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This thesis is commissioned by Esprit Porvoo, Ritaco Oy, women’s clothing and accesso-

ries store. The aim of this thesis is to find out how social media could benefit Esprit Porvoo 

by engaging with current and potential customers and be a part of their marketing. The ob-

jective and purpose of this study is to gain deeper insights of how social media works as a 

marketing tool and to find out its advantages and disadvantages. 

 

The study uses qualitative research. As a research method the study uses face to face 

semi structured interviews with two different target groups. The interviews were conducted 

in Haaga-Helia Porvoo and Esprit Porvoo store. The interview questions were based on 

the participants’ background, experience and relationship with social media and Esprit 

Porvoo store as well as questions about what drives their buying behaviour. The interviews 

had all in all ten participants.  

 

The results show that the target groups answers varies but still remains some similarities. 

According to the results the study showed that even though the current marketing strategy 

works for the current customers of Esprit, the potential customer supports the idea of using 

social media as a tool to reach them. This is due to the fact that a majority of the partici-

pants have social media accounts and use them daily would enable visibility for Esprit 

Porvoo store. 

 

In conclusion, based on our research Esprit Porvoo could benefit from using social media 

as a marketing tool in order to reach its customers and attain new ones. There is an oppor-

tunity for Esprit Porvoo to benefit from the insights gained in this research and implement 

them in their marketing and actions in order to build long lasting relationships with current 

customer and attain new ones with the aid of social media as a marketing tool.  

 

Keywords 
marketing, social media, customer engagement, Esprit, research, qualitative 



 

 

Table of contents 

1 Introduction ................................................................................................................... 1 

1.1 Background of the Thesis ..................................................................................... 2 

1.2 Purpose and Objectives of Study .......................................................................... 2 

1.3 Research Question and Sub-Questions ................................................................ 3 

1.4 Company Esprit Porvoo - Ritaco Oy ...................................................................... 4 

2 Marketing ...................................................................................................................... 6 

2.1 Definition of Marketing .......................................................................................... 6 

2.2 Social Media Marketing ......................................................................................... 7 

2.2.1 Social Media Channels and Networks ........................................................ 8 

2.2.2 Benefits of Social Media Marketing ............................................................ 9 

2.2.3 Disadvantages of Social Media Marketing ................................................ 13 

2.3 Understanding Customers .................................................................................. 15 

2.3.1 Customer Engagement ............................................................................ 15 

2.3.2 Customer Experience ............................................................................... 17 

2.4 Marketing Environment ....................................................................................... 20 

2.4.1 Micro- and Macroenvironment .................................................................. 20 

2.4.2 How to Reach Different Generations through Marketing........................... 21 

2.5 Summary of the Theory ....................................................................................... 23 

3 Research Methods and Process ................................................................................. 26 

3.1 Qualitative Method .............................................................................................. 27 

3.2 Data Collection Process ...................................................................................... 29 

3.3 Data Analysis Process ........................................................................................ 30 

3.4 Validity and Reliability ......................................................................................... 32 

4 Analysis of Interview Results ....................................................................................... 34 

4.1 Background Information of the Participants ......................................................... 34 

4.2 Relationship with Social Media ............................................................................ 36 

4.3 Social Media Affecting Buying Behaviour ............................................................ 37 

4.4 Customer Relationship with Esprit Porvoo .......................................................... 39 

4.5 Social Media and Esprit Porvoo .......................................................................... 41 

5 Conclusions ................................................................................................................ 45 

5.1 Conclusions to Findings ...................................................................................... 45 

5.2 Suggestions ........................................................................................................ 47 

5.3 Evaluation of Thesis Process .............................................................................. 49 

6  References ................................................................................................................. 51 

Appendices ...................................................................................................................... 54 

 



 

 

1 

1 Introduction 

In today’s world digitalization is taking over traditional marketing communication ways. So-

cialising and interaction with different people is done on the internet in chats and different 

webpages online. Businesses have also shifted their communication channels online 

where consumers can be notified about anything and everything globally around the clock. 

Nowadays most people who live in modern society have smart phones, tablets, computers 

and other digital devices. With these digital devices people can get access to different so-

cial media channels such as different news apps, Instagram, Facebook, etc. According to 

Brian Solis, the author of “The Social Media Manifesto” social media describes the online 

tools that people use to share content, profiles, opinions, insights, experiences, perspec-

tives and media itself, thus facilitating conversations and interaction online between 

groups of people. These tools include blogs, message boards, podcasts, micro blogs, life 

streams, bookmarks, networks, communities, wikis, and video blogs also known as vlogs.  

(Solis, 2007) 

These days’ businesses and organisations are also familiar with different social media 

channels and use them for marketing, advertising and branding. It is safe to say that so-

cial media has become one of the main branches of marketing. The American Marketing 

Association describes marketing as an activity set of institutions, and processes for creat-

ing, communicating, delivering, and exchanging offerings that have value for customers, 

clients, partners, and society at large.  (Cohen, 2011)  

Social media marketing is said to be the “next big thing”. It might be a temporary but pow-

erful trend which should be taken advantage while it is still in. Some businesses think it is 

a vague concept that does not offer any advantage and is a complicated learning curve. 

Some have stated social media as a passing tool for marketing and therefore it has also 

been suggested to be an unprofitable one. According to Jason DeMeres in an article on 

Forbes website, he states that the statistics, however disagrees with the statement. Jason 

DeMeres writes that according to Hubspot, 92% of marketers in 2014 claimed that social 

media marketing was important for their business, with 80% indicating their efforts in-

creased traffic to their websites. According to Social Media Examiner, 97% of marketers 

are currently participating in social media, but 85% of participants are not sure what social 

media tools are the best to use. With these statistics it can be assumed that there is in fact 

a huge potential for social media marketing to increase sales. The problem seem to be a 

lack of understanding of how to achieve those results. (DeMeres, 2014) 

Social media marketing can help a business gain more visibility, increase ways to connect 

with potential customers and broaden the customer base. As more and more people use 

http://en.wikipedia.org/wiki/Online
http://en.wikipedia.org/wiki/Blogs
http://en.wikipedia.org/wiki/Message_boards
http://en.wikipedia.org/wiki/Podcasts
http://en.wikipedia.org/wiki/Wiki
http://blog.hubspot.com/marketing/social-media-roi-stats
http://www.socialmediaexaminer.com/report2014/
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social media apps daily, some businesses and their products have become so called 

social media trends which attract followers for their accounts and that way possible 

customers. For example, if a certain business brand who promotes their products with 

pictures on a social media app for ex., Instagram and the photos gets a big amount of 

likes, it might gain visibility and fame. After this it becomes a desirable product and as 

consumers pursue to purchase the product and put pictures of it on their own account 

page on the app. When enough customers do it, the products as well as the business 

brand becomes a trend on social media. 

 

1.1 Background of the Thesis 

This is a research type of thesis and in result we aim to give insights of social media mar-

keting to improve Esprit Porvoo’s marketing strategy and help it to become successful in 

social media marketing. We are going to explore different social media marketing tools 

and channels by interviewing regular customers of Esprit Porvoo. We aim to understand 

what social media channels are the best options to reach customers and gain new ones. 

This study will provide information about which social media tool will work best for Esprit 

Porvoos marketing. 

Esprit store as a small business wants to gain visibility and more knowledge about what 

different marketing ways there are these days and how to benefit from them. This is why 

we are trying to find out is social media marketing is the correct tool for Esprit Porvoo to 

use. We believe that this research will provide knowledge for Esprit Porvoo of different 

tools and deep insights about social media marketing and what it consists of.  

The theoretical framework will provide a foundation for our research process. Our theoreti-

cal framework will include chapters of traditional marketing as well as social media mar-

keting. As a research method we will use a qualitative approach as we aim to conduct 

face to face interviews to gain deep insights from current and potential customers.  

1.2 Purpose and Objectives of Study 

This study is conducted to understand how marketing in social media works, what are the 

threats and opportunities as well as how the case company Esprit Porvoo could benefit 

from different social media forms in marketing. The viewpoint on social media marketing 

of the case company Esprit Porvoo is crucial to be understood thoroughly so that it will 

give an advantage to the study. 
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When conducting a research there will always be some limitations. The limitations this re-

search has is firstly that it only concerns the Esprit shop in Porvoo which means the re-

sults of this research cannot be measurable for any other Esprit store as it does not offer 

valid information for them. However the information gained from this research is valuable 

for the Esprit store in Porvoo and it can hopefully benefit from it by building a better mar-

keting strategy which includes social media as a marketing tool. Secondly, according to 

Esprit Porvoos commissioner Riitta Tallgren and store manager Anu Kampman, the cur-

rent regular customers of Esprit Porvoo are estimated to be approximately 40 year olds 

and up which means they do not use social media to gain information as much as younger 

people yet. However they are one of the most quickly growing social media user groups 

and they seem to be absorbing using social media rather quickly for example, through 

their children or at work. The regular customers have been receiving old fashioned vouch-

ers to gain information about the shop and its activities which means they are not used to 

gaining information from Esprit Porvoo through social media. This could be a major limita-

tion when conducting our research.  

An overall object and purpose for this study is to gather information about how Esprit 

Porvoo could benefit from having social media as a marketing tool. We want to under-

stand the buying decision of the customer as well where they buy a certain product and 

why. This way we aim to understand the best marketing tool for Esprit Porvoo. We believe 

that in time, this will be more beneficial for the stores customers as well as the company 

itself. The final result to be achieved is to make social media marketing a significant part 

of Esprit Porvoos business and marketing strategy by providing deep insights about social 

media marketing 

 In the end we aim to have valid, fresh and reliable insights for Esprit Porvoo to use and 

hopefully be able to implement in their marketing strategy. Esprit Porvoo will know which 

marketing channels are the most used by its customers and which social media channels 

are a source of information for the customers. We hope that the results from this research 

will not only benefit Esprit Porvoo for right now but aid them with marketing in the future.  

 

1.3 Research Question and Sub-Questions 

The research question and sub-questions will guide us and make the thesis process more 

clear. The research question or problem will describe what the research is about and what 

we as researchers want to find an answer and solve the problem.  

Our main research question is stated below: 
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 How to make Esprit Porvoo more visible by using social media as a marketing 

tool? 

To find an answer for the main research problem, we will need to first look at sub-ques-

tions. Sub-questions help to answer the research question and understand the direction of 

the research. The sub-questions of this research are: 

 How to use social media as a form/tool of marketing? 

 How could Esprit Porvoo benefit from social media marketing? 

 How to understand the customers and what source of social media marketing do 

they prefer? 

With these questions we will be able to have a solid structure for our thesis and plan for 

our process as well as our results. We strive to find out answers for these questions to 

gain knowledge and understanding of the research topic. In the end we will answer the 

questions with the data collected and results gathered and constructed from the data. 

1.4 Company Esprit Porvoo - Ritaco Oy 

Esprit is an international fashion brand for women, men and kids. It was originally founded 

in United States, San Francisco in 1968 by Susie and Doug Tompkins. After making the 

brand popular in the United States Esprit expanded their company to international markets 

and made way in over 40 countries with over 900 retail stores and 7800 wholesale points 

of sale. (Esprit, 2016) 

Ritaco Oy is better known as Esprit Porvoo, which locates in Porvoo at the Art Factory 

near the city centre. Ritaco Oy is owned and founded in 2013 by Riitta Tallgren and the 

store was opened in the end of May 2013 and has been open ever since. The store sells 

clothes and accessories for women and they do not have a certain target group but the 

collections mainly interest women over 35 years old because of the quality and pricing. 

The yearly sales has been approximately 270 000 euros and the highest sales months are 

during spring in April and May and during winter in November and December. During 

spring higher sales are formulated by the up-coming party season, since the customers 

know that Esprit offers good collections of high quality outfits and during winter customers 

are doing their holiday shopping such as Christmas gifts and party clothes as well. Usually 

these months also provide many different sales which always attracts more customers. 

(Kampman, 2016) 
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Esprit also has a well-working “FRIENDS” program for their most frequent customers and 

the members are been rewarded by different sale-vouchers. These vouchers are sent to 

home by mail and accompanied with a newsletter via e-mail. Usually all sales interests the 

customers. Anu Kampman the store manager tells us that The “FRIENDS” program is Es-

prit Porvoo’s main marketing tool at the moment since most of the members are aged 40+ 

years and might not yet be familiar with as many social media channels especially con-

cerning marketing as the younger generation. And that’s why the vouchers sent to their 

address work the best.  (Kampman, 2016) 

The whole Esprit company and all their wholesale stores and franchising stores all over 

the world have the same marketing policies that all of the stores go by. The marketing pol-

icies do not change regionally or internationally in any way and are set by Esprit head-

quarters in Germany by their marketing specialists.  

Esprits marketing strategy is to mainly focus on their current regular customers who have 

joined their FRIENDS-program. Marketing mostly works via e-mail and regular mail. 

Newsletters about new products and sales campaigns are mainly sent by e-mail and dis-

count coupons and other vouchers are sent by regular straight to the customer’s home. 

Their idea in this strategy is that they take of their current customers with good service 

and excluded campaigns only for them and by this get other potential customers attention 

and get them to join as well. In their marketing strategy there is not that much social me-

dia use, since wholesale and franchising stores are not allowed to engage customers in 

any way via social media platforms, so for example a store cannot found their own Face-

book or Instagram page. If there are any existing social media pages they are managed 

by Esprit headquarters. (Kampman, 2016) 
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2 Marketing 

The theoretical framework creates a foundation for a successful research. This framework 

consists of marketing and the many topics concerning it. The topics will mainly include in-

formation of marketing as a concept, understanding and engaging with customers, mar-

keting environment, definition of social media marketing and how can it be used as a mar-

keting tool. We will also define social media marketing benefits, disadvantages and how 

customers experience it. The main parts of the theory will be discussed and it will act as a 

foundation for the empirical part of the thesis. The knowledge gathered from the theory 

part will be utilized in the whole research process.  

2.1 Definition of Marketing  

“Marketing is managing profitable customer relationships” (Gary Armstrong, 2015) 

According to the American Marketing Association Board of Directors marketing is the ac-

tivity, set of institutions, and processes for creating, communicating, delivering, and ex-

changing offerings that have value for customers, clients, partners, and society at large. 

Marketing links individuals to the marketer through information which indentifyes the 

products or services offered for the customers. (Association, 2013) 

Marketing is an important factor for a business. Marketing enables creating, 

communicating, capturing and sustaining value for the organisation in various ways. 

Marketing creates value for the business by informing and understanding the customers 

as well as providing them products and services. The value of the business can be 

communicated through a variety of marketing channels including the branding strategy of 

a business. By building an effective individual-centrict organization and a trusting 

relationship with the customers a business can sustain and even enable growth of value 

over time. The value should be equal or even greather than cost, product or service for 

the consumers. In order to motivate consumers to buy or even consider buying products 

or services there has to be meaningful benefits as well as value for the customer. The 

value of a company also assists customers to remain loyal for a certain business and it is 

products or services. It is more expensive and harder to gain new customers than retain 

existing ones.  (Research, 2016) 

“ The aim of marketing is to make selling unnessecary.” - Pete Drucker (Gary Armstrong, 

2015) 
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2.2 Social Media Marketing 

Social Media can be described and defined in various ways since its put together by many 

different communication platforms, media channels and other features. Social media is 

considered as a mixture of various online based platforms and networks that allow users 

to create, comment, post and share content. They have the possibility to interact with 

other users and create their own community where they can share their interests, opinions 

and news with each other. Social media makes it possible for consumers to expand their 

buying behaviour online since various businesses use social media as a marketing tool 

and in advertising since it is then easy to access the businesses web shop if they have 

one for example. (Nadaraja & Yazdanifard, 2013) 

Brian Solis who wrote the ebook ´The Essential Guide to Social Media´ writes that social 

media is more of a social science based than social technology. By this he means that so-

cial media is not only filled by content that users have generated and it is much more cre-

ated by the people who are in the communities always creating, sharing and discovering 

new perspectives of social media and communicating this way with each other. These 

people are creating new online networks across the world and using different social tools 

while doing it.  (Solis, The Essential Guide to Social Media, 2010) 

Social media can be considered to be an effective marketing tool. Basically every time a 

business or an organization uses social media it can be called social media marketing 

since they are creating awareness about their services, products or overall image and 

probably widening their customer base with it. As mentioned in the previous chapter mar-

keting is the activity to maintain customers and attain new ones by the process of creat-

ing, communicating and exchanging offering which have or create value for the customers 

or for any part in the society. This is exactly what social media marketing enables. 

(Ozuem & Bowen, 2016) 

Social media itself is a support and sales tool and when connected to marketing it be-

comes a powerful and versatile part of internet marketing. It is a tool that businesses and 

organizations use to improve brand awareness and build brand loyalty as well as creating 

new leads, connecting more with the existing customers and create more website traffic 

for them and even grow their partnerships.  

Social media marketing is more about engaging with the customers, seeing their behav-

iour and giving them more power and have impact on the businesses products or services 

they provide. Businesses start to see that social media marketing is not just a marketing 

channel in their marketing strategy but a great tool to build relationships with the custom-

ers where they can learn about their customer behaviour, see what they are interested 
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and hear what the customers are actually telling the about their products or services em-

bracing the positive feedback and working on the negative.  (Ozuem & Bowen, 2016) 

There are a wide set of various social media sites and networks that are getting people to 

sign up, friend each other, create a discussion, engage and share moments about their 

lives. This has been noticed also by businesses as according to a survey over 90% of 

American companies are using social media networks as a part of their marketing. Since 

there are so many platforms, a business must choose the one which suits their needs the 

best or even create their own online network like the company Nike did when creating the 

Nike+ which has its own app, community site and suitable products.  

Even though the largest social media platforms like Facebook and Twitter are thought the 

first when social media is mentioned, but that does not mean that other smaller sites can-

not be used. As every business decides which one it best for them even the smaller less 

known sites can be used for marketing. (Armstrong & Kotler, Principles of Marketing, 

2016) 

2.2.1 Social Media Channels and Networks 

Social media channels are an important part of social media. Channels mean that there 

are different ways to create, connect and share content with others. Social media chan-

nels can be put into these broad groups:  

 Social networks 

 Content creation 

 Bookmarking and aggregating 

 Location 

Social networks are channels that are built around social profiles such as Facebook and 

LinkedIn. Content creation are channels for creating and sharing content like different 

blogging platforms from Blogger to Wordpress. Bookmarking and aggregating are social 

curation and sharing content as well. Bookmarking helps saving websites directly into the 

browser or articles into a website, so you can visit them later. Location based channels 

are a subset of social networks that are based on location. Not all social media platforms 

fit into one channel group but are a mixture of many. These broad groups are not set in 

stone and can change to adapt and meet with their user’s needs.  (Quirk, 2013) 

Social media networks are online based services that can be defined with three stages. 

First stage of the network is where users can create a public or a semi-public profile on a 

platform. Second stage is where they start to connect with other platform users and the 
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third stage is where they start to view their connections that they made through the plat-

form and what connections those have created. These connections vary from site to site. 

(Boyd & Ellison, 2008) 

Social networks is a part of social media channels. In social networks people form and 

maintain social connections by communities. They share interests, activities and explore 

other user’s interests and activities. They are constantly using various tools provided by 

the Internet to connect with each other to share media, send messages and blogging. So-

cial media has created online friends that you might never meet outside Internet, but this 

does not mean that you are completely anonymous, networks usually provide personal 

pages where users reveal a lot about themselves to others from age and gender to loca-

tion and personal interests.  (Quirk, 2013) 

2.2.2 Benefits of Social Media Marketing  

 

Figure 1. Importance of social media for business (Samuels, 2015) 

As it is mentioned in the previous parts that social media and using it as a part of market-

ing and branding is very important to businesses these days. In the article Benefits of So-

cial Media for Business written by The Social Saviour professionals tells that in 2013 there 

were 86% of marketers that said social media was important for their business and the 

year later the number grew to 92%. It is predicted that the number has grown even more 

since. According to studies in the United States a basic internet user spends 37 minutes 

per day using social media sites, Facebook being the most popular one which had 1.5 bil-
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lion active users in 2015. Social media can provide a lot of value to a business from build-

ing their brand identity, to reaching more customers and communicate with them. 

(Samuels, 2015) 

Using social media marketing is a good investment from where you will get profits fast. 

When entering into social media marketing it has a low cost entry which means that even 

small businesses have the chance to use it without having to put a lot of money into it. So-

cial media has the benefit that you can create accounts into various platforms completely 

free and it takes no effort, only maintaining it proficiently. These platforms include Face-

book, Twitter, Google+, and Instagram etc. After making accounts to the necessary plat-

form the only place a business has to spend money is promoting their posts and again the 

costs are fairly low and depends how many people you want to reach in the social net-

work. Comparing the costs to a radio or a television ad then social media is more than half 

affordable.  

As it was said before although it is very affordable to create an account, managing it and 

maintaining it well is very important and will take a lot of time and effort as does all mar-

keting so there is no surprising time amount to prepare for. Mostly this needs a person 

who is appointed to managing social media accounts. This person’s job is to communicate 

with potential customers as well as updating the site and the businesses information. Also 

it is good to take advantage of all the marketing tools that the social media site provides 

so for example if they are using Facebook then using posting as an advertising tool and 

keeping their customers included so they know what is going on. (Samuels, 2015) 

A great benefit of social media marketing is also that a business has the power to target 

their marketing and/or advertising to certain groups or even individuals. For example in 

Facebook you can target people by location, age, gender, education, interests and rela-

tionship status. This provides the ability to specify the content. Social media has provided 

this tool that hasn’t existed before in marketing or advertising and as social media platform 

evolve and more are created and this tool will keep on evolving as well. This is also a 

great way to save money, as the business does not have to waste money on people they 

are not targeting so they are using funds towards their customers. Best results come from 

targeting when the messages are thought well and include images, quick posts and info 

graphics. It is also good to think out of the box and create unique content like using the 

posts in a blog post later on. This is why managing social media sites is important since it 

can take businesses to another level, because potential customers keep interacting with 

the business and keeps their interest levels up which eventually will improve sales.  

(Samuels, 2015) 
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After creating and maintaining social media accounts and using it as a marketing tool 

there is a need for analysing and following customers behaviour and movements online so 

that information can be used in further campaigns, ad creations and in social media ac-

count managing. These analysts can see the results in an objective way which gives a 

business an advantage to create more suitable and needed content for their customers in 

an effective way.  

In social media networking, advertising and marketing it is crucial to understand and know 

what the customers seek and need. Analysts will help solve questions like how many 

times people visit the site, how many clicks did an ad get, how many visitors from the so-

cial media site went to look at the businesses own website and are the visitors sharing 

any of the content with their friends. These are just a few example questions of what the 

analysts can help with. Usually large businesses have the ability to hire full time profes-

sionals that work in their own division but smaller businesses can seek out other options 

as outsourcing as a more affordable option.  

In the future even more benefits will arise since social media and social media marketing 

is an evolving field and keeps on growing. There are daily invented ideas and creating 

new content that can be used by consumers or professionals. (Samuels, 2015) 

According to an article on Forbes The Top 10 Benefits of Social Media Marketing written 

by Jason DeMers agrees with a lot that The Social Savior professional wrote into their arti-

cle, but has also written more elaborately what else social media marketing can exactly 

benefit. As in the previous article Jason DeMers also tells that social media is a powerful 

tool and should be taken advantage of when it is possible and popular, as it is the it-thing 

now. He also agrees that it is an evolving field and hugely profitable to businesses as ac-

cording to HubSpot 92% of marketers in 2014 told that social media marketing is im-

portant for their business which of 80% said that it increased traffic on their website. Even 

a bigger percentage 97% told that they are currently using social media but 85% of them 

were not sure what tools are best to use in their field. (DeMers, 2014) 

Social media marketing increases brand recognition and improves its loyalty, since there 

is such a high user rate in social media so potential customers can find a certain business 

through it and get interested until seeing some other advertisements this also goes hand 

in hand creating brand loyalty. According to studies done by Texas Tech University and 

Convince & Convert brands that are known through social media as being active and en-

gaging their customers keep the customers more loyal. Convince & Convert say that 

Americans who follow brands on social media stay 53% more loyal towards the brand 

than the ones who do not.  
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When business use social media sites and actively use all the tools to engage their cus-

tomers it creates a sense of interaction between the business and the customers and this 

leads to creating more opportunities for conversions. Posting and keeping the interaction 

going with the customers is creating seemingly reactions within current customers and po-

tential ones as well. Being on social media makes the business and the brand more ac-

cessible, customers can learn a lot more detailed information about them and this way it is 

humanized in the customers mind which leads into more human like interactions. People 

who follow businesses or brands on social media are more likely to increase the level of 

trust and credibility for the business which improves conversion rates excessively. 

(DeMers, 2014) 

Social media has made it possible for customers who feel that they got quality service or 

bought a good product they share news about them in their social media with their friends 

and post the businesses name. This can create discussions between people and get more 

people to go and get to know their service which improves the businesses brand authority 

and it seems more valuable to potential customers.  

Social media also makes it possible that more potential customers make to your busi-

nesses own website since they find it easier in social media platforms since not everyone 

look for certain businesses and visit their site via google or other search engines and this 

will grow the amount of visitors on the actual website. This also means that your busi-

nesses ranking in search engines will progress and your website will be easier to find 

since it will be more visible in the search engines and in internet. Search engines monitor 

and calculate rankings through activeness with many tools such as using tags, analytics 

and nowadays a lot through social media. If a business is active in social media search 

engines pick up on that and the businesses website will be on a higher ranking and again 

this will get more traffic on their sites. (DeMers, 2014) 

Marketing and advertising are usually very costly for a business because of high pricing 

and sometimes having to hire more personnel to do it, but in social media it is much more 

cheaper and time saving. According to HubSpots research 84% of businesses found out 

that six hours per week working on being active on social media can increase significantly 

traffic on their websites. This means that it takes a little effort and that social media is 

much cheaper but still a strong marketing tool to use. Not only businesses are benefitted 

from social media but the customers are in a very good position too. As social media cre-

ates customer engagement it also betters their overall experience when dealing with a 

business. If they give a bad review of a product or service via Facebook or Twitter for ex-

ample, the business can address their comment right away and customer satisfaction will 
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rise since they feel acknowledged by the business personally and their feedback mat-

tered. Also when dealing with customers via social media the business can see their cus-

tomer behaviour, see what they post and take note of what they are saying and learn from 

them. This is a great advantage for a business since they can see what is working well in 

their field, what are the customers liking about their business and what are the parts that 

need to be worked on, again bettering their image, brand and profits. (DeMers, 2014) 

2.2.3 Disadvantages of Social Media Marketing 

Social media marketing is presented usually as an easy tool to use, not that time consum-

ing and a money saving option for a business to use, but like everything else it also has its 

disadvantages.  

Even though social media marketing does not take as much time as some other marketing 

forms it still is quite time consuming. There has to be a person or a group depending on 

how many social media channels and tools are being used by a business maintaining 

them all actively. In social media it is crucial to keep checking every channel and network, 

keep answering comments from partners and consumers and always post and/or share 

content. If not being maintained properly consumers will start to lose their interest since 

the feeling of interaction disappears and a more active social media channel will get their 

attention. Therefore when starting out with social media marketing it is crucial to think 

about the time and effort the business is willing to put into it. (Nadaraja & Yazdanifard, 

2013) 

One of the other disadvantages is that companies need to protect their own trademarks 

on copyrights when using social media as a marketing tool. When sharing content in so-

cial media consumers or competitors can take advantage of these trademarks and copy-

rights and violate them. So it is crucial to monitor what they are sharing in a way that they 

are not misusing their intellectual property by the social media channels. If these are not 

monitored properly they can damage the businesses brand image and reputation. Busi-

nesses should do contracts with their social media platform providers specifying what 

third-party intellectual property they can use and what the limitations are. Infringement and 

impersonation of the trademarks and copyrights should be prevented by setting rules that 

prohibit their misuse. (Nadaraja & Yazdanifard, 2013) 

Also when using social media it creates certain trust, privacy and security issues. It is im-

portant for companies to take these issues in mind and protect them to minimize the expo-

sure of personal and private data. Consumers are sometimes worried that their personal 

information will be taken advantage so it is good that everything is in order and the busi-

ness can protect their clients while they are using social media, shopping in web stores 
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and can give them personal information about themselves without any worry. If it happens 

that personal and private information about the business or their customers will get out 

and being wrongly used, it creates a very public fiasco for the company and this way loses 

a lot of their customers and even business partners. If the reason behind that is social me-

dia it creates mistrust in consumers and they don’t want to use it like they used to.  

Usually many social media companies such as Facebook and Twitter have their own pri-

vacy policies which are monitored and when businesses use third-party social media sites 

they should not encourage their customers to violate these policies and also see that the 

businesses are abiding them as well. When thinking about security which is closely re-

lated to trust which is one of the key elements when for example buying products online 

so it is very important not to lose this aspect because then the business also loses its cus-

tomers if they cannot trust it. Without trust there is no loyalty towards the business or its 

brand so keeping privacy policies and personal data intact is significant since trusting on 

the Internet overcomes many other disadvantages. (Nadaraja & Yazdanifard, 2013) 

As it has been explained in what is social media and how it works users share a lot about 

themselves via Internet in different social media channels. When social media started to 

grow fast to a globally known multi-channel business, the developers behind the platform 

saw that users need more content they can effect on, so many platforms offer the possibil-

ity to share content that the users have created in many different ways such as by photos, 

videos or blogs. This is called user-generated content (UGC) which creates a lot of value 

to consumers since another person has done it and not a business. On that notice UGC is 

an excellent marketing tool, but it has a big disadvantage as well. Since the content is 

been created by another person, who is not connected to the business and acts as a con-

sumer it creates legal liabilities in the marketing campaigns. When businesses use UGC 

they should know how to minimize the threat of any legal liabilities and know how to con-

nect it to their marketing strategy without violations. (Nadaraja & Yazdanifard, 2013) 

One of the most obvious disadvantages in social media marketing is the negative feed-

back. As social media allows users to interact widely with each other and the companies 

that are using social media platforms, in a sense they are converting consumers into ad-

vertisers. It depends a lot on how the company or organization is presenting themselves 

and their products and/or services online leaving consumers to freely leave feedback 

about them on their social media channels which are seen by anyone who visits the same 

company as well. If the feedback is negative and not handled correctly it can effect mas-

sively how other consumers view their company. Taking care of these negative feedbacks 

is crucial for the business but also takes the most time to handle since they need to be 



 

 

15 

considered wisely in order to minimize loss of existing and potential customers. (Nadaraja 

& Yazdanifard, 2013) 

2.3 Understanding Customers 

To succeed in the competitive markets of today’s world the companies have to become 

customer centred. When creating a marketing strategy one of the most important things is 

to know who your customers are. Every consumer is different and should be treated as an 

individual. The companies brand is a way of connecting with consumers, it reflects on the 

companies values, products, services, everything about the company itself. The brand ex-

plains the businesses values and what it offers for individuals. When a company has a full 

understanding of its consumers and the marketplace, it should decide which customers to 

serve and how will it bring them value. After the company fully understands the custom-

ers, the customer-driven marketing strategy can be built. (Quirk, 2013) (Gary Armstrong, 

2015) 

When there is a understanding of the customers, the marketplace and marketing strategy 

it all comes down to building the customer relationship. Customer relationship 

management means building and managing the customer relationships and making them 

loyal for a speficif business or brand. The key to this, is to create a foundation of value 

and satisfaction for the customers. As mentioned before, it is easier to keep customers 

loyal instead of getting new ones, which requires the customers to be satisfied in the 

product or service they are buying. However this is not an easy task. In order to create 

customer value, the business has to offer perceived value for the customers. Customer 

perceived value means the evaluation of the costs and benefits of  what is offered to them 

by competing businesses. Then there is the matter of customer satisfaction which means 

that the customer expectations are met with the performance of the product or service 

bought. If the performance does not match the expectations, the customer will be 

dissatisfied which can push the customer to competitive businesses and if it does meet 

the expectations the results will create high satisfaction which can result into a loyal 

customer. (Gary Armstrong, 2015) 

2.3.1 Customer Engagement 

The communication environment has changed and is constantly changing especially 

because of technological evolution which has enabled digital and social media 

development. This digital media has changed the marketing communication ways. It has 

provided an opportunity to companies to easily communicate with customers and for 

customers to not only communicte with the companies but also with each other. This is 
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done on the internet or various social media channels by sharing and receiving content. 

(Armstrong & Kotler, Principles of Marketing, 2016) 

Building long lasting customer relationships requires many things, one of them being 

communication. Communicating the value propositions to customers enables customers 

to connect with the company on a deeper level. This is why all communications should be 

planned carefully and blended into the marketing strategy. Communication is a crucial part 

in engaging with the customers in order to maintain and build profitable customer 

relationships. (Armstrong & Kotler, Principles of Marketing, 2016) 

Digital media is changing ways to engange with customers because it enables engaging 

and communicating directly with individual consumers which obtains immediate response. 

In past decades, mass marketing was prefered as a way of integrated marketing 

communications (IMC) tool. Intergrated marketing communications mean that 

communication is done by carefully integrating and coordinating all of the marketing 

channels a company posesses in order to deliver a clear, effective and attractive message 

about the organization or its products. Communications were done through mass media 

such as television and magazine advertisement. Mass marketing means that standardized 

products were sold to masses of customers. (Armstrong & Kotler, Principles of Marketing, 

2016) 

Marketing strategies are changing and marketing ways are shifting away from mass 

marketing. In todays rapidly changing marketing communication ways the digital 

environment offers other ways to approach customers. Consumers are also changing as 

they are better informed and have more communication empowerment which gives them 

the option to search information online, including the Internet and social media among 

other digital environments, rather than relying on the information given by the marketers of 

a company. This allowes consumers to connect with each other in order to exchange 

information about the organization and its products. By creating content, commenting on it 

and sharing it to other consumers, they can even create own messages and experiences 

about the brand. (Armstrong & Kotler, Principles of Marketing, 2016) 

Companies are interested in reaching individual consumers instead of masses of people 

in order to build closer relationships with them. Digital technology gives advantages for 

companies to communicate with consumers due to the fact that many people have 

smartphones, tablets, computer and other digital devices. Consumers can be reached 

24/7 and anywhere in the world with access to Internet. Content marketing is easy and 

affordable, because e-mailing, blogging, social media apps or other online media can be 

accessed and the content may be shared for free. This new digital way of marketing 
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enables a more specific and targeted marketing communications model. (Armstrong & 

Kotler, Principles of Marketing, 2016) 

With the evolving technology the customers have also developed which has forced the 

traditional marketing ways to shift into a digital marketing way of sharing and creating 

content online. The consumers have understood that they can find information from online 

at any time which enables them to build their own customer experience. The consumer 

can share content and receive content within seconds. By sharing content and personal 

customer experiences online, the customer may effect others and create trends. These 

trends can for example, make a single product or even the whole company popular 

among consumers. Communication to consumers has become individual driven and 

companies want to communicate to consumers in a personalized way in order to create 

and maintain relationships with them.This can be done by for example, social media. On 

social media apps consumers can view and comment on the companies shared content. 

By observing and studying the comments and other content shared by the consumers, the 

company can benefit by offering useful and relevant products for them. These digital 

marketing ways such as social media, should be viewed as a way to engage with 

customer. (Maguire, 2015) 

2.3.2 Customer Experience 

As social media has the word ‘social’ in it that already tells that it is highly to do with peo-

ple. This is why social media is not just a marketing channel to businesses these days but 

rather a larger concept which involves making it a brand experience itself than only selling 

products and services. When talking about customer experience it is important to put a lot 

of effort into keeping the customers satisfied and this can only be done by listening the 

customer, acknowledging their online behaviour and keeping the customer in mind when 

doing changes. (Newman, 2016) 

When maintaining a working relationship with the customers it starts from the businesses 

own employees because they are the ones that are influencing them. When employees 

are not treated with respect and decency it shows and the customers get a sense of it. So 

employees need to be taken into consideration by appreciating, rewarding and respecting 

them. Also it is good if the employees feel that they are heard and are working as a part of 

a team. When employees are happy it reflects on your brand and the better your brand 

the more customers are interested. (Newman, 2016) 

Respect also goes with the customers, since they are the audience that are following busi-

nesses social media channels. Customer service is a key factor in successful customer 

experience. When different companies are competing against each other it is said by a 
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survey done by Bain & Co. that 89% rely on it. This means that when businesses are 

posting on social media they have to take various aspects into consideration such as de-

fining who the customers they want to engage with are, which platform should the choose, 

what kind of content should they post, are there any bigger goals ahead and in what ways 

can they view and analyse the results. (Newman, 2016) 

When a business uses social media for marketing, branding or advertising it good to keep 

in mind that good customer experience needs a lot of attention. As mentioned in the previ-

ous chapter, social media makes it possible for customers to interact with the companies 

who are posting and that means that it goes both ways and the companies need to also 

respond to their comments in a timely manner to keep the customers satisfied. Comments 

and feedback are also monitored by the businesses and gathered as data for customer 

behaviour. It is very important to learn from this and follow up with the customer to make 

their experience even better and the business stands out. This way we can affect the cus-

tomer satisfaction mentioned in the previous chapter and avoid dissatisfaction so that the 

customer does not go to the competition. 

In conclusion, customer experience can be used in maintaining customer loyalty as well. 

When receiving feedback via social media from customers it is important to acknowledge 

their input which will increase their sense of loyalty towards the business. (Newman, 

2016) 

With social media it is easy to change the content that businesses share with their cus-

tomers. When looking at customer behaviour online, seeing what they are commenting it 

should not be that hard to see what the customers want. This gives an opportunity to 

change the content more towards what the customers want to see on social media. In so-

cial media businesses should think outside the box when improving customer experience. 

There are many traditional way in how to use social media but new ideas are always a 

huge plus and keeps the customer interested. When monitoring customers’ interaction on 

social media they can give a business fresh ideas which they can use for their benefit. 

(Newman, 2016) 

With social media companies are giving their customers more power to interact with them 

as well share their positive and negative comments and feedback with them. Companies 

are increasingly starting to see customer experiences a big part of their marketing since 

social media is used there. This has them investing more time and effort to keep customer 

experiences on a good level and succeed in pleasing their customers thus cutting the neg-

ative comments and feedback. (Beard, 2014) 
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Social media makes it hard for a company to hide anywhere, meaning that consumers will 

always find it since everything there is only a click away and as they interact with a com-

pany on social media it means that they can give them public feedback which is visible to 

anyone. Since other consumers as potential customers or existing ones see the feedback 

and can make their decision to make a purchase based on the either positive or negative 

feedback.  

This also means that customers expect companies to answer their comments or feedback 

fairly quickly with a solution. The Social Habit did a study which tells that 42% of the aver-

age customers expects a company to answer their feedback in less than an hour. When 

companies fail to meet with the customers’ expectations they might lose them to another 

company who meets them. When other consumers see that someone’s feedback hasn’t 

been answered and no solution was proposed and if there are other same kind of feed-

backs piling up on the social media page, it hurts the brand image deeply since customers 

feel that their needs and pains are not acknowledged properly and the company does not 

care about them. Nothing is private on social media so companies need to understand 

ways how to manage it well. (Beard, 2014) 

Social media makes it possible for customers to share their positive or negative experi-

ences about a product or a service widely through their social media channels. According 

to a research done by the Client Heartbeat customers who have had a good experience 

tell to 1-3 people and customers who have had a bad experience tell to 9-15 people which 

is over three times the positive experiences amount. Nowadays people have different 

amounts of friends, colleagues and acquaintances in their social media networks. Accord-

ing to a report done by Edison Research and Triton Digital they found out that the average 

Facebook user has 350 friends and a data journalist Jon Bruner found out that the aver-

age Twitter user has 61 followers, adding to those numbers other social media accounts 

connections one person could reach over 500 people by posting and sharing their experi-

ences. And if one dissatisfied customers posts gets shared and goes viral it can reach 

even millions of people via various social media channels which can cause a huge 

amount of damage not only to the company’s brand and image, but their whole concept as 

a business. (Beard, 2014) 

When customer experience is taken into consideration it is very important to a company 

as it makes it more profitable, it grows customer trust and loyalty towards the brand and 

the image. Customers can share their good experiences via social media channels and 

reach a wide range of people who will consider a company’s product or a service and it 

can be shared by many people reaching an even bigger audience.  This is something that 

companies should take an advantage of by giving their customers to leave feedback so 
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others can see real reviews and try it out themselves since a reference from a real person, 

friend or a colleague is more trustworthy than companies self-claimed slogans. (Beard, 

2014)  

2.4 Marketing Environment 

“The actors and forces outside marketing that affect marketing management’s ability to 

build and maintain a successful relationship with target customers.”  (Gary Armstrong, 

Principles of Marketing, 2016) 

Companies should constantly study and adapt to the changing environment. Customer 

and competitive environments should be explored in order to buid and maintan succesful 

customer relationships.  (Gary Armstrong, Principles of Marketing, 2016) 

2.4.1 Micro- and Macroenvironment 

The marketing environment consists of a microenvironment and a macroenvironment. The 

microenivronment consists of factors which can have a positive as well as a negative 

affect on the companies ability to engage and create value for its customers. These 

factors can be suppliers, customer markets,competitors, publics and the company itself. 

The most important microenvironment factor for a company are the customers as the aim 

of delivering value for them is to serve and create longlasting relationship with target 

customers. However in order to build the companies a delivery network and to create a 

succesful marketing, the company requires building relationships and collaborating with 

other departments within the company, suppliers, marketing intermediates, competitors 

and various publics. (Armstrong & Kotler, Principles of Marketing, 2016) 

The macro environment of a company is affected by societal factors such as demo-

graphic, economic, natural, technological, political and cultural forces. The factors in the 

macro environment create threats and opportunities to the company. All companies are 

vulnerable for the changing factors that affect the macro environment. Some factors and 

the actions that is caused by them can be predicted and controlled but others can come 

surprisingly and be uncontrollable. This is why every company should recognize the fac-

tors behind the macro environment and be ready to change with as well as adapt to the 

environment. (Armstrong & Kotler, Principles of Marketing, 2016) 

The demographic environment is a factor of the macro environment. Demographic envi-

ronment involves people, the growing population, changing age, family structures, geo-

graphic population shifts, educational characteristics, population diversity and all the op-

portunities and threats that come with these factors. As everything is constantly changing, 
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such as the population of the world, in the macro environment it is crucial to recognize de-

mographic trends and developments that affect the markets. (Armstrong & Kotler, 

Principles of Marketing, 2016) 

2.4.2 How to Reach Different Generations through Marketing  

Observing and understanding different generations is crucial to understand the threats 

and opportunities macro environmental factors possesses. Different generations have dif-

ferent perspective on life. The evolution of digitalization has affected marketing and 

evolved it to a new level which is constantly developing. The next generation of consum-

ers is the only generation that has been born into digitalization. The people who belong 

into this so called Generation Z, have always had Internet, mobile phones, iPads and 

computers involved in their life which includes since birth. People who belong to the Gen-

eration Z were born in 1995-2012. The companies have had to find new ways to engage 

with today’s consumers. In order to communicate and reach the target customers it is cru-

cial for companies to understand that different Generations should be marketed and com-

municated with differently. For example, Generation Y Millennials, which includes people 

born in 1977-1994, value the experience of a product more, but as for Generation Z, it is 

important for the product to be popular instead of unique, especially in social media. Gen-

eration Z are also influenced by celebrity endorsement more than Generation Y Millenni-

als. As Generation Z has grown up with access to Internet 24/7, their identity is forged by 

the content they produce, share and see daily through various social media channels. 

(Czyrny, 2015) 
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Here is a list of how each generational group wants brands to reach them, according to 

Steve Czyrny: 

 

Figure 2. Ways to reach Generation Y and Z  

According to the list above Generation Z can be reached best by using social media as a 

channel of communication and engagement. This means of course that for this particular 

target group, the value and message communicated through social media channels 

reaches Generation Z rather efficiently. For example, as the environment has been a con-

cerning topic of many media channels during Generation Z's lifespan, they are usually en-

vironmentally conscious. So brands that share this value in a modern and fresh way will 

connect with this specific target group.  

By using easily digestible content such as visual content including images and videos in 

marketing and when engaging with consumers in crucial to reach Generation Z. As Gen-

eration Z has possesses the means to create and share own content it would be beneficial 

to encourage them to create own content for a certain brand on social media networks. 

For example, if someone buys a pair of shoes from Nike, he or she post a picture about it 

on their own social media accounts such as Twitter or Snapchat. If enough consumers 

continue to do this, it is free advertisement for the brand, creates trust between the brand 

and consumers as well as can make it even a trend on social media. As we discussed be-

fore, Generation Z’s identity and needs as well as wants are influenced by the internet and 

social media. If a product or brand is popular on social media, it will most likely become a 

desirable matter for Generation Z. Also by using celebrity endorsement you can affect the 
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Generation Zs buying behaviour. On top of these factors it is important to include different 

cultures and embrace different cultures in marketing. (Czyrny, 2015) (Mizerek, 2015) 

YleX, a Finnish source of media has done a vote online where anyone could go and vote 

which social media channel is the most popular in Finland. According to an article about 

the research on YleX webpage, Finnish people prefer Instagram as the best social media 

channel with 22, 88 % of the votes. WhatsApp is a close second as it had 20, 48 % of the 

votes. Third place went to Snapchat with 15, 5 % of the votes. (Rautio, 2015) 

According to a another article on YleX webpage Polaris Nordic Digital Music made a re-

search about social media usage in Nordic countries which included Finland, Denmark, 

Norway and Sweden. The research had people from ages 12-65 and there were approxi-

mately 800 people who answered the survey in every country. The research was con-

ducted in September 2015. On the contrary of the research conducted by only YleX, the 

research made by Polaris Nordic Digital Music, states that Facebook is still statistically the 

most used social media channel in Finland. Whatsapp was stated as a close second and 

Google+ as the third most used social media channel. Instagram was found on fourth 

place which differs from the research mentioned above made just for Finns by YleX.  

 It was found out that 89 % of Finnish people use WhatsApp and 38 % of Finns use Snap-

chat. The article says that there are more Snapchat users in Denmark, Norway and Swe-

den than WhatsApp users. The reason for WhatsApp being so popular in Finland is be-

cause of people being used to it as it is so familiar in a certain circle of friends. Also el-

derly people find WhatsApp more understandable as it is similar to texting. Snapchat in-

cludes easy video- and image messages to be sent with a text on top of the visual effect.  

(Annila, 2015) 

In the future it is predicted that Generation Z is going to have a huge impact on advertise-

ment and marketing as their buying power increases and the rapid evolution of digitaliza-

tion including social media continues. They might not yet be the target audience of many 

companies, maybe not even Esprit Porvoos, but it is important to see a bit further to the 

future and be aware of how potential these future customers actually are when they com-

prehend brands, companies, product and services. In order to get the Generation Z cus-

tomers there, companies should aspire to research latest social media networks and con-

firm a hypothesis through focus groups and different research methods. (Czyrny, 2015) 

2.5 Summary of the Theory 

Marketing ways have changed during the past years from mass marketing to focusing on 

customers as individuals even though the population of earth is constantly increasing. 
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This is because of the rapid technological development in the world. It is common to own 

smartphones, tablets or other devices to access the internet, social media channels or 

other similar digital environments. Marketing has shifted into the many faces of the Inter-

net including social media channels. The ability to access the Internet 24/7 has created a 

new digital world for consumers as they can share and receive content as well as com-

ment on it. Consumers can communicate with each other as well as with companies 

through various social media channels. This creates a possibility for companies to engage 

and connect with customers. This is important as the foremost crucial matter in marketing 

is to understand the target customers’ needs, wants and values in order to satisfy them. 

Companies should strive to create value for the consumers and also communicate the 

value of the company and products in order to create a sustainable relationship with them. 

Marketing can be done easily and in an affordable way online. After social media became 

popular amongst people to use and check daily, soon companies picked up on the possi-

bilities that social media can provide them in marketing and advertising. Social media mar-

keting in specific, has a lot of benefits that businesses are interested in addition of it being 

an affordable solution compared to other marketing ways like putting up big advertise-

ments or buying a spot from the paper. Social media marketing offers an easy and time 

saving marketing option. It only requires couple of employees can manage it so it appeals 

with minimal effort. Through social media channels companies may form relationships 

with customers and communicate with them. This can be done for example, by sharing 

content to the consumers in through social media. The content shared could be for exam-

ple, a picture of a new product or offering benefits for customers such as discounts.  

Despite the many benefits of social media there are a few disadvantages as well. Social 

media itself is not time consuming but maintaining all the social media channels might be 

as customer experience is very important and keeping them happy by answering their 

comments and feedback is crucial then. There are some liability issues that arise when 

using social media such as there is really no privacy for a company since everyone can 

post to their chosen social media channel and create negative impact on others. Lack of 

privacy also makes a business’s own private data vulnerable to third-parties as they might 

share something that they should not have which can never be erased from the internet 

and their collected personal data might fall into the wrong hands.  

In conclusion it can be understood that marketing emphasizes on customers as individu-

als. Companies strive to communicate and engage with old customers as well as potential 

new ones. This can be done by various methods, one of them being through the Internet 

and the environments it has to offer. Social media marketing is a great way to engage 

customers in a more personal level, give them more power to interact with a company and 
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this way create trust between the company’s brand and overall image. With digital envi-

ronments companies have started to involve the customers to their marketing, especially 

social media channels for example, by encouraging them to share content of the bought 

products. Also when customers are satisfied they easily share it with others which is free 

advertisement for the company. Social media also provides many un-conventional ways 

into using all of their tools that are provided in various platforms and give the opportunity 

for companies to connect with their target group exactly – leaving out the consumers that 

would not be interested in some product or a service.  

In our personal opinion, the Esprit Porvoo store can benefit from the changing world and 

the constantly developing digital environments. Because of the rapid and constant devel-

opment of technology, Esprit Porvoo should aspire to continuously study the new opportu-

nities the digital environments has to offer as well as how the consumers develop with 

changing world. Esprit Porvoo has unexplored options and opportunities in the environ-

ment the Internet has to offer in order to engage with consumers. We feel that with mar-

keting strategy insights offered to the Esprit Porvoo store by this research, they will be 

able to understand which digital environment Esprit Porvoo can benefit from and how can 

it use social media as a tool of marketing not only to benefit them but the customers as 

well.  
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3 Research Methods and Process 

This is the empirical part of the thesis. This part will include information of the research 

methods chosen, the research process including data collection and data analysing pro-

cess. The research methods chosen are based on the thesis topic, theories and values of 

the researchers. The concept research method refers to the strategies and statistical tech-

niques to produce research evidence. These methods chosen provide data which is fact 

based and a foundation for understanding of the data collected in order to analyse it. The 

data collected is the evidence for the whole research. Successful research requires good 

research methods which can be found in many forms such as observation, survey, inter-

views or experiments. Each method is unique and requires understanding of the strengths 

and weaknesses of that particular method, in order to choose the best option for the best 

and valid data. (Dahlia K. Remler, 2011) 

There are two ways to approach the research, inductive and deductive approaches. In 

some cases, researchers may include both approaches and in other cases the research-

ers may use only one of the alternatives for the research, inductive or deductive. Qualita-

tive research begins with inductive analysis and often swing back and forth between in-

ductive and deductive research. In an inductive approach the research begins with collect-

ing data that is relevant for the topic. After there is enough data collected, the researcher 

should observe the data and look for patterns in it. By observing the data a theory should 

be developed to explain the patterns found. In conclusion, inductive research approach 

starts from data and moves to theory. Deductive approach starts with theory and then test 

the hypotheses. In deductive approach the research moves from a general level to a more 

specific one, unlike in inductive approach. The approach to this particular research is 

more deductive as there are many theories of social media marketing and our research is 

based on the theories studied in order to gain deep insights for Esprit Porvoo to benefit 

and develop their social media marketing. (Blackstone, 2012) 
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3.1 Qualitative Method 

When conducting a study, there are two research methods to choose from. These two 

methods are qualitative and quantitative research. Quantitative research focuses on nu-

merical data which can be transformed into statistical analysis. Quantitative research 

methods include for example, surveys and questionnaires. Qualitative research focuses 

on the interpretation of languages, studying the meaning of people’s lives in real-life con-

ditions. Qualitative research method can be any valid technique in order to capture the 

words of others, these methods include in-depth interviews, observation and journals. It is 

not uncommon for qualitative research method researchers to use various methods when 

gathering data. The thing that separates the two research methods is the way the data is 

analysed. Both quantitative and qualitative research can also be used together in a re-

search. However in this particular research, we have only used a qualitative research 

method. This decision was based on the fact that qualitative research methods are di-

verse and varied. Qualitative research aims to go especially deep to the core of the prob-

lem. The data found with qualitative research provides multiple truths and results by the 

individuals who believe in them. (Morrison;Haley;Sheehan;& Taylor, 2012) 

Collecting data in qualitative methods can be done in many ways. We have chosen Inter-

views to be our research method for this research. Interviewing can be done in many 

forms. Interviews can be for example, structure, semi-structured, in-depth or group inter-

views. The interview formality and structure that will be used in this particular research is 

semi-structured interviews. Semi-structured interviews are referred to be a qualitative re-

search interviews. In semi-structured interviews the interviewer commonly has themes 

and some key questions to be covered. The order of the questions may vary depending 

on the flow of the conversation as well as additional questions and explanations may be 

necessary. The interview should be recorder by audio or by notes. In the interview sched-

ule there should also be comments in order to further discussion and get more information 

from the participant as well as close the whole interview session. (Saunders;Lewis;& 

Thornhill, 2016) 

Interviewing as a qualitative method, allows to understand the perspective of the person 

being interviewed. As we have chosen conducting qualitative interviews to be the best 

way to gather valid data in order to give deep insights and knowledge for Esprit Porvoo. 

Interviews can be conducted with individuals, with groups of individuals, in naturally occur-

ring groups or a combination of these. In our research we have conducted face to face in-

dividual interviews. With conducting face to face interviews we have aimed to discover 

complex social connections and gain insight of the participants’ worlds. This requires hon-

esty and being truthful with the researcher. The interviewer should emphasize on asking 
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good questions and above all, listening to the interviewee. The interviews should be con-

ducted in a natural setting for the participant. A good qualitative interview usually lasts 

from 30 minutes to 2 hours. The main idea however is not the minutes but the fact that the 

researcher gets to is hear everything the participant has to say. Usually the participant 

opens up more the longer the interview continues. It will help the participant to talk more 

freely if they know the topic in advance. We aim to move from general information to the 

specific in the interview and the interview should begin with at least one abstract question 

above the topic. The interview for this research will be recorded in audio and later tran-

script. There should also be a data sheet for each person interviewed where the partici-

pants’ name, gender or any other information crucial for the study should be recorded. 

(Morrison;Haley;Sheehan;& Taylor, 2012) 

The information about interviews mentioned above will be used when conducting the inter-

views for this study. The main purpose of using semi-structured interviews is to collect 

data which is relevant and new. The data should help Esprit Porvoo in their marketing. We 

hope to gain understanding of the customers and how or whether not the customers wish 

to be approached by Esprit in marketing through social media. Face to face personal inter-

views are a way to get the customers talking honestly about their opinions and feelings. 

The interviews don’t require names, which means they are anonymous. This may be rele-

vant for some participants to help them talk freely and honestly about the topics. We as 

researches and interviewers feel that our goal in the interviews is to make the participant 

feel important and create a trustful environment, listen carefully, ask additional questions 

and give comments in order to keep the discussion going as well as get a deeper under-

standing of what the participants are really saying.  
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3.2 Data Collection Process 

Data for this study will be collected by face to face individual interviews. We will interview 

regular customers as well as students from Haaga-Helia Porvoo. The regular customers 

are members of the Esprit “FRIENDS” Program and we have chosen to interview them 

because they are the ones who visit the shop and buy products frequently as well as have 

a relationship with the company. We are interviewing students from Haaga-Helia Porvoo. 

We hope to interview people who belong to Generation Z, which mean they were born in 

the 1990s. In the theory above, we have gathered an understanding of Generation Z, 

which is said to have a great impact on marketing. It was also said that they are the future 

of the buying power, also in Porvoo which is a fact we could not overlook. The Generation 

Z has grown up with computers which means that their identity is affected by the many en-

vironments of the internet and interaction through social media is comfortable for them. 

From this we gather that social media marketing might be an effective way of reaching 

them. In the end of this research, the social media channels chosen to benefit Esprit 

Porvoos marketing should not only reach current customers, but also new ones and espe-

cially the ones who will be the customers in the future.  

In the future we wish Esprit Porvoos marketing to reach the regular customers through so-

cial media. In order to understand the best way to do that we will conduct interviews to 

collect data about the topic. With these interviews we wish to understand how social me-

dia can be used as a tool for marketing, how would it benefit Esprit Porvoo, to understand 

the customers and what channel of social media would they prefer to get reached by Es-

prit Porvoo.  

The interviews were conducted in Finnish. We aimed to have at least 30 minutes long in-

terviews per person, as we wanted to really connect with the participants and create a 

trust between them and us in order to get honest answers and deep insights of the topic. 

We interviewed regular and active customers of Esprit Porvoo as well as students of 

Haaga Helia Porvoo. The interviews for the regular customers are conducted in the Esprit 

Porvoo store in a cozy and familiar atmosphere that supports the topic. The interviews for 

students of Haaga-Helia Porvoo were conducted in Haaga-Helia Porvoo campus. The in-

terviews were held in May 2016 in weeks 19 and 20. The interview questions were cre-

ated based on the topic, the research question as well as the sub-question and the theo-

retical framework gathered in the beginning of the study. We started the interviews with 

general information about the participant and getting to know more about the participant’s 

life in overall. This helped the participant get more comfortable and talkative. After the 

general questions about the participant and their life, the questions formed in to more spe-

cific, but still leaving opportunities for conversation to flow and additional questions as well 
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as comments to be added. In the specific questions we aimed to find out how does social 

media affect them and how would they feel about a company marketing though social me-

dia.  

The possible problems the interviews may have is not getting enough diverse data. Also 

that participants don’t open up enough or are not honest in the interview session. There 

could also be the challenge that data is collected without sufficiently analyzing them. To 

avoid this, we will delve into every interview and listen to the audio before interviewing the 

next participant in order to understand the data and what it reveals and make possible 

changes required to gain relevant data. The method may also suffer from participants not 

understanding the question fully and just answering without thinking about the question or 

the answer too much. Also the target group, Generation Z may be a risk since in ten years 

marketing may have developed in a completely new direction. However we find it essen-

tial to understand their points of view now as the future is unknown to all and they could 

be potential customers not only in the future but right now as well. 

As we want deep insights and relevant data, it is important for all participants to be inter-

ested, focused and motivated to talk and share their perspectives of the topic. This is why 

we feel that the participants should feel important in the interviews because they are the 

ones the results will be concerning as well as having an influence on the future as Esprit 

Porvoo will benefit from the information gained and most probably use it in future market-

ing.  

3.3 Data Analysis Process 

Qualitative research depends on social interaction. It is most likely to be more varied, 

elastic and complex than quantitative data. In qualitative research the data is delivered by 

words and pictures which may have multiple meanings, means the analysis of this kind of 

data requires careful exploring. The quality of the data collected depends on the interac-

tion of the data collection and data analysis process. This allows the meaning of the data 

to be explored and clarified. The data collected has to be explored, analyzed, synthesized 

and transformed to address the research objectives and find the answer for the research 

question. The technique used to analyze the data will summarize parts of the data to con-

dense, code and categorize it. Then the data will be set into groups according to themes 

that will make sense of the data. This information will be linked to categories and themes 

in order to provide structure to answer the research question. The way the qualitative data 

is analyzed is based on the research-specific concepts that are linked into the theoretical 

framework. (Saunders;Lewis;& Thornhill, 2016) 
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Data analyzed in this particular research will be done with thematic analysis. The essential 

purpose is to search for themes or patterns that occurs in the interview data. The analysis 

process involves coding the qualitative data to identify themes and patterns for further 

analysis which is related to the research question and topic. Thematic analysis is system-

atic, it provides an orderly and logical way to analyze qualitative data. In the end of the 

data analysis process we aimed to have rich descriptions and explanations. 

(Saunders;Lewis;& Thornhill, 2016) 

The process of the Thematic data analysis includes several steps. These steps won’t be 

in linear progression necessarily in practice, because analyzing the data involves analyz-

ing data as it is collected and going back to earlier data. This way the process coding and 

categorizing the data in to themes and patterns in refined.  

The first thing to do when starting the analysis process is to become familiar with the data. 

We transcript the interviews in order to get familiar with the data and ensure that no data 

is lost. We are not only interested in the words the participants say but also how they say 

it. After transcription the interviews were conducted into summaries, notes and self-

memos of the transcript to help with themes and key points to aid with the analysis pro-

cess. Transcription of data is also a way of coding the data as it involved labeling the data. 

For example, if a previously coded data does not match the new data gathered it should 

have a different label. As we are using the deductive approach of analyzing data in this 

process we have commerce with the theoretical framework written beforehand. We have 

applied the codes made from the data to the prior codes of the theoretical framework. The 

codes can be based on different factors. These factors can be terms used by participants 

in recorded data or terms of existing data, theories and literature also known as prior 

codes. Codes can also be formed from labels that best fit to describe the data collected.  

After familiarizing with the data and coding is fully done there is a procedure of searching 

for themes, patterns and recognizing relationships. Some themes may become main 

themes and some secondary. The themes are evaluated and the relationships between 

them understood. After the evaluation the themes will be refined and tested. The themes 

created will be a part of a coherent set as they should provide a well-structured framework 

to pursue the analysis. The relevant themes should be recognized as well as the sub 

themes in order to understand how meaningful the data is and the relationships they might 

possess. By re-reading coded data we possess an understanding of which theme is rele-

vant. Themes can be combined or separated to create new themes or even discarded. 

This will enable us to conclude into a valid and well-grounded conclusion. 

(Saunders;Lewis;& Thornhill, 2016) 
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We have chosen Thematic analysis is our guide for the data analysis process. Thematic 

analysis offers a systematic approach to qualitative data analysis. It is flexible and acces-

sible. As researchers, when analyzing the data it is crucial for us to understand our own 

attitudes and beliefs about the topic in order to understand how it affects our judgment 

about the meaning of the research data as well as to gain deeper insights when analysing 

the data. (Saunders;Lewis;& Thornhill, 2016) 

3.4 Validity and Reliability 

In order to conduct a reliable and valid research there is need for broad interpretation of 

the results discovered from the study as the results need to be critically interpreted and 

analyzed. 

Validity can be described as the measurement of the performance required in the study 

from the very beginning. This includes getting answers to the research questions, which is 

the foremost issue in this thesis. The questions and answers must be viewed critically and 

by compromising the integrity of the research. (Shuttleworth, 2016) 

Reliability is harder to measure than validity as it cannot be measured. The reliability of 

one’s research can be measured by consistency. When a research provides a recurring 

pattern which proves its reliability as the results are not coincidental. However, because 

qualitative research focuses on personal experiences and subjective point of views which 

makes the reliability of the data collected questionable and the results not necessary ob-

jective enough to be reliable. (Shuttleworth, 2016) 

The validity of the result conclusions were verified by negative cases that do not support 

the explanation. These negative cases help to refine the explanation and avoid interpreta-

tion that prove to be unreliable. Validity of the research was also tested by gaining feed-

back and making trial interviews before the actual data collection process. Some adjust-

ments were made based on the comments and feedback received from the trial partici-

pants. The questions were aimed to be understandable for the participants and closely re-

lated to the research topic in order to collect valid data for the results formed in order to 

provide answers for the research questions. The reliability of the research was enabled by 

both of the researchers rehearsing the interview situation in order to provide similar inter-

view situations. When analyzing the results the recurring patterns of the results were 

closely studied as it was made sure the answers were not coincidental. In order to gain re-

liable results the interview questions were made to be thorough and to gain honest, deep 

insights of the participants. The data gathered was studied objectively and questioned the 

character of the interview answers.  
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When a research contains validity and reliability it is more likely to be more professional 

and more certain. By eliminating the potential risks which might compromise the reliability 

and validity of the research will provide the research more rigorous answers for the re-

search questions. (Shuttleworth, 2016) 
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4 Analysis of Interview Results 

We interviewed 10 people from which 5 were students from Haaga-Helia Porvoo and 5 

were members of Esprit Porvoo FRIENDS, which is for the regular customers. All of the 

participants live in Porvoo currently. The interviews were conducted in Finnish, because 

all of the interviewees were Finns. All the participants were women since Esprit Porvoo 

store only has women’s clothing and accessories for sale, which makes gender one of the 

main features of the target participants and customers.  

We have formed five different themes where we divided the student and regular customer 

participants into two sub themes in order to fully understand and compare the patterns 

they have in common or separates them from each other. 

4.1 Background Information of the Participants 

The first five questions were formed to understand who the respondents are, their individ-

ual features such as age. The first questions asked in the beginning of the interview were 

also an aid to make them feel comfortable in order to help them speak more freely and 

honestly before moving into the more specific parts of the interview questions. The five 

questions included inquiring of the participants name, age, daily routines, hobbies and 

what they find important in life as well as what are their values in life.  

 

Figure 3. The age division of participants (Number of participants: 10) 
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The five participants who were regular customers in Esprit Porvoo store were from ages 

22-61 and the average age was 43. The regular customer participants described to have a 

very routine daily life. They wake up early and go to work in the morning. After work partic-

ipants said they go home, workout, do sports or other leisure activities such as golf, hand-

crafting and gardening. Two participants who have children also include taking care of 

them in their daily life. The youngest participant who is also a student as well as a regular 

customer stated that she met friends and went to stroll around shops after school before 

going home.  

All of the regulars find wellbeing of themselves as well as their families to be important for 

them in life as well as having a meaningful job and career. It was also mentioned that re-

laxation, taking time for oneself and values such as equality in life were important for 

them.  

Student participants were from ages 22-25 which means the average age was 23. The 

student participants include students from first year students to third year students which 

means their daily life affected by their studies varies between participants. Two of the stu-

dents are currently working on their thesis which means they don’t have scheduled 

courses. The student participants have different hobbies such as sports which includes 

going to the gym and jogging and music such as playing piano and singing. The major 

hobby that was a combining factor for all participants was that they enjoy seeing friends 

on a daily basis.  

Also student participants stated that they find wellbeing of themselves, friends and family 

important. The students all also had a joining factor in their values as they all think it is 

crucial to have ambition and also goals and plans in life for the future.  

When comparing the regulars and students, we can gather that overall the regular cus-

tomer participants are older than the students as their average age is 43 and the students 

is 23 which means it is natural that they have different life situations. The regulars all have 

jobs where they go daily, even though one of them is also a student. As for the student 

participants, they don’t necessarily have as routine life, because they don’t have school 

every day. Students were also keener on spending time with friends after school as they 

don’t have children or a career that their life involves around and don’t have as concrete 

leisure time hobbies as the regulars.  
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4.2 Relationship with Social Media 

After making a solid base and comfortable environment for the interviews with the back-

ground questions we moved towards more specific topics, so the interviewees were asked 

questions about their relationship with social media. These topics included questions 

about which social media accounts they use, how often and what their reasons for using 

social media are. We wanted to know what kind of relationships the regular customers 

and the students had with social media and how it differs from each other. This is crucial 

for our research because it gives us a better understanding of how the participants use 

the internet and social media as well as how it affects them. 

Regular customers all had social media accounts except one participant aged 59, who did 

not have any social media accounts at all. Other participants had various social media ac-

counts from most popular ones were Facebook, Instagram and Twitter. One of the partici-

pants said that they use Facebook mainly for work. Many of them also had LinkedIn, but it 

was mainly used for work reasons. Although most of them had an account in Pinterest, 

they answered that they use it rarely and only when needed for inspiration or do it your-

self-ideas. Twitter was also most common social media account because four out of five 

participants were users, they answered that they used it only rarely. From the regular cus-

tomers two youngest aged 22 and 31 years had an account in Snapchat and used it regu-

larly. 

When asked how often they used their social media accounts the answers were quite sim-

ilar since all of the participants answered that they use them daily and visit their accounts 

many times during the day when they had time and all of the participants said that the last 

social media site they visited was Facebook.  

Regular customers also had similar answers in why they used social media accounts. 

Mostly the accounts were viewed just for leisure to scroll new posts and stories and to 

also connect with their friends and colleagues. Since one participant used her social me-

dia account on Facebook and Twitter for work, she said that she likes to share news and 

photos about Finland and Porvoo to her colleagues who live abroad and are interested in 

these topics.  

All of the student interviewees answered that they use social media and had several ac-

counts in different social media sites. According to the data collected, the most used so-

cial media platforms were Instagram and Facebook, since all of them had an account 

there, the second most used turned out to be Snapchat which was used by four out of five 

students. The students also had accounts in LinkedIn, because of school, some had a 

Twitter and Pinterest accounts but rarely used them. When asked about their account on 
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Pinterest students gave the same answer as the regular customers that they use it mainly 

when they need it such as for a project of some sort.  

The students used their most popular social media platforms Facebook and Instagram 

very actively, checking them many times a day. All of the participants said that they last 

viewed their social media accounts a few minutes ago, so just before the interview started.  

Students answered that they used social media platforms for fun, relaxing and for follow-

ing and connecting with their friends. All of the participants said that they also like to follow 

different celebrities, inspirational sites, bloggers and clothing stores which they are inter-

ested in on social media. One of the participants said that they followed their favourite 

clothing stores in social media because she wants to see what new products have arrived 

and get news about sales campaigns.  

In conclusion there were a lot of differences and some similarities between the regular 

customers and the student’s relationship with social media. The biggest differences were 

that the students use social media more actively and it is a big part of their daily routine to 

check social media sites they use and that they follow more celebrities, bloggers and dif-

ferent stores when regular customers seem to keep their social media circles smaller only 

following friends, family members and colleagues. Almost all of the participants had ac-

counts on the same social media sites, but students also used Snapchat which only one 

other regular customer used. The student participants belong to the Generation Z. As 

mentioned in the theory, these millenials have grown up with the many environments of 

the internet and social media. They have always been around it and it provides them a 

comfortable and natural environment to connect with not only individuals but also compa-

nies. 

Other similarities were that all of the participants seemed to mostly use Facebook and In-

stagram and rarely visit their accounts on Twitter and Pinterest although having them.  

4.3 Social Media Affecting Buying Behaviour 

Before understanding the relationship between the participants and Esprit Porvoo store 

we wanted to gain a base of understanding from their buying behaviour and what drives it. 

We were interested to know how often the participants visit shops and make purchase de-

cisions. We also wanted to find out when was the last time the participants made a pur-

chase and the details of that since it can lead to findings about important factors that led 

to the buying decision. The aim of these questions was to figure out the factors that influ-

ence their buying decision and how do the factors influence it.   
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The regular customer participants go shopping for clothing and make a purchase in ap-

proximately once a month. Just one of the participants stated that she buys clothing once 

in every two to three months. One of the main reasons for going shopping included a need 

for a specific product. One of the participants amongst the regulars stated that the last 

time she made a purchase she had a need for jeans and received a discount coupon by 

mail from Sokos and she decided to buy her jeans from there. The youngest participant 

stated that she visits the shops every week with friends in her leisure time which led to 

more frequent purchase decisions. 

 

Figure 4. The amount of respondents admit that their buying behavior has been influenced 

by social media. 

Four out of five regular customer participants stated that social media had affected their 

buying decision. The regular participant who claimed social media hasn’t had an effect on 

her, does not have any social media accounts and does not use any social media site. 

The participants who said that social media had affected their buying decision said that 

they had seen an advertisement about the company, product or campaign which led to a 

purchase. One of the participants also said that she only makes online purchases from 

companies that her friend has recommended for example, by liking the company’s page 

on Facebook, giving ratings online or sharing content about a product or company. The 

participant stated that she had bought a yoga course after a friend had recommended it 

on Facebook.  

The student participants make purchases in average two times within a month. Three out 

of five participants agreed that social media has influenced their buying decision in the 
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past. The two participants who stated social media had no effect on their purchase deci-

sion said that they only buy products when they need them. The three other student par-

ticipants stated that they shop freely and make buying decisions when they see something 

they like for example, when spending time with friends and visiting shops. The three par-

ticipants told that they follow different stores on social media such as on Instagram where 

they can view for example, new products or sale campaigns which drives the buying be-

haviour. Also people such as celebrities and bloggers were said to be influencers of buy-

ing behaviour. One of the student participants admitted to buying a jacket from Zara after 

seeing it on a blogger on Instagram.  

From the data collected and results stated, we can gather that social media does have an 

effect on the buying behaviour. The participants who stated that social media had never 

influenced their buying decision cannot tell us whether the effect may have been subcon-

scious. I this case, the participant would not know that they had been driven towards a 

certain behaviour. However it seems that social media has a deeper influence on the stu-

dent participants buying behaviour. As the student participants belong to the Generation Z 

millennial group, it is natural for them to be involved deeply in the many environments of 

social media and it does affect their decisions. Generation Z is also known for celebrity 

endorsement which can be seen in one of the student participants’ behaviour as she has 

bought a jacket because of a person she keenly follows on social media and so has af-

fected her buying behaviour and decision. The regular customer participants however are 

more affected by a need of buying a certain product which is a norm for Generation Y mil-

lenials. Facebook was also found to be an environment which may have an effect on the 

buying behaviour of the regular customer participants as it is stated in the theory, Face-

book was statistically the most used social media channel in Finland. Overall advertise-

ments of companies and products seen on the feed on social media influences a majority 

of the participants. The main issue is to get the information and advertisement on their 

feed as they might not be following a certain page and thus has to find its way to gain 

viewers.  

4.4 Customer Relationship with Esprit Porvoo 

In our research we wanted to know what kind of relationships was between the regular 

customers and students with the case company Esprit Porvoo. Most important was to find 

out how often did they visit the store, what were the reasons for visiting and what their 

whole visiting experience was like and would they recommend it to others. We also 

wanted to find out was there any other ways that would suit the participants on how Esprit 

Porvoo connect with their customers as they currently don’t use social media other than 
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Instagram for marketing and contact regular customers via e-mail and sending regular 

mail.  

Regular customers told that most of them visited the store once a month or once in two 

months, one of the participants answered that it differs weekly and she might even visit 

the store many times a week. The reasons behind visiting the store was mainly its loca-

tion, because four out of five regular customers answered that it is located close to their 

working place or home so it is on the way home and makes it relatively effortless to visit. 

One of the participants answered that besides the location she really likes the Esprit brand 

as the clothes are her style which also was one of the reasons why she has visited the 

store.  

When asked about their last visit, which normally was within the same or past month, they 

all had a good experience mainly because of the high level of service and that there were 

sales campaigns going on. All of the regular customers said that they would recommend 

Esprit Porvoo to their friends and many of them already have.  

During the interview we also asked about how Esprit Porvoos customer engagement 

works for them and would there be a better way to connect with them. Two of five an-

swered that they don’t like getting e-mails because they won’t open them and sometimes 

the messages get unnoticed because of the amount of e-mails coming every day. Usually 

the coupons and other deals that were sent home caught their attention and this was a 

satisfying way to reach them.  

When interviewing the students about how many times they visited Esprit Porvoos store 

all of them answered either that they have never visited the store or very rarely. One of 

the students who answered that after they joined to Esprit FRIENDS-program, she got a 

discount coupon and went to look for a jacket. One of the students visited the store be-

cause she won a scarf from Esprit Porvoos raffle and went to claim her prize. Students 

who answered that they have visited the store said all that the overall experience was 

good because of the quality of the service, the store was clean and well organized which 

they appreciated and they would recommend it to others as well.  

The student participants were told how Esprit Porvoo connects with their customers and 

asked would they prefer to be connected in that way also or would they have other sug-

gestions. Most of the students said that since e-mails are being sent by every company 

they might not even open them and they would like to see more news about new prod-

ucts, sales campaigns and other news on social media sites. On social media sites they 

would be more visible as the students visited them actively during the day.  
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In conclusion, regular customers visit Esprit Porvoo store once at least once a month. As 

for the students, they have either never visited or have visited the store once. The reasons 

behind visiting the store were very different between regular customers and students. 

Regulars visit the store because of the brand, location and for the good service and stu-

dents mainly have visited the store because of an occurrence such as winning in the raffle 

or knowing the salesperson. There were also similarities when asked about their experi-

ence when they last visited, because all of the interviewees answered that their overall ex-

perience was good, they got good service and they would all recommend the store to oth-

ers.  

Regular customers seemed mostly satisfied with the way Esprit Porvoo connects with 

them, but added that advertisements on social media channels would work also as they 

might be more visible in their own feed. The students agreed with the fact that social me-

dia would work better when contacting the customers since they use it a lot. This way Es-

prit Porvoos advertisements and campaigns would be more visible and would reach more 

people.  

4.5 Social Media and Esprit Porvoo 

Now that we have information about the background of the participants, their relationship 

with social media and their relationship to Esprit Porvoo itself we may understand the rela-

tionships between the customers and Esprit Porvoo and how social media has influenced 

that relationship. We have figured out if the participants follow Esprit Porvoos only site in 

social media which is Instagram, how the participants prefer to be reached by Esprit 

Porvoo and overall findings on how Esprit Porvoo could benefit from using social media as 

a marketing tool.  
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Figure 5. The amount of participants who follow Esprit Porvoos account on Instagram.  

As we can see from the table above, none of the regular customer participants follow Es-

prit Porvoos Instagram account, which is currently the only social media site it uses to 

connect with customers, even though only one of the participants does not use social me-

dia at all. From the student participants one out of five people followed the Instagram ac-

count of Esprit Porvoo. The participant stated that she had followed the account as a re-

quirement in order to participate in a raffle by Esprit Porvoo. From this we gathered that 

even though there was a factor pushing the participant to follow the account, she still fol-

lows it today, which means she is most probably interested in the information and news 

delivered on the account as well as the whole brand and store itself.  
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Figure 6. The methods which the participants prefer to be contacted. 

From the table above we can see that the regulars prefer to be contacted by the same 

way they have been reached so far, by e-mail and traditional mail. They based this deci-

sion on the fact that it had worked for them so far and they feel that they are getting all the 

information needed from the company. However four out of five regular participants wants 

Esprit Porvoo to contact them through social media. The participants suggested a Face-

book page for an alternative way for Esprit Porvoo to reach them as it is the most used so-

cial media site amongst them. The regular participants stated that they would like to get 

Esprit Porvoos news on their feed on Facebook because it would be easy and fast for 

them to look through it. A Facebook page or other social media site would work also be-

cause the participants used social media daily and scrolled through their accounts many 

times during the day so this means that they would see the ads and campaigns in their 

newsfeed without even going to Esprits page. This again means more visibility to the 

store.  

The student participants mostly said they wanted to be contacted through social media 

such as Facebook and Instagram. As mentioned before, most student participants admit-

ted not being interested in the brand or store at the moment and that being the reason for 

not following the stores Instagram account right now. According to the student participants 

if Esprit Porvoo would use social media intensively as a part of their marketing, it could be 

recognized better. The participants explained that by using social media as a marketing 

1

2

3

4

5

6

7

8

9

10

How would the participants like to be contacted?

Social Media E-mail Traditional Mail



 

 

44 

tool the customers receive information quickly which can be viewed on the feed effort-

lessly, as they don’t have to search for the site or account itself because the advertise-

ment or other content emerges to their social media environment.  

 

In conclusion regular customers seemed to be quite satisfied with the way they were con-

tacted but still like the student participants they answered mostly that ads and different 

campaigns would get their attention as well on social media and it would be a good add to 

their current marketing strategy. Because of Esprits strict marketing policies, stores can-

not make pages on social media, but hopefully this would change in the future since there 

is a need for it according to our research. Student participants said all that they would 

acknowledge ads and different campaigns on social media much easier since they use it 

so often. Even though they were not interested in Esprit Porvoo store, but this way the 

brand might even start to interest them more if they would see them active on social me-

dia.  

After these conclusions it seems that Esprit Porvoo could try some other marketing ways 

such as social media since it interest all of the interviewed people except one who did not 

have any social media accounts.  
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5 Conclusions 

These are the conclusions to our findings in our study and suggestions on how to imple-

ment the knowledge gained to Esprit Porvoos marketing in the future. In this chapter we 

aim to clarify how the data provided the answer to the research question and enabled us 

to provide valuable insights for Esprit Porvoo.  

5.1 Conclusions to Findings 

As a conclusion, based on our research it can be stated that Esprit Porvoo could benefit 

from using social media as a marketing tool in order to reach its customers and attain new 

ones. From the research results we gather that even though someone does not admit in 

being influenced by marketing done through social media but we do not have the 

knowledge and valid facts of stating they haven’t been affected subconsciously. As we 

can see from the theory and research results, the participants who belong to Generation Z 

strongly support using social media as part of marketing as they are constantly using it 

and can be reach within seconds.  

When looking back at theory we can understand that social media marketing consist of 

various factors. The core of the idea is to create awareness about the company and what 

they are offering for the customers. From the research results we can understand that a 

majority of the participants recommend social media as a way of reaching to them and in-

form them about for example, new products and campaigns Esprit Porvoo has. By using 

social media Esprit Porvoo may widen the customer base which includes attaining new 

customers and maintain new ones as they can advertise their shop fast and rather effi-

ciently. When the content created and shared through the social media site it creates 

communication with the customers and this way creates value for them. Based on the re-

sults we can state when a company is getting acknowledged on social media from friends 

and acquaintances or other reliable sources, it becomes more alluring and trustworthy. 

Many people might have suspicions about companies or products that are not familiar it 

helps to see recommendations of it online. In the study results we found out that people 

find social media beneficial for them as they can see other people who trust the company 

as they might click the like button or give feedback on the company’s site.  

There are different ways of doing marketing and of the issues to be discovered in this re-

search was that is social media the best option for Esprit Porvoo and if not what is? Based 

on our research most participants still prefer the original way of Esprit Porvoo contacting 

them which is by email. Social media was a close second choice and a majority of partici-

pants did feel that social media would be a preferred way to be reached out even though 
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they also prefer the traditional email option. From this information we conclude that Esprit 

Porvoo should continue with reaching to customers by email but in order to attain new 

customers and gain new email addresses to send campaign letter or other information, 

social media would be a powerful option. We feel that it might bring a younger generation 

of shoppers to the store as well even though majority of the student participants in the 

study, who are not regular customers of Esprit admitted not being interested in the shop, 

at least yet.  

As for the correct marketing tool, we feel that the current social media site, Instagram is 

worth keeping and working on as it is popular among Finnish people. However, according 

to our study Facebook was found to be the most preferred way of following the store on 

social media. Looking back at the theory, we can understand this point of view as Face-

book was ranked the highest used social media site in Finland. Based on the study it 

would be efficient for Esprit Porvoo and the customers to view information of the company 

and information related to it on their feed effortlessly. As many people scroll through Face-

book daily and even multiple times, the advertisement would become visible even by 

force. Also some participants stated that they enjoy following other sites, such as celebri-

ties and stores on Facebook more than other social media sites. The Generation Z partici-

pants preferred also Instagram as some of them already follow the Esprit Porvoo store ac-

count or other clothing stores.  

Based on the study, social media would provide opportunities of engaging with customers 

on a new level as they may be involved in the marketing process by feedback and sharing 

or posting content about Esprit. However we did not gain a 100% certainty that the current 

customers, especially the regular customers of Esprit Porvoo, since not all customers 

have social media accounts or use social media. From the study we gathered that most 

current customers of Esprit Porvoo would like to be reached out by email in the future as 

they stated to being comfortable and satisfied with it in the past. From the theory we can 

gather that internet marketing is currently a powerful tool and thus it should be benefitted 

from to the fullest when it is still possible because it is affordable and offers a brilliant way 

to interact with customers and create an even tighter relationship with them. Social media 

marketing gives more power to the customers and a way to impact products and services 

as their feedback is valuable for companies. This is something that Esprit Porvoo could 

hugely benefit from.  

Even though the journey of Esprit Porvoos social media marketing has only begun, as 

they have only concurred one social media site, Instagram, they still can make a great use 

of social media as marketing tool. This will no doubt benefit them in the future in creating 



 

 

47 

long lasting relationships with current customers and attain new ones with the aid of social 

media.  

5.2  Suggestions  

Based on our research, the analysis and conclusions about the results we have found out 

that social media is an important tool when businesses are developing their marketing 

strategies because it has so many benefits and only some disadvantages. Even if busi-

nesses are using other marketing ways in their marketing strategy, can social media mar-

keting be a valuable add in existing plans as it does not require a team of specialists to 

manage it and it is not time consuming.  

Esprit Porvoo could benefit from social media marketing as they could reach much more 

people by a few clicks, updates and posts. As the research shows us it would be good to 

start creating a page in the most used social media platform which was Facebook for reg-

ular customers and for students as well. Since this channel seems to be the most viewed 

and many times a day, it would provide more visibility for Esprit Porvoo and reach more 

potential customers in Porvoo as localised pages interest people who live near and maybe 

from other nearby cities as well.  

Social media could also bring Esprit Porvoo a whole new client base since so many 

younger people use it actively. Although in our research we found out that the student par-

ticipants were not very interested in Esprit Porvoo, according to our commissioner and 

other salespersons working there younger people feel that the clothes and accessories 

are too expensive and that the collections are not designed to fit their current taste in fash-

ion. Our commissioner had in mind that by using social media they would see that the 

stores selection of clothes and accessories varies a lot and that there is something for 

everyone regardless of age and financial situation. By getting the younger consumers in-

terested would mean for Esprit Porvoo more profits, visibility and possible recommenda-

tions in social media in their wide connections.  

In order to create interest and reach a younger audience for Esprit Porvoo, the store could 

start to post even more frequently on social media for example, once or twice a day. This 

way it would be more often on peoples feed and the people who follow the Esprit Porvoos 

account would be able to see likes daily which could peak their interest. It would also cre-

ate more visibility for a broader audience. Esprit Porvoo could also try and get all of the 

current customers as well as new ones involved in the social media marketing process. 

This could be done by for example, by promoting a hashtag in their store which the cus-

tomers could use when taking pictures of themselves wearing Esprit products or just pic-

tures of the products. After the customer have posted the pictures with the hashtag, Esprit 
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Porvoos account could share them and tag the customer. Here are some suggestion of 

continual different hashtags for Esprit Porvoo: 

 #Espritporvoo 

 #Espritwoman 

 #Espiration 

These hashtags would be used in every post in order to get it trending and familiar for the 

customers. This would also require that the employees would take their time every shift to 

post a picture on the Esprit Porvoo Instagram account and use these hashtags persis-

tently. In order to get the hashtags trending the customers should be informed about it for 

example, at the cashier when buying something. The hashtags could be also promoted 

with small posters within a stylish frame that suits the stores outlook visually. The small 

frame could be on the cashier and maybe even in the dressing rooms, because the cus-

tomers might take pictures there and post them. 

According to the research, Esprit Porvoo could gain visibility and reach more customers 

by creating a Facebook page. As mentioned before, Facebook is the most popular social 

media site in Finland at the moment and it may offer a broad consumer base. Many partic-

ipants would like to have post on their feed where they can see them effortlessly as the 

many people scroll through their Facebook feed many times a day. Facebook offers the 

change for customers to give recommendations and share posts from Esprit Porvoo which 

offer visibility and provides trust for people who are not yet familiar with the store. As men-

tioned in the results, some participants mentioned that they are influenced by what their 

friends recommend online and give good feedback to. Creating content and posting on the 

Facebook page of Esprit Porvoo store would require daily posts as well as effort from 

every employee in the store who would update the page at some point on their shift when 

working. By linking the Facebook page and Instagram account, both social media sites 

support each other and reach potential customers. 

Any social media used for the purpose of marketing could involve a raffle where followers 

can win prizes, discounts or other matters which would peak their interest to follow Esprit 

Porvoo. Also by giving for example discounts or a small calendar from the Esprit Porvoo 

store could be a prize for the customers. This would drive the customers buying behavior. 

As stated in our study, discount coupons were a driving factor for buying behavior, which 

means that if a customer would win a discount coupon from Esprit Porvoo, they would 

most likely come in to that shop to buy whatever it is they need or want. Most of the 

younger generation participants thought that Esprit Porvoo is too expensive for them. As a 

suggestion for that, maybe giving something as a bonus, such as a small gift or discount 
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coupon would maybe seem attractive to them and by that influence them to come to the 

store.  

In conclusion of suggestions we have gathered that the current ways of reaching custom-

ers works, especially with regular customers but it requires more effort in order to gain 

new customers and attain new regular customers. This means a more elaborate market-

ing strategy which includes using social media effectively and engaging with customers 

and reaching them in wider networks.  

5.3 Evaluation of Thesis Process 

Overall we feel that satisfied with the thesis process as it has gone proficiently. We have 

had a supportive commissioner and thesis advisor which has been a huge aid for the 

whole process because it has guided us towards the right direction. The first meeting with 

the commissioner took place in January 2016 and the whole thesis process has taken ap-

proximately five months which was the goal. We have managed to stay on time in our 

timetable and meet deadlines. Working with Esprit Porvoo has been really smooth and our 

contact person who is also the commissioner has been always available to answer any 

questions we might have had. We also always had the opportunity to have meetings with 

the commissioner. Also one of us researchers is working for Esprit which has benefitted 

us since she has insights of the company.  

 

Writing the thesis and doing research as a pair has mostly advantages and some disad-

vantages as well. We decided to work together since we have done many school projects 

together and based on that we knew each other well and how we worked. We felt that 

working together had always gone well, so it would be beneficial for the both of us too. 

Sharing the work meant that we had our own support system if either one of us felt 

blocked or the process seemed overwhelming, because we could contact each other, talk 

about it, get some new insights from one another and move on in the process. Working 

together also meant that we could divide the work according to our competences, check 

each other’s work, give honest feedback and correct parts that needed adjusting. We also 

faced some difficulties while working together as we don’t live in the same city, had very 

different timetables because we both work and had different writing schedules for the the-

sis. This created situations with time management, because we could not always figure 

out a time to meet and work that suited the both of us. Different writing schedules made it 

hard to keep up with the overall thesis schedule since if one of us lost motivation in the 

process it meant that the person would fall behind with their part which could be stressful. 

Overall with the advantages and disadvantages it was very useful and educating to work 

as a pair.  
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We started the whole thesis process by coming up with a few topics which seemed rather 

familiar, interesting and supported our studies as well as answered the commissioners 

need. After choosing the topic together with our commissioner we started to carefully plan 

our thesis process. We proceeded to think about our research method which we decided 

to be qualitative and interview Esprit Porvoos regular customers and students with mostly 

open-ended questions. This is how we figured to find out about their lives, how they make 

buying decisions, use social media and what is their relationship with the case store to re-

ally understand them. After doing the interviews, we understood that the method was right 

for our research since we got the information we needed and the whole process sup-

ported our overall research problems and aims. The only negative fact in our method was 

that we should have also included to the interview questions more detailed questions 

about the interviewees’ social media usage.  

However we learned that not even the most detailed plans necessarily remain unchanged 

as we discovered new facts during the process. As an example we started to plan our the-

sis as a product base and then changed it to a research based one. Before starting the 

writing process of the thesis we studied several thesis’s which were around the same 

topic. The structure of the thesis was quite traditional as we feel it was the best choice for 

our research.  

The challenges we had during the process involved finding reliable sources to use for the 

theoretical framework and to find regular customers who would find the time to attend the 

interviews. It was also a challenge to get the younger participants interested about the in-

terview as most of them customers of Esprit. All these challenges had an effect on our re-

sult and the whole research. It was a plus to receive positive feedback overall about the 

store and the customer service. We feel that we were able to receive honest opinions and 

feedback from the interviews conducted which was a crucial element for valid results.  

All in all the whole thesis process has been a huge learning journey and opportunity gain 

experience to benefit from in the future. Even though there were changes that required 

adaption from us as researchers as well as challenges that needed to be overcome, we 

feel that we provided deep insights for the commissioner and Esprit, which was the ulti-

mate goal. The results were able to answer the research questions which makes the re-

search successful in that way. The aims and goals set in the beginning were met. Hope-

fully this research has proven valid and useful for Esprit Porvoo, so that it can use these 

insights in their marketing.  
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Appendices 

Appendix 1. The Interview questions 

1. Nimi? 
 

 

 

2. Ikä? 
 

 

3. Kerro tavallisesta päivästäsi? (Autetaan haastateltavaa kysymällä mitä hän tekee aamusta 
iltaan asti tavallisesti) 
 

 

4. Minkälaisia harrastuksia sinulla on? 
 

 

5. Mitkä asiat ovat sinulle tärkeitä elämässäsi? 
 

 
6. Missä viimeksi ostit vaatteita? Miksi ostit kyseisen vaatteen/vaatteet (mihin tarkoitukseen/mikä 

vaikutti ostospäätökseen)? 
 
 

7. Onko sinulla sosiaalisen median käyttötilejä kuten Instagram, Facebook, Snapchat yms.? 
 

 

8. Milloin viimeksi käytit sosiaalista mediaa tai nettipalveluja? Mitä somea käytit ja miksi? 
 

 

9. Seuraatko sosiaalisessa mediassa julkkiksia, lempi kauppojasi vai muita kiinnostuksen 
kohteitasi? Mitä? 
 

 

10. Milloin viimeksi some on vaikuttanut ostopäätökseesi? Kuinka ja mikä kanava/liike/pal-
velu oli kyseessä? 
 

 

11. Oletko Esprit FRIENDS jäsen? 
 

 

12. Seuraatko Esprit Porvoon Instagram tiliä? 
 

 

13. Kuinka usein asioit Esprit Porvoon liikkeessä?  
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14. Miksi olet juuri käynyt Esprit Porvoon liikkeessä? Milloin viime käyntisi oli? Minkälainen 
kokemus tämä oli? Mikä oli parasta ja mitä voisi parantaa? Suosittelisitko kauppaa ystä-
vällesi? 
 

 

15. Miten haluaisit Esprit Porvoon olevan yhteydessä sinuun? Kuinka usein haluaisit saada 
tietoa Esprit Porvoolta esim. uusista tuotteista, kampanjoista, tarjouksista yms.? 
 

 

16.  Olisiko käyttämäsi some kanavat sopivia tapoja ottaa sinuun yhteyttä Esprit Porvoon puo-
lesta? Miksi/Miksi ei? 

 

 


