.  
 
Consumers perceive Polarn O. Pyret as a strong Swedish brand with great function, 
sustainability and quality products, with a unique and unisex design, according to the 
Marketing Manager. These perceptions comes from the philosophy of letting children be 
children, something that many parents have appreciated during the brand’s lifetime. Results 
from customer research made by Xtreme tracking have also found the brand to be perceived 
as a premium brand. Furthermore, those surveys gives a better understanding of what Polarn 
O. Pyret is in consumers’ minds, which enables the brand to know where to put effort, in 
order to obtain and keep the position they want in consumers mind. However, not only 
consumers’ perception is tested – the company frequently follows and analyses times in order 
to determine at what time posts should be posted on social media. In order to get the wanted 
results, Polarn O. Pyret has come to the decision to post content early in the mornings and in 
the late afternoon, since this is when their target group is the most active on social media. To 
figure out what type of content to post Polarn O. Pyret’s Facebook and Instagram pages has a 
good mix of pictures and videos. Most still pictures show clothes and inspirational styles 
while videos communicate more functions and the company’s core values. To make offers 
more alive there are post that combines static pictures with moving elements. Noticeable is 
that videos creates more engagement than pictures, at least in likes.  
 
Since, Polarn O. Pyret is a big and established brand on their market, it does not come as a 
surprise that they focus on social media, where they are at the forefront, according to the team 
Manager at Ingager. The brand spends numeral hours on communication with their consumers 
and put a lot of energy and effort into follow-ups and analyses in order to be more relevant. 
Simply put - a lot of effort is put down on social media, but there could always be more done, 
says the Team Manager at Ingager. Moreover, the brand was eager to start an Instagram 
account and did it in November 2013, before plenty of their competitors. That turned out to be 
a smart move considering that more content is moving from text into viral and movements. 
One reason for this content change is that the importance lies in entertaining the consumer 
rather than informing them. To be able to get consumers attention on social media, there has 
to be some kind of storytelling1, which creates value, and evokes interest in the consumers 
mind rather than just enter information. Without a story, the purpose of engaging consumers 
would not be achieved.  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1	  Storytelling is a way to get closer to consumers, by telling them a story instead of facts	  
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Social media is growing and becoming more and more important for companies, not the least 
in the retail market. It is vital to keep up in the fast pace environment of social media. 
Additional numbers of companies spend more of their budget on social media when they see 
effects and are able to calculate how big the return on investment are. Something that has lead 
the Facebook page to be more result oriented rather than just a platform to interact with 
consumers. Polarn O. Pyret would like to use more of their budget on social media, but are 
pleased with the amount of time they put into it. All the interview-respondents from Polarn O. 
Pyret were united about social media being very important for the brand. It is a unique place 
with a lot of possibilities to interact and engage consumers around the brand, find new ones 
and to tell a story. This could never be made, in the same extent, with banners or poster, 
which make social media an enormous platform for possibilities.  
 
In today’s competitive market, the Marketing Director tells us, that it is a must to pay for ads 
on Facebook in order for consumers to see published content and get it spread over social 
media. If not, all the hard work and energy would not compensate. This, because Facebook 
does not have a dynamic spread, like Instagram, which means that everyone who follows the 
brand page may not see all their posts. At the time 20 per cent of all posts are dynamic while 
the rest are bought ads. Moreover, some say that Facebook is going downhill but the media is 
still strong enough to let it go and is today more targeted towards sales. The underlying reason 
for this change from an informative platform into a more sales driving developed when better 
tools for measuring data traffic on Facebook to a complete purchase were enabled. Together 
with other programs and systems companies are able to discover patterns in consumer 
behavior and with these patterns the brand can create target audiences and advertise more 
tailored. All these improvements give Polarn O. Pyret real evidence that activity on social 
media, like Facebook, certainly provides them with something more than just followers -it can 
increase the amount of visitors on their webpages, by directing traffic there, which most likely 
will convert into more purchases. Naturally, this is one reason why they construct strategies 
for this channel so carefully, where a big part of the plan is based on these facts along with 
some gut feeling. The Marketing Manager explains that, when you work with social media 
every day you get to know your consumers’ behavior and form a feeling for what they like 
and want.  
 
Polarn O. Pyret’s consumers are active on the company’s brand community and asked various 
questions about the assortments and wishes for new products and nearly all of them gets a 
personal answer. Through their brand communities, Polarn O. Pyret are able to develop a 
relation with their consumers. It gives them the possibility to be more personal by, for 
example, answer questions directly to the person who asks, just like friends in real life. This 
makes the communication more transparent and creates a trust and loyalty towards the brand. 
The Marketing Managers says that the key is to be active, available and social. Polarn O. 
Pyret analyses consumer data with the help of Ingager, a media agency, in order to get an 
understanding of what their consumers want. Presently, new arrivals, offers and babies are the 
hot spot. By following Polarn O. Pyret the consumers wants newsworthy and creative 
contents and by providing them with what they want, the process of creating trust is 
simplified. However, there is not only positive sides with brand communities. When negative 
occurrences happens they get public and available to everyone. When this occur, some 
consumers can ally and go against the brand by questioning their offers etc. For instance, to 
celebrate the company’s 40-year anniversary they offer 40 per cent discount on a set of 
trousers and shirts, which drove a lot of traffic to their webpage. This resulted in more orders 
than what where in stock and also an online crash. Plenty of upset consumers turned to the 
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Facebook page to complain. This makes it crucial to have a well-thought-out strategy that can 
convert the negativity into something positive and in that way not lose the up-built trust. 
Another outcome from negative scenarios can also develop engagement within consumers 
where their disappointment triggers other dissatisfied consumers to share their experience. 
When this occurs it is significant for Polarn O. Pyret to act as fast as possible to end it. The 
problem has to get solved in a smooth way and transfers the bad communication into a private 
conversation, in order to find a personal solution for the unsatisfied consumer. However, in 
some circumstances consumers themselves answer the negative comments and stand on the 
brand’s side.  
 
Even though a lot of negative engagement comes from consumers, Polarn O. Pyret’s purpose 
with its social media is to engage people in a positive way and hopefully create a good fan 
base, which can drive sales. It has been found that comments and shares weighs more than 
likes and therefore Polarn O. Pyret strives to get more of that kind of engagement by posting 
content that will boost this outcome. To engage their consumers the brand provides them with 
news and creative content as well as competitions and short-movies. Babies and sneak peeks 
on launches have seemed to be a safe card that is really appreciated among their target 
audience. Noticeable was, for instance, a picture posted on a girl with the genetic disorder 
Downs syndrome, which engaged consumers positively with a lot of sharing and comments of 
the post, probably because they support the company’s view on diversity and differences. 
Also competition is the content, which results in most engagement, where one from 
Valentine’s Day had 2579 comments and was very successful. This is also strengthened by 
monthly internal reports which show that competitions overall get the most likes, comments 
and shares. The winner often receives a gift card around 200 to 300 SEK, which can be used 
in any of Polarn O. Pyret’s stores. The only months when competitions did not make first 
place where in January when the company launched it so called 40 year anniversary page 
where consumers could read all about Polarn O. Pyrets history from 1976 to today. 
Furthermore, it is important to keep in mind that the company sells children’s wear and that it 
is the main reason why consumers want to be a part of Polarn O. Pyret’s brand community. 
For instance, that is why previews are cherished - it makes the consumers feel special and 
gives an exclusive feeling, since they are the first ones to see it. This year Polarn O. Pyret 
celebrates their 40 year anniversary and for that reason they sometimes posts pictures of 
clothes from their history in the 1970’s, 1980’s and 1990’s, which they have noticed creates 
nostalgic emotions for their followers. To get a bit more personal with their consumers and 
show their appreciation towards them, Polarn O. Pyret sometimes “borrows” pictures from 
their followers. In that way content on social media is also user-generated and creates loyalty. 
Another strategic choice in order to create loyalty is to like and sometimes also comment on 
consumers’ pictures on Instagram from the brand’s account. This, to create a real and friendly 
feeling in the consumer’s mind, which is the position Polarn O. Pyret wants to possess.  
 
As mentioned social media is constantly changing – for instance, just a few years ago 
Instagram was not a forum that was used by brands and companies were discussing whether 
or not they should set up a Facebook fan page, says the Marketing Director. When the brand 
started to use Facebook, there were no ads and the purpose was to get as much followers as 
possible, since the more followers one had the more people were reached. Brand communities 
were more used as a customer service function, since it was a more practical and easy way for 
consumers to contact the company with a message or a comment rather than e-mails and 
phone calls. During the years, Polarn O. Pyret has experienced a change from content with 
long text into more video-oriented posts. This may have a lot to do with that long text can 
make the reader lose interest.  
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Finally, Polarn O. Pyret always wants to crack the code of what engages consumers and find 
that perfect balance between offers and newsworthiness. The underlying claim is for the 
content to be relevant. Social media will remain but definitely be developed, some channels 
will fall while new ones arises, says the Marketing Director. Polarn O. Pyret believes that the 
key for the future is to have more personalized material, something that opens up for a new 
experience of social media and the relation between brands and consumers to become even 
more personal. Another thought is that purchases will be more interactive and consumers will 
not feel the transportation between sites. A purchase would be done through a click at a 
picture of an outfit. The omni-channel2 mindset will increase and consumers will get the 
feeling of buying clothes directly from the brand community but in reality the company has a 
part of its webshop on there. The Marketing Director at Polarn O. Pyret believes that the 
future will provide more advanced systems, which will help companies, manage and measure 
their content in order to compare successful posts against unsuccessful ones. Much has to do 
with generations - the younger generations have more understandings of social media and 
their attention is much harder to obtain, which makes it especially vital to provide them with 
relevant material. The Team Manager at Ingager emphasizes that companies have to keep up 
with their consumers and bring their brand wherever their consumers takes them and adapt to 
new platforms and trends. 

  

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2 Omni-channel refers to a business model where a variety of channels are used in a 
consumer’s shopping experience e.g. physical store, online store and mobile app.  
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5. Analysis 
 

In the fifth chapter of the thesis a within case analysis is presented including comparisons 
between the two case companies’ three brands, in order to highlight similarities and 
differences. Also, the theoretical framework is compared with the empirical findings in a 
cross case analysis. 

5.1 WITHIN CASE ANALYSIS 
According to all three of the respondents from each brand, it is of big importance to be 
continually active on social media and to post relevant content. In fact, the Brand Manager at 
Barnängen stresses the importance of content’s quality, while the Team Manager at Ingager 
mentions that one has to consider what it is that followers want to see on brand communities 
and what their purpose of following the brand is. This, goes hand in hand with, Erdgomus and 
Cicek (2012), statement that relevancy is second most important factor affecting brand 
loyalty. Therefore, companies have to keep themselves up-to-date with what customers 
actually are interested in, popular activities, and current perspectives in life in general.  

5.1.1 Brand Equity 
	  
Several researches confirm how important it is for brands to exist on brand communities. 
However, a brand has to do more than just exist there, they have to also be visible and create 
awareness. Moreover, all brand representatives are convinced that “sponsored ads” are vital in 
order to reach a broad audience. The desire to reach consumers and to create brand awareness 
is the first step to create brand loyalty. For consumers to be loyal it has to start with them 
being aware of the brand, according to Melin (1999). All brand representatives are convinced 
that social media can evoke loyalty if consumers feel inspire by their brand and their products. 
If consumers can identify with the brand, the loyalty process begins. This is something that 
the interviewed brand representatives clearly consider when creating content for their brand 
communities. For instance, like the Brand Manager at Got2b stated, it is significant to tailor 
content for their followers. Furthermore, as Barnängen’s Brand Manager thinks, social media 
can contribute to loyal consumers, especially if they can identify and feel something for the 
brand. Likewise Phan et al. (2011) explained that brand awareness contributes to brand 
loyalty. This shows how important it is for a brand to level with its target group in order to 
create a bond. 

Melin (1999) talks about the importance of reflecting the brand’s values, which is visible in 
the brands content on Facebook. Melin (1999) continues to stress that if the consumer 
perceive the added value, it will contribute to higher brand equity. Marketing representatives 
from Barnängen and Polarn O. Pyret talk about perceptions and how important it is for them 
to understand their position in consumers’ minds as well as keeping content connected with 
their own core values. Not only to be relevant to consumers but also to use their brand values 
as a competitive advantage against competitors. Furthermore, the brands’ core values are 
clearly visible on their Facebook pages (see appendix 5 for a comparison of the three brands 
Facebook front pages). In addition, Barreda et al. (2015) states that a brand’s presentation on 
social media is directly linked to brand awareness.  

With the knowledge of what engages their target group, the brands can more precisely form 
social media content that is relevant. Furthermore, it is not only the perception and feelings 
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related to the brands that affect consumers’ engagement, timing also plays a big part.  
 
Kotler et al. (2008) mention that brand equity can be measured in how much more a consumer 
is willing to pay for a particular brand. Since Polarn O. Pyret does have a higher price range, 
it can be an indicator that they have high brand equity. In addition, Kotler et al. (2008) also 
state that brand equity is linked to brand loyalty and awareness. Also, when awareness is 
reached in consumers’ minds it could lead to top-of-mind and social media is a platform in 
order to enhance the chance of creating and maintaining brand awareness.  

Moreover, Melin (1999) talks about how engagement is crucial and that low engagement can 
affect a brand negatively. Since all interviewed brand representatives are trying to create 
engagement, we can see that it is a priority when existing on social media. For instance, all 
three brands works with competitions once in a while, which has seemed to created a lot of 
engagement. Melin (1999) said that the extent of engagement could depend on factors like the 
product, the individual and the situation. Therefore, it is important to have prices that fits the 
target audience, for instance, people who follows a specific brand are probably interested in 
their products and prices that goes in line with the target groups interests rather than random 
prices from other brands. As we have observed the different brands have had various prices, 
like skiing trips, shopping and city trips as well as gift cards in the brand’s stores, which 
shows the significance of tailoring prices and competitions to the specific target group as well 
as the brand’s brand values. Also, this observation is supported by Melin (1999), who stresses 
that engagement is created when something evokes an interest or means something for the 
recipient.  

Palmatier et al. (2007) mention how interactions of high quality on brand communities 
provide greater benefits for their members and how it has a positive affect on brand 
association and awareness. He further explains how this, in turn, can affect brand loyalty. In 
order to create content with high quality Barnängen, for instance, asks their consumers what 
they would like to see more of, both on their brand community and in their product portfolio. 
Likewise, Polarn O. Pyret takes into consideration what their consumers themselves post and 
often repost, comment and like on their consumers’ social media accounts. These actions are 
made in order to create a friendlier relationship between the brand and its consumers. This 
also goes in line with Porter and Donthu (2008), who say that consumers who perceive that 
brands make efforts on social media are more likely to become more brand loyal.  

In addition, Erdogmus and Cicek (2012) state that different factors, including campaigns, 
relevancy, popularity and existing on various social media platforms, are important in order to 
create brand loyalty. According to our case companies, brands can manage to be successful 
without existing on many platforms, since the platforms also have to go hand in hand with the 
target group and the brands’ core values. For instance, it may not be appropriate for Polarn O. 
Pyret and Barnängen, with an older target audience, to have a Snapchat3 account, while it 
might be a platform for Got2b to exist on in the future due to their young target group. 
Moreover, both the Brand Manager at Barnängen and Got2b stresses the importance of 
relevant content in order to be trustworthy. Likewise, the PR and Digital Manager at Henkel 
mentions, the importance to post quality rather than quantity. In fact, campaigns that are more 
special and more thought through, for instance, Polarn O. Pyret’s 40-year anniversary 
campaign and Barnängens annual winter campaign, tend to create more engagement.   

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 Snapchat is a social app where users can send and share pictures and short videos. 
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5.1.2 Brand Community  
	  
Hennig-Thurau et al., (2010) explain that brand communities are a platform to build 
consumer-brand relationship. By lifting, liking and commenting on consumers’ pictures on 
social media, foremost on Instagram, the perception of the brand as a friend is enhanced. Both 
Polarn O. Pyret and Got2b recognise the advantages with closer relationships to their 
consumers and the importance of content where consumers can recognize themselves, which 
evokes engagement and closer relationships. In addition, according to, Kietzmann et al., 
2011), brands can both retain and attract new followers on brand communities. However, 
according to our case companies, to work with “sponsored ads” it vital to become visible and 
therefore attract new ones.  

Furthermore, Kohli et al. (2015) mention the importance of creating emotional bonds with 
consumers on brand communities and that it is worth it in the long run even though it can be 
time consuming. Likewise, the Digital and PR Manager thinks that it is important to treat the 
audience as an individual rather than a group and that brands should be smart and creative on 
social media even though it might be more time consuming since it is worth it in the long run. 
In addition, both Barnängen and Polarn O. Pyret have used content, which creates emotions 
by for instance post nostalgic or compassionate pictures.  

5.1.3 Brand Trust 
 
All three brand representatives seem to take advantage of the fact that people tend to trust 
other peoples’ opinions and experiences with a brand more on brand communities (Muniz and 
O’Guinn 2001), since they all feature products on their brand communities, which often 
generate opinions to share. However, none of them tend to encourage people to talk to each 
other directly – it is something that usually occurs when something arouses negativity and 
discussions take place. Moreover, in line with Palmatier (2007) user-generated content is not 
biased and is seen as more credible and true, this is a great way to spread positive WOM 
about a brand and products, which, with a little luck, can reach huge amounts of people. 
However, this trust that people share with each other may not always be in a brand’s favour. 
Negative comments and reviews of a brand can exist on these platforms, which is a risk that 
always will be there and as Bruhn et al. 2013 mentioned brands should aim to keep their 
consumers satisfied in order not to disappoint anyone so that the negativity spreads even 
more. The Team Manager at Ingager explains that they are trying to be as transparent as 
possible on social media and always respond to negative comments to create a trust and 
prevent the negative comments to spread further, which the PR and Digital Manager at 
Henkel also states.  

Furthermore, representatives from Polarn O. Pyret believe that understanding consumers and 
their wants on brand communities can be a part of the process of creating trust. This, by 
carefully examine and understand the consumers purpose of following them on social media, 
which in this case, for example, is to get sneak peeks on upcoming collections. Their belief is 
in line with Porter and Donthu (2008), who are certain that consumers or brand community 
followers develop more trust towards brands that show, trough social media, that they care 
and spend a lot of time on their consumers/followers. By providing consumers with content 
that they want, but also forming a deeper, more personal relation, representatives from Polarn 
O. Pyret believe that trust and loyalty are created. Just as Team Manager at Ingager explained, 
Hall-Phillips (2016) mentions, that companies need strategies for social media since the usage 
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has increased, which all three representatives from the interviewed brands have seemed to 
understand and implemented in their marketing plans. 

5.1.4 Internet as a Marketing Platform  
	  
Because of the drastic change of the communication process online, brands nowadays 
possesses a great opportunity to include social media into their marketing efforts. In order to 
become closer with their consumers, brand can interact with them rather than only talk to 
them and according to Hur et al. (2011) more and more companies, including Barnängen, 
Got2b and Polarn O. Pyret, use brand communities as a strategic tool. However, it is not as 
simple as that – the kind of content that brands put out on their brand communities are vital in 
order to reach marketing success. For instance, Polarn O. Pyret says that the challenge is to 
entertain consumers rather than only informing them about products and functions.  

Furthermore, Parent, et al. (2011), explain how the close communication on social media 
often lead to strong brand attachments and it is clear that all interviewed brands are aware of 
this fact, since they all put a great amount of effort into their brand communities on social 
media. In line with Nandan’s (2004) statement regarding major changes in information 
search, the brands have perceived changes with digitalization and social media. For instance, 
how consumers seek information today is different from how it was before social media – as 
the Digital and PR Manger at Henkel said, a Facebook page can more or less be used a 
consumer service platform. Nowadays, a consumer who sees a product can easily go in to a 
brands social media page and receive a great amount of information about it, see reviews from 
other people or ask questions about it directly to the brand. 

In line with Bruhn et al. (2013) all three respondents from each brands are convinced that 
being active on social media can lead to more loyal consumers. Furthermore, they agree with 
Kohli et al. (2015) on how social media is rapidly changing and how it is becoming more vital 
then ever. The brands have seen the impact social media has on marketing today and how 
important it is to implement it in their marketing strategies. As the Marketing Manager at 
Polarn O. Pyret states, it is vital for brand to be visible on the social media where their target 
audience resides, in order to not risk that they turn to competitors. In fact, Barwise and 
Meehan (2010) state that social media and brand communities enhance brand awareness and 
Bruhn et al. (2013) mention how interaction between brands and consumers has an impact on 
brand loyalty. All three brand representatives imply that social media has become a place for 
consumers to turn to brands with question, as well as a place for brands to promote 
themselves and their products.  

5.2 CROSS CASE ANALYSIS 
 
The interviewed professionals use social media in their own way, however, all are united that 
it is a place a brand has to exist in, in order to reach a specific target group. Social media 
provides the brands with huge possibilities to come closer to their consumers and grow a bond 
with them. Currently, the brands has various types of social media platforms, however, 
Facebook seems to be the one that they all put the most effort into. All brands tend to use 
Facebook as their main channel since it is the place where it is easiest to communicate with 
consumers and followers. Also, the brands seem to post a bigger variety of content there, for 
instance, both informational and inspirational. While, other channels like Instagram and 
YouTube seem to be more limited and focus more on inspiring people. Table 1.0 and 2.0 
provide an overview of the brands’ activities and purposes on social media.  
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5.2.1 Brand Equity  
	  
All companies’ intentions of being on social media appear to be similar; they have to be 
present on channels where their consumers or the target group are, to form a relation and also 
to be able to engage them. Moreover, since Polarn O. Pyret sells their products directly to the 
end consumers’, their Facebook page is very focused on driving sales and direct their 
followers to their e-commerce page as well as their brick-and-mortal stores. However, on 
their Instagram page, they focus more on inspiring people and to build awareness. Henkel’s 
brands Barnängen and Got2b sell their products to retailers, which in turn sell the products to 
the end-consumer. Therefore, their channels are more focused on creating brand awareness 
and building relationships with the end-consumers. For instance, Barnängen uses their 
Facebook page more to learn about their consumers than what Polarn O. Pyret and Got2b 
seem to do. This is a good way to find information about their target group, however, it is of 
big importance to keep in mind that some people that are active on brand communities may 
differ from the actual consumer and the general target group.  

To engage their followers Got2b, Barnängen and Polarn O. Pyret understand the importance 
of providing consumers with content that is relevant for them. Not only does content has to be 
likable and relatable, it also has to fit the target group. Like the Digital and PR Manager at 
Henkel said, target groups’ purpose to use social media can differ. For instance, younger 
people may be pickier regarding content since they are so up-to-date with social media, while 
older people appreciate another type of content. One thing that seems to create engagement 
regardless of the target group is competitions. All brands have used this type of content many 
times and have reached a large group of people every time, which has created a lot of 
engagement. However, just like Got2b’s Brand Manager mentions, this could just be a 
temporary kind of engagement.  

Furthermore, exactly what it is that creates engagement varies amongst the different brands 
and also depends on current trends. For instance, Barnängen has experienced a lot of 
engagement when consumers are asked for their opinions and when they have felt like they 
actually make a difference. Moreover, Polarn O. Pyret receives a lot of engagement when 
providing consumers with product news, sneak peeks, baby pictures and short movies since 
their very specific target group appreciates this. For instance, Polarn O. Pyret once posted a 
picture of a young girl with Down’s-syndrome wearing their clothes. This made a viral 
engagement success amongst their target audience. It could be because it touched them in an 
emotional way. Emotional bonds have also been shown to appear when some nostalgic 
content is posted. Likewise, Barnängen has experienced a lot of engagement when posting 
historical pictures of their products or advertisements, since their long history evokes 
nostalgic feelings for their older target group.  

It is obvious that it is very important for all three brands to distinct themselves by clearly 
communicating their image and brand values in everything they do. See appendix 5 for a 
comparison of the three brands’ front pages on Facebook. This is important, as this is the 
appearance of the brand, which the consumer should feel for and get into a relationship with. 
It has to feel like the brand in order to be trustworthy, and what is more, the image has to be 
consistent.  

Based on our empirical findings, competitions always seem to attract a lot of engagement, 
regardless of target group. However, even though competitions can be a sure bet to get 
engagement, this may not be sustainable. For instance, a lot of people can like and share the 
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post and follow the brand during the competition period and when it is finished, there is a 
possibility that they stop doing this, which can impact the brand negatively. On the other 
hand, all the engagement that occur during competition periods can also lead to more 
attention to the brand and result in even more followers in the end.  

5.2.2 Brand Community  
	  
Furthermore, the amount of followers differs amongst the brands’ brand communities, where 
Polarn O. Pyret has the most followers, with almost the double amount on Facebook than the 
other brands Barnängen and Got2b. It is also visible that both Polarn O. Pyret and Got2b has 
more followers on their Facebook pages than their Instagram accounts. One reason for that 
Polarn O. Pyret has more followers on Facebook than the other brands can depend on the fact 
that they are selling directly to consumers (Polarn O. Pyret does not have any retailers as a 
intermediary), but also because their brand is a premium brand rather than a fast-moving-
consumer-goods-brand. However, a depending factor can also be the frequency of posts that 
are uploaded, since Polarn O. Pyret posts daily. 

The three brands work with “sponsored ads” in order to drive traffic to their brand 
communities. In addition, both Got2b and Polarn O. Pyret work closely with bloggers and 
influencers who are perceived as opinion leaders, in order to attract more people to their 
communities. This is not something that Barnängen has incorporated into their brand 
community. In addition, both Got2b and Polarn O.Pyret tend to inspire and create awareness 
around their products’ function, while Barnängen focus more on creating awareness of the 
products’ existence. Moreover, just like Got2b, Polarn O. Pyret has seen a transformation 
from text into moving pictures and videos. Therefore, more and more video content seem to 
be created, since it evokes a bigger attention nowadays. This may also be the reason why 
Instagram is being used more frequently and is a growing platform. 

5.2.3 Brand Trust  
	  
All the three brand representatives agree that it is of high importance to be transparent on 
brand community in order to be viewed as trustworthy and genuine. For instance, both the PR 
and Digital Manager at Henkel and Polarn O. Pyret’s representatives, state that it is important 
to address and answer both positive and negative comments on social media in order to create 
trust.   

Moreover, the respondents from each brand Barnängen, Got2b and Polarn O. Pyret seem to be 
aware of creating relevant content for their target group, by directly asking questions about 
consumers’ wants. However, this is something that Barnängen tends to put more focus on 
than Got2b and Polarn O. Pyret. On the other hand, Got2b and Polarn O. Pyret tend to work a 
lot with bloggers that fits their target groups’ interests. This makes it visible how important it 
is to work with influencers or bloggers that can represent the brand values in order to seem 
trustworthy.  

5.2.4 Internet as a Marketing Platform  
	  
Neither of the brand representatives think that the usage of social media will decrease in a 
near future, rather the opposite. All brand representatives seem to put more and more effort 
into their social media channels as well as expanding them. They all seem to be aware that 
new channels frequently come up and that it is important to stay up to date with what 
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channels their target group resides on and moves towards. In addition, brands marketing 
efforts are becoming more and more personalized and tailored towards their target group. Just 
like the Digital and PR manager at Henkel says, it is important to treat them as an individual 
rather than a group. This is clearly visible on Barnängen’s Facebook page, where posts always 
say “you” in singular when asking a question to its followers.  

Finally, all of the marketing professionals from each brand have seen how social media has 
matured and become an essential part of marketing communication and media plans. Brand 
communities started out as a platform where consumers could ask questions and “talk” to the 
brands. Today, social media is an essential part of any brands’ marketing efforts. Nowadays 
the question is not whether a brand should use social media, it is rather which or how many 
they should implement. 

5.2.5 The case brands’ activities on social media  
 
The following table indicates activities that the three brands have on Facebook. 

 
Table 2.0 Activities on Facebook 

Activities Barnängen Got2b Polarn O. Pyret 

Frequent updates x x x 

Sponsored ads x x x 

Link to brand’s webpage x  x 

Campaigns  x x x 

Bloggers/influencers  x  

Competitions x x x 

Videos x x x 

Product news x x x 

Surveys x   

Create a dialog  x x x 
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5.2.6 The case brands’ purpose of social media  
 
The following table indicates the brands’ purpose on Facebook.   

 
Table 3.0 Purposes on Facebook 

Purpose Barnängen Got2b Polarn O. Pyret 

Inform x x x 

Reach new members x x x 

Create awareness x x x 

Create engagement  x x x 

  



Jaber & Lundvall 2016 

	  
37	  

6. Conclusion 
 

In the final chapter of the thesis, our conclusions are presented. Recommendations for the 
case companies and suggestions for further research are also included.  

6.1 CONCLUSIONS AND REFLECTIONS 
 
The purpose of this thesis is to gain a better understanding of how companies use their brands 
on social media to engage consumers. We have come to the conclusion that there is not one 
single “right way” to create engagement since it is tremendously many factors that contribute 
to success on social media. It is clear that it is vital, not only to find ways to gain followers on 
brand communities, but to keep them too. In fact, engagement plays the role of creating 
attention to the brand, which in turn, creates and maintains brand awareness. Depending on 
what kind of brand it concerns or what its and its target group’s purpose on social media is, 
“the right way” differs hugely. However, after having collected empirical data we have 
outlined a few actions that seem to evoke more engagement than others.  

To begin with, a combination of relevant posts with “sponsored ads” seems to be the 
beginning of the loyalty process, with relevancy being the most important factor. A post 
should be relevant for the target group in order to get their attention and break through the 
buzz that is out on the Internet today. However, the content itself does not matter if the posts 
do not reach both the right and a lot of people, therefore many brands work with “sponsored 
ads”. Furthermore, relevancy can take shape in many forms. Depending on the target group or 
the aim with the post, various things can be relevant. It is vital to reflect in the interests of the 
target group, and depending on how wide this group is, the content should also be varied. In 
addition, the content should go in line with the brand’s values in order to be trustworthy and 
keep the brand’s feel. Moreover, making consumers feel like a part of the brand, by letting 
them come with ideas and opinions, is a great way to engage consumers. It is about being 
active and available in order to create trust and loyalty.  

Furthermore, being active on social media is a win-win situation for the brands and the 
consumers. Thanks to the developed communication opportunities on brand communities, 
brands can gain valuable information about their target group, which can help them improve 
their brand and in turn their sales. For consumers, the opportunity to interact with the brand is 
an easy way for them to gain information about the brand, their products and to gain 
additional value by for instance, getting the latest news first and to compete in competitions.  

Finally, competitions are clearly a sure way to create engagement. This type of engagement is 
great for creating awareness about a brand, since it is not a guaranteed way to create a long-
term relationship. Furthermore, brands that succeed with creating emotional bonds on their 
brand communities get a long-term relationship with its members, which could enable 
members to become more engaged on the brand community.  

6.2 RECOMMENDATIONS TO THE CASE COMPANIES 
 
We strongly believe that the case companies in this thesis are aware of the challenges on 
social media as well as the importance to keep up with current trends. However, we would 
recommend the case companies to update frequently, since we have seen, that it seem to be 
one success factor. In addition, we recommend the companies to keep posting content with 
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high quality that goes in line with the brand’s image and values. Finally, we think that it is an 
advantage for a brand to exist on several social media channels if it is appropriate, and 
recommend the case companies to keep expanding their channels on social media. 

6.3 FURTHER RESEARCH 
 
We would suggest further research within the impact of “sponsored ads”, since it is becoming 
more and more important for companies and brands to work with this kind of proliferation. 
Also, in this thesis we have not considered the ratio between the reach of the post (how many 
people the post has reached) and the outcome of engagement. It could be interesting to 
research this further and investigate whether the reach has an impact on engagement.  

Also, it is often mentioned that social media has become an important communication tool. 
However, it has begun to evolve into a selling platform where consumers can be redirected 
into e-commerce platforms from social media. Therefore, further research within this area 
would be relevant in the future.  

Furthermore, Sweden is a small market and it is hard to make generalisations based on 
Swedish users alone. Therefore we suggest further research within engagement on social 
media in a wider geographic scale. In addition, it would also be interesting to see if companies 
use their brands on social media differently in various industries.  
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Appendix 
 
 

APPENDIX 1 – Interview Guide 
 
 

1.    What social media channels do you use for the brand?  
 

2.    What is you purpose with using social media?  
 

3.    How would it affect the brand if you did not use social media?  
 

4.    How does it affect the brand to use social media?  
 

4.    Do you have any specific strategy on social media?  
 

5.    How are you trying to create engagement on social media?  
 

6.    Is there any differences on how you and your followers act on Facebook other social media?  
 

7.    Do you consider any content better (engages more) or worse (engages less)?  
 

8.    Does the timing/day a post is posted affect engagement?  
 

9.    What does the development of your social media brand community look like?  
 

10.  Do you consider social media to contribute to more loyal consumers?  
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APPENDIX 2 – Examples of competitions on Barnängen’s Facebook  
 

 
Likes: 457 
Shares: 55 
Comments: 178 

 
Likes: 785 
Shares: 134 
Comments: 606 
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APPENDIX 3 – Examples of competitions on Got2b’s Facebook  
 

 
Likes: 581 
Shares: 16 
Comments: 40 
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APPENDIX 4 – Examples of competitions on Polarn O. Pyret’s Facebook  
 

 
Likes: 1000 
Shares: 95 
Comments: 2360 
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APPENDIX 5 – The three brands’ front pages on Facebook 
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