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Sammanfattning 
Internet med dess sociala nätverk som blivit till mediekanaler har kommit att förändra 
vårt beteende när det gäller hur vi kommunicerar och vad vi kommunicerar. Det senaste 
skiftet representeras av förskjutningen från datorn till mobilen dit alltmer aktivitet flyttas. 
Detta skifte beror på den snabba produktutveckling som skett, där mobiltelefonen idag har 
kommit att innehålla komponenter tidigare isolerade till datorer.  
 
Detta har påverkat företagens marknadsföringsstrategier. Rapporten bygger på meningen 
att använda äldre sådana, applicerade på nya mediekanaler inte är effektivt. Istället behövs 
nya strategier och metoder, och den interaktiva, sociala delen i hur företag kommunicerar 
sitt budskap till målgrupper har blivit allt viktigare. 
 
Syftet med denna rapport är att undersöka ett nytt verktyg som drar nytta av den mobila 
trenden när det kommer till social media och människors nya kommunikationsvanor. 
Produkten som representerar av det nya verktyget här föremål för analys, är Wrapp’s 
presentkortsapplikation.   
 
Vi syftar med analysen fastställa huruvida verktyget hjälper företag att skapa 
förespråkare av varumärken så kallade brand advocates. Datainsamlingen och analysen av 
Wrapp som ett varubyggande marknadsföringsverktyg är begränsad till den amerikanska 
marknaden och två av partnerorganisationernas Facebook kampanjer.  
 
Wrapp möjliggör för företag att ge ut gratis och betalda presentkort till Facebook-vänner 
genom en mobil och webbaserad applikation. I undersökningen har en intervjustudie där 
respondenterna representeras av Wrapp-anställda genomförts. I denna framgår 
respondenternas uppfattningar om i vilken utsträckning Wrapp’s applikation är ett 
varumärkesbyggande verktyg för företag, som skapar brand advocates.  En analys av 
Wrapp’s kampanjverktyg har också genomförts, för att se om verktyget visar exponentiell 
tillväxt och en viral spridningscykel vad det gäller antalet skickade presentkort från ett 
specifikt varumärke. 
 



Resultaten från analysen presenteras och paralleller dras mellan de empiriska resultaten 
och den teori som presenteras i litteraturen, främst gällande brand advocates, social media 
marketing, viral marketing och Word-of-mouth, WOM.  
 
Resultatet från analysen av kampanjverktyget visar att det på den amerikanska 
marknaden, ännu inte blivit en strategi som leder till en viral spridning och en exponentiell 
tillväxt i antalet skickade presentkort. Lärdomar från intervjustudien granskas och 
presenteras med syfte att komplettera resultatet från kampanjverktygsanalysen. Också 
för att få en bredare förståelse för vad som skapar brand advocacy kring ett varumärke. 
Till det kompilerade resultatet tillämpar vi en modell som i rapporten antas beskriva hur 
brand advocates skapas. Genom att göra detta når vi den huvudsakliga slutsatsen, att 
Wrapp inte nödvändigtvis skapar brand advocates men, möjliggör handlingen av brand 
advocacy.  
 
Modellen som sådan skulle kunna vara ett sätt för företag att undersöka huruvida nya 
sociala medierna skapar brand advocates, genom att undersöka och utvärdera de 
byggstenar som behövs för att ha en effektiv strategi vad det gäller opinionsbildning kring 
varumärket eller brand advocates alternativt handlingen av brand advocacy. 
 

 

Nyckelord 
Brand advocates, brand ambassador, brand champions, friend-2-friend marketing, mobile 
marketing, loyalty marketing, social media, mobile social marketing, social marketing, viral 
marketing, word of mouth, WOM  
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Abstract  
The Internet through social online networks and media has come to change our behavior 
when it comes to how we communicate and what we communicate. The latest shift is that 
from desktop to mobile, following the product developments happening with mobile 
phones making them smarter, portable and connected mini computers.  
 
This has had an effect on companies marketing strategies. To simply apply older marketing 
strategies on this new media channel is not sufficient. Instead new strategies and 
approaches are needed, and the social element needs to be implemented to a larger extent.  
 
The purpose with this report is to investigate a new social mobile marketing tool created 
by the tech start up Wrapp, and to analyse whether or not the tool helps companies create 
brand advocates. The data collecting and analysis of Wrapp as a brand advocacy tool is 
limited to the American market and two of the partner brands’ Facebook campaigns 
conducted in this setting.  
 
Wrapp enables for companies to give out free and paid gift cards to Facebook friends 
through and mobile and web based application. In the research an interview study where 
we asked respondents represented by Wrapp employees about their conceptions on brand 
advocacy and social media marketing was conducted.  An analysis of the Wrapp Facebook 
campaign tool was also done, to see if the tool shows exponential growth and virality in 
branded gift cards sent.   
 
Results are presented and efforts are made to draw parallels between the empirical 
findings and theory presented in the literature review concerning mainly brand advocates, 
social media marketing, viral marketing and WOM.  
 
The result from the Facebook campaign tool analysis shows, that the Wrapp tool on the 
American market is yet to become viral. From the interviews we examine and present 
results to complement this finding, also to get a broader understanding on what creates 
brand advocacy.  To the compiled results we apply a model assumed to describe how brand 
advocates are created.  By doing this we reach our main conclusion, Wrapp does not based 
on our analysis create brand advocates, but the act of brand advocacy.  



 
The model as such could be a way for companies to investigate whether or not new social 
media platforms create brand advocates, by examining and evaluating the building blocks 
necessary to have an efficient brand advocacy strategy.  
 
 
Key-words 
Brand advocates, brand ambassador, brand champions, friend-2-friend marketing, mobile 
marketing, loyalty marketing, social media, mobile social marketing, social marketing, viral 
marketing, word of mouth, WOM 
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Introduction 
This chapter contains an introduction of the field of study chosen for this thesis. The 
research question is stated, the purpose is explained and the delimitations are established. 
To allow for the reader to follow the content of this report with ease a disposition is 
presented at the end of the introduction.  
 
Today, many companies across different sectors are taking advantage of brand advocates 
by using them in order to create an identity for their brand that attracts their target 
audience. Traditionally, before the social media boom, companies have been using 
membership cards and coupons, gift-cards, direct mail and special offers to attract both 
new and old customers to their stores. 
  
With Internet 2.0, the way brand advocates communicate their message has both changed 
and evolved. It is now easier to reach out to new segments and markets, but in the same 
way it has become more complex and new strategies are needed to meet the changes in the 
social media communication landscape. 
 
Social media, with channels like Facebook and Twitter, has opened up a world of 
possibilities for companies to educate, inform and communicate with brand advocates as 
well as the average consumers. Companies also use blogs and web pages to reach target 
customers. In this report, focus is on how to increase engagement using new tools for 
communicating on the web. In this aspect brand advocates are viewed as highly important, 
but what should companies do in order to activate this group? A social media strategy is 
often time-consuming task and it can be difficult for companies to work with and maintain 
in an efficient way. 

Problem formulation  
Social media is by definition a changing and evolving media based on information 
democracy and fluctuations in opinion. Brand advocates building content around brands is 
therefore very important. It can never be controlled internally in the same way as a 
strategic marketing plan, in trying to do so companies are likely to undermine the value 
possibly created. When done right, the credibility and effect can by far exceed the 
traditional way of marketing.  Older channels earlier used by organisations to 
communicate their brand message through paid media, are not as potent as it used to be. 
Consumers are getting more advanced, and actually talk to each other about products and 
services on different social networks on the web. Therefore the need for an 
intercommunicative strategy to take part in the conversation, to address criticism as well 
as amplifying the good things being said, is needed.  To simply apply traditional marketing 
strategies to the online environment is not enough, new ways of accomplishing companies 
marketing goals has to be outlined and implemented.  
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Research question 
The problem formulation lays the foundation of the research conducted in this report. In 
order to investigate further a new strategy in working with online marketing using social 
media marketing tools, we focus on Wrapp, a tech start up, with a mobile and web based 
application designed to spread brands through social gifting and thereby increasing brand 
engagement and advocacy primarily on Facebook.  With our research we aim to answer the 
question: Does Wrapp help their customers (in the report referred to as customer brands) 
to create brand advocates? 
 
Does Wrapp create brand advocates for its customer brands?  

Purpose 
The purpose is to investigate the possibility of creating brand exposure and buzz through 
identifying primarily brand advocacy, figure 1, in social media forums like Facebook using 
an application connected to the social network. We fulfil our purpose by investigating 
Wrapp’s product as a strategy to achieve this. In a broader sense our purpose with this 
report is to gain insight and understanding in the new era of social media marketing. 
If we successfully conduct this research and analyse our findings with the theoretical 
model chosen, this could be applicable to other companies and their work in building 
engagement around their brand. It is our opinion that to increase the amount of brand 
advocates should be a crucial part in all companies’ pursuit of a successful social media 
strategy. Achieving this increases brand equity and good will in the new democratic 
marketing environment, in which we all participate. 

 
Figure 1: Average consumer and brand advocates, approximate distribution (Conroy, 2010)  
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Delimitation 
The empirical research is limited to Wrapp’s application as a new social media-marketing 
tool. In our theoretical analysis we only discuss common theories on word-of-mouth 
(referred to as WOM), brand advocates, social media, social marketing and viral marketing. 
We have further chosen to focus only on Facebook as a social media platform since it is a 
well–established social network that is not growing significantly in the U.S., the part of 
Wrapp’s global presence investigated. Because of data constrain, the Wrapp-user 
perspective is excluded from the case study. 

Disposition 
Introduction This chapter contains an introduction of the field of study chosen for this 
thesis. The research question is stated, the purpose is explained and the delimitations are 
established. To allow for the reader to follow the content of this report with ease a 
disposition is presented at the end of the introduction.  
 
Literature review Relevant theories are presented, aiming to enable a broader 
understanding on how brand advocates can be created, or activated. Theories like; viral 
marketing, word-of-mouth and brand advocates are the main focus. In the literature review, 
a segment aiming to give the reader a quick overview of common social media channels is 
presented. In this segment, Facebook is explained in greater detail, since it is the channel 
with the highest relevance for the report. 
 
Methodology To successfully conduct research a structure have to be chosen. The paradigm 
and methods is selected and presented. The chapter describes how data is collected, a model 
is presented in order to analyse and interpret the data.  The quality of the research is then 
discussed through generalizability, validity and reliability. We have followed the guidelines 
for conducting Business research presented in the book: “Business research – A practical 
guide for undergraduate & postgraduate students.  
 
Empirical framework To successfully conduct research a structure have to be chosen. The 
paradigm and methods is selected and presented. The chapter describes how data is 
collected, a model is presented in order to analyse and interpret the data.  The quality of the 
research is then discussed through generalizability, validity and reliability. We have 
followed the guidelines for conducting Business research presented in the book: “Business 
research – A practical guide for undergraduate & postgraduate students.  
 
Result In this chapter the result of the Facebook campaign is presented in two graphs, the 
interview respondents answers in full can be seen in the Appendix: Appendix Interview   
 
Analyse An analysis of the results from the interviews and the Facebook campaign tool has 
been made and efforts are made to draw parallels to key findings in the literature studied 
and presented in this report. In order to apply our proposed model (see figure 9) for creating 
brand advocacy on our research and reach a conclusion, we have separated and applied 
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different parts of it to our different data sources. The Facebook campaign tool has been 
analysed using Wilsons bullet points for a successful viral campaign, that is if it shows 
exponential growth.  
 
Discussion and conclusion In this section, a discussion based on the analysis is presented 
and the main conclusion is drawn. In the conclusion, key findings from the analysis are 
presented. The text begins with a short presentation of the adopted model broken down, 
where it is also stated whether or not the different elements proclaimed to create brand 
advocacy are represented within the Wrapp service. Then a paragraph criticizing the thesis 
is presented. The section ends with some suggestions on further research.  

Contribution 
Social media marketing is as stated earlier an ever changing environment for marketers to 
explore. We will in this report examine a new tool that claims to help marketers in their 
mission to strategically take advantage of the new media channels available. We hope to 
shed some light on what factors are important when creating or enhancing brand advocacy 
in the social media environment. We do this by attempting to evaluate Wrapp’s product as 
a brand advocacy tool.  
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Literature review  
Relevant theories are presented, aiming to enable a broader understanding on how brand 
advocates can be created, or activated. Theories like; viral marketing, word-of-mouth and 
brand advocates are the main focus. In the literature review, a segment aiming to give the 
reader a quick overview of common social media channels is presented. In this segment, 
Facebook is explained in greater detail, since it is the channel with the highest relevance for 
the report. 

Theoretical framework 

In order to be able to answer our research question, key items in the literature concerning 
brand advocacy are defined. The case company is based on the Web 2.0 why it’s then 
important to understand the existing and new marketing theories operating the social web. 
By first investigating different social media tools we could narrow down the litterateur to 
word-of-mouth, viral marketing and brand advocate.  

Finding relevant literature 
In our search we have looked for definitions on what brand advocates are, how companies 
can turn the WOM mechanism into brand advocacy. In the research the following key 
words were used: 
 
Brand advocates, brand ambassador, brand champions, friend-2-friend marketing, mobile 
marketing, loyalty marketing, social media, mobile social marketing, social marketing, viral 
marketing, word of mouth, WOM 

Introduction 
Some of the factors included in the definition of brand Equity is listed below:   
 

“The value added inherent in a brand” 
“The reason consumers pay more for a brand” 
“The durability of a brand” 
“The power of a brand to maintain share of market, ROI, and cash flow” 
“The brand’s franchise and the loyalty it commands” 
“ The set of brand assets and liabilities that add or subtract form the value provided 
by a product or service to a firm and/or the firm’s customers” 
(Vardis, 1998) 

 
In order to increase a brand’s equity you have to start by creating a strong brand identity. 
(Brandidentityguru) The brand Identity is the core of the brand, and the highest level of 
influencer of the brand equity. The identity describes the reason why and how costumers 
want to be loyal to the brand and if a consumer chooses to advocate the product or service. 
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(Vardis, 1998) The creation of WOM, word-of-mouth can spread the brand identity over time 
and increase the loyalty customers feels towards the brand. (About.com) It’s crucial to 
follow the pattern of your most loyal customers and brand advocates, in order to increase 
brand equity. A third of a brand’s customer base is responsible for 80 % of sales. (Vardis, 
1998) 
 
As stated there are relations between brand equity and the view individual consumers 
have of a brand, a kind of costumer-based brand equity. With this the differential effect of 
brand knowledge is referred to as having an impact on how marketing from a certain brand 
is received by consumers. There can be positive or negative customer-based brand equity to 
be had; this is measured by comparing reactions to a brand compared to reactions to its 
”unbranded” counterpart. Brand awareness and brand image are components in building a 
brand’s customer-based brand equity and if it is positive or negative is dependent on the 
amount of positive associations customers have to a brand, how engaged they are in a 
brand.  (Keller, 1993) 
 

Social media 
The term social media can be defined as: “…a group of Internet-based applications that build 
on the ideological and technological foundation on Web 2.0, and that allow the creation and 
exchange of User Generated Content” 
(Haenlein, 2012).  
 
The goal with social media marketing 
is to create awareness of a particular 
brand, to communicate the brand 
message and connect with customers; 
and ultimately to increase sales by 
participating in social media and 
social networking, figure 3. The key in 
social media is to figure out how to 
use the tools strategically (Ross, 2011).  
Social networking has increased 
rapidly and has transformed the way 
we use the web. Today over 700 
million people are on Facebook. Prior 
to this, a traditional offline marketing 
strategy was viewed as sufficient. 
Now, in order to connect with 
customers, a social media marketing 
strategy is necessary. Through the 
social networks, in contrast to 
traditional media channels, companies are able to interact with their customers and make 

Figure 2: Social Media Re-explained (Reerslev, 2012) 
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them an integrated part of their marketing strategy. This could potentially give the 
companies an active fan base.  This direct communication also allows for brands to get to 
know their customers in more detail. (Usborne, 2011) 

Social media channels – A quick overview  
When building a social media strategy, there are different web and mobile platforms 
companies can use (see figure 3). Focus should not be on being on each and every one of 
these platforms; they are a toolbox to pick and choose from and not a checklist. (Haenlein, 
2012) 

Twitter 
“A tweet is a unit of a total of 140-character and it allows you to share and discover what 
happens in the world“ (Twitter, 2012).  
When Twitter was launched it was defined as a micro-blog (Haenlein, 2011). Today, 140 
million people use Twitter to communicate and re-tweet content, meaning the act of 
answering publically to other tweets. If you continuously have a lot of information to 
share, Twitter is a good option. Press releases for instance, can easily be shared and find its 
way through the Internet using Twitter (Haenlein, 2012). 

Facebook 
Facebook is the modern way of communicating. Facebook is now the Internet forum, on 
which people spend the most time, according to Business Insider (Lie, 2010). It is the most 
popular social network (Usborne, 2011). The users profile page is presented as a timeline, one 
of the biggest new features on Facebook (during the transition some people still uses the 
wall as a profile page). On the timeline, the user can share their stories, photos, big events 
etc. and integrate with their network of friends. The user can control the security setting 
on the timeline, delete post or hide them. All of the updates made on bye people in network 
appear in your overall news feed. (Facebook a) 
 
With Facebook, brands can easily map their customers’ wants and needs. Facebook has 
given companies new tools for reaching in, up or beyond their segment. This is something 
that companies use to a growing extent for marketing and value creating purposes; the 
number of users on Facebook is constantly increasing. 85 percentage of all Facebook users 
under 40 use Facebook at least once a day. (Edman, 2011) The average Facebook user in the 
US has 234 friends as of December 31th 2011. (Backstrom, 2011).  

Facebook’s open graph means many opportunities for marketers 
The Facebook open graph basically means a mapping of peoples‘ relationships – how they 
are connected to each other and what interests they share. This has resulted in many 
opportunities for brands to socialize with their customers, to communicate and develop a 
branded customer experience by interacting, and posting offers, poles and contests, 
basically, to exploit their brand advocates’ efforts in an effective way.  As customers are 
getting more active, marketing strategies using the Facebook open graph aims to shape and 
steer what is being said to create the largest possible gain; to “cultivate the social Word-of-
Mouth at scale”. This amplifies advocacy and awareness and it leads to customer 
acquisition, in addition to from market insight. (Extole Inc, 2012) 
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Foursquare 
With Foursquare, users can tell the world where they are, share different spots, write 
recommendations and play the game of Foursquare. What you as a user do is to “check in” 
where you are as often as you can, competing with friends. By doing this users earn medals 
and local specific “mayorships”. Users can also explore different neighbourhoods, see what 
restaurants friends have visited. One can also see which restaurants are the most popular 
ones according to other Foursquare users. When users “check in” on a given spot, they are 
also given the ability to write recommendations visible for everyone on Foursquare.  
(Foursquare, 2012)  

Instagram 
Instagram makes it possible to instantly upload and share pictures taken with your smart 
phone. Users can edit pictures before uploading them and it’s easy to spread pictures to all 
the users networks at once, because of the integration with Twitter, Foursquare and 
Facebook. Within the application you can comment on the pictures of your friends and 
other people that you follow. (Instagram, 2012) 

Google + 
Google + can be described as a mixture of Twitter and Facebook. Trough the user’s profile 
they can share content within the different user created circles, by classifying connections. 
The user can choose different security setting, deciding which circle sees what. The stream, 
which is similar to the news feed on Facebook, is where you can see information from a 
particular circle you have chosen to follow. Google + has great resemblance to Facebook 
and is basically just a different way of doing the same thing. (Strickland)   
 

LinkedIn 
The Web 2.0’s version of the employment agency, on LinkedIn, focus is placed on profession 
and career. Head–hunters use LinkedIn on a daily basis. On LinkedIn, users can add their 
working experience, working skills and send messages to people that they don’t know but 
might want to know professionally. It is easy to search different companies and to find out 
where your friends are working. (LinkedIn, 2012) 

Youtube 
Youtube’s vision is that everyone’s voice should be heard. The service lets everyone share, 
view and comment on videos. Users can search by content, name, different categories and 
user profiles. Every minute, 48 hours worth of video material is uploaded and shared. A 
video uploaded on Youtube, is not allowed to exceed a time length of 15 minutes. Youtube’s 
partners, can upload commercials movies. This is a common way to create brand awareness 
and buzz. (Youtube, 2012) 

Pinterest  
Pinterest is a virtual version of the pin board. It lets users share pictures you found on the 
web and organize them in a number of ways using personalized pinboards.  They often 
have themes and express different things, such as wish lists or inspiration for interior 
decorating. One of the most popular and trendy things to “pinboard” is inspiring wedding 
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pictures. By sharing the pinboards with others within the network users can both inspire 
and be inspired. Many e commerce sites have implemented the Pinterest pin-button, which 
allows customers to add pictures of products they like to their different pinboards. 
(Pinterest, 2012)  

Mobile social media 
In addition to the definition of traditional social media, made by Haenlein and Kaplan in 
2012, mobile social media can be defined as: “ A group of mobile marketing applications that 
allow the creation and exchange of user-generated content.” (Haenlein, 2011) 

The mobile phone as a media channel 
Over a hundred years ago there were four main media channels: printed media, recordings, 
cinema and radio.  In the 1950’s TV also became one of these main media channels, and in 
the 1990’s the Internet era began.  At the turn of the century, around 2000, the mobile 
phone became more dynamic and started being referred to as a media channel. In contrast 
to the traditional media channels, the mobile phone has great advantages when it comes to 
communicating and reaching out to a targeted audience. It has been said that the mobile 
phone as a media channel is as different from the Internet, as TV is from radio.  (Abonen, 
2008) 

From mobile phone to smart phone 
The mobile phone has become significantly smarter. There are a few key characteristics 
that separate the smart phone from what is simply called a mobile phone or cell phone. 
Smartphones are built upon an operating system that allows for the running and 
downloading of applications or “apps” from third party manufacturers. The two main 
operating systems are Apple’s iPhone iOS and Google’s Android OS.  Applications are 
available on the mobile manufacturers' own software stores and allows mobile phones to 
perform the same tasks as computers. This increase in functionality has lead to bigger 
screens.  There is a variety of different apps, from personal and business finance managers, 
to photo editors, games and music players. Which apps a certain phone can run depends on 
what operating system the phone uses. Another key characteristic is the possibility to 
browse the web. (Cassovoy, 2010)  
 
According to the new market research report done by MarketsandMarkets, “World Mobile 
Applications Market (2010-2015)”, the mobile applications market worldwide will be worth 25 
billion dollars in 2015, up from 6.8 billion USD in 2010. In the analysis a few key contributing 
parameters was detected, amongst them the emergent adaptation of smartphones as well 
as uninterrupted increase in application usability. (Wauters, 2011)  

There’s an app for that  

iPhone OS vs Android 
iPhone is a smartphone developed by Apple. The first iPhone model was launched in the 
U.S. in 2007 and was a huge success.  There are now four generations of iPhones, all based 
on the Mac operating system. This operating system is available only to Apple’s own 
products. Therefore, the iPhone is the only smartphone that uses this operating system. 
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The launch of the iPhone revolutionized the development of mobile phones. The iPhone 
opened up a whole new market for companies that saw the phone as a new media 
channel. (Apple, 2012)  
 
Android was the result of an alliance of companies with interests in mobile technology and 
development, including Google, Texas Instruments, HTC, Intel, LG, Motorola and 
Samsung. The association was called the Open Handset Alliance and it was trying to create 
common standards for developing mobile platforms and related components. Another 
important goal was to increase competition against other manufacturers, such 
as Apple. Unlike the iPhone, phones using the Android operating system are not restricted 
to a specific manufacturer. The operating system is developed primarily by Google and 
open source, which means that the application code can be freely used and further 
developed by the user. This is an opportunity for innovators who want to create their own 
attractive products and services using a specific platform. (Hessel, 2010) 
 
The biggest platform is Apple’s App store.  App developers can only upload Apple approved 
apps to run on the iOS operating system. (Gartner, 2010) Google Play (formerly known as 
Android market) have become one of the fastest growing platforms with a weekly growth 
rate of 1,9 percentage. (Research2guidance, 2011) The broader demographic segment now 
downloading apps partly explains the market growth. It used to be people in the ages 18-24, 
now also entailing the segment of people in the ages 35-44. In 2010 the average smartphone 
user downloaded one app per month. (Nielsen Company, 2012) During 2011 this number 
increased, table 1. (Google/Mobile Marketing Association, 2011) 
 
 Average Number of 

Apps Installed 
Average Paid Apps Average Apps Used 

in Past 30 days 

United States 23 5 10 

United kingdom 23 8 9 

France 27 5 11 

Germany 21 10 9  
Table 1: App information, (Google/Mobile Marketing Association, 2011) 

The Mobile phone is becoming increasingly social with apps  
As previously stated, how we use mobile phones has changed drastically since the 
introduction of micro-browsers and mobile applications that provide continuous 
possibilities for consumers to do their everyday errands as well as keeping them 
entertained and connected all through the day. (Barnes, 2002)  A continuous improvement 
in speed and connection has made it possible to develop more advanced technical mobile 
services – music downloading being a huge one amongst other applications. With the 
mobile revolution and the introduction of post-PC computing people are no longer trapped 
behind their desktop, they are carrying around their computers and the entire web in their 
phones. (Google/Mobile Marketing Association, 2011)  

Classification of marketing mobile applications using the “Push Pull matrix” 
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With a push marketing strategy, the sender of the message controls what is being said, in 
what way it is being said and how it is received to a large extent. The aim is to ”push” a 
message into the mind of consumers, informing them, where as a pull strategy moves that 
control over to the receiver. The pull strategy, table 2, has gained importance along with the 
development of the social media based Internet. Marketers should avoid push and more 
focus on creating pull. (morebusiness.com, 2008) 
 
 Trigger of 

communication 
Push  Pull 

Degree of consumer 
knowledge 

High Victims:  mass 
messaging, sending 
un personal calls of 
action to huge 
amounts of 
customers 

Patrons:  To offer 
subscriptions on 
updates from for 
example an 
organisation or 
celebrity 

 Low Strangers: 
Mobisodes is a good 
example, it means to 
insert short 
commercials into 
mobile movies  

Groupies: Quick 
Response codes (QR-
codes) to scan in 
order to get 
exclusive content, 
often commercials 

Table 2: "Push Pull matrix" Classification of marketing mobile applications (Kaplan, 2011) 

• Low knowledge/push: Mass marketing, a general message communicated to a large 
number of mobile users or “strangers”.  

• Low knowledge/pull:  To receive the message is optional and no identification is 
necessary in order to subscribe to a certain message, this group is referred to as 
groupies in the classification.  

• High knowledge/push: The sender of the message that is being communicated 
without permission knows the receiver, hence the reference to the group as victims 
in the classification. 

• High knowledge/pull: Receivers actively take part and permit the information flow 
disclosed by the sender. They also allow for the sender to get to know them, by 
giving out their personal information such as gender and age, location and interests 
amongst other parameters, above referred to as patrons.    

(Kaplan, 2011) 
 

Classification of mobile social applications  
When classifying mobile social applications, table 3, time and location sensitivity are 
important factors, since new technology such as GPS and Bluetooth makes it possible for 
marketers to know the exact location of a particular mobile device at a particular moment 
in time. (Kaplan, 2011) 
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Table 3: Classification of mobile social applications (Kaplan, 2011) 

Most people are willing to disclose information about them, if it contributes to them 
strengthening their self-image they want to achieve or if it has a positive effect on how 
others view them.  Parallels can also be drawn to impulsive theory, the same behaviour 
that makes us buy a chocolate bar when we are hungry is what triggers us to post a 
Facebook status update on our way to work. For friends and family who reads the updates 
it is more about keeping in contact without actually being in contact, staying in the loop of 
each other’s lives.  Mobile social applications is more efficient way for companies to 
distribute a relevant message, often with a time limit to make the call to action even 
clearer. These are often shaped as sweepstakes or competitions to increase the level of 
entertainment the consumer experiences. (Chandon, 2000) 

  

 Location-
sensitivity  

NO YES 

Time-
sensitivity  

YES  
Quick-timers: Transfer of 
traditional social media 
applications to mobile devices, in 
order to increase immediacy 
(Twitter messages or Facebook 
status updates 
 

 
Exchange of messages 
with relevance for one 
specific location at one 
specific point-in time 
(Foursquare)  
 
 

 NO Transfer of traditional social 
media applications to mobile 
devices (watching Youtube videos, 
reading a Wikipedia entry) 

Exchange of messages, 
with relevance for one 
specific location, which 
are tagged to a certain 
place and read later by 
others (Yelp) 
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Social media channels and Word of mouth (WOM) 
Social media with its ever-expanding forums has lead people to communicate more in 
general, including things that they are truly passionate about or issues they have strong 
opinions in. A forum where the communication takes place has become a dream spot for 
brands to be mentioned in. It adds to the credibility of the brand when friends do the 
recommendations.  Since this process is consumer driven, it also helps the company to 
reach their target audience without having to make large investments. There are many 
niche social networks. One example of a niche social network is CaféMom, a social network 
for mothers, where American toy maker Playskool decided to send out toy kits to all the 
members in the network and thereafter encouraging them to discuss their experience with 
their products in the social network forum. Companies that have these kinds of strategies, 
benefit from them by the direct response and feedback from the targeted audience. The 
marketing effort is more a discussion than information between the company and its 
customer. (Keller, 2008)  

The 90-9-1 rule describes different online behaviours 
The 90-9-1 rule, figure 3, illustrate how certain 
behaviour are distributed over people on social 
media networks, figure 3. According to this rule 
one percentage of all Internet users are the ones 
who create content on the Internet. These are 
referred to as creators. They are highly active on 
social networks and they trigger the sharing of 
the material. They are the ones who initiate the 
WOM-process. The 9 % are the ones who take 
part of the content the created by the 1.1 %. 
These are referred to as the editors. They 
comment on the content and spread its message. 
The 90 % is the audience. They are the ones 
called lurkers. They do not partake in the 
spreading of WOM, they are simply final receivers 
of the content. (Conroy, 2010) (Presentation held 
by Vanessa Meyer, April 5th, 2012) 

How to create WOM  
Studies have shown that 82 percentage of the fastest-growing private companies use WOM 
technique in their marketing strategy (Ferguson, 2008). Like traditional marketing, 
companies aim at a target audience consisting of the type of customers they want. The goal 
is then to get the targeted audience to spread the word to others in their clique, since it is 
likely that these also fit the targeted customer profile. Key is to find those people with the 
highest probability of spreading the word, the active ones, or the opinion leaders. Efforts 
have been maid to describe people’s different behaviour while browsing the Internet. 
Efforts have also been made to identify what will work and what will not, when it comes to 
WOM strategies. Below is a table displaying the “BzzAgent’s WOM Dos and Don’ts”. (Keller, 
2008) 

1 % Creators

9 % Editors

90 % Audience 

Figure 3: 90-9-1 rule (Presentation held by 
Vanessa Meyer, April 5th, 2012) 



Liva Lager 
Charlotte Ekenger 

 21 

 
“- “Pay” With Feedback You don’t need to pay cash to get someone to say something about 
your product – they’re already doing it. Find a way to let your customers communicate with 
you, then listen to them and provide them real support and appreciation. They’ll volunteer to 
help a brand that let’s them be part of the process.” (Keller, 2008) 
 
“- Insist in openness Campaign success – and perhaps your company’s reputation – hinges 
on the openness of your WOM participants. If you’re creating an organized WOM program, 
require that your volunteers are aboveboard.” (Keller, 2008) 
 
“- Demand honesty If you listen closely, you’ll realize that honest opinions influence 
purchasing decisions more so than questionably positive opinions. “ (Keller, 2008) 
 
“- Help Customers Tell Stories – Consumers place products in the context of their daily lives. 
If a runner’s footwear helps her set a personal record in a marathon, she doesn’t exclaim, 
“Just do it!” Rather, she talks about how the sneakers benefited her stride. In a word-of-
mouth campaign for Levi’s brand of pants Dockers participants described the pride of being 
dressed sharply at social events. Provide your customers with tools to help them share their 
real stories more effectively. “ (Keller, 2008) 
 
“- Don’t script  - For years marketers have delivered their messages, as taglines that make 
every product sound perfect. Forcing word-of-mouth participants to repeat these messages 
is awkward and unnatural. Worse still is asking is asking participants to repeat a marketing 
script of a perfect opinion that’s not their own. Communicate the history, benefits, and 
unique attributes of your product to those who volunteer to experience and discuss it- and 
then get out of the way. “(Keller, 2008) 
 
“- Don’t plan – Word-of-mouth is a spontaneous event. It can happen at any time or 
anywhere – and yes, it cannot happen, even when you want it to. If you try to force WOM to 
take place when it’s not appropriate or comfortable, the result will no longer resemble real 
WOM. The key is to help people become more conscious of their opinions. They’ll share them 
when others are really listening.” (Keller, 2008) 
 
“- Don’t sell - Odds are your company employs a trained and qualified sales force. Let them 
do their job and let word-of-mouth volunteers do theirs. No one likes to be forcibly sold a 
product. We like to learn the pros and cons and then arrive at our own decision. Your word-
of-mouth volunteers are not sales people. They are siblings, friends, coworkers, and 
accidental acquaintances.” (Keller, 2008) 
 
 “- Don’t ignore – Listening to word-of-mouth about your product can be like a trip to the 
dentist: It’s uncomfortable for a moment, but the benefits last a lifetime. However difficult 
the feedback may be to hear, it is even more powerful to incorporate. Honest WOM provides 
you with a unique opportunity to use real opinions as an incredible feedback loop; and the 
more you listen and perfect your product, the better the WOM will become”. (Keller, 2008) 
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WOM – receiver perspective 
The receiver of the WOM gets affected both rationally and emotionally. This influences the 
perceptions of products and services and it ultimately affects purchase decisions.  Studies 
have shown that the effect of WOM is the highest the closer you get to making a purchase 
decision, where positive WOM reduces the perceived risk. “Positive WOM reduces risk 
during the evolution stage of the consumer purchase cycle” (Mazzarol, 2008). 
 
WOM is considered a highly effective brand positioning strategy that affects both 
rationality and emotions for the receiver of a certain message, compared to information 
from organizations themselves. When a sender of a message is perceived as objective the 
level of credibility, relevance and empathy increases, even more so if the message is derived 
from personal experience and formulated in a story telling manner. This in turn influences 
the perception of the product and service that then ultimately effect the purchase decision. 
Studies have shown that the effect of WOM is at its highest potential costumers are close 
to making a purchase decision. Here positive WOM reduces the perceived risk (Mazzarol, 
2008). Positive WOM can increase the possibility of a purchase being made. “Positive WOM 
reduces risk during the evolution stage of the consumer purchase cycle” (Mazzarol, 2008) 
 
A focus group research session shows that how the WOM is submitted, i.e. how a receiver 
perceives the information, also bares significance. Richness and storytelling has a strong 
amplifying effect on the level of impact. (Mazzarol, 2008) 
 
The WOM-model, figure 4, 
shows a series of triggers 
and conditions that 
promote and enhances 
WOM. It also shows when 
someone through WOM 
reduces the feeling of risk 
of buying for the receiver. 
This model can be used as 
a platform to examine 
WOM in detail. But the 
model for marketing 
should be more complex 
than this, with regards to 
timing and the right place 
to hand the information 
(Mazzarol, 2007). If you as a 
consumer feel obliged to recommend a product or service this might cause negative 
feelings which in turn affect the brand negatively, people are more prone to take part in 
negative WOM then positive. (Uggla, 2006)  
 

  

Triggers (giver)
Responding to 

recognised need
Serendipity

Adv/Promotion

Antecedents (giver)
Service quality

Satisfaction 
Value

Word of Mouth (giver)
Valence (+ or -)

Richness of message
Strenght of advocacy

- Strenght of 
communication

- Recommendation 
explicit/implicit

Conditions (giver)
Organizational advocacy

Closeness of giver and 
receiver

Self-confidence of giver
Low risk associated with 

communication

Outcome (receiver)
Expect value

Expect service quality
Perceived risk in buying 

reduced
Improved product 

perceptions

Figure 4: WOM-model (Mazzarol, 2008) 
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Brand Advocates 

What is a Brand Advocate?  
In a recent study by Deloitte that aims at identifying a brand advocate and analyse social 
medias effects on their behaviour, the following key identification parameters were 
detected: 

• “Brand advocates spend significantly more than the average consumer on their 
favourite brands” 

• “Brand advocates are a small but very involved segment” 
• “Brand advocates are important as influencers, yet are open to influence” 
• “Brand advocates are hard to win over, but worth the effort” 
• “Once a brand advocate, not always a brand advocate” 

(Conroy, 2010) 
 
A brand advocate can be described as someone who goes out of their way to evangelize a 
certain brand and its products to peers without any compensation from the brand that 
they are promoting. The brand advocate’s key characteristics are displayed more 
thoroughly in graph 1. Brand advocates are also often called customer advocates, WOM 
champions, customer champions, and customer evangelists.  Advocates can be your most 
important assets when it comes to marketing and sales. Many large companies have built 
their business without any traditional marketing, and their success has been, and still is, 
dependent upon their loyal fans or advocates. Zappos, Trader Joe’s, Amazon, Method, Red 
Bull, The Body Shop, Google and Sodastream all built their brand with brand advocates. 
The same goes for three of the largest social media sites: Twitter, Facebook and LinkedIn. 
They all spent zero on marketing, they got recommended by early adopters that spread 
their product to friends that spread to their friends and so on, advocates using social media 
to spread the word.  (Fuggetta, 2012) 
 
“You might spend millions of dollars on elaborate marketing campaigns.  But there is 
nothing more powerful than a trusted recommendation from a Brand Advocate.” (Fuggetta, 
2012) 
 
Studies show that one in four adult Americans is a brand advocate online. This means tens 
of millions of brand advocates in the US alone and billions worldwide. (Fuggetta, 2012)  
 
There are those more prone to recommend products and services than others, so called 
habitual recommenders.  Today almost everyone passes a recommendation now and then. 
Since many companies have realized the power of advocates they strive to maximize the 
amount of opportunities customers are given to tell their stories and share with others. 
The main reason for advocates power and significance is trust. We tend to trust our family 
and friends to a much greater extent than we would ever trust an ad, since they know 
advocates don’t have anything to gain by recommending a certain product or service. If 
companies decide to try and pay for referrals that trust gets destroyed.  (Fuggetta, 2012) 
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Graph 1: Brand advocates Unique Lifestyle characteristics, in percentage (Conroy, 2010) 

Key differences between brand advocates and ambassadors  
Brand representatives can be divided into two groups: Brand ambassadors, consisting of 
celebrities (for example, through endorsement) – known examples being Michael Jordan 
for Nike’s Air and Pierce Brosnan for Omega. The second group consists of truly engaged 
customers; enthusiastic fans referred bran to as advocates that evangelise your brand, 
some times also referred to as customer evangelists. (Kitchen, 2008) (Schneider) Key is to 
give the two different groups the opportunity to tell the company story. For brand 
ambassadors the incentive is mostly monetary rewards or other perks provided by the 
company utilising them. They are the brands official representatives with a goal to increase 
brand awareness, equity and sales. (Brandembassy.com) Brand ambassadors, in difference 
from brand advocates, doesn’t have to love the brand, but have to be well informed about 
the company’s mission:  
 

• “Make it a brand policy that goes above and beyond what is expected” 
•  “Get bodies in front of customers, don’t reply to heavily on email” 
• ” Look for ways of enhancing the relationship with customers (track their personal 

and professional motivations)” 
•  “Provide customers with apparel festooned with the brand logo and/or positioning 

statement” 
•  “Record testimonials from customer advocates, (don’t pay for these statements)” 
•  “Quickly address problems and issues with professionalism” 
•  “Nurture loyalty among customers by building relationships from sales 

transactions” 
• ” Keep customers on top of changes and improvements to the brand” 

(Roach, 2008) 

I want to be recognized an an individual with individual needs

I am very busy so conveniance is key

I am social and outgoing

I am a perfectionist

I like to buy the newest products the second they are released

I am careful with money
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Creating Brand advocacy  
The general rule for brand advocates is to never pay or incentive them to recommend 
brands. (Brandembassy.com) Instead encourage them to share their opinion (Conroy, 2012) 
that can be done by creating loyalty programs, send out surveys to be sure that the 
company meet their expectations. By giving out branded gifts, companies can better the 
possibility of the brand being noticed by a brand advocate’s friends. (Roach, 2008) Normally, 
in viral marketing, the ones spreading the message are the brand advocates. To choose 
customers as Brand advocates is to take ones relationship marketing to the next level.  One 
of the purposes to invest in Brand advocates is the credibility that ordinary people hold 
and that companies often lack. Happy and satisfied customer communicates paint a 
positive picture of the company and that is the best WOM a company can get. Some think 
that it is better to invest in brand ambassadors like key persons, key opinion leaders, key 
buyers and so on, instead of investing in the average customers. But if you invest in 
customers you get a higher credibility, then the other option can give. (Kitchen, 2008)  
 
Below are the top ten advantages with using brand advocates in the sense of what they are 
able to do for a brand. 
 

•  “Give you referral leads and help sell your products and services, serving as a virtual 
sales force.” 

• “Write highly positive reviews of your products and services, boosting your online 
ratings.”  

• “Create glowing testimonials about their experiences with your company or 
products.” 

•  “Answer prospects’ questions, overcoming buyers’ objections and reducing shopping 
cart abandonment rates.”  

• “Share your content and offers with their social networks, driving referral leads, 
clicks and sales.” 

• “Help you to launch new products.” 
• “Create better ads than your high-priced ad agency and more compelling copy”  
• “Defend your cherished company and brand reputation from detractors” 
• “Alert you to competitive threats and market opportunities.” 
• “Give you profitable ideas and product feedback.”  

(Extole Inc, 2012) 

Relationship marketing the environment of the Brand Advocates 
Relationship marketing is marketing based on communication, which differentiates it from 
traditional marketing that has more of an informative approach, where the sender aims to 
convey a positive message about its product or service. The term interactive marketing is 
often used to describe the same phenomenon and it indicates the functionality – that all 
parties have the ability to communicate, often in real time using electronic environments, 
including mobile communications. (Fill, 2009) 
 
The two-way model that interactive marketing builds upon also allows for all the 
participants to contribute, referred to as user generated content.  Examples of user-
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generated content are among others blog posts, twitter feeds, Facebook status updates and 
posting a video on YouTube.  The online environment has had a huge impact on marketing 
communication where interactive marketing communications has a major part. In the 
early 1990’s marketers simply applied traditional offline marketing strategies and adjusted 
them to the web environment, which was proven not effective rather fast.  (Fill, 2009) 
 
One adjustment that has been made which is frequently used by retailers amongst others 
is interactive online sales promotions. The most common examples of interactive sales 
promotions are sampling, free gifts, e-coupons, price deals and competitions. Incentivizing 
with these kinds of sales promotions can be a way to retain customers and get new ones 
and at the same time get valuable information about the market when customers enter 
their information in order to participate. Buying clicks and optimizing search engine 
results, paid ads and sponsored links also falls under the category interactive marketing 
communication. But paid services do suffer from a lower credibility than other options 
that the online marketing presents. (Fill, 2009) 
 
Out of the above-mentioned interactive sales promotions, e-coupons are experiencing a 
significant growth and development at the moment. (Fill, 2009) 
 
“If traditional forms of sales promotion might be in need of innovation, the use of Internet to 
deliver risk-free sampling and trial opportunities, involving trivia games, interactive loyalty 
programs, instant-win gratification experiences, plus other opportunities to earn points and 
prizes, reflects an industry determined to adapt and reinvent itself. “ 
(Fill, 2009) 
 
Interactive communications and sales promotion affect the way the customers feel about a 
brand. Because of the correlation, a fail to meet expectations leads to an overall 
disenchantment of the experience. The relationship between brands and consumers has 
always depended upon satisfying and meeting expectations of the consumer. That in turn 
builds customer loyalty. With new ways of communicating with the customer, there are 
also new ways of increasing customer loyalty. Non economical parameters such as 
recognition, belonging and getting non monetary rewarded for loyalty are other ways of 
communicating value that creates a sense of worth for the customer. (Seger, 2011)  
 
When implementing relationship marketing, it is important for companies to engage the 
whole organization. All employees need to understand the value of being interactive with 
the market and create and build customer satisfaction. The relationship that is being built 
is referred to as a value creative relationship. (Seger, 2011)  
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Turning loyalty into advocacy 
“To win in the customer economy, you need to build an sustain an exquisite branded 
experience and to measure and monitor what matters to customers. That’s new.“ – Author 
and consultant Patricia Seybold (Smith, Wheele, 2002).  
 
Companies like Disney, Southwest Airlines, First Direct and 
Starbucks all work actively with creating a branded customer 
experience aiming to build customer loyalty. The idea is to add 
value beyond the product or service itself. This is basic 
psychology. Abraham Maslow is best known for his theory 
about human needs. The Maslow’s hierarchy of needs” states 
that humans experience motivation in five steps.  
 

• Physical need for food and shelter 
• Long term security and protection 
• Social need 

 
When these needs have been fulfilled we move on to more 
complex needs such as: 
 

• Achievement and recognition 
• Realizing our dreams 

(Smith, Wheele, 2002) 
 
Nowadays, the majority of the young generation takes their 
basic needs for granted and focuses is solemnly on the two 
higher stages of motivation factors.  Wearing different brands 
has become a way of belonging that can be compared with tribal symbols. The higher 
motivation factors have become consumers main pursuits, by Maslow referred to as self-
actualization and he defines this as “the desire to fulfill one’s potential”. From being a way of 
simply identifying goods, drawing parallels to the first three steps in the needs hierarchy, 
brands were simply synonyms for certain product categories safe and simple. Kellogg’s 
became synonymous to healthy breakfasts and Gillette to safe razors. Pret a Manger, the 
fast growing coffee and sandwich chain is a good example of how you can work with a 
branded customer experience, figure 6. By surprising customers that have waited in line 
with free coffee they turn consumers into brand advocates for the cost of a cup of coffee. 
Branded customer experience creates customer loyalty and profits. (Smith, Wheele, 2002) 
 
“Brands are not something created by advertising, they are created primarily by what we 
do.” (Smith, 2002) 
 
To experience a brand is basically the customer realization of the branded customer 
experience, a strong incentive for customer loyalty. For a company this means identifying 
what the brand stands for and then forming an experience around that which delivers it to 
the customers and thereby brings the brand alive. Basically this means to stand by what 
you promise and meet customers’ expectations.  The promises being made should be on par 

Random Experience

Customer Loyalty 

(Managing the Customer 
Experience: Turning 

Customers Into Advocates)

Predictable Experience

(Consistent, Intentional)

Branded Experience 

(Consistence, Intentional, 
Di!erentiated, Vakuable)

Figure 5: Branded customer 
experience (Smith, 2002) 
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with what the target customers’ value.  There are a couple of key issues that constitutes a 
branded customer experience: 
 
- Consistent – the same customer experience needs to be communicated through all 
channels all the time.   
- Intentional – the customer experience should reflect the brand. 
- Differentiated – differ from what other brands in a specific segment is doing. 
- Valuable – the proposition should intersect the need of target customers.  
(Smith, 2002) 

Social media amplifies brand advocacy 
A recent study made by Deloitte states that social media has meant an increase in 
advocacy; one-on-one communication has been supplemented by social web 
communication, where one communicates with a mass of people. This has resulted in a 
broadening of the definition of the term WOM. The term social networking has undergone 
a similar broadening process, since it has been made more accessible by mobile devices. The 
study also stresses the growing pro activeness, people share opinions and recommends 
products and services without any company engagement. Social media enables both 
advocacy and criticism to a larger extent than ever before.  (Conroy, 2010)  
 
Previous to social media, advocates 
reach was limited to their family and 
friends, now they reach millions, with 
their trusted recommendations. 
According to a study made by one 
market research firm, every time a 
brand advocate post on the social web, 
the message gets conveyed to a 
minimum of 150 people, the amount of 
recommendations are rivalling the 
amount of ads. (Conroy, 2010) Another 
study estimates the reach on 
Facebook posts for an average 
consumer to be around twelve 
percentages of their connections. 
(Constine, 2012)  
 
This reach could be an 
understatement; more recent research shows that brand advocates reach goes beyond that. 
On average, advocates have 200 to 450 connections in their social networks. Graph 2 
demonstrates the distribution and average of Facebook friends of those advocating brands. 
Out of those recommending online, it’s even more – between 300-600 contacts.  (Conroy, 
2010) 
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brand advocates (Fuggetta, 2012) 
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Viral marketing – Components   

 
Figure 6: Key components of viral marketing (Haenlein, 2011) 

Viral marketing, figure 6, is the online extension of WOM. Today people talk about on 
average 20-30 brands during a normal day. The challenge for marketers is to make them 
talk about the specific brand they are selling and getting the message viral. (Ferguson, 2008) 
The viral marketing definition can be “…electronic WOM with a marketing message 
transmitted in an exponential growing way often through use of social media applications”, 
(Haenlein, 2011) figure 8. This exponential spread occurs when friends reproduce a 
marketing message and forward it to their friends, who in turn forward the message even 
further. The message is spread through social applications that can be Social networks, 
virtual games or virtual world such as Everquest, Lineage 2 and World of Warcraft. 
(Virtualworldsreview) (Haenlein, 2011)  
 
The easiest way to understand viral marketing, figure 7, is to compare it to some kind of 
virus.  A virus population like the Black Death (the deadliest pandemic in human history) 
killed more 35 million people. The same explosion and spread to a whole population can 
easily be done with a successful viral marketing campaign if executed correctly. The Black 
Death contamination can for instance be compared with the Procter & Gambler when they 
uploaded a video on Youtube, marketing their perfume Old Spice. The video was viewed 23 
million times in 36 hours, which represents a 15 million “infection” (Haenlein, 2011). Viral 
marketing can explains the online strategy to encourage individuals to pass on a certain 
brand’s message, in order to get exponential growth. Within the viral marketing there are 
different processes that can occur, such as “WOM”, “creating a buzz”, “influencer marketing 
programs”, “community building programs”,  “viral videos” and  “street-lever guerilla 
campaign” (Ferguson, 2008). These are all different forms of viral marketing. (Wilson, 2012) 
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Figure 7: Friend-2-friend marketing explained (Wrapp, 2012) 

Strategies increasing virality  
Viral marketing is not difficult in theory. Basically, you have to create something that 
generates a buzz and is easy, fun, fascinating, or bizarre enough for it to be forwarded by 
viewers to others within a network. The underlying goal is to increase profit, enhance your 
brand, create brand awareness, attract more people/users and produce sales. (Wilson, 2009) 
The first example of viral marketing came from Hotmail.com, one of the first free email 
services. The strategy is explained below: 
 
1. “Give away free email addresses and services.” 
2. “Attach a simple tag at the bottom of every free message sent out: “Get your private, free 

email at http://www.hotmail.com”.” 
3. “Then stand back while people email to their own network of friends and associates.” 
4. “Who can see the message?” 
5. “Sign up for their own free email service.” 
6. “Propel the message in even wider circles to their own ever-increasing circles of friends 

and associates.” 
(Wilson, 2012) 
 
Hotmail’s successful viral marketing strategy contains some of the bullet points below. 
They can be seen as a guideline for creating viral marketing:   
 
- Gives away products or services - Nowadays we have gotten use to products being free. 
We want free music, free TV, free email, free services and so one. We do not expect to be 
required to pay four services. At the very least, we expect to get a free version and then pay 
for the full version. This has also been a motivator through history when it comes to the 
coupon market, where this strategy has been applied – Give away something, sell 
something. (Wilson, 2012) 

 
-Provides for effortless transfer to others - As a virus, viral marketing is only spread when 
it is easy to transmit. With the Internet and the entire new communication channel it is 
both easy and inexpensive to communicate. (Wilson, 2012) For example, when LinkedIn 
incorporate the button ”Chose all” instead of picking out your best friends to invite to 
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LinkedIn, the virility hit the roof.  It was easy to communicate and transfer LinkedIn’s 
message to all your friends. (Presentation held by Leo Giertz 17th Februari ) 

 
- Scales easily from small to very large - The viral model has to have some kind of 
scalability, making it easy to send a message to as many as possible in a short period of 
time. (Wilson, 2012) 

 
- Exploits common motivations and behaviours - The motivation of taking part in viral 
spread has to lie within common human motivations.  (Wilson, 2012) 

 
- Utilizes existing communication networks - Today almost everyone uses the social 
networks. You don’t have to have advanced computer skills to understand how to work 
Instagram, Pinterest, Facebook, Twitter or LinkedIn. You can use and take advantage of 
these already existing social networks to create the buzz. The best way to select marketing 
channel is to know your customer and what they respond to. (DR. Wilson, 2011) It makes it 
possible to interact with the customer and to interact with the target group (Haenlein, 
2012). 

 
- Takes advantage of others’ resources - When Google first launched its Google + you could 
notice it all over the web; everyone was talking about it on all the social networks. They 
used all the other networks to increase an interest for their own, an of the for a while, 
everyone desperately wanted to get a hold of an invitation from Google +.  (Strickland) 
(Wilson, 2012)  

 
One of the most common marketing techniques that get companies instant rewards is to 
let other media channels post their articles for free on their sights, but with the proviso to 
link it back to their site. This can also be achieved by sending out news releases concerning 
free services or products available on your site. Different aspects go in to making people 
share content to their friends. For example incorporating a social media button, such as 
Facebook’s like button, Pinterest’s pin it button and Twitter’s tweet it, on your web page. 
Most e-commerce sites are skilled on using these kinds of features. To optimize virility 
companies benefit from offering something for free, like for instance a sample of the 
service or product attached to the message. (Wilson, 2012)  
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Methodology 
To successfully conduct research a structure have to be chosen. The paradigm and methods 
is selected and presented. The chapter describes how data is collected, a model is presented 
in order to analyse and interpret the data.  The quality of the research is then discussed 
through generalizability, validity and reliability. We have followed the guidelines for 
conducting Business research presented in the book: “Business research – A practical guide 
for undergraduate & postgraduate students.  

The Methodology in short 
In order to be able to answer our research question “Does Wrapp help companies create 
brand advocates”, we started off with a literature review, using mainly online resources 
since they proved more up to date. We also did a case study at Wrapp, containing two main 
parts, a part from us working there for several months with the US launch. The first being 
an evaluation of their tool for creating viral spread on Facebook, doing Facebook 
campaigns, where we compared two customer brands, that we have work closely with, that 
we in the report call X and Y. Generalization is made on a case-by-case basis, we generalize 
within the case but do not attempt to go further in our applicability than that other then 
when making comparisons and drawing parallels. Instead transferability is considered. We 
also conducted several interviews, in the report made anonymous, from which the findings 
were compared with what we learned while doing the literature review. We also made an 
effort to analyse Wrapp from a model we created, where we in the analysis incorporated 
findings from the interviews and the Facebook campaign study, meant to illustrate which 
components help create brand advocates.  

Research Design 
In our inquiry our point of convergence consists of a multitude of socially constructed 
realties, created by different individuals and their relations with the social environment.  
The areas covered in the research are social media, mobile social, WOM marketing, viral 
marketing, loyalty marketing, friend-2-friend marketing, brand ambassadors and the 
difference between those and brand advocates, also how brand advocates are said to be 
created. This since our research question is if Wrapp by their mobile social media platform 
does just this, or if they enable brand advocacy more than anything.  Our main resources 
come from the case company Wrapp itself, and a literature review covering the main 
concepts mentioned. Limitations of our research include access to information, resources 
and overview when conducting the literature review and getting information from the case 
company.  There was also a time scarcity element to the research since Wrapp launched in 
new markets (we were involved in launching the service in the US market) all through our 
writing process, which made support from the organization a bit of a challenge. The fact 
that we worked for Wrapp during the whole writing process did of course give us valuable 
insight, without which we would not have been able to conduct our research in this 
manner.   
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Research Philosophy 
With an interpretive paradigm we see the social media marketing reality as something that 
is not objective but subjective and based on our perceptions. The thesis will therefore be 
based upon our subjective views and experience from the social media marketing area. The 
goal is to explore the complexity of a social phenomenon in which we take part. We seek in 
our research method a tool that can help us analyse the social media-marketing world that 
we are investigating. Within the interpretive method the thesis will be allowed to generate 
findings to be generalized from one setting to another similar setting. The different 
settings are generated from small samples with low reliability but high validity, where the 
findings accurately reflect the phenomena under study. The study will be conducted in a 
natural setting where the interest is to explore the complexity of the phenomena. An 
Interpretive perspective is adopted. 
 
The purpose of the thesis is to answer the question “What is” and “How”. This can be made 
with ontological assumptions. The assumptions can be divided in to objective or subjective 
social reality. Within the interpretive perspective there is a belief that social reality is 
something of social construct and therefore highly subjective. Each person has his or her 
own sense of reality and there can therefore be multiple realities. The reality is here 
defined as a projection of human imagination and social construction. An ontological 
subjective perspective is adopted.  

Research methods  
A qualitative research paradigm is adopted. A large part of the thesis consists of a case 
study on the mobile social marketing company Wrapp. The case study is illustrative and 
attempts to show the new and innovative practice by Wrapp adopted by their customer 
brands. Customer brands are by Wrapp referred to as merchants, consisting mainly of tier 
one retailers. We investigate the result of the customer brands campaigns, by studying a 
single phenomenon in a natural setting. Two data sources are used, a cross-case analysis. 
Similarities in interviews and result of qualitative data will identify common patterns.  The 
qualitative data is given a contextualization whit the interviews and the cross case 
analysis. In general, cases studies can be hard to fully grasp, since the events documented 
appeared in a particular period of the time, without knowledge of what went on before and 
what will be in the future. Therefore, in the analysis of the data, we will use current theory 
and apply them on the findings from the case study. To reach that, a hermeneutic 
methodology is applied, and provides the case study and the collection of data a context. In 
order to analyse findings in the context we include underlying historical and social theory 
as well as our view from our own experience to create a greater comprehension of the 
findings from the case study.    
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Alternative methodology 
An alternative method would be positivism, positivism origins from the natural sciences 
where the social reality is singular and objective. With the positivism perspective the social 
reality is not affected by investigation. There you measure social activity instead of 
exploring it. The positivistic perspective could have bean used and a survey instead of the 
interview format could have been an alternative method. 

Collecting data 
We have used three data sources, one based on interviews on Wrapp employees and one 
based on the result of two Facebook campaigns for two customer brands to Wrapp. The 
third source is our own knowledge gained while working for Wrapp.  

Facebook Campaign data 
The data used in the campaign analysis is collected from the case company Wrapp and two 
of their customer brands in the US. The data was collected during the period March-May 
2012 from two campaigns done on Facebook running for two weeks. Wrapp and the 
customer brands provided us with the initial reach calculated on for each campaign. With 
initial reach we mean the number of how many people saw the initial post on the customer 
brands Facebook timelines.  
 
We chose two campaigns for our analysis to give the data higher validity.  Brand X is a well-
known brand with a fan base of millions on Facebook, mainly because of them often giving 
out rewards and special treats. Brand Y is a smaller New York based brand and have a 
smaller amount of fans on Facebook. We will investigate the virality mechanism that will 
happen after the customer brand posted the gift cards on their Facebook timeline or wall. 
Normally that will increase the sent gift cards in the app.  
 
Numbers used in calculating virality are gathered from literature as well as from what 
Wrapp normally assumes based on past experience doing Facebook campaigns.  
 
From a user perspective, an average posting on a Facebook-wall reaches around 12 %, R, of 
Facebook friends. (Constine, 2012). The average Facebook user in the US has 234 friends as 
of December 31th 2011. (Backstrom, 2011). When giving a Wrapp gift card, the post appears on 
both the giver and the receiver’s timeline or wall. Therefore we use the impression, I, when 
calculating instead of reach, since it provides a more accurate estimate.  
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Brand X 
Initial reach    !!! ! !"!!"# 

Time (day):    ! ! !!!! !!"  
Number of friends   !"!!"!!"#$%&' ! !"# 
Reach     ! ! !"!! 
Reach/Sent gift card   !! ! !"!!"!!"#$%&' ! ! 
Sent gift card:    !!"  

Impressions/Sent gift card:  ! ! !!! 
Total Impressions/day:   !!"  
     !!" ! !!! ! ! ! !!"!! ! ! ! !!"!"

!!!  

Brand Y 
Initial reach:    !!! ! !!!!" 

Time (day):    ! ! !!!! !!"  
Number of friends   !"!!"!!"#$%&' ! !"# 
Reach     ! ! !"!! 
Reach/Sent gift card   !! ! !"!!"!!"#$%&! ! ! 
Sent gift card:    !!"  

Impressions/Sent gift card:  ! ! !!! 
Total Impressions/day:   !!"  

    !!" ! !!! ! ! ! !!"!! ! ! ! !!"!"
!!!  

Interview data 
In the interpretive paradigm the interview is held open and focuses on exploring the 
understanding of what the campaign data means in terms of creating or enabling brand 
advocacy.  To understand what the respondents view is on Wrapp as a brand advocacy 
generating mobile social tool. The interview is in email form and the questions are open in 
order for us to explore and collect insight. The respondent group consists of employees at 
Wrapp with different background and gender. The group in general are young, the 
employee age range from twenty to forty years old, with the largest part of the 
demographic around 20-30 year old.  The group is in general highly experiences when it 
comes to in viral marketing and social media.   
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Analysis and Interpretation of Data 
The two data sources, the Facebook campaign analysis and the Interview findings are 
complemented and compared to models and theories discussed, figure 9.

 
Figure 8: Analysing model: Factors that creates brand advocates (2012) 

The model is one part Haenlein and Kaplan’s model from 2011, figure 9 colour yellow, with 
one addition, consisting of the WOM model by Mazzarol, figure 9 colour green, from 2007, 
and our own assumptions, colour blue and red. We use this model in our analysis to see if 
the case company Wrapp, with its business model generates brand advocacy. Theories of 
social media marketing and virility marketing are presented in the literature study, 
parallels to findings from that are also drawn. We also use the result from our two 
Facebook campaign cases on exponential growth (virality). The data from the campaigns is 
shown in a graph that stretches over a two-week period, where Brand X and Brand Y will 
either show signs of exponential growth or not. The result is analysed with Wilson’s bullet 
points presented bellow: 
 

• Gives away products or services 
• Provides for effortless transfer to others 
• Scales easily from small to very large; 
• Exploits common motivations and behaviours; 
• Utilizes existing communication networks; 
• Takes advantage of others’ resources. 

(Wilson, 2012) 
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The findings from the interview will be presented in a table format, table 5, where we 
attempt linking the respondents’ answer to literature review findings. Purpose to analyse if 
Wrapp create brand advocates.  
 
Questions Theory  Answer/Findings 
   
   
Table 4: Interview analysing table (2012) 

Quality of Research 
This thesis can be a material for some kind of understanding on how brand can use new 
tools to create a higher brand recognition throw brand advocates whit in the social 
platform. The signification of the spread is not only a Facebook post, it also important that 
the message is interesting and the application is well based.  The social platform is 
constantly evolving and changing therefore is hard to apply the findings and therefore 
more to use to get a higher understanding on the social context brand nowadays our 
moving towards.   

Generalizability 
- Conclusions drawn from campaign analysis - Since the sample population is small and 
the case is of qualitative nature, no conclusion can be drawn about the population at large, 
meaning any campaigns done previously by Wrapp and customer brands, or campaigns 
conducted in the future. Virality when doing Facebook campaigns using the Wrapp 
platform depends highly on brand awareness of the customers brands and to what level 
their Facebook fan base are active or passive. The study does however give an indication of 
the level of virality and exponential growth the campaign tool represents.  
 
- Conclusions drawn from interview analysis - The interviews are of qualitative character 
where the respondents represent the company being analysed, meaning they are all 
subjective to the issue. The interviews serve as a dynamic add on to the analysis, but no 
generalizability can be assumed based on the findings from these.  
 
- Conclusion based on comparison and analysis of primary and secondary data - Given our 
choice of research paradigm, conclusions based on primary and secondary data in this 
report is highly subjective and dependent on our personal views regarding the field of 
study. What we humbly hope is that the report can provide an indication on how the 
mechanisms when creating or enabling brand advocacy might work.  

Reliability 
The consistency and reliability are highly dependent on how many times you perform a 
certain measurement. We have “measured” Wrapp’s strength as a brand advocacy-creating 
tool in a number of ways. Singling out the different techniques makes for a low reliability, 



Liva Lager 
Charlotte Ekenger 

 38 

since the samples are small when it comes to the Facebook campaign analysis as well as 
when conducting interviews. The reliability of the analysis of the campaign tool is also 
lowered because of the estimations done. It does however illustrate the technique used by 
the case company for creating virality.  But for us to draw any real conclusions about the 
viral power when doing Facebook campaigns with Wrapp, a much larger sample should be 
used.  
 
Secondary data reliability we estimate as medium to high based on the content overlap we 
have noticed. When performing the comparison with interview findings we also witness an 
overlap in content that could indicate that the respondents have a good understanding of 
key items that our basis in this report consists of.  

Validity 
The validity in this report is strengthened by the fact that interview findings overlap with 
what is found in the secondary data or literature review and theoretical. The respondents’ 
individual answers also bare resemblance, which can be seen as an indicator of validity. The 
data collected through interviews, also strengthen the validity of the report since we urged 
respondents to ask for clarification where questions were difficult to comprehend, 
assuring a true picture of the aim of the study.  
 
The validity could have been improved by using much larger quantities of data. The 
population consisting of Wrapp employees should be larger and complemented with other 
stakeholders such as representatives from customers and users of the application in order 
to strengthen objectivity.  
 
The internal validity is low to medium based on those causal relationships that is perceived 
when drawing conclusions based on the results from the whole research design. External 
validity is lower based on the low generalizability of the report.  
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Theoretical framework 
In this section we will give an account of our empirical findings. The section will begin with 
a presentation of the case company Wrapp – their product, organisation and business 
model. We then present the Interview that was carried out in our research. Finally, our key 
findings will be presented.  
 
The main part of the theoretical framework has been self-perceived. During our Master’s 
thesis we had the opportunity to work at the case company for 5 months, which is how we 
got to know the product, the organization and their business model. We worked close with 
the marketing team and were responsible for some of the biggest customer brands that 
Wrapp work with.  

Overview of Wrapp 
Wrapp is a social gifting service. It is a mobile and web based application, connected to 
Facebook. With Wrapp you can receive and give digital gift cards to all your Facebook 
friends. The customer brands, mainly retailers, are giving out free gift cards for everyone to 
give to their friends on Facbook. The retailer’s goal is to attract new, or already existing 
customers, to come to the store and buy its products. The incentive for the retailer is 
mainly to: 
 

• Create traffic to the store 
• Build brand awareness through social media 
• Get insight from Wrapp, behavioural analysis of target group 

 
Wrapp has, since September 2011, been up and running and is now available in the US, 
Germany, Sweden, United Kingdom, Norway, Finland, Australia and the Netherlands. Some 
of the customer brands are: H&M, Gap, Sephora, Granit, Indiska and Clas Olsson 

About Wrapp 

The product 
The gift cards are divided into two separate groups; there are the sponsored gift cards and 
paid gift cards. Sponsored gift cards are financed by the customer brands. The paid gift 
cards, that have a higher value than the sponsored ones, are paid by the Wrapp users. The 
gift cards have different validation periods. The sponsored ones are normally valid for 30 
day, but it depends on the customer brands, the paid gift cards generally have a longer 
validation period according to the law in the country/state. (Wrapp, 2012) 



Liva Lager 
Charlotte Ekenger 

 40 

 
Figure 9: Wrapp the product "How it works - Drive traffic to store" (Wrapp, 2012) 

In order to give a friend a gift card, you either select a Facebook friend and the gift card will 
be delivered instantly, and published on their Facebook wall, in a sms or within the app. 
You can also send gift cards into the future on people’s birthday. The post, a part from the 
gift card, will include a message or greeting from the giver, creating user generated content. 
Then it will be published on their Facebook timeline or wall on their birthday. The friend, to 
whom you send the gift card, does not have to be a Wrapp user. They can simply click the 
link on their Facebook wall and then download the application and start using Wrapp at 
once (see figure 9, step 1 to 3).   
 
To redeem a gift card, you show your phone to the cashier and they can scan the barcode in 
the app or enter the code (which is something you do yourself at the online cashier). Wrapp 
is not only a mobile app, it is also a web application where you can do the same things as 
you can in the stores, except to redeem the gift cards (see figure 9, step 4 to 5).  
 
The different steps in the gift card cycle are explained below: 
 
Sent gift card - Refer to a number of gift cards has been given away from a user or from 
your brand directly through promotional campaigns 
 
Delivered gift card - A gift card is delivered when it is posted on a friend’s Facebook 
timeline or wall, in an e-mail or in a text message. The only time a discrepancy between sent 
and delivered occurs, is when a user decides to give away a gift card to a friend on his/her 
birthday, in which case the gift card will be delivered on that particular day, regardless of 
what day the gift card was sent. The gift card is sent today, but delivered on the friend’s 
birthday that could occur up to two months in the future. 
 
Received gift card - A gift card is received when the recipient has joined Wrapp and 
unwrapped their gift 
 
Redeemed gift card - The gift card is redeemed when the user has pressed “Use in store” or 
“Use online”   
(Wrapp, 2012) 
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Who uses Wrapp? 
Today, Wrapp have more then 400 000 users worldwide and reaches 40 million Facebook 
users. An average user sends about 1 gift card per week, and as of today 2,6 million gift cards 
have been sent. Women send nearly twice as many gift cards as men, and the majority of 
users are in the ages between 25 to 34 years old, graph 3. 

 
Graph 3: Demographic - Total Wrapp Users (Wrapp, 2012) 

Campaign in the app 
When the customer brands put their campaigns in the app, they can choose for whom the 
gift cards should be available – to what gender and age group. If they only want to target 
women between 25-30, it is only possible to give that gift card to that certain target group. 
In the campaign the customer brand can choose how many gift cards will be given away 
each day and the total numbers of gift cards available for a certain campaign. You also have 
to predefine the value of the gift card.  The sponsored gift card can only be used during one 
transaction and cannot be refunded when you have not used the whole value. The paid gift 
and/or sponsored gift card can be topped up (if the customer brands wants to). That means 
that another friend can contribute to an already given gift, for up to seven days, this is by 
Wrapp referred to as a group-giving event. (Udd, 2012) 

The promotional Campaign on Facebook 
Customer brands can do their own promotional campaign on Facebook with Wrapp. The 
campaign then consists of sponsored gift cards, where the giver is the customer brand. 
These campaigns differ from the campaigns in the app, where customer brands let the 
users give away gift cards to other users. It’s a form of branded customer experience. 
 
The new Wrapp user generated though a received gift card from a particular customer 
branded campaign will always have that customer brand featured within the app. What is 
meant with featured brand is, that brand will appear on top of the list of brands where 
users choose which gift card to send. Data have shown that it is more profitable to be the 
first on the list of brands in the app, since users are three times as likely to send the first 
brand they see. Facebook campaigns translate into featured spots for those customer 
brands participating, more gift cards from these are thereby sent and this increases their 
virality. (Wrapp 2012) 
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The organization 

 
Figure 10: Organizational structure, changing (Wrapp, 2012) 

Wrapp was founded in 2011 by Hjalmar Winbladh with a team of young entrepreneurs, 
including Andreas Ehn, Spotify’s founding chief technology officer; Carl Fritjofsson, digital 
media entrepreneur and former advisor to Groupon.se; Aage Reerslev, founder of mobile 
browser Squace; and Fabian Månsson, former CEO of H&M and Eddie Bauer.  Winbladh co-
founded Sendit, the first mobile Internet Company, where he was CEO, and took it public in 
1997, before being acquired by Microsoft. In 2006 Winbladh co-founded Rebtel, the world’s 
largest independent mobile VoIP Company. The investors and board consists of Niklas 
Zennström, founder of Skype and Kazaa, CEO of UK venture investor Atomico, Reid 
Hoffman, founder of LinkedIn, General Partnet at US venture investor Greylock Partners, 
Johan Brenner, founder jobline and E*Trade Nordic, General Partner at Nordic venture 
investor Creandum and Fabian Månsson, former global CEO at H&M and Eddie Bauer, Bord 
Member at Björn Borg, Retail Industry Advisor at McKinsey. (Wrapp, 2012, press release) 
 
The development and support organization is located in Sweden. Sales and marketing have 
their head quarter in the US. On the other international markets, there are national sales 
and marketing teams. Wrapp has offices in the US, the United Kingdom, France, Germany, 
the Netherlands, Sweden, Turkey, Japan, Taiwan, Australia and Brazil. (Wrapp, 2012) 
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Business model 

 
Figure 11: Wrapp's business model (Wrapp, 2012) 

The incentives to use Wrapp from a customer brand perspective can be many. There are 
different incentives depending on the merchant. Wrapp can be seen as a customer 
acquisition tool and a strategic sales channel. You can both increase sales, on a performance 
basis, using what Wrapp calls friend-2-friend marketing. With friend-2-friend marketing 
Wrapp can create brand engagement and create bespoke and proactive Facebook 
campaigns. Through the connection with Facebook, Wrapp also gives the merchants user 
insight and reports on user behaviour and friend-2-friend marketing on premium Facebook 
placement, which create brand awareness across social media. All redemptions are logged 
in Wrapp’s merchant administration, where merchants can see how many gift cards have 
been sent, delivered, received and redeemed. They can see the demographic for the giver 
and the recipient. If they take that information and co-drive it with there own transaction 
amount report, they can track which target group is most likely a high spender, or bottom 
feeder; the group that only buys products for the same or under the sponsored gift cards 
amount. With that information they can change the targeting in the campaign in the app, 
only letting the high spender get legitimate for the campaigns in the application.  (Wrapp a, 
2012) 
 
What distinguishes the company from its competitors is that Wrapp delivers a social and 
mobile strategy that actually drives value and sales. “A good EDR (electronic direct 
response) campaign would convert 1 %-2 % max. For all our (Wrapp) gift cards we see 10-15% 
redemption rate, that’s an indication that the third party endorsement is huge” – Carl 
Fritjofsson, COO Wrapp. (Wrapp b, 2012) 
 
Wrapp gets paid only when an actual redemption is made, then a percentage fee is taken. 
The value of the gift card influence how much money Wrapp earns from it. (Wrapp, 2012) 
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In the most stabile market, Sweden, Wrapp has now become one of the leaders in their 
segment. The graph below shows the exponential growth that Wrapp have undergone in 
Sweden. It all depends on the first critical mass (see graph 3), of people using Wrapp, before 
it gets viral. In the launch phase Wrapp lets the customer brands introduce the product to 
all the employees, which will increase the customer experience in phase 1 to 4 if the store 
clerk is well aware of what Wrapp stands for. In phase 1 to 2 the goals is to activate already 
existing fans. Rewarding them with the customer brands gift cards can do that. The aim is 
to build up the customer brands own sale force and let them start sharing gift cards in 
phase 2 to 3. In phase 3, Wrapp have reached enough users, hit the critical mass and 
exponential growth leads to viral spreading. (Wrapp, 2012) 
 

 
Figure 12: Getting the Viral spread through friend-2-friend marketing (Wrapp, 2012) 
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Interviews 

Preparation 
After a proper review of the literature, presented in the first segment in the report, a 
questionnaire was e-mailed to the Wrapp employees. The aim was to get answers to some 
of the questions that current theories lack the answer to. 

Carrying out the interviews  
In the questionnaire open questions were used in order to get much information as 
possible from the respondents. It was divided into three separate subjects: Wrapp, Brand 
advocates and Marketing in general.  
See interview questions in table 6. 
 

Information 
Name: 
Position at Wrapp: 
1. What experience do you have in social media? Background? 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do 
they have a social media strategy? What is the aim of the strategy? 
3. When meeting Wrapp users, why do they use Wrapp? 
 
Brand advocates  
4. What is a brand advocate in your words? 
5. How does Wrapp create brand advocates? 
6. Why are brand advocates so important? Are they important?  
7. Do you think the roll of brand advocates have changed with social 
media? 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Is it enough for brands to just have a Facebook-page, a twitter 
account and a blog? 
9. Do they need more new tools to get the viral spread?  
10. Would you say that friend-2-friend marketing is the new way of 
creating Brand advocates?  
11. Has social media affected the level of credibility we feel towards a 
brand? 
 

Table 5: Interview template (2012) 
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Characteristic 
The interview where sent out to 60 employees, 11 people answered, figure 13, which is 27,5 
percentage. They had extensive knowledge in social media marketing and different 
background within Wrapp. The demographic is displayed in graph 5. 
 

 
Figure 13: Information about the responded, picture taken from the respondent Facebook profile (2012) 

 

Graph 4: Demographic of the respondent (2012) 
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Findings 
The interview is attached in the Appendix: Appendix: Interview.  The main findings are 
displayed in table 6, where they have been compared (se column; Comment) to the current 
theories (se column; Literature reference) presented in the literature review.   
 
Interview Question Literature 

reference 
Interview Answer Comment 

When meeting 
merchants, why do 
they want to use 
Wrapp?  

(Ferguson, 
2008)  
(Keller, 
2008) 
(Fill, 2009),  
(Smith, 
2002) 
 

• Drive high value traffic  
• Social media exposure 
• Brand awareness 
• Data, monetizing fans & targeting  
• Identify and activate high spenders/ brand 

advocates 
• Reach potential customers 
• Activating inactive fans  
• Be first with new technology 
• F2F endorsement 
• Tangible  

• Affects growth  
• WOM is broadly 

used 
• Online strategy 
• Instant feedback 
• To achieve 

synergy effects,  
even from offline 
marketing 
initiatives 

• Increase 
credibility 

• Create customer 
loyalty 

When meeting Wrapp 
users, why do they use 
Wrapp? 

(Seger, 2011) 
(Smith, 
2002) 
(Dr Wilson, 
2012) 

• Fun, new, cool  
• Free gifts from top brand 
• Discount-seekers 
• "Give me one, and I'll send you one" 
• Stand out when greeting on Facebook 

• Getting rewards 
• Achievement & 

recognition  
• Free stuff 
• Common 

motivation & 
behaviour  

What is a brand 
advocate in your 
words? 

(Conroy, 
2010) 
(Fuggetta, 
2012) 
 

• Most dedicated/loyal customer. -Embodies 
the brand's philosophy, 

• Shares with others 
• Higher average spend 
• Trusted  
• Expert 
• Clears misconceptions about the brand 
• Endorses a brand 

• Spend more time, 
money, emotions 

• Influencers 
• Early adopters 
• F2F 

recommendations  
• Trustful 
• More active in 

social media 
How does Wrapp 
create brand 
advocates? 
 

(Seger, 2011) 
(Roach, 
2008), 
(Smith, 
2002) 
(Extole Inc, 
2012)  
(Haenlein, 
2012) 
(Keller, 
2008), 
(Wilson, 
2012) 
 
 

• Create a platform for customer to become 
brand advocates 

• Tool to share their passion 
• Create incentives 
• Endorsing the brand 
• Engaging 
 

• Provide 
opportunity for 
people to  
tell your story 

• Rewards 
(branded) 

• Create 
experiences 
linked to the 
brand 

• Fulfill higher 
needs 

• Cultivate the 
social WOM at 
scale 

• Explore new 
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channels 
• Increase audience 
• Utilize existing 

communication 
networks 

• “Give away 
something, sell 
something” 

• Target customer  
Why are brand 
advocates so 
important? Are they 
important?  
 

(Mazzarol, 
2008) 
 

• They provide an unfiltered voice to the 
market 

• Social media is decreasing the deficiency of 
brand advocates 

• They are active/generate content 
• “They are the living, breathing 

manifestation of the brand” 
• More trusted than paid/earned media 
• They will tell your story 
• Organic=genuine=powerful 
• Opinion leaders 
• The brands value is escalated  
 

• Effect purchase 
decisions of 
others 

• Create credibility  
• Amplifies other 

marketing  
initiatives 

 

Do you think the roll 
of brand advocates 
have changed with 
social media? 
 

(Fuggetta, 
2012)  
(Conroy, 
2010)  
(Extole Inc, 
2012) 
(Ross, 2011), 
(Usborne, 
2011)  

• Provides a more broadly distributed 
channel to share their opinions 

• Everyone is an ambassador 
• Enables immediate feedback on marketing 

initiatives 
• People performing it has changed 
• What they do on social media is more 

visible and measurable 

• Have a larger 
variety of 
channels to 
communicate in 

• Broadened the 
definition of 
WOM 

• Enables both 
advocacy and 
criticism more 
then ever before 

• Lowered barriers 
• Larger reach for 

advocates 
• Customer created 

content 
• Amplifies 

advocacy 
• It’s not about the 

tools but how you 
use them 

What kinds of impact 
do social media have 
on traditional 
marketing? 
 

(Keller, 
2008) 
(Extole Inc, 
2012) 
(Haenlein, 
2012) 
 

• Currently insignificant, potentially huge 
• The majority is still spent on TV but more 

ad dollars are moving to the Internet 
• “Traditional marketing was all about push, 

Brand to consumer. Social media makes it a 
conversation between consumers, brands 
and other stakeholders” 

• “Advocates and stakeholders to co-create 
what their brand actually means” 

• Forces brands to be more creative 
• “Social media open up doors to new 

• Richer feedback 
from the targeted 
audience 

• Market insight 
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customers that might not have participated 
in that market otherwise” 

• A direct channel to have 1:1 conversations 
with your fans 

• A measurable marketing channel 
• The largest shift is the focus on data and 

measurement 
• Makes marketing more democratic 
• A complement  

Is it enough for brands 
to just have Facebook-
page, twitter and a 
blog? Do they need 
more new tools to get 
the viral spread?  

(Ross, 2011), 
(Haenlein, 
2012), 
(Wilson, 
2011) 
 

• The key for marketers is a way to manage 
and harness the power of these voices over 
a variety of tools 

• As long as the engagement and the 
conversation is genuine, inclusive and 
transparent, it doesn't matter where it 
happens 

• No, It's content and quality that create 
virality, not some inherent factor 

• Tools can help reduce the friction in telling 
others 

• Content is king   
 

• Tools secondary 
to content  

• Be where your 
customers are 

• Choose relevant 
channels 

 

Would you say that 
friend-2-friend 
marketing is the new 
way of creating brand 
advocates?  
 

(Mazzarol, 
2008) 

• Social media multiplies the brand 
ambassador's effort 

• Friend-2-friend marketing is just another 
term for brand advocates and WOM 

• “A new method of customer acquisition 
more than anything. It can expose 
customers to new brands via the brand 
advocates” 

• Not creating. But leveraging them. And not 
only brand advocates, rather it gives a 
simple tool to each and everyone. But it's a 
great way for brands to encourage peer-to-
peer recommendations 

• Extension of the great PR-wave  

• Personal 
experience and 
stories  
being shared  

 

Has social media 
affected the level of 
credibility we feel 
towards a brand? 
 

(Usborne, 
2011), (Seger, 
2011), 
(Fill, 2009) 

• “Social media requires constant attention, 
that can be a proxy for credibility in the 
eyes of customers” 

• “Yes! As long as it is authentic, genuine and 
transparent” 

• Brand impression is now heavily influenced 
by their social media presence - 2 way 
channel  

• If you can't find a brand online, and if 
they've got a poor social media image, we 
trust it less 

• Definitely, credibility can be measured  
• Creates advantages for the smaller players 

• Because of 2-way 
communication  
and instant 
feedback, yes.  

• Customers have 
more credibility  
than messages 
from the  
organization itself 

• Paid alternatives 
have a much  
lower credibility 
than other online 
marketing 
options   

Table 6: Interview finding (2012) 
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Result  
In this chapter the result of the Facebook campaign is presented in two graphs, the 
interview respondents answers in full can be seen in the Appendix: Appendix Interview   

Facebook Campaign result 
We can see in both of the graphs that it’s not viral-exponential. For brand Y, graph 6, the 
graph is almost linear and for Brand X, graph 5, it’s exponential the first days but then 
becomes linear. Data and equations are presented and defined in full in the Appendix.  
 

 
Graph 5: Facebook Campaign result: Brand X (2012) 

 
Graph 6: Facebook Campaign result: Brand Y (2012) 

Interview result 
See appendix for interviews in whole: Appendix Interviews 
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Analysis 
An analysis of the results from the interviews and the Facebook campaign tool has been 
made and efforts are made to draw parallels to key findings in the literature studied and 
presented in this report. In order to apply our proposed model (see figure 9) for creating 
brand advocacy on our research and reach a conclusion, we have separated and applied 
different parts of it to our different data sources. The Facebook campaign tool has been 
analysed using Wilsons bullet points for a successful viral campaign, that is if it shows 
exponential growth.  
 
The theoretical framework concerning the social media field of WOM and other known 
varieties of theories linking to brand advocacy, as well as information about, and generated 
while at Wrapp, has been analysed, applying the WOM and social media parts of the model. 
The interviews are analysed by comparing the respondents’ answers to our questions with 
common theory, also presented in the first part of the report. These efforts combined aim 
to provide insight on whether or not Wrapp creates brand advocates.  

Wrapp  - Is it Social and does it create WOM? 
 
Where traditional 
marketing focuses on 
push, and informs the 
market what a brand 
represents, social media 
focuses on pull and 
creates conversation 
between consumers, 
brands and other 
stakeholders. When 
everyone gets a saying, 
credibility for the main 
opinion or notion 
increases. Social 
platforms like Facebook 
have meant co-creation 
of brand identities; in 
it’s prolongation 
building brand equity. 
The Wrapp service can 
be classified as an 
application of the High 
knowledge/pull type, in 
the mobile application 
classification matrix. 
Users wanting to join 

Word-of-Mouth

- the sharing of 
information about a 
product, promotion, 

etc., between a 
consumer and a friend, 

colleague, or other 
acquaintance

(American Marketing 
Association)

Social media
... a group of Internet-

based applications 
that build on the 
ideological and 
technological 

foundation of Web 2.0, 
and that allow the 

creation and exchange 
of User Generated 

Content

(Kaplan & Haenlein 
2010)

+

Li!erature study & 
Theoretical 
Framework

Triggers (giver)
Responding to 

recognised need
Serendipity

Adv/Promotion

Antecedents (giver)
Service quality

Satisfaction 
Value

Word of Mouth 
(giver)

Valence (+ or -)
Richness of message
Strenght of advocacy

- Strenght of 
communication

- 
Recommendation 
explicit/implicit

Conditions (giver)
Organizational 

advocacy
Closeness of giver 

and receiver
Self-confidence of 

giver
Low risk associated 

with communication

Outcome (receiver)
Expect value

Expect service 
quality

Perceived risk in 
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Improved product 
perceptions

Figure 14: Part of Analysing model: Factor that creates brand advocates 
(2012) 
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are asked for permission before giving access to their personal information.  
 
The fact that branded gift cards get posted on Facebook walls or timelines increases the 
probability of WOM, since it creates conversation and brand awareness and identity simply 
by being there.  Facebook is one of the main channels for interaction and discussion around 
common interests and likes between friends as well as strangers, through companies’ fan 
pages groups and networks.  
 
When asking Wrapp employees about their user perception – why they think people use 
Wrapp – it is a common belief that they think Wrapp is fun, new and cool, and that they like 
the opportunity it gives them to give their friends free gifts from top brands. They like that 
it makes greetings on Facebook stand out. This behaviour is spurred by a common 
motivation, to create a self-image as a caring and generous friend, also someone who knows 
about new applications. For the early adopter, Wrapp creates a wanted feeling of being one 
of the first to try and use the new technology. Parallels can be drawn to the more complex 
needs in the Maslow hierarchy of needs, primarily the need for a feeling of achievement 
and recognition by peers. Wilson also recognizes the basic human motivation of being a 
part of the conversation. 
 
There are three main elements that go into creating the wanted behaviour of spreading the 
service and the branded gift cards further – to create WOM.  
The consumer needs to be triggered. Triggers often involve a certain level of created feel of 
serendipity, such as limited time offers, or offers in other ways signalling uniqueness. It can 
also be as simple as free stuff. There needs to be antecedents, a value and a sense of the 
consumer achieving satisfaction by responding to the offering or using the service.  The 
conditions must be right. In other words, the bar is set low and the action needs to be easy 
and avert from any feeling of risk by the communication. These three key parameters are 
met by the Wrapp application to different extents. The trigger effect is there by the fact 
that there are free gifts in the application (as well as the kind you buy). The free gifts 
distributed by popular brands does run out every now and then, which can create a sense 
of urgency and trigger the user to send one of those gift cards.   
 
Value is created for both giver and receiver when using the Wrapp service. The giver might 
feel the satisfaction in making a friend happy, a friend that probably recognizes this 
gesture by saying thank you. This is amplified by the social parameter of this act being 
posted on Facebook, so that all of their friends also see this, which makes the 
acknowledgement and reward greater.  “I am someone who show friends appreciation”, and 
“I am someone to whom friends show appreciation”. Also according to Maslow’s hierarchy 
of needs and the higher levels of needs where people feel a strong need to assert 
themselves and be perceived in a certain way.  
 
Value is of course also the gift card itself – the sheer monetary value.  If the customer brand 
is perceived as cool and hip, this will also add value since both the giver and the receiver 
will be associated with the brand by their friends. The act in itself could be viewed as WOM 
and in its extension be viewed as brand advocacy. A friend endorsed branded gift creates 
credibility and awareness for that brand building positive associations, even if it’s a 
random act not meant to be anything more than a more interesting version of writing 
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“happy birthday” on a friend’s or acquaintance’s Facebook timeline or wall. The giver 
becomes a trusted friend and not some company wanting to up their sales. According to 
Keller you should never pay for any kind of customer endorsements, since this undermines 
credibility, Wrapp allows customer brands to pay for customer endorsements in subtle and 
hidden way, causing less damage to credibility. To send a certain brand’s gift card is 
optional, and there are a variety to chose from within the application.  
 
The personalized greeting element attached to the gift card heightens the feeling of 
security and trustworthiness about the brand for the receiver. By enabling this act, people 
are helped in creating a story around a brand. The act is incorporated into the daily lives of 
consumers, using Wrapp in an innate way when celebrating a friend. According to Keller 
this is likely to have a positive effect on WOM, and lowers the purchase decision 
apprehension when evaluating different brand options in the future. Which has a positive 
affect on the brand equity. It makes the event more fun and social for both giver and 
receiver. The framing of giving gift cards from brands you like, to someone you like, hides 
the commercial message. From the interview, the respondents thought that Wrapp could 
be used as a tool for brands to strengthen customer loyalty, by rewarding those giving 
many gift cards or being high spenders in general. Also, in order to activate inactive fans on 
Facebook, a way to get more likes and positive comments, creating WOM.   
 
The respondents to the conducted survey states that customer brands appear to use 
Wrapp in order to create or amplify WOM, a apart from the ones using it for customer 
acquisition and to drive sales to on and offline stores. This was also our impression of the 
customer brands motivation, after having worked at Wrapp as account managers. The 
application makes it possible to reach out to potential customers, by the brand getting 
passed on from friends to friends by gift giving, making the brand more social.  
 
The givers in the WOM-model can also represent the customer brand. For them Wrapp 
represents an online media strategy affecting their offline strategy and fulfilling many of 
the key parameters in the model discussed previously. For them, it has affected their 
offline strategy. Because of the marketing budget re-allocating to online, and because of 
the demographical and behavioural data generated from using Wrapp, that has helped 
them monetize their investment in social media and steering it to where the effect is 
proven the greatest. Some retailers and respondents argued that social media marketing is 
a complement to traditional marketing, and currently, the majority of the brands using 
Wrapp still spend more on commercials in traditional offline channels. But still, more 
advertising dollars are moving online mainly because of the ability to measure 
performance and gather real time data and to be able to talk to the people buying your 
products and services as well as those not buying from your brand. 
 
There are an abundance of social marketing tools, Facebook, Twitter, Foursquare, 
Instagram to name a few, that companies can use to reach a viral spread when doing 
communicative marketing campaigns. Both the literature and respondents’ answers 
indicate that it is not about the tools as much as how tools are used and managed.  As long 
as the engagement and the conversations are genuine, inclusive and transparent, it doesn't 
matter where it happens. Companies have to choose relevant channels where the target 
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audience will see and get engaged in the message. The content is the most important but 
synergies can be achieved by harnessing the power of WOM over a variety of tools. 

The Facebook Campaign tool – does the reach grow 
exponentially – is it a successful tool to create Viral 
marketing?  
From the graphs based on the 
campaign data for the two brands X 
and Y, it is evident that the campaign 
tool has proved slightly less 
exponential than expected. Below, the 
Facebook campaign results are 
analysed based on Wilson’s bullet 
points for a campaign to be successful 
and to reach virility. 
  
- Gives away products or services - 
Wrapp’s core is social gift giving. It is 
by definition an app that let’s 
Facebook users give away free gifts to 
friends within their network. 
However, the case could be that the 
value of the gift cards are simply to 
low for people to consider sending 
them in big enough quantities. It is 
not always about the gesture. The 
incentives for sending a gift of a 
higher value would probably prove 
bigger and affect the virility of the gift 
cards, making more people willing to 
send them.   
 
- Provides for effortless transfer to others - The service is easy to download and use. It 
does not cost anything. It is a free application and therefore the barrier to download it 
should be lower then if it were an application that users would have to purchase. Once its 
downloaded the gift sending also proves easy, executed with merely a few clicks. The 
barrier here could be the Facebook connect feature, that makes some people weary and 
hesitant about sharing their data with a an application they might not have heard of 
before. In time, this barrier will probably shrink, if Wrapp as a trusted application gets even 
more widely known and trusted.  

 
  

Viral Marketing

... electronic Word-of-
Mouth in which some 

form of marketing 
message related to a 
company, brand or 

product is transmi!ed 
in an exponentially 
growing way, o"en 
through the use of 

social media 
applications

Exponential growth

Case:  Facebook Campaign

Figure 15: Part of Analysing model: Factors that create brand 
advocates (2012) 
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- Scales easily from small to very large - Even if you would feel incentivized to send gift 
cards from your favourite brand to all your friends on Facebook, there are limits. The 
application has a built–in feature that limits you to only a certain amount of gifts to send 
each day. Also, a person that has already received a gift from a certain campaign is by the 
application prohibited from receiving another gift from that same campaign. Another 
limiting factor is the amount of gift cards from a certain brand and campaign that is 
available in total; there is seldom an unlimited amount of gift cards distributed from one 
brand. This affects virility and exponential growth from happening when using the 
Facebook campaign tool.  

 
- Exploits common motivations and behaviours - Wrapp does exploit the human will to 
show friends appreciation and generosity, to be recognized as a thoughtful friend. It does 
take advantage of common needs to be acknowledged by friends. This is achieved when 
users send gift cards that are posted on timelines or wall, showing the Facebook 
community that you are giving a friend a gift. A user gains exposure in the positive setting 
of gift giving and celebrating. Also, the gift is yours to give at no cost at all. It is commonly 
known and established that in most cases people like free stuff. The positive aspect of this 
might also be negative. Is it really generous and thoughtful to send away a smaller valued 
freebee to a friend? Some might consider this to be spamming and too commercial. It is not 
for everyone. This also affects virility in a negative way.  

 
- Utilizes existing communication networks – This is done by, other brands that are in the 
app’s awareness among users and the great Facebook community, linking consumers 
together in hubs not seldom with similar interests and likings. In order to use the 
application, Wrapp needs admission to collect information about users friends. Wrapp does 
utilize Facebook and not only to gather information about users friends, they also post gift 
cards sent on the timelines or walls of givers and receivers.  

 
- Takes advantage of others’ resources - Wrapp does not access other communication 
media channels such as TV, ads and commercial slots. No traditional offline marketing is 
done and therefore the channel that is Wrapp relies on being shared among friends 
through WOM for exposure to broaden usage of the application. Initiatives like this could 
improve credibility towards users for both Wrapp and the customer brands. But, it could 
also lower credibility since Wrapp claims to be a tool gaining virility organically.  The image 
of their product might be negatively effected by opening up to traditional offline 
marketing initiatives.  
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Conclusion and Discussion 
In this section, a discussion based on the analysis is presented and the main conclusion is 
drawn. In the conclusion, key findings from the analysis are presented. The text begins with 
a short presentation of the adopted model broken down, where it is also stated whether or 
not the different elements proclaimed to create brand advocacy are represented within the 
Wrapp service. Then a paragraph criticizing the thesis is presented. The section ends with 
some suggestions on further research.  

Does Wrapp help companies to create Brand 
Advocates? 
Wrapp with its friend-2-friend marketing strategy involves 
popular mobile social platforms, WOM, brand advocates 
and viral marketing. Brands can with friend-2-friend 
marketing encourage peer-to-peer recommendations and 
make people act like brand advocates, at least for the 
period of time it takes to send one of your Facebook 
friends a branded gift card through Wrapp.  
 
The Facebook campaign analysis was proven not 
exponential. This could be because the campaigns chosen were conducted on a new market 
for Wrapp, where the user base has not hit critical mass yet. The Facebook campaigns can 
however still be considered viral. Each gift card sent; even if it does not lead to viewers of it 
sending one on their own, represent a viral element. Wrapp’s application builds on a friend-
2-friend mechanism, which enables everyone connected to sender and receiver to see the 
act, even those not participating.  
 
New users in Wrapp that joins because of a branded Facebook campaigns get that 
particular campaign brand as a featured spot in their application. To be on that featured 
spot for a brand, increases the probability of being the brand of choice to send to friends. 
This also creates behaviour coherent with that of brand advocates. The Wrapp application 
lowers the sharing barrier. It can be assumed that most people want to give their friends 
free gift cards if they can.  
 
Personal experience and stories being shared is where brand advocates hold their power 
and how they influence peers. With social media the brand advocates have more channels 
for communicating and sharing their opinions, which have broadened the definition of 
WOM. Even those that previously were not active in the conversation and just started 
using social networks, have an easier way of making their voice heard and to give 
immediate feedback on marketing initiatives and brands in general. Wrapp is yet another 
channel, that calls to action, by commenting on gift cards posted and also by enabling 
contributing and giving gifts, this also amplifies WOM. According to the Deloitte study we 
know that social media increases the act of advocacy, and with the mobile social platform 

Brand advocates

Figure 16:  Part of Analysing model: 
Factors that create brand advocates 
(2012) 
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this is likely to increase even more, it is too early to say and no conclusions regarding this 
can be drawn from our research.  
 
When sending a branded gift card through Wrapp, users do share branded content to their 
social network. However, that does not mean that they will write highly positive reviews 
for that brand (a part from the gift card possibly being viewed as a positive review in a 
way), or help the brand in any other way that is the definition of a brand advocate and 
practicing WOM. Wrapp can however be said to be one of the first tools that experiment 
with the “90-9-1 rule”. The service enables everyone to be creators or to perform an act 
previously associated solemnly with brand advocacy, that is spreading a branded message 
to friends. Wrapp provides a way for people to tell different brands’ stories and endorse a 
brand without any bigger effort being made. The act of giving a gift creates an experience 
linked to the brand. It cultivates the social WOM at scale and uses an already existing 
communication network at the same time as it extends it to the Wrapp platform. As a 
brand you have the opportunity to be where your target audience spend most of their 
online hours – Facebook. Also to increase the audience with the exposure Wrapp enables. 
It’s a twist on the strategy “Give away something, sell something”. By customer brands 
giving away gift cards on Facebook, people receiving one are incentivized to visit one of 
their stores and buying something with their gift card.  
 
The virality is an important parameter for reaching those prone to sharing and those being 
influenced by what brand advocates share. In our model we included Kaplan’s building 
block on creating viral marketing, the concept of a strategy or tool being viral is more 
complex than that. Most people think its fun to send one gift card, and on average users do 
this once a week, however not all feel inclined to send gift cards to all of their Facebook 
friends more frequently.  
 
With brand advocates you can amplify other marketing initiatives, and as a brand you can 
get instant feedback on the traditional marketing campaigns you are already doing and 
investing money in. From our literature review and interviews conducted the following key 
characteristics for brand advocates can be said to be the following: 
 
• Effect the decisions of others to a larger extent than the average consumer 
• Viewed as opinion leaders 
• They create more credibility 
• Avert feelings of risk associated with purchase decisions.  
• Provide an unfiltered voice in the marketplace 
• More communicative than the average person, 
• Using many different social networks and has more connections.  
• They are editors or influencers and create content, tell stories that they either create or 

pass on.  
• Passionate about the brand they are sharing 

 
The analyses based on our proposed brand advocacy-creating model and results, bring us to 
the following conclusion about the different elements involved in creating brand advocacy 
and if the Wrapp service carry these elements:  
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 Is the Campaign exponential? – No 
 Is Wrapp social? – Yes 
 Is Wrapp a tool for WOM? – Yes 
 Is Wrapp viral? – Yes 
 
What Wrapp actually does is: 
 

• Enables people to send branded gift cards to Facebook friends 
• With Wrapp’s Facebook campaign, customer brands are given a way to engage their 

brands fans on Facebook and maximize the opportunity to share.  
• Gives customer brands valuable data about their customers’ behaviour, making it 

adjust their mobile social media strategy 
• Makes it easier to follow customers pattern and behaviour  
• To some extent identifies and separates engaged fans from average customers 
• Helps to develop a strategy to engage those not inclined to take part in the 

discussion around the brand 
• Rewards those already advocating the brand 

 
We are not able, based on our research, to show evidence supporting the conclusion that 
Wrapp creates brand advocates. Neither by comparing what is stated in the literature 
review to a person simply sending a gift card through Wrapp or the Facebook campaign 
analysis makes this conclusion plausible. However, Wrapp does enable behaviour, in the 
past only seen amongst what is defined as brand advocates. The barrier is with Wrapp 
lowered for the average consumer to spread brands to their Facebook friends. One could 
say that Wrapp changes an average consumer into a brand advocate momentarily. It has 
thereby become a difference between being a brand advocate, according to the definition of 
one, and simply performing the act of brand advocacy. In order to be a brand advocate it is 
stated that you have to have certain key characteristics.   
 
It is important whom you reach. This is of course connected, people seem to be either 
content makers or else they are not. If they are not, they have a low probability of 
becoming content makers. For some more susceptible to creating content online, the 
Wrapp app has activated brand advocacy. For those already advocating what they think 
and which brands they like, Wrapp is an addition to the channels they are already using to 
communicate their message.  There is reason according to the “90-9-1-rule” to believe that 
there is a small and almost constant group of people advocating brands. Wrapp engages 
users, creating the act of brand advocacy, but whether or not the service increase the 
amount of brand advocates for the customer brands cannot be said. In order to know this, 
more information about the user base would be needed. Based on the analysis of our 
results, Wrapp does not necessarily create brand advocates. It can however be argued that 
the Wrapp service enables behaviour tangential and call to action with brand advocacy.  
 
Brands using Wrapp build identity, not only by being posted in a positive and personal 
context on people’s facebook timelines, but also by using a new service, showing that they 
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are on the forefront.  There is reason to believe that these two factors have a positive effect 
on customer-based brand equity.  
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Criticising the conclusion  
To show that we are aware of the limitation in this report, including our conclusions we in 
the following text discuss the most questionable aspects of our work.  
 
The US market, from where we collect data in our Facebook campaign analysis is new for 
Wrapp. This means, there are too few and too unstable data points for any conclusion to be 
made upon these. The analysis does however illustrate and gives indication on how Wrapp 
spread branded messages between Facebook friends. The interviews should have been 
complemented with a user analysis and a customer brand evaluation, to see whether or not 
brand engagement increase and to what extent this happens when using Wrapp. Us 
working at Wrapp while conducting this study gave us great insight but also increased the 
level of subjectivity. The model is not proven to be accurate by any other research 
conducted and therefore represent one of the biggest assumptions made in this report.  
There is no way of us knowing if the literature review covers all of the important aspects 
needed to properly investigate the field chosen. It has also been restricted to what we have 
been able to find given resources such as time and previous knowledge.   

Future Research and Managerial Implications 
When researching and writing this report, we started questioning if creating brand 
advocates, with a genuine strong attachment to a certain brand is possible all together. It is 
our premonition that in order to be a part of that one percentage creating content on the 
web, you need to have certain personality traits. What we question is, can marketing of any 
kind change personality traits of consumers? Marketing can trigger changes in consumer 
behaviour, and friend-2-friend marketing does this more effectively, people listen and 
adjust to their social surroundings. But does this in extension mean that the overall 
behaviour changes? That is not as certain. New social media marketing tools, like Wrapp, 
enable and normalize impulsive and sometimes even compulsive communication between 
people; the barriers of sharing are constantly lowered. The need to investigate 
psychological dynamics a long with social media marketing further is evident to us. This 
would mean following and analysing a sufficient amount of representatives from the 
behaviour triangle illustrating the “90-9-1 rule”, to see how their general response to 
marketing in social media marketing channels change over time. What it is affected by and 
how? 
 
 If core behaviour of consumers can be changed using friend-2-friend marketing, how this is 
done most effectively is of interest. If not, the identification and activation of the 1 
percentage should be the main focus for any future social media marketing strategies.   
 

• How can you create brand advocates, if you cant create brand advocates, how can 
you identify them 

• Ask users to place themselves somewhere in the triangle 
• Follow users behaviour over a longer period of time and ask them again, see if their 

self-image has changed 
• Pay for reach – implications  



Liva Lager 
Charlotte Ekenger 

 61 

Reference 

Books  
Author, (Release year), Title, City: Publisher 
 
Collis, J. Hussey, R. (2009 3th edition) Business Research, A practical guide for 
undergraduate & postgraduate students China: Palgrave and Macmillian   
 
Ferguson, R. (2008) Journal of Consumer Marketing. Milford: Emerald 
 
Fill, C. (2009) Marketing Communication, Interactivity, Communities and Content, fifth 
edition, Edinburg: Pearson Education Limited 
 
Fuggetta, R. (2012) Brand Advocates: Turning Enthusiastic Customers into a Powerful 
Marketing Force, New Jersey: Johan Wiley & Sons, Inc 
 
Kitchen, P. J. (2008) Marketing Metaphors and Metamorphosis, Hampshire & New York: 
Palgrave Macmillan 
 
Keller, K. L. A. Kotler, P. (2008) Framework for Marketing Management England: Person 
Education Limited 
  
Smith, H. Wheele, J. (2002) Managing the Customer Experience: Turning customers into 
advocates Edinburgh: Person Education Limited 
 
Uggla, H. 2006 Positioner: Teori, trend & strategi Korotan Ljubljana: Liber AB 

Scientific article 
Author, (Release year), Title, City: Publisher  
 
Backstrom, L. Karrer, B. Marlow, C. Ugander, J. (2011) The Anatomy of The Facebook Social 
Graph US 
 
Barnes, S. J (2002) International Journal of Information Management New Zealand: Victoria 
University of Wellington 
 
Conroy, P. Narula, A. (2010) A new breed of brand advocates Social networking redefines 
consumer engagement Deloitte Development LLC Conroy 
 
Edman, K. Karlsson, E. (2011) “Social media is word of mouth on crack” – A study about how 
retailing companies can increase their Internet traffic through the use of social media 
Göteborg: Textilhögskolan, Högskolan i Borås (Bachelor thesis in Business) 



Liva Lager 
Charlotte Ekenger 

 62 

 
Extole Inc, (2012) What Facebook's Open Graph Means to Marketers Extole Inc 
 
Ferris-Costa, Dr. K.R, A field Guide to brand advocates, practical Insights for Marketers, 
Boston: BzzAgent 
 
Google/Mobile Marketing Association (2011) Global Perspectives: The Smartphone User & 
The Mobile Marketer Google/Mobile Marketing Association 
 
Haenlein, M. Kaplan, A. M. (2011) Two hearts in three-quarter time: How to waltz the social 
media/viral marketing dance Paris: ESCP Europe 
 
Haenlein, M. Kaplan, A. M. (2012) Business Horizons Paris: ESCP Europe 
 
Kaplan, A. M. (2011) If you love something, let it go mobile: Mobile marketing and mobile 
social media 4x4 Paris: ESCP Europe  
 
Keller, L. K. (1993) Conceptualizing, Measuring, and Managing Customer-Based Brand Equity 
Vol. 57, NO 1 Jan 1993, American Marketing Association   
 
Mazzarol, T. Sweeney, J. C. Soutar, G. N (2007) Conceptualizing word-of-mouth activity, 
triggers and conditions: an exploratory study Vol. 41 Iss: 11 pp 1475-1494 European Journal of 
Marketing 
 
Mazzarol, T. Sweeney, J. C. Soutar, G. N (2008) Factors influencing word of mouth 
effectiveness: receiver perspectives Vol. 42 Iss: 3 pp. 334-364 European Journal of Marketing 
 
Research2guidance (2011) Android Market Insight, Vol. 4 Research2guidance, 2011 
 
Seger, J. Svensson, C. (2011) Consumer Behaviour – A study regarding how a private stores 
customer club can effect customer loyalty Skövde: Högskolan i Skövde, (Master Thesis in 
Business) 
 
Schneider, T Energizing brand advocates and increasing your social media ROI HSMAI 
foundation & Zuberrance  
 
Udd, A. (2012) Predicting Redemption Probability of Gift Cards – Combining Rating and 
Demographic Data in a Hybrid User Based Recommender System Stockholm: Royal 
Institute of Technology (Master Thesis at CSC) 
 
Chandon, P. Laurent, G.  Wansink, B. (2000) A benefit con- gruency framework of sales 
promotion effectiveness Fontaniebleau: Journal of Marketing 

Internet 
Author, (Date), Title, Site owner, URL 



Liva Lager 
Charlotte Ekenger 

 63 

 
About.com (2012) Measuring Brand Equity, About.com 
http://marketresearch.about.com/od/market.research.brand.equity/a/Defining-And- 
 
Abonen, T. T (2008) Excerpt from brand new book, Mobile as 7th of the Mass Media 
Cellphone, Cameraphone, iPhone, Smartphone Worldbank, 
http://siteresources.worldbank.org/EXTEDEVELOPMENT/Resources/TomiAhonenMobile7
thMassMediaExcerpt.pdf?resourceurlname=TomiAhonenMobile7thMassMediaExcerpt.pdf 
 
AdCracker Brand Definitions, AdCracker,  
http://www.adcracker.com/brand/Brand_Definition.htm  
 
Apple, (2012), www.apple.com  
 
Brandembassy.com (July 3th 2012) Down with Myths about Brand Ambassadors 
Brandembassy.com http://www.brandembassy.com/resources/down-with-myths-about-
brand-ambassadors.html  
 
Brandidentityguru, (2012) Brand Equity, Branding Value – Building Brand Identity and 
Brand Image, Brandidentityguru http://www.brandidentityguru.com/big_branding.htm.  
 
Businessdictionary, Relationship marketing 
http://www.businessdictionary.com/definition/relationship-marketing.html 
 
Cassovoy, L. What Makes a Smartphone Smart? We tackle the question: Just what is a 
smartphone, and why is it so smart? 
http://cellphones.about.com/od/smartphonebasics/a/what_is_smart.htm   
 
Collinson Latitude Loyalty Marketing Definitions Collinson Latitude 
http://www.collinsonlatitude.com/loyalty-marketing-definition.aspx  
 
Constine, J. (February 29th, 2012) Your Average Facebook Post Only reaches 12 % Of Your 
Friends Techcrunch, http://techcrunch.com/2012/02/29/facebook-post-reach-16-friends/ 
 
DeVault, G. Defining and Measuring Customer Brand Experience How do Conventional 
Brand Constructs Compare? About.com 
http://marketresearch.about.com/od/market.research.brand.equity/a/Defining-And-
Measuring-Customer-Brand-Experience.htm  
 
Facebook a, 
https://www.facebook.com/about/timeline 
 
Facebook b,  
https://www.facebook.com/help/?faq=274400362581037) 
 
Foursquare https://foursquare.com/  



Liva Lager 
Charlotte Ekenger 

 64 

 
Gartner (January 26th, 2011) Gartner Says Worldwide Mobile Application Store Revenue 
Forecast to Surpass $15 Billion in 2011, Gartner, 
http://www.gartner.com/it/page.jsp?id=1529214  
 
Hessel, D. (August 16th, 2010) Sagan om Android, Idg, www.idg.se/2.1085/1.333888/sagan- om-
android      
 
Instagram http://instagram.com/  
 
Lie, E. (December 13th 2010) When it comes To Marketing, Twitter Destroys Facebook 
Businessinsider, http://www.businessinsider.com/twitter-destroys-facebook-2010-12  
 
LinkedIn http://press.linkedin.com/about   
 
Morebusiness.com, (2008) Push vs. Pull Marketing & Push and Pull Strategy Tips 
www.morebusiness.com http://www.morebusiness.com/push-vs-pull-marketing-web2.0  
 
Nielsen Company (2011) The State of Mobile Apps – Created for the AppNation Conference 
with Insight from Nielsen Company’s Mobile apps Playbook, Nielsen Company,  
http://blog.nielsen.com/nielsenwire/wp-
content/uploads/2010/09/NielsenMobileAppsWhitepaper.pdf 
 
Pinterest http://pinterest.com/about/ 
 
Retailrehab http://retailrehab.co.uk/blog/2009/05/brand-ambassadors-and-representing-
your-brand/   
 
Roach, E. (July 15th, 2008) How to Make Brand Champions, Small Business Branding 
http://www.smallbusinessbranding.com/995/how-to-make-brand-champions/  
 
Ross, L. T. (August 16th, 2011) Content Dos and Don’ts, Webmarketing Today, 
http://webmarketingtoday.com/articles/ross-social-media-dos-donts/ 
 
Strickland, J. How Google Plus Work, How Stuff works 
http://www.howstuffworks.com/internet/social-networking/networks/google-plus.htm 
 
Turner, J, (January 23, 2012) What is mobile marketing, 60secondmarketer 
http://60secondmarketer.com/blog/2012/01/23/what-is-mobile-marketing/  
 
Vardis, H. (1998) What is brand identity and how can knowing it increase your bottom line?, 
Coles Kennesaw http://coles.kennesaw.edu/centers/innovation-
creativity/docs/brandequity.pdf 
 
 



Liva Lager 
Charlotte Ekenger 

 65 

 
Zetlin, M. (November 10th, 2011) The Difference between Google and Facebook – And more 
thoughts from Facebook COO Sheryl Sandberg’s Charlie Rose Interview, Technology Inc, 
http://technology.inc.com/2011/11/10/the-difference-between-google-and-facebook/ 
 
Venture republic, Brand glossary, Venture republic 
http://www.venturerepublic.com/resources/brand_glossary.asp   
 
Wauters, R. (January 18th, 2011) Mobile App Market Will be worth 25 billion USD by 2015 – 
Apple’s Share: 20 %, Techcrunch,   
http://techcrunch.com/2011/01/18/report-mobile-app-market-will-be-worth-25-billion-by-
2015-apples-share-20/  
 
Wilson, Dr. R. F. (May 10th, 2012) The six Simple Principle of Viral Marketing Webmarketing 
Today http://webmarketingtoday.com/articles/viral-principles/ 
 
Wilson, Dr. R. F. (August 2th, 2011) Where is Online Marketing Going, Webmarketing Today, 
http://webmarketingtoday.com/articles/kennedy-marketing-future/   
 
Wilson, Dr. R. F. (April 8th, 2009) How to Viral Market, Webmarketing Today, 
http://webmarketingtoday.com/articles/sherpa-viral-market/ 
 
Wirtualwordlsreview What is a Virual World? 
http://www.virtualworldsreview.com/info/whatis.shtml  
 
Wrapp a, 2012, Wrapp Starts Asian Social Gifting Expansion in Taiwan 
http://www.mynewsdesk.com/se/pressroom/wrapp/pressrelease/view/wrapp-starts-asian-
social-gifting-expansion-in-taiwan-749052  
 
Wrapp b, 2012, Back-to-School Shopping Goes Mobile, Social With Wrapp 
http://www.mynewsdesk.com/us/pressroom/wrapp/pressrelease/view/back-to-school-
shopping-goes-mobile-social-with-wrapp-784831  

Interview respondent 
Pelle Almqvist, Backend Developer,  
George Babu, COO North America,  
Herman Bynke, US Biz Dev 
Martina Ekman, Head of Production 
Sara Ekman, Support manager  
Lisa Enckell, Head of marketing 
Carl Fritjofsson, COO, Stockholm 
Vanessa Meyer, Marketing / Account manager 
Lisa Rytter, European Marketing Manager 
Arianna Sanders, US Account Manager 
Jason Yip, Director, Director Strategic Accounts 



Liva Lager 
Charlotte Ekenger 

 66 

Oral reference 
Presentation held by Leo Giertz (Februari 17th , 2012) 
 
Presentation held by Vanessa Meyer (April 5th, 2012) 
 
Wrapp, 2012 
Wrapp.com & Internal presentation 
 
 
 

 
 

Appendix 
Appendix: Facebook Campaign data 

Brand Y 
Initial reach:    !!! ! !!!!" 

Time (day):    ! ! !!!! !!"  
Number of friends   !"!!"!!"#$%&' ! !"# 
Reach     ! ! !"!! 
Reach/Sent gift card   !! ! !"!!"!!"#$%&' ! ! 
Sent gift card:    !!"  

Impressions/Sent gift card:  ! ! !!! 
Total Impressions/day:   !!"  

    !!" ! !!! ! ! ! !!"!! ! ! ! !!"!"
!!!  
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Graph 7: Sent gift card per day: Brand Y (2012) 

 
Graph 8: Facebook Campaign result: Brand Y (2012) 

Brand X 
Initial reach    !!! ! !"!!"# 

Time (day):    ! ! !!!! !!"  
Number of friends   !"!!"!!"#$%&' ! !"# 
Reach     ! ! !"!! 
Reach/Sent gift card   !! ! !"!!"!!"#$%&' ! ! 
Sent gift card:    !!"  

Impressions/Sent gift card:  ! ! !!! 
Total Impressions/day:   !!"  
     !!" ! !!! ! ! ! !!"!! ! ! ! !!"!"
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Graph 9: Sent gift card per day: Brand X (2012) 

 
Graph 10: Facebook Campaign result: Brand X (2012) 
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Appendix: Interview 

Interview 1  
1. What experience do you have in social media? Background? 
No professional but I have a huge personal interest when it comes to social media and am 
an early adopter of different services (IRC, facebook, twitter, …) 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
Don't really know for sure (I haven't met a lot of merchants) but from what I've heard they 
like the possibility to reach out to a lot of potential customers via Wrapp. 
 
3. When meeting Wrapp users, why do they use Wrapp? 
People use Wrapp to gift one another. It’s a nice way to be kind to your loved ones and even 
other, less close, friends. And of course to receive free stuff and discounts in stores. 
 
Brand advocates  
4. What is a brand advocates in your words? 
Someone who speaks on behalf of a brand. 
 
5. How does Wrapp create brand advocates? 
Our users speak about the brands that are available in our app to their friends and hence 
they become Brand advocates . 
 
6. Why are brand advocates so important? Are they important?  
I tend to listen more to people in my surrounding than people on marketing channels (such 
as TV commercials). Therefore when people in my surrounding are brand advocates and 
their impact will be bigger. They are important to the brands if what they are talking about 
is something positive for the brand. However, Wrapp's brand advocates are harder to 
control so they might speak about something that is not good for the brand. 
 
7. Do you think the roll of brand advocates have changed with social media? 
No, but the people performing it has changed. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
I think social media open up doors to new customers that might not have participated in 
that market otherwise. 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
I think that is totally up to the brand and based on their goals. Some brands are probably 
happy as is. 
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10. Would you say that friend-2-friend marketing is the new way of creating brand 
advocates?  
Don’t know 
 
11. Has social media affected the level of credibility we feel towards a brand? 
Not sure 

Interview 2 
1. What experience do you have in social media? Background? 
Personal user since the early days of Facebook/Twitter/LinkedIn/Instagram/Foursquare 
(though it was always for business until Wrapp.) 
Ran/analyzed/copy-edited social media campaigns for a Company (online & offline) 
Build a Company’s product and business model around what we learnt from social 
companies like FB/Twitter/etc. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
Different folks, different strokes. Reasons include: 

1) activating their inactive fans 
2) driving net new store traffic 
3) monetizing their investments in social media 
4) testing new technologies before the competition does 
5) looking cool 
6) bringing in a younger audience 
7) knowing they need to have a mobile strategy but don't always know how to 
do that. 

 
Most have a social media strategy. Aim is usually brand building and engagement. 
 
3. When meeting Wrapp users, why do they use Wrapp? 
To give fun gifts to their friends. 
Checking out the latest and greatest. 
 
Brand advocates  
4. What is a brand advocates in your words? 
Someone who represents a brand, spreads the word about it, clears misconceptions about 
the brand. 
 
5. How does Wrapp create brand advocates? 
In theory, anytime someone gifts someone, they're acting as a brand ambassador. 
 
6. Why are brand advocates so important? Are they important?  
I think they are important. Because I trust the recommendations of my friends more than 
those of people I know. So if someone I know tells me to check something out, I will. I 
generally ignore ads (but I love the funny ones). 
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7. Do you think the roll of brand advocates have changed with social media? 
NO 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Transparency in what people really think of your brand. 
A direct channel to have 1:1 conversations with your fans. 
A measurable marketing channel (unlike TV where ROI is measure by inference & 
extrapolation). 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
I think viral spread occurs when people love your brand/product and tell others about it. I 
think the tools are secondary and not really that helpful (in my view). If people love your 
brand, they're going to tell others about it. Maybe tools can help reduce the friction in 
telling others.  
 
Definitely think tools are helpful when they can help you analyze your social media 
activities and results. 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
advocates? 
No, I don't think it's something new. Maybe we/wrapp provide a more scalable and 
fun/easy way to do it, but it doesn't seem to me that F2F is anything new.  
 
11. Has social media affected the level of credibility we feel towards a brand? 
Yes. I absolutely believe that. I find that my brand impression is now heavily influenced by 
their social media presence since that's a 2 way channel (v. 1 way ads) that lets me know 
what others also think about that brand, surfaces problems with the brand (like #NBCFail 
in this Olympics), and lets met vent at the brand (I always applaud those brave enough to 
face the frustrated customers openly) 

Interview 3 
1. What experience do you have in social media? Background? 
On a professional level I have been working in new media/internet businesses since 1995 
and Wrapp is the first company that I am working for in the social media space. I have 
previously worked in within mobile, internet and performance marketing industries. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
More often than not, they have a well defined social media strategy and Wrapp is seen as a 
new opportunity that fits well into their strategy of engagement of customers and fans.  
 
3. When meeting Wrapp users, why do they use Wrapp? 
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Someone told them about it, sounded like fun and cool app 
 
Brand advocates  
4. What is a brand advocate in your words? 
Someone that endorses a brand to their friends, or recommends a brand experience to their 
friends 
 
5. How does Wrapp create brand advocates ? 
By allowing people to send gift cards to their friends from their favourite brands, thereby 
endorsing the brand while putting it in a celebratory context between friends 
 
6. Why are brand advocates so important? Are they important?  
The brands value is escalated if the brand is recommended from friend to friend compared 
to if the brand promotes itself  
 
7. Do you think the roll of brand advocates have changed with social media? 
Definitly  !   
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Marketing is more fluid, more trustworthy and solid by virtue that the consumer and user 
is in fact determining which brands are more valuable depending on engagement and 
popularity -- it is not just the marketing dollar that counts, the consumer has more say --- 
social media makes marketing more democratic 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
They need Wrapp 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
Advocates s?  
It is one new way, not necessarily THE only new way, and Wrapp is taking the lead in 
making it a reality. 
 
11. Has social media affected the level of credibility we feel towards a brand? 
Definitely -- credibility can be measured in likes, fans and gifts ! 
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Interview 4 
1. What experience do you have in social media? Background? 
None.  
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
Getting new customers and higher sales. 
 
3. When meeting Wrapp users, why do they use Wrapp? 
Cool to send friends gift cards, and good way to save some money on purchases. 
 
Brand advocates  
4.What is a brand advocate in your words? 
Someone who likes the brand and speaks good about it to their environment 
 
5. How does Wrapp create brand advocates? 
It gives the silent fans a voice on social media. 
 
6. Why are brand advocates so important? Are they important?  
Yes. As long as their lobbying feels genuine. Any reminder of a brand is important for 
getting a person in the store. If a friend recommends the store, it's one of the most genuine 
recommendations you can get. 
 
7. Do you think the roll of brand advocates have changed with social media? 
It's made their position stronger since their voice is louder. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
A compliment. 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
The more the better. But it's not only important what tools you use, but how you use it. 
And the early adopters get the advantage point! 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
Advocates s?  
? 
 
11. Has social media affected the level of credibility we feel towards a brand? 
No, just the possibility for a small brand to become known. Social media really creates an 
advantage for the little players, who would never have had a chance to go viral before. 
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Interview 5 

1. What experience do you have in social media? Background? 
None.  
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
 
3. When meeting Wrapp users, why do they use Wrapp? 
Several different reasons.  
 
Most of our users like to be perceived as generous people, good friends. They enjoy giving 
their friends gifts. A lot of these people are hoping to get the favour in return, but I don’t 
think that is important for all of them.  
 
Some people find it satisfying to save money and find great deals. I think a portion of our 
users frequently visits coupon sites in the hunt for the next bargain, and for them the most 
important thing is that the gift card is worth a lot. Some of our users seem to spend loads of 
time searching for different ways to save money.  
 
A very small portion of our users are, of course, people who enjoy screwing us. Hater on our 
Facbook page, people that might be using a gift card or two, but most of all enjoys trolling. I 
think we have surprisingly few of these though.  
 
Brand advocates  
4. What is a brand advocate in your words? 
Combined with my own thoughts I guess it is someone that embodies a brand somehow. 
Someone that agrees with the brand’s vision, goals and also with the brand’s means to 
reach them. In the same time spreads the word about the brand to a lot of people.  
 
5. How does Wrapp create brand advocates ? 
Through social media mostly. We get people to like, share and comment on our Facbook 
page, and by doing this spreading the word about us to their friends.  
 
Another thing that I think helps creating brand advocates is having a catch phrases. If we 
keep saying Wrapp is “fun and easy”, on our page, in our email, in the app, to our partners, 
people will remember if and probably be more prone to describing us that way to others.  
 
6. Why are brand advocates so important? Are they important?  
If a friend recommends a page, I am more likely to check it out, and I have a positive 
attitude towards it from the beginning. Of course this could go the other way around. If I 
have a lot of spamming, annoying friends that likes a page I think I would avoid that page. 
Still, I would recognize the page if I see it in the future, which is a good thing, as long as I 
don't remember where I heard of it, which I probably won't. But that wasn't the question. 
 
I don't know if brand advocates are important. 
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7. Do you think the roll of brand advocates  have changed with social media? 
Yes. The like and share should play a big role in this. And the fact that I can easily see what 
my friends like, what is new and trendy must have made a huge difference. Spreading the 
word about something is a completely different thing now compared to just some years 
ago.  
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
Advocates s?  
Yes. Peer pressure plays a major role in all our decision making and social media has really 
made it more obvious what I am supposed to think, do and feel about things. 
 
11. Has social media affected the level of credibility we feel towards a brand? 
I would guess that the perceived transparency brands gains on Facebook for example have 
made them more trustworthy and reliable to their fans/customers. 

Interview 6 
1. What experience do you have in social media? Background? 
MSc in Business and Economics, Marketing and media management. We studied social 
media quite a lot, but more importantly, we studied marketing strategies and theories on 
an advanced level. We had guest lectures every week that talked about the latest trends in 
the advertising, media and marketing industry.  
 
At my School, I was selected as the most knowledgeable student in social media, and 
presented for top management (100 C-level).  
 
I also wrote my MSc thesis in social media.  
 
Before joining Wrapp I worked at the PR agency. I mainly worked with consumer (market) 
PR and focused a lot on social media and how the firm could develop their social media 
offerings.. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
From my perspective, it's quite a difference between Swedish and US merchants. 
 
Also, all merchants have different objectives with using Wrapp. Some want to drive foot 
traffic, others want to reach a younger target group, or just want to launch a new products. 
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Many brands do have a social media strategy. Some are as simple as "be there", be there for 
the customers, on whatever platform they wish. 
 
Others are much more advanced and they have a careful plan and calendar for all their 
social media activities and it's a key channel for their marketing and branding, and 
customer support. 
 
My opinion is that many well-known and global brands are surprisingly behind in this area 
and that there is a lot to do in the retail industry. 
 
3. When meeting Wrapp users, why do they use Wrapp? 
I actually don’t know. And this is Wrapp’s biggest problem in my opinion right now.  
 
We have spent hours and hours on developing the value proposition for the merchants, but 
have almost forgotten our users. 
 
You would believe (and hope) that they use Wrapp to surprise their friends taht live far 
away or people they just have a brief contact with. 
 
But my feeling is that people use Wrapp when they want discounts, and that people are 
giving each other gifts. ”Give me one, and I’ll send you one”. Also, the majority of all blogs 
that write about Wrapp are ”deal-hunting” and money savings blogs. 
 
Brand advocates  
4. What is a brand advocates in your words? 
I could go on forever here. A brand Advocates , or a brand advocate, is someone that 
advocates for your brand, voluntarily. They care about your brand, they are knowledgeable 
about your products and want to share it with other people. 
 
5. How does Wrapp create brand advocates ? 
I'm not so sure that Wrapp create brand Advocates s. But it gives the average consumer an 
easy tool to share the brand with friends and family.  
 
Usually, a very small percentage (bloggers and other vocal people) have shared brands. 
 
With social media, everyone is liking and sharing and Wrapp makes it very easy for these 
people to share a brand and a nice offer from that brand. 
 
Instead of creating brand Advocates s, I'd say that Wrapp give these people a powerful tool 
to share the brand even more. 
 
6. Why are brand advocates so important? Are they important?  
Yes they are very important. Today the consumers trust their friends and peer 
recommendations to a much higher extent than paid or earned media.  
 
Everyone has a voice in the social media landscape, and having people that trust and like 
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your brand is crucial. They will tell your story, they will sell on your behalf. Brands need to 
find and recognize, and in the end, reward these people. 
 
7. Do you think the roll of brand advocates have changed with social media? 
Yes, see above. I think they've always behaved like they behave now, but what they do on 
social media is more visible and measurable. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Quite a lot. And not only on marketing, but on communications and customer support. The 
company has a voice, and it's very easy to come in contact with a company. 
 
Social media has really forced companies to become more transparent and customer-
friendly. It has forced people to re-think how they communicate with the rest of the world.  
 
Marketing develops and I think the largest shift is the focus on data and measurement. A 
marketing department today need a data analysts. It's so much data available, and you 
need it to fully understand your customers' behavior.  
 
Marketing has also become more technical. Today the best marketing campaigns are made 
by new technology. Technology and data is very important, and just like you hired an art 
director or copywriter in the past, you need a data analysts and a technical person in your 
team. Design and copy is equally important, but more layers in a successful campaign have 
been added. 
 
I really see a huge shift, and I think that companies who doesn't recognize this shift will be 
far far behind. 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
As I said before, it's not so much about the tools in socia media. It's more about the mindset. 
I don't think a Facebook page or Twitter account will do it. Wrapp is actually a perfect 
example of a new product that traditional retailers can use to utilize social media, and the 
power in peer-to-peer marketing, to drive sales to their traditional stores. 
 
For some brands, this might be just enough. 
 
Social media takes time. A lot of time. Having people working full-time with managing your 
brand in these channels take a lot of time. I don't think that a single community manager 
should do this, it should be pushed into the organization and many people should be visible 
and vocal in a company.  
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
advocates?  
No, not creating. But leveraging them. And not only brand advocates, rather it gives a 
simple tool to each and everyone. But it's a great way for brands to encourage peer-to-peer 
recommendations. 
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11. Has social media affected the level of credibility we feel towards a brand? 
YES. Big time. If you can't find a brand online, and if they've got a poor social media image, 
we trust it less. 

Interview 7 
1. What experience do you have in social media? Background? 
Facebooking every day since 2007 
Tweeting every day since 2008 
Keepin a fresh LinkedIn profile since 2005 
Tried blogin but never got in to it in 2007 
Co-founded an advertising network focused on the b2b community which represents  
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
Why:  
1) friend-2-friend endorsement (genuine and non-intrusive) 
2) performance-based with limited risk 
3) a tangible social media initiative which delivers real results 
 
Social media strategy: 
- Most of them have something, although most of them focus on acquiring likes/fans 
without any idea on how to engage and monitize them. 
- The short term aim is to have a social media presence. The long term aim is unclear for 
many of them.  
 
3. When meeting Wrapp users, why do they use Wrapp? 

- Social media has changed the fundamental behavior of whom, for what occasions 
and how ofter we communicate with friends. Wrapp provides the same shift in the 
gifting behavior.  

-  You want to stand out in the clutter of FB greetings. 
- "Give and get", meaning if I send my friends gift cards they will return the favor. 

 
Brand advocates  
4. What is a brand advocate in your words? 
A person who is genuinely passionate about a brand, and who wants to tell the world about 
the reasons behind this passion.  
 
5. How does Wrapp create brand advocates? 
When you provide Wrapp to genuine brand advocates, they finally have a tool to share 
their passion with their friends and create incentives for their friends to try out the brand. 
As we all know, the power of friend endorsement is huge, which is the reason behind the 
relatively high redemption conversion rates. 
 
6. Why are brand advocates so important? Are they important?  
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They are the most organic form of advertising a brand would ever get. Organic = genuine = 
powerful.  
 
7. Do you think the roll of brand advocates have changed with social media? 
Yes. Social media provides the world's most powerful tool for brand advocates (and "brand 
enemies") to share their thoughts about the brand. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Traditional marketing is the entry point. Social media is where traditional marketing is 
being undressed and dissected to portray the honest truth about a brand.  
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
Wrapp. ;) 
 
FB, Tw + blog is probably more than enough for most companies. The question is rather 
what they do and how they choose to use with these channels. Static social media presence 
is worthless. Interactivity is key. 
 
10. Would you say that friend-2-friend marketing is the new way of creating Brand 
advocates ?  
Yes.:) 
 
11. Has social media affected the level of credibility we feel towards a brand? 
Yes. Once again social media can undress and dissect a brand to show its true self. The 
brands who still stand on top after this honest exposure are even more credible than 
before.  

Interview 8 
1. What experience do you have in social media? Background? 
I not only established the social media strategy for two online brands, I was a consultant 
and key account manager at market research firm that specialized in social media and 
mobile media research.  
 
I also use social media regularly in my personal life and to build my professional only 
brand. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
Merchants are considered with sales and marketing. The entire funnel. They want to drive 
high value traffic to their store as well as gain exposure on social media.  
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Wrapp allows retailers to build brand awareness and drive traffic to their stores brand in a 
very targeted manner. The data that we provide them is unique and invaluable. With 
Wrapp, retailers can accomplish to major marketing goals. 
 

1. Identify and activate high spenders 
2. Identify and activate brand advocates 

 
Helping to deliver on these marketing objectives is what makes Wrapp truly unique.  
 
3. When meeting Wrapp users, why do they use Wrapp? 
Free gifts from top brand. Something they can't get elsewhere. and its new and novel. 
 
Brand advocates  
4. What is a brand advocates in your words? 
Someone who: 
 

- spend significantly more than the average consumer on their favorite brand 
- believe a good brand is worth talking about, and need no incentive to do so 
- are trusted by their friends 
- are more likely than average consumer to share special offers from favorite brand 

with others 
- are more likely than average consumer to search for special offers from favorite 

brand online 
- are more likely than average consumer to purchase favorite brand multiple times 

when on sale 
 
Brand advocates are not advocates because of the brand but because they consider an 
expert on a particular topic, areas, product, service, etc. and want to help their friends make 
better purchase decisions. 
 
5. How does Wrapp create brand advocates? 
90-9-1 rule.  
 
6. Why are brand advocates so important? Are they important?  
They are extremely important. As important as a big spender. They are the individuals 
every brand is trying to reach when they advertise or market their brand.  
 
Not every brand ambassador has influence, but luckily with Wrapp every ambassador can 
have influence. 
 
7. Do you think the roll of brand advocates have changed with social media? 
Yes. Its gotten much much easier. Everyone is an ambassador. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
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Traditional marketing was all about push, Brand to consumer. Social media makes it a 
conversation between consumers, brands and other stakeholders.  
 
Social media forces brands to relinquish control of their brand meaning and allow its 
customers, advocates and stakeholders to co-create what their brand actually means. Good 
brands join and facilitate the conversation, they don;t try to control it. 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
They could just have one if they want. Its not about the tools. Its a change in mindset about 
marketing communication and branding. The tools will come and go.  
 
As long as the engagement and the conversation is genuine, inclusive and transparent, it 
doesn't matter where it happens. 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
advocates?  
Wrapp's platform is a tool to identify and activate advocates, it is just a tool. Friend-2-friend 
marketing is just another term for brand advocates  and word of mouth.  
 
11. Has social media affected the level of credibility we feel towards a brand? 
yes! as long as it stays authentic, genuine and transparent.  
 
As consumers we no longer take the brands word for it, we seek the advice and input from 
friends and experts before make a decision. 

Interview 9 
1. What experience do you have in social media? Background? 
I have six years of experience from working with social media at communications agencies. 
I also have a degree in PR (digital comm included).  
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
To drive sales, mostly. The once that are social media savvy understands that it can be used 
as a tool to drive online engagement to offline sales. Some just thinks that it's a cool tool.  
 
3. When meeting Wrapp users, why do they use Wrapp? 
Because they can get things for free. 
 
Brand advocates  
4. What is a brand advocate in your words? 
Someone that is loyal to your brand and recommends it to their friends.  
 
5. How does Wrapp create brand advocates ? 
Through our merchants, through campaigns that gives our fans a treat. 
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6. Why are brand advocates so important? Are they important?  
Indeed. They are the ones that encourages the general masses. Opinion leaders, content 
creators, bla bla.  
 
7. Do you think the roll of brand advocates have changed with social media? 
It's easier to communicate with team, to reach out and get an answer.  
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
It should be integrated to traditional marketing. I don't see it as traditional vs. digital, I see 
it as marketing. There are different ways to reach out to people. But of course, it's a game 
changer in one way. Social media gives the masses a voice.  
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
CONTENT! Content is king. If you have good content, you can use social media, print or tv-
spots. Campaigns are not particularly good just because they are social. We need good 
content to get the virality.  
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
Advocates ?  
I see friend-2-friend marketing as an extension of the great PR-wave.  
 
11. Has social media affected the level of credibility we feel towards a brand? 
Both yes and no.  

Interview 10 
1. What experience do you have in social media? Background? 
I manage my own personal social media channels (facebook, twitter, tumblr), have held 
several internships in social media manager positions and community manager positions, 
and tweet and blog. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
I find that large merchants are usually interested in social media strategy, but actually 
leveraging their interest is tough. They plan their social media far in advance and 
frequently have tons of followers, so are very hesitant to unleash a promo link on these 
users. However, some large merchants, from Gap to Office Depot are fine using promo links 
because they want to spur engagement with their fans. Finally, the only uphill battle would 
be the biggest and most well-developed merchants: like Nike or Starbucks. These 
merchants have the most well-developed engagement strategies across their social media 
outlets and even if they do not offer anything specific, they still have a high level of 
interaction with their online brands. These are the hardest nuts to crack. 
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3. When meeting Wrapp users, why do they use Wrapp? 
So far, I think the majority of what we have seen a low-quality user, the discount-seeker. 
These deal hunters use Wrapp to buy something at a discount as a store they are interested 
in. However, there are also the "ideal users" who are those that send gift cards to their 
friends, spend money on brands they may not previously have known, and use the Wrapp 
gift card as an incentive to go to the store and spend a larger amount. 
 
Brand advocates  
4. What is a brand advocates in your words? 
A brand advocates can be as widely defined as someone that goes beyond the normal 
interaction level with a brand. This can been seen in the form of following a brand on 
twitter, exclusively buying from this brand, or actively promoting this brand. I frequently 
call them "loyals." 
 
5. How does Wrapp create brand advocates? 
Wrapp doesn't create brand Advocates , but rather empowers them and monetizes them. 
Instead of Friend 1 listening to Friend 2 on Twitter rave about Nike, Friend 2 receives a 
personally-endorsed gift to Nike. It takes talk and moves it to action. 
 
6. Why are brand advocates so important? Are they important?  
They are important because they are active. They generate content and they are the living, 
breathing manifestation of the brand. 
 
7. Do you think the roll of brand advocates have changed with social media? 
I think twitter has empowered brand advocates. It allows them to give the brand 
immediate feedback on marketing initiatives, etc. 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
I think it forces brands to be more creative, which is a great thing. However, with big 
strides being made in consumer marketing, we do see a dangerous dependence on 
marketing to convince us to buy a product! 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
Usually, if content is good enough, the viral spread will come on its own. It's content and 
quality that create virality, not some inherent factor. 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
Advocates ?  
I think it's a new method of customer acquisition more than anything. It can expose 
customers to new brands via the brand advocates. 
 
11. Has social media affected the level of credibility we feel towards a brand? 
I think if anything it has enhanced the level of credibility we feel towards brands. 
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Interview 11 
1. What experience do you have in social media? Background? 
Sales and business development experience, since the launch of the FB platform and 
corresponding app development. I've partnered with publishers and app developers to 
provide advertising for their inventory and monetize their traffic. 
 
I use social media on a daily basis. 
 
Wrapp 
2. When meeting merchants, why do they want to use Wrapp? Do they have a social media 
strategy? What is the aim of the strategy? 
 
3. When meeting Wrapp users, why do they use Wrapp? 
Fun, new way of interacting with friends 
 
Brand advocates 
4. What is a brand advocates in your words? 
A brand's most dedicated and loyal customer. Someone that embodies the brand's 
philosophy and shares with others 
 
5. How does Wrapp create brand advocates? 
I think Wrapp enables brand advocates by providing a platform to give their friends a piece 
of their favorite brand. Free gifts encourage this behavior and eventually paid gifts will be 
a pure indication of friend-2-friend marketing 
 
6. Why are brand advocates so important? Are they important?  
Advocates  are important because they are an unfiltered voice to the market. What they 
say, whether good or bad, will have more influence over an audience than any marketing 
message over any medium. What they lack in distribution, they make up for in the impact 
of their opinion. Social media is decreasing the deficiency of brand advocates. 
 
7. Do you think the roll of brand advocates have changed with social media? 
See above, brand advocates have a more broadly distributed channel to share their 
opinions 
 
Marketing 
8. What kind of impact do social media have on traditional marketing? 
Currently insignificant, potentially huge. Ad spend will be an indication of impact on 
traditional marketing. Currently, the majority is still spent on TV but more ad dollars are 
moving to the Internet. Marketers are already finding ways to adjust to these changes 
 
9. Is it enough for brands to just have Facebook-page, twitter and a blog? Do they need 
more new tools to get the viral spread?  
virality exists already with the current tools. However more tools the better, but it's hard to 
say what else they need. Social media is still a center of innovation and developers are 
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trying new things every day. No matter how many tools are available, the key for 
marketers is a way to manage and harness the power of these voices over a variety of tools 
 
10. Would you say that friend-2-friend marketing is the new way of creating brand 
advocates?  
Word of mouth or friend-2-friend has always been an effective way to spread a brands 
message. Social media multiplies the brand ambassador's effort 
 
11. Has social media affected the level of credibility we feel towards a brand? 
When social media is done well, it increases the credibility of a brand because it 
demonstrates that they care and take the effort to make a good experience. It's not like 
creating one fancy tv commercial and letting it play to millions for months. social media 
requires constant attention, so I think that can be a proxy for credibility in the eyes of 
customers 
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Wordlist/Definitions 
Brand –“A brand is the sum of all feelings, thoughts and recognitions – positive and 
negative - that people in the target audience have about a company, a product or service” 
(Steve McNamara, AdCracker.com)  
 
Brand Champions – “Brand champions are internal and external story tellers who spread 
the brand vision, brand values and cultivate the brand in an organisation. Every 
organisation needs committed and passionate brand champions."  (Venture republic)  
 
Brand ambassador – “A brand ambassador is a well-connected person or a celebrity who is 
used to promote and advertise a product or service” (Retailrehab)  
 
Brand advocates –  “Brand advocates are people who habitually review products and share 
their opinions with others around them” (Ferris-Costa) 
 
Customer brand experience – ”…relates something about the experience associated with 
the brand, not just a general evaluation or judgment of the brand. A consumer who relates 
personal responses to brand-related stimuli that says "I like the brand experience" is 
communicating about a strong consumer brand experience.” (DeVault) 
 
Friend-2-friend marketing – “ Friend-2-friend marketing works because people affect other 
people. When a friend sends you a gift card from a brand the friend probably have an 
interest in that brand, That’s relevant for both the giver and the receiver” (Lisa Rytter, 2012) 
 
Loyalty marketing  –  ”Can be defined as the management process of identifying 'best 
customers' and utilising customer data and insight to create, retain and grow profitable 
relationships.” (Collinson Latitude)  
 
Mobile marketing – “…it’s the set of techniques and practices that enable organizations to 
connect and engage with their audience in an interactive manner through any mobile 
device.” (Turner, 2012)  
 
Mobile social - “a group of mobile marketing applications that allow the creation and 
exchange of user generated content” (Haenlein, 2011, p 254) 
 
Impressions (Facebook) – ”measure the number of times a post from your Page is 
displayed, whether the post is clicked on or not. People may see multiple impressions of the 
same post. For example, a fan might see a Page update in their news feed once, and then a 
second time if their friend shares it.” (Facebook a).  
 
Reach (Facebook) – “measures the number of people who received impressions of a Page 
post. The reach number might be less than the impressions number since one person can 
see multiple impressions.” (Facebook b). 
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Relationship marketing - "Marketing activities that are aimed at developing and managing 
trusting and long-term relationships with larger customers."  (Businessdictionary 
 
Social media – “… a group of Internet-based application that build on the ideological and 
technological foundation of Web 2.0, and that allow the creation and exchange of User 
Generated Content. (Haenlein, 2011, p 254) 
 
Viral marketing – “… electronic Word-of-Mouth in which some form if marketing message 
related to a company, brand or product is transmitted in an exponentially growing way, 
often through the use of social media application” (Haenlein, 2011, p 254) 
 
Word of mouth – “the sharing of information about a product, promotion, etc., between a 
consumer and a friend, colleague, or other acquaintance” (Haenlein, 2011, p 254) 
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