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ABSTRACT
The problem addressed in this study is that then@gof the social media phenomena
created a research gap in terms of understandwgcbmpanies exploit various social
media platforms for marketing purposes and meabereffectiveness of their social
media marketing campaigns. Thus, there is a neeiddreased understanding of the
effectiveness of social media marketing technigqu&scial media marketinig defined as
theblending of sociology and technology as a meamhamge marketing efforts from a
monologue to a dialogue. The purpose of this stuay to determine, based on research
participants’ perceptions, the reasons that selggtnizations use social media
marketing, the different social media marketingt&gies that companies utilized, and
the perceived effect of social media marketingerenue generation. In particular, the
research questions concerned whether social meatieeting had its own specific social
metrics, and the study investigated the evolutiosogial media marketing and the
benefits that social media brings to traditionatke&@ing approaches. The overall
research design employed semi-structured, in-dapdividual interviews with seven
executives in regard to their use of social medsaketing and its role as part of an
integrated marketing approach. Commonalities énittterview data were color coded
and analyzed, and field notes, verbatim transomgti and member checks were used to
triangulate the data. The results of the studyegsrd three specific categories:
engagement with customers, the essence of socéibrpeesence, and communication by
choice. Knowledge in each of these categoriesigesvcompanies with a deeper
understanding of the social consumer and enhaheegtue of social media marketing

in terms of competitiveness. Specifically, basedoch knowledge, companies have a



Xi

greater ability to target qualified leads as wslt@improve the conversion rate of those
leads. Finally, they have a means to determinethew social media marketing efforts

contributed to the overall revenue generated.



Chapter 1: Introduction
Background of the Problem

The emergence of the digital age and, in partictie Internet, has transformed
the way that consumers research, discover, shtasp, and connect. Further, the Internet
has paved the way for the emergence of a new tderairketing: social media marketing
(SMM). As described by Solis (2007), social madithe “fusion of sociology and
technology, transforming monologue (one to manig dhalogue (many to many)” (para.
6). Many companies use SMM to connect with congamEor example, to build
relationships with its customers, Target uses abooation of Pinterest (photo-sharing
application), Twitter (microblogging applicatior@nd YouTube (video-sharing
application) to announce events such as exclusiles ®r limited promotions and to
visually share content such as fashion tips.

Reyneke, Pitt, and Berthon (2011) stated thatabooedia has revolutionized both
the manner that companies interact with consunretgtee way of transacting business.
In the past, traditional marketing methods (primd @&adio ads, billboards, and direct
mail), which can be best described as unidirectitorens of advertising techniques,
were not always welcome by consumers. In thiseedntnidirectional refers to
advertising that is originated by a company andaled to the consumer. Ghimire
(2008) noted that, due to their unidimensionatitgditional marketing methods have
become irrelevant. For example, while a person welads the printed version of the
Financial Timescannot customize the newspaper to his or her ishaf needs, the
online version (and mobile application) of th@ancial Timedet users categorize the

news content according to their personal prefen@orrespondingly, Internet-based



organizations such as eBay and Amazon present gmrswvith interactive purchasing
options such as multiple-point price comparisomsgr«contributed products ratings and
feedback, and recommendations for related prodbatdraditionally were unheard of
(Willcocks & Plant, 2001).

Social media’s velocity has forced organizationset@valuate the way that they
make marketing decisions. In the face of sucmareasingly connected marketplace, it
is important to illustrate how companies shift thearketing strategies to remain
competitive in this global market. First, it isefigl to provide a discussion of social
media.

Social media are not new, as other media havaged\the public with a means
of social networking. Telephones, for example,sr@al media that born out of the need
for people to connect with one another. Other méut developed after the (land-line)
telephone included cellular phones and the InterAéthough the Internet has existed
since the 1960s, it was not until the early 199@¢ it became available to some
segments of the public, including the government@arademia. Within about five years,
millions of people were afforded the opportunityetqerience the Internet at home
through Internet service providers (ISPs), whicls waveloped throughout the U.S. in
1995. It was through ISPs that people could,Herfirst time, send a message to friends
via a novel technology callestmail (hnowemail and join various discussion forums
attended by thousands of other members. Thosenfogained massive interest and
paved the way for the interactions that we seeytoda

By the mid-1990s, vendors competed to get persmraputers (PCs) into every

household, and, by 1995, social networking was bdime first social networking site



(SNS) was SixDegrees (Boyd & Ellison, 2007). Sigixes was one of the first websites
that not only allowed people to create online pesfiut also to list their friends and view
their friends’ lists. Although the features promemthrough SixDegrees had previously
existed under some form, it was SixDegrees thatooaa personal profiles, friends, and
friends’ lists within one platform. Although SixDeees attracted millions of users, it
closed in 2000 because it failed to become findiycsastainable.

Soon after, in 2002, Friendster, which supportaaous tools that helped users to
create personal profiles as well as search forcandect with friends, emerged in the
social networking scene. Although Friendster'ssi$®ase accounted for over 300,000
individuals through word of mouth alone (O’Shea)2)) it collapsed, partially as a result
of the many technical difficulties that users enmteved (Boyd, 2006). Friendster
ultimately turned into “one of the biggest disappoients in the Internet history”
(Chafkin, 2007, p. 1). The subsequent surge of SKN&% 2003 to the present, withessed
the rise of LinkedIn, Facebook, and Twitter. Thiana short span of time, the Internet
became one of the major avenues of social media gaaverful tool for marketing. The

launch dates of the major SNSs were presentedyurdé-il.
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Figure 1. Popular social media platforms launch dates.r&ouwBoyd and Ellison
(2007).

Companies that utilize online marketing use onmoiltiple platforms such as
Facebook, Twitter, YouTube, Pinterest, LinkedImds, and websites as avenues for
marketing, and an increasingly larger portion éditers’ advertising budgets are being
used for SMM. Thus, there is concern with how canies design SMM strategies and

evaluate their effectiveness.



Online marketing, in general, and SMM, in particutgained in popularity over
traditional marketing methods. Social media prevadivantages to both consumers and
producers. Some key advantages that social meoh@dp consumers include instant
access to information, interaction through dialgguel community (Lim, 2010). E-
commerce also provides a more efficient way forscomers to shop without leaving the
comfort of their homes.

Several of the advantages that social media oftdude more accurate consumer
profiles, two-way dialogue and customer loyaltyd éower cost. In regard to more
accurate consumer profiles, Kramer (2002) explathatlorganizations compete for
customers’ time, attention, and loyalty and thatilg such profiles, particularly when
sellers carry the same products, provide a conngetidvantage. One of the advantages
of social media is their ability to provide compasiwith insight on consumers, which
gives retailers a clear picture of each customdrcam be used to predict the future
behavior of the customer, which can form the batmmarketing strategies.

Social media also encourages two-way dialogue twempanies and
customers, which strengthens the voice of custoarisan contribute to customer
loyalty. Ghimire (2008) stated that social medimmates one-sided, flat, and
impersonal traditional media and have pushed corapda alter the way that they
market their products and services to consumeirsileé®ly, when companies get to know
their customers on a more personal level, manylpnad can be addressed before they
even occur. “There is a difference between asgewple about what they want . . . and
asking them about their problems . . . once problare discovered, marketers will . . .

find techniques to solve [them]” (Zikmund & Bodd985, p. 123). SMM pave the way



for better customer service and higher levels st@mer satisfaction, which can result in
customer loyalty.

Lower cost for both the company and the consusanother outcome of social
media. Lucas-Stannard (2008) noted that people connedodil networks based on
shared interests. Because people can be grougetihés based on common parameters
or characteristics, marketers can target speaficas networks (Miller, 2005). This
capability saves companies a portion of their resgaithat can be allocated to R&D or
market research. Further, marketers experientanhgratification due to their ability to
receive customers’ feedback nearly immediatelgamspared to traditional marketing,
which does not allow for such a quick responsekfeit, 2010). Such quick feedback
enables companies to make changes that respongttmeer needs, which also results in
cost savings.

Problem Statement

The Internet has been one of the most rapidly gr@wand changing media of all
time. Related to such growth are SMM and an esxan associated spending on
advertising. Forrester Research (as cited in L&Moarinello, 2010) forecasted that
spending on SMM would surpass $3 billion by 201rtthis regard, Balwani (2009)
expressed the need for marketers to evaluate thacinof SMM practices on revenue to
justify the various resources that companies alotmits use. Additionally, the recency
of the social media phenomena created a reseapcim garms of a lack of an
understanding of how companies exploit variousaauiedia platforms in marketing and

measure the effectiveness of their SMM campaidinaas thus necessary to examine the



evolution of marketing strategies and learn whaefies, if any, social media can bring
to marketing.
Purpose of the Study

The purpose of the research wasinderstand the use of social media in
marketing and to develop associated categoriepanmkrties. This study presented the
experiences and perceptions of seven executivegjard to their use of SMM and its
role as part of an integrated marketing approgatiditionally, this research concerned
the effectiveness of SMM techniques and the rditglmf the processes by which the
data gathered by various social media metrics \meeepreted.
Research Questions

The present study was guided by the following qaest

1. What are the stated reasons why marketing exeautioven selected companies
use social media in online marketing?

2. Which social media metrics and analytics are ugechérketing executives from
selected companies for online marketing?

3. What are examples of successful marketing stragegiplemented by marketing
executives from selected companies?

4. How reliable are the metrics used by marketing ettees from selected
companies in interpreting the data they collectvbych the effectiveness of
social media marketing campaigns is being measured?

5. How do marketing executives from selected compaamsssss the effect of social

media marketing on their revenue?



Significance of the Study

This study was based on the acknowledgment oftving importance of
Internet marketing, the important role that soni@dia play in the marketing and sales
process, and the access to a large-scale markes thever as open or as complicated. In
this research, the experiences of the executitesviewed may provide other business
owners, marketing professionals, and researchensinvportant information and
suggestions to help them to make more informedsaets in the social media realm.
The results of this study also will contribute be titerature by expanding the body of
knowledge of SMM and its implementation.

Further, ROI might have a different meaning whesoaiated with marketing
online. As such, this study shed light on the emof social return on investment
(SROI), which calls for the retailers’ ability taigntify this form of return on marketing
investments. It is in this context that this stydgsented the groundwork for an
integrated marketing approach using social meBaidentifying the decision-making
tools that companies use in online marketing, shusly illustrated how companies
approach SMM. It is important to note, howeveattlsimilar to other qualitative
research, because this study focused on selectdsssis, the generalizability of the
results to other businesses is limited. Nevertiglte information and illustrations
provided may be valuable to the fields of marketing social media.

Nature of the Study

In this qualitative, exploratory study, the reséarccollected information from

in-depth interviews of seven executives who represkthe organizations that have

volunteered to participate in the research, allloich incorporate social media into their



marketing strategies. Data collection was conauttieough the use of interview
guestions that were constructed based on thetliteraeview. The interview responses
were digitally tape recorded and stored for futegebatim transcription. The transcripts
were analyzed for content and arranged accordicgtegories and properties, based on
answers drawn from the research participants.

The scope of the study involved developing a dpson of the role that social
media plays in marketing, the goals of businessesgard to their use of SMM, the
SMM strategies and tools used by the researchcgaatits, and the metrics that
participants used to determine the effectivenessef SMM campaigns. The
codification and triangulation methods used aresetgrl to ensure the validity of the
research findings and to lead to results that fi@eérs such as business owners,
executives, and marketing consultants can draw upemilar business situations.
Definition of Terms

Return on investment (ROIThis term refers to a quantitative measure of a
company’s sales revenue (Balwani, 2009). In theeod of this study, ROI is associated
only with traditional forms of marketing practices.

Social media marketin@.his is the blending of sociology and technologyas
means to change marketing efforts from a monoldgwedialogue. According to Yost
(2010), social media is an important means by whmbple discover, read, and share
information.

Social return on investment (SROI) the context of this study, and when
compared to ROI, SROI is associated with a moraldle measure (not a number) that

should be considered within a framework for invgaing a company’s social impact.



10

SROI is related to the process of quantifying ttiects of SMM, which cannot be
monetized and which is used by a company to mdkented decisions in regard to its
marketing strategies.
Key Assumptions

The researcher assumed that, due to the anongimdtgonfidentiality of the data
collected, and taking into consideration that #search participants were volunteers, all
respondents were truthful in sharing their persamtalpretations, experiences, and
knowledge in regard to the field of SMM. Nevertsd, representatives of some
companies may not have been willing to fully shtaesr approaches to SMM.
Delimitations

As noted, the purpose of this study was to devaldpscription of the
experiences and perceptions of seven executivésragard to their use of social media
in marketing practices. Thus, one delimitation wes this study focused on a limited
subset of the companies that used SMM. These auegpmight have employed
different marketing approaches, used differentfptats, or utilized other tools that were
suitable for particular challenges. Similarly, tfeice of the problem, research
objectives, research questions, and methodologstitored additional delimiting factors
to this study. Finally, the approach to this reskea@onsisted of interacting with the
research participants, mainly through in-depth -one@ne interviews focused on the
sharing of the participants’ personal experiencesgerceptions related to the use of
social media in marketing. Other dimensions wertepursued beyond such parameters

because they fall outside of the focus of this ygtud
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Limitations

There were several limitations to this study. Ehwere restrictions in the time
available to conduct the research, which, in toreant that the number of respondents
had to be kept relatively small. Moreover, du¢hi® nature of this study, the data had
limited generalizability. The unavailability oféghmanagers, chief financial officers, or
marketing staff members of the selected comparéescantributed to the small number
of participants available for this study. Furthdue to the novelty of SMM and its ever-
changing nature, limited academic research wadadolaifor use as a reference for this
study. Finally, the researcher had a substamtialin the design and the analysis of the
data, which lead to the potential for researchas m data interpretation.
Organization of the Remainder of the Study

This chapter presented the background of socialaredl its emergence as an
integral part of marketing. This chapter also agred the objectives of this study, which
included identifying how companies, such as thedetl organizations, incorporate
social media into their marketing strategies and tieey perceive the effectiveness of
their campaigns. The research questions, whiathegiuine study, also were presented, as
was the significance of the study, which expandhediterature on SMM by providing an
understanding of the implementation and perceptibrise effectiveness of SMM.

Chapter 2 presents the literature review, whickextas the foundation for this
study. In this chapter, SMM and its evolution explained. Additionally, various SMM
campaigns, in general, and those pertaining teelected research participants, in
particular, are discussed. Moreover, the limitthefliterature, as related to availability

and reliability of social media ROI metrics, ardeth
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Chapter 3 provides the methodology by which thedijes of the study were
achieved. In this chapter, the organizations sepreed in this research are described, as
are the methods for data collection and analyBiee means to ensure protection of
participants’ rights also are presented and inchglirances of confidentiality and
informed consent. Finally, the means of transféitgland credibility are explained,
along with the limitations that were encounter&hapter 4 presents the findings, and
Chapter 5 provides the conclusions, implications, @@commendations for future

research.
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Chapter 2: Literature Review

The intent of this chapter is to present the liaeathat serves as the foundation
of this study. In particular, the literature on BNnd the factors that drive companies’
integration of social media into their marketin@gtices is discussed. Also included is
the limited research on applying traditional ROltnes to online marketing, which lays
the groundwork for the concept of SROI.
Theoretical Framework

McLuhan’s (1964) notion that “the medium is thessege” provides the
theoretical framework for this study. McLuhan beks that the effect of a medium on
individuals is a concept separate from the inforamathat the medium presents.
According to McLuhan, the message can evolve draresformed through the use of
technology. The scale, pace, or pattern of thesagescan be changed by the medium,
which can affect the receivers of the messagewtichately, a society’s culture.

Further, this medium allows people to communicattt@ connect on a variety of
levels like never before. In this regard, McLuligscribed the invention of the railway
and noted that, while the medium did not introdwaasportation, the railway has
allowed society to experience new activities ardiimns within shorter periods of time.
Additionally, McLuhan did not intend to dismiss th&lue of the message of the medium
but, rather, wanted to emphasize the need to utasher $he role of a new medium in
society and the changes it brings about. In tlesgnt study, the new medium refers to
the Internet and, consequently, the birth of sanietlia, which have been changing the

systems by which marketing is implemented. Becauwmeeting practices are about



14

communication, the message of the medium is thd teebave a bi-directional
communication process, or a conversation betwessurners and retailers.

According to McLuhan (1964), the personal andaamnsequences of a
particular medium are worthy of study. AlthoughIMban believes that technology
creates simplicity, he also noted that it alsodgsiabout complexity in the way that
individuals in a society interact and build relasbips with each other. In the context of
this study, marketing and its relationship to teatbgy is the focus. The emergence of
the Internet brought about the use of integratediapevhich can lead to the complexity
that McLuhan acknowledgedne change is the need for new measures to abgess t
ROI of online marketing campaigns.

Historical Research

Marketing channels. Murphy (2010) noted that marketing channels have
evolved over time, and there have been differeranady which companies market their
products to consumers. The traditional modes agketag include purchased air time
(e.g., radio, television, telephones) or space,(print ads). Although these channels are
not completely obsolete, the Internet provides desieg with a more targeted and
expanded role. For example, although there arsetiado still look forward to receiving
paper coupons, the Internet has created a timentatyafor that same market; they can
receive coupons in their inboxes and on their neothdvices instead of in their
mailboxes.

In the 1980s, cable television became more popwlaich led to an increase in
the number of broadcast channels on televisiorcoAlingly, marketing campaigns,

which were highly reliant on the few traditionaladtising methods available during



15

those times, used cable television as an advegteedium (McAllister & Turow, 2002).
Television viewers were grouped by the time sléthe shows. With the Internet, the
audience became more fragmented, which led todhd for market segmentation. Now,
through social media, marketers have more accureteledge of which markets to
target.

Today’'s consumers are considered wary of the passarketing seen in
traditional media (Bargh & McKenna, 2004). Furth@nsumers are always on the
move and do not have the time or focus to abs@lecdintinuous bombardment of
traditional advertising. Marketers who use mudétiptedia outlets remain visible to the
public and are better able to persuade their matkethoose their brand over others that
are less visible (McAllister & Turow 2002). Moreay real-time exchanges, made
possible through the ability of the Internet torgaudio-visual material, keep companies
and consumers connected.

Murphy (2010) stated that social media allows foagety of communication
vehicles (e.g., websites, blogs, social networksad, search engines,
videoconferencing, video streaming) to be usedmveying messages to consumers.
While the choice of the specific channel will degem the market that one wants to
reach, to work effectively, most marketing segmeetgiire an Internet presence.

Marketing communication also has evolved into esvemarketing, online viral
marketing, electronic word of mouth (eWOM), and SMpproaches (McAllister &
Turow 2002). The goal is to create integrated mamk campaigns that will strengthen

the various online and offline channels by ensutivag at least one will be visible to
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target consumers, wherever they might go. Inrégsrd, the next section concerns the
important role of consumers in the marketing preces

Role of consumers.Companies invest substantial resources in researtththe
intention of learning about consumers’ needs aodsequently, implementing strategies
that specifically cater to those needs. ConsuseEng as the focal point for which all
efforts are directed. Consumers do not simplyfeglucts; they make purchasing
decisions based on a wide range of beliefs, a#gudnd behaviors that marketing
research seeks to discover.

According to Kotler (1977), products are not vallbbed¢ause of their physical
attributes, but based on their specific functiarediand how they are marketed to solve
specific needs of consumers. The retail indusitignonvolves competition between
companies that offer similar products with comp&deatures. This propels companies
to strive harder to gain a competitive advantagenms of increasing the value that
consumers can gain from the products and seniatghie company provides.
Companies often experience growth as a resultafsiog on meeting the desires of their
consumers. Levitt (2006) explained that it hasobee increasingly necessary for
companies to understand how their customers viemthnd what they have to offer.
Levitt added that, to create a successful markedirsgegy that will drive consumers to
action, organizations need to develop a self-petspethat is closer to that of the
consumer.

Traditional vs. social media marketing. SMM, as opposed to traditional media
marketing, can provide interactive, innovative, @lowand dynamic communication

processes among organizations, between the orgamzand the consumers, and among
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consumers. Through social media platforms (ea@cebook, Twitter, blogs, Pinterest),
consumers can interact with the organizations aitid @ach other, influence and be
influenced through posting comments and produstigwes, and create eWOM.

McAllister and Turow (2002) noted that social mediter three essential
elements that differentiate these media from tiaall media. The first is the ability of
social media to empower consumers to access, sandform, create, and store
materials online. Similarly, the Internet has sepbated software that can track, sort,
and predict user activity through intelligent agenthis allows social media marketers to
analyze consumers’ conversations through discussroms that are open to the public.
While, for example, a consumer may be involved thiseussion about a specific sports
hobby in a dedicated chat forum, the chat transonpcan be stored for content analysis
that can help in the creation of a custom advedisnessage targeted to that specific
forum or individual.

The second is the social media ability to createaktime, two-way interaction
between the senders and the receivers of mess@ipesongoing and instantaneous
capacity by which communicators connect is a stamhgantage of social media.
Examples of this capacity include consumers’ reingvproducts online and, thus,
instantaneously promoting brands through varioasataetworks; teenagers’ sharing
videos; and individuals’ from all over the worldsrewing trending topics over Twitter.
Pickren (2010) noted the instant gratification tmairketers obtain from this form of
marketing. Marketers can use forums and trendiegsages to determine how their

messages were received, and the impact of soc@dibraampaigns can be experienced
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and recorded in a simultaneous manner. Pickréadsthat SMM offers the highest
return rate, and in a faster time frame, in terin®arketing campaigns.

The third, as McAllister and Turow (2002) explainedthe ability of the
commercial Web to allow for expansion in a syndigisiarketing communication.
Synergistic marketing communicatjaterm coined in the 1990s, is the intended f@ise o
different media outlets and advertising campaignatilitate the marketing of products.
Such communication involves the development otegias in regard to the type and
variety of channels that can be used. The systemse of various promotional outfits,
which takes research and planning, is done to aamhsistent message about the
company’s brand among different target audienteshe context of the study, this
concept relates to the need to identify the extétite investments of companies into the
relatively new field of SMM, which, in turn, calfer them to further understand SMM.
Current Research

Marketing trends. The trend toward service marketing emerged from
businesses’ realization that they could not singgsume that there is a demand for their
products. Vargo and Lusch (2011) have arguedpaple should be the focal point of
and active participants in a service-centered mdxdesed on a relationship between the
business entity and its customers that goes bega@mtiple marketing exchange. This
model stands in contrast to the traditional mangetnix, which included a focus on
product, price, place, and promotion, but not enrtationship with the consumer
(Zeithaml & Bitner, 2000).

Zeithaml and Bitner (2000) noted that, in respdiosthe changing needs of

consumers, due to the ease of information accaeksharing brought about by
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technology, the marketing mix now includes a fooageople, physical evidence, and
process.Peoplerefers to employees who participate in the dejivadrthe marketing
strategies; they are the ones with whom consumeégsact, and they can affect the
buyers’ perception of the companihysical evidenceefers to the environment in which
customers and firms interact and includes the padace of and communication about
the product. In the context of this study, phylseadence is a company’s presence,
which can include websites and blodg&.ocesgefers to the mechanism by which
marketing is conducted or to the flow of activitieBhe customer’s experience of the
overall marketing encounter is a significant pdrthe marketing mix.

In regard to online activity, social media has #gigant implications regarding
how marketing campaigns are carried out (Pickréa0® Pickren has argued that
traditional marketing has become less effectivemaned to emerging SMM techniques
that allow for the integrated use of different aerliand offline mediums. This notion is
supported by Chan-Olmstead (2002), who noted tkd fa@@ companies to strategize how
they can connect with their customers through iative ways.

According to Bloomberg (2010), social media is lavant marketing tool
because of the rogue approach it offers to the aomication process. Specifically, it
allows for rich, relevant consumer experiences thatgrow strategically. Faust and
Householder (2009) explained that marketers neetblee their brands distinctive, keep
their products socially relevant, and maintain adyeelationship with consumers. Social
media messages must be optimized for viral funetion that is, the message must be

easy to share with the recipients’ contacts amubgi on social media networks. Overall,
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the marketing message must be relevant, timelyplsinengaging, interesting, and
sharable.

SMM has been used with great success by a numengbanies. In a
humorous campaign, via WhopperFreakout.com, Bufgey announced that they were
going to stop selling the Whopper on a certain dBlye social media passed around the
story, generating significant buzz for the bra&imilarly, the Free Pastry Day at
Starbucks, driven by social media, was a succassording to Chouke (2010), based on
the understanding that web-based channels can ergatpmers and employees,
Starbucks considers social media an essential ateoh@s marketing strategy.

In contrast, McDonald’s was less effective in N§& Love to See You Smile”
campaign (Faust & Householder, 2009). Althoughptteanotion was online, it was
derided by consumers and disinterested employdeshwletracted from the
effectiveness of the campaign. Faust and Househalated that Burger King was able
to remind customers that they liked the WhoppeilesicDonald’s unintentionally
invited criticism of customer service. PlimsolD) noted that customer engagement,
among other factors, can work for or against SMM.

Angel and Sexsmith (2009) stated that there aeetboals that can drive the
adoption of social media as a form of marketing) tyoals are external in nature and
complementary to traditional marketing methods, anel goal is internal. The first goal
is to transform the company-consumer relationskipxpanding the brand’s reach. The
second is to conduct more traditional brand proomati campaigns. Social media can
allow companies to achieve goals through eWOM, withhelp of brand ambassadors,

who are simply consumers themselves (Boyd & Ellif)©7). The third goal is internal,
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wherein the company can foster relationships aftdreuby making group and individual
decisions For examples, some companies have developed sykietisdening to and
engaging with consumers, wherein marketers can theetonsumers at the point of their
interest.

The perceived ease of use and cost-effectivendase MM approach is leading
companies to add SMM to their marketing mix (R&l.®@. Lim (2010) noted that the
various social media platforms and broadcastingueéls allow customers to get the
information they need, when they need it. Thisthassformed marketing from
outbound to inbound, push to pull, and from a mogoe to a dialogue. Accordingly,
Croft (2008) explained that social media is chamazéd by citizen journalists who man
its operations. Businesses that want to add SMiido marketing mix have a number
of channels from which to choose.

Popular social media platforms. Yost (2010) noted that there is a variety of
social media platforms available and that busireessed to select the channel(s) that
best suit their goals. The factors to consideotgeflesigning a marketing campaign
include the nature of the goals, the target au@iethe human resources available, and
the ability to mobilize information. Yost notedatithe sole reliance on e-mail marketing
can be counterproductive, as online users areddlre@geriencing e-mail overload.
Social media networks can complement e-mail margat terms of relevance and
effectiveness.

Yost (2010) stated that the most popular platfolongnarketing are Twitter,
Facebook, LinkedIn, and online blogs. However,ube of these channels must be

accompanied by comprehensive websites that tie thgaether as well as avenues by
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which consumers can be invited into companies’ Webs Social media channels can
provide such an avenue.

According to Costa (2010), brand managers mushbg/ledgeable about how
different social media platforms can add substaadkeir integrated marketing
strategies. For example, Facebook, Twitter, Googled LinkedIn often are used to
build a following. In this regard, it is importatat note that the successful integration of
social media technology depends on consumers’. tiusll (2009) stated that companies
need to be honest with consumers and conduct SMM the heart because this is what
will cause consumers to respond. Each of theqgola is discussed below.

Twitter. Twitter is a social networking service launche@@®6 that has become
a great means for SMM through its hashtagged twaratscro-blogs of up to 140
characters each. Multiple sources have claimedlivater has over 500 million users;
however, Twitter itself has not issued an officiamber of users. The notion of a
trending topicis often attributed to Twitter. It refers to tothat is being tagged or
tweeted (in this case) at a much higher rate thlaer subjects or events. Accordingly,
through trending topics, Twitter helps users tougeto-date information on major events
that occur around the world. Hashtags contriboite tiser’s ability to search keywords
for easy retrieval of information (Twitter, n.d.).

Twitter describes its business capability as folow

Twitter connects businesses to customers in ne@-trand businesses use Twitter

to quickly share information with people interestedheir products and services,

gather real-time market intelligence and feedbaakl, build relationships with

customers, partners and influencers. From brdntICRM to direct sales,
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Twitter offers businesses an easy way to reachhgaged audience. (Twitter,

n.d., para. 4)

Brandau (2009) claimed that, through Twitter, basses are able to develop long-term
relationships with their customers because of tagggm’s built-in re-tweeting (RT)
capability that has been effective in spreadingketamg messages and creating eWOM.

Facebook. Facebook is a multilingual social networking shattwas initially
launched in 2005 (founded in 2004) as a student-daabase but that has grown to
reach over 1 billion active monthly users, as ot&aber 2012 (Facebook, n.d.c).
Although Twitter was designed for public use, Famdbwas able to assemble a wider
user base and offer more of a community experiancghich real connections between
users are facilitated (Yost, 2010).

Facebook’dNearbyis a built-in location-based marketing tool thaables
retailers to have Facebook users check in to @stablishments and receive certain
rewards, such as free upgrades, discounts, arikéhevhen the establishments detect
their check-ins (Facebook, n.d.a). This, of counsetivates consumers to choose certain
brands over others. The check-ins can be publighddied into consumers’ online
social network pages as well. According to McEI€2§10), Facebook’slearby
application allows location-based marketing to lmeeanainstream. Similarly, through
the status update, subscribe, and like featurexiassd with Facebook, businesses are
gaining access to users’ interests and habits khasvistening to their needs. It is worth
mentioning that the like button is a social netwagkplugin that became mainstream
through Facebook. It allows users to share a pécentent in one click (Facebook,

n.d.b).
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LinkedIn. Although this professional network has existedqsiB003) longer
than has Facebook (2005) and Twitter (2006), Litkécs only approximately 200
million users (LinkedIn, 2013) due to its much waver focus on business and its
community of professional users. LinkedIn drivesvges and events for professionals
(Yost, 2010), and it is a way for businesses tmeshwith each other. LinkedIn serves
all types of organizations and can enable relaliggssnot only between businesses but
also between businesses and consumers.

LinkedIn operates on levels of connections. Theise allows users to contact
people with whom they are directly connected ohwihom they are connected through
any of their direct connections (also called a sdetegree connection). LinkedIn has
gained popularity among headhunters, job seekensuttants, and professional service
providers as a means to access trusted referrals.

Blogs. Blogging, which results in a type of online diaaghieved mainstream
status in 2004 (Yost, 2010). A blog (the term cerftiem web log) is considered a solid
vehicle for marketing because of its flexibilitycaoapacity to be interactive. Moreover,
blogs can reach a variety of audiences in a vaagktyays. Most blog followers enjoy
reading and obtaining in-depth information and apis. Blogs can be an important
avenue for marketers to evaluate how consumereiperproducts.

Unlike publications, there are almost no restritsi@as to what bloggers can say,
which they can choose to share with a private puldic network. Further, many
bloggers are individuals who simply talk about pneducts they have experienced.
Their firsthand experiences and the lack of a padorser-bias make them a credible

source of information for potential customers. d@jers can easily build a following of
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readers, and blogs have allowed consumers to gband get read by a broad public.
Marketers have argued that companies should eedlaetiors such as reach (number of
followers), relevance (content), and credibilitggutation) before choosing the right
third-party blog on which to advertise their prottuc

Google+. Google+ (sometime written as Google Plus), a niodfilal social
networking service, was officially launched mid-20dnd has quickly caught on, with its
user base’s reaching 135 million active users byetid of 2012 (Google, 2012).
Through the use of circles (groups), stream (nexdgfanessenger (chat), and hangouts
(group video chat), this service enables the omgdiun of people and the content seen
by (or hidden from) each of the groups (Kaste, 20 imilarly, through the platform’s
built-in tools, including hashtags, ripples, streamd sparks, businessemn search for
trending conversations, visualize and influenceréhsharing of users’ activity, listen to
customers, and advertise through Google Placexéidn-based marketing feature). It
is believed that having Google+ followers boosts @oogle organic search ranking more
than does Facebook or Twitter.

Pinterest. Pinterest is a social networking service that vaasithed in 2010 and
has since gained popularity. This service fatéeahe creation and management of
images (and video) whereby users can create, aadegategorize or bookmark images
or video (known as pins) through the use of boardsinboards. The initial goal of
Pinterest was to connect people based on thenestte(e.g., food and drinks, crafts,
travel, fashion, sports, art) via a platform ofgmational pinboards. Pinterest users can
alsolike other users’ pinboards, pin outside content brotrgin another social media

platforms (e.g., Twitter), share a pinboard withdaers on other social media sites (e.g.,
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Facebook), and, similar to Twitter, can re-pin matus created by others to add to their
own collections. Following Pinterest’s revampirfgleeir site to allow for business
accounts (October 2011), the service started gaipapularity among retailers,
especially within the fashion industry, becausepla¢form facilitates the targeting of
gualified leads of potential customers who sharelar interests.Timemagazinéhas
ranked Pinterest.com number 38 out of 50 webdit&s‘tnake the web great” (“50
Websites,” 2011). A summary of types of and popsitial media platforms is
presented in Table 1.

Table 1

Types of and Popular Social Media Platforms

Type Definition Example(s)
Social Content sharing, mainly personal and Facebook, LinkedIn,
networking business information Google+

Microblogging Blogging (online diaries), mainly text- Twitter, Tumblr
based that uses hashtags (less than 140

characters)
Blogging Online diary Blogger
Social news News rating Digg, StumbleUpon
Media Content sharing, mainly videos and Pinterest, YouTube,
photographs Instagram, Flickr

Benefits of social media in marketing.According to Gopinath (2010), users
spend more time on social networking sites thaarmgnother site on the Internet.
Gopinath added that, because social media haveihigncing the way that people

communicate, as well as changing consumers’ dalayoactivities, companies need to
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leverage social media to expand their customeiraad to improve employee
productivity.

Mendez (2007) noted that there is a different l@f&onvenience experienced
over the Internet, which companies can use to Hthiantage. For example, whenever
consumersag YouTube videos, Pinterest pinboards, or Instagshotographs, they aid
marketing professionals in choosing the key woodsurchase for paid advertising
campaigns (e.g., Google Adwords sponsored listinggmuri (2010) discussed how
companies can use social media to their advantmggortantly, companies need to
know the current and potential applications of éhelsannels, one of which is to create
buzz around the company’s online entity. In tleigard, social media networks can be
used to drive awareness about a company’s campaign.

Social media also can be used to deepen the corgmasumer relationship.
This can be done by increasing what Vemuri (20&0gd “the stickiness of the brand,”
whereby consumers instantly recall, prefer, andopate a brand. Additionally, it is
important for companies to foster innovation. Awcting to Vemuri, social media
channels are a market researcher’s dream comeaswesers provide critiques, new
ideas, and suggestions for improving products.

Vemuri (2010) also noted the need to determinditietween certain strategies
and the choice of certain media channels. Somengtsawork better than others for
certain campaigns. In any case, however, it ionamt to attract new consumers and to
retain old ones. Contests and giveaways are gi@g engage consumers and create

buzz around a brand as well as to attract new mes® Vemuri also pointed out the
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need to employ a platform that has the potentikttimeless. Retailers need to have a
foundation that makes sense in the present artifuture.

Brogan (2009) also discussed the benefits associgith SMM. Deepening the
relationship with the consumer base is perhapsib& discussed and the most
significant contribution of social media to marlketiefforts. Social media tools can
provide businesses with the means to listen toéeels of customers. In the same way,
they can be used to increase consumer awarendss lmfand and to provide companies
with relevant prospects. Brogan also noted thakeatars can gain potential customers
online through the prospecting of social netwodsd(other social media channels), a
technique known as soft selling. Additionally, qmemnies can build communities around
their products by scouting for consumers to pronpobelucts or brands through web
forums and other modes of discussion. Brogandtags social media tools can turn
consumers into evangelists for the products.

Social media tools can effectively engage the audieas well as empower a
group of fans to promote the products for free tigtotheir social networks. Referrals
are crucial elements to a company’s generatioreof sales, a marketing strategy that
can be built around taking care of existing custem&etailers always have recognized
the need to invest in the right marketing approatcbeemain competitive. While,
traditionally, companies have invested a lot obgfand money into reaching their
audience, this personal referral approach can lhieasd through a minimal financial
investment (Brogan, 2009). However, companies te&dow how to use SMM.

Krell (2009), in presenting how SMM can be sucodbsiised, noted the need

for collaboration. Collaboration can be done betwvdifferent organizations, as well as
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between companies and consumers, for businesgaptitove on their products and
services. Oliver, Rust, and Varki (1998) stateat io-production or collaboration with
customers in regard to the development of produantsbe fueled through social media.
Additionally, social media allow for real-time asseto consumer feedback.

Krell (2009) also noted that innovation, with aolation of out-of-the-box
thinking, is crucial to business success. Suatkthg can be encouraged by the flexible
landscape of social media and the fast-growingedocedia networks. The technology
in which social media operates is ideal for conimgctvith consumers, establishing
relationships, and soliciting feedback, which feeds the design of future products and
services. Krell described social media as simidaan incubator, wherein the expansion
of organizational innovation can be achieved.

Performance, according to Krell (2009), is als@g &lement to success. One
way for companies to measure and enhance perfoemanc analyze their various
marketing campaigns, compare them against thoseropetitors, and readjust their
strategies to optimize for market success.

Most importantly, companies need to build an m&culture that revolves
aroundsocial media advocacy. Such a culture can empem@toyees to take initiative,
test and learn, and become their company’s agértsange, so that the company can
achieve its goals (Faust & Householder, 2009). ddmpany culture should involve an
awareness of the aspects of SMM, each of whicils@idsed below.

Viral marketing. Dobele, Toleman, and Beverland (2005) describeal vir
marketing as the converting of electronic text iato*advocacy or word-of mouth

(eWOM) referral endorsement” that can spread fraistielg customers to future
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potential consumers (p. 144). The communicatidwéen consumers who use social
media has made dissemination of information aboards and products more credible
and widespread (Huang & Chen, 2006). Dobele etaled that, to engage consumers in
participating in viral marketing through eWOM, mat&rs need to ensure that the
message content sharable. This means that the information contained inrtfagketing
message is relevant and valuable from the persgeatipotential customers. Kaplan and
Haenlein (2009) recommended that research be cteatloa the factors that make an
online ad interesting and entertaining.

Through viral marketing, opinions are exchangeasvben consumers, with little
intervention from marketers, which could potenyiaffect products’ or brands’
positioning in the market. It is important to naas well, that unhappy customers can
tweet, re-tweet, and post viral videos that cachie¢bousands of people within hours, if
not minutes (Vemuri, 2010). This demonstrates Bowial media networks can harm
companies. Through SMM, negative interactionslead to attacks against the
company, which can influence a whole range of gateoonsumers and can
consequently be a determining factor in a compasiytsess (or failure).

Niche marketing. Costa (2010) stated that the building of closedigsgprovides
valuable insights for marketing campaigns. He axygd that online communities serve
as cost-effective marketing research tools, wheosloypanies can learn more about
consumers. Interms of providing information, gneemmunities were found to be 47%
more effective than were focus group discussiditss argues for the usefulness of such

closed groups, particularly in regard to time aastc
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According to Blau, Mor, and Neuthal (2009), wherg&ing a niche group or
portion of the population, companies could mona®rtain chat rooms or online forums
to gain insight on consumer needs. Kietzmann, lens, McCarthy, and Silvestre
(2011) considered online groups or communitieset&dy aspects of social media.
Social media networks allow companies to tailotHeir messages to certain groups.
Each group creates pressure for each member tofiderth others to feel
belongingness; thus, each group acts in a colkeetay (Bhatnagar, Misra, & Rao,
2000). This connection influences members to @sela product or support a company
as propagated by social media.

Two-way interaction.Ghimire (2008) noted that traditional marketing bagn
widely based on the advertising process alone, htil& or no concern about the
consumers’ voice. Such a unidimensional methothraling to Pickren (2010), made
traditional marketing irrelevant, especially foetyoung digital generation, because it
does not allow for customer engagement in a diaodn contrast, social media allows
an interactive, personal, transparent, engagingguhc, and conversational approach to
communication. Customers talk, share, endorsecangplain via social media
networks. Lim (2010) stated that the use of sauiedlia is an effective form of
marketing because it allows for interaction, unlitaditional methods.

Fisk, Stephen, and Bitner (1993) stated that comegappear to have thought
that they needed to attend to consumer concergsadrdn something negative happened
with the product. According to Brown (2008), sdcereedia afford companies the

opportunity to hear from customers before sometpwigntially goes wrong.
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Social media has enabled consumers to take a mbwve &ole in informing
themselves about products and in letting compéames what they want and what is
missing from their current products (Kietzmannlet2011). Within the context of
SMM and ease of access to information, consumers ained more power (Ramsey,
2006). Brown (2008) stated that, with the advdrgozial media, the individual
customer does not need a higher authority to distdiat to think or buy.

Normann and Ramirez (1993) noted the importan@®wipanies’ welcoming
consumer feedback and acting upon it. The augxpkained that listening to customers
can eventually lead to increased customer loyailty thus, repeat business. Weinberg
and Pehlivan (2011) stated that social media isfi@ttive tool for generating consumer
feedback. Positive comments from customers wererted to improve brand image, and
a quick response or innovation to address negéaaaback makes a company appear
more responsible. Rifkin (2000) noted that somiablia creates one of the strongest
ways for consumers and producers to come togeathezal-time and in a low-cost
interaction. Finally, Bloomberg (2010) emphasi#eel importance of relationships
formed in the digital world, particularly betweeonspanies and their customers.
Through these relationships, customers can feethles are valued.

Promotions and discountsA traditional strategy for promoting a brand or a
product is the use of gift promotions, discountdadgs, reward offers, and loyalty stamps
(Dodds, Monroe, & Grewal, 1991). Balwani (2009jetbthat, for both online and
offline retailers, digital coupons are an excellealy to reach out to potential consumers

and to collect information, as described belowr &@mple, Starbucks offers
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promotions and coupons, through their online nekta/oivhich Facebook friends can
exchange for pastries after they purchase theikdri

Balwani (2009) recommended that marketers limitahgpon to a specific
promotion, to separate coupons by channel (e.gnegroffline, mobile), and to
separately promote each strategy (e.g., onlineam)through specific social media
outlets (e.g., Twitter) to ensure that each strategracked correctly and its reach is
accurately measured. Balwani explained that a conitynsize, which includes the
adding of friends’ counts across social networks, grovide a rough percentage of sales
generated by the specific social media channel @yepl if one assumes that the entire
community is exposed to coupons. To achieve sggccempanies need to experiment
with different strategies across various platfotmsee what works for various products
and/or brands (Derham, Cragg, & Morrish, 2011)m8mf theses strategies are
presented below.

Strategies.Bloomberg (2010) noted the need to make the bespvithe data
collected through the Internet. When collectintada company needs to keep objectives
relevant and to have unfiltered consumer convensati Such conversations are valuable
because they add depth to the marketing approantething that is missing from
traditional marketing research. Even when onlirsgk®ting research is inexpensive,
companies still need to take the time to read tbhgsoof their consumers’ communities.
Consistent listening, although time consuming, lead to a successful market-focused
orientation.

Bullas (2011) stated that companies need stratégisely on up-to-date

knowledge of the dynamic nature of SMM. Reynekale2011) similarly noted the
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urgency to formulate immediate social media busirsdstegies precisely because of the
dynamic and ever-changing nature of social mediaitsrnvast reach. Bloomberg (2010)
stated that, for a company’s use of SMM stratetndsecome successful, marketers need
to have defined objectives and goals built on fh@eciation of the benefits of the
various social media platforms, as well as thetations of the tools.

While there is still the need to conduct traditiop@motional campaigns,
companies should find the right balance betweemernd offline marketing channels to
achieve their goals. Angel and Sexsmith (2009gdtthat companies can use traditional
marketing strategies over the Internet while manmg the dynamic and entertaining
elements of social marketing. Most marketing cagns both online and offline, seek
common desired results, including the increasaenvisibility of the business or brand,
the strengthening of the business customers’ ogistiips, and the improvement in
business revenue through increased lead generdtidhis regard, Dinovici (2010)
noted that the administration of surveys (a tradai method) through social media
platforms can help companies to measure consunemeaess of their products and their
brands’ images.

SMM, however, provides a strong advantage in tevhaeveloping and
maintaining relationships with customers for thepgmse of developing credibility and
driving sales. Fisher (2010) noted that, most irtgadly, companies need to have a good
product, build and foster great relationships whitdir customers, align marketing
initiatives with business goals, and understand twintegrate the use of multiple
marketing platforms effectively. This will ensungher ROI or SROI, as discussed

below.
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Return on investment. The increase in social commerce has triggeredebd n
to understand the manner by which companies aectaldvaluate revenue from their
investments as related to SMM. Channey (2010¢dtthtat the choice for the use of
SMM cannot be fully grasped without efficient mecisans for measuring the sales
revenue that is produced through SMM efforts. \&ai(2009) explained that, although
ROl is not difficult to track offline, the broad @mliverse nature of social media has
made it difficult to accurately track social megdi®&OIl. Warren noted that 84% of social
media programs did not measure ROI, which mearisrihay businesses are not able to
accurately tie their SMM efforts to their businesgcomes, mainly because they do not
know how and where to start. Accordingly, as nmympanies turn to social media
channels to market their products, it is importarffer analytics to determine this
medium’s effectiveness.

Balwani (2009) stated that there are multiple wiaywhich social media can
influence revenue, which is generated in diffetenoations. In this regard, one of the
most difficult aspects to measure is offline sal8gnilar to display and television
advertisements, social media provides a brandingpoment that can trigger consumers
to make a purchase; however, triggering an actontanslate into either an online or an
in-store purchase.

There are different ways to measure ROI for trad#@l marketing, and there are
ways that are appropriate for online marketingyal. Angel and Sexsmith (2009)
explained that, if traditional metrics were applfed SMM, they would focus on website
traffic, click-throughs (the number of ad clickajtention rate (time spent on a website),

responds versus non-responds, engagement rategmments, shares, interaction),



36

sentiment (a customer’s tone), and the like. Tlaesavays that traditional marketing
media can be measured in their own context. Wh#ése metrics are important, it is
noted that they cannot be used as stand-alonecséiri SMM.

Balwani (2009) explained that, to achieve moremregful sales measurements,
companies need to identify signals that correlatk sales. Such indicators can validate
social media’s impact on the brand. Balwani adti@tlcompanies also need to
familiarize themselves with a variety of metricg.getotal distinct referrals from third-
party social media sites and entry to sales.

Nevertheless, as noted, such data are difficuliaick. Additionally, the
fragmented landscape of social media limits acteeascurate consumer information.
For example, it is difficult to precisely assigesagenerated directly by and immediately
after a consumer interacts with the brand becawst social media interactions arise
from third-party websites. Moreover, there areesmvhen consumers engage with the
brand through their online presence but carry loaitsle long after; this is even more
difficult to track and to quantify. In this regaalwani (2009) explained that, because
user cookies (visitor tags that define user’s sesgiexpire after 90 days, sales cannot be
attributed to SMM beyond the 90-day mark, especiahen third-party platforms
prevent companies from tracking consumers any atiagr Additionally, most
companies do not have access to sophisticatedtenalggrams and lack the knowledge
to make an informed decision about which softwar@vest in. Nevertheless, there are
several programs available.

Warren (2009) presented different tools for meaguweb traffic, one aspect of

ROI metrics. Google Analytics is a powerful, fteel used for tracking incoming links
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and activities. Tempo Social uses built-in anabitcomponents to analyze data
provided by various social media platforms. Otioets measure the duration of website
visits, increase in the number of new unique visigdes through friends or
recommendations, email-open rates, number of tardthe like, all of which are
examples of metrics that can provide companies vathable information on brand
awareness, consumer satisfaction, and related cwcéfter one defines the baseline,
there is a need to monitor the tools. The colmlatgenerated between sales and
customer retention can provide valuable informafMarren, 2009). Overall, searching
for trends and associating them back to their soigrintegral to determining the ROI
from SMM practices.

Social return on investment (SROI). Warren (2009) explained that social media
ROI measurements are not fully dependent on nunihgrsn what the numbers lead up
to. Similarly, Paine (2009) stated that the us8MM requires a new way to measure
marketing success. In keeping with this, Mulga®l(® noted the importance of
understanding other measures for ROI to accourthfosocial aspect of social media,
which led to the development of social ROl (SRROI is a more flexible measure, as
compared to a mathematical equation’s leadingsjpegific number, that can serve as the
foundation for investigating the success of SMM#H.

Balwani (2009) stated that marketing tools sho@debaluated based on their
ability to help companies understand the relatignbletween marketing and sales.
Dinovici (2010) noted that financial metrics cam &nd track conversions and revenue
per sale but that revenue per sale is just theftibe iceberg in regard to measurable

benefits. There is a need to understand whettugalsoedia brings about customer
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retention. Companies invest to retain their cugi@mthus, aside from sales revenue,
customer retention is an important factor to coasid regard to SMM. Other factors
include promotion response rates, percentage céase in a conversation about the
brand (buzz), savings from decreased return rategase in unaccounted sales, and the
rate of reduction of other costs (such as cust@upport). “Not everything that counts
can be counted; not everything that can be cowdadts.” SROI, however, is an
attempt to measure what counts in SMM.

Summary

In this chapter, the literature on the nature agefits of the various uses of
social media channels has been presented. Thtbigliterature, this chapter has shown
the evolution of the marketing based on advancesnartechnology brought about by
the Internet and, consequently, social media. SkIKIsignificant approach used by
companies to build or enhance existing relatiorshipgth consumers. Due to its ease of
use, relatively low cost, and wide reach, as weltsability to generate consumer
participation and information, marketing througltisbmedia is now at the forefront of
marketing methods.

SMM strategies that are effective in regard to ienhgilding and creating brand
awareness, with the goal to increase sales, insludemarketing through eWOM,
fostering company-client relationships, respondmgnline feedbacks, providing
discounts, and promoting credibility through custéosto-customer interaction. The
extent to which social media has been used as leetivag tool has not fully reached its
potential, however, due to the social media’s infaits fast growth, and its ever-

changing nature. Most marketers utilize populanttels such as Facebook, Twitter,



39

LinkedIn, Pinterest, and blogs to increase ther#détheir brand reach, among other
goals. Few firms, however, have been able to atelyrmeasure the direct impact of
social media on an increase in sales volume, as th@o standard for measuring
traditional ROI for social media (Angel & SexsmiQ09; Balwani, 2009; Channey,
2010; Warren, 2009). Without such information,igbmedia have not yet been used
optimally for business. Thus, SROI was born ouhefneed to take into account the
metrics particular to SMM. The next chapter wikgent the methodology used to

address the purpose of the study and to answeeskarch questions.



40

Chapter 3: Research Methodology

The purpose of this study was to describe the reaiwt select organizations use
SMM, the different SMM strategies that companiekzat, and the perceived effect of
SMM on revenue generation, based on the percepbioiing research participants. With
the emergence of social media, there is a needderstand the ways by which
companies assess the effect of their online mang@tivestments on their revenue. In
particular, the researcher sought to determine a8 MM has its own specific social
metrics, for example. It is important to note, lexer, that the research did not focus on
numerical values; instead, it provided in-depthrexetion of participants’ perceptions
as related to the phenomenon of interest.

Study Design

This study was exploratory, for which a qualitatdesign was the most
appropriate due to its inquisitive nature (Cresw2009). Further, as noted by Drisko
(2008), the qualitative research approach is slkeitfi research that has social purposes.
Overall, this approach was chosen due to its ghidipprovide an understanding of the
reasons underlying a specific phenomenon, wittcag@n people’s perspectives,
attitudes, and behaviors.

The exploratory research approach is robust anduged when investigators
have few or no antecedents in a certain field séaech. In this regard, the approach
generates valuable in-depth information about agef participants as a means to
identify variables for further exploration. Therpase of exploratory research is “to

gather preliminary information that will help dediproblems” (Kotler & Armstrong,
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2006, p. 122) and to diagnose the “dimensions ablpms so that successive research
projects will be on target” (Zikmund & Bodur, 1985,121).

An exploratory research design enabled the relseato describe specific
processes that are unique to SMM and to the setgahizations, increase knowledge of
the different SMM techniques used by businesseassaararious industries, and
understand the relationship between the busingsstokes of the select organizations
and their use of various social media platforms.

The researcher used semi-structured, individuahwgws with one executive
each from seven companies that integrates socidilbnmgo their marketing strategies.
Interviews were the best means to obtain the petiss of participants in regard to the
goals of this study.

Participants

As noted, participants were drawn from seven congsaand, as such, the unit of
analysis was the executive of each company. Té&eseutives included CEOs and
marketing or social media directors, whose paricgm was voluntary.

Human subjects considerations.To abide by the Institutional Research Board
(IRB) guidelines, prior to conducting interviewsamilecting data, participants were
informed of the purpose and goals of this studyyel as the interview process, and
were assured that there were no risks to theirggaation (Creswell, 2002). Then,
participants were asked to sign an informed confeent (Appendix A) prior to the
conducting of the research. The form containedpteta information on the research
process as well as notification that participaratd & right to withdraw from the research,

or to stop the interview, at any time, that albirmhation, including their names and the
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names of the companies, was to be kept anonymalsamifidential. Participants and
their companies were assigned pseudonyms (Cre206[2).

Further, participants were informed tiha&ir contact information would be stored
in a private, password-protected digital file, tbi@h only the researcher will have access
and which will be destroyed after five years (Sreli®98), “so that it does not fall into
the hands of other researchers who might misapiateqt” (Creswell, 2009, p. 91). Due
to the security of the data and the ensuring ohgmaty and confidentiality, an
application for a claim of exemption was submittedhe IRB (Appendix B).

Data Collection

Creswell (2003) explained that investigators “ct®the methods, techniques,
and procedures of research that best meet thalsrae® purposes” (p. 13). In this
regard, qualitative researchers seek “the involvdroetheir participants in data
collection” (p. 208). For the purposes of thisdstunterviews were the best method by
which to collect data. The researcher also cordlatreview of the related literature to
become informed about trends in SMM that were wisaxnstruct the interview
guestions.

Yin (2009) stated that, in qualitative researcl, ulse of six to ten individual
interviews are sufficient to achieve data that supfhe objectives of a study and that
answer the research questions. The researcheitegcseven participants who were
chosen according to the recommendations of Patt@®0). Maxwell (1997) explained
thatpurposeful samplingn which “settings, persons, or events are deditedy selected
for the important information they can provide” §7), should be used in qualitative

research. Accordingly, as noted, the participargse those who had experience with
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integrating social media into their marketing carmgpa and who represented various
industries.

The researcher sent an email to the identified @kexs as a means for the
researcher to receive permission to conduct tleeviiew (Creswell, 2002). They were
informed that the phone interview was to last betw80 minutes and 1 hour and were
asked to set up a date and time for the intervidwnodified semi-structured interview
guide was developed for data collection (Appendix The modified version of the
interview instrument included the edits suggestethk second and third raters. The
interviews were digitally tape recorded and latanscribed.

Instruments and the Researcher’s Role

Creswell (2009) explained that data collection $pathich traditionally included
open-ended, semi-structured interviews, now inckaends, emails and that the data
collected involve text (or word) and images (ortpies) data. In this study, the in-depth
interviews were the main instrument for data caitet In keeping with Creswell,
however, other instruments consisted of a digdabrder to tape the interviews, and
multiple email conversations that introduced theppse of the study, asked for
permission to conduct the interviews, collectedghsicipants’ consent forms, and
followed up by soliciting feedback on the researsheonclusions and answering any
guestions that participants might have had.

As noted, the interview questions were construbtesed on the literature on
SMM. Because a semi-structured interview protecad used, participants had the
opportunity to respond to the questions with festnietions. Additionally, as noted by

Creswell (2009), open-ended questions allowedrtftgmation “to emerge from
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participants in the project” (p. 16). Furthern@®ded, the researcher asked, when
applicable, for the participants to elaborate arthnswers, without influencing the
direction of their responses. In this way, theagsher also served as an instrument. In
the researcher’s role as an instrument, “[t]he psegs to help formulate the problem and
clarify concepts rather than to develop a conckrigwvidence” (Zikmund & Bodur, 1985,
p. 124). Itis important to note that, due to ¢éineergent nature of qualitative research,
the initial interview questions were preliminarydamight have been polished as the
researcher discovered what to ask (Creswell, 1998 contribution of the researcher as
an instrument was seen in the richness of thegidteered, which provided “insights and
understanding of the problem setting” (Malhotra &détson, 2006, p. 150).
Data Analysis

In qualitative research, the interview responsetetgo a process of conceptual
analysis. The data analysis techniques dependiyieavthe researcher’s perspective.
The researcher makes an interpretation of theatataeeks “to establish the meaning of
a phenomenon from the view of participants” (Crd5@€03, p. 22). The interview
transcripts underwent content analysis, wherebydbkearcher looked for emergent
categories and properties including types of SMidygoals for using SMM, and
mechanisms for assessing the overall effect of SM®on the select organizations’
revenue.

Maxwell (2009) explained that the coding of dat@iralitative research involves
fracturing the data and reorganizing it into categpthat are descriptive of the subsumed
data. This is a way for the researcher to createnaderstanding of “what is going on”

(Bogdan & Biklen, 2006, p. 57). Itis also a metmsonstruct conceptual models about
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the meaning of the data collected and to “persgraadt theoretically [state] the lessons
learned” (Creswell, 2003, p. 182). Several autifatkinson, 1992; Bogdan & Biklen,
2006; Corbin & Strauss, 2007; Maxwell, 2005, 200@xwell & Miller, 2008), however,
have questioned the fracturing and categorizingatdé. They argue that such methods
result in diagnostic shields that can hinder thegtigator from evaluating various
approaches to making sense of the data. Thuseskearcher constructed properties with
the goal of connecting witand drawing upon the categories that were initiiynded
on existing theory or during the research proc&milarly, the use of subcategories
played an important role in preserving the contastin which the data were given
meaning. McMillan and Schumacher (2001) view aurstcategories as bins, wherein
descriptive subcategories or properties can baepfi organize the data for further
analysis and insight as to what is occurring. &irtyi, Atkinson (1992) explained that
the approach of connecting, instead of fracturimgy i@sorting, values the data within its
context and enables the researcher to identifyioalships among the mixture of data
elements. Atkinson stated:

| am now much less inclined to fragment the natés ielatively small segments.

Instead, | am just as interested in reading epsadd passages at greater length,

with a correspondingly different attitude toware #ct of reading and hence of

analysis. Rather than constructing my accountdibatchwork quilt, | feel more

like working with the whole cloth. (p. 460)

After the interviews concluded, they were trartsed, and the transcriptions were
read several times. The researcher then begardhess of reading the transcriptions

and identifying key words that were similar amohg participants. Bogdan and Biklen
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(2006) explained that this evolving process issteayn used to find similarities among all
the participants. Once the key words were noteglidentification of concepts began.
Key concepts of categories and properties wereldpsd from a global perspective.
Specifically, concepts were developed from theghts of participants. As the data
analysis progressed, the researcher’s identificaifdkey words and phrases were used to
create the actual categories and properties. @wceategories and properties were
created, each received an acronym to be usedtioefteference. After determining
which concepts were categories and which were ptiepethe researcher coded each
category with a random color. The next step wasotable color code each of the
properties beneath its corresponding category. fif$tecolor corresponded to the
category under which the property was found, wigesecond color corresponded to an
individual property. Each property received aelidint color.

Researcher bias.It is important to note that the data analysis migive been
influenced, to some degree, by the investigatddsds about the use of SMM. The
researcher’s academic background, professionakiexpe, and personal preferences
could have influenced the manner by which dateharelled or processed, and, as such,
are sources of bias. Additional sources of bighkigted the researcher’s impatience, need
to participate in a conversation and draw conchsior lack of focus that might be
experienced during such lengthy interview® limit suchbiases, the researcher kept a
journal with detailed notes about her observatems feelings about each of the
interviews, as needed, and reviewed such notes wdding the data. This enabled the

researcher to bracket out her biases.
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Validity and reliability. Validity concerns the integrity of the conclusiairawn
from research (Bryman & Bell, 2003). Ary, Jacadnsgd Razavieh (1990) explained that
the concept of validity is “always specific to tbarticular purpose for which the
instrument is being used” (p. 257); accordinglyo@ may be valid in one instance but
not in another. Miles and Huberman (1994) and R4&0600) proposed various methods
to minimize possible threats to validity and reli#pthat can arise in qualitative
research. The threats to validity in this studg euays to minimize them are presented
below.

Internal validity. Internal validity is the degree of whichest measures what it
was initially constructed to assess. It pertain&that is really going on with these
phenomena” (Maxwell, 2005, p. 221). To ensure thigtresearch generated results that
addressed the purpose and research questiongntistsuctured interview protocol was
reviewed by Thomas Davies, Ed.D., and Allison Pavizd.D., graduates of Pepperdine
University. Each was asked to provide input ondbyestruction, validity, and reliability
of the interview questions (Appendix D), which,reted, were then revised based on
their recommendations.

External validity and reliability. External validity and reliability refer to the Ildve
to which test results can be generalized. To ensxiernal validity and reliability, the
study used rich data, a verbatim transcription, lmamchecks, and triangulation, each of
which is discussed below.

Rich data According to Becker (1970), long-term, in-deptheiviews enable the
collection of detailed data that provide an infotivadepiction of a process or a

phenomenon. Although, due to the limitations o 8tudy, long-term interviews could
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not be conducted, the researcher nevertheless evadg effort to collect rich data, both
in the interview and through follow-up with the peaipants.

Verbatim transcription.Becker (1970) explained that, in studies that use
interviews, data collection and analysis often meguideotaping or digital recording to
allow for a post-interviewerbatim transcript In the context of this research, verbatim
transcription, based on audiotapes, ensured agcofdbe data, which contributed to
validity and reliability. Moreover, as noted, ttesearcher kept a journal of her
observations and feelings, which enabled her tokateout any potential biases.

Member checksLincoln and Guba (1985) discussed the need foarekers to
seek feedback on their research results and coockit ensure accuracy and lack of
bias, a process known as member checking. Thigs,thé termination of data
collection, the researcher communicated the finglioghe research participants, via
email, asked for their feedback, and incorporatededlits into the results and
conclusions.

Triangulation. Denzin (1970) defined triangulation as the incogbion of data
from various individuals and settings, using dieemsethods as a means to reduce
limitations and the risk of bias as well as to gaibetter understanding of the research
results and conclusions. The researcher usedpteuitiethods of data collection,
including email; semi-structured in-depth intervgewligital recordings; verbatim
transcription of the interviews, and field notesdditionally, companies of different sizes
and individuals with different backgrounds and elg®e were chosen to minimize bias
and enhance the generalizability of the reseaFahally, to ensure that this research

generated results that accurately representedahsctriptions and addressed the research
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guestions, Suki Stone, Ph.D., a core adjunct psofeat National University, San Diego,
California, was asked to provide input on the carttion of the categories and
properties, which were then revised, based ondeammendations.
Summary

This chapter presented the methodology used tdumrhis study. A qualitative
method was chosen as the most appropriate appbeaetuse of the exploratory
characteristics of the research and the need twidesspecific processes that are unique
to SMM and to the select organizations, increasavkedge of the different SMM
techniques used by businesses across various liedyusind understand the relationship
between the business objectives of the select argi@ons and their use of various social
media platforms. A researcher-developed semi-stred interview protocol served as
the primary data collection instrument, and pgsaats were drawn from seven
organizations that represented various industtfi@sally, the data collection methods,
including the protection of human subjects as neguby the IRB, were presented. The

results of this study are presented and discusstittisubsequent chapter.
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Chapter 4: Results

This chapter presents the findings from the daleced through semi-structured
individual phone interviews with one executive efrdm seven companies that integrate
social media into their marketing strategies. Tfémilts are based on qualitative analysis
methods. The chapter begins with a restatemeiegburpose of the study and the
research questions. This is followed by a presiemt@af the data collection and
demographics, data analysis, and then the findimggsh are organized by categories
and properties and include outlying data. The tdragpncludes with a summary of the
major findings.
Restatement of the Purpose of the Study

The purpose of the research wasinderstand the use of social media in
marketing and to develop associated categoriepammkrties. This study presented the
experiences and perceptions of seven executivegard to their use of SMM and its
role as part of an integrated marketing approgtiditionally, this research concerned
the effectiveness of SMM techniques and the rditglmf the metrics by which the data
gathered by various social media metrics were jpnéted.
Restatement of the Research Questions

The following research questions guided the study:

1. What are the stated reasons why marketing exesuftioen selected companies
use social media in online marketing?
2. Which social media metrics and analytics are usechérketing executives from

selected companies for online marketing?
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3. What are examples of successful marketing stragegiplemented by marketing
executives from selected companies?
4. How reliable are the metrics used by marketing ettees from selected
companies in interpreting the data they collectvbych the effectiveness of
social media marketing campaigns is being measured?
5. How do marketing executives from selected compaasssss the effect of social
media marketing on their revenue?
Data Collection and Demographics

As noted, interviews were the best method by whoctollect data. The
researcher conducted a review of the related liezdo become informed about trends
in SMM, which were then used to construct the witav questions. As noted, a semi-
structured interview guide was developed for datkection. Recruitment of participants
used purposeful sampling and was conducted vialemai

The researcher recruited a total of seven paatntgy who volunteered by
indicating that they wanted to participate in tl@search. Participants were executives
(CEOs and online marketing or executive directaisd have experience with and
expertise in integrating social media into theirkesing campaigns. Overall, the seven
participants represented a variety of industriéach participant was assigned a
pseudonym for protection of his or her identity &odconfidentiality (Appendix E).

Marissa is the CEO/president of a marketing ag€é@oynpany 1). Because her
company employs nine individuals, it is designaie micro-business. Marissa
conducts all SMM activities in-house. Sergey iea&acutive director of a software

development and telecommunications enterprise (&@oy@). The company is
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designated as large because it has over 500 engsloy®&ergey’s company conducts
SMM activities in-house. Mark is the online markgtconsultant for a power equipment
company (Company 3). His company has fewer thaemployees, which makes it a
micro company. Mark’s company outsources all doudia-related activities. Steve is
an online marketing consultant for an educationstitution (Company 4). Steve’s
company has between 10 and 50 employees, whichamakemall company. Steve
stated that his company both outsources and camdaoctal media marketing in-house.

Bill is the CEO/president of a mixed matrtial artisdso (Company 5). His
company’s size is considered micro because theréearer than 10 employees. Bill
conducts all social media marketing in-house. Jaek online marketing consultant for
a small medical software development company (Compa that employs fewer than 10
employees, which makes it a micro company. Jaak'spany outsources marketing
through social media. Larry is an online marketngsultant for a real estate firm
(Company 7). His company is considered microhasetare fewer than 10 employees.
Larry’s company outsources all online marketingwitets, including those that use
social media.

The researcher sent an email to the identified@iees as a means to receive
permission to conduct the interviews (Creswell,20C0Participants were informed that
the phone interview was to last between 30 minaibes1 hour and were asked to set up a
date and time for the interview. The data werdgad though individual phone
interviews, conducted during a two-week period iay\2013, that were digitally

recorded and later transcribed, which resultedtota of seven completed interviews
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that were included in this analysis. As noted,d&een participants also signed an
informed consent form.
Data Analysis

After all the interviews were completed and traiisd, the transcriptions were
read a minimum of five times, and key words thateng@milar among the participants
were identified. Bogdan and Biklen (2006) explditieat this evolving process is a
system used to find similarities among all theipgrénts. As noted in Chapter 3, once
the key words were noted, the identification of @gpts began. It is important to note
that some of the answers provided by the parti¢goduaring the interview process
spanned multiple research questions. Thus, tlearelser needed to merge all
transcripts. This resulted in categories and ptogsethat were developed from a global
perspective based on the insights of participaAtsthe data analysis progressed, the
researcher’s identification of key words and phsasere used to create the actual
categories and properties. The researcher dewvketbpevords and definitions that
comprise the categories and properties; accordioger researchers might have given
the categories and properties different nameserAfetermining which concepts were
categories and which were properties, each categasycoded with a random color. The
next step was to double color code each of thegrtigs beneath its corresponding
category. The first color corresponded to thegate under which the property was
found, while the second color corresponded to dividual property. Each property

received a different color.
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Answers to Research Questions

The data yielded three global concepts, whichlreduin three categories related
to participants’ use of SMM at their workplace. t€pory 1 included four properties,
category 2 included three properties, and categangluded three properties. The
properties comprised the participants’ perceptemgelated to the global concept of each
category. The findings resulted from a qualitati&overy process, and, as discussed,
the process involved analyzing all the merged tapts from a global perspective.
Below are the answers to the research questionshwiere addressed by an analysis of
the interview data.

Research Question 1. What are the stated reaggnmarketing executives from
selected companies use social media in online mag&

The data indicated that the reasons that marketiegutives use social media
include gaining exposure through the triggeringpasiness connections, which builds an
online presence and adds to their circle of infagenOther reasons for SMM use involve
obtaining insight into customers’ behaviors throtigd feedback that they provide. One
means to do this is the built-in analytics of sahéhe social media platforms, which
allow for measurement of individuals’ level of ingst in a particular post. Finally, the
ability to identify users’ concerns, as a meanaddress them, and to promote the
delivery of unique content also were reasons feruse of social media in marketing.
One participant specified that delivering contentwstomers though email is no longer
the best method of communication, particularly whempared to the interactive,

permissive nature of social media.
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Research Question 2. Which social media metndsamalytics are used by
marketing executives from selected companies fonemarketing?

The interview data from the seven executives redethat all participants used
Facebook Insightsa built-in tool that tracks users’ activitiesthsy relate to company
content and generates a repdfacebook Insightss offered at no additional charge to
businesses with a Facebook presence. The metdkegle the number of Facebolikes
and ofpeople talking about thisn a per-post level. Notably, five of the seven
participants did not use other third-party anabyticainly because they either did not
know where to start or they did not have a suffitieudget allocation for such practice.

Research Question 3. What are examples of suat@esafketing strategies
implemented by marketing executives from selectedganies?

Promoting company events, because it often alldeedame recognition and
credibility building, is one example of a succesSIMM strategy. Such events promoted
engagement with existing clients as well as a cotnore with potential customers, which
established the groundwork for future revenue garer. It is important to note that
events promotion is a key component of traditionatketing methods as well. Other
examples included increasing the number of foll@exm@tikers as well as the number of
sharesor retweetsof particular content posted by a company. Adddily, the
executives cited the ability to track referral sm# that led to revenue generation, which
is another key component of marketing through tiawial channels, as an example of a

successful marketing strategy.
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Research Question 4. How reliable are the metisesl by marketing executives
from selected companies in interpreting the dagg ttollect by which the effectiveness
of social media marketing campaigns is being meaur

The data indicated that the metrics were relialfpecifically, the reliability of
the metrics used in assessing the effectiveneS#dd campaigns is based on their built-
in nature and include the statistical record keggeng., the number dikes), the extent
of a social media platform’s reach (e.g., the nundi@eople talking about thjthe
number ofviewsas expressed on the platform), and users’ weighAthen measured,
users’ feedback is a reliable indication of theefiveness of a particular SMM
campaign.

Research Question 5. How do marketing executiees Eelected companies
assess the effect of social media marketing om theenue?

As noted, the participants did not speak of speoiimbers or formulas as related
to assessing revenue. They did, however, desartbese relation between engagement
with the platforms’ users and the concept of cosier of leads into customers, which is
a revenue creation mechanism. For example, ceeatarketing methods, such as
offering a free webinar through the social medeatfprms, enabled one company to
provide valuable content, which helped them gaimosxre and eventually led to
increased revenue. Activities related to everdsmhg, for example, allow companies to
receive name recognition and build credibilitym8arly, according to the participants,
SMM allows for the leveraging of the various platfis globally, which also is a source

of revenue generation. As such, the more expdlooegh connections, the more
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information is exchanged on the various platforwisich provides momentum that can
lead to future revenue production.
Study Findings

Prior to presenting each of the specific findings important to note that the
use of SMM varies from company to company andaselly tied to the companies’
objectives. Further, as noted, the semi-structimeaview was designed to elicit
responses specific to the context of businessesbiisocial media in marketing.

Figure 2 presents a summary of the data that wagedefrom the transcripts and
includes each category and property as well as dedinitions.

Category 1: Engagement with Customers
Definition: Information sharing and credibility bding

Property Definition

Multiplier Effect Connections of public or privatemmunities
Followers with Traction People who have influence

Unigueness of Content Uniqueness by post anddifopin
Conversion Tracking referral sources

Category 2: The Essence of Social Media Presence
Definition: Insights into customers’ behaviors

Property Definition

Emotional Reaction Consumers’ involvement with pheduct
Pressure for Problem Resolution Problem posingrésailts in problem solutions
Global Exposure Leveraging the reach into globatkats

Category 3: Communication by Choice
Definition: The option of selective behavior

Property Definition
Triggering Business Connections Building an onfinesence
Users’ Feedback through Weigh-in A measure ofdkel of interest in individuals

Communication for Business Exposure  Receivingrass awareness and name recognition

Figure 2. Categories and properties.
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Category 1: Engagement with customersin this studyEngagement with
Customers was defined as “information sharing aedibility building.” The data
indicated that engaging with customers by delivgtinique content through the various
social media platforms can lead to a ripple effgeherated by the reach of the various
social media platforms, and consequently an inereathe number of users added to a
company’ circle of influence. Additionally, thenaipants indicated that engagement
also is related to the concept of conversion, whanh lead to an increase in revenue.
The excerpts presented below are indicative ofdaisgory and its properties.

Multiplier effect. The first property is the Multiplier Effect, whigk defined as
“connections of public or private communities.” eTaxcerpts below address this
property.

Facebook has proven to reach audiences in the édmaf thousands in
seconds, and there have been so many examplesicslgcon the Facebook
area, that highlight how powerful this social mepliatform has become and its
ability to reach thousands and thousands of peopkame cases, millions of
people, in days and for free. YouTube is anotikan®gle. | can share several
campaigns on YouTube, and the campaign went vird| i a few days, had
millions of hits and viewers of that campaign. kedIn [too]. | sometimes post
job offers, job openings on LinkedIn, and | get eloz of resumes a day without
having to pay a penny for an executive search casnp®o more viral
campaigns, get more creative in how we imitate Gagms that go viral to

improve our campaign reach. (Sergey)
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We will post up his fight from that event, and thasa friends will re-post
it. All of their friends are like, “Oh, describbd gym that you go to.” We keep
an eye on whatever people are doing on Faceboolut.it’'s more of a friendly
competition of, “We’ve got 2,000 people following an Facebook and you've
got 1,500.” (Bill)

It's much harder to get somebody to follow you ankiedIn than to
connect with you. So it’s a lot harder to get dedp follow the company as
opposed to connect with you personally. So a latenpeople will connect to you
personally, but not follow your company, so you wanget that information out
to their connections. And that is good for the tiplier effect. (Larry)

How many people are adding us to their circlessrating our
information? You get the multiplier effect of sakmedia if other people share
your information. (Steve)

Engaging thought leaders in the medical industtheUS who get
published. They are active on social media, sbrgeéngaged with them,
sharing their information, hopefully, eventualllgey will share our information.
So it’'s not going directly to the end user. It'sma on the association level and
thought leaders level who are active on social me@n Twitter, it's whenever
we get a re-tweet, we look at who re-tweeted. Mm@ty finding out about the
business through these platforms because somehadsdsa post that they put
out and then people who they were friends with genpost and became
interested. And that’s the power of social media;an amplification process.

(Jack)
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Followers with traction. The second property is Followers with Traction, athi
is defined as “people who have influence.” Theeegts below concern this property.

We would like to get into more interesting contengre infographic type
of content that is easily shared through socialimedore videos. We've done
videos but we’d like to do more—more interactivatemt that is more likely to
be shared. Those are the visual things that ®beé shared more often. That'’s
when you really start to gain traction. That's whau're trying to do. (Steve)

Oh, the president of this association just staidddwing us. That's huge.
So it really requires that you look very carefullypk at what the engagement is.
When we get somebody to re-tweet something, fomgka, or get somebody new
who follows us, and they turn out to be somebodyemtial, then that is
meaningful. (Mark)

Where we’ve been able to get some traction in eingafe associations.
These are the people who we are hoping will onestkay to re-tweet us, to share
information with their 5,000 or 10,000 follower&ne of our objectives on
Twitter, for example, is to get re-tweeted by peopho have influence. These
activities on social media are meant to help tharmss development process
along. They're meant to get the name in frontedggde in influential positions.
(Jack)

Uniqueness.The third property is Uniqueness of Content, whectlefined as
“uniqueness by post and by platform.” The excebgiew indicate this property.
My marketing strategies center on providing valeatdntent the majority

of the time that also positions me as an expertyrfield. For example, | started
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advertisinga free webinar series that | was holding on boitebaok and
LinkedIn. Using these platforms enabled me totigetword out. One of the
webinars was on the Top 10 Mistakes Business Owwak® on Their Website.
Once the webinar was held, | had people who attetiteewebinar contacting me
to hire me for my services. (Marissa)

Look, the thing about social media, you have toehsomething good to
say. And the challenge companies have is theyt doww what to say. And the
problem starts there. And that's a work in progreBecause the question is,
what's meaningful? And that’s the struggle. (Larry

Business is ruled by seasonality, is ruled by tkeativer, and when things
change: it's raining, it's snowing, it's hot outsidvhatever it is, they . . . can
change messages quickly and engage these folksk\Ma

We know from experience that that stuff works mibign your standard
updating, re-tweeting, and doing the average stfhen you have something
unique like that, it tends to get you credibilitnd so I'd like to engage our
clients more. We don't necessarily apply them #ywa every time. (Steve)

Do we have the capacity or the content to keepettteags active? And if
the answer is, “We are not going to have the cdrtekeep it active,” we don't
do them. We don’t do automated things; we dortbaaate the Twitter feed
based on a blog post that goes out. If it looksmated, that's not what social
media is about. So it's a manual process, it'srahual; it’s all unique to every

single platform. (Jack)
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Conversion. The fourth property is Conversion, which is defirssd‘tracking
referral sources.” The excerpts below addresspttuperty.

So that applies to virtually every platform. Wisceingaging with you.
Understanding who'’s engaging with you, and it'srigyto understand is it real
engagement or is it not. Like, did they end upyoar website? You know, that’s
more meaningful. So there’s a lot of a raw dattloere, the like numbers,
followers’ numbers; that stuff is just gross nunshehey don't, they lost their
meaning over time. (Steve)

Improve our sales by creating leads and opporemftom the social
marketing and social media networks where we salling solutions. If you
capture an additional 1,000 leads, and 10% of tlessks end up becoming
opportunities, and you sell them a product and tlegome a customer, then you
can attribute that amount of revenue from thoseodppities definitely to the
success and the ROI. Those are usually very,g@oyg indicators of ROI.
(Sergey)

So it’s not a direct sales tool, | don’t view iathway, as a closing tool; |
view it as an exposure, and if you have that exggshat could create sales. It
increases exposure of people talking about it,thatlis certainly increasing our
sales. (Bill)

When you are talking about those kinds of decisiand when you are
talking a pair of jeans or a T-shirt, or whateues, social media, yes, that could
lead directly to sales and even snow blower or et it can lead directly to

sales. So we are tracking referral resourcesetovidbsites. And then we track
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conversions. So we are tracking back to see iba@yf those social media
platforms has had a real impact on results. We hioat eventually they will
come to the website and maybe they will fill odoam for more information.
That would be a success. (Jack)

Analysis of category. Irhe participants indicated that their involvemenSMM
is strongly connected to Engagement with Customilaking connections with public
and private communities provided the participants wmformation-sharing capabilities
and enhanced their business credibility. Wherptrécipants shared their experiences
related to SMM, they described a Multiplier Effeétusing social media platforms as a
powerful way to engage with people of influencell@wers with Traction). The
participants emphasized that social media engadiesvers who attract other
individuals, who re-share, re-tweet, and like cahtielivered by the various businesses.

This process of engagement with customers in thialsmedia arena enabled the
participants to become successful when employiagtiie marketing strategies. The
goal of such engagement is to increase the convesi#ss of a company. The
participants also stated that social media hasledahdividuals to have a more
resourceful approach to seeking and learning aboyioyment opportunities. Social
media offers an opportunity for individuals to amle global exposure through viral
campaigns. Through the various social media piai$o executives can reach across
continents to find qualified employees, managand,leaders; they no longer feel
restricted by geographic boundaries when fillingplayment positions.

According to the data derived from the intervieasgcutives believe that social

media is important as an innovative approach tkatarg due to the Uniqueness of
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Content that the platforms are able to deliver.e Qarticipant emphasized that, when
content is unique, it tends to drive credibilityurther, this uniqueness tends to engage
the clients in a more meaningful way, which coudddme the basis of revenue creation
in future transactions. For example, one partiig@ated that offering followers a free
webinar with unique content triggered a varietypo$iness connections that eventually
turned into sales.

Revenue creation is seen in the conversion pragkes tracking referral sources
to return on investment. The individual platforoas capture leads that become
opportunities for the establishment of future raxe@nOne participant pointed out that the
ability for individuals to peruse social media pdains in a 24/7 timeframe results in a
high level of engagement that, as noted, becongebahkis for future business revenue
generation. Organizations analyze this convergrogess and watch the nature of the
traffic as a means to predict and maximize potestiaams of income.

Category 2: The essence of social media presends.this study, the category
of The Essence of Social Media Presence was defiséhsights into customers’
behaviors.” The data indicated that marketing ekees use social media to obtain
insight into customers’ behaviors, to gain feedbhackl to identify problems and propose
solutions. According to the participants, a somaldia presence that generates a positive
emotional reaction among customers is a successftketing strategy. When customers
experience an involvement with the product, thistabutes to the company’s achieving
a successful outcome from marketing efforts. Fyn#his category relates to the concept

of companies’ leveraging the various social medttdfgrms on a global basis as a means
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to increase revenue. The excerpts presented lz®vepresentative of category 2,

including its properties.

Emotional reaction. The first property is the Emotional Reaction, whigh

defined as “consumers’ involvement with the produdthe excerpts below address this

property.

Our members end up talking a lot about it. Pespkeit for a while and
go like: “Oh, I know who that is! | will go dowand try that out; I've been
watching them on Facebook for 6 months. We wilegyou a free T-shirt for 15
check-ins.” And immediately you see a bunch ofgbestarting to check in
every time they come to the gym. (Bill)

So on Facebook, we are looking at, how many lilkees/d have on our
company pages as a metric. But with these de@sibis way too complex; it
takes months, if not years, for people to makeasdtm. So it’'s just part of the
credibility building, it's part of getting somebodhterested so they start to ask
the question. Today, it's a very different langszavhere the business owners
are now scared that if they are not on there, lmyt &re not sure why and how
effective this is going to be. (Jack)

If somebody is making a comment about me out orttémbut not
tagging me in it, then I can still monitor everytgithat’s being said. And that's a
great way to really monitor that brand image. (Idsa)

Ultimately, they make a decision six months lat&rsuccessful thing has
been really around big events—shows or plays agxdrtbits, that kind of thing—

that gets a lot of activity, the parents get exkitbe kids get excited . . .
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something with teachers acting silly in short vislemd people enjoyed that. It's

kind of putting a human face to the school; thatked very well. That’s kind of

what it has been around the exciting events that baen in the school. (Steve)

Pressure for problem resolutionThe second property is Pressure for Problem
Resolution, which is defined as “problem posing tieaults in problem solutions.” The
excerpts below relate to this property.

They have to tweak it and then re-test again. '$hiaé power of social
media. Internally connected to our product, weehaur own tools that we use
for analytics. We are looking to develop some yied also in-house. But they
will be for our own products. We develop produtist are in the social
enterprise, that are similar to Facebook. We dé&elop products that are
website management products that have a sociabitiéypand social integration
that allow you to do a lot of the social and mairkgimedia on our own website.
So, first, we use our own product, and, secondswpport it by using our full-
time resources, employees who do all of our seoedia and marketing
campaigns. (Sergey)

When somebody posts a question, a customer sasgioe on Facebook
or on Twitter, they are expecting a resolution vguyckly. And it's public to
everybody, so it's a lot of pressure. (Mark)

| think every company has that challenge of malsge that they are out
there as often as they need to be, tracking inieresc Every company | talk to,

that's probably one of their biggest challengesai(ska)
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Global exposure.The third property is Global Exposure, which isidedl as
“levering the reach into global markets.” The epte below are associated with this
property.

People are coming from all sorts of platforms. (K)ar

The purpose is really to use and leverage socidiarte improve our
brand image and our brand reach into the globaketsuand the different
industries that we are in, some of the emergingeatarin the Middle East and

Russia, and Asia-Pacific Africa Continent. We semostly the enterprise, so it

Is very important to us to develop and push ouratmsedia campaign over

networks and platforms that are supporting businssss, more than the

consumers across multiple cultures. (Sergey)

Analysis of category 2The research participants indicated that their Iverment
in SMM is strongly connected to The Essence of @ddedia Presence. The executives
noted that customers’ providing feedback, basethem involvement with the product,
triggers an emotional reaction that can help congsaachieve higher customer
satisfaction rates and, of course, greater sucCHss.is a new dynamic that social media
adds to traditional marketing approaches. Oneqgaaiht presented this process as
building credibility within the social media realnsocial media platforms allow
companies to keep track of the different analytetated to customer feedback, as
automatically generated on the platform level. &ample, the participants identified
the ability to track likes in Facebook, as welklas number of followers on Twitter, as

characteristics of some of these platforms. Tlaesaow considered marketing tools
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that are used to monitor clients and followershwite goal of achieving a higher rate of
customer satisfaction and retention.

The essence of the social media presence is aveaspproach to marketing;
nevertheless, the participants explained that thexeertain challenges inherent in
consistently engaging customers. One participatgchthe amount of time consumed
and the pressure to keep up with clients’ demaodsrfyent problem resolution, which
resulted in the property of Pressure for ProblersoRgion. The participants also
emphasized, however, that posing problems resuftading solutions. One participant
stated that problem posing and problem solvinglaeower behind The Essence of
Social Media Presence. Solving a particular pmobp®sed by a client was handled with
much more urgency online than offline due to thenpany’s high visibility as related to
social media. Consequently, this issue, as nogeahbther participant, became the
catalyst for developing custom software to morecigitly address customers’ needs.

The participants explained how Global Exposurdcivis leveraging the
company’s reach into global markets, related to Essence of Social Media Presence.
This presence involves the ability to market intagents that were previously difficult to
reach. As noted by one participant, the leveragirgpcial media provides global
exposure, which is one impetus for revenue germrati-urther, the ability to leverage
social media as a medium for the development adyets with global appeal also
provides the potential to increase business reveue participant noted the usefulness
of website management products that allow for tleatton of non-traditional forms of

advertising that incorporate social aspects irgditional marketing methods and can be
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used on a global basis. This global exposure iop@am marketplace, through the various
social media platforms, is a foundation for revegagreration.

Category 3: The communication by choiceln this study, the category of
Communication by Choice was defined as “the optibselective behavior.” The
interview data indicated that the use of social imatlows for an easy means of
communication with the customer due to its intavactpermissive nature. Successful
marketing strategies involve building on businessnections and establishing
recognition. Recognition can be achieved by cngagvents and using social media
platforms to promote such events.

According to the participants, the most commordgdisocial media platforms are
LinkedIn, YouTube, Facebook, and Twitter (AppenB)x A number of these platforms
have built-in metrics that offer business userfiwgeful analytics at no additional
charge. Examples of such analytics include thebmrmof Facebook likes on a per-post
level, the percentage change in the number of @niitlowers, the number of new
individuals who have added a company to their Gebvgircles, and the number of users
who have hid a specific content posted by a busines

Further, the analysis of the participants’ respensdicated that this category
involves Users’ Feedback through Weigh-In. Comesitook forward to interacting
with users and to receiving their feedback, whiabvjgles insights into customers’
behaviors. Finally, the data indicated that thtegary concerns the practice of
communication for business exposure. The morexpesure through the social media

channels, the more a company can create businessrass and hame recognition,
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another basis for increasing revenue. The excerptented below are representative of
category 3, including its properties.

Triggering business connectionsT he first property is Triggering Business
Connections, which is defined as “building an oalpresence.” The excerpts below
relate to this property.

Properly build your LinkedIn presence and thende LinkedIn more,
make a connection, trigger new connections. (Jack)

To attract new business, to help grow the busin&ssit's number one.
(Steve)

Social media allows connecting with these smallltamapers, these
landscape contractors. Getting more followers Waat. (Mark)

One is just lead generation in terms of findingldjea leads that might
be interested in my services. So that's probabhbrggest thing, making sure
that | am out there as often as | need to be. @daji
Users’ feedback through weigh-inThe second property is Users’ Feedback

through Weigh-in, which is defined as “a measur#heflevel of interest in individuals.”
The excerpts below are indicative of this property.

We are looking how people are actually posting enammpany page or
liking certain updates on the company page andha&es a measure of what
their interest is. For YouTubeje look at number of views and duration of the
average view. We are looking to see if these \sd®e helpful. And with
Google+ again, how many people are adding us io¢heles and sharing our

information? Who cares if you have 1,000 follom#@00 of them are bogus?
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And, of course, that's what people used to do,tAighhey used to buy followers.

But | can get 100 new followers and they are glhty to get my business; that’s

why they're following me. Well, that's not meanfay Who cares? People are

making comments and asking questions. (Mark)

Stats we can get from LinkedIn to see if peopleaataally paying
attention to us, to what's being posted. Comm#nta people, “Great article.
Thanks for sending me the information,” people wiedon’t connect with
normally on a regular basis. (Larry)

Making sure that | am taking that time to go bacl aee what's working
and what’s not. What kinds of things am | gettiagponses or conversations
started on? And so | can monitor that on a dalyi®to know whether I'm
getting positive feedback or negative feedback.r{$4a)

Communication for business exposurd.he third property is Communication for
Business Exposure, which is defined as “receivingjriess awareness and name
recognition.” The excerpts below are associatet this property.

The secondary reason is to engage their existiagtddase. (Steve)

We use social media to get that information out @osition as an
informed thought leader. We want to elevate anbbbked at as an incredible
source of information. You talk to social mediaple; they talk to you about
brands and about brand building. It helps to reechwith contacts that built up
over the years in a meaningful way. Just goodrin&tion about the investment

sort of environment. (Larry)



72

To get our name out there to other people and whadre really doing at
the training that we’re doing. (Bill)

So it’s this one more thing to help get recognitsonthat, when we go to
an event, we're more likely to have the company&ascognized when
approaching people, and for the event organizessitioof recognize the company
as well. That’s the purpose. (Jack)

So my marketing strategies center around providalgable content the
majority of the time (about 80%) that also posiiane as an expert in my field.
Then when | am doing promotional content (20% eftime), people are more
likely to hire me. (Marissa)

Social media is used effectively for big eventsjtmpeople, so there is a
lot of pre-event activity to get excitement growigugd then there is activity
during the event to show people that there is afléiwn stuff going on, pictures
are getting posted, stuff is happening, videosd After the event, we go back
and we post a whole bunch of things on Facebook,phgitter account; we film
videos to go on YouTube afterwards. And so thdsgaee to promote the event
and then use that to help build an event for the year or for the next event. To
see if anyone of those social media platforms lagsahreal impact on results.
Jumping on inquiries through social media. Peaplequestions about stuff like:
“How do | turn my lawn mower in the spring?” So wee searches for key words
on Twitter, for example, and we answer those gaestithat works well. When

we get somebody to re-tweet something, for exangplepmebody new who
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follows us. And we look at who that person is, #mely turn out to be somebody

influential. Then that is meaningful. (Mark)

Analysis of category 3The participants indicated that their involvemenSMM
can be understood as communication by choice atdtthir building of an online
presence is the foundation for developing busicessections. They emphasized that
building connections leads to the attracting of en@ferrals and followers, which can
potentially increase revenue. Participants empkdsihe importance of being attentive
to their clients, and the use of social media eemblisinesses to nurture business
relationships.

Social media allows for users’ feedback througigtvén, which is a measure of
the level of interest of individuals. The partigifs indicated that companies, based on
user feedback, customize the content that theytpostigh the various social media
platforms. According to the participants, engageinamd communication are interrelated
dimensions of marketing through social media. @& also indicated that companies
that previously invested substantial resourcessearch and development efforts as a
means to learn about customers’ needs have nowatelirpart of their focus to learning
about such needs through the social media platforms

The data indicated that communication for busimeg®osure, defined as
receiving business awareness and name recogratlows companies to be positioned as
informed thought leaders. One participant statetl dne objective of a company is to
elevate its status as an incredible source of mmdébion. In addition, participants

indicated that social media can contribute to bngdh company’s brand and increase
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business revenue. Social media provides the fdiomdfor a win-win relationship
between the consumer and the business.
Analysis Summary

The qualitative analysis of data collected for #xploratory research on SMM
resulted in ten findings that make a significanttabution to the understanding of the
use of social media in marketing purposes. Theomeses to the open-ended questions
provided insightful, rich description of particigahexperiences with SMM practices in
their organizations.

Prior to implementation of the study, the researatas concerned that
participants would skip some of the open-endedtequres However, all seven
participants discussed recent social media useanketing, and the majority offered
additional commentary on their SMM practices. Mastfessionals are increasingly
likely to express themselves on the phone or orthae via paper, and this research
indicates that electronic data collection mecharisne effective for conducting research
with this population. Overall, the open-ended goes about the use of social media
platforms as a marketing tool invited responsesghavided insight into understanding
this phenomenon. The interview approach usedisnstndy appears to have been
successful in capturing information about SMM piced.

Chapter Summary

This chapter presented the findings of this studyich investigated the use of
social media as a marketing technique. In additbiopresenting the demographics of
each of the participants, the chapter presentethalysis of the data, which resulted in

three categories and their associated properasticipant quotes were used to present
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data relevant to each category and its properfié® following chapter presents a
discussion of the findings, as they relate to tteedture, and their implications. The

chapter concludes with recommendations for futasearch.
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Chapter 5: Summary, Discussion, and Recommendations
This chapter provides a conclusion to the studyiaoludes a discussion of the
findings, in view of the literature, and their ingations as well as recommendations for
future research. The purpose of this study wakeszribe the reasons that select
organizations use SMM, the different SMM stratedie companies utilized, and the
perceived effect of SMM on revenue generation, hasethe perceptions of the research
participants. In particular, the researcher sotglietermine whether corporations had
their own SMM metrics as related to their SMM efor
This qualitative research was exploratory. Da¢aencollected from seven
executives, who were interviewed, in regard torthee of SMM and its role as part of an
integrated marketing approach. The interview eatee supplemented by verbatim
transcription and member checking through followedmails with the participants.
Additionally, the data were triangulated with tleeiewer’s input on the construction of
the categories and properties and the researdiedsiotes. Data analysis generated
three key categories: (a) Engagement with Custar{teyrd he Essence of Social Media
Presence, and (c) Communication by Choice.
The following research questions guided the study:
1. What are the stated reasons why marketing exesuftioen selected companies
use social media in online marketing?
2. Which social media metrics and analytics are usechérketing executives from
selected companies for online marketing?
3. What are examples of successful marketing stragegiplemented by marketing

executives from selected companies?
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4. How reliable are the metrics used by marketing ettees from selected
companies in interpreting the data they collectvbych the effectiveness of
social media marketing campaigns is being measured?
5. How do marketing executives from selected compaasssss the effect of social
media marketing on their revenue?
Discussion

The study findings comprise new information thédsto and strengthens the
existing literature. Below, the findings are dissed in view of the literature.

Engagement with customers.Engagement with customers includes the
properties of (a) a multiplier effect, (b) follovgewith traction, (c) uniqueness of content,
and (d) conversion. The patrticipants believed sloatal media helped them to engage
with both existing clients and potential ones, sahehom are people of influence.
This process of engaging with customers in theatmeedia arena has enabled the
participants to become successful in developingtore marketing strategies. The
category of engagement with customers supporteetearch of Pickren (2010), who
stated that social media allows for an interactpersonal, transparent, engaging,
dynamic, and conversational approach to commumwicatin addition, McAllister and
Turow (2002) noted that social media is able to @wvgy consumers to access, send,
transform, create, and store materials online.

The findings indicated that one must use a mudtigffect for effective
engagement, a concept discussed by Faust and Hidise(2009). Social media

messages must be optimized for viral functionatitgat is, the message must be easy to
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share with the recipients’ contacts and to postamial media networks. These concepts
relate to engagement with customers.

The essence of social media presencehe Essence of Social Media Presence
includes the properties of (a) emotional react{bhpressure for problem resolution, and
(c) global exposure. Participants spoke of theguree to get customer problems resolved
in a timely manner, sometimes using creative sohsti and the need to share information
online, both of which were believed to be relatethigher customer satisfaction and
revenue. Weinberg and Pehlivan (2011) specifiatldiquick response or an innovation
to address negative feedback makes a company appeamore responsible. The
property of pressure for problem resolution is @eging with research by Kietzmann et
al. (2011), who explained that social media hablesbconsumers to take a more active
role in informing themselves about products ankiting companies know what they
want and what is missing from their current produdBloomberg (2010) stated that
consistent listening, although time consuming, leadl to a successful market-focused
orientation. Participants indicated that creaiuit problem resolution triggered an
emotional reaction from clients. Such a responag dvscussed by Normann and
Ramirez (1993), who explained that listening totcoers can eventually lead to
increased customer loyalty and, thus, repeat bssine

Communication by choice. Communication by Choice included properties of
(a) triggering business connections, (b) usersilbaek through weigh-in, and (c)
communication for business exposure. This cateigarykeeping with the research of a
number of authors (Angel & Sexsmith, 2009; Balw&@09; Channey, 2010; Warren,

2009), who stated that most marketers utilize papcthannels such as Facebook,
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Twitter, and LinkedIn as well as blogs to incretdseextent of their brand reach, among
other goals. The participants indicated that drntb@reasons that marketing executives
use social media is to trigger business connectepsactice that builds their online
presence through name recognition, also undergts@dmmunication for business
exposure. Social media tools can effectively eegagaudience as well as empower a
group of fans to promote products through theiradaowtworks. Referrals are crucial
elements of a company’s generation of new salegréeting strategy that can be built
around taking care of existing customers.

The participants believed that social media hetpeth to gauge the level of
interest of individuals. In this regard, commutiga by choice is in keeping with the
research of Brown (2008), who stated that, withatieent of social media, the individual
customer does not need a higher authority to dictdiat to think or buy. Additionally,
Dinovici (2010) noted that the administration of\gys (a traditional method) through
social media platforms can help companies measursuener awareness of their
products and their brands’ images. This processiding brand awareness in the social
media arena has taught businesses to welcome tsedback.

The property of users’ feedback through weigh-ioassistent with the literature
on the importance of companies’ welcoming consuhfieesiback and acting upon it.
This practice is explained by Freire (2000), whesuthe ternpraxisto describe the
process of dialogue as a practice of convertinigegbn into action. The act of listening
to customers is a practical application that Normmand Ramirez (1993) have argued can
eventually lead to increased customer loyalty #8maks, repeat business. Customers’

loyalty established through feedback, as WeinbacgRehlivan (2011) noted, is an
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effective tool generated by social media platforr@®nversations are valuable because
they add depth to the marketing approach, somethetgs missing from traditional
marketing research. This notion was supportedlbgmberg (2010), who emphasized
the need to make the best use of the data colle¢tecexplained that companies need to
have unfiltered consumers’ conversations when ctitig data.

Conclusion

This study took an in-depth look at how companiss SMM to connect with
customers and to achieve their goals. Businessesreate value by engaging with their
customers through the social media channels, andubcess of SMM strategies relies
predominantly on the ability of businesses to adlgbrchestrate and manage various
aspects of their customer relationship. The aimoofipanies’ use of SMM is to build
meaningful and lasting customers relationships.

Implications of the Findings

The findings of this study have several implicatio Each of these implications is
discussed below. It is important to note thatréeilts of this research should become
increasingly relevant as purchasing choices beauoore controlled by consumers who
are used to researching, exchanging informatioth naaking purchasing decisions
online.

Social media marketing is not a stand-alone appra@h. The results indicated
that businesses have reached a certain level afrityain regard to SMM and understand
that they need to use a multifaceted approach. gaaras view SMM activities as
supplementary tools, not a stand-alone approagdudtain their business. This notion is

seen in the research of Yost (2010), who notechéleel to accompany the use of the



81

various social media channels by comprehensive itesband avenues by which
consumers can be invited back into the companiebsites. Organizations appear to
understand that marketing is an integrated apprtetirequires the use of multiple
marketing strategies, both online and offline, thegd to be integrated at the companies’
website level to leverage the various resourcegjmiae the overall return from such
marketing practices, and tie them back to realiass outcomes. Costa (2010) stated
that marketing managers must be knowledgeable dtmoudifferent social media
platforms can add substance to their integratedetiag strategies. For example,
Twitter followerscan be directed to Facebook, Facebldaks can be encouraged to visit
the company’s YouTube channel, and YouTube comnaamtsautomatically feed into
the company blog, and so on. Each platform geegiasights into customers, which
can improve the business development process aoll e targeted marketing
approaches, better content customization, higivetdeof engagement, and expanded
brand reach.

Social media marketing is a self-correcting mechasm. Social media is
becoming more of a science. One participant sti@ida company needs to have the
right foundation and tools in place to leverageitistant feedback that the platforms can
offer companies. The SMM process involves theahihunching of a marketing
campaign, an analysis of the feedback and how dtsores against the campaign’s goals,
the making of adjustments, re-testing, and theeatpg this practice with the intention
of finding a combination of analytical metrics tlzad the business development process.
In other words, SMM is a science. As noted by Rink2010), the instant gratification

that marketers obtain from this form of marketiriters companies a high rate of return
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in comparison with direct marketing campaigns vitich feedback takes much longer to
be received.

The need for third-party analytics. Although all participants usdgéacebook
Insights,a built-in tool offered free of charge that hetimsnpanies understand users’
activities as related to company content, fivenef $even participants either did not use
or were not aware of other third-party analytidis could be tied to a lack of
knowledge about the availability of third-party duigs to tie SMM efforts to business
outcomes or the lack of a sufficient budget for SMWhis lack of the use of third-party
analytics was seen in research by Warren (2009, vabed that 84% of social media
programs did not measure ROI, which means that rhasyesses are not able to
accurately tie their SMM efforts to their businesgcomes, mainly because they do not
know how and where to start.

Common uses of social mediaThe common uses of social media include
identifying the target market and analyzing a platf's capabilities and potential users’
reach. Other practices include assessing whethganizations have the necessary
content to keep users entertained and engagedheitbrand and leveraging the various
social media platforms by customizing content aesighing different social media
strategies based on the individual platform.

One participant stated that the high engagemeiated around promoting various
events through social media helps the companyhi@ae a global market reach and
increase its customer base. Promoting events theoigal media creates engagement
and builds trust and credibility. Similarly, theeuof analytics generated by Facebook,

such as “people are talking about this,” allows pames to deliver meaningful content
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to thelikers and serves as the foundation for generating tatigetads and, consequently,
higher sales. Nevertheless, companies may usal soedia differently based on their
goals, the industry, and their target market.

The birth of social return on investment. Monitoring and maintaining social
media requires being proactive in foreseeing custshibehavior. Participants indicated
that myriad social monitoring tools, e.g., Facebbwights, Google Analytics, Klout,
provide promising, creative ways to make senséefdrge amount of data collected
from the various platforms. However, even the npagtular tools do not tie a particular
SMM event back to a specific, quantifiable revepaomt. Thus, there is the need for
SROI, which could explain why (a) none of the regpents mentioned that traditional
ROI was a significant factor that contributed te tise of social media in marketing; and
(b) in general, the research participants congdistemphasized the social nature of
social media and rarely discussed numbers or tstatisin keeping with this, Mulgan
(2010) noted the significance of considering otheasures of ROI to account for the
social aspect of social media, which led to theettgyment of SROI. Similarly, various
researchers (Angel & Sexsmith, 2009; Balwani, 2@®anney, 2010; Warren, 2009)
have stated that few firms have been able to atynmeasure the direct impact of
social media on sales volume. There is no standamieasuring traditional ROI for
social media. Thus, SROI was born out of the rieansider the notion that traditional,
and quantifiable, ROl metrics might have differer@anings when associated with
SMM.

When compared to ROI, SROI is associated with aerflexible measure (not a

number) that should be considered within a framé&vi@r investigating a company’s
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social impact. Within the context of this studye fparticipants failed to recognize,
however, that a company’s social impact can seswb@foundation for analyzing the
success of SMM efforts by understanding what thalmers (e.g., followers, likes, events
attendees) mean. For example, correlations gestebatween sales and customer
retention can provide valuable business informatiOwerall, finding trends and
associating them back to their source is integralssessing the impact of SMM
practices. The participants’ lack of understandaihthe need for a business model that
revolves around value creation (Kaganer & Vaasi02@nd that focuses on the
relationship between social media metrics and tmeept of SROI implies the need to
educate business leaders on SROI.
Recommendations for Future Research

Based on the participants’ lack of understandiitip® concept of deriving value
from social media activities, it is valuable to fiecfuture studies on ways to tie sales to
particular SMM efforts as a means to justify budgj&ication to social media marketing.
It is also recommended that future studies exaimave to develop social media
strategies. A qualitative research design wouldreffective approach for providing an
in-depth understanding of the creation of suchtestias. Further, such research, as well

as other future research, should acknowledge &l & not a stand alone approach.
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APPENDIX A
Research Participant Informed Consent Form

Dear Research Participant:

Thank you for your participation. Your input isryenuch appreciated. This research will
benefit scholars, marketing consultants, and comegas related to social media marketing. The
purpose of this study is to obtain thorough knogkeftom representatives from a select group of
companies of their experiences with and points@fnon their use of various social media
platforms. This will allow an understanding of tt@mmon uses of social media in marketing
practices and the identification of various toaid anetrics available in social media marketing
today. To provide full disclosure and comply witBpperdine University policies, please note:

¢ You consent to being a research participant.

e Your participation in the interview is voluntaryndiyou are free to withdraw your
participation at any time, without having to giveeason.

e You can contact the researcher’s supervisor, @k McManus, at anytime if you need
additional information or to file a complaint. DdcManus can be reached via email at
jackmcma@gmail.coror by phone at (310) 548-5657.

e There are no known risks associated with your gagtion.
e You do not have to answer every question.

e The interview might be audio recorded, in whichecte digital records will be
password protected to ensure confidentiality arldbistored on the researcher’s
personal laptop.

e Your identity and the information you provide wiémain confidential, and no
information that identifies you or the company yepresent will be made publicly
available.

e The findings of this study will be shared with yand will be used for the sole purpose of
this dissertation.

Please read the following statement and sign abd¢ttem of the page if you agree:

“The purpose of this dissertation, as well as titerview process, was explained to me. |
acknowledge that my participation is voluntary émat | can withdraw from this research at any
time. | was given the contact information of thee&rcher's supervisor. | consent to my
willingness to participate in this research. Iramkledge that | was informed that my name, the
name of the business that | represent, and anymafiton/data provided will be treated with
confidentiality.”

Participant Name Participant Signature Date

Business Name Participant Contact Information
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APPENDIX B

Pepperdine University IRB Application For a ClaifnExemption

Date: 04/29/2013 IRB Application/Protocol #: E03013BD0
Principal Investigator: Abir Alameddine

[l Faculty [] Staff [X] Student [ _] Other
School/Unit: [ ] GSBM X] GSEP [ ]Seaver [ ]SOL []
SPP

[ ] Administration [ ] Other:
Street Address: XX
City: XX State: XX Zip Code: XX
Telephone (work): XX Telephone (home): () -

Email Address: abir.alameddine@gmail.com

Faculty Supervisor: Dr. John McManus
School/Unit: [ ] GSBM X] GSEP [ ]Seaver [ ]SOL []
SPP
[ ] Administration [ ] Other:
Telephone (work): () -
Email Address: jackmcma@gmail.com

Project Title: PERCEPTIONS OF EXECUTIVES FROM SEVEBELECTED COMPANIES OF THE
USE OF SOCIAL MEDIA IN MARKETING PRACTICES

Type of Project (Check all that apply):

X] Dissertation [ ] Thesis

[] Undergraduate Research [ ] Independent Study
[ ] Classroom Project ] Faculty Research
[ ] Other:

Is the Faculty Supervisor Review Form attachzdi?es [_| No [_|N/A

Has the investigator(s) completed education orarekewith human subjectdX] Yes [ ] No.
Please attach certification form(s) to this appiaa

Investigators are reminded that Exemptions will N@ZTgranted for research involving prisoners,
fetuses, pregnant women, or human in vitro fegtlan. Also, the exemption at 45 CFR
46.101(b)(2), for research involving survey or imtew procedures or observations of public
behavior, does not apply to research with child&ubpart D), except for research involving
observations of public behavior when the investiga) do not participate in the activities being
observed.

1. Briefly summarize your proposed research projedd, describe your research
goals/objectives.

The proposed research project will examine theofisecial media in marketing. The
goal of this research is to understand consumagagement, through social media



99

platforms, with brands that have an online presefde objectives of this research are
to describe the social media scene and to idethigfysocial media tools used by select
businesses to market their products and servideseon

2. Using the categories found in Appendix B of thedstigator Manual, list the category of
research activity that you believe applies to yoaposed study.
45 CFR 46.101(b) (2).

3. Briefly describe the nature of the involvementlos# human subjects (observation of
student behavior in the classroom, personal irggrymailed questionnaire, telephone
guestionnaire, observation, chart review, etc):

The researcher is planning to recruit six to temiggpants who will be chosen based on
their existing social media marketing experiencee ®xecutive will be chosen from six
to ten companies that integrate social media im@ marketing practices. These
executives will include CEOs, CFOs, marketing ariglomedia directors, whose
participation will be voluntary. The researcherlwie semi-structured, phone or online
individual interviews through Skype or Facetime.

4. Explain why you think this protocol should be calesed exempt. Be sure to address all
known or potential risks to subjects/participants.
Participants are adults who consented to volurgarticipate in this research. Human
subjects’ responses will remain anonymous, and#te collected will remain
confidential; thus, the subjects will not be idéat or endangered.

5. Explain how records will be kept.
Records, which consist of digital video/audio fitggthered from the individual
interviews, will be stored on the researcher'sgeakcomputer in a private, password-
protected digital file, to which only the reseancihdl have access. Any printed records
related to this study will be kept at the researsheffice in a drawer under lock & key
and will be destroyed after five years.

6. X Yes [ ] No Are the data recorded in such a manner thzésts can be identified by
a name or code? If yes:

e Who has access to this data and how is it beingd?o
Only the researcher will have access. All matevidlbe password protected
and digitally stored on the researcher’s persooapiter.

e If you are using a health or mental health assesstoel or procedure, what is
your procedure for referring the participant foitda-up if his/her scores or
results should significant illness or risk? Pledsscribe. N/A

e Will the list of names and codes be destroyedeaetid of the study? Explain
your procedures.

Yes. Electronic files, backups, and physical rdspif any, will be destroyed or
shredded, as appropriate.

7. Attach a copy of all data collection tools (e.qiegtionnaires, interview questions or
scripts, data collection sheets, database forrmth)s form. Be sure to include in such
forms/scripts the following information:

e a statement that the project is research beingumed in partial fulfilment of
the requirements for a course, master’s thesisedaion, etc. (if applicable)
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e purpose of study

e a statement that subjects’ responses will be kamtyamous or confidential
(explain extent of confidentiality if subjects’ namare requested)

o if audiotaping or videotaping, a statement thajextttis being taped (explain
how tapes will be stored or disposed of during aiter the study)

e a statement that subjects do not have to answey guestion

e a statement that subject’s class standing, gradgsh status (or status on an
athletic team, if applicable) will not be affectied refusal to participate or by
withdrawal from the study (if applicable)

e a statement that participation is voluntary

Please note that your IRB may also require yowborst a consent form or an
Application for Waiver or Alteration of Informed @sent Procedures form. Please
contact your IRB Chairperson and/or see the IRBsitelfor more information.

8. Attach a copy of permission forms from individuatsd/or organizations that have
granted you access to the subjects.

Q. [ lyes XINo Does your study fall under HIPAA? Explain beloiN/A

9.1 If HIPAA applies to your study, attach a coffyhe certification that the
investigator(s) has completed the HIPAA educati@oahponent. Describe your
procedures for obtaining Authorization from pagimts. Attach a copy of the
Covered Entity’'s HIPAA Authorization and RevocatiohAuthorization forms to be
used in your study (see Section XI. of the Invedbg Manual for forms to use if the
CE does not provide such forms). If you are segtonuse or disclose PHI without
Authorization, please attach the Application forelds Disclosure of PHI without
Authorization form (see Section XlI). Review thePAIA procedures in Section X. of
the Investigator Manual.

| hereby certify that | am familiar with federaldaprofessional standards for conducting research
with human subjects and that I will comply with $skestandards. The above information is
correct to the best of my knowledge, and | shatleaid to the procedure as described. If a change
in procedures becomes necessary, | shall subnaitremded application to the IRB and await
approval prior to implementing any new procedurésiny problems involving human subjects
occur, | shall immediately notify the IRB Chairpens

Abir Alameddine April 29, 2013
Principal Investigator's Signature Date

John (Jack) McManus April 29, 2013
Faculty Supervisor's Signature Date

Appendices/Supplemental Material
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Use the space below (or additional pages and&s)ftb attach appendices or any supplemental
materials to this application.

Interview Questions Instrument and Purpose of theys
Completed Education on Research with Human Subf{gettficate
Research Participant Informed Consent Form

Faculty Supervisor Review Form-Pepperdine IRB



102

Interview Questions Instrument and Purpose of tae\s

Time and date of interview:

Manner by which interview was conducted:

Name of interviewee:

I. Introduction

Explain the purpose of the study
Complete the Research Participant Informed Corisemh

II. Interview Questions

1.

2.

What are your company goals that are associatddtingt use of social media marketing?
How does your company manage social media marketidgpuse, outsourced, or both?

Which factors, if any, does your company take guasideration when choosing a
particular social media platform to use for mankgtpurposes?

Which social media platforms does your company eyl

Which social media marketing analytics and mettliess your company use?

What are examples of successful social media matkstrategies that your company
employs?

How does your company quantify the return on investt from social media marketing?
In your opinion, how reliable are the social memi@rketing tools your company use?

How would you improve your current company practias related to the implementation
and measurement of the social media marketing duves?

lll. Closing: Additional Questions and Answers

Purpose of the Research

The purpose of the researchasunderstand the use of social media in markd®&\M) and to
determine associated themes. This research weileot the experiences and perceptions of six to
ten executives in regard to their use of SMM aadate as part of an integrated marketing
approach. In addition, it will provide an explacat of the effectiveness of SMM techniques and
the reliability of the processes by which the dgthered by various social media metrics are
interpreted.



103

Completed Education on Research with Human Sub{getsficate

Certificate of Completion

Y The National Institutes of Health {NIH) Office of Extramural Research s _
| certifies that Abir Alameddine successfully completed the NIH Web-
based training course “Protecting Human Research Participants”.

Date of completion: 12/11/2012

Certification Number. 1063538
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Research Participant Informed Consent Form
Dear Research Participant:

Thank you for your participation. Your input isryenuch appreciated. This research will
benefit scholars, marketing consultants, and coiepas related to social media marketing. The
purpose of this study is to obtain thorough knogkeftom representatives from a select group of
companies of their experiences with and points@fnon their use of various social media
platforms. This will allow an understanding of tt@mmon uses of social media in marketing
practices and the identification of various toaid anetrics available in social media marketing
today.

To provide full disclosure and comply with PeppeedUniversity policies, please note:
e You consent to being a research participant.

e Your participation in the interview is voluntaryndiyou are free to withdraw your
participation at any time, without having to giveeason.

e You can contact the researcher’s supervisor, @k BcManus, at anytime if you need
additional information or to file a complaint. DicManus can be reached via email at
jackmcma@gmail.coror by phone at (310) 548-5657.

e There are no known risks associated with your gagtion.
¢ You do not have to answer every question.

¢ The interview might be audio recorded, in whichectige digital records will be
password protected to ensure confidentiality arldbeistored on the researcher’s
personal laptop.

e Your identity and the information you provide wiémain confidential, and no
information that identifies you or the company yepresent will be made publicly
available.

e The findings of this study will be shared with yand will be used for the sole purpose of
this dissertation.

Please read the following statement and sign dbaktem of the page if you agree:

“The purpose of this dissertation, as well as theriview process, was explained to me. |
acknowledge that my participation is voluntary &mat | can withdraw from this research at any
time. | was given the contact information of tesearcher’s supervisor. | consent to my
willingness to participate in this research. Irmmkledge that | was informed that my name, the
name of the business that | represent, and anyniafiton/data provided will be treated with
confidentiality.”

Participant Name Participant Signature Date

Business Name Participant Contact Information
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Faculty Supervisor Review Form-Pepperdine IRB

By my signature as a supervisor / sponsor on #ssarch application, | certify that Abir
Alameddine is knowledgeable about the regulatiorts@olicies governing research with
human subjects and has sufficient training and eeipee to conduct this particular study
SOCIAL MEDIA MARKETING in accord with the proposeapplication and protocol.

In addition,

| have reviewed this application;
| agree to meet with the investigator on a regbéesis to monitor study progress;

| agree to be available, personally, to supenhsarnvestigator in solving problems
should they arise during the course of the study;

| assure that the investigator will promptly repgignificant or untoward adverse
effects to the Pepperdine IRB chairperson in wgiimaccordance with the
guidelines stated in Section 111.G of the Investoys Manual; and

If I will be unavailable (e.g., sabbatical leavevacation), | will arrange for an

alternate faculty supervisor / sponsor to assumsigorgsibility during my absence, and
| will advise the IRB chairperson in writing of suarrangements.

April 29, 2013

Faculty Supervisor Signature Date

John (Jack) McManus
Type Name
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APPENDIX C

Modified Interview Questions Instrument

Time and date of interview:

Manner by which interview was conducted:

Name of interviewee:

. Introduction

Explain the purpose of the study
Complete the Research Participant Informed CorfSermh

Il. Interview Questions

1.

What are your company goals that are associatddtiagtuse of social media
marketing?

How does your company manage social media marketifgouse, outsourced,
or both?

Why does your company use social media as a phatfor marketing purposes?
Which social media platforms does your company eyl
Which social media marketing analytics and mefiiess your company use?

What are examples of successful social media matkstrategies that your
company employs?

How does your company quantify the return on inwestt from social media
marketing?

In your opinion, how reliable are the social memliarketing tools your company
use?

How would you improve your current company practias related to the
implementation and measurement of the social madiketing procedures?

lll. Closing: Additional Questions and Answers
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APPENDIX D

Signed Second Rater Instrument Validation Reviemwro

Interview Instrument Questions Research Questions

What are your company goals that are associatedl. What are the stated reasons why

with the use of social media marketing? marketing executives from selected
companies use social media in
. Why does your company use social media as a online marketing?

platform for marketing purposes?

How does your company quantify the return on
investment from social media marketing?

Which social media platforms does your company2. Which social media analytics and
employ? metrics are used by marketing

executives from selected companies
Which social media marketing analytics and metfics for online marketing?
does your company use?

What are your company goals that are associated3. What are examples of successful

with the use of social media marketing? marketing strategies implemented
by marketing executives from
What are examples of successful social media selected companies?

marketing strategies that your company employs?

How does your company quantify the return on
investment from social media marketing?

How does your company manage social media | 4. How reliable are the metrics used hy
marketing: in-house, outsourced, or both? marketing executives from selected
companies in interpreting the data
In your opinion, how reliable are the social media that they collect by which the

marketing tools your company use? effectiveness of social media
marketing campaigns is being
How would you improve your current company measured?

practices as related to the implementation and
measurement of the social media marketing
procedures?

Which social media marketing analytics and metficS. How do marketing executives from

does your company use? selected companies assess the effect
of social media marketing on their
How does your company quantify the return on revenue?

investment from social media marketing?




Please select either (YES) or (NO) for each ofiberview questions above.
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Interview | Research| Accept | Reject | If you choose Reject (NO), please
Questions| Questions| (YES) (NO) | write your suggested modification

1 1 YES

3 1 YES

7 1 YES

4 2 YES

5 2 YES

1 3 YES

6 3 YES

7 3 YES

2 4 YES

8 4 YES

9 4 YES

5 5 YES

7 5 YES

Tom Davies

Name

&z

Signa

DocuSigned by
G Bﬂ.u.l-u..

ADASIDONOsATAAR
turg

05/12/2013
Date
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APPENDIX E
Pseudonyms
Company / Representative Code Names
Company 1 / Aby Adams Marissa
Company 2 / Ben Bishop Sergey
Company 3 / Carl Connor Mark
Company 4 / Daniel Davidson Steve
Company 5 / Stephen McDonald Bill
Company 6 / Cole Collins Jack
Company 7 / Archie Dunkin Larry
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Social Media Platforms Used by Participants
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Social Media Platform Co.1 Co.2 Co0.3 Co.4 Co.5Co.6 Co.7
Facebook Yes Yes Yes Yes Yes Yes Yes
Twitter Yes Yes Yes Yes No Yes Yes
YouTube No Yes Yes Yes No No No
LinkedIn Yes Yes No No No Yes Yes
Co. Blog Yes Yes Yes Yes Yes Yes No
Co. Website Yes Yes Yes Yes Yes Yes Yes
Google Plus Yes No Yes Yes No Yes No
Pinterest No No No Yes No No No




	Perceptions of executives from seven selected companies of the use of social media in marketing practices
	Recommended Citation

	Microsoft Word - 238260_supp_undefined_55F9B8A8-0641-11E3-AFC3-3643EF8616FA.doc

