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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 conceming 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 Foérening)
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 protectthemselves 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 areasoning 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



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 fromthe
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 fromthe
management and
project outcomes

Own assessment

Recommendations,
evaluation (6)




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 Faceb ook, 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 supportthe 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 contentof 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



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 indi-
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.



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 Forening) 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).

PT1 PT2 PT3 PT4 PT5 PT6

Project task

Data source

Data collection Literature Desktop Deskiop PowerPoint Feedback
method review research research document from the TAF assessment
management
Data processing
method
o -
Project outcome

Figure 1. Project management methods



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 findings, 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 of Fin-

land which can also be applied for any other taxpayers’ alliance.



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.

$ Adjust E

Track and Measure Listen
Implement An Organic Social Media Plan Marketing Strategies

O\ 74

Target Audience

% Content &

Figure 2. Theoretical framework for an organic social media plan (adapted from Barker & al. 2017,
23)

Tools

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 describingit 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 purposestoo.



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 strategy 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.

e 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 contentto build reputation and become a valued brand, helping to improve the
community.

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

e Community participation can obtain valuable consumer suggestions forimproving products
and services.

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

2.3 Tailoring the Channels and Contentto Target Audience

The target audience is identified 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.)



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



10

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.)

LinkedlIn 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 that
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 verified 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.

= Female = Male

Figure 3. TAF’s Facebook audience according to gender (adapted from Meta Business Suite
2022a)
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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 Talo ustaito read-

30
20

ers, 35 per cent are over 65-year-olds, 24 per centare 55-64-year-olds, and 18 per cent are 45-54-
10
3.23.6

year-olds (KMT 2021).
18.1
I6.4 I48
0.20.3 I
, 920° mil

18-24 25-34 3544 4554 5564

m Female mMale

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 significant 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).

Helsinki I 14.3
Espoo I 54
Tampere M 4.5
Turku N 3.9
Vantaa M 3.8
Oulu Im 3.1
Lahti 1l 2.3
Jyvaskyla Il 2.3
Seindjoki Wl 1.7
Kuopio ™ 1.4

0 5 10 15 20 25

Top cities

Figure 5. TAF’s Facebook audience according to location (adapted from Meta Business Suite
2022a).



13

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 amessage 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 (figure 6). In this channel

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

= Female = Male

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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30
20 16.5
10
56 37

18-24 2534 3544 4554 5564

m Female = Male

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).

Helsinki - [ 216
Tampere _ 7.7

Turku - 5.2

Espoo - 4.8

Vantaa - 3.9

0 5 10 15 20 25

Top cities

Figure 8. TAF’s Instagram followers according to location (adapted from Meta Business Suite
2022a)

LinkedIn

On Linkedln, the profile picture could be the same as on the other social media channels. The
cover photo text is rather small when looking it on mobile. Analytics on LinkedIn does not demon-

strate the followers demographics by age or gender, but on a platform where users specifically
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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, finance, human resources, or
sales (figure 9). All these audience demonstrate well the membership structure of TAF’s company

members (Veronmaksajain Keskusliitto ry 2022b).

peceliplipely  WhRd
Business Development I 11.4
Finance N 0.2
Human Resources [l 4.7
Sales 1 4.7
Operations M 3.6
Legal M 3.6
Adminstrative [l 2.9
Information Technology Il 2.8
Customer Success and Support Il 2.5

0 5 10 15 20 25

Job function

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.

Accounting NG 5.9
Govemment Administration [N 0.1
Financial Services M 7.3
IT Services and IT Consulting Il 4.6
Business Consulting and Services 1l 4.4
Real Estate [l 2.7
Banking M 1.9
Construction |l 1.9
Higher Education |l 1.8
Law Practice M 1.6

0 5 10 15 20 25

Industries

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 eightto 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 +1.6Xx 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 presentedin 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.)



18

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 Keskusiliitto 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 engagementrate (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



19

shared interview from media, one was advice froma 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 54
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.



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

20
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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 Foérening, 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 Forening 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 Forening

Skattebetalarnas Forening (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 Férening 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 Forening 2022b; Skattebetalarnas Forening 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 Foérening 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 theirbeing.
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 ne ed for tax simplification.
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 postsinformed 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

Itis 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
(MetaBlueprint 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. Itis 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, butsome 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 notification. 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 alist 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. Itis always important to keep the audience in mind as social
media is not made for spreading contentthe 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 for 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 Feedbackfrom 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 clarification 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 keptin
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 o ptimizing the pro-
files. 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.

Itis 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 difficult 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 contentfurther. 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 alot 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 d uring the thesis
process.

Exploring TAF’s and benchmarked organizations’ accounts took several research hours because it
required doing alot of manual work when comparing the posts according to differentKPI’s. The au-
thor wanted to pick the data from 1 January to 30 June 2022 to get enough datafor 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 Reflectionon Learning

At first, the author felt it a bit difficult 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 extrachallenge for her, but it was also educative to explore the field by deep-divingin 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 withoutthe 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.

Veronmaksajat i Veronmaksajat s
1iune @ 28 Exbrary - @

“Oistin vuonna 1999 osakkeita 500 eurolla ja myin ne viime vucnna 950 eurolla. Luulin, ettd

luovutus on verovapaa, mutta nyt verotiaja l4hetti tiedustelun kaupasta. Miten minun tulee

suhtautua asizan?” 2

Writykset ja yksityishenkilat wowat tehed Iahjoituksia Ukrainaan ilman veraseurasmuksia,
verahalinto tiedotiaa b ustaita fiy. Aahja-ukrzinaan--rain. .

Verojuristi vastaa « https

_"';-_SHH

fmyin-osakke

i

TALOUSTAITOLFI ALOAISTAITO.A

Myin osakkeita 950 eurolla - miksi verottaja kysyy lisitietoja kaupasta? Lahjoitukset Ukrainaan eval verettomia

Ostin vuonna 1990 osakkeita 500 eurola ja myin ne vime yuonna 950 eurolla. Luulin, et luoy... ritykset ja ykaityishenkibit vosvat tehid lahjoituksia Likrainaan iiman veraseurasmuksia

Wi ksajat .

. E::"T; S Veronmaksajat o
v = : . . 5 24 .:'!:H';"a

"Poikani pen papaltaan kesdmikin, johon myts pojan isdllz on kéytiSoikeus testamentin mukaan

vuoteen 2032 saakka. Olemme kaikki yhdessd kiyttaneet mokkia kesaisin. Tiedatko, paljonko eri veroja ja veronluonteisia maksuja tyontekijan palkasta maksetaan, kun

Nyt mikilld tehdadn remontteja, esimerkiksi kattoremontt ja sahkatsinin fittyvid kaivuut bruttopalkka an 2 000, 3 500 tai 6 000 euroa? Katso vastaukset helpoista graafeista

jossa sahkot vedetaan pihapiirissd mazhan. Toita tekevat yritt3jat ovat ennakkoperintarekisterizsa psi/Mwww.veronmaksajat.fi/../Laskelmat/palkkakuitt/...

Onko ndistd 1oistd mahdolista saada kotitalow s, ja saako pojan isdkin
kotitalousvahennyksen? Entd pojan avopuolizo, joka kiyttaa myds makkia?™

Mitd sanoa verojuristi? Lue vastaus taalta: hity pewvw.taloust /. /perintomokilla-monta.. /

] VERONMA/ KSC\-
Palkkakuitti 2022

Miten bruttopalkastasi muotoutuu summa, joka tulee tilillesi? Mitd maksuja tydnantajasi joutu..,

Perintdmiékills monta kayttajad — kenelle kotitalousvahennys?

\ Poikani peri papaltaan kezamaokin, johon myos pojan isalla on kayttooikeus, Nyt maokilla tehda..



Veronmaksajat -
23 April - @

limeitin verotiajalle asunnon myynnista ja asuntokaupsn luovutusiappiosta. Verottaja soittd ja me
keskustelimme varainsiitoverosta ja asunnon valityspalkkion vahentamisesta. Onko tosizankin
nhiin, etta naita kuluja ei hyvaksyta vahennyksina? Minulla ofi ihan toisenlainen kasitys asiasta

w. taloustaito.fi/../myin-asunto

Kumpi on oikeassa? Verojuristi vastaa - hittp

TALOUSTAITOLF
Myin asuntoni tappiolla — miksi vih tani varainsiirtov
vilityspalkkiosta ei hyviksytty?

Veronmaksajat .
Wt -

Wergnmaksajat lahjoattaa tanadn 5 000 eurga UKraingsss 18NIxdan avusiusiplnon Susmen
Pursizen Risten katastr hacton kautta, Kanrustamme tukemaan sita anuok; Tyitd, jola
Fstusanieston tassd kiisissd ekevat hiip FkEjat i ver .1

VERDIMAL AT F

Veronmaksajat lahjoittan 5 000 ewrca Ukrainan avustustyohon
jat lahjod m 5 000 = Uker

Veronmaksajat o
4lune- @

"Olemme puolisoni kanssa tehneet keskindisen hallintaoikeustestamentin siten, ettd leski saa
elhnikaisen hallintacikeuden meistd ensiksi kuolevan omaisuutesn, Tamé hallintaoikeus pienentis
meistd ensiksi kuolevan omaisuudesta yhteiselle lapsellemme maarattavas perimtdveroa,

Veranmi:

Miten verottaja suhtautuu, jos leski i haluakaan hallita puclisonsa omaisuutta eldmanss loppuun
asti, vaan luopuu siita jossakin vaiheessa ennen kuolemaansa?”

Lue verojuristin vastaus g httpsy/ ski-luopu.

TALOUSTAITO.A
Leski luopuu hallintacikeudesta — miten verottaja suhtautuu luopumiseen?
Minulla on puolisoni kanssa keskindisen hallintapikeustestamentti, jonka mukaan leskelld on h..
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Weronmiksajat W
@

# Poikani an joutunut kahden asunnon loukkuun rakentaessaan uutta omakotitaloa, kun vanha
asunto on ollut viela myymattid. Olen antanut hanelle 30 000 euron korottoman lainan uuden
talen rakennuskustannuksiing kunes vanha asunto on myyty.

ita% verollisena [ahjana, jos lainan takaisinmaksu viipyy vuosia
syista? i

Viidaanko korotonta lainaa
wanhan asunnon myyntivaikeuksien vuoksi

erojuristi vastas -ynikn-werottja-piraz-

LOUSTAITCLFI

Koroton laina pojalle - voilo verottaja pitad lainaa verotettavana lahjana?

nko korotonta lainaa pitaa ves

guron korottoman lainan. Vo

Dlen antanut pi

Veronmaksajat i
1 june - @

“Isamme kuoli viime vuonna. Emme ole jakaneet kuolinpesaa, johon kuuluu iso metsdkiinteistt ja
vihdn muuta omaisuutta. Jos nyt myymme puuta melsdstd, pitisks meiddn maksaa puukaupasta
arvonlisaveroa?”

Verojuristi vastaa g https://www.taloustaito. linpesa-myy-puuta.../..

TALOUSTAITD:F
Kuelinpesd myy puuta — pitidéke kaupasta maksaa arvonlisdveroa?
samme kuoli viime vuonna. Emme ole jakaneet kuolinpesaa, johon kuuluu iso metsakiinteisto

Veronmaksajat S
24 April -

“Kiinteistoveron uudistusluonnos on lausunnoilla. Kansalaisista leivottaisiin voittajia ja haviajid.
Kunnat ratkoisivat ensi vuonna soten paalle vield kiinteistéverajakin, Nyt on huono aika aiheuttaz
tallaista uutta hamminkia®, sanoo Veronmaksajien Teemu Lehtinen MTVin haastatielussa.
ouudistus-tuo...

MTV.E

Viiden jalkeen: Kiinteistdverouudistus tuo padkaupunkiseutulaisille ja
ranta-asujille ylldtyksid — katso maksutta mtv-palvelussa
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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.

veronmaksajal_ry Veronmaksajat lahyoittaa tinain
5 000 euroa Ukrainassa tehtavdan avustustydhon @punainenristi
Swomean Punaisen Ristin katastrofirahaston kautta. Kannustamme
tukemaan sit8 arvokasta teild, jola avustusiiestil ssi i

tekevit, @3

Verojuristi vastaa (At
to31.3.klo 18

veronmaksajat_ry Kaupallinen yhisistyd: @mahamediafi
Kaspaatko tietoa sijoittajan verotuksesta tal verotuksasta
vipaatain? @ Torstaina saat kurnea tukun winkkejs sijoittajan,
Rahamedian perustajan Johanna Paystin houstaamassa
Vercjuristi vastaa -livelahetyksassal @ Verotuskysymyksiin on
vaslaamases werojurslirmme Georg Roshick

Livelaheatystd voit seurata Instagramissa @vahamedia fi ja
iivercnmaksajat_ry -tileilla torstaina 3713, klo 18 alkaen.
Tervatuloa kuulolle:

Vuoden suurin verotapahtuma

Keskiviikkona
16.3.2022

Katso ohjelma ja
ilmoittaudu mukaan!

veranmaksajat_ry Missd menee talows, mihin laittaa rahat? Tule
163 klo 1130 Vero2022-tapahtemaan kuuntelemaan
sijoituspanaeli. Mukana pisskonomist Tina Helenius,
toirmitugohtaja ja sijpittaja Kyost Kakkonen, sijoittaja ja
tietokirjailija Merja Mihka seled seniorisalkunhoitaja Tenias

. Koskusbelea johlas viesting 1|

llmoittawdu rmukaan tapahtumaan [l veronmaksajat fifvero2022

- TRITANAL

= | TALOUS | =
“* | TAITO | *

Labjaval Enora vt

e it Hchimgnist pr——

hairnn prvsyy ekl BRI, Kiim tsastar on an kuniniesa

veronmaksajat_ry Huhtikuun @taloustaito-lehti on ilmestynyt ja
pitda sisdlladn tietoa tarkedstd aiheesta: onko lesken koti aina
turvattu? £

Lesken asumista turvataan jo laissa, mutta puolisot voivat
varautua tulevaan kummankin puolison vield elfessd. Esimerkiksi
avio-oikeudella ja testamentilla voidaan vaikuttaa siihen, milla
tavalla lesken koti on turvattu.

Muita aiheita ovat mm.:

i} Ennakkoperints vai lahja — mits eroa?

£ Hallintaoikeus ei vaikuta vain veroihin

@ Firjasks sijoittaja pelkalls Helsingin pairssills?
& Naarmut pois ja séihkettd auton pintaan

¥ Parveke vihresksi

Jos olet Veronmaksajien jésen, voit lukea lehden myds verkossa
M tablettitaloustaito fi/
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' Wanha Veronmaksajain sananlasku

[T} X

TYO TEKIJAANS:

2 o2

KIITTAA...

veronmaksajat_ry Onko joku perheestési jo aloittamassa
kesatydit? # Nyt kannattaa laittaa verokortti valmiiksi! Tutustu
kesatyén veroihin sivullamme veronmaksajat fi/kesatyo.

. weranmaksajat_ry Onko sinullz kysyttida thman vuoden alussa
uudistunessta kotitalousvahennyksests? 3 °

arojuristimme Maisa Katisko vastaa kysymyksiin stooreissa
perjantaina 25.3, Lihetd siis kysymyksesi ennakkaon Kuvassa aherretaan kesitdissd vuonna 1952 Helsingin
whksityisviestilla ja tule torstaina kuulolle. @& olympialaisissa, naisten kisakylissi Meilahdessa.

VERONMAKSAJAN
PIENI OPAS

Erityoldisen
VEro-opas

VERONMAKSAJAT
Puslenpitin,

veronmaksajat_ry Joko tunnet etatydlaisen verovihennykses?
Maoni slirtyl parl wuotta sitten etitdihin ja kiytinntn jJSrestelygen
lormasea e wHlttamatts ensimmBisend ollut rmislesed pohitia asiaa
verotusndkikulmasta,

veronmaksajat_ry Cletko pohfinut, miten emaisuus jaetasn, jos
avio- tal avoliitto padttyy eroon? Parsuhteen rahat -oppaasta an
iyt saatavilla uusi paivitetty versiol

— . . e s Dopaassa selvennetdan mm.:
Veroasiantuntijamrme ovat laatinest sinulle avuksi et@tyilasen

oppaan, joka on nyl panitelty, Oppaasta lEeddt nippdnist ® 1"'1""__" s "'"f‘l avio- |a avalileasa

tiedat: & Mikd an avio-aikeus

& Tyomatkakulut vahenivit, miten kay verovihennyksen? & -’Ewc«_ahdcn vaikurtus avio- sikeutaen

O Miten vahennan kotona tpbskentehm kulut verotuksesa? & ‘Yhiteisen asunnon myynnin verowaikutukset
'E' Lisdvinkit: matkakulul, bydhuone, ruckaety, maskikulut [ ] Lahjaveraot erotilantoessa

Lataa maksuton opas osoltteasta veronmaksajat fi/oppaat Lataa maksuton opas osolttessta veronmaksajat.fi/oppaat



Tutustu verojuristien a0

toimeksiantoihin TAASRTIEHITING

WHDES S/

“Verovalitus
tehokkaasti”

Kaari

-

veronmaksajat_ry Verojuristizn toimeksizenot

Kun maksuton puhelinnewvontarmnme el rirts, laativat
warojurstimme myds tanitsemast asiakinat ja selwitykset.
Autamma sinua tekemain varotuksen nakdkulmasta jarkevid
ratkaizuga, Veronmaksajien veropuristailla voit teattds esimerkilkes
warotuksesen [ yritys|arjestelyihin littyds tolmeksiantoja.
Tolmekslanto on maksullinen palvelu,

veranmaksajat_ry Tanddn B. kesikuuta Suomessa vietetidan
weronmaksajan takswsrkkipaivas. Tistad paivistd ldhtlen weoden
kppuun saakka kansalalsten tulat [584t kokonaan omaan
kiythidn, alkuvuosi on (laskennallisesti) paiskittu tith yhieisen
mevimeminnin rahoittamiseksi, §

Luse lisid g veronmaksajat il bedotiest
Erilzisia toimeksianicja;
& Verowalitus
& Perunkirjoitus
# Parinnénjako
* Avinehto
& Testamentt
& Eduwalvontavaltakiga
4 Ennakkoratkaisu
& fritysjrjestely

Ot yhteyttd p. 03070 5510 (pprrmpm) tal tEytd
yhteydanottolomake osoitteessa veronmaksajatfiftcimeksianto
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Appendix 3. TAF’'s Top 10 Posts on Linkedin

Below are TAF’s top organic LinkedIn posts within Q1-Q2in 2022 (Veronmaksajain Keskusliitto ry

2022e). Posts 1-10 (table 4) are in order from left to right.

Veronmaksajain Keskusliitto ry e

3,172 followers

dmg - @
"Hintgjen ja palkkojen kiihtyvan nousurallin kéynnistyminen on nyt ilmeinen riski.
Se ei johtaisi pitkdss3 jucksussa parhaaseen mahdolliseen lopputulokseen sen
paremmin koko kansantalouden kuin palkkajen ostovoimankaan kannalta”,
kirjoittaa Teemu Lehtinen Taloustaito-blogissa.

Lue koko kirjoitus: https://Inkd.in/exuCm-6W

See translation

v Blogi

TEEMU LEHTINEN

Palkkajen ja hintojen Ili — mita tekee hallitus?

taloustaito.fi « 2 min read

Veronmaksajain Keskusliitto ry e
followers

4mo @
“Tavalla tai toisella talouskasvu ja kestavyys pitaa siis sovittaa yhteen.
Kansantalouksien tulisi kasvaa ilman, ettd niiden paactét lisiintyvat, ja siten, etta
paastot vahitellen vahenevat. Viime vuosikymmenten varrelta yli 30 maalla on
ndyttad siitd, ettd tima on mahdollista®, kirjoittaa padtoimittaja Antti Oksanen. Lue
blogi > > httpsy//Inkd.in/evg3vT)8 #talouskasvu #ilmasto

See translation

ANTTI OKSANEN

Talous ilman kasvua? On kokeiltu — ei toimi

taloustaito.fi « 2 min read

— - ‘“
. . - Ez8 Exr m‘!-??"-u.-r
K ‘z\g! iy

Veronmaksajain Keskusliitto ry e

2 followers

“Ostin vuonna 1999 osakkeita 500 eurolla ja myin ne viime vuonna 950 eurolla.
Luulin, ettd luovutus on verovapaa, mutta nyt verottaja [shetti tiedustelun
kaupasta. Miten minun tulee suhtautua asiaan?" @

Verojuristi vastaa @ https://Inkd.in/e2k3cxqW

See translation

Myin osakkeita 950 eurolla - miksi verottaja kysyy lisitietoja kaupasta?

taloustaito.fi « 1 min read

Veronmaksajain Keskusliitto ry e
3,172 followe!

Veronmaksajien johtava verojuristi Péivi Kaari kertoo, ettd veronkorotukset
koskevat entistd useammin henkil&its, jotka vaativat veroilmoituksella aiheettomia
vihennyksid. Lue Kaaren haastattelu -> https://Inkd.infeMQgP hg

See translation

Asiantuntija varoittaa: Moni suomalainen tekee taman
verovirheen - Voi johtaa karuun yllatykseen

talouselamadli » 2 min read



Veronmaksajain Keskusliitto ry o

[~ RERERE

Elakkeelle siirtyva tye ne haluaa ostaa autoetuna kayttamanss
henkildauton itselleen. Autosta ja sen kuluista ei ole tehty vahennyksis
arvonlisaverotuksessa, Pitadks auto myyds arvonlisaverollisena vai e Verojuristi
vaslaa > > hitps://inkd.in/d)-Z3xgM #verot #alv #yritys

See translation

M k& auton tyéntekijalle ar lisé llisena vai ei?

taloustato,fi « 1 min read

Veronmaksajain Keskusliitto ry L

|
- ®

“Etdityd vaikuttaa palkansaajan veroviihennyksiin, Etatyats tekeviin on kuitenkin

itse huolehdittava siita, etts vaadit ja saat oikeat vihennykset”, sanoo johtava

verojuristimme Pdivi Kaari. Lue Kaaren neuvot veroilmoituksen tarkistajille ->

https://Inkd.in/epz49Trd #vercilmeitus2021

See translation

Veronmaksajain Keskusliitto ry el
f ers
'®

“Clin viime vuonna etsttissd kotona yli puolet tydpdivista. Jos teen kaavamaisen
920 euron tyShuonevihennyksen, voinko vihentdd sen lisdksi jotain muita
etatydsts johtuvia kuluja?” Verojuristi vastaa tahan ja muihin etatytldisen
verotusaiheisiin kysymyksiin. https://Inkd.in/dNSGTQs #verot #etityd

See translation

10 vinkkid laisell

Veronmaksajien Kaari neuvoo ilmoittajia: Tark} etitysn vk ks

veronmaksajat fi « 2 min read

Y

veronmaksajat.fi « 4 min read

Veronmaksajain Keskusliitto ry e

aoi in siten,

“Olemme puolisoni kanssa tehneet keskindisen ha
ettd leski saa elinikdisen hallintacikeuden meists ensiksi kuolevan omaisuuteen.
Témd hallimacikeus pienent3d meistd ensiksi kuolevan omaisuudesta yhteiselle
I 1 - e

P e

Miten verottaja suhtautuu, jos leski &i haluakaan hallita puolisonsa omaisuutta
elimdnsd loppuun asti, vaan luopuu siitd jossakin vaibeessa ennen kuolemaansa?”

Lue vergjuristin vastaus [l hitps://inkd.in/ek_FgUia

See translation

Leski luopuu |

tafoustaito.fi « 1 min read
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Veronmaksajain Keskusliitto ry

===
smos @

Palkansaaja voi saada tydnantajaltaan polkupydriedun niin sanotusti
4 A F ¥

palkanosana tai palkanlisind. Palkanlisins saatu etu annetaan "palkan paslle”
jolloin etu ei pienennd tySntekijén palkkaa, kun taas palkanosana saatu
polkupydrietu vihennetdin tyéntekijan palkasta.

Katso laskelmat ja lue ekonomisti Janne Kalluinen blogikifoitus:
https://Inkd.in/eTTdkZqz

See translation

JANNE KALLUINEN

Polkupyéraetu vihennetéan palk — mika vaikutus veroihin ja nettotuloihin?

Veronmaksajain Keskusliitto ry
-®
Jaiks #Vero2022-tapahtuma sinulta valiin? Ei hata. Voit katsoa tapahtuman

tallenteen verkkosivuiltamme. https://Inkd.in/eJqPzTMr #talous #yrittajs
#sadstaminen #sijoittaminen

See translation

sAlA
“ﬂlﬂ:":w‘p;tﬂﬂ‘

41



Appendix 4. TAF’s Top 10 Tweets on Twitter

42

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.

+ 5. huhtik.

Ve ksajat @\eron j
Polttoaineen valmistevero on ns, senttivero, jonka maird ei muutu, vaikka
on vakio, sen

kuluttajahinta muuttuu. Koska valmisteveron mas
ahinta kohoaa, kifjoittas

suhteellinen osuus pienense, kun |

JANNE KALLUINEN

taloustaito.fi
Kuinka paljon 95 E10 -litran hinnassa on bensaveroa?

ajat - 14. huhtik.

Kaari kerton, etti veronkorotukset

#, jotka vaativat varollmoituksella
PR

Veronmaksajat &Veronmaks.
Veronmaksajien johtava veroj
oskevat entistd useammin henkildi

alheettomia vBhennyksid, talous u

veroilmo

s

Talouselama. i
Asiantuntija varoittaa: Moni suomalainen tekes tamén verovirheen - V.
irhetts, joka

a varoittaa tekemasta veroilmoituksen kanssa

filn seuratksin.

Ver ksajat @Veronmaksajat - 21. huhtik.
» uudistuksella vol olla arvaamattomia seurauksia. #verotus
mitvuutiset.fi
Loma-asunnossasi saattaa piilld veropommi - MTV...
Loma-asunnossa saattaa piilla veropommi. Hallitus

on luvannut korotusten olevan kohtuullisia, mutta ...

ksajat - 12. toukok. e
on hankintaan ottamastani lainasta korkoja 500 e
an korot saa vihentds kokonaan.

Saanko siis 500 e verohyGtya? if
jasentunnuksilla)

taloustaito. fi
Maksan tulonhankkimisvelasta korkoa 500 euroa vuodessa — onko

verohydtyni 500 euroa?




Veronmaksajat @Veronmaksajat - 18, helmik.
Veronmaksajien @TeemuTLehtinen pitad hallituksen linjaamia energian
hinnan nousun kompensaatioita tydmatkavahennyksessa positivisina
pikapaikkauksina. Viimeistdin seuraavan hallituksen on korjattava
vahennyksen rakenteelliset ongelmat. fhverot fitydmatka
veronmaksajat.fi/ajankohtaista/...

Veronmaksajat @Veronmaksajat - 5. toukok.

verohallinto kertoo kiyttivinsd ulkomaisesta virtuaalivaluuttapdrasista
saaluja leloja valvonnassa [End kevEand, kun se Larkislaa henkildiden
veroilmoituksilleen ilmoittamia virtuaalivaluuttatuloja.

laloustailo. Tif Ve rohalli... fveroilmoilus2021 Hbitcoin B

taloustaito.Ti
Verohallinto: Ulkomaisesta virtuaalivaluuttapdrssista saatu paljon
suomalaisia koskevia tistoja

Ver jat @Veronn jat - 22. huhtik.
Verojuristin kymmenen vinkkia etatydldisellie: "Olin viime vuonna etatdissa
kotona yii puolet tyops

aivistd. Jos teen kaavamaisen 920 euron
tydhuonevahennyksen, voinko vahentéa lisdksi jotain muita etitybstd
johtuvia kuluja?" Lue vastaukset © veronn

ot #etityd

[veroilmoitusfv..

#
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Ver Jat @Veronmaksajat - 15. kesdk. wen

Pienistd pankeista saa parhaat neuvot, vastasivat # Taloustaidon lukijat
Hpankkilysely yn, Lue myds

- Millainen #auto vhén ajavalle?

- Uusi uljas fkotitalousvahennys

- #eroilmoitusta voi tydentéd pitkin vuaotta

- itKorkomenol ja korkotulot

Ja paljon muuta! tabletti.taloustaito.fi

TALOUS
TAITO

“TIALOL
l"r.\n 0

Veronmaksajat @\Veronmaksajat - 4. halmik.

Pakkaus pienenee, hinta el Imidta kutsutazn englanniksi nimelld
shrinkflation, ruotsiksi nimelid krympfiation ja ranskaksi nimelld rédufiation
limidlle i liene vakiintunutta suomenkielista nimed, bloggaa
ekonomistimme @jannekalluinen ta itfjanne-K... #inflaatio

JANNE KALLUINEN

taloustaito fi
Kulistuike karkkipussisi, josta maksoit siemmin sentilleen saman
hinnan?

Ver jat @Veronmaksajal - 29, kesdk

RilttaaK0 feldke tand vuonna eldmiseen? Uusi #verokalsaus kertoo, ettd
kohonnut #inflaatio heikentdd eldkeldisen ostovoimaa. Tosin
poikkeuksellinen, kesken vuolla voimaan tuleva kansaneldkeindeksin
indeksilarkislus hillilsee kehilysld hieman.

veronmaksajal. fiflu elvilyk... fhuluttaja

veronmaksajat.fi
Elékkeensaajan ostovoimalaskelmat 2022: inflaatiovauhti kithtyy,
kuinka elfkkeen ostovoima pysyy...
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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 Forening 2022a). Posts 1-5 in order from left to right the author mentions in chapter 4.1.

S. Shatlebietalar e Fosening
SR

Slopa gverincexerin

n prrmznznt

snabkara an
stara mangd
v Fartjanss Wegsktigt firy
endra farconsskatser

amas podngterar o
toch i

O *® 5 comments 750 shanes

5: Shaltebelalamas Farening

)

Sweresks transportforetag och manrs nér de stirre stadema tangas ta oen
hardaste smallan rae iterna sijuteri ha rma ar ru 54 hoga att inte bara de
2 riskerar &1t drabbas, utan dven alla ndra

Skattebetalamas Firening Leam more

©

S. Shattebetalanas Forening

@

Jan Guillou fororar f5rsta ronden mot Skattevarket
Skattabetalamas skattejuristar kommenterar fdrvaltningsritiens avgtrand
erchar att & lapa 174 irte ar fri akri Fote
framadngsrk negaty satteplanering torde vara god erlict

n bland zrnat

e Far

ema

http:

an-gulloy foriorer

Skattebetalamas Farening

Lerm mare

AD commes

bjuder en ickelosning som ingen har
nagra 14 i stallet for permanent shopad elskatt
rer i NWT,

eftarfragat. Ckade bi
for alla, Skattebetalarnas vd och chefekonom s

sprr

s. Skattehetalamas Forening
i

Aenntir arstemannaansyret
et Ensiemannasnsvaret behiiver skirpas kisvde en enig nisdag & 20 Cags innagav
oid fiar regenagen att et skl ginas en duers,m 3y EOsNINGEN om fansetel med irokiningen
At det strafibars omeddet saulle utadoss. Men ndrond amsaties | harding blev regenngens

wilia ch cppesitionens ofermaga tydi

Skattehatalama shriver inop med Slessrombugsmannan | Svenska Daghiadet.
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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

Forening 2022d). Tweets 1-5 in order from leftto right the author mentions in chapter 4.1.

maalisk.

. Skattebetalarna @Skattebetalarns
S *  pastiendel all en Skad skattebinda 14r Sveriges produkliva befolkning
skulle vara nidvandig far uppratthdliandet av statens karnuppdrag ar en
fraga om prioriteringar. Bantade bidrag &r béttre &n beredskapsskatt,
skriver @

gp.se
Bantade bidrag béttre n beredskapsskatt
De rimligt att vi ska betala mer i skatt fir att staten ska klara sina

Karnuppgifter,

Q7 T3l 3e <

Lo
i

&

. Skattebetalarna (
S * Al finansiera Okade firevarsansiag med en ny vArnskatt dr helt fel vag att
ga. Sverige behdver inte en ny vArnskatt, vi behdver en ordentlig

#p.se
DEBATT: Hur kan vérldens higsta skatter inte ricka till att stérka firs_..
Att finansiera Skade forsvarsanslag med en
att gi. S

arnskatt ar helt fel vag
rige behdver inte en ny varnskatt, vi behdver en ordentlig ...

(% 0 2s Q o7 X

Skattebetalarna - 15. helmik.

S Skattebetalarna (=

= Sverige behiiver farre generaidirektfrer, mindre byrakrati och mer effektiv

administr
myndigheter &n nagon tidigare, skriver @

eralerna | @DNDel

ar.se

DN Debatt. "Sverige har fér manga och fir dyra myndigheter™
ledare Nyamko Sabuni:
vad géller alt begransa storleken ...

Ca ko LY [w BT fr

n. Nésta borgerliga regering bir avskaffa eller sla samman fler

. Skattebetalarna @Skaticbetalarna - 21. maalisk.
S Hégre skatter skapar en negativ spiral som Sverige maste ta sig ur. De
offentliga verksamheterna maste kunna sl
Getling och Bettina Kashefi trdn @

tas mer effeklivt, skiiver Leif

svd se
“Sverige ar snart fattigast i Norden® | SvD Debatt

DEBAI 1. Higre skatler skapar en negativ spiral som Sverige maste 1a

sig ur. De offentliga verksamheterna méste kunna skitas mer effektivt...

Qs 11 B Q@ a3a A

. Skattebetalarna @Skallebelalama - /. maalisk.
S *  Dieselpriset har dkat med 69 procent frin 1 januari 2021, Detta dr en
katastrof fi
Skriver

Sveriges aker

iretag. Skatten pa drivmedel maste sinkas,
JDebatt

svd.se

“Sambdlisviktiga foretag riskerar att sls ut” | SvD Debatt
DEBATT. Alia Akerier klarar inte det kraftigt hojda dieselpriset. Forstar
inte politikerna i |1 avgirande 1Gr atl Sye

Q7 11 a2 [w T 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 leftto right, posts 1-5the author mentions in chapter 4.1.

1“:1 The TaxPayers Alliance &

This month, Dudley councillors splashed cut £100,000 on a conterence on the French Riviera.
Meanwhile, Dudley residents face a 2.9% per cent council tax rise this year! @ 3

Thi

b council Lax hikes!
uncil..

8D% 1o« 441 comm

i THE TaxPayers Alliance &
15 Jaruary - @

We're calling for the licenre fae 1o he scrapped, and far the sale of Channsl 4 and most of the
EEC. @

1A research has found that sefling BBC shares could generate up to £5 billian - enough to
incregse Lhe lax-free personal allowance by £3000 &2

L ANCECOM
S ing off: BBC and Channel 4
per assesses the options available far privatising Channel 4 and abalizhing the TV licenc. .

193 comments 75 shares

1_:_‘ The TaxPayers” Alliance @&
—t 220une-@

We stopped by RMT headguarters yesterday to call for a clamp down on taxpayer-funded union
work! e

In 2020-21 alone, trade union facility time in the public sector cost taxpayers almost £100
MILLIOME

Sign and chare our petition here
hL.. See more

{rem; The TaxPayers' Alliance @
=) 30 ey - @

1PA analysis has revealed the average cost of an MFP has increased by 29 per cent to OVER
£200,000 in 2020-21. &

With taxpayers facing a cost of living crisis, politicians should be doing their utmost to keep their
spending down. &2

The cost of MPs
in 2020-21

| 22" Research

TAXPAYERSALLIANCECOM
Briefing: the cost of MPs in 2020-21

The total spend ¢ iament was £132.5 million in the 2020-21 financial year acc...

of members of

1‘—‘ The TaxPayers' Alllance &
—_— A @
AIF SOUFCE Teal DUITPS Could COSt ROUSEROITS Lp 1o £18,000 Tor Lotal installation &2

It the boiler upgrare subcidy scheme ic rolied cut o all 23 million homes on gas, this coule cost
taxpayers £115 BILLON,

‘Would you pay £18,000 for a HEAT PUMP?

0%

Learn mare
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Appendix 8. TPA’s Top 5 Posts on LinkedIn

Below are the top organic posts on the TPA’s LinkedlIn account within Q1-Q2 in 2022 (The Taxpay-
ers’ Alliance 2022c). In order from leftto right, posts 1-5 the author mentions in chapter 4.1.

—=  The TaxPayers’ Alliance
1B v s
1 —=  The TaxPayers’ Alliance e -—
e
-® Ministers need to get public spending under control and stop the debt from
. % i i spiralling further.
We firmly believe that “there is no such thing as government money; only taxpayers L ' 4
money™! @ ) ; A 2 : .
4 If they don't it will only continue to weigh down taxpayers for generations to come!

Find out mare about aur War on Waste. §

£1,000 each: The cost of servicing Britain's national debt

cue

—=== The TaxPayers' Alliance
1:'3::7’:"5 917 f

(2 Wednesday wisdom from Winston Churchill

For a nation to try to
tax itselfinto prosperity
is like 8 man standing

3 l? : :
OF TAXPAYERS' MONEY PAID FOR LOBBYING il smliis=— in 8 bucket and trying
AND POLITICAL CAMPAIGNING _ to lift himself up by
B! — g the handle;

*| Research

Taxpayer funded lobbying and political campaigning 2022 Winston Churchill | ITI?:n?:EIE 1

-—

cu

—=  The TaxPayers' Alliance
{2 o

“If y re starting with a blank sheet of paper, you'd design an entirely different
tax system!” {3

John O'Connell explains the need for tax simplification at yesterday’s Treasury select

> session. G
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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.

TaxPayers' Alliance & @

i - TaxP. * Al @ ©the [pa - 4, kesik, ‘L‘.‘f.’w":l W Tpa - 100 hubitik,
s 2 7 # —_— ir source he mps could cos seholds $ for tot
o Taxpayers dor't appreciate paying for empty desks, et alone work from Air source heat pumps could cost households up to £18,000 for total

B oy installation| §§
home Iuxuries! 12 o

1.

e

r " T If the boiler upgrade subsidy scheme is rolled out to all 23 million homes on
gas, this could cost Laxpayers £113 BILLION, g

‘ .'\ N — |

Sdin EXCLUSIVE

thesun. co.uk

Civil servants claim for home-working kits despite being able to retuim ...
CIVIL servants have claimed for home-working kit for months since
being able to retum to their desks, we can reveal. Some 219 items hav..

QO 5o 11 40 Qa7 &

.= TaxPayers' Alliance & @the tpa - 12, toukok,
S The government's plans for a home delivery duty would make your onling
orders more expensivel E

Use our quick and easy consultation tool to say NO to bigger online bills.

taxpayersalliar i _click_taxm..
s TaxPayers' Alliance € @the tpa - 1. huhtik. e
5 rvers
. Surrey County Council is set to spend £170,000 on three equality, diversity
and inclusion posts - while hiking up rates on local residents by 5 per cantl
& L
B0 )
Sign our petition calling for an end to council tax rises!
taxpayersalian 1on 3
Don't forget to
pay the taxman!
\ o
Q 1w 11 b8 O 82 X

— TaxPayers' Alliance & @the tpa - 28. maalisk.
Millions of households are struggling to make ends meet every month. This
gross misuse of their monay is truly contemptuous!

dailymail.co,uk

Councils blow thousands sending staff to Cannes

Big spending councillors and civil servants spent thousands on a plush
conference in the lush Gannes in southern France while taxpayers ...

QD s g S Q ar &5
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Introduction

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

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

= 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.
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Taxpayers' Association of
Finland

= 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 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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Taxpayers' Association of
Finland

= 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.

= The online service is undergoing a major change in
2021-2022.
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Situation Analysis

= TAF's main social media platforms and networks are currently Facebook,
Instagram, LinkedIn, and Twitter. Typically, these channels of TAF and Taloustaito
are monitored by four people. Traffic to the website is measured with Google
Analytics. Reporting engagement or followers is not done actively.

= TAF creates rather identical posts to each platform. Commonly, posts are linking
to the organization’s website or its member magazine Taloustaito’s website.

= Discussion under posts is not that active. Automatic replies are used in direct
messaging. TAF is not taking part in discussions on other users’ social media
accounts except on Twitter.
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Facebook

= 6,732 followers
= Posting Monday-Friday once per day

= Demographics:

Nearly 70% are females
Females 45-54 and 55-64
Males 45-54 and 35-44

56

= Female = Male

30

20

10
3.23.6
0203 M

18-24 25-34 35-44 45-54 55-64 65+

mFemale ®Male
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= TAF's Facebook followers according to
location

= Top cities:

Helsinki, Espoo, Tampere, Turku and
Vantaa

Top cities

Helsinki

Tampere - 4.5
Turku - 3.9
1]

Vantaa

14.3

Oulu 3.1

Lahti - 2.3
syvaskyla [ 23
Seingjoki - 1.7

Kuopio . 1.4

o
¢,
-
o

15

57
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Instagram

= 501 followers
= Posting weekly

= Demographics:

More than 80% are females
Females 35-44 and 45-54
Males 35-44 and 45-54

30

20

10
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’

=Female = Male

28.9

22.3

16.5

1.6

’ I
3.4 3.7
2.4 2.1
16 0.8 I 1.1

18-24 25-34 35-44 45-54 55-64 65+

5 Female = Male
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= TAF's Instagram followers according to
location

= Top cities:

Helsinki, Tampere, Turku, Espoo and
Vantaa

Top cities

59

Tampere _ 7.7
Turku - 5.2
Espoo - 4.8
Vantaa - 3.9
0 5 10 15 20 25
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Accounting I 228
Business Development [N 11.4
Finance NN 9.2
Human Resources [l 4.7
Sales M 4.7
Operations [l 3.6
Legal M 3.6
Adminstrative [l 2.9
Information Technology 1l 2.8
Customer Success and Support [l 2.5

Linkedln

Job function

= 3,162 followers

= Followers by job functions: D o e s
Accounting, Business Development, Finance, rocourine I hs o
Sales, Human Resources Govemment Administration NS .1

Financial Services [ 7.8
IT Services and IT Consulting Il 4.6

. . é Business Consulting and Services Il 4.4
= Followers by industries: 3 Real Estate W 2.7
. . . . - Banking [l 1.9
Accounting, Government Administration, Construction Bl 1.9
Financial Services, IT Services and IT Higher Education :1-8
. N . . Law Practice
Consulting, Business Consulting and Services e M e
0 5 10 15 20 25
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Twitter

= 3,964 followers
= 8-34 new followers each month

= Traffic in the profile most active in March:
tax event and pre-completed tax returns

VERONMAKSA AT
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Purposes for Different Platforms

= Facebook and Instagram: sharing useful
information for members

= LinkedIn: reaching professionals interested
in the economy, taxation, and socially
significant matters

= Twitter: lobbying, reaching decision -makers,
politicians, and media representatives

62

VERONMAKSA AT

Puolenpitoa.




63

SWOT Analysis of the Social Media Acitivitiesand
Performance of TAF

Strengths

Routine practiceon posting
resgularhy

Liilizing infor mative, accurate
content

Many organization experts are
present and active on social medis,
sharing content from TAF's
accounts and commenting,

s pecially on Twitter

Topicality in content

Teamwork {sharingthe channeks)
between social media moderators

Weaknesses

Lacking 8 social media marketing
plan

Mot catching the younger +18
years-clds sudience currenthy

Mot utilizing the latest social media
trends

Mot using scheduling regular by
Mot utilizing insights or analytics
regular by in content orestion

Opportunities

New audiences to generate more
TAF members

Murturing dis cuss ion of audience,
keeping themengaged

Liilizing more videos

Optimizing profiles | bio, automatic
replies)

Better utilzation of content
planning

Incressing brand swareness

Pick idess for paid social media
frombest performing organic posts

Threats

Changing envircnment in social
medis

Tax legislation changes, cutdated
pos B can give incorrect
information

Changing customer attitudes
towards TAF

Mot catching the future generations
Infor mation secur ity threats,

pos sible lesks sgsinst Genersl
Cata Frotection Regulation
{GDPR)

Denislk of - service aftacks
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8 Cs of Strategy Development

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.
(Barker & al. 2017, 36.)
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Objectives of the Social Media Marketing
Plan

= Clarify which conceptions TAF wants to communicate with its brand

= Improve the brand communication to members in selected social media
channels

= Help social media moderators with content creation

= Secure continuous development
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Organic SMM Best Practices

= Verify all social media accounts

= Explore TAF's profiles, cover images and bio text, and edit them regularly
= Use pinned posts when applicable

= Analyze and utilize best performing posts when planning new ones
= Experiment posting different days and times- scheduling

= Tag other accounts when applicable

= Remember relevant hashtags

= Participate in discussions, explore other profiles social listening

= Modify automated responses and start using away messages

= Cross-post to different platforms— but do adjustments

= Keep in mind each audience

VERONMAKSA AT
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Social Media Calendar #Veronmaksajat

Social Media Marketing Calendar Q1-Q2/2023, primary campaigns

Q1 Q2
_ January |[February| March April May June
Become a member X X X X X
Subscribe to newsletter X X X X X X
Guides X X X X X X
Events X X X X
Praofessional trainings X X
Online store X X X
Tax attorney assignments X X

VERONMAKSA AT
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Social Media Calendar #Veronmaksajat
Example Monthly Plan: Facebook Content Calendar January 2023

[WEER) Monday | Tuesday |[Wednesday| Thursday | Friday | Saturday | Sunday
a2 Fres guide -
electricity
1 Tax atiorney| T ax card Biog Video Fre= guids - |Proverb hew slethzr
question 2023 students
Membeship |Ewents
Become a tensfis
menmber
2 Infogymphics | Blog Tax attorney| ProEssionsl |(Additonal [T ax storney| Podoast
E=signments|training prepayment |gueston
Online siore
- hﬁE—Y
3 Blog T ax attorneyy Member Taxacousl |Taxretwrn | Infogmphics (Brandsd
JuEstion magazine (2021 |pericd [tas=sin [graphics
approaching [sslares
ideo
4 |Tax atiorney|Blog
guestion
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Measuring Performance

SMART Criteria

= Specific

= Measurable

= Achievable

= Realistic

= Time-limited

(Barker & al. 2017, 34.)
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Organic Social Media Targets Q1-Q2/2023

= Increase website traffic measured with Google analytics

= Increase newsletter subscriptions:+200, measured with Liana Mailer and
platform analytics

= Increase guide downloads: measured with Google analytics

= Increase online store sales:measured with platform analytics/insights, CTR in
posts

= Increase engagement: measured with platform analytics/insights

= Increase followers: Facebook +200, Instagram +300, LinkedIn +200, Twitter +
100, measured with platform analytics/insights
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Conclusions

Social media platforms facilitate interaction between members and TAF, that opportunity
should be utilized well.

Different social media platforms engage different audience, content should be planned
accordingly.

Curiosity towards new trends and features on different platforms is recommendable as
the algorithm tends to favor certain content types, e.g. Reels on Instagram.

Being on top of mind requires constant improvement and continuous performance
analysis.
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