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Sammanfattning 
Denna rapport undersöker hur sociala medier har påverkat digital varumärkeshantering, för att 

undersöka hur man kan optimera varumärkesmedvetenhet hos konsumenter genom icke-

administrerade sociala kanaler inom ett dubbelsidigt nätverk. Området är relativt outforskat, 

men kan visa sig vara betydande för framtida affärsverksamhet, då samarbeten mellan 

varumärken ökar markant och två-sidiga nätverk börjar bli allt vanligare. Då sociala medier är 

i ständig förändring kan det behövas en ny möjlighet för differentiering i positioneringsyfte. 

 

Sociala medier förändrade traditionell kommunikation när dess potential för affärsverksamhet 

började växa exponentiellt i början av 2010. Digitala verksamheter har påverkats och i sin tur 

förändrat hur varumärken interagerar med och attraherar kunder. Samtidigt har konsumenter 

blivit allt mer motvilliga till att följa varumärken på sociala medier sen 2011, och deras 

interaktionsmönster och användarbeteenden har ändrats drastiskt. Företag använder idag 

sociala medier som ett standardiserat kommnikationsverktyg, men anpassar sig inte lika snabbt 

som användarna till den ständigt föränderliga digitala miljön.  

 

En kvantitativ metod i form av en fallstudie applicerades på Urb-it och dess partners för att 

undersöka deras aktiviteter och samarbeten på sociala medier. Syftet med fallstudien var att 

visa hur ett fall kan se ut när det kommer till samarbeten mellan varumärken genom sociala 

kanaler. En kvalitativ metod i form av intervjuer med individer från olika företag inom 

relevanta affärsområden genomfördes baserat på datan från fallstudien, i syfte att förklara 

varför datan från fallstudien såg ut som den gjorde.  

 

Sociala medier har indirekt påverkat strategier inom marknadsföring och varumärkeshantering, 

genom att revolutionera standardiserad kommunikation. Resultaten visar att innehåll som 

postas på sociala medier inte påverkas av en högre grad av interaktion eller livlighet, i syfte att 

öka varumärkesmedvetenhet hos konsumenter, då de inte längre är ett tillräckligt effektivt sätt 

för differentiering. Det finns flertalet problem när det kommer till sammarbeten mellan 

varumärken. Nästan alla bottnar i interna kommunikationsproblem mellan de berörda parterna 

och de anpassar inte sitt material tillräckligt bra för att möta kraven av två kombinerade 

målgrupper. Varumärken måste ändra deras kundbemötande på sociala medier och bygga mer 

personliga relationer med mindre och mer individuella målgrupper för att hålla sig relevanta 

och differentierade jämntemot sina konkurrenter. Men att göra innehållet mer personligt är inte 

det enda tillväggångsättet. Timing är lika viktigt som mer personligt innehåll, och ännu 

viktigare än att ha en konstant publiceringsfrekvens för att inse när, var och hur ens målgrupp 

är mottagbara för varumäkrets innehåll. Detta är avgörande för att skapa ett hållbara 

affärsrelationer inom ett dubbelsidigt nätverk. 

  



 

Abstract 
The effects of social media on digital branding is analysed in this paper, to establish how to 

optimize brand awareness through non-administrated social media channels in a two-sided 

network. This is a relatively unexplored field which may prove to be important for future 

businesses. Different levels of cooperation between brands are increasing and the 

implementation of two-sided networks are becoming standardized. A new way of 

differentiation is needed for the ever changing field of social media.  

 

Social media changed the field of communications when its use in business started to grow 

exponentially in 2010. It has affected several digital business fields, as well as changing how 

companies interact with and appeal customers. Social media users have at the same time 

become more reluctant to following brands online since 2011, and their interaction patterns and 

behaviours have changed dramatically. Brands conducting businesses in the digital age are 

using social media as a standardized communications tool, but are not adapting as fast as their 

followers are to the rapidly ever changing digital environment.  

 

A quantitative method in the form of a case study of Urb-it and its partners’ social media and 

co-branding activities was conducted. Its purpose was to examine how a case would look like 

when it came to branding through non-administrated social media channels within a two-sided 

network. A qualitative method in the form of interviews with representatives from different 

companies in related business areas was conducted based on the data from the case study. With 

the purpose to examine why the acquired case data came out as it did.  

 

The results show that a higher rate of content interactivity or vividness does not increase the 

brands engagement rate, with the hypothesis that it is not a sufficient differentiator anymore. 

The results also show that social media have indirectly affected marketing and branding 

strategies by revolutionizing the field of communications. There are several problems when it 

comes to conducting a co-branding operation in a two-sided network, which is mainly due to 

lack of internal communications between the affected parties. They do not adapt their combined 

content enough to meet the standards and expectations of the combined target groups, and the 

field is suffering from a non-adaptive traditional approach when it comes to co-branding. 

Brands have to redevelop their customer approach on social media, and build more personal 

relationships with more narrow target groups to be able to stay relevant and differentiated 

against their competitors. Changing content to being more personalized is not the only 

necessary factor to succeed. Timing is as important as improved content. It is more important 

than a consistent posting frequency in the purpose too realize when, where and how your target 

group are receptible to your brands content. It is crucial when it comes to the creation of a 

sustainable business partnership within a two-sided network. 
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1 Introduction 
Included in this first chapter are the background, the research question, its goal, purpose, and 

objective, report delimitations and disposition. 

1.1 Background 
The media landscape has undergone an immense transformation during the past decade due to 

the rapid development of social media and social networking. This kind of communication is 

steadily replacing traditional communication methods when it comes to both private leisure 

communication and professional business communication. Social media platforms facilitate, 

enable and accelerate communication between consumers and especially those who are 

unknown to each other. This drives important outcomes for businesses and brands are 

increasingly using social media as a part of their marketing and branding strategies, since it 

offers them the possibility to constantly have an online presence and the ability to monitor, 

listen and connect with relevant targets. Businesses interact through conversation using richer 

media with a greater reach, which is enabled since social media are today used by hundreds of 

millions of users, many of whom have integrated it into their daily lives. 

 

One of the most prominent businesses the last decades is the emergence of two-sided networks. 

It brings together two groups that are attracted to each other by mutual interests, fulfilling each 

other’s supply and demand and creating value for each other. Marketing and branding is one 

emerging problem within the business of two-sided networks since it often requires the 

individual strategies of two different companies to work in unison and take each other’s brand 

promise and target groups in consideration. This is rarely done effectively and any marketing 

or branding activities are done by each side on their own initiative. The parties in a two-sided 

network would all benefit from a co-branding strategy, but unfortunately such strategies often 

only exist for large businesses. 

 

Raising brand awareness is usually the first step in digital customer acquisition and are 

relatively easy to do through social media channels that you administrate yourself, as long as 

you know your core business, mission and vision. Social media have become an important tool 

for brand management over the last couple of years, and companies are rapidly adapting and 

learning how to use it as an effective business tool. But the rapid growth and development of 

social media platforms have raised the question if companies are losing control over their 

brands. Companies are no longer the sole sender of brand-based information, since they are 

constantly being challenged by online customers who have discovered the ease of networking 

and sharing information. This have created a difference in firm-created and user-generated 

social media communication.  
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1.1.1 Research questions 

Two-sided networks are a relatively new business concept, which means that a platform or 

service is created that brings together two (or multiple) parties that are attracted to each other’s 

offerings and creates values for both sides. In theory, Two-sided networks enables a new way  

of doing business, but have this approach been adapted to the new media landscape? As 

mentioned before, brand awareness is the first step in new customer acquisition, but have brand 

awareness management been adapted to this new business landscape? 

1.1.1.1 Main research question 

How to optimize brand awareness through non-administrated social media channels in a 

two-sided network? 

 

1.1.1.2 Additional research questions 

How has social media affected brand strategies? 

 

Have the strategies been adapted to two-sided network scenarios? 

 

What are the problems with branding in non-administrated channels, and why are they 

problems? 

1.2 Goal, purpose and objectives 
The goal of this paper is to investigate how to optimize brand awareness through non-

administrated social media channels in a two-sided network. The purpose is to increase 

understanding and importance of co-branding in a two-sided market partnership to optimize 

brand awareness for the two-sided network, as well as clarifying problems and recommended 

solutions. This will be done by a quantitative case study of Urb-it and its partners’ social media 

channels, as well as qualitative interviews with members of the industry in relevant and related 

areas.  

1.3 Delimitations 
This paper will not focus on how to conduct a business in a two-sided market, but rather focus 

on the aspects of brand awareness management through non-administrated social media 

channels. Brand awareness is the first step in digital customer acquisition, thus it is the focus 

of this paper. There are three standardized relations in the typical two-sided network, and this 

paper will focus on the one between the platform and the money-side. The research will be 

done on the Swedish market and on a Swedish social media culture, as well as limiting it to the 

social networks Facebook and Instagram, excluding any other form of communication 

platforms and their possible influence.  



3 

 

1.4 Urb-it 
Urb-it is one of Stockholm’s many start-ups, and their brand promise is to revolutionize the 

way of online shopping. If a customer chose to buy something online from a store which is part 

of Urb-its network, the customer per see are offered the choice to have their product delivered 

to a destination of their choice (within Stockholm City) within one hour. This is done by their 

delivery system that creates a bridge between physical retailers and e-commerce, and that their 

deliveries are done by Urb-it’s crowdsourced delivery concept. The delivery concept is that 

private people can act as couriers (henceforth referred to as Urbers) on Urb-its behalf. The 

Urbers have to pass an evaluation process and “Urbing” education, to ensure the safety of the 

delivery and establish a trustworthy relation between Urb-it, its partners and the end customer.  

 

They are defined as a two-sided platform, since they have a new way of connecting physical 

retailers and their consumers. Urb-its concept simplifies the delivery of goods by almost 

removing the delivery time of the product, which opens up for new market possibilities as well 

as removing earlier middlemen and creating value for all parties in the network.  

 

Urb-it are currently looking into expansion possibilities on social media to strengthen their 

brand and appeal a larger audience. They want to know how their partners are working with 

Urb-its brand on social media, and what is being done or not, to establish what improvements 

that have to be implemented and designed to optimize the social media relationship for both 

parties benefit.  

1.5 Report disposition 
The report starts with a theoretical part based on a literature review. It provides a foundation 

for the study and introduces the concept of social media, its definition and building blocks, and 

present the demographic distribution of Swedish social media users as well as why people use 

social media. The theoretical part will then continue to introduce the area of social media 

business, social media brand management and the most prominent implications for businesses 

on social media. The last part of the theory chapter presents the concept of two-sided networks, 

its stakeholders and implications. 

 

Two different methods will then be presented, motivated and explained. The delimitations and 

different approaches for the case study and interviews will be presented separately. 

 

After that, the results from the case study and interviews will be presented, divided into two 

parts. The first part presents the results from the case study, and will cover areas such as basic 

characteristics of Urb-it and its partners’ social media activities, cause and effects of differing 

levels of engagement and interaction between Facebook and Instagram as well as the internal 

differences between the two social networks and the effects of partner mentions and partner 

activities on social media. The second part presents the results from the interviews. and will 

cover areas such as how the media landscape changed when social media was introduced, how 
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branding have changed because of social media and what the branding implications are in a 9 

=1two-sided network.  

 

Lastly, a discussion of the research questions and its sub-questions will be held based on the 

case study and interview results in combination with the literature reviewed, to be able to 

establish a conclusion.   

1.6 Expected results 
The belief is that this paper will show how hard it is to work with brand management in a co-

branding relationship, especially when it comes to synchronizing different channels, since they 

are based on different strategies with different purposes. The thesis will also show the 

importance of working with brand awareness through other channels than your own, and why 

businesses in a two-sided network should work with it. The analysis will show that no particular 

advanced measures are taken to work with brand awareness in a two-sided market, because of 

numerous implications such as differing views, target groups and missions. 
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2 Theory 
The stated research questions require a deeper understanding regarding the development and 

purpose of social media, consumer behaviour, brand management and two-sided networks. An 

overlook of how social media affected brand management, its problems and opportunities are 

presented and clarified, as well as the relation consumers have with brands on social media 

and how it has changed over the last few years. The content in this chapter is the results from 

the Literature research and retrieval method explained in chapter 3.2. 

2.1 Social media 
During the past decade, the media landscape has undergone an immense transformation due to 

the rapid evolution of the internet and societal penetration of social media, which have offered 

consumers new ways and opportunities to present and express themselves (Mangold & Faulds, 

2009). Due to the rapid development of social media and social networking traditional media 

are rapidly being replaced. According to Ellison (2008) the first recognizable social media site 

(SixDegrees.com) was launched in 1997, and Social media are today used by hundreds of 

millions of users, many of whom have integrated it into their daily lives. Social media platforms 

facilitate, enables and accelerate communication between consumers, and especially 

consumers that are unknown to each other (Bruhn et al., 2012). According to Bruhn et al. (2012) 

and Liu (2004) the consumer-to-consumer conversations on social media drive important 

outcomes for businesses and have a substantial impact on company revenue. However, 

according to Ellison (2008), the possibility to easily interact with strangers is not what makes 

social media unique, but rather that it enables users to articulate and present their social 

networks. 

2.1.1 Definition of social media 

Social media have created a new communication landscape due to the employment of mobile 

and web-based technologies in the purpose of creating highly interactive platforms that 

encourage individuals to communicate, share, co-create, discuss and modify user-generated 

content (Kietzmann et al., 2011). The definition of social media is still undefined, and several 

prominent profiles have created their own: 

 

 Content that has been created by its audience (Comm, 2009). 

 

 Online tools and platforms that allow internet users to collaborate on content, share 

insights and experiences, and connect for business or pleasure (Strauss & Frost, 2009). 

 

But the most prominent being the one by Kaplan and Haenlein (2010) who defined social media 

as: 
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 A group of internet-based applications that build on the ideological and technological 

foundations of Web 2.0 and allow the creation and exchange of User Generated 

Content (UGC). 

 

Sigala & Marinidis (2009) continues on Kaplan & Haenlein’s (2010) track and imply that social 

media channels are inexpensive, user friendly, scale able internet and mobile based 

technologies that allow for the sharing of UGC. Kaplan and Heinlein’s as well as Sigala and 

Marinidis definition coincides with the definitions of Comm (2009) and Strauss & Frost (2009). 

Noteworthy here is that Strauss & Frost saw Social media as a potential business tool already 

in 2009. 

 

Ellison (2008) takes another approach to the definition, and views social media as a web-based 

service that have to fulfil three criterias; 

 

(1) Construct a public or semi-public profile within a set system, (2) articulate a list of other 

users with whom the share a connection and (3) view and traverse their list of connections and 

those made by others within the system.  

 

The third option is also what Ellison (2008) see as the backbone of social media, an ecosystem 

of visible profiles that display individual connections between users and how they are related. 

The profiles are constructed by including descriptors such as age, location, interests, 

occupation, profile pictures, other media content and essential information that will enhance 

the profile (Ellison, 2008). 

 

As defined above, social media 

are a term that comes with a lot 

of different definitions and 

purposes. The conversations 

prism (figure 1) enhances this 

and displays the different 

social networking sites in 

different areas and purposes. 

The difference between them 

makes it extremely difficult to 

compare and analyse them. 

This paper will focus mainly 

on the social networks 

Facebook and Instagram 

(encircled in white), since they 

are the most popular and 

widely used in Sweden, as well 

as being a good delimitation 

for the quantitative analysis.  

  
Figure 1. The conversation prism by Brian Solis & JESS3 (2016). 
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2.1.2 Social Currency 

A relationship-based currency, originated from the natural relationship environment of social 

media. Social currency is a controversial ROI (Social ROI) and should thus be considered as 

any other investment. Social currency enable messages sent to be perceived as brand related in 

addition to marketing related, which is the factor that opens up for improvements in the 

company’s brand relationships (Weinberg et al., 2011).  

 

This is important since social media empowers consumers by giving them influence, so the 

consumer’s voice is dominating the social space (Weinberg et al., 2011) and companies shall 

thus leverage this by devoting resources to building relationships with them. 

2.2 Social media vs. Traditional media 
The social media shift changed the way we communicate and introduced new challenges for 

corporate communication since many traditional communication methods and strategies were 

not suited for the new communication landscape. Tsimonis & Dimitriadis (2014) presents the 

five factors that was behind the social media shift; 

 

1. Declining response rate: consumers increasingly ignore conventional online 

marketing such as banner and email advertisement due to disinterest and spam. 

2. Technology development: Developing ICT infrastructure, new tools and an increasing 

online population contribute to social media awareness. 

3. Demographic shifts: People, especially young individuals, have moved online and the 

use of traditional media channels has declined. 

4. Customer preference: Trust is important on the internet and people trust their friends 

and other internet users more than companies. 

5. Low cost: A viral campaign can produce many more engaged customers than a TV 

campaign at a much lower cost. 

 

Understanding these trends provides great potential for social media marketing and two-way 

communication, contributing to marketing objectives and strategies for companies (Tsimonis 

& Dimitriadis, 2014) helping them survive in the new communication landscape.   

 

 Traditional Social 

Media 
Television, Radio, print, billboard, 
etc. 

Social networks, blogs, microblogs, communities, 
etc. 

Spend Case, cost. 
Social currency, trustworthiness, authenticity, 
transparency, investment. 

Delivery Direct from marketer, unedited. 
From source, delivered by volition of, and in words 
selected by, source. 

Objectives 
Awareness, knowledge, recall, 
purchase, etc. 

Conversation, sharing, collaboration, engagement, 
evangelism, etc. 

Figure 2. Media process elements, from social spending: managing the social media mix by Weinberg et al. 

(2011) 
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Customers no longer want to be talked at; instead, they want companies to listen, engage and 

respond to them (Kietzmann et al., 2011). Social media also transfers content more diversely 

and with ease between individuals and their networks (Newman, 2013), requiring less steps 

than traditional forms of communication making customers move away from traditional media 

to instead search and find information on social media (Mangold & Faulds, 2009). Thus, 

companies that do well in the age of social media are the ones that does not consider it as an 

ordinary marketing or broadcasting tool, because of its different properties compared to its 

classical counterparts in traditional media (Davidson, 2014). Social media should be considered 

a strategic tool which can deliver substantial advantage when it comes to loyalty, ideas, 

relationships and interaction at almost no cost (Arora & Predmore, 2014).  

 

But according to Severi & Ling (2017) and Weinberg et al. (2011) traditional media should not 

be neglected in the age of social media. Traditional and social media still have different delivery 

methods, objectives and channels (figure 2) and will thus reach different target segments. 

Combining both traditional and social media will increase the probability that the brand will 

be incorporated in the consumers’ consideration set, simplifying the consumers’ choice of 

brand. Tsimonis & Dimitriadis (2014) continues on this track, and implies that a clarification 

is necessary, to decide if social media is a substitute or supplementary tool to the rest of the 

communication activities. They also imply that the goal is to, if possible, combine traditional 

and social channels to carefully make them work in unison. 

2.2.1 WoM & eWoM 

Firms have always known the value of Word-of-Mouth (WoM) when it comes to marketing, 

brand awareness and free publicity. The emergence of social media and the incorporation of it 

in man’s daily life have developed the concept of electronic Word-of-Mouth (eWoM) (Gruen 

et al., 2006) that occurs on various online channels such as blogs, forums, social networks etc. 

Social media are ideal tools for eWoM, as users can freely create and share their own 

information and perceptions in their individual networks (Tsimonis & Dimitriadis, 2014). 

Social media can be considered a giant eWoM machine, accelerating, amplifying and 

catalysing consumers’ viral distribution of information (Yolanda & Chan 2012). Thus, eWoM 

are considered even more valuable than regular WoM due to its greater reach and easier 

execution. But these perks make eWoM a double-edged sword, since firms often lack 

knowledge of how it works and how to handle it and its consequences (Arora & Predmore 

2014).  

2.3 Seven building blocks of social 

media 
Every social network has its own purpose and target audience, and identifying what platforms 

would be the best suited for a certain business solely depends on what the purpose is of the 

business per se. Kietzmann et al. (2011) implies that social media consist of seven building 

blocks:  
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Identity: The extent to which users reveal themselves 

Presence: The extent to which users know if other are available 

Relationship: The extent to which users relate to each other 

Reputation: The extent to which users know the social standing of others and content 

Groups: The extent to which users are ordered or form communities 

Conversation: The extent to which users communicate with each other 

Sharing: The extent to which users exchange, distribute and receive content 

 

The building blocks simplifies and explains the different purposes of different social networks, 

by reconfiguring and refining each block and visualize the importance each block have on your 

business and then matching it to different social networks. This can be done by the Honeycomb 

framework (developed by Kietzmann et al. (2011)), through which you can identify the most 

suited social network for your business based on the seven building blocks.  

2.4 Why do people use social media? 
Individuals will seek out media 

among competitors that fulfils 

their needs and leads to 

ultimate gratification. As of 

2011, more than 50% of social 

media users followed brands on 

social media (Vries et al., 

2012), a percentage that have 

decreased to just below 50% as 

of late 2015 (Hutchinson, 

2016). Users follow brands on 

social media for different 

reasons, with the most common 

being to acquire coupons and 

promotions, receiving product 

information and to take part of entertaining or useful content (Dr. La Montagne, 2016). 

Consumers who follow brands on social media tend to usually be loyal and committed to the 

company and are more open towards the brand and generate a more positive brand image 

amongst their network (Dholakia & Durham, 2010).  

Figure 3. How many Social media users follow brands on respective 

social networks, divided by network (Hutchinson, 2016). 



10 

 

2.4.1 Social media in Sweden 

As of 2015, Roughly 70% of the Swedish population are using social media on a regular basis 

(Findahl & Davidsson, 2015). Facebook is still the dominating social media in all age groups 

(figure 4) with an exception of youths (12-15 years) where picture based social media such as 

Instagram and Snapchat are dominating. Facebook are more popular among the older swedes, 

which is the reason that Facebook have continued to be the dominant social media, even though 

Instagram increased the most (30%) during 2015. The use of Instagram is steadily increasing 

in the older segments, and especially in the age group 16-25 with more women than men using 

it (Findahl & Davidsson, 2015).  

2.5 Business on social media 
The traditional use of social media was to hang out and socialize with friends in your private 

network (Arora & Predmore, 2014), but companies are increasingly using social media as a 

part of their marketing and branding strategies (Tsimonis & Dimitriadis, 2014) since it offers 

businesses with an online presence to constantly monitor, listen and connect with their 

customers through conversation using richer media with a greater reach (Thackeray et al., 

2016). Companies create brand pages on social media to be able to connect with customers, by 

creating and publish posts that contains anecdotes, questions, funny videos, photos or any other 

customer related content. Customers have the possibility and opportunity to interact with the 

brand by liking or commenting on aforementioned content (Vries et al., 2012). This gives 

companies the possibility to create 

relationships with current and potential 

customers, and create communities that 

interactively collaborate to identify problems 

and co-create solutions (Tsimonis & 

Dimitriadis, 2014). According to Bruhn et al. 

(2012) companies should recognize the need to 

engage in social media and clearly define a 

strategy for it and they should focus on what 

customers are interested in, not on selling your product (Davidson, 2014). But Davidson (2014) 

also points out that that the eagerness to enter social media unprepared may cause more harm 

Figure 4. Percentage of the Swedish population that visit a social network daily or sometime have visited a 

social network, based on age (Findahl & Davidsson, 2015). 

“However, for social to be effective, 

companies must be able to wrap 

their products and services in well-

designed experiences that people 

can get excited about and share with 

their friends” – Schawbel (2014) 
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than good. You must first understand the reason to why people who does not interact in the 

physical world would benefit from doing so, and then facilitate the interaction through social 

media. Once you possess the knowledge of where, when and how your customers (current and 

potential) reside online, you can focus on how to promote your unique features to them and 

address the issue of engagement (Arora & Predmore, 2014). 

2.5.1 Public relations on social media 

Social media was recognized as potentially the most powerful tool for online relationship 

building online already in 2010, but at the time there was a lack in knowledge of how and why 

firms were using them. Social media intensifies and simplifies the communicative relationship 

between companies and customers, and open up for possible conventional improvements in 

their communication (Hackworth & Kunz, 2010; Tsimonis & Dimitriadis, 2014). Social media 

relationships are also an inexpensive way of boosting sales and brand awareness, by having 

possible customers visiting a brand page on social media which creates traffic in their social 

networks (NMA, 2010). By putting out meaningful and strategic information on social media, 

you open up for conversation with unconnected customers. Such conversations carry weight 

when connecting them to your audience, and yield credibility and recognition to you brand 

image (Arora & Predmore, 2014; AAker, 2009). This may ultimately lead to consumers 

carrying their own, authentic message and actions that are related to the brand through eWoM, 

acting as an additional free channel for promotion but with different motivation and bias 

(Weinberg et al., 2011) ultimately improving public relations on social media. 

2.5.2 Social media for start-ups and SMB 

According to (Bresciani & Eppler, 2010) three general problems or challenges for start-ups are 

the limitations in knowledge, time and economical resources. These general problems were all 

underlined by the ventures they analysed, but since good branding and communications 

strategies are not necessary to start a business they usually get neglected in the start-up process. 

  

Start-ups should not neglect a brand communication strategy or they will risk to get 

overwhelmed by competitors (Timmons, 1999) and required to redevelop strategies several 

times over, reinventing the wheel and wasting resources. This makes it harder to integrate it 

into the company culture (Bresciani & Eppler 2010) as the business grows. The size of the 

company is irrelevant when it comes to brand strategy (Wong & Merrilees, 2005). They argue 

that small, medium and big firms can all build brands, but it is approached differently.  

 

Social media indirectly solves one of the afore mentioned problems since marketing and 

information activities initially bring relatively low start-up costs t the table, the only necessary 

resources required are knowledge and time. 
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2.6 Social media brand management 

2.6.1 How Social media changed branding 

Social media have become an important tool for brand management due to its characteristics 

that offers an opportunity for consumers to easily connect with each other and find information. 

The importance of qualitative brand management has increased over the last decade, especially 

online activities that strengthens the brand are necessary for any online business (Bresciani & 

Eppler, 2010). 

 

Companies believed that they could leapfrog traditional media and build relationships directly 

with their customers which was a great idea in theory, but did not work as expected in practice 

(Holt, 2016). But the rapid growth and internal development of social media platforms have 

raised the question whether the development have made it difficult for companies to control 

their brand management (Bruhn et al., 2012). According to Holt (2016) the greatest change 

social media brought to the art of branding was the improvements it brought to crowd culture. 

Social media connected communities that once were geographically isolated improving the 

speed of collaboration and co-creation (Piller et al., 2011) which made the cultural influence 

more direct and substantial. companies are not the sole sender of brand-based information 

anymore due to the ease to connect and share information on social media. Social media 

enhances consumer’s ability to create their own perception of a brand, due to the characteristics 

of social media that provides them with new ways of communication, sharing information and 

express themselves. The result being that consumers are acquiring a larger and more important 

position when it comes to the definition of different brands images.  

 

The brand value chain has thus been modified to the extent that consumers have an equally 

important part when it comes to information about the brand, and there is a distinctive 

difference between firm-created and user generated social media communication (Bruhn et al., 

2012). Brand management have had a hard time adapting to the rapid development of social 

media and its impact on branding, especially the way information is shared and perceived 

among individuals in their private networks (Tsimonis & Dimitriadis, 2014). Consumers 

perceive information from companies and consumers differently, thus changing the perception 

of the message based on its origin (figure 5). 

Figure 5. What is next in media, the changes social media brought to communications media, by Neil Perkin 

(2008). 
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According to Marty Neumeier (2008) the 

definition of a brand is not a logo or an 

identity system, but rather a person’s gut 

feeling about a product, service or 

organization. This may very well change the perception of a brand if consumers assert the brand 

with something else than its original brand purpose. Bruhn et al. (2012) are continuing on 

Neumeiers (2008) way of thinking and implies that it is not sufficient for marketing managers 

to simply measure consumer awareness of the brand presence on social media. They should 

rather analyse the underlying causes eliciting this awareness, since it is the awareness that 

ultimately impacts consumers’ attitude towards the brand. 

2.6.2 Branding problems due to social media 

Social media have reformed the way we work with digital brand management, and several new 

problems have evolved during the last few years. One of the most frequent and prominent 

problems on social media are negative comments published by consumers (Dekay, 2013). An 

ineffective way of dealing with these comments may lead to bad publicity and a negative brand 

image. An explicit strategy to handle these problems and transform them into useful 

communication opportunities (Dekay, 2013) is a necessary major challenge for companies that 

are active on social media to avoid bad publicity and negative eWoM (Hennig-thurau et al., 

2010). This is an evident problem since one dissatisfied customer is said to create four times 

more dissatisfied customers than a satisfied customer is creating satisfied customers (Barlow 

& Möller, 1997). The ratio presented by Barlow & Möller was before the time of Social media, 

and we assume that the ratio has increased several times since the beginning of the age of social 

media, presenting it as an even greater risk. 

 

Another implication is the increase of dynamic content required to satisfy your target group. 

This is an implication since every social network have its unique group of users, older 

generations tend to prefer Facebook, while the younger use Instagram or Snapchat (Fågelstedt, 

2016; Findahl & Davidsson, 2015). Relevant content that are relevant for one target group on 

one social network may not be relevant on another, and may in the worst cases even do the 

opposite, and offend the target group. This calls for brand managers and social media strategists 

to construct dynamic content that can be adapted to the different social networks, while still 

containing the original message.  

 

Engaging customers can require a certain degree of creativity and controversial approach, but 

you cannot repeat the same message over and over again. It is a huge risk in repetition, and it 

may lead to a negative perception of your brand if done incorrectly (Arora & Predmore, 2014).   

“It is not what you say it is, it is what 

they say it is” – Marty Neumier (2005) 
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Social media have also changed the way 

consumers interact with brands from a 

one-way communication scenario to a 

two-way communication scenario (figure 

6). 

 

The space between the brand and the 

consumer have shifted from being defined 

by the brand to being defined and 

controlled by the consumer (figure 6). As 

stated earlier, social media shifted the 

power over to the consumers and brand 

management are today being adjusted after 

the consumer preferences (figure 5 & 6), 

and not the other way around (Perkin, 

2008). This requires companies to invest 

in consumer relation maintenance, they 

have to know their target group, how they 

speak, their interactions, how they interact 

with it, what are their values etc.  

2.6.2.1 Corporate vs. Private brands 

It has been proven, over and over, that corporate brands cannot achieve the same amount of 

ROI on social media as private brands (Holt, 2016). Entertainment entities such as athletes, 

gamers, television and media stars, performers and sports teams are dominating the social 

media space, while companies and their branded goods have a hard time to establish 

themselves. Consider McDonalds YouTube channel (ranked #9414) which has slightly over 

200,000 subscribers but spend millions on YouTube content and advertisement. Then consider 

Dude Perfect (#68) with over 9 million subscribers. Five college friends who make trick shots 

and goofy athletic feats and are doing far better than McDonalds, despite McDonald’s monetary 

investment advantage. Only a handful of corporate brands appear in Facebooks top 100 

(McDonalds on #27, Disney on #49, etc.) with the majority being celebrities within sports 

(Cristiano Ronaldo, #4), music (Shakira, #5) or film (Vin Diesel, #6) (Fan Page List, 2016). It 

is the same on Instagram, with the majority of the top 100 being dominated by celebrities, with 

the first corporate brand being Nike on rank 18 (Socialblade, 2016). Holt (2016) implies that 

consumers have little interest in the content that brands display on social media compared to 

content from private entities, and very few people want it in their feed. It is considered a 

cluttered brand spam and that it ruins the user experience online. Interacting with a favourable 

entertainer is different from interacting with a corporate brand, and what works for one party 

may backfire for the other (Holt, 2016). 

 

Big companies excel at organizing their marketing efforts in an omni-channel landscape with 

complex marketing plans on a global market (Holt, 2016). This is a structural problem, not a 

creative one, and corporate brands will most likely be considered second tier relative the private 

celebrity fan pages. With this said, social media is still a lucrative marketing channel for 

Figure 6. What is next in media, the changes social 

media brought to communications media, Neil Perkin 

(2008). 
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corporate brands, but they will most likely have a hard time competing with the giants of social 

media, the consumers.  

2.6.2.2 Brand post characteristics 

Vries et al. (2012) researched brand posts on brands social media pages, and investigated how 

different factors were related when it comes to social media marketing, and how brands 

influence and are influenced by customers on social media. They investigated characteristics 

that affects customers on an emotional level, characteristics such as if videos, pictures, 

questions and similar were included in a post. They argued that due to the flow in each and 

every customer’s feed, a brand need to stand out and be salient to be able to capture the attention 

of the customer. Vries et al. (2012) investigated several factors that may have had an effect on 

the popularity and interaction of a particular post. There were two factors that were relevant 

for the analysis, the vividness and interactivity rate of a post. 

Vividness 

Vivid brand post characteristics is one way to enhance the salience of social media posts (Vries 

et al., 2012) Vividness reflects the richness of a brand posts formal features, which means the 

extent to which a brand post stimulates different senses (Steuer, 1992) and can be achieved by 

inclusion of dynamic animations, contrasting colours or pictures. Content that stimulate 

multiple senses have a higher grade of vividness (picture = sight, video =sight and hearing) 

(Coyle & Thorson, 2001). 

 

The results form Vries et al. (2012) are strengthened by Cho (1999) and Lohtia et al. (2003), 

who proved that banners with a high degree of vividness are more effective when it comes to 

cost-per-click and click-through rates. And additionally by Coyle & Thorson (2001) that 

proved that a high degree of vividness enhances positive attitudes towards websites.  

 

Vries et al. (2012) proved that a high degree of vividness is significant and positively related 

to the number of likes, but not to the number of comments. 

Interactivity 

Another way of enhancing the salience of a brand post is interactivity (Vries et al., 2012). The 

objective of social media is to interact with customers, and make them react, and interactivity 

is characterized by two-way communication between two parties, and is defined as; 

 

“The degree to which two or more communication parties can act on each other, on the 

communication medium, and on the messages and the degree to which such influence is 

synchronized” - (Liu & Shrum, 2002, p. 54)  

 

When it comes to interactivity on social media, Vries et al. (2012) implies that it can greatly 

differ between posts, and they give the example that a post with only text is not interactive at 

all, while asking a question or providing a link is.  

 

Vries et al. (2012) proved that the higher level of interactivity of a brand post the more popular 

the brand post. Partially when it comes to likes and comments. 
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2.6.3 Brand awareness 

Brand awareness is one of five components in Aaker’s Brand Equity Model (Aaker, 2009) and 

is defined as the extent to which a brand is known and recognized among the public, current 

and potential customers. It reflects how well a consumer can identify the brand (brand 

recognition) under different circumstances (brand recall performance) and what the consumers 

current brand relation is. The traditional way of measuring and identifying a brands rate of 

brand awareness could be done by measuring different parameters, such as familiarities and 

likings. The complexity of brand awareness measurement has increased over the past few years, 

not only due to the changes in consumers’ brand perception because of social media, but also 

the introduction of big data from social media and its availability. Except by likes, shares and 

comments, brand awareness on social media can be identified by investigating positive and 

negative WoM/eWoM about the brand, associative brand identifiers, when the brand is 

considered in the purchasing process and many other factors. The vastness of possible metrics 

that can be measured puts a certain level of uncertainty on what the most optimal method for 

measuring brand awareness is and it is hard to establish exactly what the results of the measured 

data shows. Thus, several different methods have been designed and used (Holt, 2016). But 

even though the complexity of measuring brand awareness has increased, social media is still 

an excellent tool, since it gives brands a wider set of tools to use and analyse, as well as the 

possibility to access and reach millions of possible users. A brand that is present across several 

social networks increase their reach to possible customers, thus increasing their brand 

awareness (O’Flynn, 2010). 

 

Brand awareness is the first step in the traditional marketing approach as well as in its modern 

version, the growth approach (figure 7). The AIDA model (figure 8) displays the same 

phenomena, that awareness is the first of four steps in the creation of loyal customers. All these 

three models enlighten that brand awareness is the first step in each and every of their 

processes, with several stages before any form of revenue or sales can be considered.  

 

  

Figure 7. Traditional and growth approach (Beashel 2014). Figure 8. The AIDA model (Hanlon, 2013) 
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2.7 Two-sided networks 
Two-sided networks are economic platforms that have two (or more) distinctive groups that, 

when brought together, provide each other with beneficial network effects. The parties in the 

two-sided network are attracted to each other by mutual interests, fulfilling each other’s supply 

and demand, and the value of the networks increases as the platform matches demand from 

both sides (Eisenmann et al., 2006). The unique characteristics that differentiate a two-sided 

network from other value offerings is that it has reformed the traditional value chain so instead 

of having value moving from left to right it moves both left and right with cost and revenues 

on each side (Eisenmann et al., 2006). Successful two-sided networks create enormous value 

in the network by reducing other costly activities, such as search costs, shipping costs and 

removing or redefining certain parts of the value chain (Hagiu, 2013).  

2.7.1 Two-sided network Stakeholders 

Stakeholders in the two-sided networks can be divided into three camps; (1) the platform, (2) 

the money side and (3) the subsidized side. The platform provides infrastructure and rules that 

facilitate and control the two groups by providing a physical or digital marketplace, and can 

thus incur cost from them both and collect revenue from each of them. The money side are 

usually the one paying to be on the platform, and are attracted by huge quantities of users on 

the subsidized side. The subsidized side on the other hand are usually subsidized to be on the 

platform, only paying when taking part of the value provided by the money side over the 

platform (Eisenmann et al., 2006).  

2.7.2 Two-sided network implications and 

challenges 

2.7.2.1 Pricing the platform 

Having several different parties in an ecosystem, each and every with their own purpose, size 

and purchase power, creates different kinds of revenue and profit sources. But a general rule 

of thumb is that one side have to be subsidized and derive their profits on the other side. This 

pricing structure, and how to decide which side should subsidize the other is one of the greatest 

challenges for a two-sided network (Eisenmann et al., 2006). Each party have to be analysed 

independently of the other parties, to be able to establish which side is more sensitive to price 

and to quality (Eisenmann et al., 2006). For example, on the gaming platform Steam, the game 

developers pay a monthly fee for each title to be on Steam, but the gamers do not pay anything 

for a steam account and only pay for the games they buy.  

2.7.2.2 Winner takes all dynamics 

The provider of the platform has to decide if it will survive alone in the market, or if competition 

will benefit the stakeholders. Competition may enhance business, but it may also hamstring it. 

For example, the majority of PC users only run one operating systems which have been 
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dominated by Microsoft Windows OS, because PC users rarely used more than one operating 

system since it was inefficient and expensive when it came to additional hardware, software 

and training required (Eisenmann et al., 2006). Windows have been challenged by Apples iOS 

during the last decades, but PC users are still only running one of them. In this case, the multi-

homing costs are considered high for the PC users, and thus it is not lucrative to use more than 

one operating system.  

2.7.2.3 Threat of envelopment 

The threat of envelopment occurs when one platforms target group is the same target group as 

another competitive platform. One platform could in this case swallow the others network, by 

offering your platforms functions and content as part of their multiplatform bundle. If this is 

about to happen, the undermined platform can survive by changing business model or finding 

another partner to enter a partnership with to strengthen their market position (Eisenmann et 

al., 2006). 

2.7.2.4 How many sides to bring on board 

More parties in the network leads to a potentially larger ecosystem resulting in greater network 

effects and a more diverse source of revenue. The more parties there are in an ecosystem, the 

larger the chance for internal conflicts and higher resource cost for maintaining the 

relationships. Thus, having less parties may lead to a less complex ecosystem and a greater 

chance of dodging conflicts between parties. There is no set rule for how many parties there 

should be in an ecosystem, and everything is dependent on the platforms core business and the 

characteristics and size of the parties in the ecosystem. E.g. Apple develop, design and 

manufacture their own hardware which limits its scale, but allows Apple to produce higher 

quality products. And Microsoft have in contrast always been held back by their hardware 

manufacturers (such as Dell and Toshiba) but have on the other hand created a larger and more 

sustainable ecosystem (Hagiu, 2013). 

2.7.2.5 Strategy combination 

One challenge for two-sided networks is how to combine their relative strategies. Which occurs 

for example on the aspect of branding and marketing on social media. The problem is that two 

different brands shall be promoted in a channel that is owned and administrated by one of the 

sides. The problem being that the different parties’ social media strategies may differ on many 

points due to differences in purpose, core business and target group, making it hard to please 

both parties and taking both their strategies in consideration. Even though a two-sided network 

is a co-branding relationship, there are rarely any strategy that defines how to take both parties 

strategies in consideration and execution.  
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3 Methodology 
This chapter explains several methods that were conducted in order to carry out the research. 

Methodology choice, data collection from different parties and varying methodology structures 

are explained and motivated as well as their delimitations. 

3.1 Method relations 
This paper was based on an assignment at Urb-it, which provided access to data about them 

and their partners. The paper consisted of three (3) methods:  

 

(1)  An iterative literature research process, which 

acted as the foundation for the report and the 

methods below. 

 

(2)  A quantitative case study of Urb-it and its 

partner’s social media activities, and co-branding 

and brand awareness activities was conducted. The 

case study acted as the core of the paper and would 

provide data to how a relevant case would look like, 

as well as providing relevant data for the last 

method. 

 

(3)  Qualitative interviews were conducted with 

relevant members from the industry, from areas such 

as digital strategy, social media marketing and brand 

managing. The interviews acted as a roof, and its 

purpose was to answer why the results from the two 

first methods came out as they did.  

 

The data collected from the three methods were later analysed and discussed independently 

and in correlation to each other, to be able to answer the research questions and its sub 

questions.  

3.2 Literature research 
An iterative search method was used to retrieve relevant literature. The iterative search was 

conducted in the database Emerald Insight. The iterative search was based on a set of basic 

keywords such as Social media, strategy, two-sided networks, marketing, social media strategy 

etc. The Keywords were combined in an iterative manner and additional keywords were added, 

either synonyms/extensions/truncations of the basic keywords, or keywords that were found 

during the search process. The process was made iteratively until a sufficient amount of hits 

Figure 9. The methods relations for this thesis. 
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was acquired, and relevant literature was extracted throughout the search process. A full list of 

keyword and its synonyms and a detailed iteration process can be seen in appendix (9.1).  

3.3 Case Study: Urb-it 
A case study of Urb-its partners were conducted, and as a two-sided network with prominent 

partners, Urb-it will make a good example for this paper. The aim of the case study was to 

analyse the partners’ activities on Facebook and Instagram and examine how they position 

themselves in their social media channels as well as investigate their social media behaviour. 

 

The data gathered was analysed to find metrics such as posting frequency, engagement rate of 

customers on each social network, behavioural differences between Facebook and Instagram, 

Urb-it mention frequency based on the content of the partners’ posts etc. (See chapter 4 for 

more detailed information). 

 

The results from the case study will also be used to find eventual trends, correlations and 

problems, in combination with the literature review, create a foundation for the interviews and 

discussion. The discussion would at last result in a conclusion that would point Urb-it in the 

right direction for their future expansion. 

3.3.1 Data collection method and delimitation 

Over 1500 social media posts was analysed, roughly 40% of them were Facebook posts and 

the remaining 60% were Instagram posts. There was not any reliable software that gathered 

relevant data from brands pages that you do not administer, thus each and every post were 

analysed manually. The data collection was conducted during one week (22nd February - 29th 

February) and were done by analysing each post independently of the others.  

3.3.1.1 Post delimitation 

The timeframe for how far back posts were analysed varied heavily between the partners due 

to their individual posting frequency. The amount of posts analysed for each partner were 

delimited based on two conditions 

 

Condition 1.1: The analysis did not go further back than the day the partners signed the 

partnership with Urb-it since it would provide irrelevant data. 

 

Condition 1.2: A maximum of 99 posts per partner. Thus if a partner only had a total of 30 

posts on Instagram and Facebook since they started their partnership with Urb-it, only those 30 

posts were analysed. 
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3.3.1.2 Partner delimitation 

A set of conditions were constructed to remove partners that were irrelevant for the method. 

This delimitation was necessary since Urb-its Swedish business is only situated in the central 

parts of Stockholm, making their partners that had social media channels with a global/national 

target segments highly irrelevant. The four conditions were:  

 

Condition 2.1: Partners younger than a month (Isvak, Tambur) were not analysed due to 

insufficient data,  

 

Condition 2.2: Partners that are global companies (Media Markt, Wayne's Coffee) were not 

analysed since their social media channels target a global or national audience,  

 

Condition 2.3: partners that are national companies (Mister Minit, Halebop) were not analysed 

since their social media channels targeted a national audience,  

 

Condition 2.4: companies that were not partners at the start of the data collection period (either 

that they were in a prospective state or state of termination) were not analysed due to not being 

an actual partner.  

 

These conditions removed 10 of Urb-its current 30 partners, leaving the local businesses (See 

table 4 for delimitation).  

3.3.1.3 Data from partners 

The data gathered for each post were: Date, if it had a connection to Urb-it, if the post contained 

text, pictures and/or videos, likes, comments and shares on Facebook, and likes and comments 

on Instagram. The rate of vividness and interactivity of a post were also analysed on a scale of 

1-3 (as proposed by Vries et al., (2012)). 

3.3.1.4 Data from Urb-it 

Data that was acquired from Urb-it were data regarding every purchase made by customers 

through Urb-its service for each and every partner. The data contained relevant information 

such as purchase date, monetary amount and name of the partner. This data was used to identify 

eventual correlations between purchases (size and frequency) and the partners’ activities on 

social media. Other acquired data included information regarding the date of the contract 

signing between Urb-it and a partner. This was necessary to satisfy condition 1.1. 
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3.4 Interviews 
Several interviews were conducted with profiles in the social media and/or brand management 

business, the purpose being to complete the literature review and case study based on acquired 

data to provide another angle of incidence and acting as a foundation for the discussion. The 

purpose of the interviews was to answer the research questions in chapter 1.1.1. 

3.4.1 Interview design 

The 6 interviews were conducted as semi-structured interviews (Fontana & Frey, 1994) to 

provide the possibility to hold a discussion about the topics rather than the questions. It also 

provided the interviewees with the possibility to describe and evaluate their thoughts on the 

subject in an environment that were constructed and controlled by them. It also provided the 

possibility to ask follow up questions based on the interviewees’ answers to hopefully acquire 

a deeper understanding of the subject at hand. 

 

The interview per se was divided into three main topics, (1) Social media questions, (2) brands 

on social media questions and (3) two-sided network questions. The interview questions can 

be seen in the appendix (9.2). 

3.4.1.1 Social media questions 

The social media questions treated areas such as the differences between Facebook and 

Instagram, Possible power shifts between social media users and brands, and brand strategy 

development because of social media. 

3.4.1.2 Brands on social media questions 

The brands on social media questions treated areas such as the difference between corporate 

and private brands, user’s ability to build their own perception of brands, the effects of post 

frequency and how the rate of interactivity and vividness of a post affects brand awareness.  

3.4.1.3 Two-sided network questions 

The two-sided network questions treated areas such as how to approach non-administrated 

social media channels, occurring problems and conflicts when working with non-administrated 

channels, how, when and where to promote your branding relationships and how to synchronize 

both parties’ strategies.  

3.4.2 Interview selection process 

The interview participants were found through LinkedIn since it was the easiest way to search 

for people based on their professional occupation. Boolean operators were used in combination 

with keywords to form a search query to find candidates, the used search query was: 

(“Social media” OR brand OR digital) AND (manager OR strategist) AND Stockholm 
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The results provided all relevant profiles in Stockholm. A total of 20 people from the results 

were contacted, based on their earlier experience, current occupation and different companies. 

They were contacted through LinkedIn Recruiter Lite since it was the most efficient way of 

contacting them, since they rarely displayed contact information on their LinkedIn profiles, and 

very few of them had public contact information displayed through Google. Several of them 

had multiple occupations at the same company, therefore the sum of the tables may not 

correspond to the people mentioned. The contacted people’s occupation distribution can be 

seen in the blue columns in table 1. A total of 13 people replied to the invitation and their 

occupations’ can be seen in the green columns in table 1. And out of these 13 people, 6 agreed 

to be part of the interview process, and the final interviewees occupations can be seen in the 

red columns in table 1. 

 

 Strategist Manager Strategist Manager Strategist Manager 

Brand 2 8 0 6 0 3 

Social media 2 9 1 6 0 2 

Digital 1 2 1 2 1 1 

Table 1. Distribution of contacted, connected and received interviewees. Blue columns are people contacted, 

green columns are people that replied and the red columns are people who agreed to take part of the interview 

process. 

3.4.3 Interview participants 

The names of the interviewees, their occupation and their corresponding companies will be 

classified on request of all interview participants. Their occupations and descriptions of their 

respective companies can be seen in table 2 with corresponding interviewee abbreviation. 

 

Interviewee Role Company 

Interviewee 1 
Responsible for growth markets 
and brand strategist 

International house-of-brands company in 
the industry of distilled beverages 

Interviewee 2 Working with digital strategy Worldwide music corporation 

Interviewee 3 
Brand and communications 
design manager 

One of the largest daily goods retail 
companies in the Nordics. 

Interviewee 4 
Community manager and social 
media acquisition manager International mobile payment company 

Interviewee 5 Social media manager National broadcasting company 

Interviewee 6 Digital and social media specialist National marketing bureau  

Table 2. Description of interview participants’ occupations and company. 
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3.4.4 Interview analysis 

The interviews were sound recorded and later on transcribed into text so that information could 

be easier extracted and used. The interviewees were analysed by using the sentence 

concentration method, which implies that the interviewees answers are transcribed to text that 

are constricted and summarized, each answer will have the same level of quality but are 

significantly shorter (Kvale & Brinkmann 2014). The results from the interviews are presented 

in chapter 4.2, where the charts show the answers from the 6 interviewees for each question. 

The bars in the charts represent the number of interviewees that had similar or identical answers 

to the same question. More than one answer where usually stated by the interviewees.  

3.4.5 Interview process 

The interviews were conducted in person, to be able to study body language and tone of voice, 

as well as to easier understand the interviewee. All interview questions were covered in the 

end, but in different orders since the interview process depended on what the interviewee 

answered on the previous questions. This could put the interview on a different track and bring 

new angles of incidence to the discussion.  

3.4.6 Interview preparations 

The interview questions were sent to the interviewees at forehand, as well as an explanation of 

the thesis and its research questions, goals and objectives, to introduce the interviewees as 

much as possible to the problem at hand.  
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4 Results 
The first part of this chapter presents the results from the case study of Urb-it. It presents basic 

and detailed characteristics of Urb-it and its partners, and continues over to the analysis of 

differing engagement and interaction characteristics of the partners. How Urb-it is positioned 

in the partners’ social media channels are analysed and presented. 

 

The second part of this chapter presents the results from the interviews which begins with the 

results from the general social media questions. It continues with the questions regarding 

branding on social media. And lastly the results regarding activities and problems of branding 

through non-administrated channels in a two-sided network are presented.   

4.1 Case Study 

4.1.1 Partner information 

4.1.1.1 Partner basic characteristics 

Table 4 (see appendix 9.4) show the basic characteristics of Urb-its partners during the case 

study period, the delimitation description for the Status column can be seen in table 3. Some 

partner since-dates (column D in table 4) could not be established due to lack of data and only 

the month and year of contract signing were known. The day for condition 1.2 (if it was 

necessary) was there for set to the 1st of that month for these partners. 

 

Status Description 

Time Included in case study, analysed according to condition 1.1 

Posts Included in case study, analysed according to condition 1.2 

Too young Not included in case study, did not analyse according to condition 2.1 

Global Not included in case study, did not analyse according to condition 2.2 

National Not included in case study, did not analyse according to condition 2.3 

Prospect Not included in case study, did not analyse according to condition 2.4 

Table 3. Delimitation description for the Status column in Table 4. 
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Partner data - Vividness and interactivity rates 

Figure 10 displays the average vividness and interactivity rate of the partners’ social media 

posts. Noteworthy here is that almost every partner has a higher vividness rate with a large 

margin (Arrivals, Clubs and Spades, Rose & Born etc.) while some have almost the same rate 

of the two attributes (GI-boxen, Svarta lådan, Dunbutiken). Only two partners had (with a small 

margin) higher interactivity (Gi-boxen and Svarta Lådan). 

 

 

Figure 10. The average vividness and interactivity rate of the partners’ social media posts. The overall 

vividness rate is higher for almost every partner.  
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4.1.2 Partner engagement and interaction 

4.1.2.1 Partner engagement and interaction analysis 

To decide the interaction rate of each partner, the value of one like, comment and share had to 

be established as well as their internal relation. As of 2011, one comment was worth 4 likes 

(Socialbakers, 2011) but due to the inflation and commoditization of likes, a comment 

increased to be worth 7 likes as of 2013 and a share, which can be considered the brass ring of 

Facebook (Haydon, 2015), is worth a total of 14 likes (Calero, 2013). John Haydon (2015) 

supports this proposed relation between the three factors, but Calero (2013) emphasize that the 

relation may change over the years. But due to lack of information since 2013, the conversion 

ratio for Likes, comments and shares used in this study was 1, 7 and 14. The following formulas 

was used to estimate the engagement and interaction rate on Facebook and Instagram for each 

partner.  

 

Likestotal corresponds to the total amount of likes for respective social network.  

Commentstotal corresponds to the total amount of comments for respective social network. 

Sharestotal corresponds to the total amount of shares on Facebook.  

Number of posts corresponds to the total number of posts.  

Followers corresponds to the amount of followers. 

Interaction formulas 

The Interaction formulas is used to establish the number of average interactions per post for 

each partner based on the partners’ individual data for each social network. 

 

Facebook average interactions per post: 

((Likestotal + (Commentstotal * 7) + (Sharestotal * 14)) ÷ Number of posts) 

 

Instagram average interactions per post: 

((Likestotal + (Commentstotal * 7)) ÷ Number of posts) 

Engagement formulas 

The Engagement formulas are used to establish an average engagement rate of the partners’ 

followers, based on the partners’ individual data for each social network. 

 

Facebook average post engagement: 

(((Likestotal + (Commentstotal * 7) + (Sharestotal * 14)) ÷ Number of posts) ÷Followerstotal) 

 

Instagram average post engagement 

(((Likestotal + (Commentstotal * 7)) ÷Number of posts) Followerstotal)  
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4.1.2.2 Partner interaction difference 

Figure 11 displays the results from the interaction formulas. The values represent an average 

amount of interaction per post for each partner. 

 
Figure 11. Results from interaction formulas. 

 

 

4.1.2.3 Partner engagement difference 

Figure 12 displays the results from the engagement formulas. The values represent an average 

percentage based on the partners’ followers. 

 

 
Figure 127. results from engagement formulas. 
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4.1.2.4 Partner engagement differences, duplicate posts 

Figure 13 displays the difference in engagement for all analysed posts (231 posts) that were 

posted on both Facebook and Instagram. 

 

 

Figure 138. Difference in engagement for posts that were posted on both Facebook and Instagram. 

 

To determine the social network with the highest overall engagement rate for posts that was 

posted on both Instagram and Facebook, a T-test was applied by creating a downward limited 

confidence interval. The t-distribution value for >120 degrees of freedom in a one sided interval 

was set to 1.645 using a 95% probability rate (calculations can be seen in the appendix (9.3)).  

 

The tests hypothesis was: 

 

H0: If 0 is included in the interval, there is no difference between Facebook and Instagram 

H1: If the whole interval is positive, Instagram has an overall higher engagement rate 

H2: If the whole interval is negative, Facebook has an overall higher engagement rate 

 

The calculated interval resulted to be [0.035,∞[, thus rejecting hypothesis H0 and H2 with the 

conclusion that Instagram, with 95% probability, has a minimum of 3.5% overall higher 

engagement rate for posts that are posted on both Facebook and Instagram.  

4.1.2.5 Partner correlation between engagement and 
Vividness/interactivity 

The scatterplots below show the correlation between the engagement levels of a post and its 

respective vividness and interactivity rate. The first plot (Figure 14) contains analysis of all 

Urb-it mention posts, and the second plot (Figure 15) contains the all posts, regardless if Urb-
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it were mentioned or not. The engagement percentage is the mean value of the individual 

engagement rates on either social network if the post appeared in both. The vividness and 

interactivity rate in the plots are combined, and their mean value is henceforth referred to as 

VivInt. The trend line is shown in red and show that a higher level of post VivInt did not result 

in higher engagement on social media for Urb-its partners, whether Urb-it is related to the post 

or not. 

 

 

Figure 15. Correlation analysis of all posts. No correlation between social media engagement and VivInt of 

posts. 

Figure 14. Correlation analysis of all Urb-it mention posts. No correlation between VivInt and social media 

engagement of posts with a Urb-it mention. 
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4.1.3 Urb-it Mention relations 

4.1.3.1 Correlation between mentions and sales 

The plot below (figure 16) illustrates the correlation between Urb-it mentions on social media 

and sales for all partners combined. The nodes are sorted after date, and the trend line shows 

that there is a slight correlation between them, implying that there may be a small increase in 

sales (through Urb-its service) if they are mentioned on social media. A note shall be made that 

this result does not do it justice since social media activities primary goal is brand awareness, 

brand conversation and customer acquisition, rather than sales, which will be one of the last 

stages in the customer’s brand journey.  

 

 
Figure 16. Correlation analysis of Urb-it mentions and sales. Slight correlation between partner sales and Urb-

it mentions.  

4.1.3.2 Correlation between mentions and likes 

The plot below (figure 17) show the correlation and effect of partners that mention Urb-it in 

any of their social media posts with new acquired likes on Urb-its main Facebook page. As 

shown by the trend line below, an Urb-it mention in a partner’s post have almost no effect on 

Urb-its Facebook pages likes daily rate of change. Figure 18 show the increase of Urb-its likes 

since the beginning of the analysis and the trend line show that is steadily increasing with two 

anomalies, one in November and one in January. 
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Figure 179. correlation analysis of Urb-it mentions and the daily rate of change of Facebook likes. 

 
Figure 18. The increase of Urb-its Facebook likes since the start of the case study analysis period. Anomalies in 

the form of follower decrease in November and January.  
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4.1.3.3 Partner post and mention timeline. 

Figure 19 illustrates a timeline, where the yellow curve represents the number of posts for all 

partners on Facebook and Instagram, and the blue curve represents the number of posts where 

Urb-it is mentioned. The numbers for each curve are at a given day. The red dots illustrate 

when a new partner joined Urb-it, thus, time wise becoming a part of the analysis. 

 

The matrix below (figure 20) illustrates when in a partner’s timeline the partner per se 

mentioned Urb-it in one of their social media posts. The blue dots represent a mention, and the 

labels on the X-axis represents if Urb-it was mentioned early on, in the middle or late in the 

partnership. Dates and how long each partner have been a partner are neglected, and only the 

relative lifetime are accounted. The matrix displays that the partners differ when it comes to 

mentioning Urb-it on social media. Some have done it several times and others have not done 

it at all.  

 

Figure 20. when in a partner’s timeline an Urb-it mention was made. 

Figure 19. Timeline of posts for all partners on Facebook and Instagram. Red dot illustrates when a new 

partner joined Urb-it, thus becoming part of the analysis. 
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The Timeline below (figure 21) illustrates the same thing as the matrix in figure 20, but the 

mentions are contracted into one timeline to easier present the partners as one. The red dot 

represents the mean value of the mentions, and as the timeline shows, the mentions are 

distributed relatively uniformed, with one gap between Middle and Late. 

 

 
Figure 21. Partners lifetime Urb-it mentions compressed on one timeline. 

4.1.4 Honeycomb framework application 

Below is the honeycomb model (figure 22) that was used for this study. The framework 

displaying Facebook is almost copied from Kietzmann et al. (2011) with an increase in the 

Sharing category and a decrease in the Presence category. The framework displaying 

Instagram was solely produced for this study, with category values determined through the 

literature study presented in chapter 2.3. The two radar charts are used to display the differing 

characteristics between Facebook and Instagram. 

 

 
Figure 2210. Honeycomb frameworks and radar charts for Facebook and Instagram, to easier understand their 

differences. 
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4.2 Interviews 

4.2.1 Social media questions 

Here are the interview answers to the general social media questions presented and analysed. 

4.2.1.1 Differences between Facebook and Instagram 

Figure 23 displays the interview answers to the question “How does the different 

characteristics of Facebook and Instagram affect corporate brand management?”. The 

majority of the interviewees stated that different approaches towards content is necessary on 

the two social networks, mainly because they have different purposes and target groups. 5/6 

interviewees also stated that Facebook have been heavily influenced by its advertising concept 

and feed algorithm, which made it more adapted for businesses, but less adapted for private 

purposes since there was a feeling of intrusion in the users’ private life. Half of the interviewees 

stated that Instagram feels more personal because there is less advertising, and there is no 

network of sharing, which makes the private networks more enclosed and friendly. Two of the 

interviewees implies that companies generally do not decide on which social network to invest 

in based on the networks engagement rate or user base. They said that it is rather driven by the 

available tools for positioning and analytics because it gives the brand more information on the 

results of the investments.   
 

Figure 23. Interview answers to the question “How does the different characteristics of Facebook and 

Instagram affect corporate brand management?” 
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Figure 24 displays the interview answers to the question “Why does Instagram have a higher 

engagement rate than Facebook?”. The majority if the interviewees stated that it was because 

Facebook has become messy and its purpose is relatively undefined, where Instagram has a 

clear purpose and is easier to interact with. The interviewees also stated that the reach concept 

differs between them and makes Instagram more private and friendly. But the majority of the 

interviewees pointed out that the differing engagement rate is nearly irrelevant, since there are 

more people and brands on Facebook and it is easier to reach them. 

4.2.1.2 Effects of social media on brand and marketing 
strategies  

 Figure 25 displays the interview answers to the question “How have social media affected 

brand strategies”. The majority of the interviewees had the same opinion as Neil Perkin (2008) 

(figure 5 & 6), that social media have transformed marketing and brand communications to a 

dialogue instead of a monologue. Strategies have to focus more on how to offer a brand benefit 

and be comparable to the followers’ lifestyles. Social media have also changed strategies in the 

sense that it has opened up for new ways of exposure, and strategies have to be adapted to 

channels that are more rapid than the traditional ones.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 31. Interview answers’ to the question “Why does Instagram have a higher engagement rate than 

Facebook?” 

Figure 24. Interview answers to the question “Why does Instagram have a higher engagement rate than 

Facebook?” 

Figure 25. Interview answers to the question “How have social media affected brand strategies” 
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4.2.2 Brands on social media questions 

Here are the interview answers to the brand on social media questions presented and analysed. 

4.2.2.1 Shift in brand-based information power 

Figure 26 displays the interview answers to the question “How have the shift in power to send 

brand-based information affected the industry?”. The majority of the interviewees said that 

you have to work closer and more qualitative with your followers. You have to offer them more 

relevant and entertaining content as well as constantly maintaining your customer relations. 

Half of the interviewees also stated that it cannot be a large entity spreading the message, you 

have to “evangelise” the message and appeal your followers to act as message carriers. Two 

interviewees stated that the shift in power is not necessarily a bad thing, and that it opens up 

for new ways of working with customer relations and brands.  

 

Figure 26. Interview answers to the question “How have the shift in power to send brand-based information 

affected the industry?” 
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4.2.2.2 Corporate vs. Private brands 

Figure 27 displays the interview answers to the question “Why do not corporate brands succeed 

as well as private brands on social media?”. All the interviewees stated that it was because it 

is easier to relate and create an emotional attachment to a person then an abstract entity that a 

corporate manifestation may be. They stated that the core business of the brand is important. 

A corporate brand orbit around monetary profits, whereas private brands, such as digital 

entertainers and celebrities core business is to entertain or display their lifestyle.  

 

 

4.2.2.3 The effects of vividness and interactivity 

Figure 28 displays the interview answers to the question “How does differing vividness and 

interactivity characteristics affect social media brand management?”. The majority stated that 

both factors are important, but neither of them necessarily mean greater overall success. 

Interactivity can be measured, but establishing a return (in the form of increased sales etc.) on 

this interaction and its investment is still too complex. You have to combine the characteristics 

of both to be able to engage as much as possible. The interviewees also stated that vividness is 

perceived as the preferred characteristics, since it is persistent which content based on 

interactivity rarely are.  

 

 

 

 

  

Figure 27. Interview answers to the question “Why does not corporate brands succeed as well as private 

brands on social media?” 

Figure 28. Interview answers to the question “How does differing vividness and interactivity characteristics 

affect social media brand management?” 
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4.2.3 Two-sided network questions 

Here are the interview answers to the two-sided network questions presented and analysed. 

 

Four of the interviewees considered their company to be a two-sided network with the 

motivation that they through their service connected two or more groups that attract each other. 

Two interviewees said that they could be considered a two-sided network due to their 

characteristics, but could not give a definite answer due to some internal corporate 

characteristic.  

4.2.3.1 Branding in partners’ channels 

Figure 29 displays the interview answers to the question “Are you working with any form of 

branding in any of you partners’ channels?”. Almost none of the interviewees worked with 

any kind of branding on a regular basis within their network. The one that did, mainly did 

physical campaigns and rarely through digital channels. Half of the interviewees said that it 

was not done because the awareness of the brand was irrelevant for the reached target group, 

and thus no awareness raising activities were conducted. One of the interviewees also stated 

that this kind of controversial branding activities would put tension on the relations with other 

parties in the network if you as a company were in an oligopoly.   

 

 

 

 

  

Figure 29. Interview answers’ to the question “Are you working with any form of branding in any of you partners’ 

channels?” 



40 

 

 

Figure 30 displays the interview answers to the question “What problems/conflicts usually 

occur when working with branding in your partners’ channels?”. only 4/6 interviewees had 

relevant answers to this question. The most problems occurred were due to communication 

problems between the parties and that the content exchanged within the network was not 

adapted enough for the relevant target group. Two interviewees also enlightened that all 

awareness does not necessary have to be good awareness, and that you should be careful of 

who you are connected with depending on your industry. You want to avoid a spill-over effect 

if any of you partners take some heat. 

4.2.3.2 Synchronization of important factors  

Figure 31 displays the interview answers to the question “How can you synchronize your and 

your partner’s channels, strategies and target groups?”. The majority of the interviewees said 

that both parties need a mutual understanding of what has to be done and how to do it and then 

back it up with mutual investments. The parties need mutual goals, values and relevant target 

groups, or the relation would be unnecessary. Half of the interviewees stated that in the end it 

is all about money and what the parties can offer each other. When it comes to the 

synchronization of strategies and policies, a primary and secondary brand have to be defined. 

The secondary brand provides the primary brand with content, information, desired tone of 

voice etc. and then it is up to the primary sender to create a sustainable communication based 

on the provided content. 

 

 

Figure 30. Interview answers’ to the question “What problems/conflicts usually occur when working with 

branding in your partners’ channels?” 

Figure 31. Interview answers’ to the question “How can you synchronize your and your partner’s channels, 

strategies and target groups?” 
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5 Discussion 
This chapter discuss the key findings of the conducted methods in relation to the research 

questions and other important areas. A relation and reference to earlier research presented in 

the theory chapter will be discussed and compared to the results. 

5.1 Effects of vividness and interactivity 
As shown in 10, the average partner has a higher rate of vividness than rate of interactivity on 

their average post. It is hard to define why, but as shown in 28 it may be because a higher rate 

of vividness is perceived as more persistent (which was also mentioned by the third 

interviewee). The majority of the interviewees also stated that both characteristics is relatively 

hard to measure and that you cannot focus solely on either of them, but that they should still be 

considered and utilized since they affect the brand in the long run, but it is hard to identify and 

define what the exact results are. One interviewee said that the engagement towards content is 

defined by two extremes; Heaven & Hell, and 

your followers perceive everything in between 

as uninteresting. “Heaven” means that 

something really good have happened that a lot 

of people can relate to and take part of, for 

example when a shopkeeper in Sweden 

provided jobs for refugees. “Hell” on the other 

hand is content that followers were provoked by and rallied behind, for example the latest acts 

of terrorism. These examples are very general, and cannot be applied to every brand, but it 

shows the concept behind the interviewees statement, that you should focus on what customers 

are interested in, and not on selling your product (Davidson 2014). The interviewee pointed 

out that each brand has to find their own versions of “Heaven & Hell”, to be able to engage 

followers on a personal and emotional level. 

 

Vries et al. (2012) proved that the rate of vividness and interactivity had positive effects on the 

salience of brands social media posts (supported by Cho (1999) and Lohtia et al. (2003)). This 

was not the case in the case study conducted (as seen in figure 14 & 15) where a higher rate of 

interactivity and vividness did not result in higher engagement, whether Urb-it was mentioned 

in the posts or not. This can be the results of numerous phenomena. One being that Vries et al. 

(2012) presented their study in 2012, which was in the beginning of the global brand follower 

decrease, presented in chapter 2.4. Another may be due to the increase of brands on social 

media and that social media users have become more reluctant to engage and interact with 

brands during the past years, the interviewees said that it is because the content is too 

mainstream and brands are not differentiating themselves from other similar brands (figure 27). 

This may also be a reason to why a higher rate of vividness and interactivity did not have any 

effect on the companies in the case study. 

 

“Facebook are going to be more 

humour and drama based, so it is 

more like heaven and hell, everything 

in between is boring” – Interviewee 3 
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Another reason for this may be that content with a high vividness and interactivity rate are seen 

as standardized today, that it is no longer a brand differentiator, but rather a point-of-parity or 

method for basic customer retention. 

5.2 The effect of social media on brand 

strategies 
Social media was a technology that disrupted the market when it was introduced in the 21st 

century, a disruptive innovation that changed how we work with communication, both privately 

and professionally. The majority of the interviewees stated that the biggest change social media 

brought to their different areas was that a monologue had turned into a dialogue (figure 25), 

their customers and followers could now reply and interact with them. These interviewee 

perceptions correspond to the theories of Mangold & Faulds (2009), Kietzmann et al. (2011) 

and Ellison (2008). An increase of brands online makes it harder for them to differentiate 

evenly against each other. Thus resulting in a 

larger supply of brands, but a smaller 

difference between them. The interviewees’ 

said that brands must start to be lifestyle 

aspiring and offer a more individual and 

personalized brand benefit today than before, 

due to the increase in brands. 

  

The majority of the interviewees said that the introduction of social media has not changed 

their strategies in any major way, and that social media are having a secondary role next to 

other communication channels. Some interviewees said that strategies had to be modified to be 

adapted to a more rapid and transparent communication’s landscape, a landscape where the 

consumers were more active towards the brands. This is enhanced by the interviewees’ answers 

in figure 25, were the majority of the interviewees’ said that customer relations have become 

more important due to social media, and that more relevant and entertaining content is needed. 

This is enhanced further by Weinberg et al.’s (2011) theory about a relationship-based currency 

that is originated from the social environment of social media, which Kietzmann et al. (2011) 

continues on and says that modern customers want companies to listen, engage and respond to 

them instead of just being talked at (chapter 2.2). The changes in customer behaviour was 

probably the biggest change enabled by social media. Amplification of WoM and the increased 

impact of viral reach enabled by eWoM forced brands to evaluate the possibilities of a more 

social communication landscape. Customers who were geographically divided before now had 

the possibility to interact with each other (Holt, 2016) was also one of the biggest changes 

brought upon brand management. Social relations are thus getting more important to invest in, 

even if you cannot translate it to a traditional ROI metric. But companies that want to succeed 

in the digital age must consider social media as something else than just a marketing or 

broadcasting tool. It have fundamentally different properties compared to traditional 

counterparts (Davidson, 2014) (figure 2) and must thus be approached as something different. 

 

“From a brand perspective, brands 

should be lifestyle aspiring and 

instead of talking out you now have to 

offer a brand benefit” – Interviewee 1 
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All in all, there was not any major changes to branding strategies. The changes were larger than 

that, and they disrupted the field of communications on a fundamental level. Concepts and 

models we have had to any kind of communication was changed over a couple of years. Even 

if some of the interviewees said that social media had not affected their strategies on any 

significant level, it may be that social media changed their general approaches to 

communication and indirectly affecting their branding strategies. 

  

5.3 Engagement differences between 

Facebook and Instagram 
There are huge differences between Instagram and Facebook, and as pointed out by the 

interviewees, different approaches towards them are needed. Facebook is more adapted for 

business and advertising while Instagram is more private and personal and should thus focus 

more on public relations (figure 23 & 24). This corresponds to the Honeycomb models in figure 

22 where Facebook is more focused on relationships and sharing content compared to 

Instagram which is primarily focused on identity and self-presentation. The majority of the 

interviewees said that Facebook has become too diverse in its purpose, which makes it messy 

and undefined, where Instagram on the other hand is easier to interact with and have a clear 

purpose (figure 24). These phenomena can also be seen in the Honeycomb presented by 

Kietzmann et al. (2011) where Facebook are active in five of the seven categories, whereas the 

honeycomb for Instagram used in this paper (figure 22) are only active in three of the seven 

categories. The radar charts in figure 22 also shows that the focuses of each social network are 

different, Facebook is more focused on the relationship category and Instagram on the Identity 

category. This can also be seen in the Conversation prism (fig 1), where Facebook is defined 

as a social network in the brand category, and Instagram is a pictorial network in the 

communications category. In the case study the difference can be seen between the analysed 

partners Almost every partner has a higher number of overall posts as well as post frequency 

on Instagram. The interaction (figure 11) and engagement (figure 12) rates are higher on 

Instagram when it comes to almost every partner, and duplicate posts have a minimum of 3.5% 

overall higher engagement rate on Instagram (See chapter 4.1.2.4).   

 

But even though everything points to the fact that Instagram is the superior social network 

when it comes to engagement and connecting with your followers’, the interviewees 

emphasized that even if this may be the case on paper, Facebook and Instagram cannot be 

compared on the same basis due to the huge differing characteristics between them. If a 

business wants to succeed on social 

media, they have to use both mediums, 

identify their differences and adapt each 

network for the business’s specific use. 

Only very niched businesses can exist on 

only one medium and be successful.  

 

“We have made an active choice to not 

work with Instagram, since it is a more 

private network, and our possible prospects 

are not attracted by the content that we 

would post on Instagram” – Interviewee 6 
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Facebook is still the dominating social network in Sweden, except for the youths that prefer 

pictorial networks such as Instagram and Snapchat (figure 4). Many businesses neglect this 

user group when developing social media strategies, because they are not the ones with 

purchasing power. Businesses’ have to start analysing their behaviours and preferences, since 

they are the consumers in the future. But the first interviewee pointed out that a business should 

not be driven by available consumer positioning on each social network when it comes to 

investment choices, but rather on the positioning and analytical tools available. The first 

interviewee also said that Facebook is still preferred for businesses since it has a larger 

analytical toolbox than other social networks, and it is easier to get a grip on your ROI because 

of this. It is also easier to create a viral reach around your brand on Facebook than it is on 

Instagram, creating a secondary network of reached consumers. This may lower your 

engagement rate on Facebook, but increases your overall reach and awareness.  

 

The second interviewee said that their goal with the plattforms are the same, but their approach 

to either of them are different. It is mainly because of the lack of a share function on Instagram 

which slows the growth of brand due to the difficulty to acquire organic reach.    

 

The fourth interviewee said that Instagram will go in the same direction as Facebook, since 

there is so much money to be made in the social media advertising business, and that there will 

probably be another network that the followers migrate to when unpersonal advertisement are 

starting to infect Instagram.  

 

The conclusion being that both social networks have their purpose, and a business can rarely 

work with social media management without being active on both of them. The consumers 

started to migrate over to Instagram earlier than companies due to the more familiar and private 

environment, and businesses still prefer Facebook because it has a more efficient advertising 

ecosystem and it is easier to measure your impact and ROI on Facebook.  

5.4 Personalization of brands 
Every interviewee said that one of the biggest complications for brands on social media was 

that they do not feel personal. The fourth interviewee said that it is easier to relate to a person 

than the abstract entity that a corporation may be, because you can take part of these people’s 

lives to find inspiration and spice up your life. The third interviewee said that people are meant 

to interact with each other on social media, and that people are more interested in one another 

than of companies as well as it is easier to have an interest/relation to a celebrity then a 

company. These comments are aligned with the fourth factor behind the social media shift 

presented by Tsimonis & Dimitriadis (2014), that people trust their friends and internet users 

more than they trust companies. The core 

business of a brand on social media was seen as 

very important, whether it regards a corporate 

brand, a celebrity or a YouTube star. If a brands 

purpose is to entertain and inspire, it will be better 

received among the community than if its 

purpose is to make money in any way.  

“It is easier to relate to a human 

being rather than a corporation of 

something abstract that you cannot 

relate to [SIC!]” – Interviewee 4 



45 

 

The reason for this may be that social media are perceived and used differently when it comes 

to people and brands, people see social media as a private platform where they can interact 

with desired people in their network, and brands see social media as a communication platform 

to interact with their current followers and prospects by opening up for conversation (Arora & 

Predmore, 2014). 

 

Tsimonis & Dimitriadis (2014) said that daily communications is one of the most effective 

strategies when it comes to public relations on social media, which was also mentioned by 

several of the interviewees, but according to the first interviewee, the content of the message 

can be weakened by the senders core business. It will not work if the feeling of the message 

and its content is not similar to the brands core business, and if a message does not feel genuine 

it can eventually make more harm than good.  

 

Content per se have to be more personalized, and brands have to appeal to their followers’ 

lifestyle to create a personal bond to their target group. The quality of the content also has to 

increase due to the fact that social media users are getting more and more reluctant to following 

brands online, mainly due to the rapid increase in brands on social media, the increase of bad 

and irrelevant advertising and the perceived intrusion into the users’ personal space. Brands 

cannot force themselves to be part of people’s lives online, they have to be accepted into each 

and every users inner sphere, which can only be done by appealing to the personal side and 

show how the brand are individually important. 

 

This impersonality of brands is something that hamstring their progress on social media. 

Corporate brands will eventually have a tougher time because they do not feel personal, and it 

is hard to put a familiar face on them. This is something that brands have to consider when 

investing in social media, who do you want to be, how do you want to be perceived and how 

do you appeal to the personal side of your followers? 

5.5 Co-branding in a two-sided network 
None of the interviewees’ companies 

worked with cross-channel branding 

in their partners’ channels mostly due 

to the reached target group were too 

far from the brands intended and 

desired target group. The first 

interviewee said that, as a house-of-

brands, their particular mother brand was not relevant for the end-consumer and they would 

rather focus on their relevant product brands that already had a strong position in the market. 

When it came to the third interviewee, they did not work with this method of branding since 

they branded their products differently in different geographical areas. The mother brand had 

the possibility to reach all of these areas, a very narrow and personalized message aimed for a 

small group would dissatisfy the others. The sixth interviewee said that they worked with 

mutual mention exchanges with their customers which increased their reach and increased their 

brand awareness, but not necessarily in their desired target groups. The implication for them 

“In the end everything boils down to a 

mutual interest, and it boils down to a 

negotiation about money and how each party 

will benefit of it in sales compared to other 

comparative numbers” – Interviewee 6 
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was that the groups reached were too far away from their target group, or not even in their 

target segment.  

5.5.1 Relation between mentions, sales and new 

followers 

There is a slight correlation between sales and mentions (figure 16) according to the case study, 

but as mentioned in chapter 4.1.3.1 this correlation is unreliable, since the primary goal of 

social media branding is to appeal to your customers, current and prospects, to build a healthy 

relation on which you can acquire sales from later on in the process.  

 

A metric that can be considered more reliable as the result of mentions are new followers on 

social media. Figure 17 shows that there is a slight correlation between new likes on Urb-its 

Facebook page and mentions by their partners. This metric is not totally reliable either when it 

comes to brand awareness’, since it may also suffer from unrecorded users that may have been 

affected by the content. But as the third interviewee said, it is easier to measure this relation 

since it is a quantifiable metric, thus being the least unreliable relation to consider.  

 

As seen in chapter 2.6.3, brand awareness is the first step in the Aida model (figure 8), the 

traditional marketing approach as well as in its modern version, the growth approach (figure 

7). Thus, it can be considered wrong to say that there is any direct relation between social media 

mentions and sales, since awareness is the first step in the process and sales is the last with 

several steps in between. The factors between the two limits, for example activation and 

retention in the growth funnel or Interest and desire in the AIDA model, cannot be neglected 

since they affect the process to such a wide extent. According to the interviewees’, it may be 

comfortable to relate mentions or awareness to sales, since sales is a quantifiable metric. The 

first interviewee emphasized that it is hard to measure any awareness activities conducted on 

social media purely because it is not a measureable metric and that there is a large amount of 

unrecorded users affected by your awareness activities. The third interviewee said that they 

suspect that a lot of people see their content on social media, but do not interact with it, thus 

being “invisible” when analysing brand awareness by measuring interaction metrics such as 

likes or comments.  

 

Conclusively, there is a slight positive correlation between mentions and sales, and a slight 

correlation between mentions in partner channels and new followers on Urb-its Facebook page. 

But the first relation is unreliable due to the steps that get neglected, and the second is unreliable 

due to the unrecorded followers. The second metric would be the most reliable of the two since 

it is quantifiable and does not neglect as many steps in the customer process. According to the 

interviewees, awareness activities on social media should not be neglected just because it is 

hard to measure and get an ROI, it is still a vital part of any business even if you cannot put a 

hard number on it.  
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5.5.2 Mentioning and posting frequency 

The frequency of mentions may be considered a vital part for brand management in a two-sided 

network. There was a big difference between the partners analysed when it came to mentioning 

Urb-it or not. And the frequency of when in the partnership a mention was made is also highly 

irregular between the partners (figure 20). For example, Svarta lådan, Clubs and Spades and 

Melody flowers mentioned Urb-it early in the partnership, but have not done anything in the 

later part of the partnership, whereas Cupcakes Stockholm did not mention Urb-it in the 

beginning of the partnership at all. This inconsistent behaviour may be perceived as a weakness 

for Urb-its brand management in their partners’ channels, but according to the interviewees, a 

particular posting frequency is not necessary. 

 

The first interviewee emphasized that they try to promote their brand when it is as much 

relevant for their followers’ as possible, thus it is more about timing than frequency. The second 

interviewee had the same mind set as the first, and said that they in their media strategy points 

out in what context their followers use social 

media. These contexts are vital for their social 

media management, since it is a fine line to 

walk and faulty or undesired content may 

cause the brand more harm than good. The 

second interviewee also said that the quality 

of the content is as important as right timing, 

because brands advertising on social media 

are too similar to traditional television commercials, which are frowned upon in the digital age. 

According to the first interviewee you have to correlate your posts to your investments and 

strategy behind it. Another important factor is your business and what product or service you 

offer. 

 

The third interviewee said that posting frequency is a precise balance, and since they are a 

branded house (Aaker, 2009) they have a lot of repeated posts between their sub brands. The 

sub brands do not have any coordination between them since they are targeting different 

geographical target groups, a method who complicates things on social media since it is not 

designed to counteract this. The third interviewee said that if two or more of their sub brands 

posts content which gets shared in overlapping networks, it will be perceived as spam by their 

followers. These phenomena have negative effect on the mother brand which spills over to the 

sub brands, and internal regulation and coordination are required.  

 

None of the interviewees’ worked with any 

form of established branding in any of their 

partners’ channels thus they could not relate 

directly to such a situation. But the fact that 

many of them said that timing and content was 

more important than a fixed posting frequency 

can be applied on Urb-its case as well, since it is still branding on social media, just that two 

(or more) brands have to be considered instead of one. 

“On TV, ads are not directed at you 

personally, and you accept that, but 

on social media it should be personal, 

and you dislike stuff that is not 

personal [SIC!]” – Interviewee 5 

“It is more about timing than 

frequency, a higher post frequency 

does not necessarily return as much as 

the timing of the post” – Interviewee 1 
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5.6 Branding problems in non-

administrated channels 
The interviewees had similar opinions on what the problems may be when working with 

branding in partner’s channels. Most mentioned being internal communication conflicts 

between the parties. The communication problems can be differing views or opinions, or that 

either parties strategic content is too different.  

 

The third interviewee said that if they would invest in a stronger co-branding strategy, they 

would create tension within their industry, since there are just a few large actors on the Swedish 

market, forcing their competitors to also invest in it. This may be considered a good investment, 

taking the role of market leader and forcing your competitors to follow you, but in the case of 

the third interviewee, it would put unwanted tension on their partners, since they may in the 

end be forced to promote interviewee three’s brand as well as their competitors, forcing the 

partner to undesirably transform into a media house, and moving away from their core business. 

Disrupting an ecosystem with a few large actors on such a scale would be risky, and it can be 

compared to the problem of how many to bring on board explained by Eisenmann et al. (2006) 

and Hagiu (2013). It may be preferred to keep the ecosystem stable with few actors. 

 

A brand which is perceived as trustworthy and stable among one target group may not be 

perceived the same in another. The fourth interviewee said that they have to be careful of whom 

they are connected with, since a lot of their partners are working in businesses that are 

perceived very differently in different countries, thus risking a negative spill-over if something 

goes wrong. This is important in every industry, but is more important in the controversial ones 

(finance, banking, weapons manufacturer, fossil fuel producer etc.) since they may be in direct 

moral conflict with some parts of society. Even if your brand was not the source of the problem 

you may still be perceived as a cog in the negative machinery. This gets even more important 

when working on social media since it amplifies the reach and efficiency of messages and 

negative messages travels faster and further than positive ones. But all spill-over does not have 

to be negative, it is as important to utilize positive spill-over that may occur and turn it into a 

strength, as it is to guard against brand from negative spill-over. And all awareness is not 

always good awareness, and every partnership have to be designed and created individually 

with both parties’ target groups, businesses and strategies in mind.  

 

The fifth interviewee said that they work a lot with different public profiles to create a more 

personal brand, and the most occurring problem for them is when these profiles say something 

controversial which the company does not stand behind. This is a similar problematic scenario 

as the ones discussed with the fourth interviewee, and the question at hand is how you approach 

these conflicts when they occur.  
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These problems between parties are usually because of 

bad internal communication (as stated in the beginning) 

which usually results in that the co-produced content 

isn´t adapted enough to meet the required standards. If 

you are going to co-brand in a two-sided network, you 

have to consider two target groups, product uses and 

consumer brand perceptions, and these are often factors 

that gets neglected. You have to realize that the values 

and other characteristics of your and your partner’s target 

group may not align to a hundred percent (fig 32). You 

have to realize that, for a start, it is easier to target 

segments of your partner’s target group that have the 

same values and characteristics. And from there expand 

to reach the other segments of the target group. This is 

something a lot of businesses neglect according to the 

fifth interviewee, and is something that must be 

considered in the beginning to easier appeal to the rest of 

the target group.  

Figure 32. The relevant target group on a co-

branding relationship. 
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5.7 Method Criticism and flaws 

5.7.1 Case study 

5.7.1.1 Facebook reactions 

Facebook introduced a new “like” system (Zuckerberg, 2016) during the data collection period, 

a system called Facebook reactions that altered the way users interacted with posts by giving 

them other ways of expressing emotions for a particular post than just by a mere like.  

This may have altered the way users interacted with the posts that were analysed after the 

launch of Facebook reactions, thus altering the data or making it invalid. It concerned a total 

of 52 posts, i.e. 3.31% of the total amount of posts analysed. Due to the relatively low amount 

of affected posts in combination with the assumption that it will take some time before users 

adjusts to the new way of reacting to content, the assumption can be made that Facebook 

reactions did not affect the data while analysed, but it must still be noted since it in theory 

changed the data gathered.  

5.7.1.2 Non- admin obstacles 

Analysing Facebook and Instagram accounts that you do not administer entails certain 

difficulties when it comes to analysis since the acquisition of esoteric data will be near to 

impossible. Esoteric data include data such as organic, viral and paid reach, actual interactivity, 

engaged users, fan fluctuation over time, advertising ROI etc., i.e. data that can only be 

acquired by the people that administer the accounts analysed. Esoteric data is vital when it 

comes to the conduction of a qualitative method and especially the different kinds of reaches 

may prove invaluable when it comes to establishing a statistically accurate engagement rate.  

5.7.1.3 Analysing software 

No good analysing software was found that would provide the parameters searched for, thus 

the data collection had to be done manually. This was very time consuming and an inefficient 

way of gathering data, but the only option due to lack of helpful software.  

5.7.2 Interviews  

As stated by Kjellnäs (2015), there are always a risk of certain pitfalls when conducting 

interviews, such as problem with the sound recording, background noise, outside interruption, 

etc.  

5.7.2.1 Lack of knowledge 

Another limitation was that the interviewees were not particularly well versed in the two-sided 

network concept. Even though the questions and topic were explained at forehand, few of the 

interviewees companies had evaluated this particular business approach. It shall be noted that 

even though many of the interviewees were introduced to the concept of two-sided network for 
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almost the first time, they still provided very useful information about the area due to being 

able to adapt. 

5.7.2.2 Surrounding sound 

The most prominent problem during the interviews was the interference of surrounding sound. 

In two of the interviews the interview was held in an open environment. In one case it was in 

the company’s dining hall due to unavailable meeting rooms, and in the other case it was held 

in their hallway. The surrounding sound got amplified due to the environment, which made 

certain parts of the transcription impossible, and a reconnection with the interviewees had to 

be made to clarify their answers.  

5.7.2.3 Interview transcription 

One smaller problem was that 4/6 interviews were conducted in Swedish and had to be 

translated to English for the sake of the paper. Translating a Swedish speaking interview to 

English text were relatively complex since some expressions did not have a direct translation 

that did it justice.  

 

5.7.2.4 Employee and partner interviews 

No interviews were conducted with Urb-it employees or representatives of Urb-its partners. 

Their possible participation could result in biased data, since they are affected about the 

outcome of the results of this paper. Thus, this exclusion of interviewees was necessary to keep 

the results unbiased and objective for the sake of the quality of the paper.  

 

5.8 Future research 
One of the most important things to dive deeper into is to research the impacts of organic, viral 

and paid reach on follower engagement and reactions on Facebook, and then comparing those 

results with the Instagram equivalence, to see if it is worth to have a slightly more dissatisfied 

follower base on Facebook than on Instagram, and if you acquire a reach and awareness that 

makes up for it.  

 

When it comes to rand awareness through non-administrated social media channels, a 

framework should be developed for each social network that helps brands with co-branding. 

These frameworks should be part of a bigger eco-system that takes other social networks and 

media platforms into consideration, so they can all complement each other.  

 

A more detailed study of the parties in the co-branding relationship are needed, to acquire more 

detailed information about the partners’ reach, investment and other valuable metrics. These 

metrics can then be used to establish a projection of the impact that co-branding have on either 

brand in the partnership.  
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6 Conclusion 
This chapter will answer, evaluate and reflect upon the research questions and its sub-

questions stated in chapter 1. The sub-questions will be answered individually, and then 

combined in the end of the chapter to provide an optimal answer for the main research 

question. 

6.1 How have social media affected 

brand strategies? 
The general feeling is that social media have not directly affected and brand strategies in any 

wider extent. social media have rather evolved the whole field of communication which 

includes marketing and branding. This conclusion was drawn from the interviews, were the 

majority of the interviewee said that their strategies had not changed in any particular way, but 

later on named several changes that social media brought to the general field of communication. 

Social media have thus indirectly changed marketing and brand strategies, and the most 

prominent change, supported by both earlier studies and the interviews conducted, being that 

the traditional communications monologue have changed into a dialogue.  

6.1.1 Have the strategies been adapted to two-sided 

network scenarios? 

Strategies are often being designed and implemented without consideration of the special 

characteristics that appear in a two-sided network. The strategies are instead designed after a 

traditional co-branding scenario, which do not necessarily take the special characteristics of 

social media and/or two-sided networks into consideration and are thus missing out on 

important optimization possibilities.  

6.2 What are the problems with 

branding in non-administrated channels? 
Branding in non-administrated social media channels are a modern and more complex version 

of traditional co-branding relationships, thus it must be treated differently. There are several 

problems with a more detailed and effective branding strategy in non-administrated channels. 

It may put unwanted tension on other partnership, relationships that your particular brand have 

or relationships that you partner have. These tensions must be evaluated and countermeasures 

have to be implemented to ease the process for both parties in the relationship if a co-branding 

partnership is pursued.  
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Another vital point that have to be considered is the merge of target groups. Since you are 

working with and have to consider two brands in a co-branding relationship the choice of 

relevant target group is vital. Considering and pleasing two target groups will in theory make 

it much smaller than the sum of the two, and you cannot expect to reach the whole target group 

of your co-branding partner in the beginning, since the only consumers that will be interested 

and targetable are the ones that find your brand alluring in combination with the partner’s brand 

(figure 32).  

 

Another occurring problem that was brought up was the spill-over effect of negative 

occurrences. Not all brand awareness is good awareness, and thus a consistent monitoring of 

your co-branding relationships is needed to be able to implement countermeasures if something 

would happen.  

 

A more general problem is the issue of reliable metrics to base your social media brand 

awareness on. Measuring interactions on social media may be easy, but how to convert this to 

a relatable ROI metric is the real challenge. You cannot directly relate interactions or 

engagement to sales, since you neglect several steps in the customer attraction and acquisition 

process which may be vital to the end result.  

 

Using social media as a business tool is not differentiating the brand anymore, it has become a 

parity tool, and you have to use it just to be on par with your competitors.  

6.3 How to optimize brand awareness 

through non-administrated social media 

channels in a two-sided network 
All the afore mentioned problems boil down to the major issue of internal communications. 

According to the interviewees, an ineffective partnership is usually because of internal 

communications issues. To make a co-branding relationship in a two-sided network as efficient 

as possible both parties need mutual investments and understandings for the purpose of the 

partnership as well as an understanding what the parties can offer each other. Similar goals and 

values makes it easier to build a long-term partnership which is something that should be aimed 

for since it is usually more sustainable for both businesses in the end.  

 

The difference between the used social networks must be understood, that they have their 

different purposes and target groups. Content must be adapted individually between the social 

networks to optimize reach, engagement and brand awareness.  

 

Having a frequent presence on social media should not be neglected since it is a vital part of 

creating a sustainable and aware target group. But more important than frequency is to establish 

timing and relevant content for the appropriate target group. This can be done by analysing the 

core business of the two parties and taking the characteristics of both target groups behaviour 

and preferences into consideration.  
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A primary and a secondary brand should be established within the partnership and the role 

should be defined by the source of the message. This can make the content more structured, 

since the primary brand can be used as the spokesmen for the particular message and the 

secondary brand can be used as an ingredient brand to energize your message, differentiate it 

from its opponents and making the relationship more relevant for the target group. 

 

You should absolutely measure your brands interaction and engagement levels on social media, 

but you should not use that data to establish a monetary ROI. You should instead use that data 

to compare your rate of success against your competitors. 

 

6.4 Recommendations for Urb-it 
Urb-it should create a framework for branding relationships with their partners. Below are five 

points that I recommend them to implement in such a framework.  

 

Understand the differences: Understand that there are huge differences between Facebook 

and Instagram (and other social platforms). Realize how you adapt content differently 

depending on its primary social network. 

 

Define a common target group: Urb-it should define a primary common target group as well 

as secondary common target groups together with each and every partner. This will make it 

easier when it comes to targeting through social channels.  

 

Create common and diverse content: Urb-it should create individual content together with 

each and every partner, and the content must be diverse so it can be applied to different social 

networks.  

 

Understand content posting frequency: Define an optimal posting frequency to hold a 

constant presence. The frequency depends on the partner’s core business and target group as 

well as Urb-it’s. 

 

Understand content posting timing: Define when the common target group, that Urb-it have 

with each partner, are receivable to the combined content. At what time for the day and at what 

day in the week is the product especially relevant for the target group.  
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9 Appendix 

9.1 Literature research 

9.1.1 Keywords 

Social Media, Strategy, Social media Strategy, social media business One-way communication, 

two-way communication, communication, relation, startup, Brand, marketing, consumer, two 

sided market, interaction 

9.1.2 Synonyms/extensions 

Social media: social media strategy/business/brand 

communication: one-way/two-way communication OR “one way”/”two way” communication 

communication: connection, contact, conversation, transmission 

relation: relationship, dependance, interdependance, interrelation 

Startup:  

brand: 

consumer: consumer behaviour, audience, customers 

Marketing:  

two-sided network: two-sided market 

9.1.3 Final search query 

("social media" OR "Social media strategy") AND (Strategy Or Strategies Or tactic OR tactics) 

AND (startup OR "start up" OR "start-up") AND (Communication* OR "two way 

communication" OR "Two-way communication" OR "one-way communication" OR "one way 

communication") AND (Relation OR relationship OR interrelation OR interdependance OR 

dependance) AND ("brand" OR "brand awareness" OR "brand equity") AND NOT (Student*) 

 

9.1.4 Iteration process 

Step Search Query Hits Action 

1 ("social media") AND (startup OR "start up" OR "start-up") 1489 Base query 

2 
("social media") AND (startup OR "start up" OR "start-up") 
AND NOT (student*) 791 

Removed hits that included 
student 

3 

("social media") AND (startup OR "start up" OR "start-up") 
AND NOT (Student*) AND (Communication* OR "two way 
communication" OR "Two-way communication" OR "one-
way communication" OR "one way communication") 611 

Added the keyword 
communication and its 
synonyms/extensions 

4 
("social media" OR "Social media strategy") AND (Strategy 
Or Strategies Or tactic OR tactics) AND (startup OR "start 115 

Added the keyword 
Strategy and its synonyms 
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up" OR "start-up") AND (Communication* OR "two way 
communication" OR "Two-way communication" OR "one-
way communication" OR "one way communication") AND 
NOT (Student*) 

5 

("social media" OR "Social media strategy") AND (Strategy 
Or Strategies Or tactic OR tactics) AND (startup OR "start 
up" OR "start-up") AND (Communication* OR "two way 
communication" OR "Two-way communication" OR "one-
way communication" OR "one way communication") AND 
(Relation OR relationship OR interrelation OR 
interdependance OR dependance) AND NOT (Student*) 111 

Added the keywords 
Startup and Relation and 
their extensions/synonyms 

7 

("social media" OR "Social media strategy") AND (Strategy 
Or Strategies Or tactic OR tactics) AND (startup OR "start 
up" OR "start-up") AND (Communication* OR "two way 
communication" OR "Two-way communication" OR "one-
way communication" OR "one way communication") AND 
(Relation OR relationship OR interrelation OR 
interdependance OR dependance) AND ("brand" OR 
"brand awareness" OR "brand equity") AND NOT 
(Student*) 64 

Added the keywords Brand 
and its 
synonyms/extensions 

9.2 Interview Questions 
Who are you and what is your position in your company are. 

1. Who are you and what are your position at your company. 

a. What do you do working as a “your position”? 

Social media questions 

1. How have social media changed the field you are working in? What are the 

implications and how do you adapt to them? 

2. Facebook is more focused on social networking, sharing and creating relationships 

while displaying your actions towards everyone in your network and outside your 

network, while Instagram is a pictorial network focusing on identity of oneself and 

your reputation towards your followers in particular. How does these differing 

characteristics affect corporate brand management on each one? 

3. It is said that social media have shifted the power of sending brand-based information 

from the brand to the consumers, what are your thoughts? Has it changed, how have it 

changed, and if, why have it changed? 

4. The amount of global social media users that follow brands on social media have 

decreased slightly between 2011 and 2015, why? How will the future look? 

5. How have media strategies changed between traditional and social media? How is the 

industry adapting to use them both or just one of them? 

6. Facebook have an average brand engagement rate of 1% (interactions/followers) and 

Instagram have between 3-4%. Why does Instagram have a higher engagement rate 

than Facebook? 

 

Brands on social media questions 
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1. Social media is not working as well for corporate brands as it does for “private” 

profiles. Corporate brands put in way more money and time into maintaining their 

brand presence on social media, but are not even close to reach the same success as 

“private” entertainers. (Example, Red Bull put in several million dollars on each 

youtube video, but only rank 181 on Youtube top500, while Dude Perfect rank #81 

when only putting in a couple of thousand dollars1) 

a. Why does not it work as well for corporate brands? 

2. Social media enhances the followers’ ability to build their own perception of a brand, 

how do you approach this phenomena and work with it? 

3. How does posting frequency on social media affect brand engagement and brand 

awareness? 

4. Does a higher rate of interactivity on a post affect brand engagement and brand 

awareness? 

5. Does a higher rate of Vividness on a post affect brand engagement and brand 

awareness? 

6. How/are brand awareness and social media engagement rate correlated? 

 

Two-sided network questions 

1. Do you consider your company a two-sided network? 

2. Are you working any form of branding in any of your partners’ channels? 

a. What are your reasons for doing/not doing it? 

3. How do you approach channels that you do not govern, but channels that are 

important for your business? 

4. How do you decide which partner(s) to work with when it comes to brand awareness 

on social media? 

5. What implications/conflicts have occurred when working with branding in your 

partner's channels. 

a. How did you approach/solve/handle these implications/conflicts? 

6. When working with branding in your partner's social media channels, when and how 

should they promote you and you them? 

a. How does the “when” affect you and your partner respectively? 

b. How does the “how” affect you and your partner respectively? 

7. How can you synchronize your channel and your partners’ channels, strategy wise 

and content wise? 

a. How do you take both parties social media and/or brand strategies into 

consideration, to satisfy both parties? 

b. Are there any complications when it comes to combining/satisfying strategies? 
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9.3 T-test calculation 

 
Necessary equations: 

 

Z = Zm – (Q * 1.64) 

 

Q = S/√𝑛 

 

S2 = ∑ (Zi – Zm)2 / n-1 

 

 

Zi was acquired by subtracting the Facebook engagement rate from the Instagram engagement 

rate for every post that was posted on both social networks. 

 

The mean value (Zm) was 0.042. 

 

Insert acquired values in the provided equations and you get: 

 

∑ (Zi – Zm)2 = 1.137 

 

S = √(1.137/230) = 0.0703 

 

Q = 0.0703/√231 = 0.004626 

 

Z = 0.042 - (0.004626 * 1.64) = 0.034986 = 0.035 

 

Thus the needed interval limit is 0.035 
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9.4 Partner basic characteristics 
A B C D E 

Partner Status Industry/Sector Urb-it partner since Local/National/Global company 

A Days March Time Fashion x/06/2015 Local 

Agneta Livijn Posts Kitchenware 28/08/2015 Local 

Akademikliniken Posts Healthcare x/09/2015 Local 

Arrivals Posts Art x/03/2015 Local 

Ballongverkstan Time balloons 19/01/2016 Local 

Bibliotekstan Time Shopping mall 01/12/2015 Local 

Caroline Hjerpe Posts Jewellery x/04/2015 Local 

Clubs and Spades Time Fashion 28/10/2015 Local 

Cupcakes Stockholm Posts Confectionery 25/04/2015 Local 

Dunbutiken Time Bedroom retail x/05/2015 Local 

Fokus Optik Time Eyewear x/09/2015 Local 

GI-boxen Time Food 01/04/2015 Local 

Gossip Store Posts Fashion x/07/2015 Local 

Halebop National Telecom 30/10/2015 National 

Isvak Too young Fashion 14/12/2015 Local 

Keen Time Fashion 21/09/2015 Local 

M store Global Tech retail x Global 

Marc Mitchell Time Fashion 17/08/2015 Local 

Media markt Global Tech retail 18/12/2015 Global 

Melody Flowers Time Florist 04/06/2015 Local 

Mister Minit National Fashion x/11/2015 National 

Office Depot Too young Office supplies x National 

Pärlans Konfektyr Prospect Confectionery x Local 

Pen Store Posts Office supplies 31/03/2015 Local 

Rose & Born Posts Fashion x/01/2015 Local 

Siba National Tech retail 20/01/2015 National 

Svarta Lådan Time Food 16/04/2015 Local 

Tambur Too young Furniture retail x Local 

Waynes Coffee Global Food x Global 

World of Toys Posts Toys 27/03/2015 National 

Table 4. Basic characteristics of Urb-its partners during the case study period. 
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