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The dynamics of marketing are changing faster than before and this has brought new 
opportunities and challenges for marketers. People are increasingly using social media as part 
of their daily media mix and to continue reaching their customers effectively companies need 
to adapt and learn to operate in this new environment. The popularity of social media is 
growing also in Finland and therefore it is relevant for marketers to consider being where 
their customers are and taking marketing action on social media. The subject is a current 
concern for many marketers and this research study was chosen to focus on how to use the 
social web as a strategic marketing tool to help create buzz around Spin Group and its events. 
 
Spin Group is a rapidly growing dynamic company which operates the radio station Spin FM, 
Spin Technologies which develops mobile and web technologies, an event production company 
Spin Events and Spin Fashion, the main function of the company being the radio station Spin 
FM. Spin Group is completely focused on urban lifestyle which is the fastest growing trend 
among the young and young adults in Finland. 
 
The purpose of this thesis was to study the marketing prospects of social media and how to 
use this relatively new medium as a strategic marketing channel to reach young urban 
customers in Finland, which is the target audience of Spin Group. A quantitative study 
method was used to obtain more practical information. The objective of the survey was to 
learn how the target group is using social media and how the target group is interested to be 
informed about companies through the medium. The focus was on customer behavior on 
Facebook as it currently is the most popular social networking site in Finland and worldwide. 
 
The theoretical section consists of the most important aspects of marketing through social 
media and of theories of creating word-of-mouth. The viewpoint of the thesis is strategic with 
numerous practical initiatives. The empirical section implies a targeted market study and 
suggests realistic conclusions that could increase the competitive advantage of Spin Group 
and provide a concrete strategic viewpoint to reach target customers through social media. 
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Markkinoinnin dynamiikka on muuttumassa nopeammin kuin koskaan ennen, mikä on tuonut 
mukanaan uusia mahdollisuuksia ja haasteita markkinoijille. Ihmiset käyttävät sosiaalista 
mediaa päivittäin yhä enemmän ja voidakseen tavoittaa asiakkaansa tehokkaasti yritysten on 
sopeuduttava ja opittava toimimaan tässä uudessa ympäristössä. Sosiaalisen median suosio on 
kasvamassa myös Suomessa ja siksi markkinoijien on olennaista ottaa huomioon, että olisi 
oltava siellä missä asiakkaatkin ovat, eli sosiaalisessa mediassa. Aihe on hyvin ajankohtainen 
aihe useille markkinoijille ja tämä tutkimustyö keskittyy siihen, miten sosiaalista mediaa voi 
käyttää strategisena markkinointityökaluna markkinoimaan Spin Groupia ja yrityksen 
tapahtumia. 
 
Spin Group on nopeasti kasvava yhtiö, jonka alla toimii radiokanava Spin FM, mobiili- ja 
webteknologiaa kehittävä Spin Technologies, tapahtumatuotantoyritys Spin Events ja Spin 
Fashion, radiokanava Spin FM:n ollen yrityksen päätoiminto. Spin Group on täysin keskittynyt 
urbaaniin kulttuuriin, joka onkin nuorten ja nuorten aikuisten keskuudessa nopeimmin 
kasvava trendi Suomessa. 
 
Tämän opinnäytetyön tarkoitus on tutkia sosiaalisen median markkinoinnilliset mahdollisuudet 
ja sitä, miten käyttää tätä suhteellisen uutta mediaa strategisen markkinoinnin kanavana, 
jotta Spin Groupin kohderyhmä, nuoret kaupunkilaiset Suomessa, voitaisiin saavuttaa 
parhaiten. Tutkimus tehtiin kvantitatiivisena tutkimuksena tutkimuskyselyn muodossa. 
Kyselyn tarkoituksena oli selvittää, miten kohderyhmä käyttää sosiaalista mediaa ja miten he 
ovat kiinnostuneita kuulemaan yrityksistä tämän median kautta. Kysely keskittyi etenkin 
asiakaskäyttäytymiseen Facebookissa, koska se on tällä hetkellä suurin verkkoyhteisö niin 
Suomessa kuin maailmanlaajuisestikin. 
 
Teoreettinen osuus koostuu tärkeimmistä sosiaalisen median markkinoinnin näkökohdista ja 
suullisen markkinoinnin teorioista. Opinnäytetyön näkökulma on melko strateginen kuitenkin 
sisältäen paljon käytännön ideoita. Empiirinen osuus toisaalta sisältää kohdennetun 
markkinointitutkimuksen ja tarjoaa realistisia päätelmiä, jotka voivat lisätä Spin Groupin 
kilpailuetua ja antaa konkreettisen strategisen näkökulman, jotta kohdeasiakkaat voidaan 
tavoittaa sosiaalisen median kautta. 
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1 Introduction 

 

This section is the introduction to this social media marketing research study and it contains 

the scope of the research, the choice of research context, the objectives of the research, and 

the structure of the research. 

 

1.1 The scope of the research 

 

The economic crisis has strengthened competition and organizations have been forced to 

discover new ways of marketing as customers are not responsive to traditional means of 

marketing anymore. Instead, people are increasingly using social media as part of their daily 

media mix and social media has changed the dynamics of marketing. It has brought new 

opportunities and challenges for marketers. The environment is continuing to evolve at a fast 

pace and to be able to compete in the market organizations need to be able to foresee 

changes before their competitors do and invent new solutions. 

 

The popularity of social media is growing also in Finland and therefore it is relevant for 

marketers to consider being where their customers are and taking marketing action in social 

media. The subject is a current concern for many marketers and this research study was 

chosen to focus on social media marketing and how to use the social web as a strategic 

marketing tool to create word-of-mouth around a company and its events. The research study 

was conducted to study social media behavior that could influence the planning and 

execution of social media marketing strategies. 

 

1.2 The choice of research context 

 

There has been clear change from using traditional media towards using online social media, 

especially among the young. The research context was, therefore, chosen to be to study 

social media as a strategic marketing tool to reach young adults living in urban environments 

as that is the target audience of the case company, Spin Group. Spin Group is a rapidly 

growing dynamic company which operates the radio station Spin FM, Spin Technologies which 

develops mobile and web technologies, an event production company Spin Events and Spin 

Fashion, the main function of the company being the radio station Spin FM. (Spin Group 2010) 

 

Spin FM was established in May 2009 and then it was a local radio station of the capital region. 

During the spring 2010 the coverage area expanded also to Porvoo and Tampere, and within 

this year the coverage area will also include Oulu, Jyväskylä and Lahti. Until now the 

coverage is 1 354 000 persons living in Finland. In addition, it is possible to listen to the 

station on the internet.  (Spin Group 2010) 
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Spin FM is the only radio station in Finland which is completely focused on urban culture. Spin 

FM has quickly become one of the most talked about radio stations in the capital region. 

Urban lifestyle is a growing trend among the young and young adults both in Finland and 

worldwide. Therefore, an increasing number of people is listening to urban music and living 

urban life, and so interest towards such companies as Spin Group is growing. (Spin Group 2010) 

 

The target audience of Spin Group is trendy young adults ages 20-35, living especially in the 

capital region. Spin FM as a radio station is the only radio station in Finland that is completely 

focused on urban music. Radio stations NRJ and The Voice are the main competitors even 

though they are focusing on a slightly different target audience. 

 

1.3 The objectives of the research 

 

The objective of this project was to study the marketing prospects of the social web and to 

learn how social media could best serve as a strategic marketing tool for Spin Group to reach 

its target audience, more specifically, how the target market behaves in relation to social 

media marketing, where and how the brand should be present in social media, and what 

could be the possible problems that could arise when using the social web as a strategic 

marketing medium. The survey was done to explore how the focus group uses social media, 

what the focus group wants to see on company social media sites and what the motivations 

and interests are regarding social media, events, and Spin Group. The market research survey 

is questioning the target group’s reaction to the theoretical concepts because not much 

research has been conducted about social media usage in Finland. 

 

1.4 The structure of the research 

 

The research includes both theoretical and empirical studies. The theoretical background 

provides guidelines for the empirical section and all sections were evaluated regarding the 

case company, Spin Group. The whole research process had three different phases which 

were planning, data gathering, and analysis.  

 

The first phase, which was the research planning, was essential to structure the research, to 

decide on research objectives, to construct the framework, and to form the research plan. 

This preparation was a basis for the whole study and gave a clear direction for data gathering 

and analyzing. As this preparation was done carefully, it was easy to complete the following 

phases successfully. 

 

For the next phase, data gathering, the target group was identified, contact information 

collected, and the research questionnaire was sent to the chosen target audience. The survey 
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was sent by email with an introduction to the research and the company, and a link to the 

questionnaire to answer. 

 

Finally, the responses for the research survey were gathered and analyzed with the SPSS 

program and Excel was also used to make different charts that SPSS does not perform. The 

data was analyzed according to research objectives, and recommendations and conclusions 

were made based on the data received, the theory knowledge gathered, and on the 

marketing possibilities of the market. 

 

In this report first is the theoretical background of the subject and after that is the empirical 

research section with more detailed information about the case, analysis of the results and 

conclusions. 

 

2 Theoretical background 

 

The theoretical study is divided into three main sections: basic principles of strategic 

marketing planning in relation to social media, about buzz marketing to learn the principles 

of how to increase word-of-mouth, and finally social media marketing which is the focus of 

the thesis. This theoretical background helps understand the topic and gives a base for the 

empirical study and knowledge to invent new solutions for the case company Spin Group. 

 

To summarize the main areas of the research, figure 1 on the next page illustrates the 

theoretical framework of the thesis. It consists of theoretical concepts related to constructing 

a successful social media marketing strategy that are discussed in the theory, and of market 

research that is conducted to understand certain customer behavior and presented in the 

empirical section of the thesis. 

 

2.1 Marketing and social media 

 

Marketing’s role has not changed; it still defines target markets, communicates with 

prospective customers, builds loyalty, etc. It is only the techniques that have changed; the 

questions are the same as before, but the answers are different. (Weber 2009, 36) 
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Figure 1. Theoretical Framework 

 

2.1.1 The purpose of marketing 

 

The objective of most companies’ marketing is to build and leverage relationships between 

the organization and its customers (current and prospective), as well as its employees, 

partners, shareholders, government, the media, analysts, etc. Marketers should be able to 

establish and extend brand value, to strengthen and protect corporate reputation, and boost 

demand. But they need to do this to improve marketing’s return on investment by having a 

limited marketing budget and needing to reach more people more efficiently in the highly 

competitive global economy. Marketers are constantly having especially these two challenges. 

First, there is demand from senior management to justify spending by being clearer about 

marketing investments and the return on those investments. Secondly, connecting and 

delivering the message to customers and possible customers is increasingly difficult as they 

are becoming less and less reachable and less open to marketing messages. (Weber 2009, 21, 

24) 
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2.1.2 Marketing’s new role 

 

Even though marketing’s objectives remain the same as they have been, marketing’s role has 

changed and the social web is promoting that change. Even though customers are 

unenthusiastic towards most marketing messages they, however, want to be more engaged 

with companies that affect their lives. Because of that marketers can no more force messages 

and materials to consumers but instead they need to organize content (new ideas, research, 

and opinions), enable collaboration with customers, and build and participate in online 

communities. Marketers need to create an open environment in which people can and will 

share knowledge. (Weber 2009, 19, 25) 

 

It is important to understand that new marketing is not regarding selling. The end objective is 

a sale or something similar, but it is community and engagement that make people interested. 

People like to buy but do not want to be sold to. They avoid commercials on television and 

radio, they avoid print advertisements by turning the page, etc. As a result, the situation of 

advertisers is more complicated. Some marketers are seeking ways to bypass consumers’ 

resistance from receiving all their intrusive messages and creating other ways to make them 

see or hear their marketing messages (for example, in cinema, airports, or by product 

placements in cinema, television shows or video games). However, the best techniques are 

nowadays viral marketing, buzz marketing, and word-of-mouth marketing, which are all 

enabled by social media and described in more detail in the following chapter which is 

dedicated to the subject. In other words, the objective is to get customers invite 

organizations to deliver them the message (e.g. by joining a company Facebook page) instead 

of forcing messages to them. (Weber 2009, 13, 21, 23-24) 

 

People are not unenthusiastic towards marketing itself, only the traditional means of it. 

Indeed, people want news and information about brands, products, services, events, etc. that 

they care about, and they want information immediately when they need it. People want to 

find information when and where they choose. Because of that it is important to also be 

involved with mobile technologies to connect with customers when they are searching for 

information. Indeed, for most brands it should be significant to be associated with the mobile 

environment. (Weber 2009, 22) 

 

2.1.3 Strategic targeting and segmentation 

 

Marketing is more efficient when the target market is well defined. Unlike traditionally, on 

the social web customers can be profiled and segmented not only according to easily 

identifiable demographics (age, gender, education, income, etc.) but also according to 
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customer behavior and preferences, as well as social interaction data. Nowadays lifestyle 

factors (behavior, attitudes, interests…) also differentiate segments from one another and 

identifying and reaching different groups of customers is increasingly easy with new 

technologies. Once it is known what a company’s customers do, think, like, and dislike, it is 

easy to precisely target them with marketing activities that are meaningful to them. As in any 

marketing efforts, the more precisely the target audience is defined, the more effective the 

marketing will be. (Jaokar et al. 2009, 113; Weber 2009, 37-38) 

 

Marketing to niche segments is often more effective than mass marketing. Niche networks are 

focused around a specific topic and so they are smaller in membership than general-purpose 

networks. People belonging to niche networks are passionate and well-educated about the 

topic of the social network. These members are open and willing to spend time and money on 

products that help them pursue their passion, and that is why they also are very receptive to 

the marketing messages that are specifically targeted at them. Marketing to niche networks is 

highly targeted and so cheaper and more effective as only targeted consumers receive the 

marketing message instead of reaching a mass market. As members of niche communities are 

likely to spread information about a product (if they like it) to other potential customers, it 

might be possible to achieve a very effective buzz marketing campaign. (Sharp 2009, 27) 

 

2.1.4 The internet as a media channel 

 

The internet has brought new opportunities and challenges to marketers. Traditional media 

(television, newspapers, etc.) does not reach customers efficiently anymore. Not only are 

fewer people consuming the traditional media less, but they are avoiding commercials and 

advertisements. However, the internet is a so-called “pull” medium. Whereas other media 

force the marketing message to recipients and so interrupt them, on the internet people can 

choose which web pages they want to visit and seek relevant content. (Charlesworth 2009, 17) 

 

Marketers have benefited from the internet as well. By using the web it is possible to reach 

more people, and most importantly, reach highly-targeted markets, more quickly and more 

cost-effectively than through any other media. Also tracking results is more effective than in 

any other media marketing. The web is rapidly becoming the most important marketing 

medium nowadays and as people are more involved with the web, they do not have as much 

time to watch television or to read the newspaper or a magazine, radio being the only 

medium that can be consumed simultaneously with the internet. The web has deposed almost 

all traditional media including television, print, and direct mail and is now making marketing 

a set of dialogues between customers and organizations. Companies cannot ignore this fact 

and to stay competitive they need to find ways to contribute to these dialogues and be willing 
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and able to share with their customers and potential customers. Therefore, marketers need 

to learn to build communities of interest and provide content. (Weber 2009, 6, 15-16, 21, 25) 

 

With the possibilities the web has brought people can now present themselves online, 

communicate with others, get themselves heard, find others with similar interests, shop more 

efficiently, learn about products and services, talk about inferior products and poor service, 

and contact distant relatives and friends. For most people, especially the young, the web is 

the primary place to communicate, receive news, information, entertainment or anything 

that traditional media supplies. As particularly the younger generation is eager on using the 

internet it should be an important medium for businesses wanting to build early brand loyalty 

or to reach their young audience. (Weber 2009, 6, 15) 

 

People are increasingly using the internet for news, shopping, information, and entertainment, 

even if they are not actively on social media spaces themselves. The internet is increasingly 

used for interacting and sharing knowledge and customers are increasingly using social media 

as part of their daily media mix. Traditional media still remain part of people’s lives, but in 

general, people are spending more and more time on the social web searching information 

and online communities that center on their own professional interests. Marketers have had 

to respond to this phenomenon and internet advertising has grown each year decreasing 

spending in other advertising. The growth is still continuing and even if the economy slows 

down, there is continued growth of the online audience. Because of that there is also a need 

for marketers to join that audience. (Cambié & Ooi 2009, 198; Tuten 2008, 6) 

 

2.2 Buzz marketing 

 

Word-of-mouth marketing, or buzz marketing, is fundamentally the same as social media 

marketing. They both rely on the consumer to initiate and sustain the conversation and that is 

how awareness is created. Marketers can encourage these conversations by providing 

exceptional, authentic experiences and creating talk-worthy events, but mainly social media 

and word-of-mouth are both controlled by the individual, not by the advertiser or public 

relations agency. Word-of-mouth marketing is “business-to-customer-to-customer” marketing 

meaning that a marketer gives an idea worth taking about and when a customer repeats it 

(tells a friend who tells another friend, etc.), the promotion is created. (Sernovitz 2006, 4) 

 

In the book “Word of Mouth Marketing” Andy Sernovitz defines the term word-of-mouth 

marketing as “Giving people a reason to talk about your stuff, and making it easier for that 

conversation to take place.” The most important is to provide excellent customer service, to 

be interesting, to earn customers’ trust and respect, and they will perform the marketing, for 
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free, by recommending products to their friends. Also “if it’s not worth talking about, it’s not 

worth doing” is something important to remember when planning a buzz marketing campaign. 

(Sernovitz 2006, xxiv-xxv, 59) 

 

Buzz marketing has not been defined as clearly as word-of-mouth marketing, but it can be 

defined, for example, as follows: “infectious chatter; genuine, street-level excitement about 

a hot new person, place or thing”. Basically buzz marketing means unusual ways of marketing 

that bring good results with little input. The most important aspect of buzz marketing is that 

the marketer uses more creativity, time and energy than money. In buzz marketing it is 

therefore essential to study and know the buying behavior of a company’s customers. By 

knowing what, why, how, when and where a company’s consumers act, a marketer can then 

design successful campaigns, reach the target market the most effectively, and solve the 

consumers’ problems. (O’Leary, S. & Sheehan, K. 2008, 23; Parantainen 2005, 11, 15) 

 

For buzz marketers it is important to follow the company’s core competences in order to 

deliver the message to customers clearly. Also, buzz marketing differs from traditional 

marketing so that the marketing is of some use for the customer. Instead of forcing messages 

and products to customers, a buzz marketer provides knowledge, advice and ideas. In that 

way the customer even wants to be marketed to. Sometimes buzz marketing does not even 

resemble marketing to a customer because he/she is not irritated by it. Also, instead of 

seeking big sales, buzz marketers are seeking good results. Whereas traditional marketers are 

counting the amount of sales, a buzz marketer counts the quantity of business relationships 

created. Each new relationship could lead to several sales. (Parantainen 2005, 15-17) 

 

Word-of-mouth marketing is the most profitable marketing that can be conducted. Nothing 

else gives more money for companies as word-of-mouth marketing because there are no 

customer acquisition costs, it does not cost anything, it supports traditional advertising by 

spreading advertisements’ messages, and selling is easier because there is positive word-of-

mouth from other people. In other words, the consequence is more business, a higher return 

on investment, and lower costs. Because of that, satisfied customers are the best assets a 

company can have. (Sernovitz 2006, 58) 

 

Buzz marketers often have a limited or a small budget. That is also why they use technology 

versatilely as it is an easy and inexpensive channel for marketing. While big corporations use 

more and more money to force their messages to customers, the customers become 

increasingly uncomfortable about the excessive amount of all these marketing messages. So, 

mass marketers invest more money in their mass marketing campaigns. This is not the correct 

way of reaching customers and it also affects smaller marketers. However, buzz marketers do 
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not need to force their messages, they use more innovative tactics to be seen and heard in 

the market. Quantity does not replace quality. (Parantainen 2005, 17, 57) 

 

If a company and its products are not interesting and talkworthy, customers will become 

bored and the company will be forced to spend thousands (or even millions) in advertising to 

have customers interested. Advertising is necessary if a company is not able to interest its 

customers in other ways and then the company itself has to pay newspapers, television shows, 

etc. to spread marketing messages and hope enough people will respond to exceed these 

marketing costs invested. In other words, buzz marketing is more than only marketing; it is 

making a product and a company worth talking about, to become buzzworthy. (Sernovitz 2006, 

xxv) 

 

People do not want to be marketed to and no one wants to be part of the mass market and 

receive all mass media marketing messages. People want to hear only about companies and 

products that interest them and receive personal, unique messages from these companies of 

interest. For customers to take a marketing message into account, they usually want the 

message to be noticeable, personal, and understandable, give some advantages to the user, 

and a reason to view or listen to the message. If even one of these reasons is not met, the 

customer will not care about the message. With buzz marketing it is much easier to pass 

messages to customers than with traditional marketing and advertising. (Parantainen 2005, 

132-134) 

 

Marketing is what a company does, not what is says, and that is why most of the positive (or 

negative) word-of-mouth starts from user experience, from how the customer is served by the 

company. Word-of-mouth spread by customers will match their experience, whether it is good 

service or upheld promises. In some cases buzz marketing is not even marketing. Sometimes a 

product or a service is that good that people cannot resist telling their friends about it. 

(Sernovitz 2006, 6, 48) 

 

There are different motivations for people to start spreading word-of-mouth. People enjoy to 

talk and share opinions but reasons for people to start talking are not only that they enjoy (or 

dislike) the brand or product, or that they have a talkworthy subject that can be passed in an 

easy way. People might talk also simply because it satisfies them (to demonstrate expertise, 

to help other people, to feel important, to express themselves, etc.), or they want to be 

connected to the group. It is important to understand these motivations to become superior 

in buzz marketing. (Sernovitz 2006, 13-17) 

 

Word-of-mouth has existed for a long time but the reason marketers have now begun talking 

about it is that now there are the tools and knowledge to influence it. The internet has given 
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more visibility to conversations that are happening. Now there are platforms to work with 

people who want to talk about organizations, help their ideas reach more people, and allow 

organizations to track consumer conversations. With the help of these platforms on the 

internet it is also possible to track and measure these conversations. (Sernovitz 2006, 5) 

 

There is no reason why buzz marketing would not be suitable for Finnish organizations, but 

most companies trust the traditional ways of marketing, however. This, of course, leaves 

more opportunities for those who implement buzz marketing actively. Besides, buzz 

marketing does not replace traditional ways of advertising, but instead they can be used to 

support each other. (Parantainen 2005, 25) 

 

2.2.1 Strategic elements 

 

Successful word-of-mouth marketing might be an accident or a well-planned campaign, but in 

both cases there are certain basic elements that are involved and these are talkers, topics, 

tools, taking part in the conversation, and tracking results. (Sernovitz 2006, 21) 

 

First, the eager talkers need to be identified and these are people who are passionate to talk 

about the company or its products to their friends. A talker can be anybody who has 

enthusiasm and connections to relay the message. It can be anyone from customers, meaning 

that the customer does not need to be spending a lot of money on the company’s products or 

to be an active customer. The most powerful promoters of word-of-mouth may be the ones 

visiting for the first time and often these people are the most likely to tell their friends or 

colleagues about the exceptional experience as they are not yet used to the excellent service. 

People who are passionate to talk about the company are different and can be categorized, 

for instance, to satisfied customers, online talkers, logo promoters (people who wear 

company logo on their clothing etc.), employees, and professionals. Once the right group of 

talkers of word-of-mouth has been identified, the next challenge is providing them a topic 

that they are interested to talk about. (Sernovitz 2006, 21-22, 69, 71-75) 

 

Word-of-mouth marketing commences by creating a message that will spread, giving a reason 

to talk. The topic should be portable, clear, and easy to repeat. The best topics also are 

unexpected. Topics can originate from special sales and offers, extraordinary customer 

service, entertainment, partnering with a charity, repeatable innovative advertising, viral 

campaigns, giving away free information (market research, reports, newsletters, anything), 

special buzz campaigns, etc. The most excellent, though, is being a company worth talking 

about. It requires big changes regarding companies and not every company can be such a 

company. Success can be achieved through a truly buzzworthy experience, excellent products, 
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uniqueness, or it can be the brand itself being the essence of the business plan. However, the 

topic or message itself does not have to be marvelous, people also share surprisingly simple 

messages, they only need to be interested, motivated, and have the tools to help the word-

of-mouth marketing. (Sernovitz 2006, 23, 97-115) 

 

Spreading the word-of-mouth should be made as easy as possible. Tools that can help 

messages to spread can be an email or the possibility to share on Facebook or any other social 

media site. Social media in general is a good tool that enables a company to communicate 

with its customers and other stakeholders. For example, a company blog (i.e. an online 

journal to publish short articles) can provide stories for people to share with their friends. If 

someone has the desire to talk about the company, there should be tools available to help 

them promote word-of-mouth. One often ignored and forgotten marketing tool is asking 

people to tell their friends about a company, its product, service, or an event. Most people 

will not do any of this informal promotion unless they are asked to, and often that is all that 

is required for successful word-of-mouth marketing - a company to ask people to tell their 

friends. It is not inconvenient and, on the opposite, inviting people to tell their friends about 

a company or its events is a way of giving status. Volunteers often need to be asked to 

volunteer. Facilitating tools can also be such as handouts, samples, or any takeaway (pens, 

calendars, business cards, flyers, hats, shirts, bags, toys, or anything with a company logo on 

it) to give a conversation starter and a reminder, and to make talking about the company 

easier. Even better is if a company can constantly surprise its customers with anything that is 

remarkable, entertaining or unusual, that is often the best way to make people to start 

talking about the company. (Sernovitz 2006, 24,120-121, 130-131) 

 

As soon as these conversation-facilitating tools are created, the next challenge is taking part 

in the conversation to keep that conversation latest by creating a constant flow of updates, 

and to have the sought quality of conversation. People expect companies to take part in the 

conversation, they want answers and replies, and in general, they want to be heard and 

listened to. If the company does not participate in the conversation, it will disappear 

gradually. Conversations should be discussions where both the company and the customer 

should learn from each other, and that is why companies should be able to track the 

conversation and learn from what people are saying. (Sernovitz 2006, 25) 

 

The fact that social media conversations are now written down and are easy to locate and 

measure, tracking and understanding what people are saying has become much easier for 

marketers. The actual challenge is to learn to value this consumer feedback and to use it to 

improve the company and its products and marketing plan. (Sernovitz 2006, 26) 
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2.3 Social media 

 

Social media is defined by David Meerman Scott as follows: “Social media provides the way 

people share ideas, content, thoughts, and relationships online. Social media differ from so-

called ‘mainstream media’ in that anyone can create, comment on, and add to social media 

content. Social media can take the form of text, audio, video, images, and communities.” In 

other words, social media is participatory online media for social interaction and it includes 

social networks, online communities, group creation, internet forums, message boards, blogs 

(online journals with short articles), vlogs (video blogs), podcasts (a non-streamed webcast 

which is a series of digital media files), picture-sharing, video-sharing, music-sharing, wikis 

(websites that allow easy creation and editing of interlinked web pages), bookmarking, 

instant messaging, or any other collaborative internet form of media for the purpose of 

marketing, sales, public relations and customer service. Examples of common social media 

tools are blogs, Twitter, Facebook, MySpace, LinkedIn, and YouTube. Unlike traditional media, 

social media allows customers to interact with companies instead of only being passive 

targets of corporations’ marketing messages. With social media businesses can focus on 

consumers, respond to their needs and create ongoing dialogue, as opposed to advertising to 

them through traditional media. Social media marketing allows companies to create new 

connections with customers and communicate with them, instead of sending one-way 

messages to people who do not have the opportunity to respond to those messages. Social 

media is based on a natural, authentic conversation between people about a subject of 

mutual interest.  (Scott 2010, 38-39) 

 

The social web is unpaid media created by individuals and enterprises on the internet. There 

people with common interests and concerns can meet to express themselves, share thoughts, 

comments, and opinions. Even though social media is mainly for communication between 

individuals, there are numerous opportunities for integrating the social web into business 

marketing. Reasons for companies to enter the social web are not only to reach more people 

more effectively and to increase return on investment. There are several other ways 

companies can benefit from the social web, such as; companies can support their customer 

relations, media relations, promote a product, publish content, build a community, provide 

information quickly to customers, receive and gather feedback from customers, increase sales, 

provide customer service, respond to negative comments and solve customers’ issues, receive 

interview requests from journalists, register customers, etc. By having a system or a process 

of listening via the social web companies can also obtain feedback of their products and 

services directly from customers. By selecting relevant information, this knowledge can be 

used, for instance, for product development and evolution. (Gillin 2007, 82, 84-91; Weber 

2009, 25) 
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For a company of any size, social media is a fast and efficient channel to communicate and it 

provides the ability to generate leads (i.e. to create consumer interest or inquiry into a 

product or service), improve customer relationships, connect with business partners, conduct 

research and development, educate customers about new products, hear customers’ exact 

opinions, provide opportunities for employees to talk directly to customers, provide customer 

service and support, and communicate with employees. Opportunities with social media are 

unlimited. (Lincoln 2009, 32; Weil 2006, 15) 

 

People are spending increasing amount of their time on social media. Therefore, it is 

important to set up a company account and pages on any site where customers actively 

participate because having presence in those networks causes the content to be of high 

quality. Each site has its own audience with a different style of communicating, and each one 

is specialized for a different audience. It is important to learn how each one functions, and 

discover which ones are the most suitable for the own company. A significant number of any 

company’s customers are already participating in these communities and social networks and 

the easiest way to reach them is to join these social systems where the customers are. 

Nowadays success depends much on the connections established, and so it is fundamental for 

companies to connect with their customers, tell them where to find the company on the 

social web, and ask people to connect their pages to the company pages. (Qualman 2009, 224; 

Sernovitz 2006, 140-141) 

 

Social media is the best medium to communicate with customers and spread word-of-mouth 

because people are receptive to messages and information. Tim Kendrall, the director of 

monetizing at Facebook says, “Facebook advertising doesn’t feel like advertising because it 

comes from your friends”. From the users’ perspective, when they are on a social networking 

site, many experience they are with their friends. People participate in social networking 

sites to express themselves and socialize with their friends. Innovative marketers are joining 

these conversations with dynamic and memorable interactions with their brands. Social 

networking communities allow members to identify themselves with brands, learn more about 

brands, and share their interests and opinions. The content people see is tailored for each 

person and there is a level of trust. With social networking sites marketing is becoming 

precise, personal, and social. Marketers have new abilities to microtarget campaigns using 

community members’ profile information and systematically promote word-of-mouth 

marketing to the existing customer base. (Shih 2009, 81-82, 89) 

 

Social networking sites provide marketers an ideal medium for engaging with existing 

customers and building loyalty in ways that have not been possible before. Communities on 

social networking sites have better distribution, are more personal, and make it easier to 

reach non-customers as well. Non-customers probably would not visit the company web pages 
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but social networking sites include everyone and so there is a unique opportunity to use 

existing customers as a bridge to access non-customers. (Shih 2009, 90-91) 

 

Social media requires time, creativity, and know-how, but it also has extremely low barriers 

to entry, meaning that anyone can participate successfully if preserving and committing to it. 

This means that there are no technological barriers involved and social media is therefore 

focused more on sociology than technology. Also, important is not to be present on social 

media, but to be an active participant. (Chaney 2009, 38; Halligan & Shah 2010, 197) 

 

2.3.1 Control of conversation and the message 

 

The influence of brands is becoming increasingly aligned with the value that they bring to 

customers and the difference brands contribute to people’s lives. The influence is changing so 

that consumers are becoming brand innovators telling companies what to make, instead of 

companies telling people what to buy. (Brown 2009, 105) 

 

Consumers want to have control and they like to be able to choose entertainment, news, 

information, etc. when they want them and how they want them, and now they have access 

to devices to control that. In the traditional communications model, organizations control 

content-creation and distribution but in the social media environment it is individuals who 

have that control. Organizations have little or no control over what consumers hear, see, 

watch, read or do. On the social web each person can communicate with one another and it is 

highly democratic as anyone can have access and participate. Conversation is controlled by 

consumers, not by advertising agencies, media executives, or reporters. That is why the 

traditional media has decreasingly less value as social media has been added to the media 

mix. Word-of-mouth marketing done by consumers has more impact than advertisements do. 

People trust people who are like them (friends, colleagues) rather than professional reviewers. 

People can trust the opinion of a large group, a group of consumers. (Sernovitz 2006, 40; 

Weber 2009, 22-23, 29-30) 

 

One of the most common managerial objections about social media marketing is the anxiety 

of losing control of messages and that something negative will be said about the company. 

However, negativities will occur whether or not the company is on social media, and if not 

responding unconstructive conversations can only become inferior. Participation only gives 

the tools to manage the negative conversation and evolve it to become positive. It is also 

important to remember that it is easier to converse negatively about someone who is not 

listening. When people see a company is responsive and accessible, they are more likely to 

discuss and try to solve problems instead of being offensive. (Sernovitz 2006, 163-164) 
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Freedom of communication is uncomfortable for traditional marketing managers. For many it 

is difficult to accept that customers have control of the message, but for some it might be 

even more difficult to allow their staff to converse with those people without the controls of 

formal marketing. Though, first all employees interested in participating should be taught the 

guiding principles of social media and given the instructions needed, especially the rules of 

ethics, but afterward marketing managers should release the control and full supervision. 

(Sernovitz 2006, 157) 

 

Whether wanted or not, people are already talking about companies, their products, 

marketing campaigns, etc, and it is companies’ decision whether they want to allow these 

conversations happen without themselves. It is not possible to control consumer conversations, 

but it is possible to influence them. It is organizations’ task to make sure the direction of 

word-of-mouth is good. Nevertheless, consumers expect companies to collaborate with them 

and participate in social media. (Sernovitz 2006, 39-45) 

 

2.3.2 Dynamics of users’ social media participation 

 

Not everybody is participating in same ways on the social web and some people are more 

active than others. Users can be grouped and classified according to their involvement in 

social media and placed into one or more of six groups. These groups are creators, critics, 

collectors, joiners (people who use social networking sites but are not doing other social 

media activities), spectators, and inactives (people who are not active social media users). 

These six different user profiles are shown in more detail on figure 2 on the next page. Figure 

2 is a picture of social technographics by Forrester Research and it shows the percentages of 

how many people belong to each category. What is notable that most groups overlap as, for 

example, most creators are also spectators, etc. Also, not everybody will become an active 

content creator or even a commentator. It is also true that the most active 20 per cent of 

users will create most of the content, the great majority remaining readers and consumers of 

the media. (Li & Bernoff 2008, 41; Lietsala & Sirkkunen 2008, 138-139) 

 

On figure 3 these six groups of social media users (creators, critics, collectors, joiners, 

spectators, and inactives) are presented according to their age. The data is for US social 

media users because similar research about users in Finland has not been conducted but this 

gives good guidelines and help to know how the target audience is participating in social 

media. The figure demonstrates that the biggest number of active people are age groups 

between ages 18 to 26. Seniors 62 and more are the least active and also people age 51-61 

are comparatively inactive social media users. 
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Figure 2. Categories of Participation. Source: Forrester Research, Inc. 

 

 

Figure 3. Participation by Age Groups. Source: Forrester Research, Inc. 
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2.3.3 Social media motivations 

 

Each person is motivated by human inborn needs. People have the need to interact and 

connect, and to belong to a community. With social media people can fulfill especially their 

social needs by belonging to groups or communities of their own personal interests, and by 

connecting and interacting with their friends and people with similar interests. After the 

feeling of belonging emerges the need to attain a degree of importance and esteem. With the 

help of social media people can enhance or even obtain their social status, attention, and 

recognition. Finally, people want to reach their full potential as a person with self-

actualization needs. Social media can support even this need as people can, for instance, use 

their creativity or collect knowledge on the social web. These are the desires that are 

enhancing the rise of social media. People want to connect with friends and with people with 

similar interests and enjoy engaging online for entertainment and creativity, as well as for 

personal expression. Social networking helps people connect with each other more effectively 

and on a more personal level than any other type of medium. (Cambié & Ooi 2009, 198; 

Power 2010, 10) 

 

There are several reasons for people to participate on the social web and not all of these 

motivate everyone. Some social media motivators might be to express oneself creatively, to 

document personal experiences or share them with others, to stay connected with friends and 

family, to share practical knowledge or skills with others, to motivate other people to action, 

to entertain people, to store resources or information important to the person, to influence 

the way other people think, or to network or meet new people. Customers’ needs should be 

the basis for all selling and marketing and this applies also to social media. People have 

different motivations and only by knowing what motivates the person to share and spread 

word-of-mouth can marketing campaigns become viral campaigns. (Gillin 2007, 34) 

 

2.3.4 Morals and values on social media 

 

Transparency is a current topic for most organizations. The term is used in several contexts 

but in business environment transparency, in general, implies openness, communication, and 

accountability. That means removing barriers and letting the organization to be more 

accessible to the public. 

 

Social media requires organizations to be more transparent, earn trust, and build credibility. 

In order to succeed in the social web it is unconditional to act ethically and transparently. 

Each organization should have a clear definition of its transparency and ethics in its business 

practices. Ethics in business include environmental responsibility, diversity in employment, 
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and in general, considering the larger effect of the company’s actions. Companies should 

have moral purposes embedded in their values, together with excellent products and be able 

to learn how to implement them in company social web marketing. (Weber 2009, 18) 

 

Transparency is critical to gain customers’ and stakeholders’ trust and to engage them in 

dialogue. When a company is starting or joining a social media conversation the company 

should be absolutely sincere. Dishonesty, tricking people by stealth marketing (a marketer 

pretending to be a regular consumer to promote a product), attempts to manipulate 

consumers or the conversation, or such practices are immoral and will not be successful. Of 

course, eager participation is admirable if clearly identifying oneself (employee, customer, 

volunteer, etc). Disclosure is the difference between deception and honest participation. 

Disclosure can even be used to make messages more powerful and trustworthy because, if 

used correctly, disclosure gives status and credibility to participants. (Sernovitz 2006, 28-30) 

 

As mentioned earlier, one of the biggest concerns of management for entering social media is 

the fear of receiving negative feedback publicly, but fortunately, not every comment or post 

needs to be publicized. If something is unrelated to the conversation, it can be deleted. 

However, criticism is important to accept to build trust and reliability, and to show 

transparency. Customers do not expect companies to never make mistakes and deleting all 

negative comments will make people lose trust in the organization. (Weber 2009, 54) 

 

Transparency is also the degree to which an organization shares with its stakeholder publics. 

Dimensions of transparency are accessible and straightforward leaders, employees who are 

accessible to reinforce the public view of the company and to help people when appropriate, 

company values, company culture, successes and failures of business practices, and the 

business strategy. These dimensions of transparency should be balanced with what is in the 

organization’s best interests. However, the business environment is increasingly requiring 

transparent behavior from companies. People expect companies to be reliable and do 

business with companies that are transparent. (Holtz & Havens 2009, 22-23) 

 

2.3.5 Risks and how to minimize them 

 

As with most matters in business, there are many potential benefits and also a few potential 

risks in social media marketing too, as in any other communication channel. It is important to 

understand the risks of each channel and comprise policies to address challenges in case they 

arise. One of the biggest and commonly made mistakes companies make is entering the social 

media without a strategy. Instead, a social media plan should have an objective, a strategy, 

and a list of tactics. However, having a wrong strategy is approximately as risky as having no 
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strategy at all. Building a social media marketing strategy requires research, observing, 

listening, and planning. Other issues that might lead to a failure of a company’s social media 

marketing efforts are not having enough contribution to social media sites, not understanding 

the unwritten rules of social media marketing, no management support, misallocation of time 

and resources, being on the wrong social media sites, etc. Nevertheless, most mistakes can 

be avoided by good planning, preparation, training, and execution. (Borges 2009, 114-125; 

Cambié & Ooi 2009, 200) 

 

To avoid legal risks and prevent the spread of unwanted information the company should have 

social media guidelines and train its employees so that they know what they are allowed to 

do and discuss on the social web and what is not allowed. For example, subjects that the 

company does not want to be revealed (trade secrets, financial information), copyright, and 

privacy issues should be clearly stated in the company guidelines and communicated to 

employees. Organizations should establish rules that guide and help employees to use the 

social web tools confidently. (Weil 2006, 10, 47) 

 

2.3.6 Social media channels 

 

There are many forms of social media, but for the purposes of the case company, Spin Group, 

the focus is on the most relevant ones regarding the target audience: the social networks 

Facebook and MySpace, blogs, the microblog Twitter, and the media-sharing sites YouTube 

and Flickr. 

 

Social networks vary in approach as some are focused on business networking (e.g. LinkedIn), 

whereas others are entirely social. Though all social networking sites are based on people’s 

will to collaborate and these sites have profiles that may present not only individuals, but 

causes, products, organizations, groups of people, and even pets. Different networks appeal 

to different demographics usually based on age or geography (e.g. IRC-Galleria in Finland or 

Skyrock in France and French-speaking countries). Even though each social networking site 

targets a different audience, most social networking sites are more similar than they are 

different. Social networking sites typically offer either public or semi-public profiles for users, 

and commonly show the list of people who the profile owner connects with. (Brown 2009, 164; 

Lietsala & Sirkkunen 2008, 47; Topper 2009, 37) 

 

Blogs are online journals where people can publish ideas, pictures, and links to other web 

sites. Some appear on personal or corporate sites while others are hosted on blogging sites 

(Blogger, Wordpress, etc). A typical blog combines text, images, and links to other web pages 
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related to the topic. The majority, however, is primarily text but some focus on pictures, 

audio, or video. (Weber 2009, 167) 

 

Microblogging is a form of blogging that allows users to write extremely short messages 

containing only text. They are usually restricted to a maximum of 140 characters, as on 

Twitter which is the best-known microblogging service. (Brown 2009, 37) 

 

Media-sharing sites such as YouTube allow users to create and upload multimedia content. 

Media-sharing sites have become extremely popular as users and marketers can create videos 

with very little expertise and upload them to YouTube or other video-sharing sites to reach 

millions of users. Even though these sites include social features for members, most of the 

users of media-sharing sites are not members but are viewing the content. (Zarella 2010, 77) 

 

As YouTube is clearly the most popular site for videos, Flickr is the most popular picture-

sharing site with a broad range of users. It is a popular website for users to share and embed 

personal photographs and the site also allows video-hosting. 

 

2.3.7 The world’s largest social network - Facebook 

 

Being the market leader in social networking, Facebook is an important marketing medium for 

marketers. It is a social network site and important for marketers because that is where 

customers are nowadays. Facebook gives marketers a number of opportunities to interact 

with customers via plug-in applications, groups, and so-called Facebook pages that can be 

created for any company. Like most social networks, Facebook also allows people to create 

an event and invite friends to attend it. Responding functionality, possibility to upload 

pictures and videos, linking, and commenting are included in an event page created on 

Facebook. What this means for companies, when they are hosting an event, it is 

recommendable to set up a social networking event page to create maximum word-of-mouth. 

(Zarella 2010, 53, 65) 

 

Facebook’s reach is powerful particularly because of its viral aspect meaning that when 

people join company pages, company group, or event on Facebook, their friends see an 

update on their Facebook home page which leads to more users joining the community or at 

least to be exposed to the company. Word-of-mouth marketing is often passive word-of-

mouth especially on Facebook. Nevertheless, it is very powerful and Facebook-friend updates 

make word-of-mouth marketing easy and automatic. When Facebook-friends or pages on 

Facebook update a status message, respond to attend an event, make a comment, etc, 
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people will see it. This increases advertisers’ return on investment and community initiatives. 

(Halligan & Shah 2010, 89; Shih 2009, 97) 

 

The best way for businesses to be on Facebook is to create a Facebook public profile, which is 

known as Facebook Page. In most cases that is a better option than having a Facebook Group 

or a personal profile. However, for event promotions the two latter are better options and 

depending on the line of business, it could be advisable to set up a Facebook Group page to 

support the actual business page on Facebook. A company’s Facebook pages, however, should 

not be a rewritten or shortened version of the company’s website and so it should contain 

content that users cannot obtain anywhere else, such as exclusive promotions and content 

that is for the Facebook Page followers only. (Chaney 2009, 87-88; Zarella 2010, 69) 

 

2.3.8 MySpace - a place for friends 

 

MySpace is similar to Facebook but it has a different positioning. Facebook includes fewer 

graphics, is more controlled, and more professional. The average age of users of MySpace is 

also lower than of Facebook users. Whereas Facebook is a place to strengthen relationships 

and make new business connections, MySpace is more of a general branding site. MySpace 

gives its users more freedom to customize their profiles than any other networking site. 

However, if compared to Facebook, the use of MySpace is quite limited, excluding the 

possibilities of customization, graphics, and music that plays automatically. For marketers 

interested in reaching urban, nightlife, or music communities, MySpace is an excellent choice. 

In certain industries especially in the entertainment industry, a MySpace account is 

practically a requirement for marketers. Music is the foundation of MySpace’s popularity, not 

only regarding artists but also the music-sharing tools available. Nevertheless, MySpace is 

nowadays for brands outside the entertainment world, too, and almost any brand could join 

MySpace if willing and able to have interesting content to share with its MySpace friends. 

(Gillin 2007, 29-30; Vander Veer 2008, xi; Zarella 2010, 73) 

 

2.3.9 Sharing information on blogs 

 

A blog is a content management system where a company (or the writer) can publish short 

articles called posts. Blog software has a variety of features (comments, blogrolls, trackbacks, 

subscriptions, etc.) that makes it excellent for marketing purposes. Blogs also can be 

integrated with every other tool and platform and so a company blog can be used as a hub for 

all the social-media marketing efforts. (Zarella 2010, 9) 
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The purpose of corporate blogging is to further organizational objectives. Blogging is a long-

term commitment but it is not difficult to execute. Blogs are a tool for broadening and 

advancing the conversation. (Sernovitz 2006, 136) 

 

The most important element of a successful blog is consistent, quality posts. It is also 

important to set an objective, such as one post per day, and operate according to that 

objective. Blog posts can be either as short as hundred words to even several pages, and it 

actually is recommended to post a mix of short and long posts. However, to be the most 

effective, a blog should always focus on one specific topic. Blog posts, especially longer ones, 

should have links, images, videos, audio, lists, subheadings, etc. to make them more readable 

and interesting. Another fundamental aspect in a successful blog is its good design because 

without it, it is difficult to establish an image of authority and gain readers’ trust and respect. 

(Zarella 2010, 13, 17) 

 

Blog posts should not always focus on the company and its products. What readers expect 

from corporate bloggers is to write about relevant and interesting topics, not advertise the 

company or criticize its competitors, and importantly, provide valuable insights and 

commentary, not marketing material. (Postman 2009, 65) 

 

Having interactive conversations with company customers, possible customers, investors, 

business partners, media, analysts, and industry peers is not the only reason for blogging. 

There are many advantages of blogging in addition to this: company positioning and 

differentiation as industry leader, a quick and effective mechanism for posting news, 

announcements and reactions to news, increasing the number of visits to the company 

website, and increased company online presence, just to mention a few. (Postman 2009, 59-

60) 

 

In whichever field of business a company is, when starting to blog or entering any channel of 

social media, there is a certain etiquette to follow. First, no corporate converse is allowed, 

meaning that whoever the writer is he or she should not promote the company excessively 

and post frequently (at the minimum once a week, preferably more often, to keep the site 

interesting with a constant flow of new posts and information). It should also be clear to the 

audience who is writing the blog and what the purpose is. Blogging, or any other type of 

social media, should not be a monologue and the purpose is to create a conversation with 

readers and provide them useful information and link to other websites besides company’s 

own site. (Weil 2006, 36) 
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2.3.10 Microblogging on Twitter 

 

Twitter is the most popular microblogging service. It is specifically created to enhance 

communication and it can be used as a word-of-mouth tool.  On Twitter users can post short 

messages with a maximum of 140 characters. On Twitter updates (known as tweets) images 

and formatting are not permitted, though links are allowed. (Brown 2009, 37; Safko & Brake 

2009, 536) 

 

Twitter is easy to use and it requires very little investment of time and the easiest way to use 

Twitter is to operate it as a hub for the company’s existing information outlets such as public 

relations, marketing, and corporate social responsibility. It can be used to link existing 

content on company websites, blogs, Facebook, etc. These links can include new product and 

service announcements, awards and recognition, events, blog posts and anything the company 

wants to promote. In this way companies can reach a broader audience and improve brand 

awareness. (Postman 2009, 55) 

 

Unlike Facebook and most other social sites, Twitter only allows one-way relationships. This 

means that when subscribing to a person’s posts this person does not need to subscribe as 

well. However, for Tweets to be seen there need to be subscribers. (Halligan & Shah 2010, 

106) 

 

It is good not only to gain subscribers on Twitter but also subscribe to those who are relevant 

related to the industry and have authority, are influential, and have extensive connections on 

Twitter. That is a way to start relationships with these influencers and build the Twitter 

network. However, the users a company is going to subscribe to on Twitter should be 

carefully selected and the relationships established should be high-quality relationships. 

(Halligan & Shah 2010, 106, 212) 

 

2.3.11 The biggest media-sharing site YouTube 

 

YouTube is an entertainment site that appeals to a broad range of users. YouTube allows 

users to upload and share videos and these videos on YouTube range from amateur to 

professional levels of media, television shows, movie previews, newscasts, sporting event 

highlights, and homemade short videos. Users can comment videos, join communities and use 

embedding code for e-mailing and posting on web sites. In addition to rating videos and 

leaving comments on them, otherwise there is not much two-way conversation on the site. 

(Postman 2009, 43-44; Safko & Brake 2009, 529) 
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Video is an excellent method to express and market a brand. Videos can introduce people to 

products (e.g. how to use them) and have educational content, or be entertaining. Video is a 

format that consumers understand and like. (Weber 2009, 194) 

 

2.3.12 Picture-sharing with Flickr 

 

Flickr is the most popular photo-sharing site, even though Facebook pictures are more used 

but Flickr allows them to also be publicly viewable, unlike Facebook and MySpace pictures. 

Companies should be careful of what they post on Flickr and not distribute too commercial 

messages, but instead tell about the company in an interesting way through pictures. It could 

also be recommended for companies to have an internally focused approach, having for 

example some of the company employees set up personal accounts, add images about the 

company, and tag (i.e. write descriptive keywords) them with the company name, instead of 

creating an account with the company name. (Zarella 2010, 89, 91) 

 

On Flickr there are both free and paid types of accounts. Paid accounts are not very 

expensive and give more storage space for pictures and are also distinguishable from the 

regular accounts which can enhance the credibility. Paid accounts also give access to 

information about how people encounter the account. (Zarella 2010, 91) 

 

Flickr allows users to sort, organize, and share photographs with colleagues and customers. 

Flickr is an excellent site for sharing and organizing photographs, or to collaborate with 

others using pictures. It can be used for posting and tagging pictures of company events, or 

any visual content. Bloggers use Flickr if they want to allow their readers to have a possibility 

to access a higher resolution version of the image on their blog. (Brown 2009, 169; Safko & 

Brake 2009, 495) 

 

2.3.13 Social media marketing strategy 

 

Social media has changed the dynamics of marketing and in order to be successful in the 

current conversation-based marketplace, companies and organizations need to learn how to 

interact within this new milieu. Social media offers a possibility to create competitive 

advantage by including social media in the marketing plan and by creating a unique model 

that will not be easily copied. (Mustonen 2009, 42) 

 

As any other investment, for social-media marketing the foundation is to establish a strategy. 

Planning of a social media strategy should commence by answering questions what, who, and 



 30 

why. Questions regarding the site’s objectives, visitors, and reasons for entering the site 

should be answered to guide the social media strategy. (Charlesworth 2009, 74) 

 

The business or marketing objective of a social-media strategy can be improving customer 

satisfaction, promoting additional products and services to existing customers, expanding into 

new markets, encouraging word-of-mouth marketing, recruiting new employees, evolving 

company branding and positioning, reaching a specific target market more effectively, 

changing the message for a particular market, attracting new customers, improving customer 

retention, building market share or brand awareness, new product introduction, or setting a 

marketing objective based on an event such as a product launch. Two or three objectives 

should be the basis for a social-media marketing strategy and decisions should be made 

according to these. A company’s social media strategy should accord with the brand image 

and positioning but a social-media marketer should, however, take risks and not only apply 

the same strategies from the offline world to the social web. (Shih 2009, 146; Weber 2009, 69, 

115; Zarella 2010, 185) 

 

When planning a social media strategy, there should be a clear understanding of the customer 

profile and the environment. The company should know its target audience and determine 

what type of relationship is wanted, based on what the target audience is prepared for. The 

plan should have a long-term perspective and a clear objective of what the company wants to 

be accomplished over time and what content is needed nowadays and in the future. (Li & 

Bernoff 2008, 41; Weber 2009, 204) 

 

The objective of all social media in a business context is to engage people, which then leads 

toward a desired action or outcome. The four primary approach strategies to engage people 

with social media are communication, collaboration, education, and entertainment. For 

people to join and stay in company social-media communities there need to be some benefits 

for these users. The company can help people or provide them useful information, a friendly 

or exclusive atmosphere, direct access to the company, etc. Everything that causes the 

company to be interesting, unique, different, and special are the key benefits. (O’Keefe 2008, 

9; Safko & Brake 2009, 25) 

 

After social media marketing objectives have been defined and there is an understanding of 

the audience, the next challenge is to integrate these objectives, how social media will 

benefit the company, and what social platforms, social content and social interactions would 

provide the support needed and uphold the existing marketing program (either complement, 

change or replace specific elements of marketing). (Evans 2008, 170, 342) 
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Other strategic questions to consider are, for instance, if the social-media marketing could 

disrupt the current business practices, the business model, or competitive advantages, or how 

the company could benchmark, analyze, compare, and quantify the impact of social-media 

marketing in key functional areas (e.g. marketing and sales, product and services 

development, customer support, inventory management, logistics and operations, 

recruitment and training, partner and supplier relations). Examining what competitors are 

doing on the social web might help in designing an excellent social-media strategy. By 

learning what the competitors are doing well and what not so well it is possible to encounter 

what can be done better and discover something that has not yet been done. (O’Keefe 2008, 

9; Qualman 2009, 175; Shuen 2008, 36) 

 

The minimum requirements or concerns to ensure success before entering the social web 

should be that the company should value transparency, there should be good communicators 

in the company (plus the company is ready to give the control to these people), the company 

should be able to accustom to the commitment that social-media enrollment demands, the 

company should be ready to allow people to express their thoughts freely (with both positive 

and negative comments) empowering the company staff to participate and lead the 

conversation on company’s social media pages. When entering the social media, there are 

several new responsibilities that need to be undertaken. These are community-building, 

content, customer mapping, analytics, competitive analysis, customer care, and digital and 

traditional media relations. (Gillin 2007, 196-198; Weber 2009, 204) 

 

Participating in a company’s social-media activities should not be the responsibility of only 

the marketing department but it should concern the whole organization and people who have 

enthusiasm and interest for the topic they are writing about. Basically everyone should have a 

possibility to be involved with the company’s social-media presence, whether seeking ongoing 

discussions, tracking them, responding to people’s different comments, writing a blog, etc. 

Nonetheless, not everybody would be a good blog writer or the right person to keep a social 

media site active. For social media marketing to be successful, people responsible for it 

should be passionate about their work and product, enjoy sharing with others, be risk takers, 

target oriented, ambitious and receptive to feedback, as well as have a sense of humor. 

These are the main characteristics and are even more important than excellent writing skills. 

(Gillin 2009, 30; Sernovitz 2006, 156) 

 

Before entering the social media it is important to understand the medium and get a sense of 

the rules and customs, and of who the influential people are. It is good to research also what 

people already are talking about the company, its products, and the competitors to know 

what is happening at the moment on the social web regarding the industry. (Zarella 2010, 185) 
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To determine which channels of social media to use for the brand, the company should know 

where the customers are online as there are many social-media communities. After this has 

been identified, the next matter is to identify whether the culture of these social media 

channels support the brand positioning and how the company wishes to be perceived. The 

organization should also be sure to have the resources of time and money to commit to social 

media. Then it is essential to have or develop a reason for belonging to the community. 

Finally, the organization should be willing to take risks. If all these issues can be completed 

successfully, the company is ready to enter the social web. (Tuten 2008, 27) 

 

With thousands of social networking sites it might be easy to become distracted. Participation 

in social media should be carefully selected as it is not possible to be active on numerous 

social networking sites. It is better to be active in a few social networking sites and have 

quality presence on these instead of setting up accounts on several different sites. A company 

should decide on which social media sites to participate, through which social media channels 

it can be most helpful, and on which sites its customers are to design a targeted social-media 

marketing strategy. Especially in the beginning it is good to focus efforts on one or two sites 

where the company’s most valuable audiences spend time. Many marketers concentrate their 

efforts on Facebook and MySpace because of these sites’ extensive reach and tools available 

for advertising. However, each site has its strengths and weaknesses, unique culture, and 

demography, and the company’s product niche and target audience should conduct the 

decision of where to invest. (Scott 2010, 190; Shih 2009, 156) 

 

For building trust in social media there are several signals that can either encourage or 

discourage people to associate with the company. First, the design of a website, a MySpace 

page, a Twitter page, etc. needs to look professional and trustworthy. Having only a basic 

template without special styling and editing is not impressive. Also if there is no content on 

the pages, barely any subscribers, no comments or bad quality comments, etc, people are 

more likely to depart the site. (Brogan & Smith 2009, 83-84) 

 

Also nearly every social media marketing effort can be integrated with at least one other part. 

For example, it is possible to connect a Facebook page with a Twitter account, YouTube 

videos can be embedded on a blog or a Facebook page, new blog posts can be automatically 

sent to Twitter, or a “Notes” page on Facebook can be set to automatically receive posts 

from a blog directly into Facebook. All social media marketing efforts should collaborate. Also 

users of one media are probable to be users of other types and so it is sensible to invite those 

who interact with the company on Twitter to join the company page on Facebook or MySpace. 

It is also important to promote new social-media efforts within the existing channels 

(company blog, email newsletter, Twitter, etc.) including the company website because in 
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that way consumers, journalists, and bloggers can quickly verify which social media 

affiliations are official. (Halligan & Shah 2010, 91; Zarella 2010, 199) 

 

Social-media marketing can be divided into two types: ongoing strategy and campaigns. This 

means that a company should use ongoing strategy to build a reputation, and then use short-

term campaigns to launch special offerings. Ongoing strategy activities are the ones done on a 

regular basis (facebooking, blogging, tweeting, etc.) and when reputation on these sites is 

established then a company can start launching successful campaigns. Campaigns should 

counterpart within the ongoing strategy and have specific objectives and finite timelines. 

New product launches, contests, etc. should all be supported with dedicated campaigns. 

Seasonal and timely events are excellent bases for campaigns, too. (Zarella 2010, 197) 

 

Social media can increase awareness of a brand, product, or service, but also, the social web 

can have a valuable role throughout the entire life cycle of a product. Different social media 

tactics can be applied during different phases of the product life cycle to keep the target 

market well-informed and interested. During the development phase it could be good to use 

blogs, wikis, communities, etc. to receive feedback on various product features. During 

market introduction, for example, podcasts (=a series of digital media files, either audio or 

video) and webinars (=interactive seminars conducted over the web) could engage and 

educate potential customers about the new product’s benefits and applications. As the 

product starts to sell, the social web can be used for problem solving and customer service 

and support. Though, in any phase of the product life cycle it is extremely important to use 

social media for effective word-of-mouth. (Weber 2009, 31-32) 

 

Social media is quickly evolving and there are many opportunities for businesses to take 

advantages of and create a strategy that will involve employees, customers, and possible 

customers. There are many tactical perspectives for marketing on the social web, but there is 

no formula or approach that would guarantee success; exploration and experimentation are 

essential. The only way to understand social media sites thoroughly, it is essential to become 

involved in them. (Charlesworth 2009, 309; Safko & Brake 2009, 774) 

 

2.3.14 Measuring the progress and results 

 

The web itself is an easy to measure medium with numerous opportunities and although social 

media is a new marketing channel, the metrics for measuring ROI (return on investment) of 

social media marketing are evolving rapidly. It is possible to learn and measure several 

metrics and that is why each organization should determine which are the most important 

and relevant to the social-web strategy and objectives. These measures are not discussed in 
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detail in this thesis study because there are remarkably many different success measures. 

Some possible metrics and targets that correspond to the social-media marketing objectives 

could be improving customer satisfaction and decreasing customer support call center volume, 

increasing existing customer average spending, acquiring new customers in a new region, 

achieving responses to a word-of-mouth campaign and conversions into sales, sourcing 

candidates for the recruiting department, or rebranding the company. It is useful to 

determine metrics to help define success, determine the appropriate level of investment, and 

measure value to the business. (Shih 2009, 147; Weber 2009, 30-31) 

 

Social-media marketing measurement can be like traditional metrics, such as webpage views, 

time spent on site, and site traffic (i.e. visitors on the site), but better measurements are 

more social media-specific such as number of retweets (sharing someone else’s Twitter 

message by reposting it to own site) on Twitter, blog post comments and subscriptions, video 

viewership, or number of friends on a social network. With the Facebook Page it is easy to 

track the number of so-called followers and how that number is changing over time. Facebook 

feature Insights lets the administrator of the page see that data. Twitter Grade allows 

companies to measure their power and connections within Twitter regarding the number of 

subscribers, the power of those subscribers, and the degree to which the company is able to 

involve the Twitter community and attract people to read and respond to messages. On 

YouTube the number of people watching the channel or views per video are simple ways to 

see the company popularity. Because it is possible to see how many people view each video, 

companies can see which types of video interest people the most. There are numerous 

metrics to use for measurement of the social web and the metrics used should be selected 

according to the objectives of the social-media strategy, what is wanted to be accomplished 

and there are many tools for measuring and monitoring social-media results. (Chaney 2009, 

212-213; Halligan & Shah 2010, 120) 

 

2.3.15 Future of social media 

 

Social media is still a relatively new medium, in active use by customers and businesses for 

less than five years. No-one knows how social media will evolve over time as a marketing 

genre.  It might become part of an integrated approach that includes traditional media and 

online marketing, or it might replace some or much traditional marketing and advertising. 

There have been some major changes regarding marketing and advertising, such as consumer 

skepticism and resistance to advertising, the growing trend of consumers to have control of 

marketing messages, and pressure for improved targeting for businesses, and these are the 

facts that businesses need to adapt to in order to be successful. As Paul Chaney states in his 

book “Markets are conversations and participation is marketing”, that is how marketing is 
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evolving as customers are increasingly using social media and so the presence of companies is 

demanded as well. (Chaney 2009, 221-222) 

 

Some people believe that social media is a passing trend, but it is evident that people’s 

information consumption habits have changed significantly and permanently. Also the 

statistics about the growth of new media and the decline of the old demonstrate that social 

media will be an essential part of future consumers’ media mix. “The media world has 

changed more in the last five years than it has in the last 50 and it will change at that rate 

again in the next five years.” (Gillin 2009, 14, 269) 

 

Social media is constantly changing and evolving and it is critical to be responsive to current 

trends. Characteristics describing the current world are transparent content, mostly user-

generated, broadband, and available on multiple devices and these trends are continuing to 

evolve.  Currently the direction is to adapt to portable devices and technologies and to have 

easy access any time and any place. These are important subjects to reflect on when 

marketing a brand and setting oneself apart from competitors. (Topper 2009, 166; Weber 

2009, xiv) 

 

Finally, companies should be aware of the evolving technology. Social media is the biggest 

and most influential trend currently, but developers are already creating applications for 

mobile communications. In consequence, mobile communication is expected to be the next 

emerging trend and this is a subject to be cautious about and advanced with. (Cambié & Ooi 

2009, 200) 

 

3 The empirical research 

 

This section is the overall research review of the study. It contains the description of the 

empirical research which was to study social-media behavior, preferences, and motivations of 

the selected target research group. It also explains the research method, how the data was 

collected and analyzed, and the reliability and validity of the study are also evaluated in this 

section. 

 

3.1 Research method 

 

As stated by Ghauri and Grønhaug, “Research methods refer to systematic, focused and 

orderly collection of data for the purpose of obtaining information from them, to solve or 

answer a particular research problem or question.” In other words, methods mean the 

techniques of data collection. (Ghauri & Grønhaug 2005, 109) 
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There are two distinct research methods which are qualitative and quantitative research. The 

main differences between these two research methods are procedure, different perspectives 

of knowledge, and research objectives. (Ghauri & Grønhaug 2005, 109) 

 

The qualitative method is most commonly conducted in form of an interview and it 

emphasizes understanding. Qualitative data is, therefore, based on meanings expressed 

through words and analysis is conducted through the use of conceptualization. (Ghauri & 

Grønhaug 2005, 110) 

 

The quantitative method, in contrast, is normally conducted with a questionnaire and it has 

emphasis on testing and verification. The quantitative data is based on meanings derived 

from numbers and analysis is performed through the use of diagrams and statistics. (Ghauri & 

Grønhaug 2005, 110) 

 

For the purposes of this thesis, the quantitative method was used as it was wanted to study 

the market better and therefore it was better to get many answers, rather than, for instance, 

interviewing a few people. This gave a wider range of answers and served the research 

objectives better. The quantitative method was also a better option because it focuses on 

facts and reasons, has a logical and critical approach and controlled measurement, and it is 

result-oriented. Therefore, a questionnaire was designed to receive opinions, attitudes and 

descriptions, as well as to obtain cause-and-effect relationships. (Ghauri & Grønhaug 2005, 

110, 124) 

 

3.2 Research approach 

 

To implement a successful marketing initiative, empirical study is needed to acquire relevant, 

accurate, reliable, and current information. This research was conducted to plan, collect and 

analyze data that is relevant to make conclusions and correct marketing decisions regarding 

social-media marketing. The research analyzes the situation in the market and the potential 

prospects according to the research study. The received information is based on people, their 

interests, motivations, and previous experiences which give an understandable consumer-

based illustration of the social media phenomena in Finland. Based on the information 

analysis, the correct solutions can be implemented to Spin Group’s social-media marketing 

plan. 

 

Awareness of customer needs is not always enough and, therefore, this research tries to 

further that and learn more also about customer behavior and motivations. The theoretical 

study created clear guidelines for the empirical research and the approach of the research 
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was to discover the marketing possibilities of social media by a quantitative research method 

that is based on testing and data verification. In this case the method focuses on both facts 

and the opinion of the focus group and it is result-oriented. The approach of collecting the 

data was done in form of a questionnaire sent to the selected target sample group. The target 

sample group was selected regarding the target audience of Spin Group and the consumers 

the company wants more information about. The sampling was taken from a division of the 

larger target audience and with the results of the sample the estimates of the characteristics 

of the larger group can be made. 

 

The questionnaire itself (see appendix 1 and 2) was created with a computer program 

eLomake which is an excellent research tool which offers different options for creating 

questionnaires. It also has the possibility of sending the research data directly to Excel or 

SPSS for data processing. The questionnaire contained 16 questions, most of them being 

questions to rate different alternatives on a scale from 1 to 5, and other questions were 

multiple-choice questions where only one answer could be chosen. These questions are 

studied more thoroughly in the research analysis section of the report. 

3.3 Data collection and analysis methods 

 

The data collection was performed by sending the survey to students of Laurea University of 

Applied Sciences of the capital region. This specific sample group was chosen because of the 

availability of contact information, i.e. email addresses, and because these people are 

potential customers of Spin Group. Nevertheless, the questionnaire was not sent to all 

students of Laurea University of Applied Sciences units, but only to those that are in the 

capital region, because that is a more targeted approach regarding the case company. This 

sample group was good also because it represents well the age groups targeted by Spin Group. 

 

The research data was collected during spring 2010 and analyzed immediately after to ensure 

that the answers are as recent as possible because customer behavior and the dynamics of 

social media are rapidly evolving subjects. The research questionnaires were sent by email 

with a brief introduction to the survey and the case company and with a link to enter the 

questionnaire, the volume of the sample being approximately 5 000 students. The 

questionnaire was available in both Finnish and English language, though majority, 95 percent, 

of people answered the questionnaire in Finnish. The questionnaire was available in both 

Finnish and English language to avoid any possible misunderstandings regarding possible 

language barriers. Nonetheless, all questionnaires had the same questions and content 

although the questionnaire was accessible in two languages. The responding-time for the 

questionnaire was ten days which was adequate as the great majority of the answers were 

received during the first five days. 
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After the data was collected, it was brought to an Excel spreadsheet and edited and coded so 

that it was possible to bring the data to the SPSS program where the data was then analyzed 

according to different variables and correlations. Different charts and tables were formed as 

a result to visualize the outcomes of the questionnaire. 

 

3.4 Validity and reliability of the research 

 

It was important to obtain valid knowledge, that is, to obtain results that are applicable and 

verified. Therefore, all conclusions are based on actual numerical facts of the survey. Also, 

the data collection method accurately measured what it was intended to measure. The 

external validity of the research is relatively good as well, meaning that the research results 

are generalisable to relevant contexts. (Saunders, Lewis & Thornhill 2007, 614) 

 

To guarantee the validity of the research, the questionnaire was scrutinized and approved by 

the marketing director of Spin Group, the thesis supervisor, and also by the research director 

of Laurea University of Applied Sciences before it was sent to the respondents. 

 

Reliability refers to the stability of a measure, the extent to which the data collection 

technique will yield consistent findings. (Saunders et al. 2007, 609) 

 

To ensure reliability of the research the sample group of respondents was decided to enclose 

many people to receive many answers, and finally altogether 523 questionnaires were 

completed which gives a good range of answers to yield consistent findings and sufficient 

extent upon which reliable conclusions can be made. 

 

4 Analysis and findings of the research 

 

From the 523 completed questionnaires received 80 percent were from females and only 20 

percent were completed by males. 47 percent of respondents were between 22-25 years old 

and the variation of respondents’ age can be seen in figure 4 on the next page. All age groups 

of Spin Group’s target audience are well presented here and regarding statistics of all 

Facebook users in Finland, 52 percent are between the ages 18-34. (Facebook Statistics 

Finland 2010) 

 

To learn whether the respondents were also active listeners of Spin FM, such a question was 

included in the survey as that might also affect some answers and to know better how well-

known the radio station is to these people or whether they are actual listeners of the radio 
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channel. The result was that only 7.5 percent of respondents are listeners of Spin FM. 

However, not much can be concluded from this number as no following questions regarding 

this were asked. 

 
Figure 4. Age distribution 

 

After these three questions regarding basic information about the respondents, questions 

concerning social media and respondents’ interest and motivations regarding the subjects 

(social media, events, and Spin Group) were asked. The first question in this section was 

asked to know more about respondents’ Facebook usage and the results are illustrated in 

figure 5. With this question it was discovered that 72 of the respondents use Facebook daily, 

which gives businesses such as Spin Group itself excellent opportunities to access its 

customers through this medium. It can also be said that the number of Facebook users in 

Finland is rising constantly, currently having more than 1 760 000 people in Finland using the 

service. (Facebook Statistics Finland 2010) 
 

 
Figure 5. Facebook usage 
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The next three questions surveyed Facebook usage and interests more specifically. First, 

these respondents do not seem to have very wide networks, 55 percent of them having until 

200 Facebook connections, which means that possibly these people want to stay connected 

only to their closest friends and so they are not as responsive to organizations being online 

either. Answers to the next question demonstrate the matter as 61 percent are connected to 

until ten so-called Facebook fan pages which are mostly dedicated to brands, products, 

organizations, artists, and such. More information about respondents’ connections is in figure 

6 and about respondents’ pages in figure 7. 

 
Figure 6. Facebook connections 

 

 
Figure 7. Facebook pages 

 

The fourth question targeted on Facebook behavior was to discover for what reasons people 

become a Facebook Fan for some profile. The results illustrated in figure 8 show that the 

main reasons would be to review status updates and news and to be informed about events, 

and the least important factors being that because so many of the person’s Facebook 

connections are Facebook Fans of a profile or to be informed about the latest videos. 
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Figure 8. Motivation factors to connect with companies on Facebook 

 

Because events are an essential function of Spin Group, it was important to know the level of 

interest regarding the types of events the company organizes, which primarily are club events, 

concerts, summer festivals, and fashion events. As can be seen in figure 9, the most interest 

is shown towards concerts and least towards fashion events. 

 

 
Figure 9. Event interests 

 

The question concerning where people receive information about events of their own interest 

is demonstrated in figure 10. It can be said that there are some differences and variations in 

different media, the main source for event information being the internet (companies’ web 

pages, etc.), a little surprisingly television, and only then Facebook. However, considering 

the fact that these people are not very connected on Facebook, it could be the reason why 
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the medium is not as significant of an event promoter for them. Nonetheless, the least 

significant medium of event promotion is other social media, followed by flyers and posters, 

and direct mail. Significantly, many people mentioned in addition an important factor being 

word-of-mouth, i.e. hearing about events from their friends, etc. 

 

 
Figure 10. Event information media 

 

The next question was questioning whether the respondents would be willing to become a so-

called Facebook Fan of Spin FM or Spin Group to be among the first to hear about upcoming 

events and news. So many of the respondents hearing about the company for the first time it 

was good that 50 percent of them did not know whether they would or not connect to the 

company on Facebook, which means that if the company is able to provide interesting and 

meaningful content on the site, the number of people on the site could grow rapidly. 

 
Figure 11. Company pages on Facebook 
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Therefore, next question was to know what information is relevant to this target group and 

what they are seeking on company Facebook pages. The results are illustrated in figure 12, 

but to summarize, it can be said that the most important seems to be information about 

events. The least important, in contrast, are pictures added by Page Fans and then videos, 

other factors being relatively of equal importance. 

 

 
Figure 12. Facebook page content 

 

What is essential to know is also where on social media the respondents are besides Facebook. 

The results on figure 13 show that social media is not widely used among these respondents. 

Only Facebook and YouTube are frequently used social media sites, and also some people are 

readers of blogs. Otherwise the use of any other channels of social media are minimal which 

could mean that it is not yet worth entering these social media sites as there might not yet be 

enough viewership for the content, or if there are some sites that do not require signing up to 

view the content, such as MySpace, it could still be worth joining some of those sites as well. 

 

 
Figure 13. Social media usage 
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Respondents also seemed to prefer Facebook as the main source to learn more about 

upcoming events and be informed about the news of Spin Group. Only after that is the 

company website, which shows that it is often easier for people to be contacted via Facebook 

and to be introduced to new companies and subjects through this medium. There was also a 

little interest towards YouTube, other social media sites not being much of interest. This 

would all mean that, in general, people want companies to participate on the same sites as 

the customers themselves. 

 

 
Figure 14. Spin Group on social media 

 

It was also important to know whether these respondents do, in general, enjoy attending 

exclusive and unique events and the majority of answers were positive, as can be seen in 

figure 15. This is an important factor as events are an essential part of Spin Group’s activities. 

 
Figure 15. Event interests 

 

The importance of being among the first to be informed about and invited to events was also 

measured. Even though more people answered positively to this question (see figure 16), 

there was also a significant amount, 27 percent, of people who do not care about this factor. 

Those people who mind about this factor, however, are more likely to be trendsetters and 
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those who other people prefer to ask for information and recommendations. Therefore, they 

are the ones who are more likely to be willing to connect with relevant companies. 

 
Figure 16. Event information among the first 

 

The last question was questioning whether the respondents are eager to boost word-of-mouth 

to their friends if they find something interesting, in this case if they have been invited to an 

event that they find interesting. The results (see figure 17) were very interesting because as 

many as 27 percent responded that they invite their friends and a significant 35 percent said 

that they would if a friend or the event organizer asked them. This is an important factor to 

consider because often for people to tell their friends all that is required is for someone to 

ask. 

 

 
Figure 17. Promoting events to friends 

 

5 Conclusions 

 

This section presents the conclusions of the entire research study and it includes suggestions, 

and the future research challenges section completes this work. 

 



 46 

5.1 Suggestions 

 

Because connecting and delivering messages to customers and possible customers is 

increasingly difficult, innovative ways of marketing are needed to make people interested. 

The social web is the best medium to communicate with customers and promote word-of-

mouth because people are receptive to messages and information via social media. Therefore, 

inserting Spin Group into these conversations with dynamic and memorable interactions with 

the brand can help build and leverage relationships between Spin Group and its current and 

prospective customers, as well as its partners and all other stakeholders. Social media can 

enable Spin Group to extend its brand value, strengthen corporate reputation, boost demand, 

etc. With social media it is possible to reach more people and highly targeted markets, 

quickly and cost-effectively. Competitive advantage can be created by including social media 

in the marketing plan and by creating a unique model that will not be easily copied. 

 

When planning a social-media strategy, there should be a clear understanding of the customer 

profile and the environment. The company should know its target audience and determine 

what type of relationship is wanted, based on what the target audience is ready for. The plan 

should have a long-term perspective and a clear objective of what the company wants to 

accomplish over time and what content is needed nowadays and in the future. Questions 

regarding the site’s objectives, who the visitors are going to be, and why they are visiting the 

site (what need is being met) should be answered to guide the social media strategy. 

 

Objectives should be the basis for the social media marketing strategy and decisions should 

be made according to them. After social media marketing objectives have been defined and 

there is an understanding of the audience, the next challenge is to integrate those objectives, 

in what ways social media will benefit the company, and what social platforms, social content 

and social interactions are most likely to provide the support needed. 

 

It is essential to use the same media as customers, and currently different forms of social 

media are of great popularity. Participation on social media should be carefully selected, 

though. Spin Group should determine on which social media sites it wants to be, on which 

sites it can be most helpful, and which social media channels its customers are using to design 

a targeted social-media marketing strategy. It is important to set up a company account and 

pages on any site where customers and potential customers actively participate because 

having a presence in those networks causes the conversation to thrive and that is also the 

easiest way to reach the target market. Nowadays success depends much on the connections 

established, and so it is essential also for Spin Group to connect with their customers on 

social media, tell them where to find the company on the social web, and ask people to 

connect their pages to the company pages. 
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There are many forms of social media, but for the purposes of Spin Group, the most relevant 

regarding the target market would most likely be the social networks Facebook and MySpace, 

blogs, the microblogging site Twitter, and media-sharing sites YouTube and Flickr. 

 

Facebook gives a number of opportunities to interact with customers via plug-in applications, 

groups, and public company pages. The best way for Spin Group to present itself on Facebook 

is to have a Facebook public profile, which already has been successfully established, and it 

only requires regular updating. However, for event promotions an option could be to also set 

up a Facebook group page to support the actual business page on Facebook. Like most social 

networks, Facebook also allows people to create events and invite friends to attend them. 

RSVP functionality (=a possibility to respond to an invitation), photo uploading, linking, and 

commenting are included in an event page created on Facebook. What this means for Spin 

Group, anytime it is hosting an event, there should be a Facebook event page set up to create 

maximum word-of-mouth. 

 

MySpace is similar to Facebook but it has a different positioning, being more of a general 

branding site. MySpace gives its users more freedom to customize their profiles and offers the 

possibility of adding graphics and music that plays automatically. For marketers interested in 

reaching urban, nightlife, or music communities, MySpace is an excellent choice, and also a 

site for Spin Group to consider joining. 

 

Blog software has a variety of features that makes it excellent for marketing purposes. Blogs 

also can be integrated with any other tool and platform and so a company blog can be used as 

a hub for all social-media marketing efforts. The purpose of corporate blogging is to further 

organizational objectives and blogging is a long-term commitment, though it is not difficult to 

execute and the outcome is worth it.  

 

Twitter is easy to use and it requires very little investment of time and the easiest way to use 

Twitter is as a hub for the company’s existing information outlets such as public relations and 

marketing. It can be used to link existing content on company websites, blogs, Facebook, etc. 

These links can include new product and service announcements, awards and recognition, 

events, blog posts and anything the company wants to promote. In this way Spin Group can 

reach a broader audience and improve brand awareness. 

 

Video is an excellent way to express and market a brand. Videos can introduce people to 

products and have educational content, or be entertaining. Video is a format that consumers 

understand and like. Therefore, it could also be worthwhile, if resources allow, to make short 

video clips and to publish them on, for instance, the company website and YouTube which is 

the most popular site for viewing videos. 
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Flickr is an ideal tool for sharing, embedding, and organizing pictures, and to collaborate with 

others using pictures. Flickr could be used by Spin Group for posting and tagging pictures of 

company events, or any visual content. 

 

Also nearly every social-media marketing effort can be integrated with at least one other. All 

social-media marketing efforts should collaborate. It is also important to promote new social-

media efforts within the existing channels, including the company website, because through 

that way it can quickly be verified by anybody what social media affiliations are official. 

 

After the planned social-media pages are created, the next challenge is taking part in 

conversations to keep those conversations latest by creating a constant flow of updates, and 

to have the sought quality of conversation. People expect companies to participate in social 

media, they want answers and replies, and in general, they want to be heard and listened to. 

Conversations should be give-give discussions where both the company and the customer 

should learn from each other. However, what is good to remember is that it is not exactly 

possible to control consumer conversations but it is possible to influence them. Spin Group 

should make sure the discussions about the company are good and conversations can be 

encouraged by providing exceptional, authentic experiences and creating talk-worthy events. 

 

Spin Group should also track consumer conversations and measure the outcomes of the 

company’s social-media engagement according to the objectives of the social-media 

marketing strategy. By learning from what people are saying, the customer feedback can be 

used to improve the company and its products and marketing plan, and by measuring results, 

it can be seen what social-media actions have been the best ones.  

 

Social media requires time, creativity, and know-how, but it also has extremely low barriers 

to entry, meaning that anyone can participate successfully if preserving and committing to it. 

This means that there are no technological barriers involved and social media is therefore 

focused more on sociology than technology. Also, what is important is not only to be present 

on social media, but to be an active participant. Examining what competitors are doing on 

the social web might help in designing an excellent social-media strategy. By learning what 

the competitors are doing well and what not so well it is possible to discover something that 

can be done better and discover something that has not yet been done. 

 

Altogether, good planning, preparation, training and execution are all necessary for any 

social-media marketing effort to succeed. 
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5.2 Future research challenges 

 

Social media is a relatively new medium which is developing at a quick rate. It is not known 

how the social web will evolve over time as a marketing genre and neither can it be predicted 

what is going to happen in the world of marketing in the future. Trends are changing faster 

than ever before regarding marketing, and to remain better than competitors is increasingly 

difficult. Therefore, it is critical to be responsive to current and upcoming trends. 

Characteristics describing the current world are transparent content that is mostly user-

generated, broadband, rich media, and available on multiple devices and these trends are 

continuing to evolve. Currently the direction is to adapt to portable devices and technologies 

and to have easy access any time and any place. These are important subjects to reflect on 

when marketing a brand and setting oneself apart from competitors. 

 

Some people believe that social media is only a passing trend, but it is evident that 

information consumption habits have changed significantly and permanently. Also the 

statistics about the growth of new media and the decline of the old demonstrate that social 

media will be an essential part of future consumers’ media mix. It is certain also that 

marketing is transferring towards mobile technologies and businesses need to learn to use 

new technologies efficiently before their competitors do. To be able to identify the changes 

in trends in current time organizations should constantly follow customer trends as well as 

the development of marketing communication tools. 
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Appendix 1: Questionnaire in English 
 
Hello, 
 
I am a business Degree student of Laurea University of Applied Sciences and I am conducting a 
survey for my thesis study on social media marketing to learn more about the behavior, motivations 
and interests regarding social media and the case company, Spin Group. I would be really thankful if 
you could take a moment of your time to answer this research questionnaire. Answering these 
questions takes about 5 minutes and responses are anonymous. Here is the link to the questionnaire: 
 
https://elomake3.laurea.fi/lomakkeet/2562/lomake.html?rinnakkaislomake=SMMReseachSurvey  
 
Thank you for your help. 
 
Leena Arminen 
 
 
 

Social Media Marketing Survey 
 
Spin Group operates the radio station Spin FM, Spin Technologies which develops mobile and web 
technologies, an event production company Spin Events and Spin Fashion. 
 
Spin FM was established in May 2009 and it was a local radio of the capital region. During spring 
2010 the coverage area has expanded also to Porvoo and Tampere, and within this year the coverage 
area will also be Oulu, Jyväskylä and Lahti. It is also possible to listen to the station on the internet. 
Spin FM is the only radio station in Finland which is focused on urban culture. 
 
 
General Information  
 
1. Gender  

 
Male  

Female 
 

 
2. Age  

 

18-21 

22-25 

26-29 

30-33 

34+  

 

 
3. How often do you listen to Spin FM?  

 

Daily  

Weekly  

Monthly  

More rarely  

I don't listen to Spin FM 
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Social Media Usage  
 
 
4. How often do you use Facebook?  

 

Daily  

Weekly  

Monthly  

More rarely  

I do not have a Facebook account 

 

 
 
5. How many friends do you have on Facebook?  

 

1-100  

101-200 

201-300 

301-400 

401-500 

501+  
 
 
6. How many Facebook pages are you a fan of?  

 

 
 
7. For what reasons do you become a Facebook fan of some profile?  
(1=not important, 5=very important)  

 
1 2 3 4 5 

 
To receive information on special promotions       
To follow up on status updates and news       
To be informed about and invited to upcoming events       
To follow up on the latest pictures       
To follow up on the latest videos       
To join conversations (on the wall, comment pictures, videos, status 
updates, etc.)       
Because so many of my Facebook friends are ‘fans’ of that profile       
Because a friend invited me       
 

 

0-10  

11-20  

21-50  

51-100 

101+  
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8. How interested are you in these types of events? (1=not interested, 5=very interested)  

 
 

1 2 3 4 5 
 

Club events       
Concerts       
Summer festivals       
Fashion events       
 
 
For the following question, please rank all the following media according to the importance each 
media has in informing you about events you would like to attend. 
(1=not important, 5=very important)  
 
9. Through which media do you usually hear about events that interest you?  

 
 

1 2 3 4 5 
  

Radio        
Television        
Magazines        
Newspapers        
Free newspapers (Metro, City, etc.)        
Flyers, posters        
Facebook        
Other social media (MySpace, Twitter, Blogs, 
LinkedIn, etc.), please specify which one(s):        
The Internet (companies’ web sites, etc.)        
Direct mail (email and/or text messages from the 
event organizer)        
 

Something else. What?   
 
 
 
10. Would you like to become a Facebook 'fan' of Spin FM / Spin Group to be among the first ones to 
hear about upcoming events and news?  

 

Yes  

No  

I don't know 
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11. What kind of information would you like to find on the Facebook fan pages of Spin FM / Spin 
Group? (1=not important, 5=very important)  

 
 

1 2 3 4 5 
 

General information about the company       
Links to company website and social media sites       
Information about their upcoming events       
Pictures from past events       
Videos from past events       
Photos posted by page’s ‘fans’       
Discussions and reviews about events       
 

Something else. What?   
 
 
 
 
 
12. Which social media do you use? (1=not at all, 5=very often)  

 
 

1 2 3 4 5 
 

Facebook       
MySpace       
Twitter       
Read blogs       
Write a blog       
YouTube       
Flickr       
 

Something else. What?   
 
 
 
 
 
 
 
 



 58 
 Appendix 1 
 
 
 
13. Through which social media would you like to learn more about upcoming events and follow up 
on the news of Spin Group? (1=not at all, 5=very often)  

 
 

1 2 3 4 5 
 

Facebook       
MySpace       
Twitter       
Blog(s)       
YouTube       
Flickr       
Sping Group's own web pages       
 

Something else. What?   
 
 
 
 
For the following statements select the choice that best describes your opinion:  
 
I enjoy attending exclusive and unique events.  

 
Yes No I don’t know 

 
     
 
I want to be along the first ones to know about upcoming interesting events.  

 
Yes No I don’t know 

 
     
 
When I am invited on Facebook to an event that I find interesting, I invite my friends too and/or 
post a link to the event on my Facebook profile.  

 
Yes No Only if a friend or event organizer asks me to 
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Appendix 2: Questionnaire in Finnish 
 
 
Hei, 
 
Olen Laurea amk:n liiketalouden opiskelija ja olen tekemässä tutkimusta opinnäytetyötäni varten 
aiheesta sosiaalisen median markkinointi tutkiakseni tarkemmin käyttäytymistä, motivaatiota ja 
kiinnostusta sosiaalista mediaa kohtaan, kohdeyrityksen ollessa Spin Group. Olisin todella kiitollinen, 
mikäli löytäisitte pienen hetken ajastanne tutkimuskyselyyn vastaamiseen. Kysymyksiin 
vastaaminen kestää noin 5 minuuttia ja vastaukset ovat anonyymejä. Ohessa linkki kyselyyn: 
 
https://elomake3.laurea.fi/lomakkeet/2562/lomake.html  
 
Kiitos avustasi. 
 
Leena Arminen 
 
 
 

Sosiaalisen median markkinointitutkimus 
   
Spin Groupin alla toimii radiokanava Spin FM, mobiili- ja webteknologiaa kehittävä Spin Technologies, 
tapahtumatuotantoyritys Spin Events ja Spin Fashion.  
  
Spin FM on toukokuussa 2009 pääkaupunkiseudulle perustettu paikallisradio. Kevään 2010 
aikana kuuluvuusalue on laajentunut myös Porvooseen ja Tampereelle ja tämän vuoden puolella vielä 
Ouluun, Jyväskylään sekä Lahteen. Lisäksi asemaa voi kuunnella netissä. Spin FM on Suomen ainoa 
urbaaniin kulttuurin ja hyvinvointiin keskittyvä radiokanava. 
 
 
Yleistä tietoa  
 
1. Sukupuoli  

 
Mies  

Nainen 
 

 
2. Ikä  

 

18-21 

22-25 

26-29 

30-33 

34+  

 

 
3. Miten usein kuuntelet Spin FM:ää?  

 

Päivittäin  

Viikoittain  

Kuukausittain  

Vielä harvemmin  

En kuuntele Spin FM:ää 
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Sosiaalisen median käyttö  
 
4. Miten usein käytät Facebookkia?  

 

Päivittäin  

Viikoittain  

Kuukausittain  

Vielä harvemmin  

En käytä Facebookkia 

 

 
 
5. Montako Facebook kaveria sinulla on?  

 

1-100  

101-200 

201-300 

301-400 

401-500 

501+  
 
 
6. Kuinka monen Facebook sivun 'fani' olet?  

 

0-10  

11-20  

21-50  

51-100 

101+  
 
 
7. Mistä syystä liityt profiliien Facebook 'faniksi'? (1=ei tärkeä, 5=erittäin tärkeä)  
 

 
1 2 3 4 5 

 
Saadakseni tietoa erikoispromootioista       
Seuratakseni statuspäivityksiä ja uutisia       
Saadakseni kutsuja tapahtumiin       
Seuratakseni uusimpia kuvia       
Seuratakseni uusimpia videoita       
Liittyäkseni keskusteluihin (Facebook seinällä, kommentoidakseni 
kuvia, videoita, statuspäivityksiä, jne.)       
Koska monet Facebook kaverini ovat profiilin 'faneja'       
Koska kaveri kutsui minut       
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8. Kuinka kiinnostunut olet seuraavista tapahtumista?  
(1=en ole kiinnostunut, 5=erittäin kiinnostunut)  

 
 

1 2 3 4 5 
 

Klubitapahtumat       
Konsertit       
Festarit       
Muotitapahtumat       

    
   

Seuraavaan kysymykseen arvioi kaikki seuraavat mediat sen mukaan kuinka tärkeä media on sinulle 
saadaksesi tietoa sinua kiinnostavista tapahtumista. 
(1=ei tärkeä, 5=erittäin tärkeä) 
 
9. Minkä median kautta yleensä kuulet sinua kiinnostavista tapahtumista?  

 
 

1 2 3 4 5 
  

Radio        
Televisio        
Aikakauslehti        
Sanomalehti        
Ilmaislehti (Metro, City, jne.)        
Flyerit, mainosjulisteet        
Facebook        
Muu sosiaalinen media (MySpace, Twitter, Blogit, 
LinkedIn, jne.), mikä/mitkä?:         
Internet (yritysten nettisivut, jne.)        
Sähköpostitse/tekstiviestillä tapahtumajärjestäjältä        
 

Muu, mikä?   
 
 
 
10. Haluaisitko olla Spin FM:n / Spin Groupin Facebook 'fani' saadaksesi ensimmäisten joukossa 
tietoa tulevista tapahtumista ja uutisista?  

 

Kyllä  

Ei  

En osaa sanoa 
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11. Mitä haluaisit Spin FM:n / Spin Groupin Facebook sivuilla olevan?  
(1=ei tärkeä, 5=erittäin tärkeä)  

 
 

1 2 3 4 5 
 

Tietoa yhtiöstä       
Linkkejä yrityksen omille nettisivuille ja sosiaalisen median sivuille       
Tietoa tapahtumista       
Kuvia tapahtumista       
Videoita tapahtumista       
Sivun 'fanien' lisäämiä kuvia       
Keskusteluita ja arvosteluita tapahtumista       
 

Jotain muuta. Mitä?   
 
 
 
 
 
12. Mitä sosiaalista mediaa käytät? (1=en lainkaan, 5=erittäin usein)  

 
 

1 2 3 4 5 
 

Facebook       
MySpace       
Twitter       
Luen blogeja       
Kirjoitan blogia       
YouTube       
Flickr       
 

Jotain muuta. Mitä?   
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13. Minkä sosiaalisen median kautta haluaisit seurata Spin Groupin uutisia ja tapahtumia?  
(1=en lainkaan, 5=erittäin usein)  

 
 

1 2 3 4 5 
 

Facebook       
MySpace       
Twitter       
Blogi(t)       
YouTube       
Flickr       
Sping Groupin omat nettisivut       
 

Jotain muuta. Mitä?   
 

   

 
Seuraaviin kysymyksiin valitse vastaus joka parhaiten vastaa mielipidettäsi: 
 
Minusta on kiva osallistua ainutlaatuisiin tapahtumiin.  

 
Kyllä Ei En osaa sanoa 

 
     
 
Haluan olla ensimmäisten joukossa jotka saavat tietää tulevista mielenkiintoisista tapahtumista.  

 
Kyllä Ei En osaa sanoa 

 
     
 
Kun minut kutsutaan Facebookin kautta mielenkiintoiseen tapahtumaan, lähetän myös Facebook-
kavereilleni kutsun/laitan linkin profiiliini.  

 
Kyllä Ei  Vain jos kaverini tai tapahtumajärjestäjä pyytää 
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