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This research was done for Kiinteistomaailma Puistola | Välityspalvelu N & M Oy LKV. 
Kiinteistömaailma Puistola wishes to improve and strengthen its brand and had prepared a social 
media video marketing campaign. The commissioning company, as well as the real estate business 
in Finland, are said to be in crossroads of changing its marketing from traditional paper media to 
social media. 
 
The purpose of this research is to determine and analyze whether the campaign was successful 
based on numerical data which illustrates the spread of the campaign and how well it reached the 
audiences. On the other also qualitative data will be used to find out what kind of effect did the 
campaign has on the company's brand image from the customer's point of view. The research 
method for this research combined from both quantitative and qualitative research. Quantitative 
data is gathered from the social media platforms and qualitative data was gathered from five semi-
structured theme interviews. Relevant literature and articles, as well as researches, were used to 
gather the theory part supporting this research. 
 
Based on the numerical data, the campaign reached the desired number of people. Also, the 
number of engagements generated by the campaign as well as positive feedback was in life with 
the expectations of the commissioning company. These interviews indicated that the campaign had 
either a neutral or positive effect on participants' views of the company brand. The commissioner 
company can utilize the results of this research when preparing their future campaigns. 
 
This research can be used to help people understand how to measure and analyze the results of 
a social media campaign. 
 
 
 

Keywords: Social media marketing, video marketing, social media, real estate, marketing 
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1 INTRODUCTION 

Would it be too radical to say, that we live the era of social media? Social media has become 

probably one of the most important channels of communication and share of information in people's 

lives and at least people working in the field of business have heard phrases like: ”if you are not in 

social media, you don't exist” or ”we should focus more on social media, in order to be successful”. 

But doesn’t that make perfect sense? Shouldn’t companies be visible right there, where the people 

are? According to the London School of Business and Politica Science, in June 2017 over 50% of 

the global population had access to the internet and 39% (2,895 billion people) were actively using 

social media, from which Facebook was by far the largest with over 1,2 billion every-day users. 

(Chaffey, D. 2020) 

 

In this research we will be discovering the mysteries of social media marketing from the perspective 

of Finnish, Oulu based real estate agency Kiinteistömaailma Puistola, which aims to find new ways 

of improving its brand image through social media marketing by using videos. At the beginning of 

the research, the reader will be familiarized with Kiinteistömaailma Puistola and the basic 

operations of the real estate agency. This aims to help the reader to understand, the current 

situation of the company in general as well as the possible limitations as well as benefits to the 

company's marketing for the company being part of Finland's largest real estate agency franchise 

chain. 

 

In the second chapter, we dive more deeply into the world of social media theory. If you as the 

reader wish to gain more information about the theory surrounding this topic, then this is the place 

for you. From this chapter, the reader will gain knowledge on topics such as: what is social media 

marketing, how to define and target your audiences, what are the benefits of social media marketing 

for a mid-size company such as Kiinteitömaailma Puistola and what are the relevant concepts of 

social media marketing. In short terms, how does social media work and how it should be used in 

theory? 

 

The author of this research is currently working full time in Kiinteistömaailma Puistola as a Sales 

assistant and Marketing Coordinator. As a marketing coordinator, the author's main duties are to 

develop new and current marketing operations for/of the company, so this research should serve 

that purpose. The CEO of Kiinteistömaailma Puistola Mrs. Riitta Snellman wishes to develop the 
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digital and social media aspect of the company since she believes that the internet and social media 

are not only the platforms of current but even more of future. It has been already realized inside 

the company that digital as well as social media marketing, is much more effective than the 

traditional paper media advertisement in terms of data analyzing, customer engagements, and 

price efficiency. Since the case company has decided in its marketing strategy to focus especially 

on video content shared in social media platforms, in this research we will mainly focus on, how 

has one specific video campaign worked and how this kind of marketing should be developed in 

the future in order to produce even better content. 

 

The research question in this research is: ”Was the video marketing campaign on 

Facebook/Instagram successful?  

To find the answer to the research question we will be approaching it from two different aspects. 

a) Was it successful from the point of view of brand building? 

b) Was it successful from the point of view of numerical data gathered from Facebook? 

 

 

At first, relevant literature and articles will be used as a backbone for the theoretical framework of 

this research, which aims to clarify the characteristics of social media marketing, social marketing, 

brand and what one should keep in mind when planning a social media marketing campaign from 

the point of view of brand building.  

 

Since the main objective of the commissioning company in this research is to find ways to improve 

its brand image through the use of social media, I will focus on analyzing the results of one particular 

social media video ad campaign by using both qualitative and quantitative research methods. The 

qualitative research part will be executed through interviews of six people from who are in a life 

situation where a) selling or b) buying a real estate might be a relevant thing in their near future. 

The quantitative research will be done by analyzing the statistics of the campaign that will be 

gathered from the platforms where the campaign was launched, in this case, Facebook and 

Instagram. 

 

Based on the outcome of the interviews as well as the qualitative data (such as engagements, 

reactions, coverage, comments) gathered from the social media platforms a conclusion will be 

drawn on if the campaign was successful or not and how could the campaign in the future be 
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developed into the direction where it would develop the company's brand image more into the 

wanted direction. 
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2 KIINTEISTÖMAAILMA 

Kiinteistömaailma is one of the biggest concerns operating in the field of real estate sales in Finland. 

Kiinteistömaailma brand was sorely owned by Danske Bank in Finland until 2019 when it was sold 

to private investors. Kiinteistömaailma is a franchise chain, it has a bit over 100 agencies that are 

owned and ran by the entrepreneurs as independent limited companies. In total, over 700 real 

estate agents work under the Kiinteistömaailma agencies as well as the central unit. 

(Kiinteistömaailma, 2020) 

 

Kiinteistömaailma has two separate businesses operating under the central unit. The first and far 

better known is the all-inclusive real estate agency service. In this business, the Kiinteistömaailma 

franchisees mainly charge the consumer for all the required operations that are necessary in order 

to properly sell one’s real estate or apartment. In a classical case, the service starts from the contact 

from the consumer's side to the real estate agency, when he/she informs the agency about his/her 

intentions in selling his/her real estate. The second step is usually the appraisal of the consumer's 

real estate, which can be a verbal appraisal or in some specific cases written. After the negotiations, 

the consumer decides if he/she wishes to give the real estate to the company to be sold. After 

making the contract over the selling of the real estate the agency prepares the listing, following the 

rules and regulations guiding the field of business. After the listing, the agency starts the active 

search for potential buyers. This is done through marketing in social media as well as in third-party 

platforms such as web pages focused on real estate sales like etuovi.com. Agencies also use more 

traditional ways of finding potential buyers and new contacts, one of the best know being the 

arranged showings. Public or private.  

2.1 Kiinteistömaailma Puistola | Välityspalvelu N& M Oy LKV 

Kiinteistömaailma Puistola | Välityspalvelu N & M Oy LKV, usually referred to as just 

Kiinteistömaailma Puistola after the well-known Puistola building in Oulu city center is by far the 

largest Kiinteistömaailma agency operating in Oulu market area based on the number of employees 

as well as the revenue, which was 1,6 million euros in 2019. (Kiinteistömaailma 2019) 
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Kiinteistömaailma Puistola's main field of business is to provide customers with comprehensive real 

estate and apartment selling services. Kiinteistömaailma Puistola also offers renting services for 

people, usually, investors who wish to outsource the renting process of their apartments. The 

company has in total 15 agents including the CEO and entrepreneur Mrs. Riitta Snellman. In 

addition, Kiinteistömaailma Puistola has 2 full-time assistants for both renting services as well as 

for sales and marketing. The marketing coordinator of Kiinteistömaailma Puistola is also the author 

of this research.  

 

2.2 Current standing in the competition 

Kiinteistömaailma Puistola also has the largest stock of real estates and apartments 166 listings on 

25th of July 2019 of all three Kiinteistömaailmas in Oulu area, the second one being 

Kiinteistömaailma Rotuaari with 145 listings and the smallest Kiinteistömaailma Tuira with 63 

listings. The number of listing is based on the data gathered from etuovi.com, which is an 

Almamedia owned platform for companies to publish their listed real estates and apartments.  

However, the operating model of Kiinteistömaailma is somewhat unique because of it’s joint-selling 

practice, which means that even if every Kiinteistömaailma agency is a private limited company, 

they co-work seamlessly and any agent from any Kiinteistömaailma agency can sell real estates 

that are listed by any of two other Kiinteistömaailmas. Joint-selling is a great competitive and 

distinguishing advantage for the Kiinteistömaailma chain. This means, that in July 2019 all together 

Kiinteistömaailmas of Oulu market area had a total of 374 listings which makes Kiinteistömaailma 

a brand the biggest operator in the market area. (Etuovi, 2019) 

 

What comes to pricing the service, Kiinteistömaailma is knowingly not the cheapest option. In the 

Oulu market area, there are a huge number of companies and operators who sell real estate and 

housing company stocks. In 2019, based on the etuovi.com list of operators offering some sort of 

real estate selling service, in Oulu, there were 80 different service providers. Out of these 80 service 

providers the three Oulu based Kiinteistömaailmas still had 24,9% market share on sold apartments 

and real estates. (Kiinteistömaailma 2018)  
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3 THEORETICAL FRAMEWORK  

In this chapter, we focus on observing social media marketing from a theoretical perspective. 

Theoretical literature will be used as source material in order to find answers to questions such as, 

what is social media marketing, why is social media relevant (or is it), how does interaction in social 

media work between companies and audiences and how to use social media as an effective tool 

in marketing. Companies these days seem to have great trust and faith in social media and it is 

often seen as a powerful, cheap, and easy place to reach massive audiences and to gain quick 

visibility. After this chapter, the reader should be able to:  

Understand the basic concepts and theory of social media marketing and branding, to understand 

the importance of defining your customer target group and to understand the difference between 

social media marketing and social marketing. Even though the research question is about 

determining if the marketing campaign was successful I think it is important to understand the 

basics of the way or channel that is used to reach the audience. 
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3.1 What is social media marketing? 

We often hear people and company representatives talk about social media marketing, or SoMe-

marketing as it is commonly referred to in Finland. Most of us are familiar with the use of social 

media in our everyday lives to entertain ourselves and to communicate with our friends and other 

people in the social network, so I would claim it is safe to say that the very basics of social media 

are these days well known by the big audiences. But what about social media marketing? What it 

is and what could companies possibly benefit from it? 

 

Dave Chaffey and Fiona Ellis-Chadwick explain social media marketing in their book “Digital 

Marketing, Strategy, implementation, and practice” as follows:  

“Social media marketing. Monitoring and facilitating customer-customer interaction and 

participation throughout the web to encourage positive engagement with a company and its brands. 

Interactions may occur on a company site, social networks and other third-party sites” (Chaffey, D. 

& Ellis, F. 2019) 

 

The definition of social media by Chafey and EllisChadwick rather strongly describes social media 

marketing not just as way or platform for traditional advertisement where the company simply uses 

the social network platforms such as Facebook or Linked in to push information about their products 

to the audiences, but as a way to monitor and facilitate the interaction between the social media 

users. Chafey and Ellis-Chadwich also make a note, that the company should especially focus on 

promoting positive traffic and engagement on their social network platforms or through their 

webpages. The word engagement is used to describe the actions, customers perform in the social 

network. Such engagements can be, for example, likes and shares of the company's posts, 

comments, image clicks, or any type of interaction with the social media content the company 

produces on its pages. For example, Facebook allows you to see the number of engagements on 

your posts.   As seen below in Figures 1 and 2. (Chaffey, D. & Ellis, F. 2019) 
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The picture below is a screenshot of a father's day post on the Kiinteistömaailma Puistolas 

Facebook page in 2019. Below the image, Facebook allows you to see firstly the number of reached 

people (Tavoitetut henkilöt) and next to it the number of engagements. This means that 4,14 

percent of people who saw this post engaged to it somehow.  

 

 

 

Figure 1. Facebook post analysis. (Facebook 2019. Cited 1.12.2019) 

 

 

Figure 2 illustrates how Facebook provides you with a more accurate summary of engagements on 

your posts. First of all, we can once again see the number of reached people. In this case, is 4588. 
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Under it is the number of reactions, comments, and shares all together being 85. Under it, we can 

see more information about, how the different engagements were distributed among likes, shares, 

and comments, and as we can see, in this case, most people just liked the post. From this figure 

we can also see, how much effect do the shares have? For example, the post has 73 likes, from 

which 46 are directly on the post. 27 of the likes are in shares, so when these are not shown directly 

in the post but the content has reached people through shares and liked it that way.  

 

So now we know, that a little less than half on engagements of the post came from reactions, 

comments, and shares. So, since the total number of engagements was 190, we are still 105 

engagements short. We can see from the figure, that the post has been clicked 105 times and 

Facebook has separated it into 3 sections. 36 times the image has been shown/clicked, so the 

person has wanted to see the image bigger. There are 0 link clicks which make sense since there 

is no link included in the post. 69 are other clicks which means that the person has clicked “other 

parts of the post like, the page heading or the “show more” link. 

 

The final section is about negative feedback on the post. There we can see how many persons 

have 1. hid the post, 2. hidden all posts of the publisher, 3 reported as junk content or 4 

unfollowed/unliked the page. In the case of this particular post, all 4 are 0, but quite often you see 

some negative feedback on your post.  
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Figure 2. Facebook post analysis. (Facebook 2019. Cited 14.12.2019) 

 

In my opinion, the explanation of Social Media marketing by Chafey and Ellis-Chadwick (Chaffey, 

D. & Ellis, F. 2019) is not only a good way to describe social media marketing but also an excellent 

description of an optimal state of traffic and interaction in the company's social network page.  

 

I would agree, that company that wishes to achieve positive results and improve its visibility through 

social media should focus on making its social media content more attractive for people to engage 

with it. And not only to engage through likes and image, or link clicks but through generating “buzz” 

around their content and to get people involved in the conversation with the company as well as 

with other individual users on the company pages. Getting people to comment and to tell their 

personal opinions has so far been a major challenge for the case company so far and most 

engagements have been likes, images, and link clicks. I would say, that having people comment 

on the content would most help the content to reach bigger audiences and increase the people's 

feelings of being part of the community, which could lead to better general engagement with the 

case company. 

 

3.2 Who is the customer and creating the Customer Avatar? 

To be able to successfully execute a marketing strategy, it being in social media or any other kind 

of marketing, the company should have a clear vision about the target, to who they are marketing. 
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In their book, “Digital Marketing For Dummies” Ryan Deiss and Russ Henneberry use a theory of 

creating a customer avatar to simplify the process of analyzing your ideal customer and to plan 

how the company could guide them to the right track on the way to become first your follower then 

eventually to become a committed fan and even a promoter of your product. (Henneberry, R. & 

Deiss, R. 2016) 

Ryan and Russ justify the importance of creating a customer avatar as follows: “Because the role 

of your marketing is to move people through a series of stages from cold prospects to rabid fans 

and promoters, you must first attain clarity on the characteristics of your ideal customers.” 

(Henneberry, R. & Deiss, R. 2016) Cited 18.2.2020. Ryan and Russ describe the marketing as a 

path of turning the cold prospects into committed fans through understanding the needs and wants 

of the specific group and people and to see, what kind of obstacles these potential customers are 

facing when trying to fulfill these needs and wants. To make this profiling easier, Ryan and Russ 

present us with the idea of Customer Avatar. In other theories, Customer Avatar can be called for 

example buyer persona, marketing persona, or target audience. (Henneberry, R. & Deiss, R. 2016) 

 

Customer Avatar is said to be a fictional generalization of a potential ideal customer that the 

company sees it could help and provide with additional value. Through marketing, the company 

could then deliver this value to this potential customer similar to the Customer Avatar they have 

previously created. So, to summarize, the Customer Avatar should include the following information 

about your ideal customer: 

- Customers goals 

- Challenges meeting those goals 

- Where they spend their time consuming 

o information 

o entertainment 

 

Ryan and Russ pointed out that the Customer Avatar is much more than just putting people into 

boxes based on things like their age, ethnicity, religion, profession, or nationality. They propose 

that many large and broad marketing campaigns often fail to create a big impact because they don’t 

really resonate with the audience. This may happen because the marketing company has failed to 

make its Customer Avatar specific enough. This is why Ryan and Russ want to put great emphasis 

on the fact that whenever you are (and you definitely should) making a Customer Avatar for your 

company, you should make it as specific as possible. Through this extra specific Customer Avatar, 

you can tailor your marketing campaigns, ads, offers, etc. to directly meet the needs of your target 
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audience. Ryan and Russ also point out that the exercise of creating Customer Avatar affects every 

single aspect of your marketing, not only including Social Media marketing, which is the scope of 

this research, but also Content Marketing like videos, blog posts and copywriting, like what kind of 

marketing texts you should do for the case company's listings for example.  
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Then, what kind of information from our customers do we need to make a good customer avatar? 

According to Ryan and Russ, more is better. They claim, that in order to work properly, the 

Customer Avatar should have at least the following components. As we can see, the 

“Demographics” is only one of five major components, however, it is an easy mistake to make to 

just leave your Customer Avatar demographics making it merely ineffective. 

• Goals and values: Determine what the avatar is trying to achieve. What values does he 

or she hold dear? 

• Sources of information: Figure out what books, magazines, blogs, news stations, and 

other resources the avatar references for information. 

• Demographics: Establish the age, gender, marital status, ethnicity, income, employment 

status, nationality, and political preference of the avatar. 

• Challenges and pain points: What is holding the avatar back from achieving his or her 

goals? 

• Objections: Why would the avatar choose not to buy your product or service? 

(Henneberry, R. & Deiss, R. 2016) Cited 19.2.2020 

 

To get started with your Customer Avatar, Ryan and Russ suggest that instead of starting with 

comprehensive, 100% reliable and true research about your customers one should assume and 

make assumptions about your ideal customer. Once you get your first draft ready and rolling, you 

can upgrade and modify your avatar to better describe the actual ideal customer of your business. 

This can be done through interviews and communication with your customers. This way, one can 

start benefitting from the Customer Avatar immediately and continue honing it to its final form. 

(Henneberry, R. & Deiss, R. 2016) 

 

Belove there is an example of a Customer Avatar. The example avatar has been named to help 

bring the fictional character alive and to help people in the work community to refer to him. The 

example avatar is called “Erwin the Estate seeker”.  

 

Erwin is a 28-year-old white Caucasian well-off male, who has just left his girlfriend after he found 

out that she was cheating on him. Poor Erwin. He now lives in a small rented studio apartment in 

the downtown of Oulu and since he had been used to live in a more roomy apartment with his ex, 

he now wishes to find a more luxurious home for himself. Erwin has no children. Erwin has higher 
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education from the field of economy and so being he is well aware of the benefits of living in an 

owned apartment compared to living in a rented one.  He has a full-time job as an insurance 

salesman and his yearly income is well over 40 000€, so he can afford a decent home and he 

knows it. He also has some connections to bank officials due to his own job and that may help him 

to get even better conditions for his loan. 

 

Let us move to Erwins Goals! Eric's goal is to find a comfortable, stylish, and economically smart 

home for himself from the city center of Oulu. He wants that his new home would be one that he 

would be proud to show to his well-off colleagues and potential females he would bring therefrom 

dates. He wants to impress people, and also he wants to “show” his ex-girlfriend that he can 

manage without her! Gaining social status through his apartment purchase being maybe Erwins 

main motive, since he is also a highly educated and economically aware person he also keeps in 

mind that the apartment should be a good investment. The problem here is, that Erwin is only aware 

of the insurance business and knows not too much about the real estate business. Even if this was 

not enough of a problem, Erwin is too proud to admit his ignorance and this prevents him from 

asking direct help. He doesn’t want to look stupid in front of others. So, Erwin knows that his future 

home should be a good investment, but he doesn’t really know what factors affect it. 

 

The next step is Erwins values. What is important for Erwin in his life. First of all, Erwin has a strong 

feeling, that he needs to be accepted and respected by the people around him, even by those who 

he does not know. High social status and a feeling of being accepted are one of his main values. 

Thanks to this Erwin maybe even willing to stretch his budget in order to impress people like the 

real estate agent. This is because Erwin has been following real estate agency influencers in social 

media and he keeps them in high value and wants to be seen as a successful person. The other 

main values Erwin has is the need for comfort and easy living. Erwin wants to have easy access 

everywhere he goes and he does not like waiting. He highly values his free time and wants to spend 

it rather with his friends in nice restaurants close to his new home than in traffic jams trying to get 

there. The third thing Erwin values highly is wealth. And not only capital but also spiritual wealth he 

tries to increase through studying Chinese philosophy. He also does this because he thinks that 

other people may respect him more if they knew that he has self-learned things like philosophy and 

his personality has some deeper to give. 

 

Even if Erwin seems to be doing very well and seems to bee a very committed personality, he has 

some challenges. One of them being the pre-mentioned fear of looking stupid and admitting that 
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he is not aware of all the issues relevant to the real estate business. For example,  one exact 

challenge Erwin might have is that even if he wants to be and even more be seen as an 

economically successful person, he is not aware of things that affect the apartments future value, 

he does not know the market and does not know if he should buy a used apartment or a brand new 

one. For this kind of problem, he would like to have guidance from the real estate agency in a way 

it doesn’t reveal his ignorance of the subject. A possible way could be informative short blog posts 

or info packs written in amusing and easy to read way. This way the company would offer Erwin a 

low entry material to the world of real estate business, which would give him more courage to take 

actions without the fear of looking dull. 

 

These main sources of information for Erwin might be the real estate influencers he might follow in 

social media (Instagram, LinkedIn, Facebook, Twitter). Short YouTube lectures and “Guru” -videos 

about how to be successful in life and gain wealth. Of course the yellow media and since he spends 

time on Facebook and LinkedIn, these would be also platforms where the advertising company 

might reach him. 

 

Since the effective use of the Customer Avatar theory requires a detailed avatar as possible, I 

would say it may be challenging to adapt to the field of business where Kiinteistömaailma Puistola 

is operating in. Like said, Kiinteistömaailma Puistola is part of the market leader chain in its market 

area, it means that the customer base of the case company is extremely variable and wide. 

 

To be able to use the Customer Avata theory as effectively as possible, I would think it would 

require a special marketing campaign that is meant to target just a small fragment of our customer 

base. An easy trap to fall in would be in the case company's case to just think of our customers as 

one or two “stereotypes” and trying to create the marketing content for these stereotypes solely. 

This would lead to extremely wide and undetailed Customer Avatar, strongly leaning on 

demographic aspects only, since it is known that typically case company's customers live in the 

Oulu area, seek for high-quality real estate agency services and are willing to pay a premium for 

the service and are 20-70 years old. We all know that that would not make a spectacular Customer 

Avatar at all.  

 

In my opinion, one good way of using Customer Avatars would be in the marketing of a very special 

apartment or house. For example, it is extremely rare in the Oulu area to encounter apartments 

that have a price tag of over 1 million euros. When this kind of listings eventually acquired, we 
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already know that the potential buyer for this kind of apartment is very special and that there are 

very few of them in the market. So, when planning marketing for this kind of apartment, it would be 

smart to create a comprehensive Customer Avatar about the potential buyer, which can be created 

based on the company's earlier experiences. 

 

Another way of using the theory is when the company is creating marketing content, such as videos 

that aim to develop and strengthen the company's brand and image. First, we could once again 

create a Customer Avatar describing that one part of our customers, who we think are the 

“forerunners” and “influencers” in their social networks. If the company aims to convince the 

influencers about its excellency, so the influencer would afterward use his/her social status to 

convince his/her friends as well. 

 

So in order to be successful in the use of Customer Avatars, the case company should keep in 

mind that neither 1, nor 2 Avatars is enough, but it should create a new one for every single 

marketing campaign it wishes to make. The pool of potential customers is just too big and variable 

and would lead to the classic “big mass campaign failure” described earlier that fails to raise any 

feelings in any of the customer groups. 

 

 

 

 

3.3 Viral Marketing 

Quite often term social media marketing is connected with terms like “going viral” or viral marketing. 

Going viral online, by using social media platforms can easily be seen as a short cut to success 

and to reach huge audiences, since like we know and as Chaffey and Ellis-Chadvick suggest, one 

of the biggest advantages of social media and viral marketing is its potential to reach an enormous 

number of people in a relatively short time. (Chaffey, D. & Ellis, F. 2019) 

 

According to the Word-of-Mouth Marketing Association (WOMMA), viral marketing is: 

“Creating entertaining or informative messages that are designed to be passed along in an 

exponential fashion, often electronically or by email” (Chaffey, D. & Ellis, F. 2019) 
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Word-of-Mouth Marketing Association (WOMMA) has also introduced a marketing concept called 

Word-of-Mouth marketing (WOM) which is closely relevant to both viral marketing and social media 

marketing. A company that harnesses the WOM concept properly, is working hard to make its 

customers happier as well as try to make it easier for them to tell their friends about your brand and 

to make sure that influential individuals are aware of your products or services. (Chaffey, D. & Ellis, 

F. 2019) 

 

Chaffey and Ellis-Chadvick (Chaffey, D. & Ellis, F. 2019)  suggest that WOM is an important 

concept to understand when talking about online and social media marketing. This claim is backed 

by research by Forrester (Forrester 2007) which reveals that recommendations from friends, family, 

and even from random online consumers are trusted and are a major consideration selecting a 

product or service. Because of this, it is important to encourage and help your customers to share 

the information and experiences about your brand for you. (Chaffey, D. & Ellis, F. 2019) 

 

Viral marketing is listed by WOMMA to be one of the most effective approaches to facilitate WOM. 

Other effective approaches being: 

- Buzz Marketing 

- Community marketing 

- Influencer marketing 

- Conversation creation 

- Brand blogging 

- Referral programmers 

(Chaffey, D. & Ellis, F. 2019) 

 

What comes to the marketing campaign in question, “going viral” was seen as a nice possible bonus 

for the campaign and not as the main goal.  
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3.4 Understanding the brand 

Since strengthening and improving its brand in the eyes of its potential customers is one of the 

major goals of the commissioning company, in this chapter we will dig into the fundamental question 

of “what does a brand mean”. The word “brand” is often used and heard in different contexts, but 

how many of the people actually know what it means these days? Is it something we can't touch or 

is it completely immaterial? Is the faith of the brand completely in the hands of the company or do 

other external stakeholders have an effect or saying in creating and forming the brand?  

 

A Forbes contributor, marketing and branding specialist Jerry McLaughlin covers the meaning of 

the brand in today's world in easy to understand and rather comprehensive way. Mr. McLaughlin 

also states that the word “brand” is often used but unevenly understood. This is understandable 

since the meaning of the word has changed a lot during the last two centuries. In the earliest times, 

term branding was used to describe the process in where cattle owners used piping hot metal 

markers to mark their livestock, so when the animals were wandering around, everyone could see, 

which animal belonged to which cattle owner. Mr. McLaughlin points out that after the food industry 

moved rapidly towards individually packed goods from bulk business, it became more and more 

important for the companies to stand out from similar products and this was done through coming 

up with differentiating logos and packagings. So, the name of the product from a specific source 

became the first definition of the word “brand”. Mr. McLaughin uses Coca-Cola as an example of 

one of the early branded products in the late 19th hundreds. Producers of Coke wanted their product 

to be easily spotted among the many of its competitors and this was done by coming up with a non-

generic name with distinctive product design and over 100 years later everyone still knows Coca-

Colas font and the red shade of their bottle label. (McLaughlin, J. 2011) 

 

These days, as most people may know, the word “brand” is much more than just the name of the 

product produced by one specific producer. Mr. McLaughin proposes that in the second half of the 

20th-century marketers began to realize that there is more to the brand than just differentiating the 

name of a product. A legendary British marketer David Ogilvy summed the meaning of brand as 

follows: “the intangible sum of product’s attributes”. The marketers of that time realized, that they 

could use this approach to create a specific kind of vision to their customer's minds about what will 

they get and what will they expect when they hear the name of the product. (McLaughlin, J. 2011) 
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So, it is stated that the brand exists only in people's minds. You can come up with a catchy name, 

the coolest logo or the most badass slogan for your company, but what is your brand, that’s at the 

end generated in the minds of your customers and other stakeholders. Personally, I think, that the 

brand that the company is trying to create and wants to present can be completely different than 

the actual brand that the people see. however, In most cases, the final brand is most likely 

something in between. The company has their own vision about their brand, and they try to help 

the public to see the company in a way they think would be the best, but all the other things added, 

in the end, the final brand image a person sees when they hear your company name is most likely 

something at least a bit different. Efficient and well-planned brand management can help the 

company to aid the audience to see the brand as they want it to be seen. (McLaughlin, J. 2011) 

 

In some extreme cases, I have seen that the brand has started to live a life of its own without any 

help from the company's side. In one of these cases, the public alone had taken the product and 

started to build a brand for it. A brand that is now known by the millions in the internet's imageboard 

community. I would say that it even became a phenomenon with its peak in the early 2000s. This 

brand is called ES (energy drink). ES itself refers to a Euro Shopper company that produces rather 

inexpensive daily products that are sold in several European stores. In Finland, only Kesko sells 

Euro Shopper products. Even if Euro Shopper has multiple products under their name, whenever 

you hear a person talking about ES (referring to Euro Shopper) they are most likely sorely talking 

about the specific energy drink product. This is because, the cheap energy drink produced by the 

Euro Shopper company became an internet meme in the early 2000s that started to spread through 

different imageboards such as Krautchan, Kuvalauta, Ylilauta, and 4chan and eventually became 

an icon of so-called “Jonne -subculture”. Not digging too deep into the ES case, in my opinion, it is 

still a case worth mentioning when talking about brands and how the public can create a strong 

brand for a single product without the help from the producing company's side. (McLaughlin, J. 

2011) 

 

I would dare to say, that in most “normal” cases the brand is developed in communication between 

the company and its audiences. I think we see this communication of course in “classical” customer 

service situations, but increasingly in social media as well, where many companies are presenting 

their follower's straight-up questions and then replying to their answers. Well planned conversation 

between the company and the customers I believe can in best cases increase the trust between 

the company and to give people a feeling of being involved in the company's operations. It also 

gives people an idea that the company actually cares, what its customers think and in my opinion 
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is much more personal and credible than just average “please give us feedback” boxes standing 

alone in the hallways. (McLaughlin, J. 2011) 

 

Mr. McLaughin mentions in his article, that in some cases the customer will feel such close 

connection to the brand that they start coming up with “nicknames” for the company. Nicknames 

like “mäkkäri” for McDonald's, Coke for CocaCola, or like “ES” for Euro Shopper Energy drink. I 

agree with Mr. McLaughin that it is a good indicator of the brand grew stronger when people start 

talking about it in such a friendly manner. Like most people, don’t call strangers by a nickname I 

think that it could work with brands as well. (McLaughlin, J. 2011) In the case company's case, the 

customer could refer to the case company as just “Puistola”, even if it is part of the nation's biggest 

real estate agency chain. This could be seen as a positive direction from the perspective of the 

brand building. When thinking about the real estate agency companies and their brand in Finland, 

it is quite hard to come up with an example that has managed to get to such level with their brand 

image and the connection with their customers that they would have gained “nicknames”. There 

are some newer companies in the business, like for example Helsinki based company that focuses 

strongly on social media marketing called Neliöt Liikkuu LKV. Neliö Liikkuu has tried to create a 

shorter version of their name, by just using letters NL in its marketing. It, however, remains a 

mystery if the people are using this nickname on a big scale and it seems that the nickname NL is 

mostly used by the company itself rather than being a nickname given to it by its customers.  

 

Since it can be claimed that reliability plays a big role in the real estate business and is often seen 

as a very valuable asset for the agencies, it could be interesting to observe one of Kiinteistömaailma 

Puistolas competitors brand from the perspective of reliability. OP Koti, which is a real estate 

company operating in Finland has built a brand as a very reliable and trustworthy company. 

According to Suomi Tänään Taloustutkimus – 2017 OP Koti was seen as the most reliable operator 

in the business of real estate selling in Finland. OP Koti also uses this merit in their marketing. 

Since Mr. McLaughin claimed that the brand exists only in people's minds, then it would be worth 

wondering, why do people think in their minds that OP Koti is reliable. OP Group is one of the 

leading operators in the banking industry in Finland. Based on a recent study from 2019 by Valitut 

Palat and Wyman Dillon's research center, banks were the fifth most trusted operator in Finland, 

the first one being the police and the worst one being the politicians. It could be that the fact that 

OP Koti is in close co-operation with OP group and they even have the Osuuspankki letters in their 

name might help OP Koti to increase their reliability in the eyes of their customers.  
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Then what is the brand of the case company, Kiintistömaailma Puistola? Like we already know, 

there are three individual companies in the Oulu market area operating under the Kiinteistömaailma 

Franchise. Kiinteistömaailma Puistola, Kiinteistömaailma Rotuaarin Kodi, and Kiinteistömaailma 

Tuira. In addition to these three Kiinteistömaailmas that are obviously important partners for 

Kiinteistömaailma Puistola, there are also a whole lot of other competing real estate agencies. 

Kiinteistömaailma Puistola wishes to differentiate with its brand from the fierce competition. 

Kiinteistömaailma wants to be seen as a real estate agency of exceptional standards yet still 

easy-going and innovative game-changer and forerunner in the industry. Right now, it can be 

claimed that the brand awareness of Kiinteistömaailma Puistola is not on the level the company 

management wishes it to be. This is also why this research was done, to find out if the marketing 

campaign helped Kiinteistömaailma Puistola to build its brand into the wished direction. 
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3.5 The social marketing process 

Social marketing, as any type of communication between the consumer and a company, is a long 

process with the scope of building a bond, trust, and commitment, which will eventually lead to 

some type of two way beneficial action or engagement such as sales. Many people seem to 

observe the success of their personal or company social media page by merely looking at the 

number of followers and “fans” or the number of likes the page or posts have. The number of social 

media page followers is one type of implication that give us some sort of idea if the page is 

successful or not, but if we aim to turn our company social media page into a beneficial and effective 

marketing tool we should have a more wholesome image about the social marketing process. In 

this chapter, we will dig into the theory of the social marketing process presented in a book: E-

Commerce 2019, business. technology. society. by Kenneth C. Laudon and Carol Guercio Traver. 

We will observe a common social marketing process framework and see, how it can be used for 

the advantage of the case company of this research and where is the case company standing now 

in the marketing process. (Laudon, K. C. & Traver, C. G. 2019) 

 

According to Laudon and Traver, The social marketing process framework (shown in figure XX) 

can be applied to any social, local, or mobile marketing effort. The framework cuts the process into 

5 different phases. Fan acquisition, engagement, amplification, community, and finally brand 

strength or sales. So, based on Laudon and Traver, this framework should apply to any social 

marketing effort or campaign, the ones Kiinteistömaailma Puistola is practicing through social 

media included. To help you understand what each and every phase means, I will explain them in 

the same order as they are presented in the framework starting with Fan Acquisition. (Laudon, K. 

C. & Traver, C. G. 2019) 

 

The number of fans or followers of your Instagram or Facebook page is often seen as a major or 

even the main measure of success when analyzing someone's social media and quite often this 

seems to be seen even as the only measure of how well or effectively the social media page is 

hosted. It seems that the number of social media followers has become an increasingly important 

factor in both businesses, as well as in people's personal lives. 

 

Laudon and Travis (Laudon, K. C. & Traver, C. G. 2019) condense the term Fan Acquisition in their 

book as an act of “attracting people to your marketing messages”. Laudon and Travis suggest that 

“Social marketing campaign begin with fan acquisition, which using any of a variety of means, 
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from display ads to News Feed and page pop-ups, to attract people to your Facebook page, Twitter 

feed, or another platform like a web page” So, the acquisition of fans is the first step, because no 

matter how good your product or message is if you or your brand is unable to reach the audiences. 

Laudon and Travis propose that the company should in the first place use “social ads” to attract 

potential fans and followers. Social ad means, that the ad presented to the audience through social 

network platforms like Facebook or simply a webpage relevant to the target audience has some 

type of social dimension to it. It should make the person who sees it want to somehow socially 

interact with the ad. An ad that would attract people to interact could be for example a possibility to 

obtain a coupon/discount, free service or information, a contest like in Kiinteistömaailma Puistolas 

case, or maybe even a platform to share their own ideas. (Laudon, K. C. & Traver, C. G. 2019) 

 

I would say, that since Kiinteistömaailma Puistola has a huge pool of followers, especially on 

Facebook, they have successfully executed the Fan Acquisition part. This being said, if we observe 

Kiinteistömaailma Puistolas Social Media marketing from the perspective of this specific framework, 

it would be justified to say, that the next step Kiinteistömaailma Puistola should focus would be the 

part “Engagement”. 

 

The next step, Engagement is all about, how your audience or follower base reacts to the content 

you create to your feed or pages. According to Laudon and Traver, what companies should do is 

to encourage their followers to start a “conversation” around their product and brand in their social 

network platforms. But how does this happen seems to be the tricky question? A company can 

attract their followers to interact with their content through for example use of attracting pictures, 

interesting text content or kind of blog posts, that are relevant to the product, brand, and the target 

audience, and to offer people opportunities to share their own ideas and let them have a chance to 

show that they have something to say. (Laudon, K. C. & Traver, C. G. 2019) 

 

For example, an Oulu based pizza restaurant DaMax organized a simple pol on their Facebook 

page, simply presenting a question on which pizza is better (see the picture below). 105 people 

wanted to share their thoughts about their preferences, even if there was no price or any kind of 

competition linked to the question. This example shows, that people are rather eager to share their 

own opinions and this habit can be harnessed to the benefit of sharing information about your 

product or brand in social networks such as Facebook. 
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Right now, even if Kiinteistömaailma Puistola has a lot of followers on Facebook, they would like to 

generate more engagement on their pages. Some posts on the Kiinteistömaailma Puistolas 

Facebook page have generated significantly more engagement than others, and this being they 

have reached much bigger audiences. I will focus on observing the number of engagements 

generated by the case ad campaign and through interviews, I will try to find out the factors that 

might have caused the engagements. This information can be used afterward when planning 

similar campaigns for better outcomes. 

 

The third step called Amplification takes the previous one a bit further so to say. Laudon and 

Traver tell us, that an average user on Facebook has around 120 friends. The aim of Amplification 

is to take advantage of social networks of our existing followers and this being, it offers us to 

exponentially increase the number of people the company's content can reach. This happens, when 

the company's page followers find the content so interesting that they want to 1. Like it, or 2. even 

share it with their friends. This way the social media content produced by the company does not 

only stick to its own page follower page but can reach people even outside the follower or fan pool. 

(Laudon, K. C. & Traver, C. G. 2019) 

 

Also, as we discussed in the chapter regarding WOMMA-theory, it is researched that people find 

content much more trustworthy if it is shared by people they have some kind of connection with. I 

would say, that even just this factor makes it extremely important if people can be attracted to share 

the company's social media content. As it has been experienced by the author of this research, it 

seems to be rather difficult to get people to even like and comment on the social media content, 

but even more difficult to get them to press the “share” button. Later on in this research, we will 

analyze more the outcomes the company's social media posts have caused.  

 

Laudon and Traver also point out that based on their knowledge, even if an average Facebook user 

has around 120 “friends”, they only have three or four very close friends to whom they share their 

most intimate and confidential matters. To take this one step further, an average Facebook Joe has 

usually about 20 semi-close friends and these 20 friends are the ones that Facebook or social 

marketer is most interested in. Basically, if the marketer manages to concentrate his/her message 

to the key person in the way, that he/she decides to share the message to his/her own personal 

community, it means that the marketer has reached extra 20 people through focusing the marketing 

to one key person. This person can be seen as an influencer among his/her Facebook friends and 

the key to more viral marketing and a possibly better outcome. (Laudon, K. C. & Traver, C. G. 2019) 
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The final step in the social marketing process is the forming of a stable community. Once the 

company has enough fans who show continuous engagement and commitment to the company 

through likes, comments, and even shares for a longer period of time it can be said that the 

company has managed to build a base for its social media community. Laudon and Traver also 

point out, that community is not likely to flourish if it is not taken care of and nurtured. It is suggested, 

that the company could, for example, offer some special benefits and value to the people in its 

community, such as additional info on upcoming products, special offers, gifts, information, or 

events. The ultimate goal of creating the community is not only to make your followers happy but 

to enlarger, your company's share of all the “buzz” and conversation online. (Laudon, K. C. & 

Traver, C. G. 2019) 

 

 

Even if people often may think, that marketing aims to always increase direct sales, it is good to 

remember that the meaning and importance of brand strength are becoming increasingly important 

in today's world. I would say, that the company should always first clarify its own goals for its 

marketing campaign, whatever it is to increase sales, generate leads, or strengthen brand 

awareness and design the marketing accordingly. I would also agree, that creating a connection 

on the emotional level between the consumer and the brand through letting the consumer be 

included in the company's communications in social media, for example, will eventually create trust 

between the two counterparts and hopefully when the consumer sees the need for service that the 

company provides he/she will first contact the company he/she has the connection with. This, in 

other words, would lead to bigger sales revenue.  
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Figure 3. The Social Marketing Process (Laudon, K. C. & Traver, C. G. 2019. Cited 15.1.2020) 
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3.6 Why is Välityspalvelu N & M Oy LKV Using social media in their marketing 

As an introduction, I would like to clarify the structure of Kiinteistömaailma Puistolas' current social 

media marketing. According to the Sales Manager of Kiinteistömaailma Puistola Mari Juka, to be 

successful in real estate business you have to able to build yourself a strong personal brand and 

network of people. When it comes to social media marketing in Kiinteistömaailma Puistola, it is 

basically divided into two main sections: the first section being the marketing of Kiinteistömaailma 

Puistola and the second being the personal branding of the real estate agents. In this research, we 

mainly focus on the marketing of the company, since the personal branding of the agents is their 

own responsibility and they do it as they see fit, through social media or without it. However, the 

personal branding aspect cannot be fully neglected, if the results of the research suggest that it 

should be developed. 

 

The marketing of real estate agencies has traditionally been rather print dependent for many years, 

newspapers and brick and mortar store window ads being one of the most used channels to interact 

with the potential customers. Newspaper ads are still used by many agencies including 

Kiinteistömaailma Puistola, but the lack of traceability of their effects and high price has forced the 

company to reconsider its marketing channels. As the number of people reading concrete 

newspapers seemed to decline, the number of people using different online platforms seemed to 

increase and because of this, the company has decided to focus more on online marketing and 

especially on web sites where Kiinteistömaailmas potential customers spend their time and on 

Kiinteistömaailma Puistolas Facebook and Instagram pages. 

 

Sorely based on the number of followers, Kiinteistömaailma Puistola is the most followed real estate 

agency in the Oulu region with its 13 296 followers and 13 484 likers on its official Facebook page 

(08.08.2019). Kiinteistömaailma Puistola also uses the line “the most-followed real estate agency 

in Oulu” in their social media marketing. According to the marketing manager of Kiinteistömaailma 

Puistola Petteri Juka, The huge number of followers was gained years ago through different 

interactive and engaging activities in forms of contests. These contests gained massive publicity 

since they include the requirement of commenting as well as following the Facebook page. To play 

safe, most people also decided to like the contest post. 
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Petteri Juka also said that the peak of followers was around 15 000, but as it was expected quite a 

few unfollowed the page after the contest was over, since their only motivation for following the 

page may have been the contest.  

 

According to the Marketing Manager Mr. Juka, social media marketing has turned out to be, if not 

a whole lot more effective, at least a whole lot cheaper than the traditional print advertisement. The 

current goal and motivation for Kiinteistömaailma Puistola for its social media marketing are to 

increase brand awareness and to gain leads, or customer contact from social media platforms.  

Most of the posts, Kiinteistömaailma Puistola publishes on its Facebook or Instagram pages are 

ads for freshly listed houses or apartments. However, the company has started to put more effort 

into posts and content that is less “selling” and aims to generate engagements rather than just to 

inform audiences about the new listing. This kind of content is for example non-formal posts 

relevant to current time and events, such as holidays and informative blog texts, that could provide 

the audience with additional value in the form of beneficial tips. The reason behind this is to activate 

the current follower base and to find a good balance between less formal and more casual lifestyle 

content, informative blog post type of content and the direct listing adds.  
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4 RESEARCH 

In this chapter we will conduct research on, how well does the social media video ad campaign by 

the case company has performed and what kind of feelings does it evoke in different audiences. 

The research will be split into two different phases. At first, quantitative research will be done using 

the statistics that are available from Facebook. This will include information like the number and 

characteristics of engagements, the number of people reached, information on for how long does 

one person watches the video on average, comments, top audiences et cetera. This data will be 

used on analyzing, how successful the ad campaign was based on numbers. However, since the 

aim of the case company is to use this content to develop its brand image, we should also focus 

on that aspect of the video in order to be fully able to determine if the campaign was truly successful. 

Since the brand image is a rather vague and abstract concept, interviews will be held for individuals 

from different demographic groups. The video will be shown to individuals and they will be asked, 

broad questions about their feeling that are evoked by the content. This way we will try to discover, 

how does the content influences the case company's brand image in the eyes of different 

individuals as well as try to find the best possible target groups for this kind of advertisement. Also, 

development ideas will be possibly gathered from the information that is gained from the interviews. 

 

The interview will be as open as possible and the questions will be planned so that they would have 

as little effect on people's answers as possible. An honest and authentic reaction to the video 

material is what we aim for in this research. The interviews are held only between the interviewer 

and ant person who is bout to be interviewed. The whole interview will be recorded and the answers 

will be written down for further analysis. There will be 5 interviewees in total. They will be chosen 

so that they will represent different demographics, like age, occupation, gender, country of origin 

and income level. The thing that should be in common between all the interviewees is that they all 

should have some current or incoming connection to real estate purchases. They can either be in 

the situation, where they are planning on selling a real estate, or are planning on buying a real 

estate in the near future. 

 

Based on interviewees answers we will then analyze them and draw a conclusion on two different 

things: A) to what kind of audiences this kind of marketing content works the best, B) what kind of 

features and nuances are seen positive in the content and C) what kind of things should be done 

better in the next marketing campaigns. Based on the results an improvement plan will be prepared 
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for the case company that will help it in the future to produce even more interesting content for 

different Customer Avatars. As the case company wishes to be seen as innovative, proficient, 

effective but still not-too-serious it has aimed to produce content that would support this kind of 

brand image. Brand image as a company that does things in a different way and better than its 

competitors. 

 

The video campaign that will be analyzed was launched in early February. It was shared on social 

media and sponsored on Facebook for users in the Oulu market area. Link to the video will be 

found belove: 

https://www.facebook.com/KiinteistomaailmaPuistolaOulu/videos/1925440997600493/ 

The vide is 58 seconds long and it aims to illustrate the effectiveness of Kiinteistömaailmas 

efficiency in the process of finding the right buyer for your house. The vide has a slight “agent” twist 

to it that was inspired by the upcoming 007 movies since this particular video will be shown in the 

movie theater Star in Oulu during spring when the new James Bond movie will be aired as well. 

The first scene in the video shows the Sales manager Jarno Kylmänen relaxing in a 70’s style 

swimming pool when a young woman approaches him carrying an old NMT phone system. Mr. 

Kylmänen will be given a mission by the CEO Mrs. Snellman and after that Mr- Kylmanen starts 

the “protocol”. After that couple of persons are shown answering phones one of the scenes having 

influences from the well know shower scene from Hitchcock's movie “Psycho”. In the final scene a 

real estate agent Pekka Seppalä is shown on top of the building having a conversation with the 

CEO telling her that they have successfully executed the mission and found the new buyer. 

  

https://www.facebook.com/KiinteistomaailmaPuistolaOulu/videos/1925440997600493/
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4.1 Quantitative research  

In this chapter, we will be analyzing the quantitative data gained from Facebook about the video 

marketing campaign. We will be analyzing things such as: how many people the vide reached, how 

many engagements and what kind of engagements did the video trigger in which audiences, for 

how long did people watch the video and what kind of feedback did the video get in Facebook. I 

decided to include quantitative research to this work to support the qualitative interview. I would 

think that adding the qualitative aspect will make the research more relevant than just having the 

interviews, in which the people might give more polite answers when asked about their feeling 

regarding the ad. The analysis of the data helps us to determine the numerical success of the 

marketing campaign. However, it does not give us information regarding the effect the video might 

have had on individuals' opinions concerning the brand image of the case company. 
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Below we can see the results overview of the results of vide after it was posted to Facebook and 

afterward sponsored two times first on the 9th of February and second time 14th of February. 

Belove: Figure 2.0 

Figure 4. Facebook statistics of the campaign. (Facebook 2020. Cited 3.4.2020) 

 

As we can see from the top right corner of the image, the post has reached the total number of 

16 972 individuals. The post generated 1034 engagements. To clarify what engagements mean, 

please see part Social marketing process 3.4. Since the post was sponsored twice, Facebook 

also shows the outcome data, on how successful the paid campaign was (Figure 2.0). The First 

paid campaign had generated 7400 reached persons and 1300 ThruPlays. The second paid 

campaign generated 6600 reached persons and 958 ThruPlays. According to Facebook, ThruPlay 

means, how many times the video had been watched for more than 15 seconds. The number of 

ThruPlays in this post is significantly higher than in most of the case company's videos. The reason 
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for this can not be determined based on the data gained from Facebook, so to find that out we most 

likely have to rely on interviews. 

 

Another thing that seems to pop out with the case video is that it had a tremendously higher 

percentage of male viewers than female ones. Over 70% of the audience reached through the first 

sponsoring were men. Female men ratio has not been as high on any of the case company's ads 

before. It also seems that this specific ad appealed much better to younger audiences 18-34 than 

any other age group. Almost 50% of the audience were people age 18-34. The results of the second 

sponsoring round follow the same formula. Young men are still strongly overrepresented. The 

number of ThruPlays wast that time a bit lower but still well over 10% of reached people watched 

the video for over 15 seconds, which I would say is a strong signal of some sort of success. The 

amount of money spent on each of these paid campaigns is not mentioned in this research. As the 

number of ThruPlays, the overrepresentation of young men remains also a mystery, but 

assumptions can be made. It might be that the number of men in the audience might be explained 

with the video starting with a scene of Mr. Kylmänen laying in a pool and a young woman wearing 

a short skirt and a top is walking towards him. This might attract this specific demographic group 

and it is known that the scene was designed with that intention in mind.  
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Figure 5. Target groups for the Facebook campaign. (Facebook 2020. Cited. 13.4.2020) 

 

In the part “Effectiveness of the post” (on the right side of figure 2.0) we can see the reactions the 

video had generated. The first one is the most obvious and the best known of the Facebook 

reactions. The likes. The video generated in total 184 likes, from which 54 were directly in the post 

and 130 came from shared reposts. 12 people decided to “love” the post, 50 to “Haha” and 1 

individual decided to “Wow” it. The total number of comments was 18, also following the same trend 

of the majority of them coming from shared reposts and last Facebook gives us the number of 

“shares”. In addition to these reactions, there were plenty of clicks. The post has been clicked in 

total 751 times, from which 127 were a click that started the video, 42 were like clicks (to the case 

company's homepage) and 582 were “other” clicks such as read more.  

 

The negative feedback generated by the campaign remained surprisingly low, considering the 

number of people reached and how widely it was spread. For comparison, a video marketing 

campaign launched in the summer having different approaches generated two times more negative 
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feedback than the latest campaign. The number of engagements was also bigger in the latest 

campaigns however the number of people reached was 2000 less than in the previous one. The 

main difference between the styles of the two videos was the approach the company used to deliver 

the message. Also, the message was a bit different. In the first video, the company wanted to 

encourage people to sell their homes before the summer ended and the second video was more 

focused on the effectiveness of the company's selling process. The first video was more straight 

forward and a humorously “cocky” giving people a much more direct recommendation to act NOW. 

The latest vide had more stories in it and it gave the watcher much more freedom in determining, 

what is the actual message company is trying to deliver. The latest vide unlike the first one did not 

generate any negative comments, which is assumed was due to a more soft, relaxed and comedy 

like approach.  

 

Neither the first campaign nor the latest one did not go “viral”. The number of shares was strongly 

limited to people working in the company or their friends and it can be said that the company failed 

to generate a huge “Buzz” around the campaign. However, it can still be said that the latest 

campaign, as well as the first one, were both successful based on the fact that they both generated 

still huge visibility and even direct leads leading to new listings. Considering the amount of money 

spent on the campaign it can be claimed, that it was successful what comes to numerical data, the 

best audience being the young men. Figures will also be found in the appendix section of this 

research. 
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4.2 Qualitative research 

In this chapter, we will focus on the qualitative aspect of the research. As we know, the goal of this 

research is to find out if the video marketing the case company launched was successful or not. 

This will be determined to analyze it from the aspect of purely numerical data as well as from the 

aspect of brand building and brand image. The numerical, or quantitative data that was analyzed 

in the previous chapter gives us information about, how well did the campaign reach its audience, 

but it does not give us any idea, on how it affects the brand image of the case company. For this, 

it is decided to set up a group of interviews, where the author of this research is first showing people 

the video material, then asking them about their feelings concerning the video itself as well as how 

it affects their thought about the company.  

 

The people who are going to be interviewed are going to all be in a situation where they have either 

been dealing with real estate businesses or are in a life situation which would suggest, that they 

might be dealing with a real estate business in the near future. The number of people to be 

interviewed is chosen to be five. 3 of the people are men from the main target audience (men aged 

between 18-34) and 2 women. The reason for the overrepresentation of men in the interviews is 

because the vast majority of people who watched the video were men of this age and because of 

this it would be convenient to find out their opinions about the video. It will be also interesting to 

see, how women felt about the video since based on the numerical data it was mostly enjoyed by 

male audiences. 

 

The interview sessions aim to be as talkative as possible and the author aims to speak as little as 

possible giving the maximal amount of freedom of expression and flow of thoughts to the person 

being interviewed. The questions are going to be open without the possibility of being answered by 

just saying “yes” or “no”. The main question we are focusing on is “How did that video make you 

feel?” and “What kind of feelings did the video evoke in you?”. To bring more flesh over the bones, 

some additional questions might take place such as “Why do you think, it made you feel like that?” 

or “Could you please open that answer a little bit?”. The interview sessions will be 1-2h each and 

they will be in Finnish for convenience. The main points from each interview will be found from this 

research translated and analyzed. 
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4.3 Interviewees 

Interviewee A) 

28 years old male person, who is working full time as a logistical coordinator. A) has higher 

education, but does not yet own an apartment. However A) says that buying an apartment would 

be relevant in his near future. A) does not have any experience in the real estate business. A) 

mainly uses social media such as Snapchat, Instagram, and Facebook. 

 

Interviewee B) 

B) is a 27-year-old male student who is currently studying his last year at the University of Lapland. 

B)’s major is the law, and he expects to have good chances to get a mortgage from his bank. He 

has been thinking of buying an apartment for investment purposes. B) does not want to buy an 

apartment for himself just yet since he is unsure of where he would live in the next few years. B)’s 

favorite social media is Instagram, which he uses to “check out hot chicks”. He also is a rather 

passive user of Facebook, from which he mainly buys second-hand products such as clothing and 

retro games. 

 

Interviewee C) 

 

Mr. C) goes a bit over the main target audience age demographic him being at the age of 39. 

However he has other characteristics, the other male interviewees lack such as family and an 

owned house. C) works as a welder in the metallurgy industry. He owns a roughly 100 square meter 

real estate with his wife, where he lives with his wife and two children. C)’s family might have to 

move at some point, so the possibility that they might be forced to sell their current home in the 

near future is high. C) is the only one of the five interviewees who does not have a higher education. 

C) only uses Facebook. He has accounted for Instagram as well but does not feel comfortable 

using it. The social media use of C) is mainly sharing memes with his friends and keeping contact 

with his family and friends. 

 

Interviewee D) 

 

D) is a 26 year old female living in her aunt's apartment in the Oulu city center, pay very low rent 

thanks to the family relation. D) works in the banking industry as a customer service person. D) is 

a bachelor of business and administration and she also introduces herself as a “real apartment 
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dreamer”. She is constantly looking for apartments to fall in love with, however, she is unsure, if 

she will be living in Oulu or in the Helsinki area. This uncertainty is holding her back, at least so she 

says. D) mainly uses Instagram to follow fashion brands and social media influencers of her choice. 

She also uses Facebook in a similar fashion to Mr. B), however instead of retro games, she is 

interested in good connected to design and decoration. 

 

Interviewee E) 

 

E) is somewhat a wild card in the interviewee pallete. E) is a 56-year-old vocational school teacher, 

who own multiple apartments around Oulu together with her husband. In addition to the investments 

she has in the apartments, she also owns a real estate. E) and her husband have thought about 

moving closer to the city center, being attracted by the easy apartment living. E) and her husband 

also run a small business, which includes selling and purchasing apartments. E) is, according to 

her own words, “a very lazy social media user”. She scrolls Facebook actively, however she has 

no profile picture and no know-how on how to do Facebook posts. She is a passive user merely 

using social media to kill time. 

 

 

4.4 Interview sessions 

The interviews were held in March 2020. Due to the current COVID-19 outbreak, the interviews 

were done on the phone using a video phone call. Interviews were recorded. Before the actual 

interview started I made sure that the interviewees approved me recording the whole session as 

well as the using purpose. The interviews were completely anonymous and it is agreed that the 

results will be used for this research only. On average the interviews lasted for an hour and were 

very conversation-like. The interviewees were familiar with the case company, however, they were 

not especially familiar with the Kiinteistömaailma Puistola brand and therefore their opinion would 

bring a fresh perspective. In this chapter, the major foundings will be highlighted and direct quotes 

are used to clarify the interviewee's opinions. The interviews were held in Finnish for the 

convenience and then translated into English. (Attachment 1). 

 



  

43 

The video was shown to each interviewee at the beginning of the actual interview. While the 

interviewees were watching the video I spent time observing the interviewee's facial expressions 

and spontaneous reactions to the footage, to see if the first reactions appeared to be either positive, 

neutral or negative. 

 

The first question asked from every interviewee was “What kind of feelings were evoked in you?”. 

A majority of the interviewees (3/5) were at first “amused” and somewhat confused by the first 

question. The only clear exception was E), who did not seem to be surprised by any of the questions 

or turn of the interviews. After the amused confusion caused by the question, the interviewees 

started to open up about their feelings and thoughts concerning the video. All of the interviewees 

expressed either neutral, positive or strongly positive feelings. D) showed a clear willingness to 

“overanalyze” the video right after the first question. This might be because she had previous 

experience in the field of business and marketing. Mr. C) showed the highest level of enthusiasm 

and positive feelings, when asked. (Attachment 1). 

 

“This is how advertising should be done! There is enough misery and boredom in the world 

as it is and I think that we should let us be fun and goofy from time to time. Real estate 

business especially is usually seen as “shit stiff” -field of business and for me its fun and 

refreshing to see that some people can get crazy and risk to be laughed at. This takes 

some balls.”  

 

A little different response to the first question was given by Mrs. D). The following quote was said 

laughing. 

 

“Well, the first thing that came to my mind is why in the heck is that one guy in a shower!? 

However, the main feelings I get out from this are maybe the confusion, amusement and 

maybe excitement on what the heck is going to happen next!”  

 

Some additional questions were presented to the interviewees based on their answers to the first 

question. This was done spontaneously to get a more wholesome image of their feelings 

concerning the material. As a whole, every person showed some kind of positive feelings after 

watching the video. Every single male person seemed to have needed on commenting somehow 

the first scene of the video and especially the appearance of the young lady carrying the phone. 

This scene was seen positive by all the male interviewees. 
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In the second question it was wanted to find out, what do the interviewees think that was supposed 

to be signaled to the audience by the company. The answers after this question began to scatter 

more than after the first one. All the interviewees experienced the message of the video positively, 

even though there was some variation about their ideas about the message. A), B) and E) though 

that the main message was about the company wanting to be seen as distinguishable from its 

competitors. E) said the following: (Attachment 1). 

  

“For me, it seemed like the company wanted to show the people that they are somewhat… 

I don’t know, maybe different than the normal real estate companies. At least I have never 

seen any real estate agencies doing such advertising, that’s for sure!” 

 

D) on the other hand seemed to spot more sales-oriented things from the video. D) and C) were 

the only one that spotted the aspect of co-operation between the persons showing in the video. 

 

“Well… First of all, I do get that point about 30 selling faster than just one. It seems like the 

company wants to show that WE ARE THE ONES WHO GET THINGS DONE! At least 

that’s the feeling I got, now that I think about it… After I got the idea of that shower guy out 

of my head! (laughing again)”  

 

Mr. C) who at first showed the most enthusiasm also seemed to have similar feelings after the 

second question. C) thought that the company wanted to be seen as human, likable and relaxed 

yet professional. 

 “…a bit like James Bond! (laughs)” 

 

 

The third question was “How do you think the company wants to be seen, based on this video”. 

With this question, I wanted to find out if the audience though that the company wanted to be seen 

in the same way as the company wanted to be seen. After this question, the answers followed 

pretty much the same pattern as in the second question. A feeling was gained that the interviewees 

somehow mixed the questions two and three and therefore gave similar answers. B) and D) were 

the only ones who seemed to catch the idea behind the question. B) expressed his ideas as follows: 

(Attachment 1). 
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“I think that the company wants to be seen as easily approachable and.. maybe trendy in 

a positive, not arrogant way. Or do you get it, like a company that is up to date, not all dusty 

and boring?” 

 

D) however thought that the company wanted to be seen as fun and active. Se also started to at 

this point bring out improvement ideas, such as adding more people to the phone calling chain in 

the video. Se also wanted to point out the “sex sells-aspect” of the video and wondered if that was 

something that was done on purpose (referring to the starting scene and the shower scene) to gain 

more visibility among young men. 

 

With the final question I wanted to wrap up the general feeling, the interviewees had after the video 

and what was the main thing that stayed in their minds after watching it. The answers to the last 

question were mainly very short, probably due to both the character of the question and maybe the 

interview exhaustion the interviewees felt. Below the main points will be listed from A) to E) 

(Attachment 1). 

 

A) 

“Well, I think that was kind of a fresh way of showing the real estate world. If I had to pick 

one thing that’s in my mind now… it would be something between amused and nostalgic 

(was asked, why nostalgic) I really don’t know! Maybe the 1970’s pool reminded me of 

something from my childhood, I’m not sure”  

 

B)  

 “Those legs” 

 

C) 

“Probably what’s gonna happen next! It felt like a trailer of some Swedish police movie 

(laughs) …if it only was in Swedish, maybe good it wasn’t” 

 

D) 

 “Chill attitude! And the fact that some people can think outside the box!” 

 

E) 

 “I think that was a very funny and excellent video!” 
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5 ANALYZING THE RESULTS AND CONCLUSION 

In this research, I observed and evaluated the success of a social media video marketing campaign 

done by Kiinteistömaailma Puistola. Both qualitative and quantitative research methods were used 

to find out as a wholesome idea as possible on how well the campaign succeeded. In this chapter, 

I will open up the conclusions gained by analyzing the results gained from both Facebook and the 

theme interviews.  

 

The quantitative data was used to gain an understanding of the technical success of the campaign. 

From the numerical data we found out, how far and wide the campaign had spread, how many 

people engaged with the campaign, what was the best target audience. 

 

Using the data gained from Facebook concerning the video campaign it can be claimed that the 

campaign was successful from the numerical perspective. It gained visibility as it was expected and 

the number of engagements was in line with the expectations as well. The video did not go viral, 

however, this was not expected in the first place, but would have been an exceptional bonus. The 

main target audience was, as stated before, young men. The number of “shares” was strongly 

limited and most shares were done either by the company workers or their friends. This being a 

“buzz” did not form around the campaign. 

 

The other main aspect of the research was to determine its success from the brand buildings' point 

of view. To measure the campaign effect on the brand of Kiinteistömaailma Puistola, theme 

interviews were held. In these interviews, people were shown the video and then through 

conversation-like interview find out about their feelings. Based on the interviews it can be claimed 

that the effect of the campaign to the company's brand was even in the worst scenario natural, and 

in most cases positive or very positive. None of the people interviewed felt negative about the vide 

and the feelings they had for the company were also positive in their character. There were even 

thoughts from the interviewee's side that lined up perfectly with the company's goals when making 

the video, like being seen as a team that can think outside the box and to be seen as easily 

approachable. Everyone's opinion about the company was positive after watching the video, 

however, it is worth noting that none of the interviewees had any idea about the company's brand 

beforehand.  
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6 PONDERING 

The main objective of this research was to find out, how the video campaign succeeded and how 

did the people feel about it and how it affected their idea about the case company’s brand image. I 

feel that I have gained an answer to the original two-part research question. The theoretical 

framework helped me to enhance my knowledge of both brands as well as social media as a 

marketing tool.  I learned a lot about the success evaluation and analysis of marketing campaigns. 

The theme interviews also gave me an interesting and practical example of how people can see 

the same material in different ways.  

 

Carrying out the interview was an interesting learning process. Even though, because of the 

COVID-19 breakout, I was unable to do the interviews in a way I originally intended, I feel that they 

were a success and that they gave the research some additional reliability.  I feel that the research 

will help the commissioning company with planning its upcoming social media campaigns. 

 

The biggest challenges I faced doing this research were in the field of time management as well as 

self-discipline. I worked full-time while doing my research and even though at first, I was sure that 

the fact that I work for the commissioning company would help me, I ended up thinking that it even 

might have had a negative effect. In some cases, I found myself ended up thinking that I might be 

incapable of judging the success of the campaign since I was strongly taking part in its creation.  
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APPENDIX 1 

 

1. Millaisia tunteitä tämä sinussa herätti? 

2. Mitä tässä videossa sinun mielstä viestitään? 

3. Millaisena tämä yritys sinun mielestäsi profiloituu videon perusteella? 

4. Mitä sinulle jäi päällimmäisenä mieleen? 
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APPENDIX 2 
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APPENDIX 3 

 

 

 

 


