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1 INTRODUCTION

1.1 Motivation

Typically for many people, social media is a way to keep in touch with friends and
share content of varying kind. While the main goal of many social media channels is to
allow users to share and communicate with each other, social media can also be used by
companies in achieving multiple goals. The ample amount of different social media
channels and the ever-increasing user base offers an exceedingly appealing medium for
companies to engage with. McCann and Barlow (2015) have studied the benefits of so-
cial media for small to medium sized companies and according to them, social media
offers an extensive array of possible benefits for companies to exploit (Figure 1). Ac-
cording to their research better communication with customers, increased brand aware-
ness and better promotion opportunities are some of the perceived benefits of engaging
is social media (McCann & Barlow, 2015, p. 11).
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Figure 1: Benefits of social media as perceived by SMEs (McCann & Barlow, 2015, p.
11)

There are plenty of studies and real world examples proving the positive possibilities
of social media. Campaigns performed by AirAsia and Oreo are one of many instances



where leveraging social media characteristics have resulted in a tremendous success
(Bhattacharya, 2016 & Gavronski, 2013). Even when the advantages are clearly visible
and called among the media, some companies in business-to-business context still doubt
the probable gains of social media. Michaelidou, Siamagka and Christodoulides (2011)
conducted a study about the usage of social media channels among small to medium
sized business-to-business (B2B) companies. The findings revealed that firms are reluc-
tant to engage in social media due to perceived irrelevance of social media and the in-
dustry activities in B2B context (Michaelidou et al., 2011, p. 19). Academic study has
previously focused on the building blocks and mechanics of social media channels, but
there seems to be lack of concrete guidance for companies that are willing to engage in
social media. This study aims to collect the information concerning the mechanics of
social media, but also to study how companies should engage in social media. The goal
is to provide a detailed social media marketing strategy for a Finnish startup company
called Underwater Information Systems (UWIS). The company operates in B2B context
and is launching a new product in the early autumn of 2017. The product enables un-
derwater navigation, similar to that of GPS tracking, to scuba divers. The created sys-
tem is among first of its kind to bring location services to diving industry and UWIS has
decided to include social media as one of their primary marketing approach.

This study focuses on creating a comprehensive social media marketing plan for
UWIS for the first six months of their active social media participation. The plan will
cover the strategy of engaging is social media as well as introducing some key-aspects
of how to effectively find relevant information and interact with potential customers
online. The study reviews the existing social media channels and the industry leaders
that populate the social media space. Through interviews, case studies and academic and
non-academic literature on social media utilization, this research studies the most useful
channels for UWIS to use and some of the best practices that they should adopt to effi-
ciently reach their customers and engage them. While providing an overall strategy for
applying on social media marketing, this study introduces the very important concept of
social media listening. Furthermore the social media marketing plan provides UWIS
with additional tools to research diving industry on social media and a framework for
analyzing the activities suggested in the plan. The focus is on diving industry and how
UWIS can attract and engage their customers in that field of business. Nevertheless, the
collected literature and research is potentially beneficial to every company taking their
first steps with social media.

This study and its material are limited to creating, utilizing and analyzing social me-
dia as a marketing tool. The emphasis is to find the best ways to engage with social me-
dia users and thus raise the awareness of UWIS’s product. The purpose is to find out
how to leverage the company blog and other activities conducted by UWIS on social
media. This means that even though this study centers its attention on social media mar-



keting, it does not account for campaign marketing on social media or studies about
paid marketing in social media. The focus is on studying content that is perceived inter-
esting by the target audience and how should UWIS concentrate their social media ef-
forts around said content. This information is used to create a base for future social me-
dia activities in a clear and understandable way, so that UWIS is able to comfortably
manage their social media channels, analyze the audience in them and operate accord-

ingly.

1.2 UWIS

UWIS was founded in 2014 and is based in the city of Turku, Finland. The company
houses only a few employees committed in making scuba diving a safer and controlled
experience. The product is still in development, though it should be available later dur-
ing the year 2017. The whole system comprises three or more floating buoys and all the
monitored divers must wear a small piece of equipment during the dive. The buoys are
equipped with GPS, wireless communication and the capability to convey sonar pulses.
The small pieces of equipment worn by divers are capable of receiving and sending so-
nar pulses. The data transmitted between these devices can be monitored and controlled
via smart device.

The aim of the system is to enable scuba divers and people above water to see the ab-
solute and relative 3D positions of the divers. The technology would bring substantial
benefits to security and minimize some the inconveniences that appear when diving
underwater. This can be achieved because divers and crew members are aware of every
diver’s positions and interactions are possible through automated or manual messages.
With the help of this new system, divers not only locate their fellow divers better but
can also communicate with them by sending messages, locations, directions and posi-
tions. This also applies to surface crew so they can monitor and influence the dive if
they so wish.

This type of solution hasn’t been available for general audience before this and
UWIS is not the only one trying to be in the front of innovation. Competitive technolo-
gies are being developed at the same time so UWIS is in a hurry to capture the interest
of possible customers. Since the company is still in its startup phase and the product is
still under development, creating connections and sale leads is only now starting to be
current. Because the size of the company and the state they are at the moment, the re-
sources for marketing are limited. In order to make the most out of what they have, the
company has decided to utilize social media as an important marketing medium.
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1.3 Research question

The aim of this thesis is to provide UWIS the information they require to effectively
use social media to create an interactive platform for customers and potential customers,
bringing additional value to them while also raising product awareness, thus ultimately
increasing sales. The desired aim and this thesis already postulate that social media can
be effectively used to reach all the above mentioned goals. A great amount of research
is done in the field of social media marketing and even though keeping in mind that
some caveats do occur, social media can be very effective medium in raising customer
engagement. Dijkmans, Kerkhof and Beukeboom (2015, 8) found in their research that
“engagement in company social media activities is positively related to corporate repu-
tation, especially among non-customers”. Kaplan and Haenlein (2010, 9) also state in
their research that social media enables firms to engage with their customers directly
with little delay and great efficiency compared to traditional communication tools. Cor-
porate blogs, when created with care, can drastically influence the attitudes and motives
of readers have towards the company (Koenig & Schlagel, 2014, p. 27). When studying
consumer-brand knowledge and brand emotions Sinha, Ajuha and Medury (2011, 13)
concluded that when brand recognition increases through social media so does emotion-
al connection to the brand. Furthermore there is no significant difference whether the
brand content is functional or emotional in nature. These findings indicate that engaging
in social media can be executed in very different ways and using varying strategies,
while still resulting in with positive effects.

Because the potential of social media has been proved in academic studies and we
can see this effectiveness happening on social media channels all around us, this re-
search focuses more on what methods should be applied and why these methods tend to
work as they do. While keeping in mind how the found information can be used by
UWIS. Majority of the literature used in this study strongly relate to social media utili-
zation for companies and social media marketing. The material revolves around on how
social media channels and their users tend to operate and how should companies exploit
the interactions made by users. Because UWIS is embodies itself mostly as a single
product, the research centers on how products can be promoted via social media. There-
fore the background work includes examining the most efficient ways to do this on so-
cial media. Using the gathered information the final objective is to create a social media
marketing strategy for UWIS that can be applied to use instantly, while being managea-
ble in the future. Thus, the research question is the following:

o How to construct an effective social media marketing strategy for a business-

to-business startup company in the diving industry?
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2 RESEARCH BACKGROUND

2.1 Social media

Social media has been around in some forms for many decades. In 1979 Tom Truscott
and Jim Ellis created the Usenet, which enabled users to post public messages into one
or more categories. Other users would then be able to read these messages (Kaplan &
Haenlein, 2010, p. 2). The Usenet can be considered as predecessor to internet forums
that are still very much in use today. From those forums a myriad of different social
media platforms and applications with different functionalities and features have been
developed. The definition of social media is exceedingly broad, since many applications
and many sites over the internet incorporate at least some social aspects. Ashley and
Tuten (2015) view social media as “online channels for sharing and participating in a
variety of activities” (Ashley & Tuten, 2015, p. 1) while Kaplan & Haenlein (2010)
regard social media as anything that incorporates user generated content, that being con-
tent generated by the users of a particular site, not the administrators or developers of
said site (Kaplan & Haenlein, 2010, p. 3).

Social media has become a big part of billions of people’s lives. According to study
performed by Smartinsights (2016) there are roughly 2,307 billion active social media
users in the world. The numbers have been increasing over the years and between 2015
and 2016 about 219 million people joined the ranks of active social media users (Figure
2). ComScore (2016), an American media measurement and statistics company have
also conducted a study on social media interests. Their study from 2016 shows that so-
cial media is one most used medium when talking about digital content. The analysis
also reveals how much time on average a person uses on some of the most popular so-
cial media applications (Figure 3). The numbers show that social media is a medium
well worth the attention it has received.

GLOBAL DIGITA

TOTAL INTERNET

AC 1AL
POPULATION M RS

®oe0O

7.395 3.419 2.307 3.790 1.968

BILLION BILLION BILLION BILLION BILLION

URBANISATION; 5 ENETRATION: 46 3 ION: 51 PENETRATION: 27

Figure 2: Global digital snapshot & Annual growth. (Smartinsights, 2016, p. 2).
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Share of Total Digital Time Spent by Content Category
Source: comScore Media Metrix Multi-Platform, U.S., Total Audience, December 2015

Social Networking

400/
Other 19%

34%

Multimedia
12%

News/Information
4% Radio

8%
E-mail
4%
Instant Messengers —oniine
4% Retail Gaming

5% 5%

Portals
6%

=] COMSCORE

Age 18-34 Digital Audience Penetration vs. Engagement of Leading Social Networks
Source: comScore Media Metrix Multi-Platform, U.S., Dec 2015

1,200
facebook

1,000

800

600

400 { . snapechat
. °
tumblr. Suctngrn

200 @ inderest
W ® ® twitter ¥
0 ® GO le+® # Li

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Average Monthly Minutes per Visitor

% Reach Among Age 18-34

=] COMSCORE

Figure 3: Time spent by content & Digital audience penetration vs. Engagement
(ComScore, 2016, p. 29 & 31)

As Figure 3 shows, Facebook rests high above all other social media networks when
measuring users and time spent. Other remarkably popular social media include
YouTube, Twitter, Instagram and relative new platforms Pinterest and Snapchat. When
taking into account the full spectrum of channels that can be called social media, Wik-
ipedia, WhatsApp and Reddit are also examples of widely popular services. All of them
offer different ways to interact with other people but they all share the similar capabili-
ties of giving users the possibility of creating original content which other users can
interact with. The social media platforms have also started to heavily migrate from
desktop to mobile devices. As the use of smart devices has increased during the last
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decade, so have the opportunities to interact with other people. Practically all major
social media channels have their own mobile application and with almost 80% of social
media consuming happens on mobile devices, this is the most important platform when
designing social media marketing (Lister, 2016, p. 3).

Social media channels have become increasingly popular over the last decade and
there has been some examination among academic literature on the reasons. The main
incentives for joining a social media channel are usually keeping contact with friends,
getting new acquaintances and search for information. Gangadharbatla (2008, 6) sug-
gests that one significant reason is also the need to be a part of a network and feel ap-
proved by the network. A study conducted by Livingstone (2008, 8) reached somewhat
similar conclusion when stating that for younger people, creating content and network-
ing on the internet are essential parts of creating ones identity, lifestyle and contacts. It
is also important to remark that when people join to network they bring their existing
human capital with them (Kadushin, 2004, p. 34). This means that all the experience,
education and characteristics are also introduced and added to that network. This can be
hugely beneficial to some individuals of the network, since they now have capabilities
to interact with people beneficial to them. LinkedIn is a social media service that mainly
exploits this idea. One other prominent reason for people to join a social media service
is called threshold or tipping point. This means in a social media service that when a
critical mass of users is achieved, more users will join the service just because so many
others have already joined (Valente, 1996, p. 3).

2.2 Why engaging users in social media is beneficial for companies

As practice has clearly shown, social media has the potential to inform and engage tre-
mendous amounts of people. Companies have also noticed this engagement potential
and have started to bring their own presence online. The amount of brand followers on
social media demonstrates that consumers tend to follow brands they are interested in.
Several studies have also stated similar results (Keller, 2001, p. 4, Schiviski &
Dabrowski, 2016, p. 14 and Hudson et al, p. 2015, p. 11). It would seem that social me-
dia users are neglecting traditional media in favor of social media channels in search of
information and assessments towards a product or a brand (Mangold & Faulds, 2009, p.
4, Bambauer-Sachse & Mangold, 2011, p. 1). Studies have also stated that digital me-
dia is not only for purposes of product and service research, but consumers engage with
both the company they buy from and other consumers who might have valuable insights
(Garretson, 2008, p. 12). Social media offers many ways to encourage this behavior.
Facebook allows the forming of different groups which allows companies to easily and
effectively segment their audience in a way that is beneficial to social media users as
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well. YouTube and Pinterest offer the possibility of categorizing content the user likes
so that only the presumably desired material is shown. There are numerous ways to en-
gage with customers and promote business, but as Hutter et al. (2013) conclude in their
research, surprisingly many companies only use social media to collect information
about their customers and learn about their attitudes. The authors emphasize that while
those actions are also completely reasonable, social media is a tremendously effective
marketing platform and when utilized with care, can provide several positive effects on
the company (Hutter et al., 2013, p. 8).

The rise of social media as a marketing tool has also disrupted the perceived viability
of traditional marketing means (e.g. TV-commercials, billboards, paper advertisements
and so forth). A study conducted by Nielsen’s Global Trust gives the perception of tra-
ditional media as unpractical. According to their survey, slightly less than half of the 28
000 respondents consider television, magazine and newspaper advertisements trustwor-
thy. In the years between 2009 and 2011 the confidence has declined by the rate of
roughly 23 percent (Nielsen, 2012, p. 1). This has lead to situations where some compa-
nies have mostly abandoned traditional marketing methods in favor of the more afford-
able and modern social media marketing. Even though the numbers can be seen as a
warning signal, numerous other studies have shown that in order to effectively market a
product and increase brand value, traditional marketing is crucial. Kaplan and Haenlein
(2011, 8-9) include the use of traditional forms of marketing as an essential piece of
keeping up the momentum in viral marketing. Schivinski and Dabrowski (2016) con-
clude in their research that “social media campaigns should not he used as a substitute
for traditional advertising, but rather be treated as an element of the company’s market-
ing communication strategy.” (Schivinski & Dabrowski, 2016, p. 15). In line with the
previous quote, Hanna, Rohm and Crittenden (2011) argue that many companies treat
traditional media and social media channels and strategies as separate entities that don’t
interact with one another. They also state that social media should be viewed as a part of
a greater whole that is exceptionally good at accentuating consumer experience, but
does not replace traditional media (Hanna et al., 2011, p. 4).

So even though traditional marketing should not be forgotten, social media channels
offer many positive effects that make it very appealing for companies. Social media
provides direct and fast way to communicate with existing follower base. Facebook has
a messaging application and practically every social media channel apply some platform
for commenting and responding. Furthermore, this interaction also allows companies to
provide customer service to everyone, even non-customers. Social media supported cus-
tomer service can be a very strong aspect in building a positive image of the company.
Studies have shown that “conversational human voice” is positively regarded by readers
(Kelleher & Miller, 2006, p. 16) and adds value for brand evaluation (Van Noort &
Willemsen, 2011, p. 8) and sincerity in company-to-customer conversations have shown
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to increase trust and familiarity (Lee, Hwang & Lee, 2006, p. 16). Upholding an active
customer service will increase the chances of gaining a customer who is pleased by the
service which in turn may inspire that particular user to become a brand advocate. This
means that these types of users actively share opinions about brands and products with
other users (Daugherty, Eastin, and Bright 2008, p. 7-8). Positive experiences are also
likely to increase brand loyalty and referrals (Schiviski & Dabrowski, 2016, p. 14 and
Hudson et al, p. 2015, p. 11). All these components will likely have a positive impact on
revenues and profits (Sashi, 2011, p. 11). Having a two-way interaction also helps the
company to understand their customers better (Kaplan & Haenlein, 2009, p. 8 and
Dijkmans, Kerkhof & Beukeboom, 2015, p. 9). What they like and how they behave on
social media. This information can be further exploited with the ability to segment peo-
ple inside social media channels. Facebook and LinkedIn offer immensely popular
group tool, that lets users create groups of likeminded people. YouTube and Twitter lets
users create lists that can be followed by other users. Separating audience gives the au-
dience a better chance to engage what they feel interesting and this may lead to positive
experiences towards the company. Interaction within these channels greatly increases
the chances of positive customer biases which are more likely to induce a positive out-
come when a person is making a purchase decision.

As Hinz, Skeira, Barrot and Becker (2011) conclude in their study, the new course of
interaction pose new challenges and opportunities for companies because the communi-
cation between users online. It would unquestionably seem that people tend to rely
heavily on their social networks when making an impactful decision (Hinz et al., 2011,
p. 31). The valuable opportunity in this kind of behavior offers a possibility for compa-
nies to influence these groups or individuals. By building a positive brand image and
product awareness, companies can persuade the influencers in a way that is beneficial to
them in the long term. The aim in building a brand is to convey specific ideas and emo-
tions towards that brand. The depth and breadth of brand awareness are terms used by
researcher Kevin Keller (2001) in his many studies about brand creation and mainte-
nance. This depth of brand awareness refers to “how easily customers can recall or rec-
ognize the brand” and breadth refers to “the range of purchase and consumption situa-
tions in which the brand comes to mind” (Keller, 2001, p. 14). One exceptionally effec-
tive way to increase brand depth and breadth is to create a company blog. While both
B2C and B2B companies employ this tactic, for companies in B2B context, blogs are
becoming a necessity. Corporate blogs can be a very valuable medium as a way to
maintain relationships and increasing brand awareness (Brennan & Croft, 2012, p. 18).
Blogs are also excellent way to provide two-way communication between employees,
consumers and firm’s stakeholders (Koenig & Schlaegel, 2014, p. 4). The USA based
communications company AT&T, for example reached outstanding results with their
Networking Exchange -blog. By examining the social media landscape in their industry,
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engaging with influencers and providing relevant content for their users, AT&T suc-
ceeded in raising sales by almost half a hundred million and gained social media aware-
ness beyond measure (Biehn, 2011, p. 2-3).

As social media channels present the opportunity for companies to publish their own
content, the creative process and being in public may cause problems. Hutter et al.
(2013) confirm in their study that even though Facebook fanpage had a positive effect
on brand awareness, word-of-mouth activities and purchase intentions, the opposite ef-
fects can occur if the user is unhappy with the fanpage. In this situation customer an-
noyance towards a fanpage decreases the overall commitment and involvement of the
customers (Hutter et al. 2013, p. 7). This means that flooding the social media channel
with for example too much content, unsuitable content, uninteresting content or not
enough content can lead to discontent users who quickly leave in order to follow some-
thing more suitable for them. It is also stated that company created content “does not
affect the consumers’ perceptions of brand value” (Schivinski et al. 2016, p. 15). What
Schivinski et al. (2016) also deduct from their research is that while perceived brand
value is unaffected by company-created content, brand value can be indirectly influ-
enced by shaping the consumer’s perception of brand attitude (Schivinski et al, 2016, p.
15). This means that content made by the company is essential for conveying the identi-
ty and tone of the brand that aims to shape the customer’s view of the brand. As
Schivinski et al. (2016) suggests, “The object of firm-created social media content is to
increase consumer’s brand awareness and brand attitudes” (Schivinski et al., 2016, p.
16). Shamma and Hassan (2009) share this view in their research. According to them,
particularly non-customers, who have not yet engaged with a company in a meaningful
way, are far more likely to be influenced by traditional advertisement and activities on
social media (Shamma & Hassan, 2009, p. 9).

Then how do companies affect their perceived value of their brand and how do they
convince customers that their product or service is the best one? Social media channels
are all about communication between users. These platforms allow people to easily ex-
change ideas, thoughts and opinions and as we have briefly discussed in the previous
segment, some of these individuals are considered thought-leaders or influencers. The
interaction between social media users can be extremely powerful in changing the views
of a large number of people and this type of behavior is encouraged by these social me-
dia channels (Duan, Gu & Whinston, 2008, p. 4). The multinational conglomerate Gen-
eral Electric conducted a study in 2012 focusing on consumers’ attitudes towards shared
content and paid content (e.g. advertisements) in social media. The study showed that
when the same video was shared to them by others, 83 % of the people would rate the
video as “creative” in comparison to people who would have seen it as an advertisement
(Neff, 2012, p.1). Ogilvy, Google and TNS presented a study in the summer 2014 shar-
ing additional information about consumer behavior and social media. The interview
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concluded a list of top 10 most influential mediums (Bulbul, Gross, Shin & Katz, 2014,

p. 6);
o Word of mouth (74 %)
o Retailers and store visits (69 %)
o YouTube videos (64 %)
o Twitter (61 %)
o Company/brand websites (59 %)
o Facebook (56 %)
o Pinterest (56 %)
o Newspapers and magazines (55 %)
o TV and movies (51 %)
o Search (51 %)

The list clearly shows that social media channels are remarkable sources of influ-
ence. Numerous other surveys and academic studies point out in the same direction.
Nielsen, a statistics company stated in 2012 that among their 28 000 respondents 92 %
told that they trusted word-of-mouth from friends and family. In addition 70 % reported
that they trusted online reviews posted by other consumers (Nielsen, 2012, p. 20). A
study conducted by Cruz and Mendelsohn (2010) for the Chadwick Martin Bailey in
2010 reported that once a social media user has become a fan or a follower a company,
they are much more likely to buy and recommend the brand than if they aren’t follow-
ing (Cruz & Mendelsohn, 2010, p. 2). Academic studies involving social media effec-
tiveness as a marketing platform include the works of Mislove et al. (2007) and
Christodoulides (2009) for example. These studies show that social media is without a
doubt impressive medium of influence (Mislove, Marcon, Gummadi, Druschel &
Bhattacharjee, 2007, p. 12, Christodoulides, 2009, p. 4).

The effectiveness of social media comes from its ability to encourage users to share
and interact. Companies in particular are interested in two concepts; user generated con-
tent (UGC) and electronic word-of-mouth (eWOM). User generated content can be de-
fined as “i) content that is made publicly available over the Internet, ii) content that re-
flects a certain amount of creative effort, and iii) content created outside professional
routines and practices” (OECD, 2007, p. 4). Electronic Word-of-mouth on the other
hand is defined by “any positive or negative statement made by potential, actual, or
former customers about a product or company, which is made available to a multitude
of people and institutions via the Internet” (Hennig-Thurau, Gwinner, Walsh &
Gremler, 2004, p. 2). These two concepts have very much in common and more often
than not they tend to overlap each other in practice. However, eWOM can be seen as a
metric that companies aim towards. Having people talking about a product, service or a
company is extremely influential in shaping peoples opinion and ideas, thus encourag-
ing people to share as much as possible can help create a positive image towards a
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product and beneficial bias towards the company. Moreover, UGC encompasses eWOM
but also incorporates everything else users write, share or create on the internet and this
doesn’t have to associate a brand or a company in any way.

In this thesis the focus is more on UGC since it usually incorporates similar aspects
as eWOM. When studying UGC’s attributes and possible benefits, the findings also
tend apply to eWOM as it shares the similar space of context and effects. For example
when Muiiiz and Schau (2011, 8) talk about how marketers should offer suitable content
and information as well as listen and participate in UGC. Not only does this increase the
likelihood of receiving more UGC but it also means same “amount” of eWOM has been
created. Companies would do well to engage in an active interaction with social media
users and the content these users create. As research states, this type of two-way com-
munication nurtures brand loyalty and reduces service costs when solving product prob-
lems (Noble, Noble, and Adjei 2012, p. 7). Krishnamurthy and Dou (2008, 3) also share
a similar view but note that UGC is a remarkable pool of ideas that companies should
utilize. It is also shown that users involved with UGC further strengthen that individu-
al’s attitude towards UGC. This means that when users are met with a platform that
hosts interesting and viable UGC for them, they are more likely to use that platform in
the future. This puts a significant burden to the platform holder, since it is their chal-
lenge and responsibility to create that engaging platform (Daugherty, Eastin & Bright,
2008, p. 7).

When utilized effectively, UGC can have significant impact on company’s brand
value and awareness and also on the quality of the brand. Studies have shown that UGC
is regarded as vastly more trustworthy compared to other types of communication
(Christodoulides, Michaelidou & Argyriou, 2012, p. 2-3). This makes UGC much more
effective than traditional marketing. It is also shown that users involved in UGC have a
higher probability of being brand advocates (Daugherty, Eastin, and Bright 2008, p. 7-8).
If social media efforts are successful enough UGC can propel the company’s social media
presence to unprecedented amount of success. Companies can try to achieve this situation
by making the marketing message as viral as possible. A situation where “some forms of
marketing message related to company, brand or product is transmitted in an exponentially
growing way” is called viral marketing (Kaplan & Haenlein, 2011, p. 3). The authors
Kaplan and Haenlein (2011) continue to state that viral marketing has must have two defin-
ing elements. The growth of a message must be more than one, meaning that a receiver of
the message must convey that message to more than one person. The second element is that
social media channels are used to make viral conditions possible (Kaplan & Haenlein, 2011,
p. 3). In order to effectively use viral marketing, companies have to understand how it
works in practice. Kaplan and Haenlein (2011) have formed a simple figure on how a viral
outbreak of a message is usually originated (Figure 4).
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Figure 4: The three basic conditions for creating a viral marketing epidemic (Kaplan &
Haenlein, 2011, p. 4).

As the figure shows, creating a viral marketing epidemic is largely affected deliver-
ing a creative message and having a proper amount of luck and bravery to back that
message. Of course companies can be able to create profitable conditions to spread a
viral epidemic by having a considerable budget and talented creators. VVolvo Trucks
managed to create an exceptionally successful viral video in 2014, showing Jean-Claude
Van Damme doing a split between two reversing trucks. The advertisement collected
several awards and has been viewed at nearly 86 million times on YouTube making
Volvo trucks one of the most successful brands ever to utilize social media on market-
ing (Griner, 2014, p. 1-2, 6). Jagermeister although, has proved that viral marketing has
the potential to have the opposite effect as they experienced in 2013 when a marketing
event ended up poisoning 9 people, one of which fell into coma for 18 days (Bowater,
2013, p. 1). These and other examples show that creating a viral marketing epidemic
can be hugely profitable endeavor, but come with caveats that can be too big for com-
panies to overcome.

2.3 Understanding and engaging on social media channels

How can companies tap into all the possible benefits that social media represents? As
practice has shown, not all companies are thriving just because they have social media
presence as Michaelidou, Siamagka and Christoudoulides (2011, 6-7) found in their
study. Social media is perceived as a daunting endeavor by many companies.
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Kérkkainen, Jussila and Véisénen (2010, 8) concluded that B2B companies have limited
understanding of the possibilities of social media and have problems evaluating the fi-
nancial gains of social media activities. Michaelidou et al. (2011, 21) support these find-
ings by stating that social media can be seen as irrelevant for a specific industry or com-
panies are unsure if the use of social media really supports their brand. Staff unfamili-
arity with social media and people’s lack of training in using social media are also
viewed as noticeable obstacles (Michaelidou et al., 2011, p. 21). Still it is considered by
many as an opportunity that can’t be ignored. As Toyota’s former national marketing
manager Doug Frisbie said in 2010: “The price of inactivity is greater than the risks of
anything we’d be doing in social media” (Walter, 2010, p. 1). Companies need to be-
come accustomed to the nature of social media and how to utilize it to their advantage.
This paragraph introduces five different articles that have studied the building blocks of
social media to better understand how companies can most efficiently exploit the eco-
systems. With the help of these articles, companies should be able to lower their barriers
of entry for social media channels.

Kaplan and Haenlein (2010) have made significant contribution to social media sci-
ences for a decade. The groundwork for their future studies was introduced in 2010
when they studied different social media channels, resulting in 10 advices for compa-
nies deciding to use social media (Kaplan & Haenlein, 2010, p. 6-9).

Advice Explanation

Choose carefully

Choosing the channels that are suitable for the conveying the com-
pany message and used by the target audience.

Pick the applica-

Examine the social media application space to find the suitable one

tion, or make | for your company to join. If none are found, you can build your
your own own, or do both.

Ensure  activity | When using multiple social media channels, company musts ensure
alignment that all activities are in line with each other.

Media plan inte-
gration

A company need to integrate social media and traditional media
activities, as they appear the same for the audience

Access for all

A company should involve its staff to access and interact with the
chosen social media channels. When engaging staff with company
activities, it is also recommended to provide staff members with
guidelines for interaction on social media.

Table 1: How to use social media (Kaplan & Haenlein, 2010, p. 7-8)
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Advice Explanation

Company should take lead and be energetic in its social media activi-

Be active : L . . ) .
ties by engaging in discussions and encouraging customer interaction.

Find out what your audience finds interesting, enjoyable and valuable,

Be Interesting then vigorously posts that content.

Take time to examine the channels you have chosen and the interac-
tions that take place in them. Understanding the rules and history of
the channels provides your company the competence to interact with
users.

Be humble

Instead of perfecting an overly-professional social media accounts,
companies should try to blend in with other users and not be afraid of
making mistakes.

Be unprofes-
sional

Companies need to respect the rules and traditions of social media
Be honest channels. Trying to deceive users or hiding sensitive information that
should be explicitly disclosed will be uncovered eventually.

Table 2: How to be social (Kaplan & Haenlein, 2010 p. 8-9)

The advices are split into two categories since the authors rightly feel that social me-
dia incorporates both a social aspect and media components (Tables 1,2). The advices
are very general by nature, but offer a solid starting point for any company wanting to
engage in social media. The recommendations on how to use social media represents
crucial steps that a company must take, when adopting social media into its strategy.
The main giveaway is to choose the social media that best suits the identity and objec-
tives of the company and ensure that the company presence is aligned with the strengths
of that particular social media. Is it also immensely important to integrate the relation-
ship between traditional media and social media, since ultimately the customer see these
both mediums as one singular entity, as the image a company represents (Kaplan &
Haenlein, 2010, p. 6-7). How then to use the selected social media? As multiple studies
after have suggested, being active, interesting and approachable are some of the most
important means of engaging in social media (e.g. Kelleher & Miller, 2006, Sinha et al.
2011, Hanna et al, 2011, Van Noort & Willemsen, 2011 and Dijkmans et al. 2015). A
company needs to keep in mind the audience it targets and figure out what sort on con-
tent is more likely to be interesting to them and actively push this content (Kaplan &
Haenlein, 2010, p. 7-9). This however isn’t enough as the company also needs to meet
with the two-way interaction requirements of social media. Users need to be actively
involved by commenting and giving them honest feedback, thus creating a platform that
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enables customers and non-customers to easily engage with the company, thereby in-
creasing the company reputation (Dijkmans, Kerkhof & Beukeboom, 2015, p. 9).

How to make an informed decision on what social media channel to choose?
Kietzmann, Hermkens, McCarthy and Silvestre (2011) have studied the different social
media channels and especially the functionalities these channels introduce. First, the
study presents a model for identifying different aspects of social media characteristics
and then moves on to list four points on how then exploit those functionalities in order
to effectively start engaging in social media.

PRESENCE PRESENCE

The extent to
which users
know if others
are available

Creating and
managing the
reality, intimacy
and immediacy
of the context

SHARING RELATIONSHIPS

RELATIONSHIPS SHARING

oy it Gagtint srucura and
extcl"mngnes which i macagement flow pcroperties in

distribute a'n d relateto each system and social a network of

receiva content IDENTITY other greph IDENTITY relationships
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Data privacy
controls, and
toals for user

REPUTATION

CONVERSATIONS themselves CONVERSATIONS \\, seli-promotion REPUTATION
The extent to Monitoring the
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which users knaw the social velocity, and the sentiment, and
communicate standing of risks of starting reach of users

others and
content

with each other and joining
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ordered or form
communities

and brands

GROUPS

Membership
rules and
protocols

Social Media Functionality Implications of the Functionality

Figure 5: The honeycomb of social media (Kietzmann et al., 2011, p. 3).

In their research Kietzmann et al. (2011) have concluded that social media channels
comprise out of seven functionality blocks (Figure 5). Presence, Sharing, Relationships,
Identity, Conversations, Reputation, Groups are the dimensions that social media chan-
nels incorporate. The extent to which these dimensions are being used and how valuable
they are for the functionality of the whole channel defines the how companies should
engage in these channels. For example, according their research, Facebook grounds its
functionality on Presence, Relationships, Identity, Conversations and Reputation. This
means, that companies need to be aware that particularly these types of functionalities
are highly used on Facebook and require active attention (Kietzmann et al., 2011, p. 3-
8). The study also gives extra weight to the most important functionality of a social me-
dia channel. In the example given, then most important factor for Facebook is Relation-
ships. Companies should then give emphasis to activities promoting and valuing rela-
tionships when engaging in Facebook.
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Based on the honeycomb model of social media, Kietzmann et al. (2011) introduce
their four-entry guideline for developing strategies for social media (Table 3).

Guideline Explanation

Cognize Companies need to recognize and understand the social media
channels they intend to engage in and the conversations being
found. They also need to indentify influencers and monitor
competitors or others accounts of particular interest.

Congruity Companies have to form a strategy that homogenizes the func-
tionalities of different social media channels and the company
goals. Likewise, this strategy should integrate with traditional
marketing strategy where one reinforces another.

Curate Creating a strategy for when and how to engage on conversa-
tions is crucial for achieving a consistent output that is equiva-
lent to the company objectives. This means that members in
charge of social media interactions should have enough author-
ity to solve customer issues or manage the situation thoroughly.

Chase Important conversations, influencers or activities can be spread
across many different social media channels. Finding the rele-
vant information strengthens the company’s capabilities to re-
act and increases context awareness within that industry.

Table 3: The four Cs guideline (Kietzmann et al. 2011, p. 9-10)

In line with previous Kaplan and Haenlein’s (2009, 7-9) study, recognizing the right
social media channel that suit the company needs is important. Though the article natu-
rally emphasizes the importance of identifying the needs of the own company, it recog-
nizes the significance of looking the closest competitors as well, and how they perform
at their own social media functions. Congruity is also often mentioned in the work of
Kaplan and Haenlein (2009). Companies need to build their communication strategies
in a way that takes both traditional and social media into account in their own right
(Kaplan & Haenlein, 2009, p. 7). The study also highlights the importance of exploiting
the prime functionalities of different social media channels such as relationships in Fa-
cebook and sharing in YouTube. As the paper states; exploiting the different strengths
of social media channels and cross promoting company status in each channel drives
conversations, sharing, relationships and ultimately, brand value and awareness
(Kietzmann et al. 2011, p. 9).

Curate refers to how and when a company publishes. As stated earlier in the work of
Michaelidou et al. (2011, 19), social media activities are seen as something unknown
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and therefore intimidating. It is then important to have company policy regarding rules,
appropriate behavior and intonation when using social media. As Armano (2009) states
in his article, specific rules of engagement are necessary in order to provide a formal-
ized company presence (Armano, 2009, p. 1). On the same note, Kietzmann et al. (2011,
9) suggest that companies should identify the employers with communication and social
media talent. Because naturally talented members can be hard to find, DeVries, Gensler
and Leeflang (2012) have studied the effects of different posts and how users respond to
them. The authors have examined the characteristics of different posts and found regu-
larities that can help struggling companies in their early steps of social media activities.
Vividness and lack of interactive activities encourage simple interactions like liking the
post, while asking questions or otherwise forming an interactive posts result in in-
creased comments (DeVries et al., 2012, p. 7). Placing links or other content that redi-
rects the focus from liking or commenting the posts naturally decreases them, but com-
panies should use these simple rules to their advantage, since engaging with users re-
quires a company to cater to many different needs and interests. The final piece of cu-
rate advice is about the search for content and relevant information outside the compa-
ny. As McCarthy, Lawrence, Wixted and Gordon (2010) put it in their research about
environmental velocities (=change in rate and direction of a space in which the compa-
ny exists), different sources and opinions can affect the present and future market posi-
tions, thus locating and processing as much information as possible increases the likeli-
hood of successful decision making and responsiveness (McCarthy et al., 2010, p. 16).
The last guideline for developing social media strategies refers to the chase for infor-
mation. As Kietzmann et al. (2011) explain it is tremendously important to be aware of
the social media activities concerning the company or field of interest. Companies that
engage in social media listening can observe how social media channels are evolving,
how competitors are operating, what opinions customers or potential customers have
and also how to influence these people (Kietzmann et al. 2011, p. 10).

Extending on the lessons of Kaplan and Haenlein (2009) and Kietzmann et al. (2011)
additional information about the subject of forming social media presence has been ex-
amined by Hanna, Rohm and Crittenden (2011). In a study about understanding the dif-
ferent social media channels, the authors looked in to how the 50. Grammy awards were
held and how social media was used to rejuvenate public’s interest towards the music
awards. The article introduces five lessons on how to integrate social media into market-
ing strategy (Hanna et al., 2011, p. 7-8, Table 4);
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Lesson Explanation

Visualize the ecosystem | Envision and understand the three aspects of your content
on social and traditional media, the owned, paid and earned.
Understanding the division helps cross-promotion and con-
tent targeting for specific groups.

Identify and track key | Traditional metrics such as reach or awareness are im-
performance indicators portant, but only cover part of a larger entity. For example,
engagement and user generated content are equally im-
portant. A company needs to determine the metrics most
suited for their goals.

Begin with your story A company needs to have a clear strategy on what is the
message they wish to deliver and how is it done.

Social media does not | Operating on social media channels doesn’t include consid-
require elaborate budgets | erable share of the budget. The potential reach is extensive
and the users enjoy different types of media than they did
before.

Be unique Social media offers numerous approaches to attract users
and engage them. Many channels are customizable and ad-
ditional tools can be created only for your company.

Table 4: Strategic integration of social media into a marketing communications strategy
(Hanna et al., 2011, p. 7-8)

The first lesson implies that companies should be aware of the fact that social media
incorporates three different kinds of media; Owned, paid and earned. This means that
social media marketers need to be aware what are the companies’ social media goals
and how is the company planning to achieve those goals. What kind of media should the
company create (i.e. owned) and how much of that content, if any, needs to be commer-
cially inflated (i.e. paid) in order to reach desired number of followers. The success of
social media presence and created content is then largely seen as fans, followers and
user generated content (i.e. earned). It is important to take these three types of media
into consideration when creating social media presence, since it helps marketers to un-
derstand the level of interaction between media platforms, while also giving insights
whether one or more of these three aspects require additional attention (Hanna et al.,
2011, p. 7-8). Lesson two is straightforward but crucial. Company needs to have defined
expectations and the necessary metrics needed to evaluate social media performance.
Without routine performance analysis, company cannot use social media to its full po-
tential. Lessons three and five are more about how a company wants to be viewed in
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social media. This strongly relates to the previous two articles about how to behave in
social media and has everything to do with the strategy the company undertakes and
also what is the reason for using social media in the first place. Is the company develop-
ing a new product or service and the aim in social media is to promote it, or is the com-
pany in need of a more grounded position among its customers. Crafting a unique story
for a company is important in order to differentiate from the rest. Lesson number four
emphasizes the flexible nature of social media and how with very little time and very
low budget; great amount of reach and actions can be achieved. Even so, having a
budget is mandatory to some extent, as Levine, Locke, Searle and Weinberger (2001,
87) emphasize that a blend of traditional marketing coupled with social media engage-
ment yields the best results.

Viral marketing shares very similar characteristics with the concept word-of-mouth,
but viral marketing always imbues the aspect of rapid expansion and effectiveness that
word-of-mouth always doesn’t. Additionally viral marketing refers to content released
and shared on digital space as word-of-mouth might involve traditional and digital con-
text. In order to successfully exploit the conditions of viral marketing (environment,
message and messengers), the authors introduce five advices for successfully creating a
viral marketing epidemic (Kaplan & Haenlein, 2011, p. 4-5). Although the advices are
intended for viral marketing, when comparing the guidelines of the article with the re-
sults of the three previous ones, we can see that very similar actions are required to
reach a desired outcome. Therefore, albeit being briefly discussed on the previous para-
graph, the studies conducted by Clarke & Flaherty (2005) and Kaplan and Haenlein
(2011) offer additional insights for both viral marketing and typical social media inter-
action.
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Mechanismis)

*  Entertainment.
amusement, irritation

+ TFun quirk,
amusement
*  Specific and

relevant to the person

«  Fun hmmor,
excitement (jokes,
games)

*  Emotional
elements

+  Nature of the
mdustry

*  Online tenure of
the audience

*  Topic

«  False,
deliberately deceptive
information

«  Popularly
believed narrative,
typically false

¢ Anecdotal claims
« Junk

Source and Explanation

Splash of Paint. People are
directed to the company’s
Internet site by entertaining.
amusing, and/or irntating them.

Clarifas: Viral marketing
campaigns should be funny,
quirky. or amusing, or
something that is very specific
and relevant to the individual
customer.

Fabulous Bakin® Boys: Its Web
site supports the muffin products
with flash animation sites. fin
jokes, as well as games that
people can download and
forward fo their friends.

Internet strategies must have
high levels of emotional content,
including interactivity, the
ability to involve other people,
chat rooms, and the creation of
online community (Bames &
Cumby, 2002).

Sage Marketing & Consulting
Inc.: The success of viral
marketing is dependent on (1)
the nature of the industry that
the company is in; (2) the online
tenure of the andience; and (3)
the topic. People are more likely
to pass on mformation about
products like entertainment.
music, Internet, and software.

So-called “urban legends and
folllore™ can be organized as (1)
false, deliberately deceptive
information; (2) popularly
believed narrative, typically
false; (3) anecdotal claims,
which may be true, false, orin
between: (4) and junk. Such
stories are frequently forwarded
to friends, family, and
colleagues (Urban Legends.
2002).

Mechanism(s)

*  (Coolness. fun
+  Second-to-none
offer

s  Violence,

pomography.
irreverent humor

«  Comic strips,
video clips

«  Contests and
humor
+  Important
advice

*  Controversy

«  Fun intrigue,
value

+  Offer of
financial incentives
+  Need to create
network externalities

Source and Explanation

Virgin Aflantic: Customers pass
on the message when they think
it is cool or fun. or if the offer is
second to none.

Clark McKay and Walpole
Interactive: The messages
drawing highest response rates
are those who have elements of
violence, pomography. or
irreverent humor.

Comic strips and video clips
grab the attention of people who
then forward the content to their
friends (Harvard Management
Update, 2000).

Contests and humor are
important elements in
successful campaigns, which
can also be successful if they
have important advice fo
customers (Zimmerman, 2001).

A company gains publicity
when the media writes about
controversy on its Web sites,
and competitors will have fo
deal with the company. But
such word-of-mouth marketing
can be dangerous because
dissatisfied customers are more
likely to share their negative
experience than satisfied
customers (Wilson & Abel
2002).

People pass on messages if they
find the product benefits to be
fun, intrigning. or valuable for
others; if they are given
financial incentives for doing
so; of if they feel a need fo
create network externalities (De
Bruyn & Lilien, 2003).

Table 5: Mechanisms behind viral marketing (Clarke & Flaherty, 2005, p. 126)

Clarke and Flaherty (2005) offers table of different mechanisms for invoking virality
in content (Table 5). When looking at all mechanism, the table exhibits entertainment as
a most used one in many examples, though relying on controversy or informative con-
tent are also valid ways to make a message potentially viral (Clarke & Flaherty, 2005, p.
126). In a B2B context the three companies Claritas, Sage marketing & consulting Inc.
and Clark McKay and Walpole Interactive also use very different methods to draw us-



28

ers’ attention. While Claritas relies on humor and quirkiness, Clark McKay and Wal-
pole on the other hand creates controversial material that is not directly targeted to their
main audience. Sage Marketing and Consulting and Claritas both employ methods that
incorporate their target audience and industry to the content. When comparing the
methods to the previous literature, engaging users by creating content interesting and
relevant for them would likely be the more robust approach of drawing attention
(Kaplan & Haenlein, 2010, p. 7 and Kietzmann et al. 2011, p. 9).

Viral marketing is only as
good as the remaining
marketing mix

Successful viral marketing
requires a little bit of luck

Viral marketing needs to be

Five pieces backed-up by traditional

and gut fecling forms of communication
of adviee when
spreading
a virus
Highly provocative and Excessive planning and
edgy messages are a intervention kills any viral
double-edged sword marketing campaign

Figure 6: Five pieces of advice when spreading a virus (Kaplan & Haenlein, 2011, p. 8).

As stated in the articles of Kaplan and Haenlein (2009, 7), Kietzmann et al. (2011, 9)
and Hanna et al. (2011, 7-8), when trying to maximize the impact of social media en-
gagement, aligning both old and new marketing methods is crucial. This holds true for
viral marketing as well (Figure 6). When attempting to create a viral marketing phe-
nomenon, it is deeply important to incorporate traditional media and ensure that the ac-
tual product or service is up to the task. Applying marketing channels in unison further
promotes existing channels. Ultimately, when executed properly viral marketing can be
tremendously effective at engaging customers. Backing viral marketing with traditional
methods also affects people’s views on a particular brand. Highly advertised brands as
commonly seen as higher quality brands (Yoo, Donthu & Lee, 2000, p. 13-14 and p.
Gil, Andrés & Salinas, 2007, p. 9-10).
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Viral marketing is incredibly hard to control however, and no matter the initial re-
sults of a viral campaign the buzz is likely not going to convince the customer a second
time (Kaplan & Haenlein, 2011, p. 8). It is also important to note that while companies
are usually the ones that start the marketing campaign, they need know when to stop
intervening. A truly successful campaign has to be able to endure on its own. Once the
message has been sent, it is up to social media users to evaluate whether the content is
good enough to be shared among friends. As the authors note and as practice has shown,
highly provocative messages can help or completely destroy a marketing campaign. In
2014 an American pizza manufacturer DiGiorno that had previously been quite success-
ful in social media activities, wanted to start a twitter campaign to further promote their
business. Unfortunately not doing their background work resulted in a terrific backlash
since the hashtag they chose was already being used by abuse victims. Even though the
company was quick to react and pulled the post within 20 minutes, the harm was al-
ready done and people were furious (Stampler, 2014, p. 1).

2.4 Understanding social media users

Once a company has a good understanding about the social media channels available
and some of the most effective ways to use them, it is time to focus on the users.
Bernhoff (2010) from the Forrester research company has studied the different types of
social media behavior and found in their research that online users could be divided into
seven different categories. The ladder-form of categorizing social media users has the
people who create at the top of the ladder to the people who consume, when coming
down the ladder (Bernhoff, 2010, p. 4). As figure 7 shows the majority of social media
users tend to only browse and read social media content, whilst roughly one third of
users also create content. This same ladder technograpics was also used by Li (2010) in
her book where she lays emphasis on the importance on realizing the different behavior
types of users and how to integrate the activities on all the social media platforms to suit
these different patterns (Li, 2010, p. 46).
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Groups include
consumers
participating

in at least one of the
indicated activities
at least monthly.

Creators
245

Conversationalists
33%

Critics
37%

Collectors
20%

loiners
50%

Spectators
70%

Inactives
17%

« Publish a blog

« Publish your own Web pages

- Upload video you created

« Upload audio/music you created

« Write articles or stories and post them

- Update status on a social networking site®
- Post updates on Twitter*

« Post ratings/reviews of products or services
- Comment on someone else’s blog

» Contribute to online forums

« Contribute to/edit articles in a wiki

+ Use RSS feeds
- Vote for Web sites online
- Add "tags” to Web pages or photos

« Maintain profile on a social networking site
- Visit social networking sites

+Read blogs

- Listen to podcasts

- Watch video from other users

+ Read online forums

+ Read customer ratings/reviews
- Read tweets

Mone of the above

Base: US online adults

Source: North American Technographics® Empowerment Online Survey, Q4 2009 (US)
*Conversationalists participate in at least one of the indicated activities at least weekly.

56291

Source: Forraster Research, Inc.

Figure 7: The social technograpics ladder (Bernhoff, 2010, p. 4)

In light of the seven categories, Li (2010) gives an example on how to utilize the
knowledge this ladder-categorization brings. The task was to target a group called al-
pha-moms, identified as tech-savvy, parenting oriented mothers who enjoy above-
average income. In order for marketing campaigns to reach this specific segment on
social media, ladder-approach was applied in order to reveal what type of users engaged
social media and in what extent. According to the research alpha moms were rather poor
joiners and especially poor numbers in creators-category. On the other hand alpha
moms seem to react to content more often than the average American citizen. Inspired
by the results seen on figure 7, companies targeting alpha moms would do well to create

possibilities for online reactions and criticism (Li, 2010, p. 48).
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As discussed in the previous paragraphs, encouraging users to create content and in-
teract with the company and with other users is something that every company should
strive towards. Affecting the behavior of other people can be extremely difficult though
as supporting a platform of open discussion and positive behavior while advocating
company’s business goals is a demanding pursuit to accomplish. Mangold and Faulds
(2009, 6-9) provide companies with suggestions on how to provide an effective stage
for customers to engage while also keeping the discussion within company’s desired
course (Table 6).

People tend to interact with people who share their interests and desires. Therefore
it’s beneficial for companies to utilize this behavior by providing social media users
different platforms to engage in. These platforms could mean private Facebook groups
or other similar social media groups, but also whole websites or blogs dedicated to a
specific ensemble of people. These methods and activities engagage customers by giv-
ing them an easy and accessible way to give feedback and comment on a product or
service makes them feel more engaged overall. Even if the feedback is negative by na-
ture, it is important to react accordingly and show that as a company you can receive
criticism. As practice has shown, many companies struggle with negative content pub-
lished in their social media channels. One of the most outrageous ways to handle nega-
tive content is anger or denial. An American food company J.M. Smucker Company
handled the discussion about genetically modified organisms (GMO) in their channel
very poorly. Instead of actively taking part in the discussion or engaging at least in an
orderly fashion the company instead chose the easy way and deleted all the posts criti-
cizing the use of GMO. This naturally made people furious towards the company result-
ing in a serious dent in brand image (Alcala, 2014, p. 1). As Kaplan & Haenlein (2009)
and Hanna et al. (2011) have stated previously, using different marketing tools to pro-
mote company business is a reliable method to increase marketing messages effective-
ness. For example, Pepsi used an online customer loyalty program that gave customers a
myriad of different prizes based on the customer’s level of engagement. Warner Broth-
ers on the other hand promoted the film The dark knight by creating an alternate reality
gaming experience, where people could search the web and real life locations for pre-
views and content about the upcoming (Radde, 2008, p. 1) film. The viral campaign was
hugely successful, paving the way for future viral marketing campaigns. Mangold and
Faulds (2009, 8) also highlight the importance of supplying information. When people
feel that they know a lot about a company they are more likely to talk about them. In-
formation is also one of the three main points in uses and gratifications theory for e-
commerce as explained by Luo (2002). According to his study on the reasons why peo-
ple engage in online activity informativeness is a key factor (Luo, 2002, p. 6-7).
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Methods

Explanation

Provide Networking plat-
forms

Users like to associate with people of similar interest and
desires. Companies should encourage and actively pro-
vide way to support this.

Use blogs and other social
media tools to engage cus-
tomers

Ability to react and comment increases engagement and
commitment. Different applications and possibilities
within social media channels can be used with great suc-
Cess.

Use both traditional and
Internet-based promotional
tools to engage customers

Online interactions should be supported with traditional
promotional means. Traditional marketing is still an ef-
fective way to influence customer behavior, particularly
when combining both promotional methods.

Provide information

Knowledge of the subject and access to information al-
lows users to discuss about the company and its products
Or services.

Be outrageous

Outrageous marketing methods are a certain way to in-
duce interaction centering the company.

Provide exclusivity

Excluding some people from the rests by providing them
information, offerings or other content gives them a feel
of being special. Commitment and engagement can be
achieved by providing exclusivity.

Design products with talk-
ing points and consumers’
desired self images in mind

Visual and functional differentiation of a specific product
from other similar products can draw attention to the
company. Companies should investigate on how to dif-
ferentiate themselves from rest of the industry as well as
how their company values are presented in the product.

Support causes that are im-
portant to consumers

Companies should leverage on the values and emotional
connections customers have. By supporting a cause im-
portant for the customers within the industry, a company
can differentiate themselves while improving brand im-
age.

Utilize the power of stories

Memorable stories invoke interactions. Companies
should utilize story-telling in their promotional efforts
since capturing tales are often repeated on social media.

Table 6: How to influence and shape discussions on social media (Mangold & Faulds,

2009, p. 6-9)
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While information is valuable for many customers, extravagant behavior is another
way to appeal to users. As Mangold and Faulds (2009, 8) state, “people talk about
things they find to be somewhat outrageous”. A famous example of this strategy done
right is by Burger King, who in 2009 introduced a new marketing campaign that en-
couraged users to de-friend 10 of their existing friends for a free whopper-burger. In the
end nearly 234 000 people were de-friended by the end of the campaign, totaling in a
respectful 23 000 free burgers being gifted (Wortham, 2009, p. 1). Users can additional-
ly be attracted by differentiating different customers. Not just providing an exclusive
platform for users to engage in, creating special content, offerings or information for a
group of consumers is highly beneficial for the company. Creating special conditions
for a particular set of users makes them feel appreciated and gives something for the
other users to strive for. Product samples, subscription newsletters or a chance to order
before others are valid ways to provide exclusivity. Mangold and Faulds (2009, 8-9)
also discuss how products and services should be designed to be different when compar-
ing them to e.g. competitive products. This view is also share by Dobele, Toleman and
Beverland (2005) as they explain that engaging messages get passed on when the mes-
sage captures some of the following traits; Be fun or intriguing, are attached to a prod-
uct that is easy to use or highly visible, are well targeted, associated with a credible
source and combine technologies (Dobele et al. 2005, p. 4). Thus, products and services
should be designed with customer interest in mind. It is also important to remember that
simpler things are easier to remember and communicate. As stated by previous re-
searches (He, Zha & Li, 2013, p, 6 and Dijkmans, et al. 2015, p. 8) people tend to share
ideas and opinions they feel emotionally connected with. Companies should then em-
brace one or some of the causes that the customer base feels strongly about. A good
example of this is the ice cream manufacturer Ben and Jerry. They have for a long time
now invested on environmental and healthcare programs that they, and their customers,
feel strongly for. Another way to draw attention and promote interaction is using stories.
Somewhat similarly to drawing emotional response from supporting a worthy cause,
stories can evoke memories or mental pictures that can create strong engagement to-
wards a company. Whether conveying interesting, controversial, funny or emotional
messages, stories can have significant influence on users and social media channels are
an effective way to distribute them.

2.5  What is social media listening

Social media channels have a tendency to slightly alter the ways they operate, adding
and removing certain features or making tiny algorithm changes that force users and
businesses to interpret the channels in a different way. Because of this variation within
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social media channels, social media listening hasn’t got the attention it would deserve in
the academic field. The reason in entirely understandable, since it is considerably chal-
lenging to study something that can change functions within the time of study (Zhang &
Vos, 2014, p. 12). Because of these limitations this section mostly comprises material
taken from social media sites that promote best practices or from sites that offer social
media listening tools for companies.

Hootsuite, a social media monitoring tools offering company defines social media
listening as a “process of finding and assessing what is being said about a company,
topic, brand, or person on social media channels” (Fontein, 2016, p.1). In their book
about social media marketing, Evans and McKee (2010) state that listening is the prima-
ry method of understanding what to do and why on social media. The book further em-
phasizes the importance of social media listening, presenting it as a clear way for com-
panies to announce to the customers, employees and stakeholders that companies are
genuinely interested in ideas and opinions of other companies, meanwhile raising the
relevance of their own ideas and opinion (Evans & McKee, 2010, p. 272-273). Hill
(2015, 2) goes as far as saying that social media listening is a delicate art where compa-
nies balance between listening and connecting with people. Several different industry
outlets define a score of different benefits that social media listening introduce. A com-
bination of stated benefits includes the following (Fontein, 2016, p.1, Summers, 2015,
p. 1 and Byrne, 2014, p. 1);

o Improved customer care

o Get feedback

o Generate leads (fix current issues and correct problems in a product)

o Find influencers and brand advocates

o Find talented people (for recruiting purposes)

o Analyze competition

o Attract new customers (by joining conversations)

o Discover community habits and preferred sites

o Drive innovation (What customers want)

o Identify relevant topics to write about

o Identify headlines with ‘viral’ potential

Zhang and Vos (2014) present these points in a more abstract way, categorizing the
benefits of social media listening in four groups as figure 8 shows. Through the act of
listening social media conversations and interacting with them, companies can influence
notable groups or individuals, thus raising their own brand value and awareness. Craw-
ford (2009) sees the value of social media listening in three dimensions. Companies are
seen participating and hearing the opinions of online users, while also being able to
lower the cost of customer support expenses. A company also gains insights about
brand discussion and consumer opinions (Crawford, 2009, p. 8-9).
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OO

Figure 8: Aim of monitoring or tracking activities (Zhang & Vos, 2014, p. 7).

How to achieve the aforementioned goals? The scope of social media is enormous
and even though the most used social media channels offer some analytics, the role and
behavior of other than you is something not easily accessed by content holder. Social
media intelligence company Sproutsocial offers some alarming statistics on how on
Twitter, 30% of the tweets mentioning a specific company don’t include the Twitter
handle. The stats go on describing that only 9% of Tweets directly refer to a brand, thus
the majority of users discuss about the company or product rather than with the compa-
ny (Beese, 2015, p. 1). Analytics company Smartinsights (2014) view social media lis-
tening as a process of six different procedures. In their definition as seen in figure 9, a
company uses different keywords to look for conversations, identify the influencers and
segmenting the audience in order to uncover the attitudes and opinions within that
space. Continuing this process through in an iterative manner further strengthens the
companies understanding of the social media output toward the industry they practice in
(Smartinsights, 2014, p. 1-2).



36

Listening

Figure 9: The process of social media listening (Smartinsights, 2014, p.1).

Zhang and Vos (2014) summarize their conclusions about monitoring methods the
following way, as seen in figure 10. Keyword search and attitude analysis are key
methods in both views, but the authors also present some other methods that slightly
differ from the framework introduced by Smartinsights. Analyzing the spread patterns
means finding the causal relations of a specific discussion or event and following the
effects of different interventions made in the discussion or event. This enables compa-
nies to predict possible outcomes of interventions and possibly shape the discussion in
the direction they prefer. Combination of methods refers to the possibility of purchasing
social media listening tools. Social media listening is a time consuming enterprise and
some companies may feel that social media presence is best handled with professionals.
Fortunately for starting companies, there is an extensive amount of free and paid ser-
vices that provide parts or fully serviced listening platforms for companies to use
(Hipperson, 2010, p.1-2).
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Monitoring

methods

Thematic and Analysis of
sentiment spread
analysis patterns

Combination
of methods

Keyword
search

Figure 10: Monitoring methods for tracking activities (Zhang & Vos, 2014, p. 11).

Companies offering social media listening tools list some of the things companies should
pay attention to when searching for relevant information on social media. According to
Fontein (2016, 3-5), Beese (2015, 4-6) and Summers (2015, 2-5) Some of the tangible
points to look for are:

o Brand name

o Competitors

o Industry buzzwords

o Brand slogans

o Names of the company representatives

o Campaign names or keywords

o Hashtags and industry-specific phrases

o Keywords people might use when researching a product

o Industry opinion leaders and influencers and the channels they use

The list comprises out of examples that a company would likely want to use, but
choosing the solution ultimately depends on the company objectives, listening budget
and resources regarding to staff knowledge and know-how (Rappaport, 2010, p. 198).
The list however forms a solid starting point for any company to begin their social me-
dia listening. In addition to aforementioned search topics Templeman (2017) from
Forbes magazine also encourages companies to create an engagement strategy. Once a
company finds favorable discussions to participate in, a framework for engagement will
keep the tone and level of professionalism in line with the company’s requirements. A
well documented strategy yields a proper response to almost any type of comment
found on social media in the long run. This is why evaluation and adjustment of the
engagement strategy is important as the company gains experience in social media dis-
cussions (Templeman, 2017, p. 3). The same evaluation and adjustment necessity ap-
plies also to others parts of social media listening methods. Social media is an ever-
changing environment, monitoring methods also need to improve and change with it
(Zhang & Vos, 2014, p. 10).
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3 RESEARCH METHODOLGY

3.1 Design science research in information systems

The aim of this study is to create a social media marketing plan for UWIS. The plan
incorporates three separate aspects, Actions, Strategy and Instructions; each focusing on
different areas of improving social media presence (Figure 11). Actions include practi-
cal guidelines and structure for UWIS to understand and analyze their social media
landscape more thoroughly. Social media listening provides UWIS with a list of key-
words, influencers and social media accounts related to diving industry that UWIS
should follow. Timeframe and Goals & benchmarks include the objectives UWIS at-
tempts to achieve with social media presence and a detailed plan of how these objec-
tives are going to be reached on a monthly schedule. The last part, Analysis, encom-
passes the different values and metrics that UWIS should measure and examine in order
to improve their online presence and achieve the set objectives. The second aspect,
Strategy, comprises out of three stepped approach on how UWIS engages and effective-
ly interacts on social media. Primary strategy dictates the main goals and the message
UWIS aspires to convey to their customers. These requirements influence the individual
strategy of the selected channels, each channel having a distinct purpose on achieving
the goals set in the primary strategy. Furthermore, with every channel having slightly
different set of objectives, the activities and content of each channels has to be designed
in a way that supports these objectives. Thus, designing a separate content strategy for
each channels aims to help UWIS to differentiate their channels for more effective en-
gagement.

Strategy

Actions Instructions

Social media listening Primary strategy ] Build instructions

Schedule

[ Channel Strategy ]

Goals & benchmarks Channel content strategy ] Tools

Analysis Post examples

[ )
[ Timeframe ]
[ ]
[ )

Figure 11: Social media marketing plan for UWIS

The marketing plan consists of several different smaller segments that need to inte-
grate well together. Because of the fragmented nature of the plan and study being
grounded on practical use, an iterative approach for designing the marketing plan was
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chosen. Therefore, the research is based on Hevner, March, Park and Ram (2004) study
on design science in information systems research. In their work, the authors discuss
how behavioral science and design science, two different paradigms should both be
used in a complementary way in order to efficiently conduct information systems re-
search. Behavioral science tries to explain or predict organizational or human behavior
when information systems are involved. This paradigm is more focused on explaining a
situation or reasons behind a certain event, whereas design science is heavily focused on
problem solving. The objective in design science is to create innovations that incorpo-
rate the effective design, implementation and use of information systems (Hevner et al.
2004, p. 2). In order to better understand the complex nature of information systems,
researchers have tried to break the entirety to smaller more comprehensible pieces. IT
artifacts are concrete descriptions of that allow researchers to indentify and process the
problem and thus understand and focus on solving it. According to Hevner et al. (2004)
IT constructs are defined as constructs (vocabulary and symbols), models (abstractions
and representations), methods (algorithms and practices) and instantiations (implement-
ed and prototyped systems) (Hevner et al., 2004, p. 3). When combining influences
from behavioral science and design science into a unified framework, information sys-
tem researchers and practitioners can design, assess and introduce more consistent re-
search and improved information systems. The method of segmenting a larger entity
would appear to be a very suitable way of creating a marketing plan. As the design sci-
ence approach encourages examining a problems and ultimately reaching the goal from
multiple perspectives, the choice of using the model provided by Hevner et al. (2004)
seems natural. Because this study is eventually being used as a marketing plan in prac-
tice, the use of grounded methods in forming of the segments as well as iterative ap-
proach on improving the final product would seem highly beneficial.
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Guideline Description

Guideline 1: Design as an Artifact Design-science research must produce a viable artifact in the
form of a construct, a model, a method, or an instantiation.

Guideline 2: Problem Relevance The objective of design-science research is to develop
technology-based solutions to important and relevant
business problems.

Guideline 3: Design Evaluation The utility, quality, and efficacy of a design artifact must be
rigorously demonstrated via well-executed evaluation
methods.

Guideline 4: Research Contributions | Effective design-science research must provide clear and
verifiable contributions in the areas of the design artifact,
design foundations, and/or design methodologies.

Guideline 5: Research Rigor Design-science research relies upon the application of
rigorous methods in both the construction and evaluation of
the design artifact.

Guideline 6: Design as a Search The search for an effective artifact requires utilizing available

Process means to reach desired ends while satisfying laws in the
problem environment.

Guideline 7: Communication of Design-science research must be presented effectively both

Research to technology-oriented as well as management-oriented
audiences.

Figure 12: Design-science research guidelines (Hevner et al., p. 9).

As Hevner et al. (2004, 6) state, information systems research is affected by multiple
different stakeholders and predicting all the possible implications of the plan is difficult.
The framework presented by Hevner et al. (2004, 9) approaches this situation by em-
phasizing the creation and evaluation of the IT artifact form different perspectives. By
following the guidelines of design science shown in figure 12, the research approaches
the problem of creating a social media marketing plan from various aspects. The arti-
fact, the social media marketing plan is designed to provide sufficient knowledge for the
company to have a good sense of which channels to use, what kind of content should be
shared on social media, how social media influencers and important user generated con-
tent can be found and what services UWIS can utilize in this affair. In context of the
framework, UWIS’s problem lies in the limited resources they is able to allocate to
marketing purposes. Because of the finite resources, social media is seen as a viable
option to cost effectively raise product awareness and drive sales. As of this moment
though, the activity on social media channels is insufficient and the actual knowledge of
how to properly engage in social media and promote the product is inadequate.

The third guideline involves evaluating the created artifact. The key aspect of the
social media action plan is also the framework about how to measure and analyze social
media presence. The monitoring framework is constructed using two sources as a base
for analysis. The first source is by Peters, Chen, Kaplan, Ognibeni and Pauwels (2013).
The authors have studied numerous other studies on social media management and have
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collected the findings on to one paper. This article is of outmost importance because of
the soft metrics it provides, like user motivation to visit sites and how social media user
base, should also be monitored. These insights can give UWIS a better understanding
about the culture and behavior of the follower base. The second article addresses the
more hard metrics that a company needs to monitor. The authors Hoffman and Fodor
(2010) introduce relevant metrics like the amount of followers of fans and impressions-
to-interactions —ratio. These numbers are also crucial in order to fully understand what
content resonates with the audience and how social media presence should be devel-
oped. The combination of these two sources gives valid means of evaluating the effec-
tiveness of social media action plan. The proposed interval of analysis is one month in
order to gain sufficient data but also to be adaptable enough to quickly react to undesir-
able outcomes.

In guideline four, the design science guideline emphasizes contribution. This re-
search aims to build a purposeful social media strategy for UWIS, but that strategy can
be utilized to some extent by every business, though companies that produce concrete
products within the diving industry and have focus on business-to-business are likely to
benefit more from this work. The background material of this study discusses the bene-
fits and practicalities of social media to the extent of being reasonably helpful for every
business engaging in social media. In broader insights presented in the background re-
search offer extensive knowledge of the research on social media marketing, thus giving
any reader a detailed overview on the advantages of building a social media presence.
Guideline five accentuates the importance of strict and exact methods when building
and evaluating the created artifact. In this research, rigor is applied by studying social
media engagement from multiple different angles. This study focuses on best practices
presented in academic and non-academic literature while also gathering supportive data
from interviews and other active social media accounts within diving industry that are
effectively using social media to promote their business. The gathered examples and
interview responses are compared to literature and this process is iterated for improved
results. Literature is also used to form a basis for performance evaluation of the artifact.
Identifying key components to monitor is a crucial step to receive accurate data. Social
media channels also offer ample opportunities to compare own performance to those
channels that are notably effective.

The sixth guideline can be divided in to three parts. The first component, means, in-
volves identifying the required actions and the resources available to reach the desired
solution. Ends, the second component in design as a search process serve as the goals
and the possible constraints the solution may hold. The final component, laws, are the
powers in the environment that are beyond the researcher’s control. In this research,
means include identifying the most effective channels for business-to-business market-
ing in the diving industry, finding ways to locate and create beneficial social media con-



42

tent and analyze the material that could help when constructing the solution. Ends in-
clude creating and effective social media presence for UWIS with the focus on busi-
ness-to-business marketing and raising product awareness. Working solely on diving
industry and focusing on business-to-business relationship is the most obvious con-
straint that this research contains. The fact that UWIS also doesn’t wish to reserve a
substantial budget to market the product steers the focus to more economical direction
so having a small budget won’t be an issue in the final draft of the plan. The seventh
and last guideline encompasses one of the key aspects of any research, the communica-
tion. One of the most important aspects of any writing is its ability to convey the intend-
ed purpose in an understandable and repeatable way. As such, this study also structures
its steps in a way that enables readers to perform the same actions and include phases
that this research may have missed.

By using the framework and guidelines as a base for research, this study is using
qualitative methods to discover all the necessary aspects involving the construction of a
social media marketing plan. The approach is divided in to three parts (shown in figure
13), first step being the deconstruction of the social media marketing plan. This division
accentuates the different aspects that need to be examined in order to reach an effective
marketing plan. This means looking what channels and platforms available for UWIS to
utilize, who are their primary customers and how do these customers engage on social
media, what are the primary objectives and requirements that UWIS has and how UWIS
should present itself on social media and how can that presence be improved over time.
After identifying the problems that need to be solved this study examines the possible
solutions. To achieve this, the study gathers data from mainly social media marketing
literature, case study literature on successful uses of social media, interviews with div-
ing organizations and taking influence from accounts that are successful in their social
media presence when compared to others in the diving industry. The gathered infor-
mation from interviews and empirical examination of successful diving organizations
on social media is then compared to literature. Reviewed and relevant information is
then used to form the final marketing plan. With literature on social media marketing
forming the structure and basis of the plan, interviews and benchmarks identified from
other organizations using social media channels are used to further define and focus the
marketing efforts. This means that the form, subject and visuals of the content are ap-
pealing to the target audience and that UWIS is operating on the most advantageous
channels.
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Segmenting the problems of social media plan for UWIS

v

/

v v v

Where:

Channels and Platforms

Who:

What:
Audience and Behavior

How:

industry?

What are the mosts used
social media channels in diving

Goals and Requirements Content, Interaction and Analysis

Who are UWIS targeting with
their social media presence?

What are the goals and
objectives of social media
presence?

How are individual channels
used in order to achieve set
goals?

What channels should be
by UWIS?

used How are these goals and

What channéls do these users objectives accomplished and in

What content should be
prefer?

distributed, how often and in

what time? what form?
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What content and activities to
these potential customers
enjoy?
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Content: interactive, relevant,
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Figure 13: Formation of the social media marketing plan
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3.2 Evaluating social media performance

As stated in the research literature (e.g. Kaplan & Haenlein, 2009, p. 4-7, Kietzmann et
al. p. 1-3, Hanna et al. 2011, p. 2), reasons for companies to use social media include
directing traffic to their website, building relationships with customers and creating
communities, locating new business opportunities and collecting feedback, publish in-
formation and other content, thus largely backing their brand. In order to have any no-
tion on how the desired objectives are working, some sort of strategy for analysis must
be in place. Some critical social media metrics like amount of followers or fans and the
amount of actions done by users are among traditional metrics that companies should
follow. The problem with evaluating social media performance has been two-folded,
what metrics are more important than others and how do you measure the return on your
social media investments. Michaelidou et al (2011, 7) share this view in their research,
as they state, how very little is known about the metrics used by business-to-business
organizations in their effort to assess the social media effectiveness. Because the data
received from social media sources is quantitative and qualitative, traditional metrics
that have been used are unable to measure the true impact of social media. As McCann
and Barlow (2015, 5) state in their research, metrics such as amount of followers do not
necessarily relate to increased sales, company presence across social media can ulti-
mately lead to financial gain. Hoffman and Fodor (2010) encourage marketers to turn
the traditional way of calculating the marketing investments in terms of customer re-
sponse upside down. By emphasizing customer motivation to use social media over own
marketing investments, companies can focus on measuring the customer engagement
level and through these calculations do the necessary investments (Hoffman & Fodor,
2010, p. 4). The reason behind this attitude lies in the understanding that web 2.0, i.e.
user generated content is in control of social media engagement and the company can
only lightly affect the course of conversations (Hoffman & Fodor, 2010, Hanna et al.,
2011, Peters et al., 2013, McCann & Barlow, 2015).
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Achieve a critical mass of # of advocates (Fans, Followers, authors)
Deepen audience through socialmedia # of comments posted
relationship
with customers Encourage ongoing interaction Comments/ advocate
with the brand Advacateinfluence profile
Learn from the Uncover cammon themes Rankh of topics ciscussed
community amonginteractions Decipher positive vs. negaiive sentiment
Drive purchase Persuade engagement with Leads to ecommerce partners
> 3 Web site content and utility Retail locater resulls activity
intent T Prodiict biochure downloads

Table 7: Social media metrics framework. (Murdough, 2009, p. 2)

As mentioned above, the literature offers plenty of concrete examples what to meas-
ure on social media. Murdough (2009) offers a simplistic view on how to measure the
desired goals of social media engagement (Table 7). The key focus points according to
his study are reach, the valence of discussion and the outcomes that happened after-
wards. Whether a company is focusing on deepening the customer relationship or learn-
ing from the community, keeping these three key aspects in mind is very important in
order to successfully measure social media effectiveness. Hoffman and Fodor (2010)
show similar metrics in their research, but offer a different structure to focus on. The
authors divide their metrics to three different categories depending on the focus the
company tries to achieve (Table 8). Straight comparison between the two models is
hard, since they both offer distinctly different points of view for measuring social media
success, even though the metrics are similar. Hoffman and Fodor’s structure could be
interpreted as slightly more abstract, since it only offers indirect guidelines for the three
presented goals.
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SO0CIAL MEDIA APPLICATION | BRAND AWARENESS BRAND ENGAGEMENT WORD OF MOUTH

Blogs

Microblogging
le.g., Twitter)

Cocreation
(e.g., NIKEID)

Social Bookmarking
(e.g., StumbleUpon)

Forums and
Discussion

Boards

(e.g., Google Groupsh

Product Reviews
(e.g., Amazon)

Social Networks
(e.q., Bebo, Facebook,
Linkedin)

Video and Photosharing
{e.q., Flickr, YouTube)

snumber of unigque visits
snumber of return visits
enumber of times bookmarked
esearch ranking

e+number of tweets about the brand
svalence of tweets +/-
snumber of followers

snumber of visits
enumber of tags
snumber of page views

snumber of visits
svalence of posted content +/-

snumiber of reviews posted
syvalence of reviews

+number and valence of other users’

responses to reviews (+/—)
enumioer of wish list adds

enumber of times product included
in users’ lists (i.e., Listmania! on
Amazon.com)

snumber of members/fans
snurmber of installs of applications
enumber of impressions
snumber of bookmarks
snumber of reviews/ratings

and valence +/-

enumber of views of video/photo
evalence of video/photo ratings +/—

enumber of members

snumber of RSS feed subscribers

snumber of comments

eamount of usergenerated content

saverage length of time on site

snumber of responses to polls,
contests, surveys

+number of followers

snumber of @replies

enumber of creation attempts

«number of followers

snumber of relevant topics/threads
enumber of individual replies
snumber of sign-ups

slength of reviews
srelevance of reviews

svalence of other users’ ratings of
reviews (i.e., how many found
particular review helpfull

snumber of wish list adds

soverall number of reviewer rating
scores entered

saverage reviewer rating score

snumber of comments

enumber of active users

snumber of “likes” on friends’ feeds

snumber of usergenerated items
(photos, threads, replies)

*Usage metrics of applications/
widgets

simpressions-to-nteractions ratio

erate of activity (how often members
personalize profiles, bios, links, etc.)

snumber of replies

snumber of page views

snumber of comments

enumber of subscribers

snumber of references to blog in
other media (enline/offline

snumber of reblogs
snumber of times badge displayed
on other sites

s#number of "likes”

=*number of retweets

snumber of references to project
in other media (onlinefoffline)

enumber of additional taggers

sincoming links

scitations in other sites

+tagging in social bookmarking

soffline references to the forum
or its members

#in private communities: number of
pieces of content (photos, discus-
sions, videos); chatter pointing to
the community outside of its gates

enumber of "likes”

snumber of reviews posted
svalence of reviews

snumber and valance of other users’
responses to reviews (+/—)

snumber of references to reviews in
other sites

snumber of visits to review site page

enumber of times product included
in users’ lists {i.e., Listmania! on
Amazon.com)

sirequency of appearances in
timeline of friends

snumber of posts on wal

snumber of reposts/shares

snumber of responses to friend
referral invites

snumber of embeddings
enumber of incoming links

enumber of references in mock-ups
or derived work

snumber of times republished in
other social media and offline

s#number of "likes”

Table 8: Key social media objectives and metrics. (Hoffman & Fodor, 2010, p. 6)

As Michaelidou et al. (2011) assess in their study, metrics and framework like these
are difficult for big and especially for smaller companies to utilize. The qualitative and
quantitative data received from social media channels are extremely hard to comprise
into meaningful data (Michaelidou et al., 2011, p. 13). Peters et al. (2013, 6-8) studied
numerous different sources of social media metrics- research and comprised their own
interpretation of the prevalent opinions. While the study further blur the clarity of anal-
ysis on social media effectiveness, the authors introduce some interesting and notewor-
thy ideas to look for when assessing social media performance. The research categorizes
social media environment in four components; Motives, content, network structure and
social roles and interactions (Figure 14).
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Figure 14: Framework for social media metrics. (Peters, et al., 2013, p. 2)
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The content-component holds very much the same metrics as Hoffman’s and Fodor’s
research shown above, but the other three components introduce new concepts to inves-
tigate. Seraj (2012, 5-9) introduces a motivation-concept that is divided to three seg-
ments that explain the reasons for users to engage in a particular social channel. If the
user is motivated through intellectual value for example, he or she engages a channel
because of the co-created content by professionals and enthusiasts and perceived quality
of said content. The other two components, social and cultural value occupy a rather
similar space in terms of motivation, but are different enough to be separated. Social
value is the motivation for people to connect with each other. This value is important
for companies since it’s the most important aspect of tie-building within a community,
thus finding a way to increase social value increases loyalty among the recipients. When
looking further into ties within social media channels, we see that the increase of social
value becomes cultural value. As Dholakia, Bagozzi and Pearo (2004, 21) state in their
research, in the midst of co-creation and interactions, cultural norms are created and
intentions become community oriented. These bonds make up for the strongest ties and
eventually visiting a site may become a ritual for the user (Seraj, 2012, p. 7-9).

Network structure emphasizes the size and attributes that make up the community.
What companies should take from this component involves in the distributions of con-
tent and the valence and tone on said content. If the community has strong mutual ide-
ology or the clustering coefficient is high, then content valence can be focused on creat-
ing a more informal and group ideology-centered content. This way, the user may relate
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to the company in a more positive way. Having “inside jokes” could be disastrous how-
ever, when tie strengths are weak and the community consists of multiple different clus-
ters of people with low cultural congruity. Social roles and interactions relate to net-
work structure to some extent, but focus more on the individual interactions between
different users. As the Peters et al. (2013, 8) explain, “A social role is continuously me-
diated between actors in a social network, especially by observing and copying behavior
of others”. This means that users tend to conform themselves into certain roles that they
feel comfortable with, meaning that companies should be on the look for individuals
that tend to take the role of an advocate or an influencer and consider leveraging from
the situation.

Analyzing social media performance is a challenging obstacle to face, but it is not
entirely impossible to achieve. The metrics are established and there are multiple auto-
mated ways to analyze them. The problem lies with the soft data and measures that can’t
be directly quantified. As McCann’s and Barlow’s (2015, 11-12) study uncovered, even
the companies that do measure their efforts on social media have a hard time figuring
out what metrics exactly should they focus on and how it all relates to successful use of
social media when compared to the purpose of using social media. This research uses
the hard metrics presented by Murdough (2009, 2) and Hoffman and Fodor (2010, 6) to
give UWIS a good starting point on what metrics are viable and should be monitored.
From Peters et al. (2013) study this research adopts its soft metrics, like motivation for
users to visit a social media channel and the look on network structure and social roles.
By examining these hard and soft metrics, UWIS has a foundation for analyzing the
content users and they themselves create and how their community is forming. It is im-
portant to keep in mind, that social media analysis framework presented in this research
is nowhere near a definitive solution to social media effectiveness analysis. As all the
sources used in this chapter declare, monitoring should focus on the goals and objec-
tives the company is striving for and the emphasis on different metrics will likely vary
from situation to situation. McCann and Barlow (2015, 13-14) also accentuate that eve-
ry framework presents the similar metrics in different structures, meaning that compa-

ny’s own intentions should be the driving force behind the decision on what metrics to
highlight.
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Figure 15: Analysis of social media activities and their effectiveness

In the light of the aforementioned studies, this research presents the following
framework for assessing social media effectiveness (Figure 15). The figure shows how
the two sides of valuable metrics work in relation. When moving from hard values to-
wards softer metrics, the difficulty of reasonably measuring the values increases. Both
the company input and user input can be assessed with the same values, though UWIS
needs to keep mind what metrics are particularly important and concentrate on them. A
more detailed description of the metrics is presented below (Tables 9-12). The frame-
work is divided in two larger segments, which are further divided in two. The reason for
the first division is to encourage UWIS to analyze their social media behavior by look-
ing at individual posts and the performance of the whole channel. By monitoring the
possible actions produced by single post, UWIS can see what type of content, format
and visual look is engaging for their audience. Then again, looking at the performance
of the channel in general gives UWIS an important overview on how their efforts are
unfolding. The second division is between soft and hard values. In the framework, soft
values are the ones that can’t be measured through numbers in a traditional way. Values
like user motivation or relations between users must be evaluated by the company itself.
Values like tie strength and clustering coefficient can be calculated mathematically, but
the data is hard to get and only some commercial services offer this type on infor-
mation. Hard values on the other hand rely on the data most channels monitor them-
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selves and an ample amount of third party services also provide. Volumes, impressions
and reach are examples of information that are critical for the assessment of social me-
dia performance. The hard values are easy to acquire, but UWIS needs to make clear
decisions on what objectives they are pursuing and focus on content that leads to the
desired outcome. Assessing the hard data reveals whether or not they are achieving set
objectives.

Soft values - Post

Social roles and interactions
Motivation Are user roles and interactions within the range of good social conduct
Why would the user want to see the post
Intellectual Social Social Roles Social interactions
value value Cultural value
oUncertainty | oPlatform | o Community Continuously mediated betweenactorsina | Dynamic, changing sequence of social actions
reduction activities | culture social network, especially by observingand | and communication between individuals or
oSear.ch for czSociaI oCommitment | .onvingthe behavior of others. That among groups. However, as all actors
meaning ties to.en.gage happens in an interactive way, i.e., any role | constantly try to define their current situation,
:::;::‘etlhe is contingent on the other actors oscillating | they strive for a superior social role and
between cooperation and competition attempt to sign up otheractors in support

Table 9: Soft values in a post

Hard values - Post

Content
What type of content are you or other users posting and how it is performing

Content quality

Contentvalence

Content volume

Performance

UGC attributes

oContent
characteristics
(interactivity,
vividness)
oContent domain
(entertainment,
infarmation)

o Narrative Styles

cEmotions
{anger, anxiety,
joy)

oTonality
{positive,
negative)

oCounts /
Volumes
seen)

o Action rate

seenthe post)

clmpressions (how many
times the post has been

oActions (Likes [ Shares /
comments / Clicks)

{Impressions [ actions)
oReach (Number of
unigue people who have

oContent characteristics
(interactivity, vividness)
oContent domain
(entertainment, information)
o Narrative Styles

oCounts / Volumes
oEmotions (anger, anxiety,
joy)

oTonality (positive,
negative)

Table 10: Hard values in a post




Soft values — Channel

o1

Motivation

Why would the userwant to follow the

Network Structure

The size of the channel, coinciding userbase, tie-
strength and the amount of clustering between

Social rolesand interactions
Areuserroles and interactions within the

channel the users range of good social conduct

Intellectual Social

value value Cultural value | Connections Distribution | Segmentation | Social Roles Social interactions

oUncertainty | oPlatform | oCommunity | chomophily, ocentrality, | cclustering Continuously Dynamic, changing

reduction activities culture multiplexity, density, coefficient, mediated between | sequence of social

o Search for o Social o mutuality, distance, tie- | betweenness | actorsin a social actions and

meaning ties Commitment | networkclosure | strength network, especially | communication
toengage by observing and between individuals
within the copying the behavior | oramong groups.
channel of others. That However, asall

happensinan actors constantly try

interactive way, i.e.,

to define their

anyrole is
contingentonthe
otheractors
oscillating between
cooperation and

current situation,
theystrivefora
superior social role
and attempt to sign
up otheractors in

competition support
Table 11: Soft values of the channel
Hard values — Channel
Channel statistics
What type of content are you or other users posting and how it is performing
Content Content

Content quality valence volume Performance UGC attributes Size
oContent oEmotions oCounts / | olmpressions (how many oContent characteristics olikes
characteristics (anger, Volumes timesthe posthas beenseen) | (interactivity, vividness) oFollows
{interactivity, anxiety, joy) oActions (Likes / Shares [ o Content domain oNumber of
vividness) o Tonality comments / Clicks) (entertainment, information) actors
o Content (positive, o Action rate (Impressions / o Narrative Styles
domain negative) actions) o Counts / Volumes

(entertainment,
information)
o Marrative Styles

oReach (Number of unique
people who have seenthe
post)

oEmotions (anger, anxiety, joy)
oTonality (positive, negative)

Table 12: Hard values of the channel
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4 RESEARCH ON SOCIAL MEDIA INTERACTIONS IN DIV-
ING INDUSTRY

4.1 Examining successful diving organizations on social media for
benchmarking

This study analyzed some of the most popular organizations and groups among Face-
book, Twitter, Instagram, LinkedIn, YouTube and Pinterest. The objective was to find
relevant information on why the most popular diving organizations are so attractive.
The interactions between the organizations and their users were examined, as well as the
content these organizations posted on their channels. Diving organizations were also
examined for their metrics, specifically hard values. The purpose is to provide UWIS
with referential data like what is a good rate of actions of a specific post. Supplying
UWIS with benchmarks allows them to gain perspective and further improve their so-
cial media efforts. Through internet search engines, the search engines build in the so-
cial media channels and cross-referencing followers, the accounts listed below are some
of the biggest among the diving industry on Facebook and of Instagram (Tables 13 and
14). The accounts are divided into three main categories, first one being the companies
that focus on producing diving equipment. The second category consists of operators
and stores that mainly deal within diving industry and the third category hosts the or-
ganizations and semi-organizational groups within the diving industry. The numbers
presented in the tables are taken in November and December, so some fluctuation has
likely occurred. The tables list the amount of likes of the channel, the estimated amount
of posts within a week and calculated average those actions per posts. The channels are
listed by the amount of likes they have and from these tables we can see some indica-
tion of what should UWIS expect and what goals should they establish in order for them
to remain achievable.
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Company Likes Average amount | Average amount | Average amount of | Average amount
of posts per week | of likes per post | comments per post | of shares per post
Body Glove 361,588 4.125 121 1.3 4.3
Cressi 177,313 11.75 282 4.2 43.9
Mares 137,503 6.5 111 3.6 8.8
Scubapro 126,578 7.875 391 8 40.1
dive poseidon 99,533 25.75 566 10.3 4.6
Operator Likes Average amount | Average amount | Average amount of | Average amount
of posts per week | of likes per post | comments per post | of shares per post
Vallarta Adventures 106,689 3.5 85 4.8 9.3
SCUBA 90,069 8.125 110 3.7 14.9
Divers Direct 80,732 0.666666667 15 0.9 0.8
Scuba Travel 79,035 9.75 25 1.6 1.4
Dive Point Red Sea 45,378 1 139 3.5 6.3
Organization Likes Average amount | Average amount | Average amount of | Average amount
of posts per week | of likes per post | comments per post | of shares per post
PADI 1,527,606 23.25 830 25.4 147
Scuba Diver Life 1,443,509 62.5 357 8.4 47.2
Scuba Diver Girls 893,548 6.5 4,200 39.1 392.3
Oceana 834,101 18.66666667 570 13.3 99.5
Scuba Diving Magazine 301,026 28 201 11.8 70.8

Table 13: Selection of the most popular diving related organizations on Facebook

Company Followers Average amount of Average amountof | Average amountof
posts perweek likes per post comments per post

Scubapro 140,424 2.83 6,411 33.0

Body Glove 59,979 5.42 1,076 3.7

Cressi 44,174 6.92 1,441 3.4

Maresjustaddwater | 24,455 0.50 493 3.0

Aqualung 16,300 2.67 428 3.4

Operataor Followers Average amount of Average amountof | Average amountof
posts perweek likes per post comments per post

Epic Diving 33,768 10.92 637 4.6

scubatec_ 29,893 24.00 287 10.1

KonaHonu Divers 1,176 4.50 102 4.9

Scuba.com 1,057 3.67 55 1.7

oceanictech 790 2.33 86 0.6

Organization Followers Average amount of Average amountof | Average amount of
posts perweek likes per post comments per post

discoverocean 819,583 13.50 30,570 461.4

Oceana 221,253 30.17 1,295 6.0

padity 136,473 7.67 6,303 162.4

Scuba Diver Girls 160,335 4.17 3,947 23.2

Scuba Diver Life 99,602 1.75 2,217 17.4

Table 14: Selection of the most popular diving related organizations on Instagram

The following table depicts the some of the largest accounts of Twitter, YouTube
and LinkedIn according to their amount of followers or in YouTube’s case, subscribers

(Table 15).
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Twitter Linkedin YouTube
Company Followers Company Followers Company Subscribers
Scubapro 12,731 Body Glove 1361 Body Glove 5,323
Body Glove 9,967 Seac 1246 Cressi 4,164
Aqualung 6,934 Agualung 1058 Scubapro 4000 (estimated)
fourth element 3,868 Cressi 558 Dive Rite 2,314
Apeks 3,400 Apeks 460 Mares 2,294
Operator Followers Operator Followers Operatar Subscribers
Scuba.com 12,848 Divers Direct 1503 Simply Scuba 11,448
Diviac 10,633 Vallarta Adventures 1318 Scuba.com 1,580
Scuba Travel 10,148 Scuba.com 865 Vallarta Adventures | 878
Simply Scuba 10,094 EmperorDivers 388 Eco Dive Center 500 (Estimated)
vallarta Adventures | 7,688 Scuba Travel 7 Force-Edivers 136
Qrganization Followers Organization Followers COrganization Subscribers
Oceana 253,354 PADI 21540 PADI 20,869
PADI 82,794 Oceana 5107 Dive Magazine 5,719
Scuba Diver Girls 49 251 Divers Alert Network 1344 Divers Alert Network | 3,002
Scuba Diving Mag 42,893 BSAC 1045 Cousteau 2,358
Dive Magazine 27,053 MARINElife 653 Scuba Diver Girls 2,466

Table 15: Selection of the most popular diving related organizations on Twitter,
LinkedIn and YouTube

The tables presented above give insights on what channels UWIS itself should be fol-
lowing in order to keep up with the industry news and events while also contributing a
context for which they can compare their activities. Another reason for selecting the
accounts is their content. Because these particular accounts are some of the biggest and
most popular within the industry, they were selected as exemplary actors. The table be-
low lists some of the recent activity of the selected organizations (Table 16). The table
provides UWIS with examples of what pictures and videos appear to perform well for
other accounts, what tone and context should be used when posting content on social
media and how to encourage users to like, share and comment posts.

The posts are selected from two most used social media channels, Facebook and
Twitter. They are selected because of their strong engagement numbers when compared
to other posts within the same account. At a glance, we can see that high quality pic-
tures that represent the diving industry or marine life seem to be a convergent theme
across all posts. The messages of the posts are always tied in with the picture and they
are usually very short and to the point. Facebook posts can be a little longer, but still
tend to stay within a couple sentences. The posts seem to divide in to two different cate-
gories, one focusing on creating a sense of solidarity through a common interest. These
posts don’t seem to have a direct aim of promoting or passing information on a product,
but rather consolidate the position of the company in the eyes of the users. This is con-
sistent with the findings of Hauser and Wernefelt (1990, 12) and De Wulf, Odekerken-
Schroder and Lacobucci (2001, 15) in that branding communication and relationship
investments raises the commitment levels of users and therefore encourages customer
loyalty.
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The posts that are more focused on promoting and detailing product information
clearly emphasize the attributes of the promoted products in pictures and in texts. The
message always encourages finding out more with the use of hashtags and direct links.
There are two major reasons for this, first one being the utilization of UGC. As Daugh-
erty et al. (2008) and Christodoulides et al. (2012) explain in their research, UGC is
perceived as a more trustworthy source of information, thus making it a more effective
way of marketing a product. Users who tend to follow a brand on social media channels
and who are involved in UGC have a higher probability of being brand advocates
(Daugherty et al., 2008, p. 7-8, Christodoulides et al., 2012, p. 2-3). Utilizing the brand
advocates to share the information and discuss about it is a highly effective way for a
company to market their products. The second important aspect of including a call-to-
action relates to the aspect of driving traffic from the social media to sites where more
information is given or an option for purchase is found. The calls-for-action also strong-
ly relate to keeping the users engaged in the company content, thus making them more
involved and committed.
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Table 16: Example posts from successful diving companies on Facebook and Twitter

4.2 Non-academic literature and case studies on social media mar-
keting

Research background focused on the foundational characteristics of social media and
the usefulness that it introduces to companies. Academically researched material forms
a proven foundation for utilizing social media, but because of its nature, academic re-
search on this subject often trails behind the current trends. Because social media chan-
nels add new features and change existing functionalities, and because user behavior
may also fluctuate from time to time, it is important for UWIS to also read about the
most current best practices that online outlets focusing on social media have to offer.
This chapter focuses on the advices and recommendations that the previous literature
review did not cover. Because some of the material is possible not tested at all, some
level of skepticism should be applied. The material is largely about utilizing social me-
dia in general, with some additional insights on individual channels, such as Facebook,
Twitter, YouTube and Pinterest. To conclude, this chapter introduces some companies
that have used social media to great extent and can be regarded as admirable examples
of utilizing social media to benefit their objectives. This research describes the compa-
nies, the situation they faced and the measures they took in order to achieve the decided
goals.
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Source & author

Forbes.com Hootsuite.com Jeffbullas.com | Entrepreneur.com interaction-
Agrawal, Aj Sorokina, Olsy | McVicker, Dan- Sykes, Timothy design.org
iela Dam, Rikke
Lessons
Know your Create social Choose the Be consistent Focus on telling
destination media strategy proper channel your story and
before the pro- creating interac-
files tions with that
story
Dividing re- Choose the right | Be consistent Use all social net- Quality is al-
sponsibility social networks and regular works ways better than
quantity

Create conver-
sion opportuni-

Save money on
customer service

Start and stay in
the conversation

Format content to
optimize for each

Create your own
content

ties on your with social me- platform
website dia
Create a blog Expand by re- Engage your Push on those net- | Deliver value in
cruiting new audience so they | works that really content not
team members want to work well sales/marketing
on social media | share your con- messages
tent
Complete your | Build an online Stay on top of Make sure that Listen to your
profiles community of social media your content aligns community
brand ambassa- changes with your message
dors
Evaluate social Use the 80/20 Some important Be available to
media strategy rule content won'tbe | your community
regularly popular, but you
still need to post it
Don’t be afraid Use amazing Find a balance Learn to thank
to experiment headlines between popularity | people for shar-

and business

ing, comment-

ing, etc. even if

you don’t agree
with them

Know when to

Use social media

Remember, so-

post to amplify all of cial media is a
your business and | long-term strat-
marketing efforts egy

Have a crisis
plan

Table 17: General advices on utilizing social media from non-academic literature

The advices and lists about utilizing social media are listed on a table below (Table
17). Many of the lessons overlap each other, which is reassuring news, since it would
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seem that the general opinions on exploiting social media are congruent. Almost all the
sites encourage a company to create a strategy first, being consistent and interesting
while listening to the community and engage users with own created content. Literature
review provided similar guidance, so this material seems to also strengthen the message
of the academic studies. However, some of the advices presented in the articles were not
introduced in the literature review. McVicker (2016, 9) from jeffbullas.com encourages
companies to only post about the company products or services every fifth time. The
rest four posts should be related to developing trust and relationships and getting to
know the brand. Academic literature doesn’t directly address this topic, though Hutter et
al. (2013, 7) briefly point out that filling the channel with uninteresting and unattractive
content will likely lead to users abandoning the channel.

Some of the other non-academic material follows similar lines, although not so accu-
rately. Sykes (2016, 2) from entrepreneur.com and Dam (2016, 1) from interaction-
design.org both advice the companies to focus on interesting content, rather than just
trying to promote sales. The only listed advice that is inconsistent with previous re-
search is Sykes’s (2016) lesson of using all social networks. The article states that in
order to reach all potential customers and fans, a company needs to exist on all the ma-
jor social media channels. Prior literature from Kaplan and Haenlein (2010, 6-7) and
Kietzmann et al. (2011, 9) argue the opposite when they state, that focusing the efforts
on those channels that are relevant for the company and used by those the company
wishes to engage with, are the channels worth choosing. Olsy (2014, 2) and Agrawal
(2016, 1) are also in line with the academic research when they state that deciding the
objectives and strategy of social media presence involves selecting the most suitable
channels to work with.
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Source & Author

Facebook

Twitter

Blog.hubspot.com
Mineo, Ginny

Forbes.com
DeMers, Jayson

Socialmediaexaminer.com
Kingston, Charlene

Cio.com
Schiff, Jennifer

Lessons

Use a recognizable

Optimize page for

Organize whom you follow

Optimize Twitter

profile picture SEO with lists bio
Fill in all the about Descriptive and Change your visual branding | Find influencers
information memorable and experts in
username your areas and

interact with them
regularly

Coordinate cover

photo, pinned post

and call-to-actions
accordingly

Use descriptive
keywords in your
About section

Twitter bio: Tell people
what you do, explain how
you help people and show a
little personality

Get colleagues
involved

Don’t post too often

Ensure you’ve used
the appropriate
category

Consider creating a Twitter
landing page

Tweet regularly,
use images and
videos

Analyze your efforts

Optimize page
images

Carefully listen and follow

Don’t be afraid to
ask for retweets
and mentions

Post during 13.00 —
16.00

Make most of
pinned posts

Add Twitter link to other
locations

Track mentions
and respond if
appropriate

Focus on interesting
content

Use groups to en-
gage with target
market

Follow your customers

Retweet, favorite
tweets and follow
trends and
hashtags

Try using paid ser-
vices to amplify suc-
cessful organic posts

Encourage social
sharing with Face-
book buttons and
plugins

Don’t follow bots or people
who don’t tweet

Use promoted
tweets

Reach comes with
interesting content

Add photos to tweets

Integrate Twitter
with other market-
ing efforts

Table 18: Advices related to Facebook and Twitter from non-academic literature

The advices focusing on Facebook and Twitter (Table 18) are agreeable with the
previous set of advices and the research background. Having the right information in
correct form and keeping the channels in good appearance are discussed on every se-
lected source. Creating interesting and visually appealing content is also mentioned in
every listed source, while also being mentioned on numerous occasions by Peters et al.
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(2013, 9, 11, 15). What literature review didn’t comment on was the time of posting.
Mineo (2015) from hubspot.com states that a good time to post is around 13.00 — 16.00
(Mineo, 2015, p. 4). DeMers (2015) explains that there is no universal right time for
everyone, but companies should test the most engaging publish times for themselves.
However, he suggests that 13.00 — 15.00 seems to yield higher engagement (DeMers,
2015, p. 6). Ellering (2016) in an article about best times to post on social media suggest
that companies should post during the end of the week around 12.00 — 15.00 on Face-
book. He continues to state that in order to reach other companies effectively with Twit-
ter, the times to post are during workdays around noon to afternoon (Ellering, 2016, p.
4-7). Kingston (2012) and Schiff (2013) don’t seem to offer anything that hasn’t been
addressed in the previous segments. The general view on both lists seems to be on so-
cial media listening, since both sources highly emphasize the importance of knowing
where the discussions are, who’s holding them and how important it is to engage with
them. These same matters were also discussed by Zhang and Vos (2014, 6-8) as they
examined the concept of social media listening and how it can be an important asset for
companies.

The research background didn’t cover the functionalities or best practices for
YouTube or Pinterest at all. Because of their nature and the requirements UWIS has,
YouTube and Pinterest are regarded as optional channels to engage in. Therefore the
rigor of which YouTube and Pinterest are inspected is decidedly lower than what of
which Facebook and Twitter. However some information on how to use these sites
more efficiently is likely to come in need at some point, thus this short depiction (Table
19). With the values presented in the literary review accompanied by the general lessons
on utilizing social media, the instructions don’t give much purposeful material to add.
Emphasizing the importance of titles and descriptions can be viewed as an additional
element to focus on. No matter the social media channel, paying attention to content
components is hugely important, but discovering YouTube videos and Pinterest pins
largely depends on well chosen keywords and a good title. This aspect is brought up by
Reynolds (2011, 2), The wishpond blog (2014, 2) and Fontein (2016, 8) who both state
that descriptions should be short and onto the point, while also providing a possibility to
follow a link. Radice (2015) on the other hand focuses more on what should a company
pin on their account. Creative use of own content like blog posts and pictures is im-
portant and though the effectiveness is questionable, UWIS might do well to try and add
other blog content to their Pinterest channel, when in use (Radice, 2015, p. 5). The se-
cond very important aspect mentioned in all sources is cross promoting between main-
tained channels. This is also noted in previous literature, as for example Kietzmann
(2011, 9) and Kaplan and Haenlein (2011, 8) accentuate the need for coherent social
media strategy, which includes promoting content on multiple channels.
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Source & author

YouTube

Pinterest

Business2community.com
The Wishpond blog

Businessinsider.com

Reynolds, Sue

Postplanner.com
Radice, Rebekah

Blog.hootsuite.com
Fontein, Dara

Lessons

Regular content

Customize your
channel

Convert profile to a
business account

Pay attention to cap-
tions

Include calls to action

Curate content

Use rich pins

Cross-referencing

Monitor and respond to

Share playlists on

Pin your evergreen

Include call to ac-

feedback website and blog blog content tions
Customize your channel | Create original con- Take newsletter Add Pin It —button
tent tips and turn them to website

into quote graphics

Put thought in your titles

Tag videos and
channel

Use RSS reader to
add your favorite

blogs and actively
pin their content

Create appealing
content

Choose the right category
and tags

Pay close attention to
descriptions and
titles

Visit sites like
BizSugar.com to
find relevant con-
tent

Know image re-
quirements

Write a great description

Cross-connect

Follow accounts
with similar inter-
ests

Study the most rele-
vant categories

Consider collaborations

Check analytics

Pin useful content

Use subtitles, not annota-
tions

Pin about your cus-
tomers

Don’t confine your videos
to YouTube

Create themed
Pinterest boards

Table 19: Advices related to YouTube and Pinterest

Cross promoting between multiple channels and creating interesting content could be
considered the single most important reason, why one company, Emerson salon,
achieved a revenue increase of 400% within two years (Brouat, 2011, p. 6). Emerson
salon was established in 2008. According to the case study author, the initial launch had
spent much of the founders’ money and unfortunately customers were scarce. The com-
pany decided to focus on online activities and promoting the business in social media
(Brouat, 2011, p. 1-2). The strategy of the company was to center their activity on the
website (figure 16). The most important attribute of the website was the ease of booking
an appointment. The other crucial component was the company blog that hosted weekly
postings about hair design and coloring. The blog posts are vibrant with pictures and
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videos, with a clear emphasis on entertainment. This blog content was then distributed
via Facebook and Twitter to the target audience, young urban. The main goal of Face-
book and Twitter for Emerson salon was to drive traffic to the website and blog. Blog
content was focused for the target audience for effective use, but Facebook and Twitter
were also being used for building the community. The company offered coupons on
Facebook and shared local news on Twitter. Both channels were also used for asking
feedback and comments (Brouat, 2011, p. 4-5). In 2011, 75 % of the company clientele
came because of the engaging internet marketing and the strategy seems to hold well,
since the company is still running and producing blog posts on a monthly basis. The
case study of Emerson Salon further consolidates the argument made by Koenig and
Schlaegel (2014, 28-29) about the importance of corporate blog as an authentic, credi-
ble, interesting and relevant source of content.

Traffic

——3 Content

Figure 16: Emerson Salon social media strategy (Brouat, 2011, p. 6)

Another great example of utilizing company blog and promoting it on Twitter and
LinkedIn, while also employ additional social media listening tactics comes from
AT&T. Sander Biehn worked at AT&T in sales and has written an article about his ex-
periences with the social media campaign AT&T launched in late 2011. According to
the material, AT&T was struggling to keep its customers. Relationships had suffered for
the past 5 years and sales were low. In order to invigorate customer relationships and
grow sales, the company decided to employ a new kind of social media campaign, fo-
cusing on creating helpful and relevant content for the target companies. Biehn (2011,
2) describes how they created 10 solutions for the target companies and then started to
search “persons of interest” among the clients and industry professionals. The primary
source of content was the company blog, which was focused on customer’s business
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and their problems. The goal was to provide helpful and personal content for the target
companies so AT&T could improve the relationships and encourage engagement among
participants. This goal is line with Koenig and Schlaegel’s (2014, 27) research on cor-
porate blog acceptance, where the authors conclude that emphasizing usefulness is a key
factor in influencing the attitudes and intentions positively towards a corporate blog.
The next issue for AT&T was how to get the content moving. The company relied on
Twitter and LinkedIn in passing the information and engaging customers. With both
channels, persons of particular interest were found and Biehn and other company mem-
bers started actively interact with those people. This included re-tweets, replies, com-
ments and referrals to the company blog. When there was positive news about a target
company, the AT&T team would congratulate, while also mentioning some contacts
from AT&T. The team was highly active in engaging in any situations possible, where
some kind of exposure through being helpful and professional could be found. The re-
sults were clear. While also improving the relationships between the companies and
creating conversations online, AT&T was also being requested to bid for projects. With-
in 18 months from the start of the campaign AT&T had gained $47 million in new busi-
ness, directly linked to social media efforts (Biehn, 2011, p. 4-5).

A case study about the use of Facebook’s groups comes from Intel, the American
technology company. In an interview conducted by Stelzner (2010) Intel’s Facebook
page manager Ekaterina Walter describes how their Facebook page evolved during the
early years. According to the interview, in the very beginning Intel wasn’t paying much
attention to their social media channels. Walter tells that the initial growth was organic,
with about 3-4 % increase in fan base every month. Eventually they decided to start
answering questions and posting interesting, engaging content. This brought the month-
ly growth numbers to 10-12% (Stelzner, 2010, p. 1). The focus group was always the
tech-setters and “geeks”, but now with a more active participation, Intel was able to
engage more audience, increasing the reach of individual posts, thus resulting in more
conversion. Focusing on content that would be liked, commented and shared was the
most important goal for Intel. They concentrated on content that was appealing and re-
quested by their audience, while also trying to appear more human by sending them
holiday-wishes and asking about their interests (Stelzner, 2010, p. 3-4). Walter explains
that learning what works with their audience has been a journey of trial and error and as
she further states, there is no golden rule for what works, so companies need to figure
that out themselves. The effectiveness of relevant Facebook content is justified as Man-
gold, and Faulds (2009, 6-7) and Dijkmans et al. (2015, 8) have found in their research.
While not only creating the content the audience is looking for, Walter from Intel also
advices companies to integrate existing social media strategy with the whole company
strategy (Stelzner, 2010, p. 5). This insight is also confirmed by studies done by Kaplan
and Haenlein (2009, 7-8) and Kietzmann et al. (2011, 9).
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4.3 Interviews

An important part of this research was the interviewing of the main potential customer
segment for UWIS, with some additional requests sent to companies selling scuba div-
ing equipment and other diverse organizations related to scuba diving. The interviewees
were chosen by selecting the companies that had the highest amount of followers in the
initial industry review. Some additional channels that also had successful presence on
social media were approached for interviewing. The questionnaire consisted out of elev-
en broad questions, though because of the semi-structured foundation of the question-
naire, additional questions were asked. The reason for semi-structured approach was for
the opportunity to emphasize on matters important for UWIS and to make it possible for
interviewees to answer the questions via email, if they would rather choose it. The com-
panies were approach by email, where the purpose of the research was stated and com-
pany-respondents were asked for their preferred medium of answer, though Skype was
recommended.

The interviewees comprised out of marketing coordinators or CEO’s when dealing
with diving operators. When interviewing other companies, the range of positions fluc-
tuated from managing editor to assistant managers. The questions were divided themati-
cally in to two segments (Table 20); the first set of questions was about the company’s
current social media presence, their goals and how the company’s would estimate the
success of their social media. These questions are mainly for the purpose of providing
UWIS another source of information on how to benchmark their own effectiveness. The
insights on target companies’ social media success also provide precedents and under-
standing on how UWIS could use social media to their benefit. The second set of ques-
tions was more on the core of the whole interview. The questions regarded the target
companies’ behavior and content that would best cater to their interests. The aim of the-
se questions was to give UWIS awareness of the type of content and tonality that would
likely raise the most interest among target companies.
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Questions

Please freely describe your social media presence and goals

How do you view your company’s success on social media?

What factors do you believe have lead to this current situation?

Could you name a specific success and a specific miss in your social media behavior?

When searching for a new social media outlet to follow, what characteristics/factors do
you look for?

What type of content is most engaging for you?

What channels do you normally use to get information? (e.g. information about new
products, services, innovations)

What characteristics do you feel have negative influence on a social media channel?

What sort of content or attributes would you look for from an influencer (an account
with high followerbase), were you to follow one?

How does your company engage in conversations in scuba diving forums?

What would you say to a company taking their first steps in social media?

Table 20: Interview questions

Out of the 48 companies that were asked to participate in this research eventually 9
agreed and answered the research questions. The answers are listed in order of the ques-
tions (Table 21). Some of the answers are noticeably shortened, but the purpose of the
answers and meaning is still in place. The conducted interviews lasted around 20-30
minutes, while when interacting through email, one or two additional set of questions
were sent after the first response. Often these replying emails contained further ques-
tions on why the company viewed their social media success the way they did and why
do they follow particular social media channels, i.e. what makes the content engaging.
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Please freely describe your social media presence and goals

Use of different social media platforms as they were intended to be used and not as a
sales outlet. Staying present without us asking audience to “do” something.

Presence on Facebook, Instagram, YouTube, Twitter and Pinterest. Though every chan-
nel has a purpose, Twitter is not actively moderated and the content comes through Fa-
cebook. Focus on having a presence, sales and branding —wise, on those channels that
their customers use. Properly and regularly updated content with active sharing and
commenting fits their brand and is beneficial for sales as well. The goal is to increase
sales and increase customer loyalty.

Watch statistics and see what posts do well. Try to do more posts that do well.

Twitter, Google+, Facebook and Pinterest. Goal is to drive traffic to websites and in-
crease brand awareness. On Twitter the goal is providing news about environmental
issues and raising awareness.

Facebook, Instagram, Twitter, YouTube. Goal is to drive traffic to website, engaging,
entertaining and informative posts.

One person controls social media endeavors (Facebook). Try to be as active as possible
and not be too sales oriented.

Goal: Inspire people to go dive and travel more. Associate the brand with nice diving
locations and beautiful pictures. Selling through inspiration with beautiful content. Fa-
cebook is the strongest medium, followed by Twitter. YouTube and LinkedIn not so
much. Use Twitter to cross-promote and tend to publish more on Twitter simply be-
cause of the nature of the platform.

Mail channels, Facebook & Twitter. Goal is to raise brand awareness and drive traffic to
website.

Facebook and YouTube are the most important. Facebook is used for community reach
and communication. YouTube is used for showing information and attracting business.
Twitter account, though not much used, is only for building links and shouting out news
articles. LinkedIn is not so active. Get a lot of contact requests and occasionally read an
article. Hired people for marketing about 4 years ago. Before that, marketing was shared
among staff. Social media was the main reason for hiring.

How do you view your company’s success on social media?

The only thing that makes us unique is our personality and our voice. Our staff is one of
our strongest assets.

We think we are doing very well.

Unfortunately tends to be too sales oriented which has a negative impact on followers.
Also not always enough time or an opportunity to post content on Facebook.

Insufficient results in driving traffic to websites, better at raising awareness.

Strong analytical base in order to see what working and what’s not.

Somewhat successful. The traffic to the website from social media could be better. Still
working on finding the most engaging content.

Good international presence, but difficulties in regional markets. Is becoming apparent
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that some paid campaign must be placed in Facebook.

Strong. The ones they work on are constantly maintained. Get their branding and expo-
sure from the main channels. Social media marketing ties in with the search engine
marketing, because the traffic from social media makes traffic on their website, which
keeps the company in good rankings with searches.

What factors do you believe have lead to this current situation?

Harnessing user generated content. We encourage our visitors to share their content
with us for a chance to be featured on our pages.

Paid advertising and sponsored posts on Facebook. Original content created for the cus-
tomers enjoyment is the key. Posts daily and frequently associates with social media
influencers.

Good connections to existing clients which leads to repeating quests. Clients send pic-
tures and videos that are then shared on Facebook page.

Positive situation: Fair amount of relevant posts with great photos

Strong brand awareness. Focus on interesting, relevant created content that is presented
in an interesting way.

Negative situation: Lack of time and content.

Some of the content is successful and also the blog is very good at driving sales.

Because of the situation at hand, just posting isn’t going to be enough and some promo-
tion must be used to secure visibility.

Positive situation: Go where the clients are. Posts promote lifestyle and scuba diving,
anything about aquatic life (Animals in particular). Generally posts that get the most
engagement are the ones with aquatic life.

Could you name a specific success and a specific miss in your social media behav-
ior?

Because we do it “ourselves”, we sometimes get distracted by other tasks and at times
not as active as others.

Cooperation with social media influencer yielded a good amount of attention via
YouTube.

Twitter followers increased when started posting several times a day, including re-
tweets. Facebook followers increased with advertising.

Rapid success in Instagram with quality content and active engagement with audience.
Twitter has proved to be hard channel to successfully use, due to content focus, that is
not suitable for the fast pace of Twitter.

Success: faithful elderly customers asked for help in the attempt to get a diving record
in Guinness Book of Records. Good social media exposure. Miss: they have a property
restaurant and they sometimes post content related to the restaurant. This is not success-
ful.

YouTube-video about Maldives was a success. Promoted via social media but also with
paid marketing. They believe that videos would be highly beneficial in raising aware-
ness, but it’s harder to justify budget-wise. “Even the organic results were better than
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twenty other [average] posts” (regarding the video)

Twitter yields more success than Facebook, likely due to the content we have and the
current algorithm that shows what you have missed.

Have done a couple of high profile campaigns. GoPro launched a competition and
worked with the company. Couple of videos from that competition prize was viewed by
GoPro-followers, so that got the company some good exposure

When searching for a new social media outlet to follow, what characteris-
tics/factors do you look for?

Follows: Scubaboard, PADI, Sports Diver Magazine, DAN, Scuba Diving Mag on twit-
ter

How they are connected to us, are they potential customers, can their content be used in
any way, is there a place for cooperation.

Don't search for new social media outlets. Takes too much time.

Unique and personal content.

Do not explicitly follow. Sometimes happen to glance at something.

Official sources of information, NGO’s. Wants to be involved in the protection of the
sea and marine life. Also follows main brands like Suunto and companies they have
partnership with.

Appealing content.

PADI, Scubadiverlife and some prominent divers and thought leaders. Want to see
what’s happening in the general consensus of diving industry. He also follows some
channels outside dive industry just to see what’s working for them, for fresh input.

What type of content is most engaging for you?

Videos. The content needs to be relevant, useful, and original. Perhaps tagging us in the
post would be the best way to get attention.

Short videos and beautiful pictures. Content that is similar to ours.

Everything about diving, underwater wildlife. Also tech diving.

A good photo.

Quick, interesting content. Visual content such as short videos and GIFs.

On the point advertising and videos are the most engaging content. Partly because Fa-
cebook automatically plays videos.

Lists, articles on specific marine life.

News articles about the scuba diving industry (including business news). Underwater
pictures.

Anything that resonates with the lifestyle they are trying to promote and offer. Anything
that raises environmental awareness. Any business success stories and case studies.

What channels do you normally use to get information? (e.g. information about
new products, services, innovations)

Hootsuite, Social media today, Pinterest marketing boards.
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We follow some selected accounts on Facebook, mostly competitors.

Frankwatching.com

Feedly, on topics of diving and the marine environment.

Twitter and Email. Usually I know what I’m looking for, so I go straight for the original
source.

The previously mentioned NGO’s. Also read the websites of diving magazines and
blogs. Visit events and happenings in order to get to know the people they work with.

Twitter, industry magazines and dive shows.

Reads reviews from Google, Amazon, Trip advisor. They also look at forums and Face-
book groups to see what the community feels. More likely to invest or purchase if it
came down to word-of-mouth or it came down to social media internet recommenda-
tion, And from these two, word-of-mouth is the strongest.

What characteristics do you feel have negative influence on a social media chan-
nel?

Any sales pitch.

Only resting on shared content and incorrect spelling.

Content that is just self-promoting.

Brands associating themselves with trends, events, holidays, etc. seen as cheesy or out
of touch.

Pushing the same content. Pushing content that does not fit with the group’s purpose.

They feel a channel should be a role model of sorts. Therefore nothing that violates their
standards is approved e.g. abusing marine life and so forth.

Too much irrelevant information.

Not a particular feature, but rather the audience. Some people are quick with their con-
clusions and statements and ideas sometimes go unchecked.

What sort of content or attributes would you look for from an influencer (an indi-
vidual with high followerbase), were you to follow one?

One that follows the same idea and approach that we have to social media.

Look for content that we would like to have ourselves. Content that is in line with com-
pany strategy

Interesting posts, not too much advertising. Someone with whom had some interaction,
e.g. they've commented on or shared one of our posts.

Interesting perspective, sense of humor and personal touch

They want to follow a role model. Show respect and care about the ocean. Interesting
and new content is highly appreciated.
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Don’t like selling on social media channels. Giving information is good, but trying to
convince to buy is off-putting.

See their thoughts, equipment, technology, opinions. Follow marketers like Seth Godin
or entrepreneurs for some outside ideas. Influencers within the dive industry like PADI
just to keep up to date with the diving industry.

How does your company engage in conversations in scuba diving forums?

Not much.

Not at all.

At the moment no, not enough time.

We don't.

We typically don’t.

Sometimes. When there’s time they give advices, but it’s pretty seldom.

Yes. The company tries to position itself as a helpdesk in scuba forums. Uses mostly
scubaboard.com

We don’t. They used to be valuable source of information, but that is no longer the case.

Tries to. The amount of possible channels has gone up, so forums are dwindling. Face-
book groups offer somewhat similar experience. Uses Facebook groups for bringing
awareness about the company and where they work. Also gives people advices or guid-
ance.

Advices

Interaction is the key. Also be aware what kind of content is appropriate for specific
channel. Use Facebook groups to differentiate followers/fans/enthusiasts.

Decide on the brand image, how you want to be portrayed and stick with it. Find your
audience and budget some money for social media ads. Don’t buy followers that are not
right ones for you. Pick the people who are interested in your product.

Prioritize content and brand value. Do what you do best, Don’t copy others, but create
your own personal content.

Don’t push your product too much but be interesting and relevant by sharing pics and
videos. Try to share what you would like to see on your timeline. What would you as a
person find interesting and worthy of sharing. Start slow with only few channels. Think
about whether you need the channel or not. Do it properly. Don’t think that social media
is free and you can just start posting and people would follow you. Instead make a plan
and put a budget behind it and do it properly.

Don’t spread yourself on multiple channels, identify your customers and stick to those
channels. And don’t just be reactive in terms of responses to clients. Don’t just wait for
the negative review to say something. Recognize good stuff and respond to people. That
is going to help when those negative issues come up.

Interaction is the key. Also be aware what kind of content is appropriate for specific
channel. Use Facebook groups to differentiate followers/fans/enthusiasts.
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Decide on the brand image, how you want to be portrayed and stick with it. Find your
audience and budget some money for social media ads. Don’t buy followers that are not
right ones for you. Pick the people who are interested in your product.

Table 21: Interview answers arranged by question

According to these answers, if UWIS wants to reach potential customers via social
media, the most opportune channels would include Facebook and Twitter. Other major
channels like Instagram, YouTube and LinkedIn also have some merit as a means of
driving potential customers to website, but the reach with these channels seems to be
significantly lower. UWIS should also note, that in order to regain and keep a good
amount of engagement with users, social media is very time consuming. Many of the
companies stated that they don’t have enough time to fully exploit social media, and
because of this, set goals are not entirely accomplished. While every company enjoys
relative successful social media presence, the few companies that have a strong strategy
and clear goals would indeed seem to yield better results. Those that focus on creating
content for the audience while excluding sales posts for the most part, are most effective
and engaging overall. This is in line with the statements collected in the non-academic
literature, where practically every source emphasized companies to concentrate on
providing entertaining and relevant information to the audience, thus keeping the sales-
pitching to a minimum.

The companies were very congruent in their opinions about attractive content. Mere-
ly sharing other people’s thoughts and distributing news is not enough to evoke a desire
to follow an account. Neither does information that is not relevant or in par with the
industry ideals, that being for example environmental issues. Almost all the interview-
ees explicitly mentioned that posting sales related content is not interesting and they
would not follow or engage with an account that behaves in this manner. Content and
presence that was perceived positively was original, personal content that is helpful,
insightful and informative. Referencing to other accounts and engaging with others in a
way that accentuates the other companies rather than self was considered a positive way
to attract attention and promote good relationships between companies. The advices the
companies were giving on social media behavior also tie in with the content they them-
selves wish to look at. This would further promote the assumption of focusing the con-
tent in a way that caters to the audiences needs and is interesting to them. Considering
this information, UWIS needs to find the time and other resources to create content that
is interesting in both form and content.

Interviews were mainly used to help UWIS center their attention and social media
activities to suit the requirements of the target audience. Interviews were also used to
verify the learning provided by academic and non-academic literature and the bench-
marks of successful diving organizations in their activities online. In both respects the
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interview was a success. Analysis of the social media activities performed by other ma-
jor diving related channels contributed very similar insights of that of the interview.
Environmental, marine and lifestyle topics with vivid and relevant content were seen as
profoundly engaging and the way of interacting with the diving community encourages
honesty, personality and positivity. The interviewees also disregarded channels that
would use marketing messages excessively as well as content that would not provide
anything unique or personal. When examining the posts successful diving organizations
publish, many of these aspects are in use. This also lines well with literature, as Kaplan
and Haenlein (2009, 8), Hanna et al. (2011, 8) Kietzmann et al. (2011, 9) and Dijkmans
et al. (2015, 8-9) all emphasize the importance of creating content that resonates with
the target audience and promotes engagement.
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3) RESULTS

51 Forming the social media plan

The aim of this research is to provide UWIS with a social media marketing plan with an
emphasis on raising product awareness and driving traffic to their website. When re-
garding the aim to design theory, the social media plan is the artifact being produced.
The artifact should address the issues of whom to engage with, what channels to use and
what are the most effective ways to engage on social media. While finding the solutions
for these problems, the artifact also has to contain the knowledge and tools to effective-
ly measure the social media presence and actions that UWIS is performing. Therefore,
the proposed social media strategy is constructed out of three parts, including infor-
mation on how to construct, curate and analyze social media efforts (Figure 17). The
structure of the plan is largely designed with the material supplied by companies provid-
ing social media utilization services. Authors like Lee (2015) LePage (2016), Daoud
(2016) and Sailer (2016) offer templates and guidelines to create a social media plan
that incorporates the strategy, audience, industry overview, goals and additional re-
sources to reduce uncertainty of starting social media engagement and having clear vi-
sion and purpose on the objectives of engaging in social media. These presented guide-
lines are combined to create a plan suitable for UWIS as a startup company targeting a
specific industry with a distinguishable product. The most important feature of the plan
is the strategy, which contains the information regarding the overall guidelines for so-
cial media conduct. Within the context of strategy, three different levels are identified.
The primary strategy holds the general objectives of UWIS on what they wish to
achieve, who are they targeting and what kind of content is UWIS going to use to
achieve the objectives. The level of detail is then further discussed in channel strategy,
where individual channel responsibilities are assigned and future objectives introduced.
Channel content strategy takes the most concrete look, depicting the type, tone and
amount of content that is being posted through each channel. The purpose of three lev-
eled strategy is to clearly define the responsibilities and purpose of each channel while
giving conceptual idea on what content is being posted on those channels.
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Strategy

Actions Instructions

Social media listening Primary strategy Build instructions

Schedule

Tools

[ Channel Strategy ]
Goals & benchmarks [ ]

Channel content strategy

Analysis Post examples

[ ]
[ Timeframe ]
[ ]
[ ]

Figure 17: Social media marketing plan for UWIS

The actions hold the actual guidelines and instructions on how to and what is UWIS
supposed to do. Social media listening —section includes the accounts and groups that
UWIS needs to monitor and the keywords to search for in order to find the conversa-
tions to engage in and to have a better understanding of the general discussion inside the
industry. Timeframe consists of monthly views on what content and how much should
be posted on every available channel and at what time. The purpose of timeframe is to
help in the creation of monthly schedule, where posts and topics are planned ahead and
also to help evaluate the current strategy and whether future social media actions require
adjusting, to better suit the company needs. Goals and benchmarks include the monthly
estimates of how many followers, how many actions, impressions and other important
metrics UWIS is trying to achieve. The metrics are first evaluated from the growth of
companies in a similar position and the numbers are then estimated with the help of
control examples and own results. Analysis forms the basis for future improvements in
the strategy and content. The metrics and factors measured in the analysis portion are
largely from the works of Hoffman and Fodor (2010, 6) and Peters et al (2013, 6-9).
The framework work monitoring social media performance incorporates the hard value
and traditional, but important numbers presented by Hoffmann and Fodor (2010), while
Peters et al. (2013) accompany the framework with softer values, those of which are
harder to measure, but still may prove important when weighing the effects and en-
gagement of social media interactions.

Instructions gather some guidelines and information that is not crucial for in a sense
of the whole strategy, but are good to know and provide valuable material to aid UWIS
in their efforts. Build instructions hold a very simple checklist for each channel, so
when UWIS is ready to start utilizing the strategy, they can make sure that all infor-
mation and appearance of the channels are in order. As the non-academic literature
implies, poor presentation does not encourage users to follow (DeMers, 2015, p. 1-2,
Schiff, 2013, p. 4, Fontein, 2016, p. 7-8). Schedule presents UWIS with an example of
how to organize and plan the posts well ahead of time. This allows for a more coherent
structuring of what content to posts, since the data is in one place. The schedule also
allows UWIS to swiftly glance what posts and content has been recently posted and if
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there’s an opening for certain type of content or for certain channel. Schedule is also a
good place to indicate whether some posts have performed well or very poorly (Olsy,
2014, p. 2-5). The third section of instructions presents a list of helpful and very neces-
sary online tools. The list mostly comprises out of free or partly free applications and
services that make social media listening, managing all the social media channels and
posting much less time consuming. Unfortunately, because of the frantic nature of the
business, some tools may be closed within a year and some new services have probably
come up, thus searching for new social media tools is a worthy task to perform occa-
sionally. Post examples give UWIS some frame of reference on what content is liked
within the social media space for divers. UWIS can study the examples and use them as
a base on how to formulate the appearance and the written content of the posts, though
they should remember that according to the reviews, academic and non-academic litera-
ture, own and personal content is preferred by users online.

5.2  Social media plan evaluation

While according the methods of design science research presented by Hevner et al.
(2004), this study evaluates the social media plan by comparing it to the existing litera-
ture from both academic and non-academic sources, studying the distinctive features of
the diving industry and the people involved in it and lastly, consulting with UWIS on
their resources and capabilities to utilize proposed plan. The most important aspects of
the plan, like structure, strategy and social media listening aspects are derived from the
literature. This framework is designed to incorporate all important aspects of the social
media undertaking performed by UWIS, so changes to structure are supposed to be min-
imal. The content however, is expected to be rigorously examined and modified not
only in this building phase but long before it also. The first iteration of the plan consist-
ed material concerning social media listening. As UWIS was and still is in early steps of
its product development and resources are limited, engagement originated from content
published in their own channels was not a viable option. Therefore, to gain better under-
standing of the industry and the actors involved in it, UWIS was to utilize the methods
of listening to social media conversations and locating influencers, topics and points of
interests for further use. The social media listening plan was evaluated and improved to
match the resources and probable customers that UWIS would want to target.

The second iteration included all of the rest of three-structured plan. The strategy and
targeted audience were the most important aspects to evaluate from UWIS’s angle. Ad-
ditional modifications were made by comparing the insights collected from the market-
ing study that UWIS was also performing. Targeted audience was focused to target
slightly older users, a fact also noted on the intended content strategy. Channels strategy
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was also evaluated thoroughly with giving more emphasis on company blog and web-
site. As a technology company with knowledge and resources focused on a niche tech-
nology, UWIS wants to position itself as a professional brand that offers innovation and
safety. This second iteration evaluation also included examining some of the tools col-
lected to help UWIS. From the lists of potential tools a small collection of most useful
applications was selected. Because the resources for UWIS are limited, it was seen as a
benefit to focus on the most effective tools, so the possibility of wasted time would be
minimized.

The third and final round of iteration was performed with the help of marketing
agency. The goal was to unify the efforts of traditional marketing with social media
efforts as highly recommended in literature. The whole social media plan was evaluated
keeping in mind the possible changes that would be made UWIS’s website and the
brand as a whole. The strategy was examined from the top down to match the message
other online and offline content would transmit. A particular emphasis was on how the
roles of different social media channels would emphasize the UWIS’s core media, their
website. The goals were also established during this third evaluation round. Building a
powerful brand was seen as one of the most important aspects of social media objec-
tives, while also placing extensive significance to content valence and customer service.
With these additions the social media plan was ready to be presented to UWIS, with the
very important side note, that the plan should be revisited and developed on a regular
basis in order to fully exploit the characteristics of social media.
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6 DISCUSSION

6.1 Key findings

The goal of this study was to construct an effective social media marketing plan for
UWIS Oy This included considering the different aspects that constitute social media,
the interactions between companies and users and the efficient ways to utilize the rela-
tion between these two. The study achieved this through data collected from social me-
dia channels related to diving, social media literature and studies about utilizing social
media in a business environment. The attention is then centered to focus on what kind
of content and behavior is seen in a positive way in the diving industry and what factors
influence users and other companies to become a fan or a follower to a certain account.
Interviews and examining the successful organizations within diving industry was the
primary source for information on the domain, tone and subject of effective content.
The presented social media strategy was constructed by combining the collected infor-
mation and guidance, while keeping in mind the goals and objectives of UWIS. A few
interesting suggestions can be argued based on the collected material.

Firstly, the academic literature still seems to hold very well when comparing it
against the current non-academic literature and some of the successful case studies.
Many articles examined in this study examined the building blocks and effective utiliza-
tion of social media. Whether analyzing individual channels or social media behavior as
a whole, the suggestions and advices given in the academic literature are still worth ap-
plying. Kelleher and Miller (2006, 16) encourage companies to use conversational and
personal voice when engaging in social media. The same personal voice is advocated by
Schiff (2013, 2), McVicker (2016, 5) and Dam (2016, 5-6). Applying this conversation-
al and personal behavior will help companies to achieve better brand recognition and
presence over social media channels. This in turn, increases the attachment of the social
media users who see the company posts as stated by Sinha (2011, 13) and Hutter et al.
(2013, 8). These perceptions are also agreed by Dam (2016, 5-6) and McVicker (2016,
5) from non-academic literature. Kietzmann et al. (2011, 9-10) present insight on how
to engage in conversations on social media and how a company should prepare for such
engagements. Understanding the channels a company works is surprisingly poorly em-
phasized aspect given from the non-academic literature, but other attributes of basic
channel constructing and engagement knowledge is shared by the e.g. Mineo (2015, 3-
4) and Radice (2015, 1-10). On building and managing social media channels, the aca-
demic literature offer rather straightforward tips channels with very similar content
compared to the authors working for social media service companies. For example, the
thoughts shared by Schiff (2013, 4-5), Olsy (2014, 1-2), Agrawal (2016, 1-2) and Sykes
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(2016, 2-3) are exactly what Hanna et al. (2011, 7-8) and Kietzmann et al. (2011, 9)
have studied about integrating social media into the company’s whole marketing strate-
gy. Mangold and Faulds (2009, 6-9) and Kaplan and Haenleins (2010, 8-9) advices on
how to be social are also shared with DeMers (2015, 2-5), Dam (2016, 4-7) and Fontein
(2016, 3-4). Both parties encourage companies to strive to be personal, while also being
active and interesting. Even though existing social media services change and evolve in
a swift pace and new services are emerge from time to time, the academic groundwork
on social media knowledge is still very accurate. Companies being held back by the
perceived disadvantages of social media would do well to read some of the existing lit-
erature work examining these areas.

Second finding relates to the content dive organizations in social media would like to
experience. According to the interviews, diving organizations would most likely enjoy
relevant, useful and personal content. While this is hardly revealing information, the
organizations further explained what content usually gets their attention in social media.
Almost every interviewee feels that videos and pictures depicting diving, marine life or
underwater lifestyle are most interesting for them. When moving into more detailed
topics, environmental awareness and marine life tend to have the highest probability of
drawing ones attention. Based on their answers, content that is similar to theirs is usual-
ly perceived in a positive attitude and informative posts, like news and articles about the
industry are pleasantly received. Every respondent emphasizes the importance of visual
aids, like pictures, videos and GIFs (low-resolution video clips). These visual aids help
in stopping the social media users to take a second and look at a particular post. Capti-
vating headline and short, engaging message also aid in catching the viewers attention.
Statistics show that posts with image get 18% more clicks in Twitter than those with no
image, while the chances of a tweet being retweeted increases 150% if the tweet includ-
ed an image (York, 2017, p. 8). In LinkedIn an increase of 98% to engagement rate,
when a posts has images (Lister, 2017, p. 5). On Facebook alone, posts with images get
179% more interaction when compared to the average. Also, posts that end on a ques-
tion receive a whopping 162% more interaction than an average post (Lowe, 2016, p. 2).
The statistics show that working to create a compelling post on the outset and through-
out is a serious task, but will more likely result in a much positive manner. As the inter-
viewees stated, original and interesting content are likely to get their attention and creat-
ing an appealing post is a crucial part in that.

The interview also contained the opposite question to most interesting content. Ac-
cording to the diving organizations irrelevant, repeated and self-promoting content are
the most unpleasant types of posts. Majority of the interviewees listed these three things
as highly repelling, while some also added that only relying on shared content or show-
ing content that is not accepted in the diving communities, like abusing marine life, re-
sults in avoidance. Going against well established social behavior, like interfering with
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underwater life is easy to understand as a topic not to joke about, but the most harmful
acts seems to be the ones companies could easily and without better knowing, do. As
some of the material examined in this study also highlights, being active and participat-
ing often is a virtue that every company should strive towards (Kaplan & Haenlein,
2010, Sashi, 2011, Nobel et al. 2012, The wishpond blog, 2014 and Sykes, 2016). This
can create a situation where content is being pushed into the channels just for the sake
of getting posts. This content may be seen as irrelevant, uninteresting and ultimately the
whole channel could be seen as undesirable to follow. Simply pushing marketing con-
tent is also perceived as a harmful for a channel, since the promotional material can be
regarded as too pushy, uninteresting or contradictory to the nature and purpose of social
media. This assumption that too much irrelevant content can be harmful for the channel
was also suggested by Hutter et al. (2013, 7) in their study about social media interac-
tions in regards to user engagement. Statistics also support this claim. According to a
research from Sproutsocial.com, 46% of users will unfollow a brand for posting too
many promotional messages on social media (York, 2017, p. 10). A more correct way
of approaching content creation would likely be Dam’s (2016, 2) suggestion, where she
encourages companies to focus on quality first and quantity second. This mantra can be
seen for example in the postings of Suunto, the Finnish dive gear manufacturer or Body
Glove, the water sporting goods manufacturer from United States. These companies,
although publishing regularly, often have a significantly longer downtime between the
posts when compared to similar corporations like Cressi or Scubapro. Even though the
publish rate varies, the content is interesting and relevant enough to keep all the above
mentioned companies on top of social media rankings among diving goods manufactur-
ers. When comparing the two findings, we can clearly see that, while the additional in-
formation and examination of the industry UWIS operates in is certainly necessary and
beneficial. Divers as a whole seem to be a group very similar to any other. The abstract
guidelines presented in the literature would most likely form a good social media strate-
gy even without deep existing knowledge of the industry. This is not to say that industry
analysis is without reason. What we attain from additional information is important ver-
ification of the content perceived interesting by the target audience and additional social
media behavior information that allows UWIS to focus their marketing efforts more
effectively.

6.2 Implications for research

The correlation between academic and non-academic literature appears to be very
strong. Even though social media platforms change rather frequently and new hugely
popular platforms emerge occasionally, the implications presented by the academic ma-



83

terial is visibly seen in the actions of successful social media channels and in the advice
given by the social media experts of their fields. Behavior and interaction on social me-
dia channels are well researched and for a good reason. The main purpose of social me-
dia as platforms is to allow people to share and contribute their thoughts to a larger au-
dience and this is where companies can also utilize the power of social media. Analyz-
ing different social media platforms on how they emphasize certain aspects of content
creation or interaction is also well scrutinized so companies can more easily identify the
key focal points of different social media platforms and exploit them accordingly. How-
ever, there seems to be a considerable lack of material concerning social media strategy
formation or guidelines for creating a social media presence on a particular channel
cannot be found. Non-academic literature concerning this topic is plentiful, but for some
reason no frameworks or studies about strategy building or plan creation exists. Even
though platform like Facebook and Twitter alter their functionalities or add new features
the research shows that the core principles of social media studies still reign true. There-
fore examinations focusing more on practical approaches when utilizing social media
would be needed. For example, the social media plan constructed in this study takes
most of its influence from non-academic sources, where information is much more
abundant.

The reasons for social media users to prefer some company content above other are
very interesting. Content of choice for the selected diving organization would be that
which is interesting, informative and personal. Respondents were looking for a new
angle or a fresh look on current matter. The tone or way of conveying the message was
not so much an issue as the importance of being distinguishable from the rest of the ac-
tors and having regular and consistent content. Furthermore, According to the interview,
promotional material, irrelevant information and flooding the channel with subpar con-
tent were seen as an exceptionally negative concern among the interviewees. Relying
too heavily on content made by others gave some of the respondents the feeling of a
channel not having a personal voice or any thoughts of their own. These findings indi-
cate that the field of industry is a very important aspect in assessing possible preferred
content. This is not surprising, but what is interesting is that there could be a level of
shared interests among potential customers no matter the industry they deal in. The in-
terviewees stated they enjoyed high quality content that in relevant and has a personal
touch. These qualities can be moved to whatever situation available. Therefore, re-
searching the similarities between multiple social media users from many different in-
dustries could yield advantageous information for companies to capitalize on.
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6.3 Implications for practice

As this study has shown, academic literature concerning social media marketing for
companies is still valid and usable for companies. After reviewing a number of non-
academic materials it is recommended for companies to introduce themselves to at least
a few of the most crucial studies on social media. Even though non-academic findings
are well worth reading, a more profound understanding is within reach for companies
that take a closer look at the works of e.g. Mangold & Faulds (2009) and Kaplan &
Haenlein (2010, 2011). They offer a more in-depth look at the possible reasons behind
the expected behavior or outcome. When a company understands the reasons behind
why some posts work they way they do or what interaction is usually perceived in a
positive way, this knowledge can be improved and developed into new innovative
methods of conducting social media marketing. Kaplan and Haenlein (2011) also re-
mind companies that while marketing on social media can give a sense of extensive
reach, spreading marketing content too broadly may be an error. When reaching for an
effective message with viral potential, it is often more beneficial to focus on creating an
interesting message and distribute it to many disconnected subcultures, thus increasing
the probability of the message traveling more effectively to a broader audience (Kaplan
& Haenlein, 2011, p. 5). Studies conducted by e.g. DeVries, Gensler and Leeflang
(2012, 7) on the relation of post content to user performed actions offer good insight on
how forming a post of including different types of content results in a relatively ex-
pected behavior from users. Equally important to the construction of the message is its
nature. Shamma and Hassan (2009) and Schivinski et al. (2016) have studied the effects
of company material and user generated material in relation to brand awareness and
value. The authors concluded on an important issue regarding the objectives a company
is focusing on and how they should plan to achieve it. It would appear that raising prod-
uct awareness can be effectively achieved with company generated content, while
commitment with users is better accomplished with the help of user generated content
and by interacting with users (Shamma & Hassan, 2009, p. 9 and Schivinski et al., 2016,
p. 15-16). In B2B context, however, not just being active on pre-existing social media
channels is enough; therefore many companies have decided to create a company blog.

Brennan and Croft (2012) and Koenig and Schlaegel (2014) have studied some the posi-
tive characteristics a corporate blog should posses. While being an excellent medium to
maintain relationships and increase brand awareness, blogs allow two-way communica-
tion between the company and the customers (Brennan & Croft 2012, p. 18). Koenig
and Schlaegel (2014, 27) additionally concur that enjoyment acts as an important part of
the adoption process (Koenig & Schlaegel, 2014, p. 27). Therefore, while UWIS might
want to keep a certain level of professionalism in their blog, they must not do it in the
expense of perceived enjoyment. The case studies on AT&T and Emerson Salon also
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emphasize the potential blogs can have as tools for raising awareness, sales and en-
gagement towards the company. For UWIS the blog should be a medium of directly
targeting their B2B audience, underlining the content they appreciate. There are distinct
benefits for also looking into lighter literature on the subject. The lists and advices that
many of the social media —focused sites offer are helpful and sometimes propose solu-
tions that are very detailed and channel-specific. Case studies on other subjects are also
invaluable, like how Intel has gradually raised their followers on Facebook by creating
interesting and relevant content not just for tech enthusiasts (Stelzner, 2010, p. 2-4).
Also, for some of the most recent social media platforms like Pinterest and Snapchat,
the academic literature is understandably limited. Thus, making preparations for engag-
ing in a new social channel might only be possible through non-academic literature.

The findings concerning diving organizations fondness for specific content offer
some interesting implications. Understandably these organizations are interested in
news and articles regarding their field of industry. Therefore the content being posted
must be relevant for the targeted audience. The posts should also offer some insights
and a personal touch besides being relevant and interesting. These three aspects of
formed the core of an interesting posts at least for the interviewees. In diving context
this meant that interviewees enjoyed pictures and videos concerning marine life, scuba
diving and content regarding environmental issues. On the other hand, the interviewees
shunned away from channels with abundance of marketing messages and posts that of-
fered little or no information or enjoyment. These findings can also be seen from the
posts presented in this study (more examples included in the plan). Marine life, particu-
larly images of sharks, dolphins or whales attract attention with almost certain probabil-
ity. Also images with beautiful lighting effects or “serenity” are likely to be more en-
gaging. Lastly, there appears to be clear advantage in including images of beautiful
people in light clothing in an already interesting post. From what the literature and ex-
amples of successful posts can teach about forming good posts, is that the message
needs to be short and to the point, some personality should be shown to the audience
and there should be a meaning in the posts that the reader can identify. Though, that is
not to say, that the meaning needs to be the same for the company and the user. When
talking strictly from company perspective, being active, consistent and insightful are
some of the most important aspects to incorporate in social media endeavors. For UWIS
the findings indicate that they should focus on interesting, relevant, beautiful and in-
formative content. As they are a technology driven company, the content needs to sup-
port this and offer those, who are interested in their product a chance to get a closer look
at their operations. For all companies, forming a post that is appealing to look at, in-
formative and short, offers a route for more information, if necessary and provides op-
portunity to engage are crucial in making a good post.
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6.4 Limitations and future research

Because of the initial broad intake of information about social media and its ad-
vantages for companies, this study introduces multiple reasons and concrete examples
on why companies should engage in social media. Even though the final focus was
strictly on diving industry and B2B relationships, the insights and methods presented in
the research background and in the actual examples gathered from different social me-
dia channels offer a good starting point for every company to increase their knowledge
of social media marketing and how a company should behave on social media. The in-
terviews conducted for this research also strengthen the foundation of prior literature,
since the answers are to a high degree in line with academic literature. Reviewing the
differences presented in academic works like Kaplan and Haenlein (2009) and
Kietzmann et al. (2011) to the recent non-academic literature provided by companies
offering social media services present very much the similar information. Companies
like Hootsuite.com, CoSchedule.com and leadtoconversion.com display the information
in a more detailed and perhaps concrete form, but the underlining issues affecting the
reasons are the same. Understanding the core principles in social media channels, in-
cluding basic knowledge about user behavior forms a good basis for engagement in so-
cial media. This study introduces those core concepts and whatever the industry a com-
pany is involved in, the knowledge is applicable.

However, some problems and insufficiencies occur. The interviewing of operators
and organizations in the scuba diving industry was concluded with not enough recipi-
ents to achieve credible long-term results. While the answers of the nine companies that
took part gave additional insights on how should UWIS coordinate their social media
efforts, the amount of feedback is too low for a comprehensive conclusion on the mat-
ter. Unfortunately, there was also not enough time to collect data from neither the initial
social media strategy nor the complete social media strategy. The first revolution of the
designed artifact, which focused solely on social media listening, was presented too late
and UWIS was extremely occupied with organizational business. Thus, the start of the
social media listening process was delayed by some time and developments in this mat-
ter could not be thoroughly examined. The initial purpose was to improve the overall
social media strategy with the information given by initial social media listening efforts.
Due to lack of time the evaluation of both the artifacts in its states, the social media lis-
tening strategy and the final form of social media strategy received too little time to
fully be analyzed. Therefore, their insights could not be taken into consideration when
performing iterative enhancements on the final strategy.

For future use, the findings presented in this study should be better researched.
Whatever may the industry be, the interview needs more recipients to provide decisive
information on how to engage the target users on social media. Another interesting topic
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for future studies would be the actual gained benefits of applying the strategy presented
in this study. Analyzing the efforts UWIS have performed after the start of using the
strategy for a lengthy time would provide valuable information for companies analyzing
their presence in social media. What has worked and what has not worked for UWIS
and the reasons behind the results. Also, if the strategy is missing some key-elements
that should be included or something that only impedes focus from the more important
aspects. Studying the long term effects of UWIS’s social media endeavors would no
doubt be beneficial for the field of social media marketing.
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7 CONCLUSION

Social media can be a highly effective instrument of cutting business costs, raising
brand awareness and engaging customers. While benefits are quite obvious, companies
are still doubtful about the actual gains presented they feel they could get. This study
examines the use of social media as a tool for companies to use to achieve numerous
benefits, including but not limited to the ones mention above. The study collects aca-
demic and non-academic material concerning social media marketing with the final ob-
jective of creating a social media marketing plan for UWIS Qy, a Finnish startup devel-
oping an innovative underwater navigation system for the diving community. While the
goal was to create a social media plan for UWIS, the material and insights that lead to
that said plan are the most important parts of this study. From literature we learn that
understanding the strengths and functions of a particular social media channel is crucial
for companies. Different channels are meant for different kinds of interactions and
knowing what message and what type of content to publish on a specific channel is very
important. The literature also highlights some of the techniques a company can utilize
when engaging with their users. Being personal, active and catering to the interests of
the audience dramatically increases the company channels attraction. Concentrating on
creating content that inspires engagement from the users is a great way of committing
these users to your channels. Creating interaction further facilitates the creation of user
generated content, which in turn is a great way to decrease service costs, nurture brand
loyalty, increase the trustworthiness of the channel and raise the likelihood of generat-
ing brand advocates. Additional emphasis was also given to the ability to monitor and
review the executed social media efforts. A separate framework was created in order to
analyze UWIS’s performance and improve the functions that are not performing well.
The literature formed a basis for a more detailed look on social media in a diving
context. Analyzing the actors and examining the behavior of probable clients offered a
chance to compare literature findings with the content creation methods used by other
diving companies. Interviewing some of the potential clients also provided good in-
sights on what content is perceived positively and what is not. The cross-examination
found that scientific literature is still well usable by companies to form a basic frame-
work for social media engagement. Interviews and analysis of other actors proved that
marine life, environmental issues and accentuating scuba diving as a great way of life
were among the most attractive subjects for divers. Same examination also determined
that some of the worst content relates to excessive use of marketing messages and
providing uninteresting and irrelevant content. By combining the learning from the lit-
erature with the pragmatic details of the industry, the social media marketing plan was
constructed. Lastly, this study reviewed the creation process of said plan by contrasting
it against the resources and goals set by UWIS and what other marketing channels they



89

intend to use and emphasize. The final product formed a framework for UWIS to use as
a baseline for future operations. As with any strategy, this one also needs to be revised
regularly, but it compiles the most important aspects of social media engagement in an

accessible way.
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