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This Bachelor’s thesis investigated how to improve the organic social media marketing of Tax-
payers’ Association of Finland (TAF) in chosen social media platforms. TAF is an independent 
association, which does not accept any public funding, but its operation is based on member-
ship fees. Association provides advice concerning taxation, promotes reasonable taxation and 
defends citizens’ legal protection in tax matters. Organic social media marketing can be used to 
increase brand awareness and strengthen the organization’s brand. 

The purpose of this product-based thesis was to study, how well the brand communication to 
members works in selected social media platforms and how to improve it. After setting the theo-
retical framework, the author examined, which conceptions the association wanted to communi-
cate, and how did the organization lead and communicate its brand in social media. The study 
was executed as a case study. The desktop research focused on evaluating the social media 
activities and performance of Taxpayer’s Association of Finland from 1 January to 30 June 
2022. These were benchmarked to similar associations in Sweden (Skattebetalarnas Förening) 
and in the United Kingdom (The TaxPayers’ Alliance) in the same period. 

The project objective of this thesis was to identify the best organic social media marketing plan 
for Taxpayers’ Association of Finland which can also be applied for any other taxpayers’ alli-
ance. The final product is an organic social media marketing plan for TAF’s accounts on Face-
book, Instagram, LinkedIn, and Twitter. 

Literature review was used to form a theoretical framework for this thesis. Through desktop re-
search by evaluating social media activities and performance of TAF and benchmarking the 
similar organizations in other countries, the author could establish an organic social media mar-
keting plan for TAF. The plan includes examples of social media marketing calendar with pri-
mary campaigns and an example of monthly content calendar. Targets for organic social media 
marketing were set for Q1-Q2/2023 and determined how to measure them. 

Organic social media marketing plan helps TAF in content creation and planning organization’s 
social media activities in advance. In content creation, there should be kept in mind that different 
platforms have different audiences. That is why the content should be in form the platform fa-
vors and the message would be addressed to that specific group. With help of the plan, perfor-
mance will be constantly analyzed to improve it. Other similar organizations can utilize this the-
sis as a basis for their own social media marketing plan. However, other organizations need to 
analyze their own audiences, and social media activities and set the targets that would serve 
them best. 
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1 Introduction 

This is a bachelor’s thesis for the Degree Programme in International Business in the major spe-

cialization of Customer Relationship Management and Communication (Marketing). The thesis is a 

product-based thesis aiming to improve the organic social media marketing of Taxpayers’ Associa-

tion of Finland (TAF) in chosen social media platforms. This introductory chapter provides the 

reader with a detailed introduction to the thesis topic and the project objective, as well as the pro-

ject environment and limitations. The chapter also includes definitions of the key concepts of the 

thesis, the structure of the thesis report, and a brief introduction of the case organization. 

1.1 Thesis Objectives 

Taxpayers’ Association of Europe (TAE) states that: “The taxpayers' movement has grown out of 

the desire of citizens to protect themselves from the increasing tax claims of governments” 

(Taxpayers’ Association of Europe 2021). According to the author’s own experience, taxpayers’ 

associations are sometimes mixed with tax administration, which requires strong brand from the 

associations to stand out. Taxpayers’ association of Finland is independent which means it does 

not accept any external financial funding and it is not favouring any political party. There are no 

similar associations in Finland which is the reason to compare its activities with other associations 

abroad in this thesis. 

Social media can be used as an affordable platform to raise the awareness and strengthen the 

brand. In addition, it offers a platform to communicate with the existing and potential new 

members. According to the author’s own experience, many associations do not set big marketing 

budgets, which gives a reasoning to explore more in detail the opportunities for an organic social 

media marketing plan. 

1.2 Project Objective 

The purpose of this bachelor’s thesis is to study, how well the brand communication to members 

works in selected social media platforms and how it could be improved. It is examined, which 

conceptions the association wants to communicate with its brand, and how does the organization 

lead and communicate its brand in social media. The study is executed as a case study. The study 

focuses on one Finnish association, which social media activities were compared to similar 

associations in Sweden and in the United Kingdom. 

The project objective of this thesis is to identify the best organic social media marketing plan 

for Taxpayers’ Association of Finland which can also be applied for any other taxpayers’ 

alliance. The final product is an organic social media marketing plan which can be applied on the 
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social networking sites of Taxpayers’ Association of Finland, such as Facebook, Instagram, 

LinkedIn and Twitter. The project objective was divided into project tasks (PT) as follows:  

 

PT 1. Preparing the theoretical framework 

PT 2. Evaluating the current social media activities and performance of TAF 

PT 3. Benchmarking the similar organizations in Sweden and in the United Kingdom 

PT 4. Establishing an organic social media marketing plan 

PT 5. Presenting the social media plan to the management for feedback and finalizing it  

PT 6. Evaluating project management and outcomes  

Table 1 below presents the project tasks, theoretical framework components, project management 

methods and outcomes for each project task. 

 

Table 1. Overlay matrix 

Project Task Theoretical  
Framework 

Project Manage-
ment Methods 

Outcomes 

PT 1. Preparing the 
theoretical frame-
work 

Desktop research 
about organic social 
media marketing 

Literature review  Theoretical frame-
work for the thesis 
(2) 

PT 2. Evaluating 
the current social 
media activities and 
performance of TAF 

Desktop research, 
KPIs, SWOT analy-
sis 

Identifying and ana-
lysing the data from 
social media ac-
counts, quantitative 
and qualitative anal-
ysis 

 Report on the re-
sults (3) 

PT 3. Benchmark-
ing the similar or-
ganizations in Swe-
den and in United 
Kingdom 

Social media 
benchmarking 

Quantitative and 
qualitative desktop 
analysis, Compari-
son of the results of 
PT 2 and 3 from the 
viewpoint of brand 
differentiation 

 Analysis of the so-
cial media activities 
of similar organiza-
tions, ideas of de-
veloping the com-
missioning organi-
zation’s activities 
(4) 

PT 4. Establishing 
an organic social 
media marketing 
plan 

Organic social me-
dia marketing 

Excel file, Power-
Point document 

Organic social me-
dia marketing plan 
(5) 

PT 5. Presenting 
the social media 
plan to the manage-
ment for feedback 
and finalizing it 

Organic social me-
dia plan 

Meeting with the or-
ganization’s man-
agement, collecting 
feedback 

Finalized organic 
social media mar-
keting plan (5) 

PT 6. Evaluating 
project manage-
ment and outcomes 

Feedback from the 
management and 
project outcomes 

Own assessment Recommendations, 
evaluation (6) 
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1.3 Project Scope 

This product-based thesis will focus on examining the commissioning organization ’s Facebook, In-

stagram, LinkedIn, and Twitter channels and find out how Taxpayers’ Association of Finland can 

engage the existing members and reach new potential ones through brand communication and or-

ganic social media marketing. The commissioning organization’s wish is to focus on Facebook, In-

stagram, LinkedIn, and Twitter as their primary social media platforms. Therefore, other social me-

dia platforms, such as, YouTube or TikTok are excluded from the thesis. 

 

The final recommendations will be regarding the commissioning organization’s social media chan-

nels in what activities should TAF proceed to increase their brand awareness among the current 

and potential members. 

The final recommendations will be given based on quantitative and qualitative desktop research of 

the commissioning organization’s social media content and through a comparing case study with 

two other similar associations. A benchmarking analysis will be conducted to support the research 

on finding the best practices on how to improve TAF’s organic social media activities.  

1.4 Benefits  

This thesis will give practical advice for the case organization on how to develop their organic 

social media marketing with preferred content of their current followers and ideas got through 

benchmarking. After improving their practices, also members will get more value they are 

expecting to get from the association. Similar associations can benefit from this study by taking 

advantage of the results in their own organic social media activities. As a researcher, making this 

thesis gives an understanding how brand awareness can be developed organically on social media 

and how to plan social media marketing activities based on data and observations.  

1.5 Key Concepts 

By defining the following key concepts, the reader has been helped to identify the project objective. 

The key concepts are defined below: 

 

Organic social media marketing is the utilization of social media technologies, channels, and 

software to create, communicate, deliver, and exchange offerings that have value for an organiza-

tion’s stakeholders through unpaid distribution (Tuten & Solomon 2013, 14, 16).  

 

Brand awareness describes how much the target knows about an organization’s brand.  First, the 

target needs to know of the organization’s existence. In addition to that, the target needs to be 
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aware of what the product or service offers, how it differs from the others, and how it can fulfil the 

targets wants and needs. (Blakeman 2018, 47.) 

 

Customer engagement is involvement, interaction, intimacy, and influence between a customer 

and an organization (Quesenberry 2021, 450). 

 

Value proposition is the value an organization promises to deliver to its members. Value proposi-

tion describes what the organization stands for, how it operates, and why it deserves their exist-

ence. Knowing these is essential in order to set the right objectives, strategy, and tactics. (Quesen-

berry 2021, 94.) 

 

Organic social media marketing plan details an organization’s social media goals and the un-

paid actions necessary to achieve them. Successful execution of social media marketing (SMM) 

typically requires integrated marketing strategies and solid social media plans. (Barker, Barker, 

Bormann, Roberts & Zahay 2017, 23.) 

 

Key performance indicators (KPIs) are metrics that are used as types of performance measure-

ment. KPIs are connected to organizational objectives. (Quesenberry 2021, 98.) 

 

1.6 Commissioning Organization 

 

Taxpayers’ Association of Finland (Veronmaksajain Keskusliitto ry) is an independent association, 

established in 1947. It is an organisation for citizens and communities, with over 233,000 mem-

bers. Its membership includes wage earners, pensioners, and entrepreneurs. It has 189,000 ind i-

vidual members and 44,000 member companies. (Veronmaksajain Keskusliitto ry 2021.) 

 

TAF does not accept any public funding, its operation is based on membership fees. Association 

provides advice concerning taxation, promotes reasonable taxation and defends citizens’ legal pro-

tection in tax matters. (Veronmaksajain Keskusliitto ry 2021.) 

 

Members can consult the association’s tax attorneys in tax matters by phone. The association has 

its own publication, Taloustaito, which is Finland’s largest business magazine. Members also have 

access to tax data banks through Veronmaksajat.fi website. (Veronmaksajain Keskusliitto ry 2021.) 

The online service is undergoing a major change in 2021-2022. 
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In addition to renewing its website, the organization has planned making changes to its SMM and 

communication in social media. TAF is interested in developing their social media presence and 

this thesis explores and compares organic social media marketing in other taxpayers’ associations 

in Sweden (Skattebetalarnas Förening) and in the United Kingdom (The TaxPayers’ Alliance). 

 

1.7 Project Management Methods and Report Structure 

The project tasks include literature review, quantitative and qualitative desktop research, social 

media plan documentation and collecting feedback. This chapter specifies these project manage-

ment methods used and presents the project design and data collection (figure 1). 

  

Figure 1. Project management methods 
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In PT 1 the data source is theoretical literature about organic social media marketing and relevant 

theories. Through literature review the author gains relevant knowledge on the thesis topic and can 

form a theoretical framework for the thesis. Used sources are textbooks and online materials.  

PT 2 is about evaluating TAF’s current social media activities and performance through identifying 

and analyzing the data from the organization’s social media accounts. The author uses quantitative 

analysis to set measurable objectives and qualitative analysis for creating a SWOT analysis. The 

results are collected in a report. 

PT 3 focuses on benchmarking the similar organizations of TAF in Sweden and in the United King-

dom. Research methods used are quantitative and qualitative desktop analysis. Data sources are 

social media channels of the chosen organizations. The author collects public quantitative social 

media data in addition with qualitative data that is based on author’s perception of benchmarked 

social media channels. This project task includes a comparison of the results of PT 2 and 3 from 

the viewpoint of brand differentiation. The goal is to find ideas for developing the commissioning 

organization’s social media activities. 

PT 4 is about establishing an organic social media marketing plan after the previous project tasks 

are completed. The plan is based on theoretical f indings, analysis of the current social media activ-

ities of TAF, and benchmarking results of similar associations’ social media channels. The organic 

social media plan is documented as a PowerPoint file to achieve a clear presentation material for 

the commissioning organization. 

Giving a presentation of the established organic social media plan is included in PT 5. Based on 

the feedback collected from the Chief Communications Officer of TAF, the author finalizes the plan 

after the meeting. 

Once the organic social media plan has been finalized, project management and outcomes are 

evaluated in PT 6. The author reflects on her own experiences during the project and gives sug-

gestions for further research and projects for the organization. 

Project outcome is an organic social media marketing plan for the Taxpayers’ Association o f Fin-

land which can also be applied for any other taxpayers’ alliance.  
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2 Creating an Organic Social Media Plan  

The purpose of this chapter is to discuss different theories, concepts, and models, related to the 

topic of organic social media marketing plan. The focus is specifically on taxpayers’ associations. 

The theoretical framework (figure 2) is an essential part of the project since all the project objec-

tives are linked to the theory discussed in this chapter. 

 

Figure 2. Theoretical framework for an organic social media plan (adapted from Barker & al. 2017, 

23) 

2.1 Organic Social Media Plan 

An organic social media plan consists of social media planning cycle (figure 1). Creating a social 

media plan is a continuous process and that is the reason for describing it as a cycle. Components 

of the cycle are to listen, marketing strategies, target audience, content, tools, implementation, 

tracking and measuring, and adjusting. (Barker & al. 2017, 23). 

Social media marketing plan is typically nowadays an important part of an organization’s overall 

marketing plan. According to the 2021 Social Media Marketing Industry Report, a significant 88  % 

of marketers indicated that their social media activities have generated more exposure for their 

business (Stelzner 2021, 7). An organic social media plan includes an organization’s social media 

goals that are aimed to be achieved through unpaid actions only (Barker & al. 2017, 23.) Paid so-

cial media actions can be used to support same goals but they often have other purposes too. 
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Organic social media marketing can be applied in many ways. It can be used to build word-of-

mouth (WOM) communication and buzz, but also for data collecting to build databases. Social plat-

forms can be the primary venue for the execution of contests and serve efficient channels to man-

age customer service relationships. Social media also offers platforms to conduct research for new 

product or service development. (Tuten & Solomon 2018, 108.)  

2.2 Social Media Marketing Strategies 

When defining SMM strategies, an organization’s unique strengths, weaknesses, opportunities, 

and threats must be adjusted. Marketing goals can be helped to achieved by following the “8 Cs of 

Strategy Development”. (Barker & al. 2017, 24.) The eight Cs of s trategy development by Barker & 

al. (2017, 36) are listed below. 

 

• Categorize social media platforms by target audience relevancy. 
• Comprehend the platform rules how to act, stimulate discussion, and engage users. 

• Converse by acknowledging and responding to other users by being a contributor instead 
of being a promoter. 

• Collaborate with platform users as means of establishing a mutually beneficial relationship. 
• Contribute content to build reputation and become a valued brand, helping to improve the 

community. 

• Connect with the influencers so that they help shaping opinions about the organization.  

• Community participation can obtain valuable consumer suggestions for improving products 
and services. 

• Convert relationships built in a social media to the behaviors specified in the objectives. 

 

2.3 Tailoring the Channels and Content to Target Audience 

The target audience is identif ied by defining their location, behavior, tastes, and needs. SMM plan 

usually targets one or more of the available segments, but not all to reach the most potential ones 

to become members or even brand advocates. After the demographic and characteristics of the 

target audience are defined, the social media platforms with the highest concentration of the per-

sonas should be chosen. (Barker & al. 2017, 24, 280.) 

Different social media platforms are designed for different content types. It is important to identify 

the specific themes and topics which can be based on brand values, industry issues, target audi-

ence interests, integrated marketing communications campaigns, seasonal events, new product, or 

service launches, and more. These themes need to fit with the brand, the target audience, and the 

tactics being employed. The topics are subcategorized under the themes accordingly. (Tuten & 

Solomon 2018, 154.) 



9 

 

Taxpayers’ Association of Finland operates in the field of organizations dealing with taxation, legis-

lators, and financial affairs, among others. It is important to keep in mind that the association is an 

independent organization, and the content needs to follow those requirements. 

2.4 Technical Aspects and Measuring Performance 

The characteristics of each platform should be considered when making the social media plan. The 

size of the team involved in social media activities influences the number of channels, the types 

and sources of content, and the volume and frequency of distribution of content. (Tuten & Solomon 

2018, 147.) 

Every social media objective should be set by SMART criteria, which is an acronym from words 

Specific, Measurable, Achievable, Realistic, and Time-limited. Monitoring SMM activities means 

the process of tracking, measuring, and evaluating an organization’s activities. When choosing rel-

evant metrics, there should be kept in mind the metrics that drive business results and make the 

organization’s KPIs. These indicators help in understanding how the organization is doing against 

its objectives. Adjusting is a continuous process of improving the elements of the SMM plan and its 

implementation to facilitate the best chances of success. (Barker & al. 2017, 34., 227, 231, 246.) 

2.5 Introduction of the Social Media Sites and Platforms in This Thesis 

Before diving to the following project tasks, the core social media sites and platforms are intro-

duced in this subchapter. The focus is only on the sites and platforms that are currently the most 

relevant for the commissioning organization. 

Facebook was founded in 2004 and it still is the biggest social networking service based on global 

reach and its 2.89 billion monthly active users. Facebook users can post status updates or other 

content and message each other. Facebook’s other core products are WhatsApp, Instagram and 

Messenger which ensures that the company is one of the most popular app publishers worldwide 

based on downloads. (Statista Research Department 2021a.) According to the 2021 Statista sur-

vey, 33 per cent of Finns used Facebook several times a day. Only 19 per cent said that they do 

not use Facebook at all. (Clausnitzer 2021a.) 

Instagram is a social photo sharing app and one of the most popular social networks worldwide 

with roughly one billion monthly active users. About 32 per cent of global Instagram users were 

aged 25-34 years. Nowadays one of the most popular features of Instagram is Stories. The key in 

Stories is that the content, photo, or video, disappears after 24 hours of its publication. (Statista 

Research Department 2021b.) According to the 2021 Statista survey, 21 per cent of Finns used the 

app several times a day (Clausnitzer 2021b). According to Socialinsider, Instagram Reels rule 
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nowadays in terms of engagement, with carousel posts coming next. Regular videos take third 

place, while single images come last, being old-fashioned. (Cacu 2022.) 

LinkedIn is so-called ‘work-life Facebook’ which means it is a service where people discuss specif-

ically work-related topics. Organizations can utilize LinkedIn in their marketing especially when 

they want to highlight their expertise in certain areas or when recruiting. Conversation is not t hat 

fast-paced as it tends to be in Twitter and because of the relation to work-life, the tone is typically 

more appropriate. (Virtanen 2020, 34.) According to the Statista survey, 35 per cent of Finns used 

LinkedIn, eight per cent of respondents used the platform daily. Instead, 65 per cent of Finns did 

not use LinkedIn at all. (Clausnitzer 2021c.) 

Twitter is an online social networking service that enables users to interact with each other by 

messages (tweets) limited to 280 characters. In 2021, Twitter had 206 million monetizable daily ac-

tive users worldwide. It has become a relevant tool in politics. (Dixon 2021.) In Finland, Twitter is 

mostly used for news and entertainment purposes. In Statista survey in 2021, 62 per cent of Finns 

said that they were not Twitter users. Only 5 per cent of respondents used the platform several 

times a day. (Clausnitzer 2021d.) 
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3 Evaluating the Current Social Media Activities and Performance 

To form a valid organic social media marketing plan for Taxpayers’ Association of Finland, it was 

necessary to evaluate the existing conditions of the main social media platforms the organization 

uses. There are a lot of data that can be picked from different platforms, but this desktop study fo-

cused on certain KPI’s on accounts. The data was analyzed and after that, the author formed a 

SWOT analysis of the state of  TAF’s presence on social media. 

3.1 Identifying the Data from TAF’s Social Media Accounts  

TAF has the most of its social media followers (6,732) on Facebook and the second biggest chan-

nels are Twitter with 3,964 followers and LinkedIn with 3,162 followers. The smallest main channel 

for them is Instagram with 501 followers. Commonly, posts are published from Monday to Friday 

once per day on Facebook, LinkedIn, and Twitter, and on a weekly basis on Instagram. 

Facebook 

According to the author’s observations, TAF’s Facebook account includes branded cover page, but 

on mobile the slogan ends outside the frame. The logo in the profile is recognizable and good in 

quality. The organization has not verif ied the account. Nearly 70 per cent of TAF’s audience are 

females (figure 3). On the contrary, 60 per cent of TAF’s member magazine readers are males 

(KMT 2021). Typically, there are only one member in the same household which makes it more 

complicated to compare the demographics between members and TAF’s social media channels. 

   

Figure 3. TAF’s Facebook audience according to gender (adapted from Meta Business Suite 

2022a) 

67.1 %

32.9 %

Female Male



12 

 

The biggest audience by age among females is 45-54-year-olds, followed by 55-64-year-olds. In-

stead, the biggest audience in males are 45-54 and 35-44-year-olds. (Figure 4). To compare these 

numbers with TAF’s members, these demographics does not differ that much. As Taloustaito read-

ers, 35 per cent are over 65-year-olds, 24 per cent are 55-64-year-olds, and 18 per cent are 45-54-

year-olds (KMT 2021). 

 

Figure 4. TAF’s Facebook audience according to age and gender (adapted from Meta Business 

Suite 2022a) 

Most TAF’s Facebook followers are in Helsinki with over 14 per cent of the audience (figure 5). The 

next signif icant cities are Espoo and Tampere. To compare these cities with where most associa-

tion’s members are located, Tampere is an exception. Most members are in Helsinki, Espoo, and 

Vantaa (Veronmaksajain Keskusliitto ry 2022a). 

 

Figure 5. TAF’s Facebook audience according to location (adapted from Meta Business Suite 

2022a). 
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The author made some observations about the communication on the account. There is not that 

much discussion under the posts and not every comment gets an answer. TAF is using instant re-

plies on Facebook. This means responses to the first message someone sends to the page via di-

rect messaging. The response message is thanking for a message and informs the reply is coming 

as soon as possible. Instead, away messages are not used. (Veronmaksajain Keskusliitto ry 

2022a.) These messages would respond to incoming direct messages that the organization is not 

available. 

Instagram 

Instagram is the smallest channel for TAF according to the size of the audience. Yet, it has started 

to grow. There are only few comments under the posts, users are more reacting with likes.  More 

than 80 per cent of the Instagram followers on TAF’s account are females (f igure 6). In this channel 

the difference between female and male audience is even bigger than on Facebook. 

   

Figure 6. TAF’s Instagram followers according to gender (adapted from Meta Business Suite 

2022a) 

The biggest audience by age among them is 35-44-year-olds, and the second largest is 45-54-

year-olds (figure 7). As there are significantly fewer male followers, differences between different 

age groups are not that big. Biggest groups follow the same line with female audience. On Insta-

gram TAF’s audience is younger than on Facebook (see figure 4). 
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Figure 7. TAF’s Instagram followers according to age (adapted from Meta Business Suite 2022a) 

Over 20 per cent of TAF’s Instagram followers are in Helsinki. Unlike on Facebook, the next largest 

domiciles for followers are Tampere and Turku. (Figure 8.) The audience differs more compared to 

TAF members among where the most significant cities are Helsinki, Espoo, and Vantaa (Veron-

maksajain Keskusliitto ry 2022a). 

 

Figure 8. TAF’s Instagram followers according to location (adapted from Meta Business Suite 

2022a) 
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discuss work-related topics, followers job functions and industries can be found useful. Most TAF’s 

LinkedIn followers are working in accounting, business development, f inance, human resources, or 

sales (figure 9). All these audience demonstrate well the membership structure of TAF’s company 

members (Veronmaksajain Keskusliitto ry 2022b).  

   

Figure 9. TAF’s LinkedIn followers by job functions (adapted from LinkedIn 2022a) 

Top industries among TAF’s followers are accounting, government administration, financial ser-

vices, IT services and IT consulting, and business consulting and services (figure 10). According to 

TAF, accounting is the biggest group of their company members, which means the organization 

has a possibility to reach this audience organically also on LinkedIn. 

 

Figure 10. TAF’s LinkedIn followers by industries (adapted from LinkedIn 2022a) 
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Twitter 

TAF does not have tools to explore their Twitter followers’ demographic data unlike in other plat-

forms. Twitter analytics shows that TAF has gained 8-34 new followers each month during the re-

search period. The traffic in the profile has been most active in March when TAF is organizing a tax 

event, and the Finnish citizens are starting to get their previous year’s pre-completed tax returns. 

(Twitter 2022). 

On Twitter many of TAF’s executives and specialists are actively sharing the organization’s posts 

and comment for other profiles. Through this the organization has a potential to reach and engage 

more audience than it would only with its own social media presence. 

3.2 Analyzing the Data from TAF’s Social Media Accounts 

The author analyzed quantitative data from TAF’s social media channels by studying which posts 

have been the most engaging on the organization’s accounts. The research period was six months 

between 1 January – 30 June 2022. This information can be found from the administration’s analyt-

ics or insights of the different social media channels. 

All platforms have numerous metrics displayed, but in this study, the author has focused, specifi-

cally on engagement. Post types are included to demonstrate what kind of posts have been the 

most successful during the research period. 

Facebook 

TAF’s top ten posts (appendix 1) with highest engagements are all link posts. In table 2, the 

distribution score shows how account’s posts are performing compared to historical averages. 

Engagements is the number of reactions, comments, shares and clicks on posts. No less than six 

posts were questions to tax attorneys. Other popular posts included current information from the 

Finnish tax authority, information on how much there are taxes in a salary, information about a 

donation, and one shared interview in the media. (Veronmaksajain Keskusliitto ry 2022c.) The top 

posts performed +1.6 to +2.6 times better than the historical averages. Even between the top 

posts, the strongest engagement was four times higher than in posts on positions eight to ten. 

(Meta Business Suite 2022b.) 
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Table 2. TAF’s top 10 organic posts on Facebook according to distribution and the highest 

engagements (Meta Business Suite 2022b) 

Post Post Type Distribution Engagements 

1. Link +2.6x 485 
2. Link +3.1x 398 

3. Link +2.8x 260 
4. Link +2.0x 215 
5. Link +1.9x 213 

6. Link +1.9x 192 
7. Link +2.2x 176 

8. Link +1.7x 116 
9. Link +1.6x 116 

10. Link +1.6x 114 

Instagram 

TAF’s Instagram account has clearly fewer followers than the other channels, and the audience 

has started to become bigger from the end of 2021 (Veronmaksajain Keskusliitto ry 2022d). Hence, 

there was enough content to form the top 10 posts according post interactions (appendix 2). Three 

of the top posts were about upcoming events, two about tax guides, and two were humorous his-

torical proverb posts. The rest were information about a donation, new Taloustaito magazine, and 

attorneys’ assignments. (Veronmaksajain Keskusliitto ry 2022d.) 

On the account there is nearly at all video content in the feed, primarily videos have been posted 

on stories. There is no link tree tool in use on TAF’s account, linking to website content is sup-

ported by Instagram stories in addition to link in the bio description. (Veronmaksajain Keskusliitto ry 

2022d.) 

All the other best performing posts presented in table 3 were photos except two carousel post. The 

Instagram users’ interaction with TAF’s posts was not yet that common overall. Between the top 

posts, the strongest interaction was two times higher than in posts on positions six to ten. (Meta 

Business Suite 2022b.) 
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Table 3. TAF’s top 10 organic posts on Instagram with the highest post interactions (Meta 

Business Suite 2022b) 

Post Post Type Post Interactions 
1. Photo 22 

2. Carousel Post 17 
3. Photo 14 

4. Photo 13 
5. Photo 12 

6. Photo 11 
7. Photo 11 
8. Photo 11 

9. Carousel Post 10 
10. Photo 10 

LinkedIn 

Engagement rate is a good indicator of overall performance on LinkedIn. The top 10 posts 

(appendix 3) with the highest engagement rate included four posts of questions to tax attorneys, 

three posts of Taloustaito blog, two posts of advice from a TAF’s leading tax attorney and one 

image post of a tax event with a link to watch the recording (Veronmaksajain Keskusliitto ry 

2022e). 

Engagement rate per cent varied between 0-11.86 per cent within the research period, but the top 

posts indicated in table 4 were clearly above the average beginning with 5.67 per cent. On TAF’s 

LinkedIn account, most of the posts were article or image type of posts, few were events, videos or 

texts. (LinkedIn 2022b.) 

 

Table 4. TAF’s top ten organic posts on LinkedIn with the highest engagement rate (LinkedIn 

2022b) 

Post Post Type Engagement Rate (%) 
1. Article 11.86 

2. Article 8.22 
3. Article 7.27 

4. Article 6.36 
5. Article 6.32 

6. Article 6.17 
7. Article 6.09 
8. Article 5.78 

9. Article 5.75 
10. Image 5.67 

 

Twitter 

The top ten tweets (appendix 4) on Twitter with the highest engagement rate were all informative 

posts. Three tweets were questions to tax attorneys, two were Taloustaito blog writings, one 
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shared interview from media, one was advice from a TAF’s leading tax attorney, one was informing 

publication of the newest member magazine number, one was about tax return, and one was a 

press release. (Veronmaksajain Keskusliitto ry 2022f .) Engagement rate per cent varied between 

0-13.7 per cent within the research period. Top tweets engagement rates began from 4.5 per cent. 

(Twitter 2022.) 

 

Table 5. TAF’s top ten organic tweets on Twitter with the highest engagement rate (Twitter 2022) 

Tweet Post Type Engagement Rate (%) 
1. Link 13.7 

2. Link 9.3 
3. Link 9.3 

4. Link 7.4 
5. Image 5.9 

6. Image 5.4 
7. Link 5.1 
8. Link 4.7 

9. Image 4.6 
10. Link 4.5 

 

3.3 SWOT analysis 

In SWOT analysis, the author gathered strengths, weaknesses, opportunities, and threats of TAF’s 

current social media activities and performance (table 6). The analysis was based on previously 

completed project tasks. Conducting SWOT analysis, the author got a better overview of 

organizations current situation – what was already working and what to avoid. SWOT analysis also 

encouraged to explore new ideas and opportunities, and become aware of possible threats.  
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Table 6. SWOT analysis of the social media activities and performance of TAF 

Strengths Weaknesses 

• Routine practice on posting regu-
larly 

• Utilizing informative, accurate con-
tent 

• Many organization experts are pre-
sent and active on social media, 
sharing content from TAF’s ac-
counts and commenting, especially 
on Twitter 

• Topicality in content 

• Teamwork (sharing the channels) 
between social media moderators 

• Lacking a social media marketing 
plan 

• Not catching the younger +18 
years-olds audience currently 

• Not utilizing the latest social media 
trends 

• Not using scheduling regularly 
• Not utilizing insights or analytics 

regularly in content creation 

Opportunities Threats 

• New audiences to generate more 
TAF members 

• Nurturing discussion of audience, 
keeping them engaged 

• Utilizing more videos 

• Optimizing profiles (bio, automatic 
replies) 

• Better utilization of content plan-
ning 

• Increasing brand awareness 

• Pick ideas for paid social media 
from best performing organic posts 

• Changing environment in social 
media 

• Tax legislation changes, outdated 
posts can give incorrect infor-
mation 

• Changing customer attitudes to-
wards TAF 

• Not catching the future generations 

• Information security threats, possi-
ble leaks against General Data 
Protection Regulation (GDPR) 

• Denial-of-service attacks 
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4 Benchmarking Similar Organizations 

To gain new ideas and content relevancy, the author conducted a benchmarking of similar organi-

zations. In addition, this was done to gain international aspect to the study as there are no similar 

organizations in the same field in Finland. In this chapter, the main findings of the benchmarking 

process are presented.  

4.1 Benchmarking 

The author narrowed benchmarking to two taxpayers’ associations abroad. Other organization, 

Skattebetalarnas Förening, is operating in Sweden and it has relatively similar operating model in 

communication as TAF has. Yet, the Swedish organization has not gained the same general posi-

tion among Swedish citizens as TAF has in Finland. According to Skattebetalarna’s annual report, 

the organization has 43 120 members (Skattebetalarnas Förening 2021). The other organization, 

The TaxPayers’ Alliance, is operating in United Kingdom, where the organization has more pres-

sure group style towards politicians and the organization is arranging active campaigns. The re-

search period also for benchmarked posts is from 1 January to 30 June 2022. 

Skattebetalarnas Förening 

Skattebetalarnas Förening (Skattebetalarna) has rather active Facebook page. It has 31,000 fol-

lowers. On average, the organization is posting once or twice a week. In its accounts, Skattebeta-

larna is not taking part in discussions which are not overall that common on the pages even be-

tween their followers. (Skattebetalarnas Förening 2022a.) The top five posts according to gained 

reactions (appendix 5) were very timely dealing themes such as electricity taxation, electricity sub-

sidy, and fuel taxation. 

Skattebetalarna has Instagram and LinkedIn accounts, but there are no posts yet. Hence, the ac-

counts are branded and ready to use in case they someday want to start with posting. (Skattebeta-

larnas Förening 2022b; Skattebetalarnas Förening 2022c.) 

Twitter is the most active social media channel Skattebetalarna has. Typically, the organization is 

posting once or twice per day. Skattebetalarna has gained over 10,000 followers.  (Skattebetalar-

nas Förening 2022d.) Its top five tweets (appendix 6) were all shared media articles. The writer or 

media had been tagged on posts, and all top tweets included a photo of people. 

The TaxPayers’ Alliance 

The TaxPayers’ Alliance (TPA) has 15,000 followers on Facebook which signifies it has more than 

double the number of followers compared to TAF. The organization has informative cover page to 
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highlight what is its mission. The organization does not post events actively anymore like it has 

done in 2016-2019. Posting is highly active, typically few new posts per day. Posts that had gained 

the most reactions during the benchmarking period were mostly link posts, but there were also one 

video and one image post among the top posts (appendix 7). Every month, TPA posted same 

‘Keep in touch’ post where they urged their followers to sign up their e-mailing list. (The TaxPayers’ 

Alliance 2022a.) 

TPA has an Instagram account, but it is not active anymore. The last post had been published in 

January 2021. Therefore, the author did not study the account’s old posts. (The TaxPayers’ Alli-

ance 2022b.) 

On LinkedIn, TPA has 900 followers which is around 3.5 times fewer than TAF. The organization 

has branded its account well and the cover page communicates well the purpose of their being.  

Weekly, they post around five posts. Three of the posts that had gained the most reactions within 

the benchmarking period were link posts, one was image post, and one was a video (appendix 8). 

Also on LinkedIn, TPA posted the same ‘Keep in Touch’ e-mail sign up post monthly as they did on 

Facebook. An interesting fact is that the video among top five posts was also the last video TPA 

had published on their account. Posting is active on the account, new posts come around five 

times per each week. Topics on top posts were handling how taxpayers’ money is used, how the 

public spending should be under control and stop the debt. TPA also had posted about new re-

search results, quote from Winston Churchill and a video about the need for tax simplif ication. 

These topics are remarkably similar that TAF communicates through its social media platforms – 

except quotes from famous former politicians. (The TaxPayers’ Alliance 2022c.) 

Twitter is the TPA’s biggest social media channel with over 28,000 followers. The account is veri-

fied by Twitter and this account is branded according to the organization’s visuals. Posts with the 

most reactions included two link posts that were linking to the media articles, two of them were im-

age posts and one was a video (appendix 9). These posts informed about costs for taxpayers and 

highlighted concrete money amounts. In the video, TPA encouraged their followers to sign their pe-

tition calling for an end to council tax rises. Also, TPA promoted their consultation tool. Generally, 

certain emojis were used to get readers’ attention. (The TaxPayers’ Alliance 2022d.) 

4.2 Best Practices 

It is a good practice to reserve username from different social media platforms for the organiza-

tion’s use before someone else does it – even if the account is not intended to be used immedi-

ately. The author has previous experience of a situation where the company name was already in 

use, and it was not that fast and easy to get that username for the company. Skattebetalarna has 
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reserved some extra social media accounts and branded them already. This enables them to start 

posting later if they want and prevent someone else to take the username possibly for wrong rea-

sons. In addition, it is recommendable to verify Facebook, Instagram, and Twitter accounts to es-

tablish brand credibility online. The verified badge informs the audience the account is authentic 

(Meta Blueprint 2022). It also might help the social media account show up higher in search re-

sults. 

Profiles should be branded well so that followers would instantly be aware what the account is 

about. It is possible to lift important campaigns on the cover, so that organization’s important mes-

sages would pop out from other communication for certain time period. Cover pages should also fit 

on screen on mobile so that the text will be large enough but the rest of it would not leave out from 

the frame. It is necessary to go through the bio texts to see if there is something outdated or some-

thing that could be modified. This info also gives signs to followers that the account is active.  

Pinned posts can be used to put the most important ones in first place in account feed. This is how 

the organization would get the most important messages communicated for those who come to 

see the profile. It is important that outdated posts are unpinned as well.  

Through analysis it is possible to find the best performing posts and utilize them when creating new 

content. The attractive image can be used again later, or the copy text style can be kept despite 

the message changes. Analyzing takes time to really think about what works for the audience, and 

what will encourage users to react and respond but it is worth it. 

Scheduling posts helps to save moderators’ time and stay organized with work. It enables to reach 

the audience when followers are the most active in social media. Not all posts can be planned well 

before publishing, but some is, and scheduled posts also help if someone in the team gets sick or 

is away for some other reason. Scheduling decreases the instant workload for others and help not 

to cut the post flow in accounts. 

Tagging is an integral part of networking online, and it increases engagement. The profile that has 

been tagged gets a notif ication. On Instagram, tagged posts are shown on the profile's tagged pho-

tos that allow tagging organization to gain exposure there too. In addition to tagging, using relevant 

hashtags enables content to be found by the right users. Using them helps drive traffic to the con-

tent organization wants to share. This is how it is possible to boost views, likes, and shares, and of 

course all other goals the organization has for the post. To help the social media moderators when 

creating content there could be a list of relevant hashtags where moderators could easily pick the 

suitable ones for their posts. This saves time and helps especially when in a hurry. 
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Social listening is recommended as tracking social media platforms for mentions and conversa-

tions related to the organization gives an insight what kind of discussion there is around the organi-

zation. Analyzing these mentions help to discover opportunities to react and even help with content 

creation. Other profiles could be explored to find relevant discussions to participate. After all, these 

platforms are made for social interaction. 

Most content ideas can obviously be utilized by doing cross-posting in different platforms. Each 

channel has their own followers, and platforms have different characteristics which should be kept 

in mind to adjust posts accordingly. It is always important to keep the audience in mind as social 

media is not made for spreading content the organization wants, it is more about spreading the 

content the audience expects and wants to consume and being in interaction with others.  
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5 Establishing an Organic Social Media Marketing Plan 

Social media is an affordable platform to raise the awareness about the organization and 

strengthen the brand. As social media is created for communicating, different platforms are a won-

derful way to be in interaction with the existing and potential new members. An organic social me-

dia marketing plan will help the organization to use its resources better and communicate more ef-

fectively in social media. The objectives for the SMM plan were to clarify which conceptions TAF 

wants to communicate with its brand, improve the brand communication to members in selected 

social media platforms, help social media moderators with content creation, and secure continuous 

development. This chapter explains the process of creating a social media marketing plan for Tax-

payers’ Association of Finland (appendix 10). The required phases are explained. 

5.1 Model of Social Media Marketing Plan for TAF 

After analyzing the data from TAF’s accounts and benchmarking the similar organizations  abroad, 

the author started to gather an organic social media marketing plan f or TAF. With the help of the 

theoretical framework of the thesis, the author created a situation analysis for TAF’s social media 

activities and performance. 

Depending on the selected channel, the audience is different, and the organization uses platforms 

for different purposes that were defined by the author. Through benchmarking similar organizations 

best practices were explored and documented. TAF’s and Taloustaito’s social media accounts are 

typically moderated by four people who all have other work duties besides social media. The au-

thor made the organic SMM plan having in mind the same human resources as the organization 

had when the thesis was written. 

The author created an example social media calendar for Q1-Q2 in 2023 with different primary 

campaign themes. This helps the organization include all relevant topics that should be discussed 

regularly. In addition, the author created an example of Facebook content calendar  for January 

2023 to showcase how post topics could be planned specifically. The aim for the social media cal-

endar is to share the information between the team and help moderators to create content in differ-

ent channels. Best results will be gained when planning together as a team and modifying calendar 

regularly as it is not possible to know beforehand every relevant topic that will occur during the 

months. 

Organic social media targets for Q1-Q2 in 2023 were set based on the SMART criteria that was 

presented in the theoretical framework of the thesis. The author tried to find realistic targets that 

could be achieved by organic social media marketing. Analyzing the data and adjusting social 
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media marketing according to findings should be done constantly. Through teamwork the organiza-

tion will reach its full potential and meet the targets. The SMM plan is made to be modified along 

the way. As the platforms improve, also the use of the platforms should be improved. 

5.2 Feedback from TAF 

The author made a PowerPoint slideshow to present the organic social media marketing plan for 

Taxpayers’ Association of Finland. The presentation was held 2 November 2022 to Chief Commu-

nications Officer of TAF. During the presentation, the author and the CCO were discussing so 

when some topics needed more clarif ication they were given instantly. Some points were already 

recognized in the organization, but the plan gave also new insights regarding TAF’s organic social 

media marketing. 

The author got valuable feedback to finalize the presentation. In result, the author added a slide 

that explained the purposes for different social media platforms TAF is using. Also, some smaller 

adjustments were made, and the author noticed herself that some demographics could have been 

added. The CCO was interested in going through the benchmarked posts that were not included in 

the presentation also with the social media moderators. The author agreed she will share the the-

sis product and benchmark findings. 
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6 Conclusions 

The purpose of this project-based thesis was to study, how well the brand communication to TAF 

members works in selected social media platforms and how it could be improved. It was examined, 

which conceptions the association wants to communicate with its brand, and how does the 

organization lead and communicate its brand in social media. The result of this thesis is an organic 

social media marketing plan which can be applied on TAF’s social networking sites on Facebook, 

Instagram, LinkedIn and Twitter. In this chapter, key outcomes and recommendations are 

presented, and the process is evaluated. After this the author gives suggestions for further 

reasearch and projects, and reflects on learning. 

6.1 Key Outcomes and Recommendations 

The main key outcome of this thesis is the organic social media marketing plan for TAF. The objec-

tives for the SMM plan were to clarify which conceptions TAF wants to communicate with its brand, 

improve the brand communication to members in selected social media platforms, help social me-

dia moderators with content creation, and secure continuous development. The main objective was 

achieved and approved by TAF’s Chief Communications Officer after the author presented the 

plan. 

TAF had already started to plan post topics, but the document could be used more actively. The 

best platform would be directly where the content is created, for example if the organization would 

start to use a common social media management tool. In content creation, there should be kept in 

mind that different platforms have different audiences. That is why the content should be in form 

the platform favors and the message would be addressed to that specific group.  

Benchmarking supports focusing on branding the social media accounts and optimizing the pro-

f iles. Content that gets the most engagement is topical, appeals to emotions or gets the viewer’s 

attention with a captivating image, or use of suitable emojis. Sometimes the most engaging posts 

are including all these elements. 

It is not obvious that the organization’s employees will follow their employers’ social media ac-

counts, or react to the posts, or share the content in their own accounts. These employee activities 

would help with the organic social media marketing. Even though TAF already has good social me-

dia activity among its executives and some employees, it could encourage their employees to be 

more active. It would be possible to arrange internal social media trainings for those who are willing 

to learn – for some people it can be diff icult to start with a new platform or they might be wondering 
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what they are allowed to publish and what not in social media regarding their work. It would also be 

possible to make a social media guideline to encourage people with the use of social media. 

To see if the organic social media activities are performing well, there is a need for consistent 

measurement. The targets should be specific, measurable, achievable, realistic and time-limited as 

given in the theoretical framework of this thesis. Once the targets are set, the development should 

be followed, and new targets need to be modified accordingly. The content on each platform 

should be constantly monitored and observed and developed according to findings. Whenever a 

post performs well, it should be assessed and develop the upcoming content further. Also, the or-

ganization should explore new channel specific trends and try something new to engage the audi-

ence. After completing these phases, there should be soon obvious signs what works best for each 

platform until something new trend comes, which is very typical for social media.  

6.2 Process Evaluation 

Social media platforms are not a new thing, the selected platforms in this thesis are founded in 

2002-2010. There are a lot of resources to use around social media theory, but as the platforms 

change all the time, some of the theories are not relevant anymore. The author used several hours 

to pick the sources that can still be used even after 20 years of the platform launch. 

The author has used social media as a work environment for almost ten years. Even though the 

platforms were familiar, the new field around taxation was new to her. The author has worked full -

time in a new position besides writing the thesis which has set limits how much time she could use 

for studying and writing. Despite all this, the author has managed to meet the targets she set for 

this thesis. By planning well, she did not experience any unexpected surprises during the thesis 

process. 

Exploring TAF’s and benchmarked organizations’ accounts took several research hours because it 

required doing a lot of manual work when comparing the posts according to different KPI’s.  The au-

thor wanted to pick the data from 1 January to 30 June 2022 to get enough data for the analysis, 

this prolonged the writing period that the author had thought when making the thesis plan. 

The process of making the organic SMM plan are clearly stated in the project tasks, and the author 

has followed the tasks carefully. Appropriate use of relevant theories is included, and the thesis 

method was suitable to gain the result of a concrete plan for the organization. The transparency of 

the thesis is clear, as the sources used are valid and relevant to the subject. 
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6.3 Suggestions for Further Research and Projects 

The organic social media marketing plan set targets for TAF’s social media activities. Beneficial for 

the organization would be to research the performance after making changes in their social media 

activities. After all, improving is the goal for the plan and that needs to be measured.  

This thesis focused only on organic social media marketing. For further research, the author sug-

gests that the organization could produce a plan for their paid social media marketing activities and 

performance. Another path to explore would be to research the platform relevancy and marketing 

possibilities in social media platforms that TAF is not using now, such as TikTok. 

TAF’s member magazine Taloustaito has separate social media accounts with different purposes 

and audiences. One project could be making a communication plan for Taloustaito channels and 

organize a benchmarking towards other Finnish financial magazines. Instead of benchmarking, fo-

cus could alternatively be on member’s expectations on the organization’s communication and ser-

vices through quantitative or qualitative research. 

6.4 Reflection on Learning 

At first, the author felt it a bit diff icult to narrow the project tasks suitable for a bachelor’s thesis. 

With this, the thesis advisor was a huge help with the guidance. The most enjoyable was to explore 

TAF’s accounts and do the benchmarking as it gave many new insights for the author for the future 

work. The author had begun in the new field few months before starting to draft the thesis which 

gave an extra challenge for her, but it was also educative to explore the field by deep-diving in it 

through social media. Through benchmarking she got valuable new knowledge how the similar or-

ganizations work in other countries. 

The whole thesis process gave more insight on how to choose a suitable research method and this 

will truly help in the future with possible further studies. This thesis project strengthens the author’s 

management skills as she has conducted the entire process independently without the commis-

sioning organization’s help.  

Having a commissioning company for the thesis, the author got an opportunity to integrate the so-

cial media marketing theory into real life practices. The conclusion part gathers everything the au-

thor has studied in this thesis, which hopefully makes the work valuable also for TAF. For the au-

thor, it was rewarding to find areas where TAF could improve and develop social media activities 

through following the SMM plan made for the organization. 
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Appendices 

Appendix 1. TAF’s Top 10 Posts on Facebook 

Below are TAF’s top organic Facebook posts within Q1-Q2 in 2022 (Veronmaksajain Keskusliitto ry 

2022c). Posts 1-10 (table 2) are in order from left to right. 
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Appendix 2. TAF’s Top 10 Posts on Instagram 

Below are TAF’s top organic Instagram posts within Q1-Q2 in 2022 (Veronmaksajain Keskusliitto 

ry 2022d). Posts 1-10 (table 3) are in order from left to right. 
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Appendix 3. TAF’s Top 10 Posts on LinkedIn 

Below are TAF’s top organic LinkedIn posts within Q1-Q2 in 2022 (Veronmaksajain Keskusliitto ry 

2022e). Posts 1-10 (table 4) are in order from left to right. 
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Appendix 4. TAF’s Top 10 Tweets on Twitter 

These are TAF’s top organic tweets within Q1-Q2 in 2022 (Veronmaksajain Keskusliitto ry 2022f). 

Tweets 1-10 (table 5) are in order from left to right. 
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Appendix 5. Skattebetalarna’s Top 5 Posts on Facebook 

Below are the Skattebetalarna’s top organic Facebook posts within Q1-Q2 in 2022 (Skattebetalar-

nas Förening 2022a). Posts 1-5 in order from left to right the author mentions in chapter 4.1. 
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Appendix 6. Skattebetalarna’s Top 5 Tweets on Twitter 

These are the top organic tweets on the Skattebetalarna’s within Q1-Q2 in 2022 (Skattebetalarnas 

Förening 2022d). Tweets 1-5 in order from left to right the author mentions in chapter 4.1. 
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Appendix 7. TPA’s Top 5 Posts on Facebook 

Below are the top organic posts on the TPA’s Facebook account within Q1-Q2 in 2022 (The Tax-

payers’ Alliance 2022a). In order from left to right, posts 1-5 the author mentions in chapter 4.1. 
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Appendix 8. TPA’s Top 5 Posts on LinkedIn 

Below are the top organic posts on the TPA’s LinkedIn account within Q1-Q2 in 2022 (The Taxpay-

ers’ Alliance 2022c). In order from left to right, posts 1-5 the author mentions in chapter 4.1.  
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Appendix 9. TPA’s Top 5 Tweets on Twitter 

These are the TPA’s top tweets within Q1-Q2 in 2022 (The Taxpayers’ Alliance 2022d). In order 

from left to right, tweets 1-5 the author mentions in chapter 4.1.  

  

  

  



49 

 
Appendix 10. Organic Social Media Marketing Plan for Taxpayers’ Association of Finland 
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 Taxpayers  Association of Finland (  eronmaksajain
Keskusliitto ry) is an independent association,
established in 1947. It is an organisation for citizens
and communities, with over 233,000 members. Its
membership includes wage earners, pensioners, and
entrepreneurs. It has 189,000 individual members and
44,000 member companies.

 TAF does not accept any public funding, its operation is
based on membership fees. Association provides
advice concerning taxation, promotes reasonable
taxation and defends citizens  legal protection in tax
matters.
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