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Abstract	
	
This	study	started	off	during	the	spring	of	2017	and	had	the	goal	of	with	the	aid	of	a	
competitive	analysis	create	a	new	social	media	strategy	for	the	company	Spree.	
During	the	last	years,	digitalization	has	grown	increasingly	and	has	become	more	
integrated	in	our	society.	Together	with	the	digitalization,	the	use	of	social	medias	
has	increased,	both	for	personal	use	and	for	business	use.	For	companies,	the	use	of	
social	medias	is	still	relatively	new,	so	a	designed	and	developed	social	media	
strategy	can	be	crucial	for	a	company	to	reach	out	in	the	right	way	and	to	the	right	
target	group.		
	
This	study	show	that	a	well-designed	social	media	strategy	can	be	created	with	the	
aid	of	a	competitive	analysis	together	with	a	deeper	analysis	of	the	company’s	own	
social	medias.	The	analysis	of	the	company’s	own	social	medias	helps	to	illustrate	
the	current	flaws	that	exists,	while	the	competitive	analysis	assist	in	finding	
relationships	that	can	help	the	company	get	an	apprehension	of	what	their	main	
focus	should	be	on.	

	
	

Sammanfattning	
	
Denna	studie	började	under	våren	2017	och	hade	som	mål	att	med	hjälp	av	en	
konkurrensanalys	skapa	en	ny	sociala	medier-strategi	för	företaget	Spree.	Under	de	
senaste	åren	har	digitaliseringen	växt	allt	mer	och	blivit	mer	integrerad	i	vårt	
samhälle.	Tillsammans	med	digitaliseringen	har	även	användningen	av	sociala	
medier	ökat,	både	för	den	enskilda	individen	samt	för	företagen.	Men	att	använda	
sociala	medier	för	företag	är	fortfarande	relativt	nytt,	så	att	ha	en	utformad	och	
välplanerad	sociala	medier-strategi	kan	vara	avgörande	för	att	nå	ut	på	rätt	sätt	och	
till	rätt	målgrupp.	
	
Denna	undersökning	visar	att	en	väl	utformad	sociala	medier-strategi	kan	skapas	
med	hjälp	av	en	konkurrensanalys	tillsammans	med	en	djupare	analys	av	företagets	
egna	sociala	medier.	Analysen	av	det	egna	företagets	sociala	medier	hjälper	till	att	
belysa	de	nuvarande	brister	som	finns,	samtidigt	som	konkurrentanalysen	bistår	till	
att	hitta	samband	som	kan	hjälpa	företaget	att	få	en	uppfattning	om	vad	de	bör	
fokusera	på.	
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1	Introduction	
	
This	section	gives	an	introduction	to	the	thesis	research	problem	and	includes	
background,	research	question,	purpose,	delimitations	and	last	a	brief	description	of	
the	company	Spree,	for	which	this	research	is	carried	out.	
	

1.1	Background	
	
By	the	year	of	2020,	an	entire	generation	will	have	grown	up	in	a	primarily	digital	
world.	The	internet,	mobile	phones,	computers,	texting	and	social	media	are	all	
second	nature	to	this	generation.	The	familiarity	of	technology	and	the	reliance	on	
mobile	communications	among	this	group	will	change	both	how	we	consume	and	
how	we	work.	The	phenomenon	of	digitalization	is	reaching	into	every	parts	of	our	
lives	as	a	result	of	three	different	sources	which	are	reinforcing	each	other.	These	
three	sources	are	consumer	pull,	technology	push	and	economic	benefits.	
Consumers	are	nowadays	fully	adapted	to	the	digital	environment	and	naturally	
expect	to	always	be	connected.	They	are	willing	to	share	personal	data	and	trust	
information	from	their	closest	friends.	At	the	same	time	are	the	digital	technology	
continuing	to	extend	its	influence.	The	digital	world	is	bringing	broadband	to	billions	
of	consumers	while	low-cost	devices	are	produced	in	every	industry.	The	economic	
benefits	from	digitalization	are	many.	A	great	deal	of	capital	has	been	flowing	into	
the	digitization	technologies	and	companies,	and	the	public	market	rewards	the	
early	developers	with	great	valuations	(PwC,	2017).	
	
Together	with	the	digitalization,	social	media	has	become	a	big	part	of	people's	life,	
both	when	it	comes	to	their	personal	life	and	their	professional	life.	Nowadays,	users	
of	the	internet	dedicate	around	a	quarter	of	their	online	time	on	social	media.	The	
difficulties	the	companies	experience	is	that	they	need	to	open	themselves	to	this	
new	reality	and	see	it	as	an	opportunity	instead	of	a	threat.	They	also	need	to	take	
the	opportunity	offered	by	the	social	medias	to	in	a	sustainable	way	improve	their	
business	development.	Social	media	opens	up	new	ways	to	communicate	with	both	
customers,	suppliers	and	employees.	It	is	far	more	than	just	a	marketing	tool	and	
can	be	used	for	sales	and	innovation	management	purposes.	Open	dialogs	and	co-
creative	content	develop	fresh	ideas	for	new	products	and	lines	of	business.	
However,	social	media	is	also	a	strategic	challenge	because	it	affects	the	whole	
organization.	The	goals	pursued	by	the	use	of	social	media	needs	to	be	rooted	in	
corporate	strategy.	This	require	a	change	in	mindset	which	is	hard	for	companies,	
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based	on	the	fact	that	in	2014	only	17%	of	companies	used	social	media	in	a	
genuinely	strategic	way	(Roland	Berger,	2014).	
	
In	the	earlier	days	when	companies	used	social	media	for	marketing	purposes,	
everyone	was	on	the	same	level,	trying	out	several	different	tactics	to	find	the	secret	
key	to	success.	Nothing	was	off	limits	and	companies	just	wanted	to	know	what	
worked.	Today,	companies	are	not	as	inexperienced	as	they	were	some	years	ago	
and	instead	of	trying	to	guess	what	works,	they	have	examples	and	data	to	work	
with.	There	are	several	ways	to	use	this	kind	of	data,	and	performing	a	social	media	
competitive	analysis	can	be	one	of	them.	A	competitive	analysis	on	social	media	
allows	the	companies	to	get	an	in-depth	look	at	what	their	closest	competitors	are	
doing	to	be	successful	(Jackson,	2017).	
	

1.2	Research	question	
	 	 	
This	master	thesis	is	based	on	one	central	research	question	followed	by	two	sub-
questions	that	together	will	be	analyzed	and	designed	into	a	social	media	strategy.	
The	research	question	is:	
	
“How	can	an	analysis	of	a	B2B	company’s	social	media	presence	together	with	a	
competitive	analysis	assist	in	improving	the	company's	social	media	strategy?”	
	 	 	 	 	 	
Together	with	sub-questions:		
	 	

● Can	any	relationships	between	the	companies	included	in	the	competitive	
analysis	be	seen?	

● What	are	the	main	differences	in	the	company's	own	appearance	on	social	
media	compared	to	their	main	competitors?	

	

1.3	Purpose	and	objectives	
	
The	purpose	of	this	thesis	is	to	gain	better	understanding	of	the	importance	of	a	
good	digital	presence	on	social	medias	for	a	B2B	company’s	visibility	to	their	
intended	target	group.	Gaining	this	understanding	will	hopefully	guide	companies	in	
the	right	way	and	help	them	to	find	out	how	their	situation	on	social	media	looks	
like	today,	but	also	to	find	out	what	they	want	to	focus	on	in	the	future.	This	study	
will	also	propose	a	suggestion	of	how	and	when	to	use	the	different	kind	of	social	
medias	to	get	the	most	out	of	the	intended	purpose.	The	goal	is	to	be	able	to	find	a	
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directive	of	how	a	company,	in	this	case	Spree,	can	use	their	social	medias	in	an	
effective	and	efficient	way	and	at	the	same	time	keep	up	with	their	main	
competitors.		
	

1.4	Delimitations		
	
The	aim	of	this	research	is	not	to	perform	an	in-depth	research	for	each	and	every	
one	of	the	company’s	different	social	medias,	and	the	plan	is	not	to	analyze	all	of	the	
social	media	posts	in	detail.	Neither	will	an	in-depth	analyze	be	performed	on	the	
main	competitors’	social	medias.	The	focus	of	this	report	is	rather	to	get	a	brief	
understanding	of	how	the	company	and	their	competitors	are	using	their	social	
medias,	including	what	type	of	content	they	post,	at	what	time	they	are	doing	
updates	and	how	often	they	are	posting.	This	is	to	be	able	to	see	if	there	is	some	
sort	of	common	denominator	between	the	company	and	their	competitors	when	it	
comes	to	subject,	time	and	place	of	the	social	media	updates.	This	research	will	
create	a	better	understanding	and	highlight	the	importance	for	a	company	to	
understand	how	to	use	the	appropriate	social	media	to	get	the	most	out	of	the	
intended	purpose.		
	

1.5	About	Spree	
	
Spree	is	a	creative	digital	IT	agency	which	have	both	employees	as	consultants	
working	at	their	customers,	but	also	employees	working	with	in-house	projects.	
Spree	has	three	main	focus	areas:	the	first	is	that	they	develop	customized	solutions	
with	focus	on	interactive	installations	and	IT-systems.	Their	second	focus	area	is	
their	competence	in	their	consultants	working	with	IT	projects	at	their	customers.	
And	the	third	focus	area	is	that	they	make	sure	to	be	in	the	front	edge	in	technology,	
both	when	it	comes	to	hardware	and	software.	Spree	has	employees	with	
competence	in	requirements	analysis,	UX	and	design,	front-	and	backend	
programming	together	with	sensor	and	hardware	programming.	Spree	produce	both	
overall	solutions	or	specific	parts	in	projects,	depending	on	the	customer	and	the	
project	conditions.	
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2	Theory	
	
This	chapter	presents	research	done	earlier	in	the	fields	of	social	media,	social	media	
presence,	social	media	strategy	and	hashtags	on	social	media.	This	theory	will	assist	
as	a	background	for	the	rest	of	the	report.	
	

2.1	Social	media		
	
Social	media	penetration	is	ever-increasing	worldwide.	During	2016,	there	were	a	
number	of	2.34	billion	social	media	users	worldwide,	and	that	number	is	expected	to	
rise	until	2.95	billion	users	in	2020	(Statista,	2016).	One	of	the	most	used	definitions	
of	social	media	is	written	by	Kaplan	and	Haenlein	(2010)	where	they	state	that:	
“Social	media	is	a	group	of	Internet-based	applications	that	build	on	the	ideological	
and	technological	foundations	of	Web	2.0,	and	that	allow	the	creation	and	exchange	
of	User	Generated	Content”.	But	worth	mentioning	is	that	social	media	has	during	
the	years	become	such	a	broad	term,	that	according	to	Jussila,	Kärkkäinen	and	
Aramo-Immonen	(2014)	it	is	important	to	consider	that:	“social	media	are	certainly	
not	a	unified	and	well-defined	set	of	approaches,	and	thus,	this	should	be	taken	into	
consideration	when	studying	the	use	and	potential	of	social	media	in	selected	
contexts”.	Considering	this,	the	definition	in	the	next	paragraph	will	act	as	the	basis	
of	the	use	of	social	media	in	this	report.	
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Figure	1.	Number	of	social	media	users	worldwide	from	2010	to	2016	with	

projections	until	2020	(in	billions).	Source:	Statista.		
	
	

Social	media	is	a	generic	term	for	several	webpages	and	services	on	the	internet,	but	
can	be	described	as	meeting	places	where	the	users	can	create	their	own	content,	
network	and	make	contact	with	others	(Skolverket,	2016).	Social	media	has	during	
the	years	started	to	become	important	digital	meeting	places	for	acquaintances	and	
friends	and	are	seen	as	substantial	communication	platforms.	Social	media	can	
include	several	different	social	activities	such	as:	photo	sharing,	video	sharing,	
blogging,	microblogging	and	social	networking.	With	the	two-way	communication,	
social	medias	create	the	opportunity	for	both	individuals	and	businesses	to	make	
money	on	the	networks	and	it	also	creates	a	great	space	for	the	exchange	of	
electronic	word	of	mouth	(Cawsey	&	Rowley,	2016)		
	
In	the	beginning	of	2017,	there	were	1.87	billion	users	on	Facebook,	600	million	
users	on	Instagram,	317	million	users	on	Twitter	and	106	million	users	on	LinkedIn,	
all	given	in	the	number	of	active	users	(Statista,	2016).Considering	these	high	
number	of	active	users,	more	and	more	businesses	use	social	media	in	order	to	
engage	customers	with	their	brand	and	products.	Social	media	are	also	used	as	a	
communications	tool	for	marketing.	Within	the	business,	social	media	can	create	
capabilities	that	could	end	up	in	useful	resources	for	the	business,	which	in	turn	can	
translate	into	competitive	advantages	and	higher	performance	(Siamagka,	et	al.,	
2015).	
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2.2	Social	media	in	B2B	companies:	advantages	and	obstacles	
	
Using	social	media	for	several	purposes	are	becoming	more	and	more	common	in	
organizations	and	companies,	but	generally	it	has	during	the	years	been	differences	
in	how	B2B	companies	and	B2C	companies	use	them.	One	main	reason	for	this	is	
that	the	products,	markets	and	product	development	include	substantial	differences	
in	the	two	different	sectors.	Often	are	products	produced	by	B2B	companies	more	
complex	and	the	development	of	new	products	often	take	more	time	and	the	
customers	are	often	no	single	persons	but	instead	large	organizations.	In	B2B	
markets,	there	are	normally	fewer	customers	than	in	the	B2C	market	and	in	B2B	
markets	it	is	common	with	more	direct	and	intense	co-operation.	Another	major	
difference	between	the	two	markets	are	that	the	products	in	the	B2B	business	often	
are	purchased	by	professional	personnel	who	consider	several	criteria	before	buying	
products.	They	tend	to	find	out	plenty	of	information	about	the	B2B	products	and	
they	normally	evaluate	different	alternatives	before	making	a	buying	decision.	
Because	of	all	this	differences	between	B2B	and	B2C	markets,	it	is	a	relatively	
common	assumption	that	it	is	more	difficult	to	use	social	media	in	B2B	relationships	
(Jussila,	et	al.,	2014).	
	
A	big	barrier	that	earlier	deterred	the	adoption	of	social	media	sites	in	the	B2B	
context	was	the	poor	understanding	of	how	to	use	the	sites	for	B2B	marketing	
purposes.	It	was	also	common	that	it	was	hard	to	recognize	the	benefits	that	came	
along	with	the	utilization	of	the	sites	to	B2B	companies.	Marketers	often	believed	
that	B2B	partners	required	more	individual	approach	and	more	face	to	face	
interaction,	which	normally	is	hard	to	achieve	online.	Therefore,	the	nature	of	the	
online	environment	was	another	factor	which	was	thought	to	create	a	somewhat	
bad	impression	of	the	usability	of	social	medias	in	B2B	businesses.	In	addition	to	this,	
a	lack	of	control	over	the	communication	on	social	media	deterred	companies	from	
adopting	them.	The	companies	were	in	earlier	years	afraid	of	the	impossibility	to	
control	the	exchange	of	information	online	and	were	anxious	to	disclosure	
confidential	information	which	might	have	a	heavy	impact	on	the	future	B2B	
business	(Lacka	&	Chong,	2016).	
	

Despite	the	contingency	for	B2B	companies	to	use	social	media,	statistics	show	that	
the	usage	of	social	media	is	increasing,	and	by	in	the	end	of	2015,	93%	of	marketers	
in	B2B	companies	used	some	sort	of	social	media	(Sobal,	2015).	To	date,	research	
shows	that	social	media	are	efficiently	and	effectively	used	for	several	of	B2B	
marketing	activities	including	targeting	and	consumer	relationship	management.	It	is	
shown	that	marketers	in	B2B	businesses	use	social	media	to	identify,	attract	
business	partners	and	new	business	opportunities	successfully	(Lacka	&	Chong,	
2016).		
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Kaplan	and	Haenlein	(2010)	emphasizes	that	marketing	in	B2B	businesses	effectively	
employ	social	media	in	branding	strategies.	Social	media	opens	up	for	the	possibility	
to	create	a	unique	brand	loyalty	and	brand	identity.	Customer	engagement	is	easily	
created	on	social	medias	and	furthermore,	they	can	be	used	to	direct	traffic	to	a	
company's	webpage	and	thereby	increase	brand	awareness	worldwide	(Veldeman,	
et	al.,	2015;	Lacka	&	Chong,	2016).	
	

2.3	Social	media	presence		
	
Social	media	presence	is	essentially	a	part	of	online	presence	management,	which	
refers	to	the	process	of	presenting	and	drawing	traffic	to	a	personal	or	professional	
brand	online.	Important	to	know	is	that	this	terminology	does	not	refer	to	the	
research	and	theory	of	Kietzmann	et	al.	(2011)	who	defines	presence	as	one	of	the	
seven	building	blocks	in	the	“honeycomb	framework”.	In	the	honeycomb	
framework,	presence	represents	how	users	can	know	if	other	users	are	accessible	or	
not.	It	includes	knowing	where	others	are	in	the	real	world	and/or	in	the	virtual	
world.	In	this	study’s	context,	social	media	presence	refers	to	how	a	user	post	and	
how	they	engage	on	social	medias.	It	refers	to	type	of	content,	frequency	in	posts	
and	the	engagement	level	on	the	social	media	accounts.	Social	media	presence	in	
this	study’s	context	does	not	refer	to	if	the	company’s	social	media	accounts	exists	
or	not,	it	rather	refers	to	the	company’s	capability	to	appear	in	the	right	way	within	
the	adequate	social	media	platform.	
	
Kaplan	and	Haenlein	(2010)	presents	a	classification	scheme	which	include	the	two	
elements	of	social	media:	social	presence	and	media	richness	together	with	self-
presentation	and	self-disclosure.	They	argue	that	different	types	of	social	mediums	
can	be	sorted	into	different	levels	of	social	presence,	as	shown	in	Figure	2.	
	

	
Figure	2.	Classification	of	Social	Media	by	social	presence/media	richness	and	self-

presentation/self-disclosure.	Source:	Kaplan	and	Haenlein,	2010.	
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Companies	can	benefit	from	having	a	good	and	developed	social	media	presence.	
Pinhero	and	Verissimo	(2014)	presents	a	number	of	benefits	offered	by	social	media	
presence	where	the	benefit	of	improving	information	gathering	and	feedback	being	
the	most	important	benefit.	The	benefit	of	increasing	knowledge	is	argued	to	be	
second	most	important.	Several	other	benefits	of	having	a	good	social	media	
presence	for	companies	can	for	example	be:	the	benefit	of	promoting	internal	and	
external	relationship,	the	benefit	of	supporting	decision-making	process	and	the	
benefit	of	increased	productivity.	
	

2.4	Social	media	strategy	
	
To	be	able	to	define	social	media	strategy,	it	is	of	great	importance	to	have	a	good	
knowledge	of	the	term	strategy	itself.	Mintzberg	(1978)	defines	strategy	as	“a	
pattern	in	a	stream	of	decisions”	where	a	decision	is	defined	as	a	commitment	to	
action.	Porter’s	(1996)	definition	of	strategy	is	“the	creation	of	a	unique	and	valuable	
position,	involving	a	different	set	of	activities”.	Based	on	both	Mintzberg’s	and	
Porter’s	definitions	of	strategy,	Effing	and	Spil	(2016)	defines	social	media	strategy	
as	“a	goal-directed	planning	process	for	creating	user	generated	content,	driven	by	a	
group	of	Internet	applications,	to	create	a	unique	and	valuable	competitive	position”	
which	also	is	the	definition	which	will	be	used	in	this	study’s	context.		
	
There	is	no	specific	social	media	strategy	that	is	applied	by	most	companies	and	
there	is	neither	a	strategy	that	is	pointed	out	to	be	the	best	one.	Since	social	media	
strategies	in	itself	are	a	quite	new	phenomenon,	the	research	within	social	media	
strategy	is	broad	and	points	in	several	directions.	In	fact,	most	of	the	social	media	
strategies	differ	from	one	another:	some	are	very	complex	and	some	are	simpler	in	
their	structure.		
	
Huotari	et	al.	(2015)	presents	a	social	media	strategy	framework	based	on	three	key	
elements.	First,	use	an	integrated	marketing	communication	strategy	with	user-
generated	content	creation.	Second,	have	both	a	professional	community	and	a	
civilian	community	so	that	both	professionals	and	civilians	can	debate.	And	last,	
focus	on	training	and	encouraging	employees	to	use	social	media.	
	
Wilson	et	al.	(2011)	presents	four	distinct	social	media	strategies,	which	depend	on	a	
company’s	level	of	results	sought	and	tolerance	for	uncertain	outcomes.	The	first	
approach	is	called	the	“predictive	practitioner”	and	restrict	usage	to	a	specific	area.	
It	normally	works	great	for	companies	seeking	to	deliver	measurable	results	with	
established	tools	and	at	the	same	time	avoid	uncertainty.	The	second	approach	is	
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the	“creative	experimenter”	where	companies	embrace	uncertainty	and	use	small	
tests	to	find	ways	to	develop	practices	and	functions.	The	companies	using	this	
approach	aim	to	learn	by	listening	to	their	customers	and	employees.	The	“social	
media	champion”	is	the	third	approach	and	involves	large	initiatives	to	create	
predictable	results.	It	may	include	external	parties	and	depend	on	collaboration	
across	several	functions	and	levels.	The	fourth	and	last	approach	is	the	“social	media	
transformer”	which	facilitate	large-scale	interactions	that	reaches	out	to	external	
stakeholders	which	allows	companies	to	use	unexpected	ways	to	improve	the	way	
they	do	business.	Important	to	consider	is	that	all	of	these	four	strategies	are	
temporal,	and	many	companies	will	probably	progress	from	one	to	another.	
	
A	quite	well	known	social	media	strategy	is	the	one	presented	by	Kietzmann	et	al.	
(2011).	It	is	a	guideline	which	relates	how	firms	should	develop	strategies	for	
understanding,	monitoring	and	responding	to	social	media	activities:	the	4	Cs.	The	4	
Cs	represents	four	words:	cognize,	congruity,	curate	and	chase.	A	company	should	
recognize	and	understand	their	social	media	landscape	to	be	able	to	understand	
their	customers.	It	is	important	for	the	company	to	know	if	and	where	customers	
have	conversations	about	the	firm.	Next	comes	congruity,	which	means	that	a	
company	needs	to	have	strategies	suited	for	different	social	media	functionalities	
and	the	company’s	goals.	This	includes	focusing	on	the	most	important	
functionalities	of	a	social	media	that	will	facilitate	the	needs	of	the	company.	Curate	
is	the	third	C,	meaning	that	a	firm	needs	to	act	as	a	curator	of	the	social	media	
content	and	the	interactions	taking	place	there.	Acting	as	curator	involves	
establishing	an	understanding	of	when	and	how	often	a	company	should	enter	
conversations	on	social	media	platforms,	and	who	in	the	company	that	will	
represent	them	online.	Last	comes	chase,	which	means	that	a	company	constantly	
need	to	chase	for	information	in	the	conversations	on	social	medias	to	know	what	
could	affect	current	and	future	positions	in	the	market.	
	
Effing	and	Spil	(2016)	presents	a	somewhat	different	way	of	viewing	social	media	
strategy.	They	present	a	framework	that	can	be	used	for	reviewing	the	
comprehensiveness	of	a	company’s	existing	social	media	strategies	but	also	be	used	
as	a	guideline	for	designing	new	corporate	social	media	strategies.	They	state	the	
idea	that	most	organizations’	social	media	strategies	are	not	yet	well	developed	and	
are	therefore	introducing	the	social	strategy	cone,	seen	in	Figure	3.	The	social	
strategy	cone	introduces	seven	key	elements	as	a	part	of	a	comprehensive	social	
media	strategy	and	combine	these	key	elements	in	three	stages	of	maturity	for	
social	media	strategy	development.	At	the	bottom	of	the	cone	in	the	initiation	stage	
are	the	key	elements	target	audience	and	channel	choice.	Companies	often	seem	to	
start	with	making	decisions	regarding	these	two	elements.	In	the	second	stage,	the	
diffusion	stage,	companies’	extent	their	attention	and	add	elements	such	as	the	
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definition	of	goals,	allocating	resources	and	creating	policies	and	guidelines	for	use.	
In	the	top	stage,	the	maturity	stage,	companies	pay	attention	to	all	of	the	seven	key	
elements	including	planning	of	content	activities	and	monitoring.		
	

	
Figure	3.	The	social	strategy	cone.	Source:	Effing	&	Spil,	2016.	

	

2.5	Hashtags	and	their	purposes	
	
A	hashtag	is	a	string	of	characters	preceded	by	the	hash	(#)	character.	Hashtags	are	
often	used	on	microblogging	sites,	such	as	Twitter,	but	are	also	common	on	other	
social	medias,	with	Instagram	as	an	example	(Tsur	&	Rappoport,	2012).	The	hashtag	
symbol	can	be	used	for	different	purposes,	but	is	often	used	as	a	way	of	marking	a	
conversation	within	the	platform.	The	hashtag	then	serves	as	an	indexing	system	in	
two	different	senses:	it	both	allows	the	ordering	and	quick	retrieval	of	information	
about	a	specific	topic	for	someone	looking	for	updated	news	on	the	specific	event,	
but	it	also	functions	semiotically	by	marking	the	intended	significance	of	an	
utterance.	Hashtags	can	be	compared	with	the	coding	system	used	by	
anthropologists:	they	allow	users	to	not	simply	file	their	posts	and	comments	but	
also	to	support	what	these	are	“really	about”	and	by	that	indicate	a	meaning	that	
might	not	be	apparent	otherwise.	Hashtags	operate	similar	to	library	call	numbers:	
they	collect	posts	and	comments	within	a	specific	conversation,	making	them	easy	
and	quick	to	to	find,	while	also	marking	posts	and	comments	as	being	“about”	a	
specific	subject.	In	addition,	hashtags	can	link	a	large	amount	of	posts	and	
comments	on	a	given	topic	or	disparate	topics	as	a	part	of	an	intertextual	chain,	
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regardless	of	whether	the	posts	have	anything	to	do	with	one	another	(Bonilla	&	
Rosa,	2015).	
	
Anyone	can	make	a	hashtag	and	start	creating	posts	including	it.	Because	of	the	ease	
of	use,	business	application	for	hashtags	is	growing.	It	is	common	for	hosts	of	
webinar	of	in-person	conferences	to	provide	a	hashtag	for	the	event.	Sometimes	
even	the	attendees	themselves	creates	a	hashtag	for	the	event	(Golden,	2010).	
When	a	company	is	using	a	hashtag	in	their	posts	or	comments,	they	increase	the	
possibility	for	it	to	spread	to	a	bigger	group	of	people,	making	it	possible	to	see	it	as	
a	marketing-tool.	
	
Stathopoulou	et	al.	(2017)	examines	the	effects	of	creativity	on	consumer	branded	
hashtag	engagement.	Consumer	branded	hashtag	engagement	encourages	
consumers	to	share	advertisement	online	through	different	social	media	platforms	
with	the	support	of	hashtags.	They	present	a	conceptual	model,	as	shown	in	Figure	
4,	which	include	the	three	dimensions	of	advertising	creativity:	novelty,	resolution	
and	elaboration.	They	argue	that	it	is	to	be	expected	that	the	higher	the	dimensions	
of	creativity	in	an	advertisement,	the	higher	the	probability	that	consumers	will	be	
involved	in	branded	hashtag	engagement.	They	also	expect	that	creative	
advertisement	will	more	likely	get	consumers	to	be	involved	in	branded	hashtag	
engagement	when	he	or	she	is	more	familiar	with	the	brand.	Sharing	intent	is	driven	
by	engagement	needs,	and	it	is	only	the	advertisements	that	succeeds	to	keep	the	
viewer’s	interest	that	will	be	shared	online.	
	
	

	
Figure	4.	Conceptual	model	in	consumer	branded	hashtag	engagement.	Source:	

Stathopoulou	et	al.,	2017.	
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3	Methodology	
	
This	section	describes	the	thesis	research	methodology	and	explains	why	and	how	
the	decisions	was	made	during	the	process.	It	describes	which	kind	of	data	that	was	
collected	from	the	social	medias,	and	how	it	was	retrieved.	It	also	shortly	describes	
the	method	of	how	the	data	was	gathered	from	Spree’s	former	social	media	
strategy.	
	

3.1	Thesis	research	methodology	
	
The	research	methodology	for	this	thesis	was	a	quantitative	research	performed	by	
a	competitive	analysis.	The	competitive	analysis	was	performed	by	gathering	a	lot	of	
different	kind	of	data	from	Spree’s	and	their	main	competitors’	social	media	
accounts.	Conducting	a	quantitative	research	through	a	competitive	analysis	can	
accomplish	several	things:	it	can	outline	what	tactics	others	are	using	to	help	create	
a	smarter	social	media	strategy,	it	can	spark	ideas	for	creative	campaigns	or	unique	
ways	to	use	social	media	channels	and	it	can	reveal	what	channels	and	areas	
competitors	are	focusing	on,	so	that	a	better	strategy	can	be	developed	(Allen,	
2016).	The	goal	of	this	competitive	analysis	was	to	try	to	get	an	apprehension	of	how	
to	use	social	medias	in	the	best	possible	way	for	the	company,	and	use	the	retrieved	
data	to	create	a	new	social	media	strategy.	In	excess	of	the	competitive	analysis	
were	information	available	from	Spree’s	existing	social	media	strategy	also	gathered.	
The	information	was	compiled	from	documents	composed	by	the	management	
group	some	years	ago.	
	
To	be	able	to	start	collecting	data	for	the	competitive	analysis,	a	decision	of	which	
companies	should	be	included	in	it	needed	to	be	made.	A	total	amount	of	27	
companies	was	selected	by	the	CEO	of	Spree	and	seen	as	their	main	competitors.	A	
list	with	all	of	the	companies’	websites	was	used	as	a	base	to	be	able	to	find	their	
social	media	accounts.	In	occasions	where	the	company	did	not	link	to	their	social	
medias	through	their	website,	a	search	containing	a	string	of	the	company	name	was	
made	directly	in	the	search	field	on	each	social	media	platform,	to	find	out	if	an	
account	existed.	
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3.2	Data	collection	from	social	medias		
	
The	first	decision	before	starting	to	collect	data	from	different	social	medias	was	to	
decide	which	social	media	platforms	to	observe	and	analyze.	After	getting	access	to	
all	of	Spree’s	social	media	accounts,	a	relatively	quick	observation	was	made	to	get	
an	apprehension	of	which	social	medias	were	actively	used	and	which	was	not.	
Twitter,	Facebook	and	Instagram	was	found	to	be	the	top	three	social	media	
platform	that	Spree	used	most	frequently.	Accounts	on	LinkedIn	and	YouTube	also	
existed,	but	on	LinkedIn	they	had	an	account	for	Spree,	however	they	had	never	
posted	any	posts	there.	On	their	YouTube	account,	they	had	in	total	three	videos	
posted,	with	the	last	one	posted	more	than	three	years	ago.	To	be	able	to	store	all	
the	retrieved	data,	a	spreadsheet	with	categories	for	all	the	data	was	created	for	
each	social	media.	This	way	of	storing	data	is	a	common	method	and	is	often	used	
when	performing	a	competitive	analysis	(Jackson,	2017).	
	

3.2.1	Twitter	
	
Twitter	was	the	most	apparent	social	media	to	analyze	and	use	for	the	competitive	
analysis	considering	it	is	the	social	media	platform	Spree	uses	and	update	the	most	
when	attending	conferences	and	similar	events.	There	are	several	kinds	of	data	that	
can	be	gathered	by	observing	the	Twitter	profile	of	a	company,	for	example:	number	
of	followers,	number	of	following	accounts	and	the	number	of	total	tweets	(shown	
in	Image	1).	Number	of	followers	and	number	of	following	accounts	were	seen	as	
important	for	the	competitive	analysis,	but	number	of	total	tweets	were	found	to	be	
hard	to	compare	since	all	of	the	companies	had	started	to	use	twitter	during	
different	years	and	would	therefore	have	a	big	difference	in	number	of	total	tweets.	
Instead,	the	choice	to	only	look	at	number	of	tweets	during	the	last	year	was	made.	
Registrations	of	number	of	tweets	during	the	last	month,	the	last	three	months,	the	
last	six	months	and	the	last	year	were	made.	
	
A	major	feature	on	Twitter	is	the	possibility	to	use	hashtags	in	the	tweets.	The	
majority	of	the	tweets	on	twitter	have	hashtags	included,	and	for	this	reason	
hashtags	were	decided	to	be	included	in	the	competitive	analysis.	A	collection	of	all	
of	the	hashtags	used	during	the	last	six	months	were	made,	and	out	of	all	of	them	
the	top	five	most	frequently	used	hashtags	were	registered	for	each	company.	
Hashtags	can	give	a	hint	of	what	topic	a	specific	post	is	referred	to,	but	to	be	able	to	
compare	the	different	content	in	the	tweets,	seven	categories	were	made	and	all	of	
the	tweets	during	the	last	year	were	categorized	into	one	of	them.	The	seven	



    
 

14 

categories	were:	posts	from	the	office/workshops,	posts	from	conferences,	posts	
with	products/solutions,	posts	including	competitions/questions,	posts	about	what	
other	companies	are	writing	about,	posts	about	recruitment,	and	posts	with	
“general	information”,	which	for	example	could	be	a	post	wishing	all	the	followers	a	
Merry	Christmas.	These	seven	categories	were	chosen	after	looking	through	the	
latest	tweets	from	both	Spree	and	their	competitors.		
	

	
Image	1.	A	screenshot	of	Spree’s	Twitter	account	profile	page.	

	

3.2.2	Instagram	
	
Instagram	was	the	social	media	that	Spree	updated	the	most	and	had	been	most	
active	on	recently.	Instagram	is	a	social	media	that	is	quite	similar	to	Twitter,	at	least	
when	it	comes	to	the	data	that	can	be	gathered	from	it.	By	looking	at	the	Instagram	
profile	of	a	company,	data	of	number	of	followers,	number	of	following	accounts	
and	the	number	of	total	tweets	can	be	retrieved	(see	Image	2).	Number	of	followers	
and	number	of	following	accounts	were	gathered	and	just	as	in	the	method	for	
Twitter,	the	decision	to	only	look	at	the	last	year’s	number	of	posts	were	made,	with	
notations	of	number	of	posts	during	the	last	month,	the	last	three	months,	the	last	
six	months	and	the	last	year.	
	
On	Instagram,	the	possibility	to	use	hashtags	is	implemented	in	the	same	way	as	for	
Twitter.	Therefore,	the	same	approach	of	retrieving	hashtag	data	was	performed.	All	
of	the	hashtags	used	during	the	last	six	months	were	collected	and	from	them,	and	
the	top	five	most	used	hashtags	were	registered	for	each	company.	Also,	the	
categories	used	for	sorting	the	Twitter	posts	were	used	in	the	same	way	for	the	
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Instagram	posts.	All	the	posts	on	Instagram	during	the	last	year	were	looked	through	
and	categorized	into	one	of	the	seven	different	categories.	
	

	
Image	2.	A	screenshot	of	Spree’s	Instagram	account	profile	page.	

	

3.2.3	Facebook	
	
On	Facebook	pages,	there	are	a	great	deal	of	data	possible	to	gather	about	a	
company,	but	to	be	able	to	do	a	competitive	analysis,	the	possibility	to	compare	the	
data	with	other	companies	is	necessary.	Therefore,	the	data	able	to	retrieve	from	
the	Facebook	accounts	was	limited.	Similar	to	both	Twitter	and	Instagram,	the	
number	of	followers	can	be	seen	on	the	Facebook	page,	and	this	information	was	
gathered.	Facebook	also	tracks	“number	of	likes”	which	is	similar	to	following	a	
page,	but	you	can	like	a	page	without	the	need	to	follow	it	and	therefore	are	often	
number	of	likes	higher	than	number	of	followers	(see	Image	3).	Other	data	that	can	
be	found	on	the	Facebook	page	and	was	considered	possible	to	compare	was	the	
number	of	people	who	“have	been	here”.	“Have	been	here”	is	the	number	of	people	
who	have	“checked	in”	at	the	company’s	office,	a	feature	Facebook	offer	their	users	
to	be	able	to	show	where	they	are	or	have	been	located.		
	
Facebook	also	allows	companies	to	publish	different	kinds	of	posts,	and	similar	to	
Twitter	and	Instagram	data	can	be	gathered	from	the	those.	On	Facebook,	posts	
from	the	last	month,	last	three	months,	last	six	months	and	last	year	was	also	
gathered.	To	be	able	to	compare	the	posts,	the	same	seven	categories	used	for	
Twitter	and	Instagram	was	used	for	the	Facebook	posts,	including:	posts	from	the	
office/workshops,	posts	from	conferences,	posts	with	products/solutions,	posts	
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including	competitions/questions,	posts	about	what	other	companies	are	writing	
about,	posts	about	recruitment,	and	posts	with	“general	information”.	The	decision	
to	not	gather	data	from	hashtags	on	Facebook	was	made,	even	if	Facebook	offer	the	
possibility	to	use	hashtags.	This	decision	was	taken	because	the	implementation	of	
hashtags	on	Facebook	has	not	been	that	successful	as	it	has	been	for	Twitter	and	
Instagram,	and	it	is	not	that	common	to	use	hashtags	in	Facebook	posts.	
	

	
Image	3.	A	screenshot	of	Spree’s	Facebook	account	profile	page.	

	

3.2.4	LinkedIn	
	
LinkedIn	is	a	social	media	where	Spree	has	an	existing	account	with	a	company	page,	
but	have	never	published	any	posts.	However,	they	have	the	intention	to	start	using	
LinkedIn	more,	and	therefore	the	decision	to	analyze	and	do	a	competitive	analysis	
on	LinkedIn	was	made.	The	data	gathered	from	the	“about	us”	box	on	the	front	page	
of	the	LinkedIn	profile	was	number	of	followers,	company	size,	type	of	business	and	
expert	area	(see	Image	4).	Similar	to	Twitter,	Instagram	and	Facebook,	the	published	
posts	were	gathered	from	the	last	month,	the	last	three	months,	the	last	six	months	
and	the	last	year.	All	of	these	were	also	categorized	into	the	seven	categories	used	
for	the	other	social	medias:	posts	from	the	office/workshops,	posts	from	
conferences,	posts	with	products/solutions,	posts	including	competitions/questions,	
posts	about	what	other	companies	are	writing	about,	posts	about	recruitment,	and	
posts	with	“general	information”.	The	decision	to	use	the	same	categories	for	all	of	
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the	social	media	platforms	was	made	to	be	able	to	compare	them	and	analyze	them	
easier.	
	

	
Image	4.	A	screenshot	of	Spree’s	LinkedIn	account	profile	page.	

	

3.2.5	YouTube	
	
YouTube	is	a	social	media	where	Spree	has	an	existing	account,	but	they	have	not	
been	using	it	during	the	last	three	years.	YouTube	is	like	LinkedIn	a	social	media	
Spree	has	the	intention	to	start	using	more	frequently,	so	therefore	it	was	chosen	to	
be	included	in	the	competitive	analysis.	Not	that	much	data	can	be	gathered	from	a	
company’s	YouTube	account,	so	the	data	that	is	was	considered	to	be	able	to	
compare	was	number	of	subscribers	and	number	of	posts:	i.e.	number	of	uploaded	
videos.	Number	of	uploaded	videos	were	registered	during	the	last	month,	the	last	
three	months,	the	last	six	months	and	the	last	year,	just	as	with	the	posts	on	the	
other	social	medias.	These	posts	were	also	categorized	into	the	seven	categories:	
posts	from	the	office/workshops,	posts	from	conferences,	posts	with	
products/solutions,	posts	including	competitions/questions,	posts	about	what	other	
companies	are	writing	about,	posts	about	recruitment,	and	posts	with	“general	
information”.	Image	5	shows	a	screenshot	of	Spree’s	profile	page	on	YouTube.		
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Image	5.	A	screenshot	of	Spree’s	YouTube	account	profile	page.	
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4	Results	and	analysis	
	
This	section	includes	the	analysis	of	the	data	collected	during	the	competitive	
analysis	from	the	different	social	medias.	Presented	is	also	the	data	retrieved	from	
Spree’s	documents	with	information	of	their	earlier	social	media	strategy.	
	
The	method	that	was	used	to	collect	the	data	generated	a	large	amount	of	
information.	With	this	large	amount	of	data,	the	ability	to	interpret	the	data	
depends	on	the	researcher.	The	ambition	of	this	study	was	to	answer	the	research	
question	together	with	its	sub-questions,	and	therefore	was	the	interpretation	of	
the	data	with	those	questions	as	a	main	focus.	
	

4.1	Results	from	Spree’s	former	social	media	strategy	
	
The	documents	accessed	with	information	of	Spree’s	former	social	media	strategy	
was	read	through	and	summarized.	The	information	that	existed	about	the	social	
media	strategy	were	short	and	concise	but	substantial	to	use	to	be	able	to	see	the	
differences	in	the	subsequent	strategy.	Table	1	shows	the	summary	of	Spree’s	
former	social	media	strategy	constructed	by	information	gathered	from	documents.	
The	former	social	media	strategy	included	which	social	medias	to	focus	on:	
Facebook,	Twitter,	LinkedIn	and	YouTube,	and	it	included	what	type	of	content	to	
publish	on	the	social	medias	together	with	the	frequency,	i.e.	how	often	they	should	
be	updated.	For	Instagram	there	were	no	specific	social	media	strategy.	
	
Table	1.	Table	with	a	summation	of	Spree’s	former	social	media	strategy	composed	

by	information	from	documents.	
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4.2	Results	from	the	competitive	analysis	on	Social	Media	

4.2.1	Spree	on	social	media		
	
To	be	able	to	perform	a	competitive	analysis	with	something	to	presuppose	from,	
Spree’s	current	social	media	situation	was	studied	more	closely	than	the	other	
companies	included	in	the	study.	Shown	in	Table	2	are	some	brief	data	presenting	
followers,	following	and	total	amount	of	posts	during	the	last	year	for	all	five	social	
medias	included	in	the	competitive	analysis.	This	is	created	to	easily	show	and	get	a	
quick	overview	of	how	frequently	and	how	much	time	that	was	spent	on	each	of	
Spree’s	social	medias.	
	
Table	2.	Table	showing	the	different	social	medias	followers,	following	and	posts	

made	during	the	last	year.	

	
	
	
When	it	comes	to	collect	and	compile	the	social	media	data	from	Spree’s	social	
media	accounts	on	LinkedIn	and	YouTube,	there	were	not	much	data	to	compile.	On	
LinkedIn,	Spree	has	an	existing	account,	but	it	has	never	been	updated	with	any	
posts,	so	there	was	no	data	to	analyze	and	compare	during	the	last	year,	in	contrast	
to	Instagram,	Facebook	and	Twitter.	Spree	also	has	an	existing	account	on	YouTube,	
but	it	has	not	been	updated	during	the	last	three	years.	Since	it	only	was	the	posts	
during	the	last	year	that	was	going	to	be	included	in	the	competitive	analysis,	none	
of	Spree’s	posts	on	YouTube	were	used	in	this	study.		
	
For	Twitter,	Instagram	and	Facebook,	number	of	posts	during	the	last	year,	from	
30th	of	March	2017	back	to	1st	of	April	2016,	was	looked	further	into.	All	posts	
during	the	last	month,	last	three	months,	last	six	months	and	last	year	are	presented	
in	Figure	5.	During	the	last	month,	no	updates	has	been	made	on	either	Facebook	or	
Twitter,	while	one	update	has	been	made	on	Instagram.	Looking	at	the	last	three	
months,	most	updates	has	been	made	on	Instagram,	with	six	updates	compared	to	
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four	updates	on	Facebook	and	one	update	on	Twitter.	However,	looking	at	the	
updates	during	the	last	six	months,	the	posts	on	the	social	media	platforms	does	not	
differ	remarkably.	Twitter	is	still	the	social	media	with	fewest	updates,	but	number	
of	posts	on	Facebook	are	now	more	than	the	number	of	posts	on	Instagram.	The	
most	substantial	difference	in	updates	can	be	seen	when	looking	at	updates	during	
the	last	year.	During	the	last	year,	approximately	twice	as	many	updates	has	been	
made	on	Facebook	compared	to	both	Instagram	and	Twitter.		
	

	
Figure	5.	Depiction	of	Spree’s	number	of	posts	on	Instagram,	Facebook	and	Twitter	

during	the	last	year.	
	
	
The	type	of	content	in	the	posts	on	Spree’s	social	medias	were	also	looked	into	
closer.	All	of	the	posts	on	Instagram,	Facebook	and	Twitter	from	30th	of	March	2017	
and	one	year	back	were	analyzed.	All	posts	were	divided	into	one	of	the	seven	pre-
decided	categories,	which	can	be	seen	in	Figure	6.	Figure	6	presents	the	three	social	
medias	Instagram,	Facebook	and	Twitter,	divided	into	the	seven	categories	showing	
the	percentage	of	number	of	posts	in	each	category.	The	most	common	type	of	
posts,	when	looking	at	all	of	the	three	social	medias	together,	is	the	conferences	
category.	More	than	60%	of	all	of	the	posts	on	Twitter	during	the	last	year	are	
categorized	into	this	category.	Conferences	were	also	the	category	most	frequently	
used	in	posts	on	Instagram,	even	if	it	was	not	as	distinct	as	for	the	posts	on	Twitter.	
Facebook	is	the	social	media	where	the	posts	has	the	biggest	distribution	among	all	
of	the	seven	categories.	The	only	category	where	none	of	the	posts	on	Facebook	
were	sorted	into	was	the	competitions	category,	which	among	all	the	three	social	
medias	were	the	category	with	least	number	of	posts.	The	top	three	most	used	
categories	when	looking	at	them	in	total	were	posts	from	the	office/workshops,	
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posts	from	conferences	and	posts	showing	products.	The	least	common	categories	
were	posts	about	competitions,	shares	from	others,	and	posts	about	recruitment.		
	

	
Figure	6.	The	percentage	of	number	of	posts	divided	into	the	seven	categories	for	

Instagram,	Facebook	and	Twitter.	
	
	
For	posts	on	Twitter	and	Instagram	were	the	use	of	hashtags	looked	further	into.	All	
hashtags	used	in	the	posts	during	the	last	six	months	were	gathered	and	counted.	
The	five	most	frequently	used	hashtags	on	Spree’s	Twitter	and	Instagram	accounts	
are	presented	in	Table	3.	For	Twitter,	the	most	used	hashtag	during	the	last	six	
months	was	”uxopen”,	which	is	a	hashtag	used	for	a	conference	located	in	
Stockholm.	The	most	used	hashtag	on	Instagram	was	“kinect”,	which	is	a	motion	
sensing	input	device	that	Spree	sometimes	use	for	projects.	Two	hashtags	can	be	
seen	among	the	top	five	hashtags	on	both	social	medias:	“hololens”	and	
“spreetechdays”.	HoloLens	is	a	pair	of	mixed	reality	smart	glasses	which	Spree	uses	
for	several	projects	and	“spreetechdays”	was	a	hashtag	Spree	used	during	the	
conference	“Microsoft	Tech	Days”	in	Sweden.		
	
Table	3.	Table	presenting	Spree’s	top	five	most	common	hashtags	on	Twitter	and	

Instagram.	
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4.2.2	Business	type	and	company	size	among	the	companies		
	
The	data	for	the	competitive	analysis	was	gathered	from	28	different	companies,	
with	Spree	included.	All	of	the	other	27	companies	are	in	one	way	or	another	seen	
as	competitors	to	Spree	even	if	they	are	not	in	the	exact	same	business.	Figure	7	
shows	the	division	of	all	of	the	28	companies	type	of	businesses	according	to	their	
LinkedIn	profile.	Spree’s	type	of	business	is	specified	as	IT.	The	IT	business	is	the	
most	common	type	of	business	among	the	companies,	with	a	percentage	of	25%.	
Second	most	common	business	with	21%	is	the	design	business	and	the	third	most	
common	business	among	the	companies	is	the	internet	business,	with	a	percentage	
of	17%	of	the	companies.	The	27	companies	selected	as	Spree’s	main	competitors	
differ	in	both	business	and	company	size.	Spree	is	a	quite	small	company	with	11-50	
employees	according	to	their	LinkedIn	profile	page.	A	presentation	of	number	of	
employees	among	the	28	companies,	gathered	from	each	companies	LinkedIn	
profile,	can	be	seen	in	Figure	8.		
	
	

	
Figure	7.	Depiction	of	the	division	of	business	among	the	companies	included	in	the	

competitive	analysis.	
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Figure	8.	Depiction	of	the	28	companies	included	in	the	competitive	analysis	divided	

into	number	of	employees.	
	

4.2.3	The	use	of	social	media	and	the	relation	to	number	of	employees	
	
In	the	competitive	analysis,	the	data	of	how	many	companies	that	were	using	which	
social	medias	were	retrieved.	Figure	9	presents	the	total	percentage	of	how	many	
out	of	the	28	companies	that	are	using	each	social	media.	The	green	color	
represents	the	percentage	of	companies	using	the	social	media,	and	the	blue	color	
presents	the	companies	not	using	the	social	media.	Among	the	companies,	Facebook	
and	LinkedIn	are	used	by	most	companies,	while	YouTube	is	the	social	media	used	
by	fewest	companies.		
	
Among	the	28	companies	included	in	the	competitive	analysis,	number	of	employees	
were	divided	into	five	different	divisions,	as	seen	in	Figure	8	in	the	previous	
paragraph.	Depending	on	number	of	employees	in	the	company,	number	of	actively	
used	social	medias	within	the	company	differ.	Figure	10	shows	a	division	of	the	
average	use	of	number	of	social	medias	depending	on	number	of	employees	in	the	
company.	The	companies	with	only	one	employee	have	an	average	use	of	two	social	
medias,	while	the	companies	with	the	highest	number	of	employees	in	average	use	
four	social	medias.	The	graph	shows	that	a	rough	relation	between	increasing	
number	of	employees	and	increasing	use	of	number	of	social	medias	can	be	seen.		
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Figure	9.	The	total	percentage	of	how	many	companies	that	are	using	each	social	

media.	
	
	
	

	
Figure	10.	Division	of	the	average	use	of	number	of	social	medias	depending	on	

number	of	employees	in	the	company.	
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4.2.4	Categorizations	in	relation	to	social	media	
	
As	mentioned	in	the	method	chapter,	the	type	of	content	in	the	posts	were	looked	
into	closer.	All	the	posts	on	Instagram,	Facebook,	Twitter	and	LinkedIn	from	30th	of	
March	2017	and	one	year	back	were	categorized	into	the	seven	pre-decided	
categories.	Figure	11	shows	the	four	social	medias	divided	into	the	seven	categories	
showing	the	average	percentage	of	post	in	each	category	for	all	the	28	companies.		
	
For	Instagram,	“The	office/Workshops”,	“Products”	and	“General	information”	are	
the	three	categories	with	the	highest	percentage	of	posts	out	of	the	seven	
categories.	Posts	included	in	the	“Competitions”	and	“Shares	from	others”	
categories	for	Instagram	are	least	common,	posts	included	in	these	categories	only	
compose	2%	or	less	out	of	the	total	number	of	posts.	Facebook	has	two	categories	
more	common	than	the	others:	“Products”	and	“General	Information”.	
Approximately	60%	of	the	posts	on	Facebook	are	in	one	of	these	two	categories.	The	
“Competitions”	category	for	Facebook	has	a	percentage	of	0%,	which	implies	that	
not	a	single	one	of	the	companies	has	made	a	posts	on	Facebook	included	in	this	
category.	The	posts	made	on	Twitter	are	allocated	more	even	between	the	
categories.	Post	about	“Products”,	“General	information”	and	post	about	
“Recruitment”	are	the	most	common	categories,	while	“Shares	from	others”,	post	
about	“Conferences”	and	posts	from	“The	office/Workshops”	are	less	common.	The	
only	category	with	0%	of	the	posts	are	the	“Competitions”	category.	Almost	45%	of	
the	posts	made	on	LinkedIn	are	included	in	the	“Products”	category,	which	implies	
that	nearly	half	of	the	posts	made	of	the	companies	on	LinkedIn	are	posts	related	to	
products	made	by	the	own	company.	Posts	in	the	category	“Competitions”	are	the	
least	common	posts	on	LinkedIn,	with	hardly	1%	of	the	total	number	of	posts.	Posts	
from	“The	office/Workshops”,	posts	about	“Recruitment”	and	posts	including	
“General	information”	are	the	three	second	most	commonly	used	categories	on	
LinkedIn	after	the	most	common	category	“Products”.	
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Figure	11.	Diagram	showing	the	percentage	of	the	total	amount	of	posts	divided	into	

seven	categories	for	Instagram,	Facebook,	Twitter	and	LinkedIn.	
	

4.2.5	Average	number	of	posts	in	relation	to	number	of	employees	

	
In	the	competitive	analysis,	all	posts	during	the	last	year	were	registered	for	all	of	
the	companies.	Figure	12-15	presents	charts	showing	number	of	posts	made	during	
the	last	month,	last	three	months,	last	six	months	and	last	year,	depending	on	size	of	
the	company.	The	size	of	the	company	is	retrieved	from	the	companies	LinkedIn	
pages,	and	are	divided	into	five	categories	ranging	from	1	employee	to	201-500	
employees,	represented	by	different	colors	in	the	chart.	Data	retrieved	solely	from	
Spree’s	accounts	is	also	shown	in	the	figures,	represented	as	a	green	dotted	line.	The	
vertical	axis	represents	the	average	number	of	posts	for	the	companies	during	the	
specific	time	period,	and	the	horizontal	axis	represents	the	various	time	periods.	A	
chart	of	YouTube	was	chosen	not	to	be	constructed	since	only	four	out	of	the	28	
companies	in	the	competitive	analysis	had	posted	anything	on	YouTube	during	the	
last	year.	
	
Figure	12	present	number	of	posts	during	the	last	year	on	Instagram.	The	company	
with	only	one	employee	did	not	have	an	Instagram	account	and	is	because	of	that	
not	included	in	the	chart.	In	this	chart,	no	clear	correlation	can	be	seen	between	
number	of	employees	and	number	of	posts.	Companies	with	51-200	employees,	are	
the	companies	which	update	the	most	on	Instagram	when	looking	at	the	last	six	
months	and	last	year.	However,	looking	at	the	last	month	and	last	three	months,	the	
companies	with	51-100	and	201-500	employees	are	posting	similar	amount	of	posts	
during	these	time	periods.	The	companies	with	2-10	and	11-50	employees	has	
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during	the	last	year	posted	less	posts	than	companies	with	51-200	and	201-500	
employees.	The	biggest	difference	in	number	of	posts	in	relation	to	number	of	
employees	is	seen	when	looking	one	year	back.	During	that	time	period,	the	
companies	with	2-10	and	11-50	employees	has	posted	less	than	half	as	many	posts	
as	the	companies	with	51-200	and	201-500	employees.	Spree’s	number	of	posts	are	
over	the	last	six	months	similar	with	the	companies	with	2-10	and	11-50	employees,	
but	Spree	has	during	the	last	year	created	less	posts	in	total.	
	

	
Figure	12.	Diagram	showing	average	number	of	posts	on	Instagram	during	different	
time	periods,	with	the	companies	divided	into	four	categories	depending	on	company	

size.	The	data	from	Spree’s	Instagram	account	is	also	presented.	
	
	
The	data	collected	from	Facebook	differ	somewhat	in	comparison	to	the	data	
collected	from	Instagram.	The	data	from	Facebook	can	be	seen	in	Figure	13,	and	in	
this	chart	is	also	the	company	with	only	one	employee	included,	since	that	company	
has	an	account	on	Facebook.	In	this	chart,	a	correlation	can	be	seen	between	
number	of	employees	and	number	of	posts.	The	companies	with	201-500	employees	
has	during	all	the	time	periods	of	the	year	the	highest	number	of	updates,	and	the	
companies	with	51-200	has	during	the	year	second	most	updates.	Spree	has	similar	
number	of	posts	as	the	companies	with	11-50	and	the	company	with	1	employee,	
when	looking	at	all	the	different	time	periods	during	the	last	year.	Companies	with	
the	size	of	2-10	number	of	employees	has	during	the	last	year	made	least	number	of	
post	out	of	all	the	company	categories.	
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Figure	13.	Diagram	showing	average	number	of	posts	on	Facebook	during	different	
time	periods,	with	the	companies	divided	into	five	categories	depending	on	company	

size.	The	data	from	Spree’s	Instagram	account	is	also	presented.	
	
	
Figure	14	presents	the	data	retrieved	from	Twitter	during	the	last	year.	The	
company	with	only	one	employee	did	not	have	a	Twitter	account,	and	is	because	of	
that	reason	not	represented	in	the	chart.	Just	as	in	the	chart	for	Facebook,	the	chart	
for	Twitter	shows	a	correlation	between	number	of	employees	and	number	of	posts	
depending	on	size	of	the	company.	The	companies	in	the	largest	company	size,	201-
500	employees,	has	during	the	last	year	made	almost	twice	as	many	posts	on	Twitter	
as	the	second	largest	company	size	group	with	51-200	employees.	All	of	the	
different	company	sizes	show	an	increase	in	number	of	posts	between	the	different	
time	periods,	but	that	is	not	the	case	for	Spree.	The	only	updates	Spree	has	made	on	
Twitter	is	during	the	last	three	months	and	the	last	six	months.	No	updates	were	
made	during	the	last	month,	and	between	the	last	year	and	last	six	months,	there	
were	no	updates	made	either.	
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Figure	14.	Diagram	showing	average	number	of	posts	on	Twitter	during	different	

time	periods,	with	the	companies	divided	into	four	categories	depending	on	company	
size.	The	data	from	Spree’s	Instagram	account	is	also	presented.	

	
	
LinkedIn	is,	among	all	of	the	company	sizes,	the	social	media	with	the	least	number	
of	updates	during	the	last	year.	Neither	of	the	two	smallest	company	sizes:	1	
employee	and	2-10	employees,	have	a	LinkedIn	page	with	any	updates	during	the	
last	year,	and	are	therefore	not	seen	in	Figure	15	which	represents	the	updates	
made	on	LinkedIn	during	the	last	year.	A	correlation	between	company	size	and	
average	number	of	posts	during	the	time	periods	can	be	seen	for	LinkedIn,	just	as	
with	Facebook	and	Twitter.	Spree	has	a	LinkedIn	profile,	but	do	not	have	any	
updates	during	the	last	year,	and	are	therefore	seen	in	the	chart	as	a	straight	line	in	
the	bottom	of	the	chart.		
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Figure	15.		Diagram	showing	average	number	of	posts	on	LinkedIn	during	different	

time	periods,	with	the	companies	divided	into	three	categories	depending	on	
company	size.	The	data	from	Spree’s	Instagram	account	is	also	presented.	

	

4.2.6	The	use	of	social	media	in	relation	to	business	type	
	
As	mentioned	earlier,	all	the	28	companies	included	the	competitive	analysis	were	
divided	into	ten	different	business	types,	depending	on	their	selection	on	their	
LinkedIn	profiles.	The	relation	between	business	type	and	the	commonness	of	each	
social	media	was	seen	as	significant	for	the	competitive	analysis.	A	notation	of	which	
social	medias	each	of	the	28	companies	were	using	were	made,	and	then	sorted	into	
the	right	business	type.	A	percentage	of	how	many	companies	in	each	business	type	
that	used	each	of	the	social	medias	were	calculated.	In	figure	16,	ten	light	grey	
circles	can	be	seen,	representing	each	of	the	ten	different	business	types.	In	each	
light	grey	circles,	smaller	circles	in	colors	can	be	seen.	Each	color	representing	a	
specific	social	media.	The	bigger	the	circle,	the	more	common	is	that	social	media	
among	the	companies	in	the	specific	business	type.	If	a	bubble	is	small	it	means	that	
a	small	percentage	of	the	companies	in	that	business	uses	the	social	media,	and	if	a	
bubble	not	exist	at	all,	none	of	the	companies	in	that	business	type	uses	that	social	
media.	There	is	one	business	type	where	all	of	the	companies	use	all	social	medias:	
the	Personnel	business	type.	This	is	shown	by	every	colored	circle	in	the	light	grey	
circle	is	in	maximum	size.	In	the	IT	business,	Facebook	and	LinkedIn	are	the	most	
commonly	used	social	medias,	while	YouTube	is	the	least	common	used	social	
media.	The	companies	included	in	the	Architecture	business	type	only	uses	two	
social	medias:	Facebook	and	LinkedIn,	and	the	companies	in	the	Movie	business	
type	only	uses	three	social	medias:	Facebook,	Twitter	and	LinkedIn.	The	least	
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common	social	media	among	all	of	the	business	types	is	YouTube.	YouTube	is	only	
used	by	three	business	types:	IT,	Personnel	and	Software.	
	

	
Figure	16.	Depiction	of	the	commonness	of	each	social	media	depending	on	business	

type.	
	

4.2.7	Analyzing	hashtags	

	
Hashtags	were	collected	from	two	social	medias:	Twitter	and	Instagram.	They	were	
retrieved	from	all	the	posts	with	hashtags	during	the	last	six	months.	For	Instagram,	
15	out	of	the	28	companies	had	hashtags	included	in	their	posts	during	this	time.	
The	rest	of	the	companies	either	did	not	use	hashtags	in	their	posts,	or	had	not	been	
posting	anything	at	all	during	the	last	six	months.	For	Twitter,	only	12	out	of	the	28	
companies	had	made	any	posts	with	hashtags	during	the	last	six	months.	Since	the	
hashtags	were	retrieved	from	so	few	companies,	it	is	hard	to	draw	any	definitive	
results	that	can	apply	to	all	companies.	However,	looking	at	the	collected	hashtags,	
several	of	them	were	included	in	the	same	type	of	posts,	and	the	majority	of	them	
could	be	divided	into	three	different	categories:	hashtags	about	the	own	company,	
hashtags	from	conferences	or	hashtags	about	technology.	Example	of	hashtags	
included	in	the	company	category	was:	#expology	or	#screeninteraction	which	is	the	
name	of	two	companies	included	in	the	competitive	analysis.	Hashtags	included	in	
the	category	conferences	were	for	example	#UXopen	which	is	a	conference	in	
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Stockholm	for	UX	design	and	#tdswe	which	is	the	official	hashtag	for	Microsoft	Tech	
days.	In	the	technology	category	hashtags	like	#hololens	and	#VR	were	included.		
	
Table	4	shows	number	of	hashtags	included	in	each	of	the	three	categories	for	both	
Instagram	and	Twitter.	When	looking	at	the	table,	one	can	see	that	the	types	of	
hashtags	are	used	differently	on	Instagram	and	Twitter.	On	Instagram,	hashtags	
about	the	company	are	the	most	common	category,	with	14	hashtags,	while	only	
five	hashtags	are	included	in	the	conference	category	and	seven	hashtags	are	
included	in	the	technology	category.	On	Twitter,	the	most	common	hashtags	are	
included	in	the	opposite	categories.	The	most	common	categories	are	conferences	
with	eleven	hashtags	and	technology	with	ten	hashtags,	while	the	least	common	
category	is	company	with	seven	hashtags	in	that	category.		
	
Table	4.	Table	presenting	number	of	hashtags	sorted	into	three	different	categories	

for	Instagram	and	Twitter.	
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5	Discussion	
	
This	section	discusses	the	main	findings	of	the	conducted	research	and	what	the	
implications	of	the	findings	are	for	Spree	as	a	company	when	it	comes	to	social	
media	presence.	The	results	from	the	competitive	analysis	are	put	in	the	right	context	
since	individual	numbers	on	their	own	can	be	misleading.		
	
The	research	question	of	this	master	thesis	report	is:	“How	can	an	analysis	of	a	B2B	
company’s	social	media	presence	together	with	a	competitive	analysis	assist	in	
improving	the	company's	social	media	strategy?”.	To	be	able	to	answer	this	
question,	the	data	retrieved	in	the	study	needs	to	be	analyzed	and	discussed	while	
put	in	the	right	context.	Spree’s	social	media	strategy	will	later	in	this	section	be	
developed	and	improved,	with	the	aid	of	the	results	from	the	competitive	analysis.	
	

5.1	Spree’s	former	social	media	strategy	
	
The	data	from	Spree’s	former	social	media	strategy	show	that	their	main	focus	was	
supposed	to	be	on	Facebook	and	Twitter.	It	was	on	these	two	social	medias	they	
were	supposed	to	have	most	frequent	updates,	while	LinkedIn	and	YouTube	was	
going	to	be	updated	less	frequent.	Instagram	were	probably	such	a	new	social	media	
when	the	strategy	was	created	so	it	was	for	that	reason	not	included	in	the	strategy.	
Facebook	was	according	to	the	social	media	strategy	going	to	be	updated	with	
“gossip”	and	things	Spree	does,	and	being	updated	each	week.	But	when	looking	at	
the	data	retrieved	from	Spree’s	social	medias	in	chapter	4.2.1,	one	can	see	that	
during	the	last	month,	Facebook	have	not	been	updated	at	all,	and	during	the	last	
three	months	it	has	only	been	updated	4	times.	The	content	in	the	posts	have	on	the	
other	hand	been	followed	quite	good,	since	the	majority	of	Spree’s	posts	on	
Facebook	are	in	the	categories	“The	office/Workshops”,	“Products”	and	“General	
Information”,	and	these	categories	cohere	pretty	good	with	“gossip”	and	things	
Spree	does.	
	
Twitter,	which	according	to	the	former	social	media	strategy,	were	going	to	be	
updated	weekly	or	at	least	monthly,	neither	have	any	updates	during	the	last	month.	
Looking	back	during	the	last	three	months,	only	one	update	has	been	made.	When	it	
comes	to	the	content	on	Twitter,	the	strategy	was	to	update	information	of	where	
Spree	were	and	share	cool	solutions.	The	results	from	the	analysis	of	Spree’s	Twitter	
account	show	that	more	than	65%	of	all	the	posts	were	included	in	the	
“Conferences”	category,	but	only	12%	of	the	post	were	“Products”	or	“Shares	from	
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others”,	so	the	strategy	connected	the	content	in	the	posts	were	not	followed	
completely.		
	
Spree’s	YouTube	account	do	not	have	any	updates	at	all	during	the	last	three	years,	
so	the	social	media	strategy	for	YouTube	have	not	been	followed	at	all.	In	Spree’s	
former	social	media	strategy,	the	plan	was	to	from	time	to	time	post	videos	showing	
material	from	lab	sessions	etc.	The	social	media	strategy	for	LinkedIn	was	to	send	
out	invitations	and	link	to	blog	posts	from	time	to	time,	but	this	has	not	been	
followed	either.	During	the	last	year,	not	a	single	post	has	been	made	on	Spree’s	
account	on	LinkedIn.		
	
The	comparison	of	Spree’s	former	social	media	strategy	with	the	data	retrieved	from	
Spree’s	social	media	accounts	show	that	Spree	have	not	been	following	the	strategy	
they	created	a	couple	of	years	ago.	It	also	shows	that	the	strategy	is	in	need	of	an	
update,	mostly	because	one	important	big	social	media	is	missing:	Instagram.	The	
comparison	of	the	former	social	media	strategy	and	the	data	from	Spree’s	social	
media	account	will	later	in	this	section	be	used	as	information	and	guidance	when	
the	new	social	media	strategy	is	designed.	
	
This	data	collection	and	analysis	performed	on	Spree’s	own	social	medias	can	in	the	
same	way	be	applied	to	any	other	company	as	well.	Just	as	described	in	this	section,	
performing	an	analysis	on	a	company’s	own	social	medias	helps	to	find	out	what	is	
working	well,	but	also	highlight	the	flaws	of	the	current	situation.	Being	aware	of	
what	is	working	and	what	is	not,	is	of	high	importance	to	create	a	new,	improved	
social	media	strategy.	
	

5.2	Relationships	seen	from	the	competitive	analysis	
	
As	presented	in	the	theory	part,	earlier	research	show	that	the	early	adoption	of	
social	media	in	B2B	companies	have	had	some	obstacles.	There	has	been	a	poor	
understanding	of	how	to	use	the	social	media	sites	for	marketing	purposes	and	it	has	
been	hard	to	recognize	the	benefits.	But	the	data	collected	during	the	competitive	
analysis	show	that	all	of	the	28	companies	use	at	least	one	social	media	actively.	This	
result	strengthens	the	statistics	from	Sobal	(2015),	showing	that	the	usage	of	social	
media	in	B2B	companies	was	more	than	93%	by	2015	and	is	constantly	increasing.		
	
The	result	from	the	competitive	analysis	showed	that	all	of	the	28	companies	use	at	
least	one	social	media,	but	only	a	few	of	them	are	using	all	social	medias.	Only	five	
out	of	all	the	companies	have	accounts	on	both	Instagram,	Facebook,	Twitter,	
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LinkedIn	and	YouTube.	The	result	showed	that	there	are	two	social	medias	used	by	
most	of	the	companies:	Facebook	and	LinkedIn.	That	these	two	are	the	most	popular	
medias	are	not	that	surprising,	since	most	of	the	companies	included	in	the	
competitive	analysis	are	B2B	companies,	and	these	two	social	medias	have	several	
functions	designed	for	especially	companies	and	not	only	for	personal	use.	
	
LinkedIn	is	a	social	media	that	works	as	a	social	networking	service,	and	is	meant	for	
professional	networking	for	employers	and	job	seekers	(LinkedIn,	2017)	so	as	a	B2B	
company,	the	benefit	of	having	an	account	on	LinkedIn	are	several.	A	company	can	
take	care	of	a	major	part	of	the	recruitment	on	LinkedIn.	They	can	both	find	new	
interesting	employees	and	also	post	jobs	available	at	the	company.	It	is	also	a	great	
platform	to	be	active	on	since	the	platforms	is	created	for	business	purposes.	
Facebook	on	the	other	hand,	is	a	social	media	platform	with	lots	of	functionalities.	
It’s	made	for	both	personal	use	and	business	use,	since	companies	can	create	own	
Facebook-profiles.	Facebook	is	a	great	social	media	to	use	for	a	company	
considering	it	is	one	of	the	biggest	social	medias	in	the	world,	so	there	is	a	great	
possibility	to	reach	out	to	a	great	deal	of	people	easily	(Statista,	2017).	YouTube	is	
the	social	media	included	in	the	competitive	analysis	used	by	fewest	companies.	
Less	than	20%	of	the	companies	have	a	YouTube	account,	and	even	fewer	
companies	have	posted	something	during	the	last	year.	Worth	mentioning	is	that	
YouTube	actually	is	one	of	the	fastest	growing	social	medias	at	the	moment	(Oza,	
2016),	so	even	if	the	competitive	analysis	show	that	most	companies	do	not	use	it,	it	
might	be	considerable	to	include	in	the	social	media	strategy	for	future	purposes.	
	
The	results	indicate	that	depending	on	the	company	size,	the	number	of	social	
medias	the	company	use	vary.	A	rough	relation	between	increasing	number	of	
employees	and	increasing	use	of	number	of	social	medias	were	seen.	One	reason	
why	this	relationship	was	seen	can	be	that	bigger	companies	with	more	employees	
have	more	and	better	resources	to	take	care	of	the	social	media	part	in	the	
company.	With	more	employees	in	the	company,	the	bigger	are	the	chance	that	
someone	working	for	the	company	have	time	to	focus	on	their	social	media	
accounts.	The	companies	with	more	employees	are	also	with	great	probability	
companies	that	are	quite	well-known,	which	can	result	in	their	social	medias	being	
bigger	and	have	more	followers	than	smaller	companies.	If	a	company	has	one	social	
media	with	lots	of	followers,	there	is	a	great	chance	that	the	followers	will	follow	
their	other	social	media	accounts	as	well.		
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5.3	Spree’s	new	social	media	strategy	
	
Spree’s	new	social	media	strategy	has	been	created	by	analyzing	the	results	
collected	during	the	competitive	analysis.	Spree	wanted	their	social	media	strategy	
to	be	easy	to	understand	and	follow,	and	preferably	presented	in	a	matrix.	Table	5	
presents	Spree’s	new	social	media	strategy	based	on	four	different	divisions:	
content,	frequency,	target	group	and	measurement.		
	
The	content	category	presents	what	type	of	content	that	should	be	posted	on	each	
social	media.	This	information	is	based	on	the	results	from	4.2.4	showing	what	type	
of	content	that	is	most	common	to	post	on	each	social	media.	The	category	
presented	first	in	each	square	is	the	type	of	content	that	should	be	posted	most	
frequent.	Important	to	remember	that	this	only	is	supposed	to	give	an	indication	on	
what	to	post	on	the	different	social	medias,	it	does	not	mean	that	these	categories	
are	the	only	things	that	are	allowed	to	post.		
	
The	second	category	is	frequency,	which	presents	how	often	posts	should	be	made	
on	each	social	media.	This	is	based	on	two	things:	the	popularity	among	the	
companies	of	each	social	media	presented	in	4.2.3	and	the	result	from	4.2.5	which	
presents	average	number	of	posts	in	relation	to	number	of	employees.	The	
frequency	is	set	to	be	possible	to	follow	for	a	company	of	Spree’s	size,	and	should	be	
seen	as	a	benchmark	rather	than	a	requirement.		
	
The	target	group	category	is	based	on	the	result	from	4.2.4	which	shows	what	type	
of	content	that	is	most	common	on	each	social	media.	It	is	also	based	on	an	analysis	
of	the	content	on	each	social	media	for	the	companies	with	the	highest	number	of	
followers.	Companies	with	a	high	number	of	followers	do	most	likely	have	a	good	
social	media	strategy	and	knows	how	to	reach	out	to	the	right	target	group	on	each	
social	media.	The	combination	between	this	analysis	and	the	results	in	4.2.4	gives	a	
sufficient	estimation	of	what	target	group	to	focus	on	for	each	social	media.	
	
The	last	category	in	the	social	media	strategy	is	measurement.	This	category	is	
implemented	to	be	able	to	see	if	the	social	media	strategy	is	working,	but	also	to	get	
a	quick	apprehension	of	what	kind	of	posts	that	works	the	best	on	each	social	
media.	The	information	in	each	square	is	based	on	the	different	functions	each	
social	media	provides.	
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Table	5.	Spree’s	new	social	media	strategy	created	by	the	results	from	the	
competitive	analysis.	

	
	
	
The	new	social	media	strategy	is	based	on	the	4	Cs,	the	theory	presented	by	
Kietzmann	et	al.	(2011).	The	social	media	strategy	lets	Spree	recognize	their	
customers	and	target	group.	It	also	gives	Spree	the	possibility	to	have	congruity,	as	
they	have	different	strategies	for	different	social	medias.	Together	with	the	above,	
the	strategy	also	lets	Spree	act	as	a	curator	when	applying	the	measurement	
category.	The	social	media	strategy	also	lets	Spree	chase	for	information	in	the	
conversations	on	social	media	to	affect	the	future	position	in	the	market.	
	
Since	no	direct	relationships	in	the	use	of	hashtags	could	be	seen	from	the	
competitive	analysis,	it	is	hard	to	include	it	in	the	new	social	media	strategy.	The	
result	at	least	showed	that	most	of	the	hashtags	included	in	the	posts	could	be	
divided	into	three	main	categories:	hashtags	about	the	own	company,	hashtags	from	
conferences	or	hashtags	about	technology.	These	three	categories	can	be	used	as	a	
guideline	to	work	from	when	Spree	will	use	hashtags	in	their	posts.	
	

5.4	Ethical,	social	and	sustainability	perspectives	
	
In	all	research	driven	by	data	gathering,	especially	in	research	driven	by	personal	
data,	the	researcher	needs	to	consider	the	question	of	integrity.	This	study	however,	
do	not	handle	any	personal	data,	only	data	available	for	everyone	to	collect	and	
analyze.	The	ethics	of	data	when	working	with	companies	is	easier	to	handle,	and	in	
this	report	the	ethical	principles	is	rather	how	much	a	company	can	imitate	other	
companies	in	order	to	still	keep	it	ethical.	
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This	report	is	not	directly	connected	to	sustainability	from	an	environmental	view	
since	it	is	focuses	on	developing	a	social	media	strategy.	In	terms	of	sustainability	
from	a	social	and	economic	perspective,	it	is	of	great	importance	for	the	company	to	
know	that	the	social	media	strategy	from	time	to	time	needs	to	adapt	to	the	social	
changes	that	will	evolve.	This	report	is	built	on	a	competitive	analysis	performed	on	
five	social	medias:	Instagram,	Facebook,	Twitter,	LinkedIn	and	YouTube.	These	social	
medias	were	chosen	since	they	were	typical	social	medias	used	by	companies	at	this	
specific	time.	In	a	few	years,	the	most	common	social	medias	might	have	changed	
completely,	and	to	be	able	to	keep	the	strategy	both	social	and	economic	
sustainable,	it	needs	to	be	adapted	to	these	changes.	

	

5.5	Method	criticism	and	limitations		
	
In	research,	there	are	no	perfect	methods	or	ideal	ways	to	do	things.	There	are	
always	parts	that	could	be	done	differently	to	get	better	and	improved	result.	For	
this	thesis,	there	are	some	decisions	that	have	been	made,	which	might	have	
affected	the	results	in	one	way	or	another.	These	decisions	and	shortcomings	are	
discussed	in	this	section.		
	

5.5.1	Number	of	companies	in	the	competitive	analysis	
	
One	of	the	first	decisions	made	during	this	study,	was	to	decide	how	many	
companies	to	include	in	the	competitive	analysis.	Since	Facebook,	Twitter,	
Instagram,	LinkedIn	and	YouTube	were	going	to	be	analyzed	for	all	companies	in	the	
competitive	analysis,	too	many	companies	could	not	be	included.	But	at	the	same	
time,	to	be	able	to	see	some	relationships	or	correlations,	too	few	companies	would	
not	result	in	good	results	either.	Employees	at	Spree	got	the	assignment	to	write	
down	their	main	competitors	on	a	list,	which	resulted	in	27	companies,	and	that	
number	seemed	like	a	suitable	amount	of	companies	for	the	study.	With	less	
companies	included	in	the	competitive	analysis,	it	would	have	been	possible	to	
obtain	deeper	more	analyzed	results.	And	with	more	companies	included	in	the	
competitive	analysis	it	might	have	been	possible	to	see	some	more	apparent	
relationships	and	correlations	between	the	companies,	and	be	able	to	draw	better	
conclusions	from	those.	
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5.5.2	Categorization	of	the	posts	
	
To	be	able	to	get	an	understanding	of	what	the	companies	publish	on	the	different	
social	medias,	a	categorization	with	seven	categories	were	created.	This	
categorization	is	probably	not	the	best	optimal	categorization	for	the	specific	
purpose,	since	it	is	created	by	only	one	person	and	was	created	after	a	relatively	
quick	overview	of	some	of	the	posts	on	a	few	social	medias.	A	higher	number	of	
categories	would	have	been	better	to	get	a	fairer	division	of	the	posts.	As	a	
consequence,	due	to	the	categorization,	several	of	the	posts	were	hard	to	fit	into	
any	of	the	seven	categories.	It	was	also	quite	hard	to	decide	where	some	posts	
would	fit	best,	because	sometimes	they	would	fit	into	two	or	even	three	categories.	
This	problem	together	with	the	fact	that	thousands	of	posts	were	gone	through	
quite	fast,	might	have	resulted	in	some	posts	being	categorized	into	a	category	while	
they	would	have	fitted	better	in	another	one.		
	

5.5.3	Time	period	for	posts	and	hashtags	
	
A	decision	that	needed	to	be	made	in	the	beginning	of	the	study	was	how	long	back	
in	time	the	competitive	analysis	should	go.	To	be	able	to	see	a	relationship	between	
the	updates,	the	decision	fell	on	looking	at	all	the	posts	made	during	the	last	year.	
The	result	might	have	been	better	and	more	reliable	if	posts	had	been	looked	at	
during	a	longer	time	period.	A	company	can	for	example	have	been	inactive	during	
the	last	six	months,	but	are	usually	very	active	otherwise,	which	will	result	in	a	bad	
update	rate	when	looking	at	the	last	year	in	total.	If	the	time	period	had	been	
longer,	it	would	have	given	a	result	which	reflects	the	reality	better.			
	
Hashtags	on	Twitter	and	Instagram	were	looked	at	six	months	back.	This	time	period	
is	most	likely	way	too	short	to	be	able	to	draw	any	definite	conclusions	of	the	trends	
for	hashtags.	The	reason	why	this	time	period	was	chosen	to	be	only	six	months	was	
because	of	the	amount	of	time	it	would	take	to	go	through	each	post	and	write	
down	all	the	hashtags	used	during	the	last	year.	The	result	from	this	specific	part	of	
the	study	would	for	that	reason	be	looked	at	as	an	indication,	not	an	absolute	fact.		
	

5.6	Further	research	
	
The	focus	of	this	research	has	been	to	examine	how	an	analysis	of	a	company’s	
social	media	presence	together	with	a	competitive	analysis	can	assist	in	improving	
the	company's	social	media	strategy.	The	competitive	analysis	of	this	research	is	not	
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an	in-depth	analysis	and	could	usefully	be	complemented	by	research	going	deeper	
into	some	sections.	
	
The	posts	in	this	research	is	not	analyzed	in	detail,	they	are	only	divided	into	one	out	
of	seven	categories.	A	text	analyze	or	a	similar	method	of	the	posts	will	give	a	better	
understanding	of	what	they	really	are	about,	and	will	thus	give	a	more	detailed	
result	of	what	kind	of	posts	to	post	on	which	social	media.	Another	thing	that	could	
be	added	for	future	research	is	the	comparison	if	some	social	medias	have	been	
used	more	frequent	during	specific	time	periods.	This	information	could	be	great	to	
be	able	to	see	some	trends	in	the	usage	of	social	medias	and	be	able	to	predict	
future	trends.	
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6	Conclusion	

6.1	Answering	the	thesis	question	
	
The	main	question	of	this	master	thesis	was	“How	can	an	analysis	of	a	B2B	
company’s	social	media	presence	together	with	a	competitive	analysis	assist	in	
improving	the	company's	social	media	strategy?”.	The	conclusion	of	this	study	
proves	that	a	company’s	social	media	strategy	can	be	improved	with	success	by	
implementing	a	competitive	analysis	on	the	social	medias	for	their	rival	companies.		
	
The	analysis	of	Spree’s	social	media	presence	was	carried	out	by	retrieving	a	large	
number	of	data	from	their	social	media	accounts.	This	data	was	later	compared	to	
their	former	social	media	strategy,	which	showed	that	the	strategy	was	not	followed	
as	planned,	and	it	also	showed	that	it	was	in	need	of	an	update.	The	analysis	of	a	
company’s	current	social	media	presence	can	in	this	way	help	to	create	an	improved	
social	media	strategy	since	it	helps	to	highlight	the	flaws	of	the	current	situation.		
	
This	report	also	shows	that	a	social	media	competitive	analysis	can	help	a	company	
to	see	if	there	are	any	apparent	relationships	among	the	companies,	which	can	help	
the	company	to	get	an	apprehension	of	what	to	put	their	main	focus	on.	As	earlier	
research	show,	B2B	companies	are	generally	not	as	experienced	as	B2C	companies	
when	it	comes	to	the	use	of	social	media,	which	makes	a	competitive	analysis	a	
perfect	method	to	use,	especially	for	B2B	companies.	
	

6.1.1	The	first	sub-question	

	
The	first	sub-question	of	this	master	thesis	was	“Can	any	relationships	between	the	
companies	included	in	the	competitive	analysis	be	seen?”.	The	short	answer	to	that	
question	is:	yes,	relationships	between	the	companies	included	in	the	competitive	
analysis	were	seen.	A	relation	between	number	of	updates	during	the	last	year	and	
company	size	were	seen:	the	bigger	the	company	size,	the	more	updates	were	
made.	A	relationship	between	what	type	of	content	that	was	most	common	to	post	
on	social	media	were	also	seen.	Posts	including	products	and	posts	with	general	
information	are	the	two	categories	most	used	when	looking	at	all	the	different	social	
media	platforms	together.	Relationships	in	hashtags	on	Twitter	and	Instagram	were	
also	discovered.	The	majority	of	the	hashtags	used	could	be	categorized	into	three	
categories:	hashtags	about	the	own	company,	hashtags	from	conferences	or	
hashtags	about	technology.	
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6.1.2	The	second	sub-question	
	
The	second	sub-question	of	this	master	thesis	was	“What	are	the	main	differences	
in	the	company's	own	appearance	on	social	media	compared	to	their	main	
competitors?”.	The	result	from	the	competitive	analysis	showed	that	Spree’s	social	
media	appearance	in	some	ways	differed	compared	to	their	competitors	while	they	
in	other	ways	were	quite	similar.	The	most	substantial	difference	were	the	usage	of	
LinkedIn.	Spree	did	not	use	LinkedIn	at	all,	while	it	among	the	companies	in	the	
competitive	analysis	were	used	often	to	publish	posts	about	their	products,	
recruitment	and	general	information.	The	competitive	analysis	also	showed	that	
Spree	updated	their	social	media	accounts	with	different	content	than	the	other	
companies.	An	example	is	that	almost	half	of	Spree’s	posts	on	Twitter	are	about	
conferences,	while	it	among	the	other	companies	are	rather	uncommon	to	use	
Twitter	for	that	kind	of	posts.	
	
	 	 	 	
	
	 	



    
 

44 

7	References		
	

Allen,	H.,	2016.	How	to	Conduct	a	Social	Media	Competitive	Analysis:	A	Complete	Guide.	
[Online]		
Available	at:	http://www.thinkbelle.com/2016/09/01/how-to-conduct-social-media-
competitive-analysis-guide/	
[Used	23	Mars	2017].	
	
Bonilla,	Y.	&	Rosa,	J.,	2015.	#Ferguson:	Digital	protest,	hashtag	ethnography,	and	the	racial	
politics	of	social	media	in	the	United	States.	Journal	of	the	American	Ethnological	Society,	
42(1),	pp.	4-17.	
	
Cawsey,	T.	&	Rowley,	J.,	2016.	Social	media	brand	building	strategies	in	B2B	companies.	
Marketing	Intelligence	&	Planning,	34(6),	pp.	754-776.	
	
Effing,	R.	&	Spil,	T.	A.	M.,	2016.	The	social	strategy	cone:	Towards	a	framework	for	
evaluating	social	media	strategies.	International	Journal	of	Information	Management,	36(1),	
pp.	1-8.	
	
Golden,	M.,	2010.	Social	Media	Strategies	for	Professionals	and	Their	Firms:	The	Guide	to	
Establishing	Credibility	and	Accelerating	Relationships.	1	red.	New	Jersey:	John	Wiley	&	
Sons.	
	
Huotari,	L.,	Ulkuniemi,	P.,	Saraniemi,	S.	&	Mäläskä,	M.,	2015.	Analysis	of	content	creation	in	
social	media	by	B2B	companies.	Journal	of	Business	&	Industrial	Marketing,	30(6),	pp.	761-
770.	
	
Jackson,	D.,	2017.	Ultimate	Guide	to	Social	Media	Competitive	Analysis.	[Online]		
Available	at:	https://sproutsocial.com/insights/social-media-competitive-analysis/	
[Used	7	Mars	2017].	
	
Jussila,	J.	J.,	Kärkkäinen,	H.	&	Aramo-Immonen,	H.,	2014.	Social	media	utilization	in	business-
to-business	relationships	of	technology	industry	firms.	Computers	in	Human	Behavior,	30(1),	
pp.	606-613.	
	
Kaplan,	A.	M.	&	Haenlein,	M.,	2010.	Users	of	the	world,	unite!	The	challenges	and	
opportunities	of	Social	Media.	Business	Horizons,	53(1),	pp.	59-68.	
	
Kietzmann,	J.	H.,	Hermkens,	K.,	McCarthy,	I.	P.	&	Silvestre,	B.	S.,	2011.	Social	media?	Get	
serious!	Understanding	the	functional	building	blocks	of	social	media.	Business	Horizons,	
54(3),	pp.	241-251.	
	
Lacka,	E.	&	Chong,	A.,	2016.	Usability	perspective	on	social	media	sites'	adoption	in	the	B2B	
contex.	Industrial	Marketing	Management,	54(1),	pp.	80-91.	
 



    
 

45 

LinkedIn,	2017.	Fakta.	[Online]		
Available	at:	https://press.linkedin.com/sv-se/about-linkedin	
[Used	10	Maj	2017].	
	
Mintzberg,	H.,	1978.	Patterns	in	Strategy	Formation.	Management	Science,	24(9),	pp.	934-
948.	
	
Oza,	H.,	2016.	YouTube	One	Of	The	Fastest	Growing	Social	Media	Channels	Survey	By	
Hyperlink	Infosystem.	[Online]		
Available	at:	https://www.hyperlinkinfosystem.com/press-releases/youtube-one-of-the-
fastest-growing-social-media-channels-survey-by-hyperlink-infosystem	
[Used	2	Maj	2017].	
	
Pinheiro	Melo	Borges	Tiago,	M.	T.	&	Cristovao	Verissimo,	J.	M.,	2014.	Digital	marketing	and	
social	media:	Why	bother?.	Business	Horizons,	57(6),	pp.	703-708.	
Porter,	M.	E.,	1996.	What	Is	Strategy?.	Harvard	Business	Review,	15	November,	pp.	145-150.	
	
PwC,	2017.	The	Digitization	megatrend.	[Online]		
Available	at:	https://www.strategyand.pwc.com/global/home/what-we-
think/digitization/megatrend	
[Used	27	Mars	2017].	
	
Roland	Berger,	2014.	Digitalization	and	social	media:	Tomorrow's	companies	are	smarter,	
more	social	and	better	connected.	[Online]		
Available	at:	https://www.rolandberger.com/en/press/Digitalization-and-social-media-
Tomorrow%27s-companies-are-smarter-more-social-a.html	
[Used	14	April	2017].	
	
Siamagka,	N.-T.,	Christodoulides,	G.,	Michaelidou,	N.	&	Valvi,	A.,	2015.	Determinants	of	
social	media	adoption	by	B2B	organizations.	Industrial	Marketing	Management,	51(1),	pp.	
89-99.	
	
Skolverket,	2016.	Resurser	för	lärande,	källkritik	sociala	medier.	[Online]		
Available	at:	https://www.skolverket.se/skolutveckling/resurser-for-
larande/kollakallan/kallkritik/sociala-medier/fakta	
[Used	14	Februari	2017].	
	
Sobal,	A.,	2015.	30	Statistics	About	B2B	Social	Media	Usage.	[Online]		
Available	at:	https://www.weidert.com/whole_brain_marketing_blog/statistics-about-b2b-
social-media-usage	
[Used	25	Mars	2017].	
	
Stathopoulou,	A.,	Borel,	L.,	Christodoulides,	G.	&	West,	D.,	2017.	Consumer	Branded	
#Hashtag	Engagement:	Can	Creativity	in	TV	Advertising	Influence	Hashtag	Engagement?.	
Psychology	and	Marketing,	34(4),	pp.	448-462.	



    
 

46 

	
Statista,	2016.	Number	of	social	media	users	worldwide	from	2010	to	2020	(in	billions).	
[Online]		
Available	at:	https://www.statista.com/statistics/278414/number-of-worldwide-social-
network-users/	
[Used	16	April	2017].	
	
Statista,	2017.	Most	famous	social	network	sites	worldwide	as	of	April	2017,	ranked	by	
number	of	active	users	(in	millions).	[Online]		
Available	at:	https://www.statista.com/statistics/272014/global-social-networks-ranked-by-
number-of-users/	
[Used	8	April	2017].	
	
Tsur,	O.	&	Rappoport,	A.,	2012.	What’s	in	a	Hashtag?	Content	based	Prediction	of	the	Spread	
of	Ideas	in	Microblogging	Communities.	Seattle,	Washington,	USA,	WSDM	'12	Proceedings	
of	the	fifth	ACM	international	conference	on	Web	search	and	data	mining.	
	
Veldeman,	C.,	Van	Praet,	E.	&	Mechant,	P.,	2015.	Social	Media	Adoption	in	Business-to-
Business:	IT	and	Industrial	Companies	Compared.	International	Journal	of	Business	
Communication,	54(3),	pp.	283-305.	
	
Wilson,	J.	H.,	Guinan,	P.,	Parise,	S.	&	Weinberg,	B.	D.,	2011.	What’s	Your	Social	Media	
Strategy?.	Harvard	Business	Review,	30	Juli,	pp.	23-25.	
 

	
	
	 	



    
 

47 

8	Appendix	

8.1	Definitions	and	abbreviations 

	

B2B	 Business	to	business	

B2C	 Business	to	consumer	

Electronic	word	of	
mouth	

The	passing	of	information	from	person	to	person	by	oral	
communication	

Facebook		
A	social	media	where	the	user	can	add	“friends”,	
exchange	messages,	post	status	updates	and	digital	
photos	and	share	digital	videos	and	links	

Followers	 Persons	who	subscribe	and	receive	updates	from	an	
account	

Following		 A	person	is	following	an	account	when	he	or	she	
subscribe	and	receive	updates	from	it	

Instagram	
A	social	media	where	the	user	can	capture,	edit	and	
share	photos,	videos	and	messages	with	friends	and	
family	

LinkedIn		
A	social	media	where	the	user	handles	their	professional	
network.	It	works	as	a	forum	where	users	can	connect	
with	new	and	old	colleagues.	

Subscribers		 Subscribers	on	YouTube	are	the	same	thing	as	followers	
are	for	other	social	medias.	

Tweets	 The	name	of	the	messages	on	Twitter.	

Twitter		 A	social	media	which	works	as	a	micro	blog	where	the	
user	writes	messages	shown	on	the	user’s	profile	page.	

YouTube		

YouTube	is	a	video-sharing	social	media	which	allows	
users	to	upload,	view,	rate,	share	and	add	favorites,	
report	and	comment	on	videos	and	subscribe	to	other	
users.	
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