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ABSTRACT 

This project researches on the efficient use of social media for start-ups. Despite the fact that 

start-ups are considered to be an important part of the business world, social media strategies 

for start-ups is an area that has not been widely researched. Therefore, this project focuses on 

developing and presenting social media strategies and guidelines that can enable the business 

growth of a start-up through networking.  

This thesis researches on the efficient use of social media for start-ups through the case study 

of Sharplet, a start-up which operates in the e-learning industry. It should be noted that the 

data are collected through qualitative interviews and benchmarking. 

The key findings of this research show that the efficient management of social media for start-

ups involves a strategizing procedure. Based on the analysis of the results of this research, a 

social media strategy model is developed, consisting of four simple steps: researching, 

developing the strategy, realizing it, and evaluating the social media efforts. Since this model 

is simplified and it includes the most important steps of the strategizing procedure, it is 

considered to be appropriate and useful for start-ups that are willing to use social media, 

because it will enable them to be more effective on managing their social media accounts.   

Furthermore, this research provides some guidelines to start-ups. It is argued that start-ups 

should use social media in order to network, and more specifically to build and maintain 

relationships with various types of stakeholders that can enable the business growth. In terms 

of networking, the results suggest that Twitter is an appropriate social medium for start-ups to 

focus their efforts on, because it is easy to connect with other users - while other social media 

build on pre-existing relationships. In addition, according to the analysis of the results 

Facebook and LinkedIn could also be appropriate networking tools for start-ups. Moreover, 

the results suggest that start-ups can use social media tools that are available for free on the 

web and that can enable the specific company to be more effective when managing their social 

media accounts. Last but not least, the key findings of this research suggest that posting 

relevant comments, engaging in discussions, and trying to build and maintain relationships 

with stakeholders that are important for the business development of the company are among 

the efficient social media practices for start-ups.  

In summary, based on the findings of this research a social media strategy model and 

guidelines for start-ups are proposed in order to enable start-ups to efficiently use social media.  

Key words: social media; social media strategies; start-ups 
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SAMMANFATTNING 

Det här arbetet undersöker hur nystartade företag kan använda sociala medier på ett effektivt 

sätt. Trots att nystartade företag anses vara en viktig del av näringslivet så är sociala medier 

strategier för nystartade företag ett relativt outforskat område. Det är därför detta projekt 

fokuserar på att presentera sociala medier strategier och riktlinjer som kan hjälpa nystartade 

företag att skapa nya kontakter, expandera sina sociala nätverk och på detta sätt göra 

företagstillväxt möjligt.  

Det här projektet använder fallstudie som forskingsmetod för att undersöka effektiva 

användningar av sociala medier för nystartade företag. Det bör noteras att Sharplet användts 

som fallstudie och att Sharplet har med e-learning industrin att göra. Uppgifter samlats in och 

analyserats genom kvalitativa intervjuer och benchmarking/ prestandajämförelse. 

De viktigaste resultaten av denna forskning visar att en av de effektivaste användningen av 

sociala medier för nystartade företag innebär att formulera en strategi. Den sociala 

mediestrategi modellen för nystartade företag som har utvecklats i denna projekt, är baserat 

på resultatens analys. Modellen består av fyra enkla steg: forskning, strategiens formulering, 

att realisera den strategien, och att utvärdera den. Modellen har förenklats och den innehåller 

de viktigaste stegen i den strategiska processen. Eftersom modellen är simplicierad, så är det 

enkelt för nystartade företag att bli mer effektiva när de använder sociala medier. Det är därför 

modellen anses vara passande och användbar för nystartade företag.  

Analysen av de viktigaste resultaten från denna forskning tyder på att nystartade företag ska 

använda sociala medier för att utveckla och expandera deras nätverk, dvs att bygga och 

uppehålla relationer med olika typer av intressenter som kan göra det möjligt för företagens 

tillväxt. När det gäller nätverk tyder resultaten på att nystartade företag ska fokusera på att 

använda Twitter, eftersom på Twitter är det lätt att få kontakt med andra användare. Enligt 

analysen av resultaten så kan Facebook och Linkedin också vara lämpliga verktyg för 

nystartade företag. När det gäller effektiva sociala mediemetoder för nystartade företag så 

tyder resultaten på att nystartade företag ska använda sociala medieverktyg som är passande 

för det specifika företaget. Avslutningsvis, de viktigaste resultaten av denna forskning med 

avseende på de effektivaste metoderna tyder på att nystartade företag ska publicera intressanta 

kommentarer, ska delta i diskussioner och ska försöka att bygga och underhålla relationer med 

intressenter som är viktiga för affärsutvecklingen. 

Sammanfattningsvis, en sociala mediestrategi modell och några riktlinjer för nystartade 

företag föreslås i denna uppsats, som kan göra det möjligt för nystartade företag att använda 

sociala medier på ett effektivt sätt.  

Nyckelord: sociala medier; sociala mediestrategier; nystartade företag  
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1. INTRODUCTION 

1.1. Background 

During the past decade social media have gained significant ground. Social media are 

becoming widely adopted by the public (e.g. Kaplan and Haenlein, 2010; Michaelidou, 

Siamagka and Christodoulides, 2011; Rainie and Wellman, 2012). According to statistics (e.g. 

Statista, 2014, Number of social network users worldwide from 2010 to 2018) the number of 

social networking users continues to grow. Furthermore, using social media is a popular online 

activity and it has become an integral part of individuals’ everyday lives (e.g. Boyd and Ellison, 

2008). Social media have had a significant impact on individuals: they have affected – if not 

changed – the way people communicate and interact with each other to name a few areas. It 

has even been discussed in the literature that social media have revolutionized many people’s 

lives (e.g. Rainie and Wellmann, 2012; Ngai, Tao, and Moon, 2015; Tiago and Veríssimo, 2014).  

The impact that social media have on people’s lives, their power and popularity are hard to 

ignore (Kietzmann, Silvestre, McCarthy and Pitt, 2012). Indeed, social media have attracted 

the attention of the academic and business worlds (Kaplan and Haenlein, 2010; Ngai et al., 

2015).  

From an academic perspective, there is a growing interest about the phenomenon of social 

media. The benefits and opportunities that social media offer for companies and the 

importance of developing a social media strategy have been highlighted. In general, it has been 

stressed that social media offer new marketing opportunities to companies and they are seen 

as low-cost tools in comparison to traditional ones (e.g. Weinberg and Pehlivan, 2011). Since 

social media are considered to be affordable channels for marketing and communication, they 

are seen as appropriate tools for companies with limited resources such as small and medium-

sized enterprises (SMEs) (Nakara, Benmoussa, and Jaouen, 2012; Pentina and Koh, 2012). 

Since start-ups also lack resources, social media are seen as appropriate marketing tools for 

these types of companies. Concerning start-ups, Maltby (2012) notes that entrepreneurs can 

leverage social media to accelerate their internationalization of their companies. From a social 

network perspective, it is acknowledged that social networks play a crucial role in a start-up’s 

growth and performance (Pirolo and Presutti, 2010). Taking into consideration that social 

media are “relationship oriented” Weinberg and Pehlivan (2011: 276) and that they connect 

users (e.g. Kietzmann, Hermkens, McCarthy and Silvestre, 2011; Safko, 2012), they are seen as 

tools that can enable start-ups to build and maintain relationships with stakeholders.  

In regards to the strategic use of social media, the development of recommendations and 

guidelines for the effective use of social media (Kaplan and Hanlein, 2010, 2012b), the 
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development of strategies for monitoring and responding to different social media activities 

(Kietzmann et al., 2011; Kerpen, 2011), and the design of appropriate metrics (Peters, Chen, 

Kaplan, Ognibeni and Pauwels, 2013) are among the researched topics. 

1.2. Purpose 

From a business perspective, despite the fact that more and more companies use social media 

and allocate resources in managing them, there is a degree of uncertainty about their efficient 

use (Kaplan and Haenlein, 2010; Weiberg and Pehlivan, 2011). Many big and established 

companies are still trying to understand social media and develop appropriate social media 

strategies (e.g. Kietzmann et al., 2011). That also applies to SMEs (e.g. He, Wang and Zha, 

2014; Paniagua and Sapena, 2014) and start-ups.  

Similar to other companies, the start-up Sharplet, is also trying to understand social media and 

manage them in an efficient way. Sharplet, which will be briefly presented in chapter 1.5. About 

Sharplet, operates in the e-learning industry. Since the company’s resources are limited, 

allocating them is considered a crucial and challenging task.  

Although research on social media strategies and social networking sites is an upcoming trend, 

little is found on the use of social media by start-up companies. It should be noted that start-

ups differ a lot from large corporations and international firms. Even though they can be 

categorized under the umbrella term SMEs, young and very small companies have some special 

characteristics that should be taken into account. Typical characteristics of start-ups include 

the informal structures and a lack of an established identity and reputation (e.g. Bresciani and 

Eppler, 2010). Furthermore, they are considered to be creative and dynamic environments, 

with a lot of changes taking placing (e.g. Smith, 1998). Thus, defining efficient social media 

tools and practices for start-ups could be a different task from strategizing for established 

companies, or in some cases, even for SMEs.  

Since small and young companies are considered to be a “significant driver of the economic 

growth” (Michaelidou et al., 2011: 115), it makes sense to research on the efficient use of social 

media by start-ups. Furthermore, it is worth researching this topic because this group of 

businesses is accountable for a big percentage of the workforce globally. To be more specific, 

the majority of all EU businesses are micro, meaning that they employ less than 10 employees 

(European Small Business Alliance, 2011).    

1.3. Research delimitations 

This research examines how start-up companies should efficiently use and manage social 

media. More specifically, focus is placed on the development of guidelines and social media 
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strategies that will enable start-ups to attract stakeholders who are considered important for 

the business growth, such as prospective customers, business partners, investors, and media.  

It should be noted that the start-up used in this research as a case study, Sharplet, operates in 

the e-learning industry.  

1.4. Research questions  

Taking into consideration that there is an uncertainty in the business world about the efficient 

use of social media and since start-ups are an important part of the business world, the 

development of social media guidelines and/or recommendations that will enable start-ups to 

use social media on an appropriate way, without wasting valuable resources, is considered to 

be crucial. To study the above mentioned subject, the following research question has been 

developed:  

Main research question: 

-How can start-ups efficiently use social media in order to grow their business? 

Furthermore, since this research focuses on networking, the following research sub-questions 

will be addressed: 

-Which social media are efficient in terms of networking for start-ups?  

-Which social media practices are efficient in terms of networking for start-ups? 

1.5. About Sharplet 

The start-up Sharplet is used as a case study in order to investigate on the efficient uses of 

social media for start-ups and answer the aforementioned research questions.  This start-up is 

considered to suit the purposes of this project: it is a newly founded company, at its early stages 

of development, which has limited resources. One characteristic with this start-up is that it is 

necessary to attract stakeholders that will enable the development of this business, such as 

business partners, users, and media. Therefore Sharplet also fits the networking focus of this 

project.  

Sharplet is a start-up company operating in the e-learning industry, “with a focus on people 

wanting to study for standardized tests, so mostly students, and then also employees looking 

to enhance their current skillsets” as the founder Sam Sherif puts it (Appendix III, Transcript 

Interview 02). The company was founded in Sweden, Stockholm, in March 2013, with the 

vision to enable “users to remember more in less time” by providing the users with the right 

tools to make the learning experience efficient and fun (Sharplet, 2014, About Sharplet). 

Sharplet is a web application that uses the ‘spaced repetition’ learning method to optimally 

schedule flashcard review sessions though the use of an algorithm (Sharplet, 2014, About 

Sharplet). By using this method, the flashcards containing information that a user is trying to 



11 
 

learn is appropriately distributed. In this case, the flashcards that a user does not know well 

are scheduled to be shown more often, while the ones that the user knows appear less often.  

It is worth to mention that the e-learning market has been steadily growing. To be more 

specific, during the last five years the global e-learning market has had a “…compound annual 

growth rate of approximately 9.2%” and the (Pappas, 2015). According to Global Industry 

Analysts report the e-learning market is expected to reach US$ 107 billion in 2015, while the 

forecast and analysis for the same market estimates revenues of US $49.9 billion (Pappas, 

2015) and revenues of $51.5 billion by 2016 (Docebo's E-Learning Market Trends & Forecast 

2014 – 2016 Report in America Learning and Media, 2014). With this industry continuing to 

grow, there are a lot of opportunities for revenue. Having said that, it should be mentioned that 

there is a number of companies operating in the e-learning market, with Sharplet’s most 

important competitors being Brainscape, Studyblue and Memrise. The companies and their 

social media presence are briefly presented in the Table I, which can be found in the third 

chapter of this thesis.  

Going back to Sharplet, it is meant to become a multiplatform application. It should be noted 

that Sharplet can be accessed via the Windows and Mac applications, while the iOS & Android 

applications for the rest of the devices are currently being developed. 3,500 users1 have access 

to a library of 1,100 courses, which are categorized according to themes, e.g. standardized tests, 

business, languages, soft skills to name a few. Additional features include tracking a user’s 

progress in regards to the courses taken and ability to create and share courses with other users 

(Sharplet, 2014, Features).  

For the moment all content is available for free, but the goal is to make partnerships with 

trusted sources, e.g. famous educators or organizations operating in the education market, so 

that the partners create content that will be uploaded in the platform. Sharplet will be able to 

charge courses with content coming from trusted sources and famous organizations (operating 

in the education business), such as Kaplan. Therefore it is important for Sharplet to provide a 

well-functioning platform, that both types of users value. At the same time, Sharplet focuses 

on attracting investors, who will bring economic support to the start-up.  

Two teams are assigned to attract the attention of and build relationships with the above 

mentioned types of stakeholders: the business development team and the social media team. 

It should be noted that the number of people working with social media has varied greatly in 

the last year, ranging from 1-6. At the time of the research the team consisted of two interns, 

                                                           
1 3,500 people have signed up in the platform, while approximately 25 individuals use it on a daily basis.   
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one working with the social media strategies and one working with the management of social 

media.  

Besides the effort to find and attract investors and business partners, the main activities with 

the social media use include posting articles related to studying, memorization, education etc, 

and joining groups in order to create relationships with the targeted groups. Similar to a lot of 

companies, Sharplet is trying to manage social media in an effective way. During the last year, 

the focus of attention has changed several times and a variety of social media have been used. 

The social media activities have depended greatly on the social media managers and on their 

perceptions about the appropriate uses. In general, social media efforts have not been 

successfully coordinated in the past.     

According to Sharplet’s founder, for the time being the start-up company has no income 

(Appendix III, Transcript Interview 02). Being a newly founded company with no income, it is 

expected that Sharplet would share a typical characteristic with other start-ups: the struggle 

for resources, both in economic terms, as well as in terms of time. Indeed, Sharplet’s founder 

mentions that there are currently no employees working full-time for Sharplet. On the 

contrary, ten interns work part-time in various fields, including development of the apps, 

business development, and online marketing, mostly through managing social media. 

1.6. Structure of the thesis 

In the next parts of this thesis a review of the relevant literature on social media will be 

presented. The third chapter elaborates on the scientific methodologies which were used in 

this research, followed by presentation and analysis of the results. Based on the results a social 

media strategy model that can enable start-ups to efficiently use social media is developed. The 

latter is presented on the fifth chapter along with some guidelines for social media managers 

working in start-ups. This thesis concludes in chapter six, where the most important findings 

of this research, its contribution, limitations and calls for further research are discussed.  
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2. THEORY 

This chapter starts with defining start-ups and social media. Then, the relevant literature for 

this thesis is presented. To be more specific, the efficient social media use by large and small 

companies is discussed, which includes the networking activities and the strategizing 

procedure. In the end, the hypotheses emanating from the literature review are presented.  

In the introduction it was mentioned that the literature about social media strategies which are 

effective for start-ups is scarce. Since this area has not been widely researched, the relevant 

literature will be discussed in this section. The theoretical basis of this thesis consists 

contributions of the social media and social media marketing field(s), and literature regarding 

efficient social media uses for big companies and for SMEs, as well as literature concerning 

start-ups.    

In order to investigate the efficient social media uses by start-ups it is considered important to 

start with defining the terms start-ups and social media. 

2.1. Definition of start-ups 

In this thesis, following on Van de Ven, Hudson, and Schroeder (1984), and Smith (1998) the 

term start-up will be used to define the young and small companies. Weber and Zulehner 

(2010) describe start-ups as “small, dynamic, and risky enterprises, which are particularly 

sensitive to business decisions.” Their typical characteristics include creativity; a fundamental 

need for customers; a lack of an established identity, reputation; and the limits in resources - 

in terms of capital, know-how and time (Bresciani and Eppler, 2010). Since start-ups lack 

resources, know-how and capital, finding and attracting customers and investors, to name a 

few types of important stakeholders, is critical for them. Social media are considered to be an 

appropriate networking tool which can enable start-ups to expand their restricted network. For 

example, according to Matlby (2012) social media networks enable entrepreneurs to accelerate 

the internationalization of their company. 

2.2. Social media definition 

First of all, it should be noted that a variety of definitions about social media can be found in 

the literature. In this thesis, Kaplan and Haenlein’s (2010) definition will be used as a base to 

describe the term social media. The authors (Kaplan and Haenlein, 2010: 61) define social 

media as “…a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content”. Furthermore, it should be noted that social media employ internet- based 

technologies which also allow users to interact, communicate with each other (Kietzmann et 
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al., 2011), and share information, opinions and insights (Kaplan and Haenlein, 2009b: 563). 

Last but not least, these technologies enable the offering of services including social networking 

and analytics (O’Reilly and Battelle, 2009). 

Taking into consideration the focus of this research, it is relevant to describe social media from 

a business perspective. To be more specific, Safko (2012: 4-5) defines them as the way(s) that 

these technologies can be used to reach out to other users, connect with them, create 

relationships, build trust and ultimately be there when these users are ready to purchase a 

company’s offering.  

2.3. Social media from a business perspective 

From an academic perspective, there is a growing interest about the use of social media as a 

marketing tool. The researched fields include –among others- the development of strategies 

for monitoring and responding to different social media activities (Kietzmann et al, 2011; 

Kerpen, 2011) and the efficient use of social media from a business perspective (Kaplan and 

Haenlein, 2010). In regards to small and medium sized enterprises (SME), it is noted that small 

firms can also benefit from social media (Kaplan and Haenlein, 2010; Kirtiş and Karahan, 

2011; Nobre and Silva, 2014). Concerning start-ups, it has been noted that the use of social 

media networks enables entrepreneurs to accelerate the internationalization of their company 

(Maltby, 2012). From a business perspective, despite the fact that companies are devoting more 

time and effort to social media, there is a degree of uncertainty regarding their efficient use 

and about the allocation of resources (Kaplan and Haenlein, 2010; Weiberg and Pehlivan, 

2011). Executives and managers seem to be reluctant or unable to develop appropriate social 

media strategies (e.g. Kietzman et al, 2011; Paniagua and Sapena, 2014). Furthermore, 

according to researches social media are ignored or underused by many start-up companies 

(Schawbel, 2014). 

In regards to the use of social media by companies, it is worth to mention that the term social 

media marketing (SMM) was developed to refer to the use of social media as marketing tools 

(e.g. Pentina, Koh and Le, 2012). To be more specific social media applications, networks and 

tools are used by companies in order to promote a brand, product, service, business, and/or 

website (Weinberg, 2009); to gain website traffic and/or attracting the attention of customers, 

consumers, and various stakeholders in general (e.g. Trattner and Kappe, 2013). Pentina and 

Koh (2012: 293) define social media marketing (SMM) as involving the initiation of “viral 

consumer-to-consumer communications by creating company/brand customer communities 

and managing fan pages, promotions and public relations within popular social networks” such 

as Facebook, YouTube, Twitter and social media in general.  
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Marketing through social media differs from marketing through traditional media, such as 

radio, TV, etc. (Weinberg and Pehlivan, 2009). It differs in the sense that it builds on 

interactions (Lagrosen and Josefsson, 2011: 331). This form of marketing is considered to be 

driven by electronic word of mouth (eWoM), since the focus of SMM is usually placed on 

creating content that attracts the attention of creative consumers and that encourages them to 

share it in social networks and platforms (e.g. Kietzmann and Canhoto, 2013; Gunelius, 2011; 

Rawat and Divekar, 2014). Since SMM builds on interactions, it requires the ability to 

successfully manage relationships with various stakeholders (Weinberg and Pehlivan, 2011; 

Lagrosen and Josefsson, 2011), such as existing customers, prospective ones, consumers, 

media, investors, prospective businesses partners, competitors etc.  

Technology has played a crucial role on the formation and maintenance of relationships with 

various stakeholders that are crucial for the development of SMEs (e.g. Durkin, McGowan and 

McKeown, 2013). In general social media are considered to be one channel that enables the 

development and maintenance of relationships (Turkle, 2012), with trust and reputation - two 

critical elements for the maintenance of relationships- now taking place in less personal ways 

(Durkin et al., 2013).  

When reviewing the social media literature, an interest in the use of social media by small-and-

medium sized enterprises (SMEs) has been noted (e.g. Durkin et al., 2013; He et al., 2014; 

Michaelidou et al., 2011). The literature focusing on social media use by SMEs is considered to 

be relevant for this thesis because SMEs share some similarities with start-ups. Firstly, similar 

to Weber and Zulehner’s (2010) description of start-ups as small and dynamic enterprises, 

SMEs are described as transformative enterprises “that are committed to continuous 

development and growth” (Durkin et al., 2013: 717). Furthermore, the term SMEs could be 

characterized as an umbrella term, covering medium-sized enterprises (50 - 250 employees), 

small enterprises (10-49 employees) and micro enterprises (EU, The new SME definition. User 

guide and model declaration, : 14-15). The latter are defined “[…] as enterprises which employ 

fewer than 10 persons and whose annual turnover or annual balance sheet total does not exceed 

2 million euro” (EU, The new SME definition. User guide and model declaration, : 14-15). 

Alternatively, the term “very small business” is used by Nakara et al. (2012: 394, 405) in order 

to describe businesses with 1-10 employees. Going back to the definition of SMEs by the EU, it 

should be noted that besides the number of employees, there are two more criteria that need 

to be conformed so that an enterprise fits in the definition of SMEs: have less than €50 million 

in annual turnover or less than €43 million in annual balance sheet total (EU, The new SME 

definition. User guide and model declaration, ). Taking into consideration that start-ups 

typically need customers and lack financial resources, it is argued that they could be 

categorized under the umbrella term SMEs – if not always, then at least in some cases.  
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Going back to social media and SMEs, it should be noted that social media are seen as cost-

efficient marketing and networking tools (e.g. Kaplan and Haenlein, 2010; Safko, 2012; 

Weinberg, 2009). They are therefore considered to be suitable marketing and networking tools 

for businesses with limited resources such as SMEs (Kaplan and Haenlein, 2010; Perrigot, 

Kacker, Basset, and Cliquet, 2012; He et al. 2014; Nobre and Silva, 2014; Pentina and Koh, 

2012; Nakara et al., 2012; Harris and Rae, 2009). It has been discussed by a lot of researchers 

that SMEs can be effective tools for generating growth and value for small companies (e.g. 

Durkin et al., 2013; Michaelidou et al., 2o11; He et al., 2014; Nakara et al., 2012). Building on 

the previous notes, social media are considered to be appropriate marketing and networking 

tools for start-ups.  

2.4. Social media & networking 

First of all, it should be noted that social media are seen as a two-way communication tools. 

They are communication tools which enable companies to interact with their target audience 

and create relationships with its customers (e.g. Kaplan and Haenlein, 2010; Kerpen, 2011). 

Michaelidou et al. (2011) note that social media not only can be used to capitalize on pre-

existing relationships, but that they also provide the potential for businesses to reach wider 

audiences. Thus, social media offer the opportunity to maintain relationships with their strong 

and weak ties, as well as to connect with users that are outside of a company’s network. In 

regards to the strength of ties, Granovetter (1973: 1361) explains that they are results of the 

“combination of amount of time, emotional intensity, intimacy reciprocal services”. So, weak 

ties could be described as acquaintances, while someone’s friends are his/her strong ties 

(Granovetter, 1983: 201). In the social capital literature, both types of ties are considered to be 

beneficial.  Rainie and Wellman (2012) and Benkler (2006) argue that social media in general, 

enable users, in this case companies to maintain contact with weak ties. Benkler (2006: 380) 

specifically states that weak ties are seen important because they allow "… people to transmit 

information across social networks about available opportunities and resources, as well as 

provide at least a limited form of vouching for others—as one introduces a friend to a friend of 

a friend." In any case, both ties are considered to be beneficial. 

In the SME context, the importance of actively networking has been highlighted in the 

literature (e.g. Durkin et al, 2013). The effective building and managing of networked 

relationships with important stakeholders, such as customers, employees and competitors, are 

considered as key activities that enable SMEs to achieve the growth of the company and a 

competitive advantage in the market-place (Durkin et al, 2013). Social media are seen as an 

efficient tool that enables SMEs and entrepreneurs in managing their relationships with 

important stakeholders (Durkin et al., 2013; He et al. 2014; Nobre and Silva, 2014; Pentina et 

al., 2012; Nakara et al., 2012; Bulearca and Bulearca, 2010; Syed-Ahmad and Murphy, 2010). 
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2.5. Social media & strategizing 

The need for all businesses to be strategic about the use of social media has been stressed out 

in a lot of scientific articles and books (e.g. Kaplan and Haenlein, 2010; Kietzmann et al., 2011; 

Weinberg and Pehlivan, 2011; Wilson, Guinan, Parise, and Weinberg, 2011; Kerpen, 2011; 

Safko, 2012). The same applies to SMEs (Pentina et al., 2012) and small businesses (He et al., 

2014).  This includes start-ups. Despite the fact that start-ups are linked to entrepreneurship, 

and to a dynamic environment which is characterized by a lot of changes depending on the 

company’s goals, to the current market situation etc., it has been argued that strategic planning 

is beneficial for young and small companies (e.g. Smith, 1998). To be more specific, it is noted 

that start-ups who use a formal strategic planning, tend to perform better than those who use 

a more reactive approach (Smith, 1998). Building on the previous argument, the development 

of a social media strategy is considered to be crucial.    

As it was previously mentioned, since social media are seen as cost-efficient marketing and 

networking tools (e.g. Kaplan and Haenlein, 2010), they are considered to be affordable and 

suitable tools for businesses with limited resources such as SMEs (e.g. Perrigot et al. 2012; He, 

et al., 2014; Harris and Rae, 2009). Considering that start-ups are small and young companies, 

it is argued that social media are suitable tools for start-ups as well. It has also been discussed 

that even though social media are considered to be cost-efficient tools, resources still need to 

be devoted in them (e.g. Kerpen, 2011; Safko, 2012). Managing social media requires 

manpower and time (e.g. Lagrosen and Josefsson, 2011). Taking into consideration that in a 

typical start-up the resources are few, scarce or even insufficient, the development of a social 

media plan is considered critical in order to avoid the waste of the valuable resources. 

Based on the literature review, the following guidelines and recommendations for the efficient 

social media management are discussed in the next paragraphs. In this section only relevant 

information will be presented.  

2.5.1. Researching 

First of all, companies need to understand the differences and important distinctions of social 

media (Weinberg and Pehlivan, 2011). It should be underlined that not all social media are the 

same (Bernoff and Li, 2008). There is a currently a diverse ecology of social media applications 

and they can vary greatly in terms of functionalities, scope, technologies applied, as well as 

considering their rules of utilization. Kaplan and Haenlein (2010; 2011) explain that social 

media applications are classified into six distinct categories based on the social 

presence/media richness and self-presentation/self-disclosure of the application. Specifically, 

social media are considered to belong to one of the following categories: blogs and 

microblogging sites – the latter were included in this category later on (Kaplan and Haenlein, 
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2011) - collaborative projects, social networking sites, content communities, virtual game 

worlds, virtual social worlds (Kaplan and Haenlein, 2010). According to Kaplan and Haenlein 

(2010), companies should be able to understand the differences of social media types in order 

to be able to evaluate the opportunities and challenges of each social medium. Since companies 

have a variety of social media to choose from, they should research and get familiar with the 

culture of social medium, their focus, functions and objectives (Kietzman et al., 2011), and their 

dimensions (Weinberg and Pehlivan, 2011). Furthermore, companies should research on the 

user base of each social medium and on the characteristics of its users (e.g. Syed-Ahmad and 

Murphy, 2010; Kerpen, 2011).  

When it is clear for companies which social media should be used, it is suggested to devote 

time in researching how users interact behave in the social medium/media that they choose to 

be present in (Kaplan and Haenlein, 2010; Weinberg and Pehlivan, 2011; Safko, 2012). It is 

important to understand the language used, e.g. formal or informal one, and the context of the 

social medium, e.g. networking on a professional or on a personal level. Last but not least, it is 

crucial to get familiar with the rules and etiquettes of each platform and all the features of the 

social medium (e.g. Kaplan and Haenlein, 2010). This way they will be better prepared for the 

development of social media strategy (Kaplan and Haenlein, 2010).  

Furthermore, the necessity for listening is stressed in the literature. Companies are advised to 

monitor the conversations that take place on social media, identify issues that concern the 

company’s target market, their interests, causes that they support (Safko, 2012; Weinberg, 

2009; Kerpen, 2011; Mangold and Faulds, 2009; Kietzmann and Canhoto, 2013). Moreover 

companies are advised to monitor social media in order to identify influential individuals and 

their particular interests (e.g. Kietzmann et al., 2011; Kumar and Mirchandani, 2012). These 

individuals could be used as brand ambassadors later on (e.g. Kietzmann et al., 2011; Safko, 

2012; Kepren, 2011). In addition, companies are advised to use social media in monitoring 

what is being said about them (e.g. Weinberg and Pehlivan, 2011; Kietzmann et al., 2011; Safko, 

2012; Kerpen, 2011). If companies are aware of the discussions – or even the lack of them  -  

which take place on social media in regards to their business, products, brands etc, they are 

able to develop appropriate social media strategies and campaigns (e.g. Safko, 2012).  

At the same time, Safko (2012) advises companies to monitor the competitors’ social media 

presence. On the same note, companies are advised to “…also collect competitive intelligence” 

(Kietzmann et al., 2011: 249). By doing so, companies will be able to evaluate the competitors’ 

social media presence and the level of engagement that is expected in the market and thus 

strategize accordingly. In general – and not limited to social media – benchmarking is 

considered to be a tool of organizational learning, a tool that enables companies to identify best 

practices and imitate them (Zairi, 1998).  
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2.5.2. Defining specific goals 

The analysis of the results of the research will provide valuable insights that should be used 

when developing the company’s social media strategies. The research on the social media 

landscape enables companies to take more informed decisions and develop social media “… 

strategies that are congruent with, or suited to different social media functionalities and the 

goals of the firm” (Kietzmann et al., 2011: 249). According to Peters et al. (2013) and Safko 

(2012), similar to all strategic procedures, an effective social media strategy should start with 

the clear definition of goals. It is necessary to highlight that the goals of a company play a 

crucial role in the development of strategies. For some companies the goal could be 

relationship management and/or active networking, while for others the aim could be 

monetary, e.g. the increase of sales. Therefore, it is argued that similar to all strategic 

procedures, so does the social media strategies depend on the corporate strategy, its business 

model, its mission and vision and culture. Once the goals with managing social media have 

been clearly defined, it is time for the evaluation of opportunities and the selection of the 

appropriate social media channels to be used (Kumar and Mirchandani, 2012).  

2.5.3. Choosing the appropriate social media  

Companies cannot possibly be successfully present in and leverage on all social media. Similar 

to all strategic choices, strategizing for social media includes a trade-off between social media 

that will be used and those that will be not. Indeed, Porter (1996: 70) notes that “…an essential 

part of strategy is choosing what not to do”. In regards to the strategic use of social media, 

businesses are advised to carefully choose the platforms that will be utilized (Kaplan and 

Haenlein, 2010; Kietzman et al., 2011; Weinberg and Pehlivan, 2011; Kumar and Mirchandani, 

2012; Safko, 2012; Kerpen, 2011). As it was previously discussed not all social media are the 

same (Bernoff and Li, 2008). While Kaplan and Haenlein (2010) categorize social media into 

six types – which were mentioned above – Kietzmann et al. (2011) focus on the use of the 

honeycomb model and explain that social media strategies should fit the functionalities and 

activities that are facilitated by the chosen social media platforms. In regards to last one, 

Kietzmann et al. (2011) developed a framework that defines social media by seven building 

blocks: identity, conversations, sharing, presence, relationship, reputation, and groups. 

Different types of social media focus on different activities and on some of these building 

blocks, making thus the procedure of choosing the appropriate platforms easier. In this case, 

since the focus of this research is the networking activity and more specifically attracting 

important stakeholders for the development of a start-up and building relationships with them, 

the building block of relationships is important. Kietzmann et al. (2011: 246) explain that this 

block “…represents the extent to which users might be related to other users”. Other relevant 
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building blocks are those of identity and reputation, which are described as the extent to which 

users reveal their identities in social media and the extent to which users can identify their own 

and other users’ standing in a social media setting respectively. Another fundamental block 

that is relevant to this project is that of the conversations, representing the extent to which 

users communicate with others. (Kietzmann et al., 2011). Therefore, start-ups that aim to 

attract stakeholders’ attention and build relationships with them should choose to be present 

in social media that focus on the relationship, reputation, identity and/or conversations 

building blocks.  

Weinberg and Pehlivan (2011) underline the importance of a company’s marketing objectives 

and purposes when choosing the appropriate social medium/a. Kaplan and Haenlein (2010: 

65) specifically state that “(c)hoosing the right medium for any given purpose depends on the 

target group to be reached and the message to be communicated…”. Building on research (e.g. 

Kaplan and Haenlein, 2010; Berthon, Pitt, Plangger, and Shapiro, 2012; Safko, 2012), it is 

argued that it is crucial for companies to be wherever the consumers, their customer base, their 

competitors and other stakeholders are. Another critical factor that should be taken into 

account is the user base of each social medium. It is argued that the larger the user base of a 

social medium, the more valuable is considered to be and thus the more attractive it becomes 

for a company to be present in it (Hanson and Kalyanam, 2007 in Syed-Ahmad and Murphy, 

2010). Social media become more attractive as more users join.  

Last but not least, Kaplan and Haenlein (2010) suggest that if the existing social media don’t 

cover the needs of a company, then the company could create an application (Kaplan and 

Haenlein, 2010).  

In the next section the social media that are relevant for this project will be discussed. It 

should be noted that this research follows Kaplan and Haenlein’s (2010; 2011) categorization 

of social media. However, a brief discussion of the remaining social media types, which are 

out of the focus of this study, can be found in the Appendix I – Discussion about collaborative 

projects and virtual worlds. 

2.5.3.1. Social Networking Sites (SNS) 

Social networking sites are one type of social media (Kaplan and Haenlein, 2010; Michaelidou 

et al., 2011; Nakara et al. 2012). According to Boyd and Ellison (2008: 211) social network sites 

(SNS) are considered to be "[…] web‐based services that allow individuals to (1) construct a 

public or semi‐public profile within a bounded system; (2) articulate a list of other users with 

whom they share a connection, and (3) view and traverse their list of connections and those 

made by others within the system”. Similarly, Kaplan and Haenlein (2010) describe social 

networking sites (SNS) as applications enabling users to connect with friends and colleagues 
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by creating personal information profiles, including any type of information: from text and 

blogs to video files. A relevant term is that of online social networks (OSN), described as 

internet sites hosting and supporting a network of user profiles and relationships, with the 

possibility to exchange, create and consume content (Trusov, Bodapati and Bucklin, 2010).  

The terms social network sites and social networking sites are used interchangeably in this 

paper. It should be noted that Boyd and Ellison (2008) explain the difference between network 

and networking, with the first term emphasizing “on relationship initiation, often between 

strangers” and argue for the use of the term social network sites. The researcher agrees more 

with Kietzman et al. (2011), who describes that some SNS focus on the networking activity and 

on building relationships, while in others focus is placed on maintaining existing relationships. 

Therefore, it could be argued that social networking sites is a more appropriate and inclusive 

term. In any case, in this thesis the acronym SNS will be used in line with Kietzman et al. (2011) 

and Michaelidou et al. (2011) definitions as an umbrella term, covering both the network and 

networking activities.   

In the literature the following sites have been noted as example of SNSs: Facebook, LinkedIn, 

Cyworld, MySpace, Bedo, SixDegrees (e.g. in Kietzman et al. 2011; Michaelidou et al., 2011; 

Kaplan and Haenlein, 2010; Boyd and Ellison, 2008). In the following paragraphs of this 

paper, Facebook and LinkedIn will be briefly presented, followed by a discussion about the 

opportunities that SNSs offer to businesses.  

Facebook 

Facebook is an online social networking service, which was founded in February 2004 with the 

mission of empowering people to share and making the world a more open and connected 

place.  “People use Facebook to stay connected with friends and family, to discover what’s going 

on in the world, and to share and express what matters to them.” (Facebook, 2015, Our 

Mission).   

With features such as profiles, where users can post various media content from text to videos 

and hyperlinks, the news feed, the messenger application for instant messaging, the 

participation in groups, the search engine and others, Facebook offers users the opportunity to 

find information about other users, connect with each other, stay updated and informed, and 

share information about oneself, as well as for others (Facebook, 2015, Ways to connect). 

Companies also have the opportunity to participate in this SNS by creating and managing a 

page, inviting people to like it, actively networking with users and other businesses. Facebook 

offers analytics tools to businesses with pages on the platform – such as total page likes, new 

likes, weekly total reach, people engaged – showing the engagement and reach of posts. 

Additionally, businesses can use Facebook for marketing and advertising. (Facebook, 2015, 
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Facebook helps you reach your business goals). A more detailed discussion on how businesses 

can use and benefit from Facebook and from SNSs in general, can be found in the paragraph 

2.5.3.2. SNS & Companies.  

As Kietzmann et al. (2011) put it, this SNS is for the masses. Facebook has grown and with 1.35 

billion monthly active users as of December 31, 2014 (Statista, 2015, Number of monthly active 

Facebook users worldwide as of 1st quarter 2015), it is currently the largest online social 

network (Statista, 2015, Leading social networks worldwide as of March 2015, ranked by 

number of active users). Research shows that it is by far the most popular social media site 

(Duggan, Ellison, Lampe, Lenhart and Madden, 2015) and among the three top (most popular) 

websites globally (Alexa, 2015, The top 500 sites on the web; eBizMBA, 2015, Top 15 Most 

Popular Websites March 2015).  

LinkedIn 

In contrast to Facebook being for masses, LinkedIn is more of a professional networking site 

(Kietzmann et al., 2011). Operating in the online professional networking industry, LinkedIn 

Corporation was launched in 2003, with the mission to “… connect the world's professionals 

to make them more productive and successful” (LinkedIn, 2015, Mission).  

LinkedIn’s members can create, edit and manage their online professional profiles so that they 

can connect in a professional context, be able to find professional information and valuable 

insights wherever they might be located. Besides the professional profiles, other LinkedIn 

features include the endorsements, the search engine, the news feed, participation in groups, 

private messages etc. (LinkedIn, 2015, Keep up with LinkedIn). Users can also update their 

account to Premium Services, including additional features which enable them to get noticed 

by potential employers and get premium insights (LinkedIn, 2015, Features). Furthermore, 

LinkedIn offers services for businesses and sales, marketing, HR and talent professionals 

(LinkedIn, 2015, Business solutions). The potential use of LinkedIn and SNSs in general will 

be discussed in detail in the paragraph 2.5.3.2. SNS & companies.  

With 300 million members in over 200 countries, LinkedIn is considered to be the largest 

professional network globally (LinkedIn, 2015, Mission). Other existing online professional 

networking sites that should be mentioned are Viadeo2, XING3 (The Economist, 2014; Hueber, 

2013) and Ecademy (Harris and Rae, 2009). With 347 active accounts, LinkedIn is ranked as 

the 7th most popular network online (Statista, 2015, Leading social networks worldwide as of 

March 2015, ranked by number of active users). Furthermore, LinkedIn along with Pinterest, 

                                                           
2 Viadeo (2015), Viadeo: Leader in professional social networking in France and in China.  
3 Xing (2015), Xing – For a better working life.  
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is currently the second most popular social networking platform (Duggan et al., 2015) and as 

of March 2015 among the 20 most popular websites globally- ranked as 12th by Alexa (2015, 

The top 500 sites on the web) and as 18th by eBizMBA (2015, Top 15 Most Popular Websites 

March 2015).  

2.5.3.2. SNS from a business perspective 

Facebook and LinkedIn, with 1,415 and 347 million active users respectively (as of March 

2015), are among the leading SNS, and among the most popular social media in general 

(Statista, 2015, Leading social networks worldwide as of March 2015, ranked by number of 

active users). Moreover, as it was discussed above, they are among the most visited websites 

globally. Since SNSs, and more specifically these two platforms, are of such high popularity 

(Kaplan and Haenlein, 2010; Michaelidou et al., 2011: 1153), they have attracted a lot of 

companies’ attention. Furthermore, Boyd and Ellison (2008: 221) underline the importance of 

SNSs by stating that they “have become an integral part of our everyday life”. With regards to 

the popularity of SNSs, it should be noted that thanks to network effects, the larger a 

community is, the more credible it seems to be and the more users want to join it (Hanson and 

Kalyanam, 2007 in Syed-Ahmad and Murphy, 2010). This is why it is wise for companies to 

join networks who are popular and/or networks where their consumers, customers, 

competitors and other stakeholders are spending time in.  

It is now time to see how SNSs can be leveraged by companies. First of all it should be noted 

that social media and SNSs are becoming an important marketing tool (Mangold and Faulds, 

2009; Kerpen, 2011). Safko (2012) argues that social media marketing is more effective than 

traditional channels. SNS can be leveraged in terms of marketing research. In the literature it 

has been discussed that SNS can provide valuable insights (Kaplan and Haenlein, 2010; Harris 

and Rae, 2009; Hopkins, 2012; Kerpen, 2011). This type of marketing research is considered 

as cost efficient in comparison to the traditional types of marketing research (Kerpen, 2011; 

Safko, 2012), such as interviews and focus groups. On the same note, Weinberg and Pehlivan 

(2011: 280) consider social networks useful in “…tracking consumer beliefs and attitudes 

towards a product or a brand”. Additionally, Michaelidou et al. (2011: 1155) note that SNS could 

be helpful in identifying new business opportunities. SNS can also be beneficial in terms of 

branding (in Kaplan and Haenlein, 2010; Kietzmann et al., 2011; Michaelidou et al., 2011; Van 

den Bulte & Wuyts, 2007 ; Kerpen, 2011). Moreover, SNS are used by businesses to promote 

products and services (Kaplan and Haenlein, 2010; Kerpen, 2011); as a shopping channel (Cha, 

2009 in Michaelidou et al., 2011); as a distribution channel (Kaplan and Haenlein, 2010); in 

customer services (Kepren, 2011). Advertising is another business area which can benefit from 

SNS (e.g. Kerpen, 2011; Syed-Ahmad and Murphy, 2010). Kerpen (2011) argues that it is easier 

to target your audience and communicate with it through SNS, such as Facebook. To be more 
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specific, the author (2011: 25) discusses how “hypertargeting” and “nanotargeting”, using 

narrow search criteria in SNS, enable businesses to target few users or just one. Furthermore, 

research has shown that SNSs generates word-of-mouth (WoM) (Trusov, Bucklin and Koen, 

2009). E-WoM is considered as more powerful and more credible than traditional WoM (e.g. 

Hennig-Thurau et al., 2004; Kietzmann and Canhoto, 2013).  

SNS are considered as a communication tool which enables businesses in interacting and 

developing meaningful relationships with customers (Kaplan and Haenlein, 2010; 

Michaelidou, 2011; Enders et al., 2008; Kerpen, 2011; Hopkins, 2012). Michaelidou et al. 

(2011) note that SNS not only can be used to capitalize on pre-existing relationships, but that 

they also provide the potential for businesses to reach wider audiences and more importantly 

the target market. By reaching the target market, a business can create awareness about its 

products and services (e.g. Kerpen, 2011; Safko, 2012; Syed-Ahmad and Murphy, 2010).  

It is highlighted both in the academic as well as in the business worlds that SNSs can play an 

important role in a businesses’ networking activities. Boyd end Ellison (2008: 221) state that 

SNSs “primarily support pre-existing social relations”, while according to Kietzmann et al. 

(2011:26) some SNSs focus on maintaining existing relationships and others focus on building 

relationships. On a similar note, Rainie and Wellman (2012) discuss that SNS are used in both 

maintaining existing relationships with strong and weak ties, as well as in building new 

relationships. Ngai et al. (2015: 41) describe SNS as platforms which enable businesses to build 

networks. Similarly, according to Harris and Rae (2009) SNSs, such as the business 

networking platform Ecademy, provide instant access to individuals and businesses, both at a 

national as well at an international levels. The authors highlight that with the use of SNSs 

businesses can overcome limitations of the traditional face-to-face networking, e.g. lack of 

diversity and relatively small network size.  SNSs are seen as tools enabling businesses to find, 

locate and contact “like-minded small businesses” (Syed-Ahmad and Murphy, 2010: 710) and 

potential business partners (Michaelidou et al. 2011). Besides potential customers and 

business partners, SNSs can be helpful in businesses’ networking activities with a variety of 

other stakeholders. Thus, they allow networks to be strengthened and broadened (Harris and 

Rae, 2009), something which is considered to be critical for the growth of small and young 

companies.  

2.5.3.3. Microblogging (or micro-blogging) 

Microblogging is onether type of social media that has attracted the academic and business 

attention. While some researchers categorize the microblogging site Twitter as a SNS (e.g. 

Harris and Rae, 2009; Nakara et al., 2012), others consider microblogging as a category of its 

own (e.g. Kaplan and Haenlein, 2011; Weinberg and Pehlivan, 2011). In particular, Kaplan and 
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Haenlein (2011: 106) state that within the general social media classification “… micro-blogs 

stand halfway between traditional blogs and social networking sites, and are characterized by 

a high degree of self-presentation/self-disclosure and a medium to low degree of social 

presence/ media richness.” Building on the latter, in this paper microblogging is considered to 

be one category of social media.  

Microblogging is defined as a type of Internet-based applications “which allow users to 

exchange small elements of content such as short sentences, individual images, or video links” 

(Kaplan and Haenlein, 2011: 206). Furthermore, according to Kietzmann et al. (2011: 242) 

microblogging “focuses on offering real-time updates”. One characteristic of microblogs is their 

public nature, e.g. the updates in the microblogging site Twitter are by default visible to all 

users (Kietzmann and Canhoto, 2013; Bulearca and Bulearca, 2010).  

Twitter and Tumblr are typical examples of microblogging sites, with the first one being 

without a doubt the most popular member of this category (Kaplan and Haenlein, 2011). 

Therefore, in the following paragraph of this paper, Twitter will be briefly discussed. 

Twitter 

Twitter was founded in 2006 (Twitter, 2015, Milestones; Kietzmann et al., 2011), with the 

mission “(t)o give everyone the power to create and share ideas and information instantly, 

without barriers” (Twitter, 2015, Company).  

In regards to its characteristics, Twitter is an application which allows users to create a profile, 

post and read other users’ short updates – called tweets- in real time. These are limited to the 

exchange of text based messages of maximum 140 characters. With these short messages users 

usually share update about what they “are doing, where they are, how they are feeling…”, or 

they could include links to other sites (Kietzmann et al., 2011). A tweet is described as “… an 

expression of a moment or idea. It can contain text, photos, and videos” (Twitter, 2015, What 

is a Tweet?). One characteristic of Twitter, and microblogging in general, that differentiates it 

from other social media platforms is its public nature and the fact that the tweets are public by 

default (Kaplan and Haenlein 2011; Kietzmann and Canhoto, 2013; Bulearca and Bulearca, 

2010).  

As with all social media, businesses can also create and manage an account on Twitter. The 

opportunities and the challenges that come along with the use of Twitter and microblogging in 

general will be discussed in detail in the next chapter.  
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2.5.3.4. Microblogging from a business perspective 

Bulearca and Bulearca (2010) argue that in the rich ecology of social media platforms, it is 

Twitter that stands out, both in terms of characteristics and growth. Similarly, Kaplan and 

Haenlein (2011), state that among the characteristic which contribute to Twitter’s success and 

popularity lies the possibility of a tweet reaching a wider audience than other platforms, since 

all updates are by default public. In regards to Twitter’s popularity, it is worth mentioning that 

with 228 million active users as of March 2015, Twitter was ranked as the 12th most popular 

leading social networks globally (Statista, 2015, Leading social networks worldwide as of 

March 2015, ranked by number of active users). Furthermore, with 290 million estimated 

unique monthly visitors as of May 2015, Twitter is among the 10 most popular websites globally 

– ranked as 7th by eBizMBA (2015, Top 15 Most Popular Websites March 2015) and as 9th by 

Alexa (2015, The top 500 sites on the web).  

Companies have been using microblogging for a variety of reasons. In the literature, the 

following opportunities that microblogging offers to businesses have been discussed. On the 

one hand, the systematic analysis of 100 leading companies in various industries revealed that 

microblogging “can generate value for companies” and this applies to all three stages of the 

marketing process: pre-purchase, purchase and post-purchase (Kaplan and Haenlein, 2011: 

105).  

When it comes to the pre-purchase stage, for businesses who are willing to spend time in 

monitoring and listening to the conversations that take place, Twitter and microblogging in 

general can be efficient marketing research tools (Kaplan and Haenlein, 2011; Kerpen, 2011; 

Kietzmann et al., 2011; Kumar and Mirchandani, 2012). Kerpen (2011: 32) underlines that “the 

current leading platform for finding conversations is Twitter”. By carefully listening to what 

the consumers want or need, their comments on existing products etc., businesses can use 

these valuable insights in the development of products and services, or in the creation of new 

products and services (Kaplan and Haenlein, 2011; Kerpen, 2011; Vargo and Lusch, 2004). 

This new method of marketing research is considered to be more efficient than traditional ones 

in the sense that it enables businesses to address problems that might have never come to light 

otherwise (Kaplan and Haenlein, 2011). Additionally, microblogging enables businesses to find 

their target audience(s) in an easier way and be able to communicate with it/them in a more 

effective way. Microblogging can also be utilized during the purchase stage, i.e. marketing 

communications. To be more specific, microblogging can be used to broadcast information 

regarding sales promotions, product recalls, organization of contests etc. (Kaplan and 

Haenlein, 2011; Kerpen, 2011). Moreover, Twitter and microblogging in general can be used as 

a sales and distribution, advertising and branding channels (Kaplan and Haenlein, 2011). 

According to Weinberg and Pehlivan (2011: 279), microblogs enable “…fast, brief 
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conversations and engagement”. Therefore the authors suggest that microblogs “may be best 

used for serving marketing objectives such as awareness and brand recall for established 

brands” and for keeping customers informed on short topics.  Taking into consideration the 

characteristics of microblogging, this social medium is considered suitable for real-time 

communications (Kerpen, 2011, Weinberg and Pehlivan, 2011), both externally as well as 

internally, e.g. among the company’s employees (Kaplan and Haenlein, 2011).  Regarding the 

third stage of the marketing process, businesses can also use microblogging in customer 

services. Twitter and microblogging in general can facilitate the identification of problematic 

issues and dissatisfied customers. Thus businesses have the opportunity to manage 

complaining customers and respond to negative comments promptly. (Kaplan and Haenlein, 

2011) By reacting rapidly and in a professional way, companies can hinder unpleasant 

situations, such as a negative comment going viral and leading to boycotts, protests  or other 

detrimental effects for the business and/or the brand (Kaplan and Haenlein, 2010, 2011; 

Kietzmann et al., 2011). Moreover, microblogging can be leveraged in terms of answering in 

real-time customer questions (Kaplan and Haenlein, 2011) and building relationships with 

creative consumers (Kietzmann and Angell, 2014).  

By monitoring and scanning the discussions on microblogs, companies can better understand 

what the consumers want and are interested in. Companies could then create content that is 

attracting for their target audience and participate in discussions with their customers. By 

engaging in such activities, businesses could enhance their reputation in a specific context and 

platform and make them appear more trustworthy in the eyes of other users (Kietzmann et al., 

2011). Therefore, building on Kietzmann et al. (2011) and on Kietzmann et al. (2012), it can be 

argued that microblogging enables businesses to build and maintain relationships with 

existing and prospective customers. The same could be argued about other stakeholders which 

are crucial for a business. As discussed above microblogging is seen as another form of social 

networking activity (e.g. Harris and Rae, 2009). Even though in this paper microblogging is 

considered to be a separate form of social media, one that is distinct from SNS, it should be 

noted that microblogging is also used as networking tool. After all, all social media are 

relationship oriented (e.g. Weinberg and Pehlivan, 2011). As all social media enable businesses 

to build and maintain relationships (Panaguia and Sapena, 2014; Safko, 2012 ; Kietzmann et 

al., 2011; Kaplan and Haenlein, 2010; 2011; Michaelidou et al., 2011; Kerpen, 2011), so do 

microblogs enable companies to network, to connect and “communicate with their chosen 

network in real time” (Harris and Rae, 2009: 26). Furthermore, it is noted that the updates 

can reach wider audiences than other social media do, i.e. Facebook (Harris and Rae, 2009).  

Therefore microblogging can be used to find and communicate with users, either individuals 

or businesses, with whom a user was not previously acquainted/connected.  
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On the other hand, there are risks involved in the use of microblogs. As Kaplan and Haenlein 

(2011: 110-111) point out, businesses should take into account that “…the power of the system 

can quickly turn against you”. The authors stress the risk of the community turning against 

and fighting a company, e.g. a negative comment leading to a snowball or effect or community 

that can have detrimental consequences for the business. In addition, the microblogging 

activity involves the following challenges: the difficulty to measure ROI and/or finding the 

appropriate metrics in order to estimate their effectiveness. Figuring out the appropriate use 

of microblogs, such as the appropriate language and how to use it so that it does not appear 

that a company only monitors the users or that it only sends out press releases, is also 

challenging. (Kaplan and Haenlein, 2011). Furthermore, despite the fact that it is relatively 

easy to find users and stakeholders that are be important for the development of your business, 

earning their trust and creating a meaningful relationship with them demands time and effort. 

Therefore, even though microblogs are considered to be free tools, one should not forget that 

managing them requires human resources to be devoted and working hours to be allocated in 

managing them. (Bulearca and Bulearca, 2010).  

To conclude, microblogging, and specifically Twitter, is considered to be an effective marketing 

tool, and companies simply cannot afford missing the opportunity to use it. Kaplan and 

Haenlein (2011: 112) state that despite the challenges entailed in microblogging “(f)irms which 

decide not to even consider using micro-blogs in their marketing strategy might find 

themselves in the same position as the hare at the end of the race with a couple of hedgehogs–

dead on the ground!”.  

2.5.3.5. Blogging 

According to OECD (2007, in Kaplan and Haenlein, 2010: 63) blogs are “special types of 

websites that usually display date-stamped entries in reverse chronological order”. Blogs are 

usually updated regularly and they typically involve an informal and simple style. They can 

vary greatly e.g. in terms of areas of interest, media content posted and authorship- from 

famous writers to everyday people, anyone – with internet access and a 

computer/laptop/smart device – could possibly be a blogger. (Kaplan and Haenlein, 2010; 

Kietzmann et al., 2011)  

There is a variety of choices available when it comes to how a blogger can express oneself and 

what kind of media content can be used in a post: text, hyperlinks, photos, videos etc. People 

might use blogs for different reasons: stay informed and be updated about developments and 

news on areas of their interest, express their viewpoints on debates, read other opinions on 

current and important issues, leave comments on existing blog posts, express themselves 

artistically and write about their interests on their activities etc.   
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The easiness in terms creating and maintaining a blog is seen as a reason why blogs have 

become such a popular online activity (Kietzmann et al., 2011). Statista (2011, Number of blogs 

worldwide from 2006 to 2011) reports that in October 2011 there were 173 million blogs 

worldwide across various platforms such as Wordpress and Blogger. More recent research 

show that in August 2014, 44.62 million monthly posts were published by WordPress users 

(Statista, 2014, Number of monthly posts published by WordPress users from January 2007 

to August 2014), while during the same month more than 58.79 million comments were posted 

by users on WordPress blog sites (Statista, 2014, Number of monthly comments posted by 

WordPress users from January 2007 to August 2014). According to eBizMBA (2015, Top 15 

Most Popular Blogs March 2015), as of March 2015 the three most popular blogs – 1. 

Huffington Post, 2. TMZ and 3. Business Insider – had more than 150,000,000 estimated 

unique monthly visitors. Despite the fact that it is US-centric, the Blogconomy (Ignitespot, 

2013 in McGrail, 2013) offers some interesting statistics: 18.7 million people blog on blogging 

sites and via social networking sites, 77% of internet users read blogs and 61% of US consumers 

have made a purchase based on a blog post.  

2.5.3.6. Blogging from a business perspective 

As mentioned above, anyone could possibly blog. This also applies to businesses. With blogging 

being a popular online activity and an important source of public opinion, the blogosphere has 

become an area of interest for businesses. Furthermore, blogs offer the possibility of 

interaction with a company’s various stakeholders through comments and consequently the 

possibility of maintaining relationships with them. Last but not least, in blogging lies the 

potential to influence others, e.g. by sharing expertise in one field a business  thus being 

perceived as an industry expert or, as Safko (2012: 552) puts it, ‘thought leader’. Therefore it 

is not strange that businesses have been using blogs in order to update customers, consumers, 

employees, shareholders and stakeholders in general on important updates (Kaplan and 

Haenlein, 2010), e.g. for new products and services, developments in one field, to share their 

expertise to name a few. Furthermore, Weinberg and Pehlivan (2011: 280) have observed that 

marketers can use blogs “…to effectively increase product knowledge, and to build and 

reinforce a brand”. Besides branding, blogging can be of use for marketing in general (Safko, 

2012; Kepren, 2011).  

Blogging might involve benefits and opportunities for businesses, but there are also drawbacks 

and risks that should be taken into consideration. First of all, even though a blog might be easy 

to start and maintain, as it was stated in Kietzmann et al. (2011), regularly updating a blog with 

valuable content that will attract readers’ attention is not an easy procedure, especially for 

inexperienced bloggers. It demands devoting time and effort on the businesses side. Secondly, 

Kaplan and Haenlein (2010) have noted the risk of the existence of potentially damaging 
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information for the business on the web, such as negative comments from staff or from 

dissatisfied customers.  

2.5.3.7. Content Communities 

According to Kaplan and Haenlein (2010: 63), a content community’s main objective is “the 

sharing of media content between users”. There is a variety of media types that users can share.   

Media content is not limited to text - it includes a variety of media types such as photos, videos 

and presentations. (Kaplan and Haenlein, 2010) Among the most popular and successful 

examples of content communities we find: YouTube for videos, Flickr for photos, and 

Slideshare for Powerpoint presentations (Kaplan and Haenlein, 2010).  

With more than 1 billion users around the world (Youtube, 2015, Statistics), Youtube is 

probably the most popular content community. Alexa’s (2015, The top 500 sites on the web) 

rankings show that Youtube is the third most visited website – as of March 2015. Other 

interesting statistics about Youtube include the fact that it is localized in 75 countries, that is it 

available in more than 60 languages, and that 300 hours of video are uploaded to YouTube 

every minute (Youtube, 2015, Statistics).  

2.5.3.8. Content Communities from a business perspective 

On the one side businesses can leverage on content communities. It should be noted that 

content communities are very popular. They are therefore an attractive channel to contact 

many firms. (Kaplan and Haenlein, 2010). Moreover, Youtube is an important tool for small 

companies. To be more specific, according the Youtube, “More than a million advertisers are 

using Google ad platforms, the majority of which are small businesses” Youtube, 2015, 

Statistics).  Besides networking, popular social media in general and content communities in 

particular can be used in advertising, in marketing communications, in branding, and in sales. 

Building on Kaplan and Haenlein (2010), it is argued that content communities can be used to 

share material and media content externally, e.g. to share videos that will attract the attention 

of stakeholders who are crucial for a business, such as investors and media. In addition, 

content communities can be effectively used by companies internally, e.g. in sharing 

presentations and work-related material.  

On the other hand, content communities entail the risk of being used as platforms where media 

content is shared illegally (Kaplan and Haenlein, 2010). Furthermore, is it time consuming to 

monitor if copyrighted- protected content was uploaded on these communities and it is 

difficult to control and remove such content (Kaplan and Haenlein, 2010).  
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2.5.4. Focusing on some social media  

Once a company has done research on the social media landscape, companies are able to decide 

on which social media platforms are appropriate to be present in and where the focus should 

be placed on. Taking into consideration that start-ups are companies with limited resources, it 

can be argued that they have to be selective. A large corporation might afford to be present in 

ten social media, while a small start-up in less. A start-up might not be able to afford spending 

as much money and human resources in social media marketing as established companies, but 

they can carefully evaluate which social medium/a should be managed and how to efficiently 

allocate resources, such as time spent in strategizing and managing these accounts. 

He et al. (2014: 243) recommend small companies to focus “on one social media application, 

such as Twitter or Facebook to start a social media initiative”. It should be noted that according 

to He et al. (2014) even though more than one social media might be beneficial, the efforts of 

small companies should focus on one social medium that makes sense for the company. 

Facebook is considered to be one of the most appropriate networking tools for small businesses 

because it is the most popular social media (e.g. Perrigot et al., 2012; Pentina and Koh, 2012; 

Syed-Ahmad and Murphy, 2010; Nakara et al., 2012). Furthermore, taking into consideration 

that it is a SNS, it can enable small companies to network. This is because it enables the 

communication with consumers and possibly other stakeholders as well. Moreover, Twitter is 

seen as an appropriate tool for small companies because of its popularity and because of its 

public nature (Bulearca and Bulearca, 2010). Taking into consideration the fact that tweets are 

publicly by default, it is possible for a tweet to reach a wider audience than other platforms 

(Kaplan and Haenlein 2011; Kietzmann and Canhoto, 2013). Therefore Twitter is seen as a tool 

enabling small start-up companies to build their networks. Building on the previous notes, it 

can be argued that Facebook and Twitter are also appropriate social media for start-ups.   

2.5.5. Allocating resources 

Furthermore, in regards to deciding how to allocate efforts to various social media, Weinberg 

and Pehlivan (2011) propose the notion of social media mix. Efficiently allocating resources 

has been pointed out as one challenge concerning social media (e.g. Kietzman et al., 2011; 

Weinberg and Pehlivan, 2011). It should be noted that there is not one rule that can be applied 

to all companies. Each company that is willing to be present in social media, should take into 

consideration the overall budget of a company. Since social media is considered to be a part of 

the marketing and/or the media and communications mix (Weinberg and Pehlivan, 2011; 

Mangold and Faulds, 2009; Pentina and Koh, 2012; Pentina et al., 2012), a company should 

also take into consideration the marketing and communications budget. Executives should 

determine the resources required in order to achieve the social media goals (Weinberg, 2009). 
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As it was discussed previously, resources still need to be devoted in social media (e.g. Kerpen, 

2011; Safko, 2012). Managing social media requires manpower and time. Executives can utilize 

internal resources in the management of social media, hire advisors, or outsource the social 

media efforts (Weinberg, 2009; Kerpen, 2011). A cheaper option could be to leverage on unpaid 

labor (Weinberg, 2009), a solution which seems to fit small start-ups and the lack of resources 

that characterizes them. Even in case of outsourcing the social media efforts or leveraging on 

unpaid labor, some training is required so that they (social media efforts) are aligned with the 

company’s culture (Weinberg, 2009; Kaplan and Haenlein, 2010). In any case, it should be 

underlined that social media are not cost free (Weinberg and Pehlivan, 2011; Safko, 2012). On 

the contrary, they can be time consuming (Kietzmann et al., 2011). 

2.5.6. Choosing the appropriate metrics 

Deciding on the relevant and appropriate metrics is an important aspect of the strategic choice 

since it enables companies to measure the effectiveness of the channels used (e.g. Peters et al., 

2013; Durkin et al., 2013) and the performance of the social media use (Russell, 2009). And 

since social media are different from the traditional media in the sense that they represent 

dynamic organisms which allow for a two-way communication between companies and 

consumers – and other important stakeholders – they require distinct measurements (Peters 

et al., 2013; Weinberg and Pehlivan, 2011; Hoffman and Fodor, 2010). Peters et al. (2013: 283) 

specifically note that their distinct nature "prohibits the simple transfer of metrics from 

traditional media". Russell (2009: 55) writes that most of the tools that are used “…are derived 

from traditional media and they are updated for the web”. In the literature the need for 

creativity in regards to new metrics has been highlighted (Russell, 2009; Peters et al., 2013; 

Weinberg and Pehlivan, 2011). When it comes to establishing new metrics, Russell (2009: 57) 

states that it is a procedure that requires “intellectual and operational challenges”. Similarly, 

Peters et al. (2013: 283) note that “managers need a systematic approach to identifying and 

constructing the appropriate metrics” that are related to input and outcomes of the social 

media efforts. The authors highlight that there is not one metric that fits all organizations. On 

the contrary, each company needs to choose the appropriate ones. Peters et al. (2013) suggest 

nine guidelines that will enable social media managers to design appropriate metrics: among 

others the managers are advised to consider the transition from control to influence, to 

leverage on transparency that social media offer, to balance the metrics with accompanying 

ones in order to avoid mistakes, to use quality metrics instead of sheer volume numbers and to 

use metrics that cover all social media as well as within each social medium. Last but not least, 

the importance of social media metrics being connected to the strategic goals of the company 
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(Russell, 2009) and to the marketing efforts and financial consequences is underlined (Peters 

et al., 2009).  

It is worth mentioning that the decision on the appropriate metrics also depends on a 

company’s resources. Taking into consideration that start-up companies lack resources, in 

terms of money and/or time, already existing metrics could be used. As discussed by Peters et 

al. (2013) social media and the web offer a transparency which can be leveraged by companies. 

The appropriate metrics might be offered by the social medium/a used, such as Facebook and 

Twitter analytics. Moreover, there are other metrics online, which might be for free or at a low 

cost (Kerpen, 2011). 

2.5.7. Developing guidelines & establishing the alignment  

The importance of developing guidelines and best practices for the management of each social 

medium that will be used is also stressed in the literature (e.g. Kaplan and Haenlein, 2010). 

These guidelines will enable the social media managers to appropriately use social media. 

Kietzmann et al. (2011: 249) state that organizations “…should develop policies that outline 

how their employees look after and preserve different forms of social media engagement” and 

explain that the key is identifying the employees who have showed that they are capable 

listeners and who are interested in social media. When developing the social media strategies 

the companies should focus on the users, and how to make them more involved, enable their 

input, and attract their attention (Kietzman et al., 2011).  

In general, the development of one strategy, covering the management of each social medium 

that will be used, is considered crucial because it enables the alignment of the efforts in all 

social media used by a company (Kaplan and Haenlein, 2010; Safko, 2012). This way a 

company shows one common image to all social media. Furthermore, Kietzmann et al. (2011) 

and Weinberg and Pehlivan (2011) note that it is important for companies to integrate the 

social media strategy tightly with the overall marketing strategies. 

Berthon et al. (2011) note that establishing guidelines about the use of social media is not 

enough; companies should also inform the social media managers about the guidelines and 

invest in training employees on the proper and expected use of social media. At the same time 

it is also worth to mention that these guidelines should not be restricting the social media 

managers’ creativity. It is recommended that companies provide employees with enough 

authority and discretion so that they can create meaningful relationships with customers 

(Kietzmann et al., 2011).  
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2.5.8. Being social, interesting and flexible when using social 

media  

Since social media are a participatory and dynamic environment, companies should 

understand that they are simple participants in conversations; they are no longer the ones 

defining and determining of what is being said. The democratization of communications that 

comes along with social media empowered the users – they are now the ones in control of the 

conversations. (Kietzmann et al., 2011; Kaplan and Haenlein, 2010; Weinberg and Pehlivan, 

2011; Mangold and Faulds, 2009; Safko, 2010; Kerpen, 2011; Vargo and Lusch, 2004). 

Therefore the importance for companies to listen has been highlighted in the literature 

(Berthon et al., 2012; Weinberg and Pehlivan, 2011; Kerpen, 2011; Safko, 2012). For example, 

Berthon et al. (2012) write that companies should listen rather than preach. The authors place 

focus on adopting the right tone and using the appropriate language, and being personal 

(Berthon et al., 2012). The importance of the social media behavior being more human rather 

than professional and formal was also stressed by Kaplan and Haenlein (2010). To be more 

specific, Kaplan and Haenlein (2010) suggest that companies should be social when using 

social media, meaning that they should be engaging in discussions with other users – among 

other activities. Moreover, Kietzmann et al. (2011) underline the importance of timely and 

appropriate responses, instead of ad hoc ones. In order to engage stakeholders to discussions, 

companies are also advised to be active, to post interesting comments and updates, to be 

humble, respect the rules of each social medium, and act according to them, to be 

unprofessional, and more importantly to be honest and transparent (Kaplan and Haenlein, 

2010). Companies can also benefit by posting already existing content from other sources 

(Kietzmann et al., 2011: 249).  

When companies devote time in participating in discussions with other users and “truly 

engaging consumers”, as Berthon et al. (2012) put it, it becomes easier to develop relationships 

with them. Weinberg and Pehlivan (2011) suggest that companies devote time on building and 

managing relationship with users, and on focusing on social objectives instead of assessing 

return on investment in the traditional sense of marketing. In regards to networking, 

companies are suggested to contact influential individuals and organizations –that have been 

identified during the research stage - and start building relationships with them. Some could 

even turn into potential investors or business partners. (Safko, 2012; Kerpen, 2011) 

In regards to the efficient use of social media by businesses, it is discussed in the literature that 

companies need to allow access to social media to their employees (Berthon, 2012). At the same 

time, companies are advised to ensure that the management of corporate social media is the 

hands of a specified group of employees (Kaplan and Haenlein, 2010). As it was discussed 
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above, this group of employees have been trained; they have specific responsibilities, which are 

well-defined in the strategy, and at the same time enough space is given to them in order to be 

creative. According to Berthon et al. (2012) social media managers should limit the power of 

bureaucracy because it can become a great obstacle for the achievement of the company’s goals. 

Berthon et al. (2012: 270) specifically state that “(s)ocial media strategy requires speed and 

flexibility”.  

2.5.9. Evaluating 

Last but not least, in the literature it is noted that similar to all other activities, social media 

efforts should also be evaluated. As it was discussed in a previous paragraph, by using 

appropriate metrics, companies are able to measure the effectiveness of their social media 

practices (e.g. Peters et al., 2013; Durkin et al., 2013) and their performance (Russell, 2009; 

Safko, 2012). Peters et al. (2013) highlight that there is not one metric that fits all 

organizations. On the contrary, each company needs to use metrics that fit the organization. A 

more detailed discussion about appropriate social media metrics can be found in a previous 

chapter. In any case, the evaluation of the social media efforts is considered to be critical. 

Lastly, the literature review reveals that the evaluation of the social media efforts is a 

continuous procedure (e.g. Peters et al., 2013; Safko, 2012). To be more specific, companies 

are advised to measure and evaluate their social media practices on a regular basis. This way, 

they are able to see which social media practices are not effective and strategize accordingly in 

order to have a more effective social media presence. After all the social media management is 

considered to be a dynamic procedure.  

2.6. Hypotheses 

Based on the literature review certain assumptions and expectations about the efficient social 

media management for start-ups derive.  

1st Hypothesis 

To sum it up, it is hypothesized that the efficient social media uses by start-ups involve a 

strategizing procedure. The latter is expected to consist of some simple and basic steps: (1) the 

research on social media landscape, (2) the development of strategies, (3) the realization of the 

social media strategy, and lastly (4) the evaluation of the social media practices.  

It should be noted that the definition of goals; the decisions on appropriate social media to be 

used and where the focus should be placed; the decision about the allocation of resources and 

about the appropriate metrics; the development of guidelines were grouped under the step 2, 

which is called the development of social media strategies, in order to simplify the strategizing 
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procedure. For the same reason the procedures of following the guidelines and instructions 

about being active, social, and interesting when using social media were grouped under the 

step 3, which is now called realization of the social media strategy. Furthermore, the 

simplification of the social media strategies is expected to make the procedure more attractive 

to social media managers working for start-ups, because in these types of companies the 

efficient use of the scarce resources becomes a necessity.   

Furthermore, taking into consideration the focus of this research, it is argued that that the 

efficient use of social media by start-ups includes the networking activities.  

2nd Hypothesis 

Facebook, LinkedIn, Twitter, blogging and Youtube are expected to the efficient platforms in 

attracting stakeholders who are important for the business development of a start-up, and in 

enabling the building of relationships with them. It should also be noted that the above 

mentioned platforms are expected to be beneficial for the development and growth of a 

business due to their large user bases. This is linked to the networking effect, according to 

which the larger the network the more beneficial is expected to be. 

3rd Hypothesis 

Based on the literature review, it is expected that the efficient social media practices – in terms 

of networking – for start-ups include being interesting (in the sense of posting content and 

comments that are interesting for their target groups) and social when using social media in 

order to attract the targeted stakeholders’ attention, participating in discussions in order to try 

to build relationships with the stakeholders, and promoting the start-ups in the social media 

used. Lastly, it is assumed that use of the appropriate social media tools and metrics depends 

on the start-company.  
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3. METHODOLOGY 

This chapter is devoted to describing the research methodologies. To be more specific, case 

study is used to research on the efficient management of social media by start-ups, while 

qualitative questionnaires and benchmarking are used to collect and analyze the data. The 

chapter ends with the discussions on the validity, reliability, trustworthiness, credibility, and 

ethical considerations of this research.   

3.1. Case study  

Case study was considered to be the most appropriate research methodology for this project 

because it contributes “to our knowledge of individual, group, organizational, social, political 

and related phenomena” (Yin, 2009: 4). It is a preferred methodology when the questions why 

and how are posed (Yin, 2009). Thus, it is considered to be suitable for this study, which has a 

main research question: “How can start-ups efficiently use social media in order to grow their 

business”. Furthermore it is commonly used to empirically investigate contemporary 

phenomena and within real-life contexts (Yin, 2009), in this case the use of social media by 

companies and more specifically start-ups. To be more specific, case study is defined as “(…)an 

empirical inquiry that investigates a contemporary phenomenon in depth and within its real-

life context…” (Yin, 2009: 18). It can include one or multiple cases to investigate a research 

question and it may rely on quantitative or qualitative data (Yin, 2009, 2011).  It is noted that 

“focusing on understanding the dynamics present within single settings” (Eisenhardt, 1989: 

534), a case study aims to propose an analytical generalization of complex phenomena (Yin, 

2009).  

It is important to stress out that by using this small start-up as a case study, the researcher 

intends to develop efficient social media strategies for other start-ups and to present uses of 

social media that will make it possible for these types of companies to develop relationships 

with stakeholders, and thus enable the growth of a start-up.  

More specifically, individuals working with social media in this start-up were interviewed in 

order to analyze how start-ups can efficiently use social media. In addition Sharplet’s social 

media efforts were monitored in order to evaluate whether they were effective or not. Last but 

not least, social media uses of a successful company operating in the same industry was used 

as a benchmark in order to develop strategies for the efficient use of social media by the start-

up Sharplet. Following Eisenhardt’s (1989) concept on building theory from case studies, 

qualitative interviews were conducted and along with the benchmarking and the use of the 

literature presented in the theoretical part of this thesis, guidelines and suggestions for the 

efficient use of social media are provided. The author notes that “building theory from case 
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studies is a research strategy that involves using one or more cases to create theoretical 

constructs, propositions and/or midrange theory from case-based, empirical evidence” 

(Eisenhardt, 1989b, in Eisenhardt and Graebner, 2007: 25). In this research, the case study 

was chosen both for its potential to “generate … causal explanations" as well as for its theorizing 

potential (Birkinshaw, Brannen and Tung, 2011: 578).   

3.2. Data collection 

Following Yin (2009) and Eisenhard (1989)’s notion that a case study can involve multiple 

sources of data, a combination of methodologies is used to collect and analyze data in this 

research. This allows for strengthening the grounding of the theory and for the synergistic view 

of evidence (Eisenhard, 1989). To be more specific, the following methodologies were used to 

collect and analyze the data: qualitative interviews and benchmarking. These methodologies 

will be described in the following chapters.  

3.2.1. Qualitative interviews 

Qualitative research is considered to be appropriate for this topic. Qualitative research is a 

commonly used methodology in the academic, e.g. in social sciences, and in the professional 

worlds, e.g. marker research (Yin, 2011). It is considered to enable conducting in-depth studies 

(Yin, 2009), which is seen as crucial in this case. This type of research is used when the 

researcher wants “to study a real world setting” (Yin, 2011: 3) and when there is little 

knowledge about the phenomena which are under the research agenda- in this case the efficient 

uses of social media for start-ups. This is due to the fact that qualitative research is considered 

to provide with valuable insights and deeper understanding of complex phenomena (Yin, 

2011). It is often associated with an inductive methodology which enables generating ‘new’ 

knowledge and theory from the focus of the research (Bryman and Bell, 2011; Saunders, Lewis, 

and Tornhill, 2009).  

With regards to qualitative research, Yin (2011: 130) describes that there are four types of data 

collection activities: interviewing, observing, collecting and examining, and feeling. 

Furthermore, it is noted that there are two types of interviewing: the structured interviews and 

the qualitative ones (Yin, 2011: 132-3). In this study, the qualitative research took the form of 

qualitative interviews. The latter are alternatively called as ‘unstructured’ or ‘semi-structured’, 

but following on Yin (2011), in this paper the term qualitative interviews will be used. 

Qualitative interviews are defined as “(a) form of interviewing whereby the researcher’s goal is 

to reveal a participant’s meanings and interpretations….” (Yin, 2011: 312). This form of 

interviewing usually involves a conversational mode, which provides the opportunity for two-

way interactions, the use of open ended questions in order to enable the participants express 

themselves in their own words, and a “mental framework of study questions”, containing a 
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small subset of topics to be discussed, instead of a list of strictly scripted questions to be asked 

(Yin, 2011: 134-5).  

In case studies, qualitative interviewing is a commonly used technique for gathering 

information (Yin, 2009). These types of interviews are considered to be the most suitable 

technique that enables the researcher to collect a wide range of data, including personal 

information and individual behaviors, attitudes, past experiences and future expectations 

(Krishnaswamy and Satyaprasad, 2010; Tull and Hawkins, 1990). In this study, the qualitative 

interviews enable the in-depth understanding of the participants’ behaviors, experiences, 

expectations and opinions regarding the use of social media by start-ups.  

3.2.1.1. Interview sample 

The interview sample of this study consists of eight individuals who have worked with 

managing and/or strategizing for social media in the same organization, the start-up Sharplet. 

Even though the interview sample could be characterized as small, it was considered to be 

enough since the case study involves one organization. In this case, the organization is a small 

start-up with limited resources and more importantly with a few individuals who are or have 

been working with social media. It should be noted that eight out of nine individuals who have 

worked with social media for Sharplet in the last six months participated in the qualitative 

research. One social media manager did not participate due to limited time of research. It is 

worth mentioning that all eight participants fit the criteria of the research purpose: having 

experience from social media use within a start-up. To be more specific, this research was 

conducted through qualitative interviews with Sharplet’s founder and the marketing team, 

consisting of seven interns who are responsible for managing the company’s online and social 

media presence. The participants were “purposefully selected”, as Creswell puts it (2003: 185), 

“in order to ensure that they had the relevant scope of experience to enable them to answer the 

questions and topics being researched” (Royle and Laing, 2014: 68). To be more specific, the 

participants were selected on the grounds that they are currently working, or were working in 

the previous months, with social media in the start-up which operates in the e-learning 

industry. Additionally, since they have been working with managing social media and/or with 

strategizing for social media for at least two months, they have been judged to have sufficient 

experience in social media marketing field for start-ups. They could therefore provide valuable 

insights for the research.  

Due to limited resources in terms of time and people, the selection of the individuals who met 

the criteria of the research was based on the criterion of convenience (Patton, 2002 in Flick, 

2009). In order to find individuals who met the criteria, the researcher contacted her personal 

connections in Sharplet, and used them as a convenience sample method (Krishnaswamy and 
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Satyaprasad, 2010). Then, the participants provided access to other team members of the same 

organization who meet the criteria of the research, in this case individuals are not currently 

working with social media, but who used to do so a couple of months ago. This method, which 

is commonly used in social sciences, is described as the method of snowball by Flick (2009) 

and Yin (2011). 

3.2.1.2. Presentation of the participants 

In this chapter the eight participants of the qualitative interviews are presented. It should be 

noted that in order to protect the participants’ anonymity, the researcher uses pseudonyms 

instead of the participants’ real names. It is only in the case of the founder of the company, that 

the participant is presented with his actual name. To do that, the researcher asked for the 

participant’s permission.  

Sam is Sharplet’s founder and CEO.  Sam has also worked with social media in Sharplet. He 

has mostly participated in the strategizing process. Furthermore, he has been using Twitter in 

the sense of networking. To be more specific he was a tool called Tweepi (Tweepi, 2015, How 

would you like to manage your Twitter account, today?) which allows to identify stakeholders, 

such as content providers or potential business partners with lots of followers, and then to 

follow them. By using the appropriate criteria, he massively followed the identified influential 

Twitter users that could be of use for the start-up. This way he managed to scale Sharplet’s 

follower base in a couple of months.  

Alexandra, has worked at Sharplet as a social media manager for ten months. During her 

internship, she has been trying to formulate a strategy with the company’s social media team 

and founder, to establish the start-up’s social media presence through managing some of the 

company’s social media accounts, e.g. LinkedIn and Reddit.  

Ulrica has been doing her internship in marketing at Sharplet since May 2014. Her role and 

responsibilities have been changing according to the company’s needs each period. Ulrica has 

worked with managing and strategizing for social media during the longest part of her 

internship. She is currently working with business development, trying to find and 

communicate with potential business partners. A couple of months ago she used Twitter to use 

find and contact bloggers who would be interested in writing about Sharplet.  

Jack started his internship at Sharplet in mid-January. His internship lasted three months. He 

was working with social media and with the development a social media strategy for Sharplet.  

Stefan is also doing his internship and thesis at Sharplet. Stefan participates in the 

development of social media strategies for Sharplet. His master thesis focuses on strategic 

alliances, but he is also looking at social media as a marketing tool.  
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Mary has been doing her internship in Sharplet since October 2014. As with the majority of the 

marketing interns in Sharplet, her responsibilities have been changing according to the start-

ups needs and goals. She has been working with social media strategies and management for 

a couple of months, and for the last couple of months she is part of the business development 

team, who is trying to find and communicate with potential business partners.  

Fredrika has been working as a marketing intern in Sharplet since May 2014. The participant 

is currently working in the business development sector, but she was working with social media 

for most of the time of her internship. When working with social media, she was responsible 

for the Twitter and Reddit accounts, trying to increase the follower base, find potential 

customers and create engagement with the both the existing and the potential customers.  

3.2.1.3. Conducting the qualitative interviews 

The interviews were qualitative in the sense that the interviewer had a list of areas to cover, 

rather than a predetermined questionnaire. More specifically the interviews were based on an 

interview guide, which can be found in the APPENDIX II.  

The main research question that is explored with the interviewees is “How can start-ups 

efficiently use social media in order to grow their business?” The aim of this question is to 

explore how social media can be of use for start-ups, specifically in regards to networking. As 

it has been discussed in the theoretical part of this thesis, building and maintaining 

relationships with stakeholders, such as customers, media and business partners is considered 

crucial, because these stakeholders can enable the growth of a start-up. Additionally, the 

interviews were expected to provide insights on the most efficient social media, social media 

practices, activities, tools and metrics, always from the perspective of a start-up. 

The interview guide was used because it enables researchers to identify topics and areas of 

discussion more easily (Bryman and Bell, 2011). Following on Flick (2009), Yin (2011) and Tull 

and Hawkins (1990), the researcher attempted to introduce each interview topic with an open 

ended question, thus giving the participants the opportunity to express themselves in their own 

words and discuss about things that they found relevant. In some cases, the participants were 

asked to elaborate on their thoughts. Building on Denscombre (2010), the interviews were 

designed so that the questions could be used as starting points, thus allowing the interviewee 

to discuss in detail subjects that they considered important. In some cases, these discussions 

lead to interesting and unexpected viewpoints and information; information that would have 

not otherwise emerged. This is why some points discussed with one participant might not 

appear on other participants’ transcripts. At the same time, as noted by Rubin and Rubin 

(1995), the framework of questions was used to produce a guided conversation. Having a 

framework of questions shows that even though the conversation might be of a less formal 
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nature, the participants are indeed part of a formal study. Thus, it is more likely that the 

participant reveals more information. (Rubin and Rubin, 1995)   

Ideally the interviews were carried out in person because an advantage of using face-to-face 

interviews is the possibility to get non-verbal data from the participants. However, due the 

geographical dispersion of Sharpet’s team, two of the interviews were conducted via 

videoconference. Nevertheless, the use of a videoconference tool, Skype, contributed for the 

researcher’s comprehension of how a virtual meeting is conducted and the possible pitfalls, 

such as problems with the sound, interruptions by telephone ringing and noise on the 

background to name a few. It should be noted that the researcher has tried to overcome these 

obstacles by repeating questions and explaining whenever it was needed. Therefore it can be 

argued that these pitfalls have not affected the overall quality of the interview. Eight interviews 

were conducted during calendar weeks 16-17. The interviews had a length of about 30-50 

minutes. Last but not least, it should be noted that six of the interviews were conducted face-

to-face and two through Skype.  

3.2.1.4. Data analysis 

A thematic analysis was chosen to interpret the findings of the data acquired from the 

qualitative interviews. This method was considered to be appropriate since it is commonly used 

in qualitative research (Boyatzis, 1998). To be more specific, the process of “identifying, 

analyzing and reporting themes” is defined as thematic analysis by Braun and Clarke (2006: 

79). The latter enables the researcher to organize and analyze data according to themes and in 

detailed way (Braun and Clarke, 2006; Yin, 2011). The themes were based on the literature 

review and on the research questions which emanated from it:  

(a) identifying the efficient uses of social media for start-ups,  

(b) defining the social media that enable a start-up to develop relationships with stakeholders 

that could enable the business growth  

(c) defining the social media practices that enable a start-up to develop relationships with 

stakeholders that could enable the business growth.  

According to Yin (2011: 176-228), the analysis of the qualitative data usually goes through five 

phases:  (1) compiling, which involves organizing the data in a formal database – in this case 

transcribing the qualitative interviews – and getting familiar with it; (2) disassembling, where 

the generation of formal coding procedure could take place because it can enable the 

emergence of broader themes in the data; (3) reassembling, which involves looking for broader 

themes and organizing the data according to thematic sections, as well as constantly making 

comparisons, watching for negative cases, and engaging in rival thinking in order to minimize 
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biases; (4) interpreting the findings in a complete, fair, credible way, which is empirically 

accurate and which adds value; and lastly (5) drawing overall conclusions.  

3.2.2. External benchmarking 

Additionally, external benchmarking was conducted. The literature review revealed that there 

is a great variation when it comes to definitions, types, classifications, models, and steps of 

benchmarking. In any case, benchmarking is a popular management tool which has attracted 

the academic attention (Vorhies and Morgan, 2005; Anand and Kodali, 2008).  

In general, market-based organizational learning has been identified as a source of sustainable 

competitive advantage (Hult, 1998 in Vorhies and Morgan 2005). More specifically, 

benchmarking is one tool of the organizational learning process by which a company identifies 

competitors’ and top-performing companies’ best practices and imitate them (Zairi, 1998). 

Benchmarking is described as a management tool that enables companies to reach or exceed 

their performance goals through learning from the best practices by top performing companies 

and through understanding the processes which enable companies to reach that level of 

performance (Vorhies and Morgan, 2005; Anand and Kodali, 2008).  

Following Camp (1989), who defines benchmarking as the search for the best industry 

practices, which will lead to exceptional performance by analyzing and implementing these 

best practices, in this case the social media presence and best practices of a top-performing 

company are researched and then used to measure Sharplet’s performance against the outside 

standard. These best practices were used as guidelines in the development of efficient social 

media strategies for Sharplet. Building on Anand and Kodahi (2008), the type of 

benchmarking used in this research is characterized as external, since the best practices of an 

external source will be used as a benchmark.   

3.2.2.1. Conducting benchmarking  

Following Camp (1989), Zairi (1998), Vorhies and Morgan (2005), Anand and Kodali (2008), 

the social media uses of Studyblue, which is considered to be a top performing company in the 

management of social media, were researched and analyzed. Then, the best practices were used 

as benchmarks in order to develop social media strategies that would enable Sharplet to grow 

its business. To be more specific, building on Camp’s model (1989), identified as Xerox 

methodology, the benchmarking was divided into four phases: (1) planning, (2) analysis, (3) 

integration, and (4) action. Camp’s model was chosen because it is one of the most commonly 

used ones (Anand and Kodali, 2008). The whole procedure is described in the next paragraphs.  

Following Camp’s benchmarking model (1989), during the planning phase social media 

practices were identified as the benchmarking subject. This was followed by the identification 
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of the benchmarking partner. In order to choose the benchmark, firstly, the market where 

Sharplet operates was taken into account. This enabled the research to locate the competitors 

and market leaders in the industry where the start-up is operating, in this case the e-learning 

market. From the competition in the e-learning market, the most successful companies and 

those with a successful social media presence were taken into consideration. A table with the 

four competitors and some facts about the follower base and social media efforts can be found 

in Table I. A more detailed table, including the links of the sites and the social media pages of 

the companies, can be found in the Appendix III (Table Ib: Monitoring social media practices 

of top performing companies operating in the e-learning industry).  

Table I: Monitoring social media practices of top performing companies 

operating in the e-learning industry. 

 

 

The company Studyblue was chosen to be the benchmark because it is considered to be a top 

performing company that uses social media in an effective, fun, enjoyable, and creative way. 

  studyblue memrise brainscape Udemy 

in
fo

  

8.5 million students make or 
share over 350+ million 

flashcards and study 
materials. Intelligent study 
tools on Web, iOS, Android.  

300k+ 
courses; 285 million+ 

words learned 

7,055,159 
Students, Teachers, 

Professionals, and Life-long 
Learners 

Over 6 million students. 
More than 25,000 

courses 

F
B

 

35,790 total page likes 148,327 page likes 6,384 page likes 451,007 Total Page Likes 

T
W

IT
T

E
R

 

5,361 followers; 3506 
following; 8,361 tweets; 3-4 

tweets per day (workign days)  

18,534 followers; 413 
following; 2,482 tweets; 2 
tweets per day (including 

weekends)  

16,216 followers; 361 
following; 3,500 tweets 

58,970 followers; 7,869 
following; 8,336 tweets 

B
L

O
G

 

Assembly, a studyblue post: 
1-2 blog post per month 

6-7 blog posts per month 
Approximately 5 blog posts 

per month.  
approximately 5 blog 

posts per month 

L
IN

 

342 followers 670 followers 285 followers 13,139 followers 

Y
O

U
T

U
B

E
 535 subscribers; 166,725 

views; 23 videos on the 
channel 

1,856 subscribers; 
1,641,540 views; 60+ UGC 

videos on the channel 

61 subscribers; 9,650 views; 
14 videos on the channel 

61 subscribers 
1,422 views; 1 video on 

the channel 

P
in

te
r

e
s

t 584 Followers; 114 Following; 
73 Likes 

1,944 Followers; 300 
following; 42 Likes 

173 Followers; 5 following; 0 
Likes 

243 Followers; 29 
following; 11 Likes 

Is
ta

g
r

a
m

 158 Followers; 241 Following; 
92 posts; Last update on 20th 

March 2015 

19 Followers; 0 Following; 
0 posts 

120 Followers; 92 Following; 
9 posts 

220 Followers; 9 
Following; 4 posts 
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Studyblue was founded in 2008 and it is based in San Francisco, US. It is described as “a 

collaborative learning ecosystem” (Studyblue, 2015, Company). With features such as 

flashcards, review sheets, quizzes and study guides, Studyblue empowers people to learn in a 

more efficient way (Studyblue, 2015, Studyblue). Users have access to a large library of online 

study material, consisting of user-generated notecards, which covers a great variety of subjects. 

Furthermore it is described as an academic network because users can connect with one 

another (Studyblue in LinkedIn, 2015). Studyblue’s target audience is students. According to 

Studyblue’s Twitter account (2015), more than eight million students use the “350+ million 

crowdsourced study materials” “to get better grades, save time, stress less”. These study tools 

are accessed on Web, iOs, Android.  

Even though other top performing companies, e.g. Udemy, have a larger follower base than 

Studyblue, it is argued that Studyblue is more appropriate to be used as a benchmark because 

in terms of networking – which is the focus of this study – Studyblue seems to engage in 

discussions with users and their followers more often than their competitors do, and they seem 

to respond timely in comments. The latter are key aspects in building and maintaining 

relationships with stakeholders. It is also worth mentioning that Studyblue is a start-up, but a 

much more developed one in comparison to Sharplet. This played a critical role in this decision 

about the benchmark. Moreover, this company has recently attracted investors, which is a 

main goal for Sharplet. Furthermore, considering the fact that it is a start-up, their user base 

is large. The same could be argued for their follower base in social media. For all the above 

mentioned reasons, it was decided that it would be beneficial to benchmark Studyblue’s social 

media uses.  

Lastly, taking into account the objective of this research, monitoring the social media uses by 

Studyblue was decided to be the more appropriate data collection method. According to 

Vorhies and Morgan (2005), marketing communication practices are among the appropriate 

benchmarking practices which can enable companies to achieve competitive advantage. The 

monitoring of Studyblue’s social media practices took place on calendar weeks 18-19. In the 

beginning, the company’s presence in various social media was researched, followed by a one-

weeks more close monitoring of these accounts. Focus was placed on the activities and 

practices that enable networking with stakeholders. A more detailed information about 

Studyblue’s uses of social media can be found at Table II, which is presented on the fourth 

chapter of this thesis.    

In regards to the analysis phase, it is worth to mention that Sharplet’s social media practices 

were also monitored. Following on Camp (1992), the social media practices of Sharplet and 

Studyblue were compared and analyzed. The results are presented in TABLE III: Comparing 

Studyblue and Sharplet’s social media accounts and practices (APPENDIX V). At the end of 
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this analysis, the gap between the two companies’ performance was identified, thus providing 

a baseline for analyzing best practices (Camp, 1992). Camp (1992: 4) writes that the gap, or 

even the lack of a gap, “(…) provide an objective basis on which to act and to determine how to 

achieve a performance edge”. 

Building on Camp’s (1989, 1992) note that the next phase comprises of the internal 

communication of the findings,  the employees of the organization – in this case the social 

media managers and the founder of the company – were informed in order to gain the 

acceptance by the company’s employees and in order to establish common goals. Moreover, 

based on the benchmarking, a vision of the future performance was drawn and functional goals 

were communicated internally (Camp, 1992).  

Following Camp (1989, 1992) and Anand & Kodali (2008), during the last phase a specific 

action plan was developed. When developing appropriate social media strategies and when 

defining the efficient social media and social media practices, the researcher took also into 

consideration the discussions and insights from the qualitative interviews, specifically in 

regards to the objectives of using social media and the perceived efficiency of the channels used 

and of the social media efforts so far. The plan would be implemented by the social media 

managers during the following weeks. Sharplet was advised to monitor their progress in order 

to be able to evaluate their social media efforts. Lastly, since the importance of a continuous 

monitoring of the competitors’ efforts was stressed out in the literature (e.g. Camp, 1992; 

Vorhies and Morgan, 2005), the researcher advised the founder of the company and the social 

media managers to continuously monitor the competitors’ social media efforts in order to stay 

updated with market changes and thus be able to adapt to necessary changes.  

3.3. Validity and reliability  

As it was described in the beginning of this chapter, a case study was conducted in order to 

define and present efficient social media uses for start-ups. Case studies have been criticized 

for being too specific (e.g. Eisenhard, 1989). According to Yin (2009), to ensure that the results 

of a case study would be generalizable and in order for the study to be applicable in other cases, 

the limitations of the research should be well-defined. A discussion about the limitations of 

this research can be found in the conclusion (Chapter 6.4.). Moreover, some key control 

aspects have been taken into consideration. Validity and reliability are described as two key 

quality control aspects of a study (e.g. Yin, 2011; Björk and Räisänen, 2004). Yin (2011: 78) 

notes that a study is valid when the data have been properly collected, presented and 

interpreted “… so that the conclusions accurately reflect and represent the real world”, while 

reliability is described by Björk and Räisänen (2004: 351) as a collection method process which 

is “free from random errors”.  
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Based on the previous notes, in this research the data has been collected on a careful way, free 

from systematic and random errors, e.g. the interviews were recorded to fully cover all the 

information, and transcribed so that all data were presented in a detailed way. The transcripts 

of the interviews can be found in the APPENDIX III. Moreover, the interview sample and the 

decision concerning the company which would be benchmarked were chosen carefully and 

according to the criteria set in the research design. It is also worth to mention that the interview 

guide was tested to one social media manager before the qualitative interviews took place. 

Based on her recommendations, some minor changes have been applied. Plus, the researcher 

was seeking for the participant’s validation (Yin, 2011: 79). To be more specific, the researcher 

used follow-up questions and tried to obtain feedback from the individuals participating in the 

study in order to lessen the misinterpretation of data. In addition, as described in a previous 

paragraph, when reassembling the data the researcher made comparisons, tested rival or 

competing explanations in order to minimize biases. Regarding the benchmarking, al the 

phases of the most commonly accepted model have been followed in detail, and the notes of 

the close monitoring of social media practices are presented on the Tables II and III 

(APPENDIX). In the tables where the data of this research method are presented, some actual 

numbers were used instead of adjectives. Last but not least, given the nature of the study, more 

than one research methodologies were used to collect and analyze data and the interpretation 

of the findings was done in a complete, logical and credible way.  

3.4. Trustworthiness and credibility  

Following on Yin (2009: 19-20), in order to achieve trustworthiness and credibility, the 

research procedures are transparent: the research procedures are thoroughly described and 

documented for people to review and understand; and, as described in the previous paragraph, 

all data are available for inspection. Besides that, the research was done in a methodical way, 

following the research procedures, avoiding bias, and at the same time leaving room for 

unexpected events. Finally, conclusions were drawn according to the collected data and as a 

result the research was based on an explicit set of evidence. For example, following Willig 

(2009 in Yin, 2011), the actual wording of the individuals who participated in the interviews 

was used, since the language is considered to be a representation of the reality.  

3.5. Ethics 

All the necessary steps were taken in order to ensure the research process would be performed 

with ethical consideration.  To be more specific, following on Flick (2009), the researcher 

informed the participants about the objective of the interviews and that their statements would 

be used in the thesis. Furthermore, the interviewees were informed that their real names would 

be altered in order to protect their anonymity (Flick, 2009). Protecting the participants’ 
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anonymity is considered necessary in many cases, especially in the business research (Greener, 

2008). The researcher has no intention of mentioning details of the participants that can make 

the participant recognizable. It should be noted that all the information exchanged is treated 

in a confidential manner in order to guarantee the rights of the participants (Flick, 2009).  
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4. ANALYSIS & RESULTS  

This chapter begins the presentation of the empirical data, followed by the analysis of the 

findings. It should be noted that the analysis of the findings is divided into three themes, 

which correspond to the research questions.  

4.1. Presentation of the collected data 

The data for this paper were gathered from eight interviews and from benchmarking a top 

performing company. The whole discussions of the qualitative interviews can be found in the 

APPENDIX III - INTERVIEW TRANSCRIPS, while the most important findings are discussed 

in the analysis. The results of the benchmarking are presented in the next chapter.  

4.1.1. Presentation of the benchmarking results  

In this chapter the data collected from the benchmarking are presented. As discussed in the 

methodology, out of these four top performing companies operating in the same industry as 

Sharplet whose social media activities were monitored (APPENDIX IV, TABLE Ib: Monitoring 

social media practices of top performing companies operating in the e-learning industry), 

Studyblue was chosen to be the benchmark because it is considered to have a successful social 

media presence- in terms of networking. In addition, the fact that this start-up managed to 

attract investors, something which is critical for Sharplet’s growth, also played an important 

role in this decision.  

Studyblue has been using social media for more than five years. The company is active on 

various social media, but focus is placed on managing the Twitter account, as well as the 

Facebook one. Furthermore, Studyblue’s is managing the Youtube account and the company’s 

blog. Studyblue is also present in Pinterest, Instagram and G+. The posting of various videos 

and tutorials on Youtube and the blogging activity, in combination with the participation in 

other content communities, such Pinterest and Instagram, shows that the company is trying to 

connect with its target group and create relationships with them by using a variety of social 

media in a creative way. Given the fact that the company has a large follower base on various 

social media, it can be argued that social media efforts in attracting stakeholders and in 

growing their networks on various social media has been successful.  Last but not least, 

Studyblue’s social media efforts are considered to be well-targeted.   

The results of the benchmark are presented in the following Table - Table II: Benchmark – 

Studyblue. A comparison of Studyblue’s and Sharplet’s social media accounts and activities 

can be found in the (APPENDIX V, TABLE III: Comparing Studyblue and Sharplet’s social 

media accounts and practices). 
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Table II: Benchmark - Studyblue 

 

  studyblue 

F
A

C
E

B
O

O
K

 

https://www.facebook.com/studyb
lue/app_349313058487732  

35,790 total page likes;   

1-2 posts per day (working days) 

influential quotes and messages encouraging people to study; 
messages promoting webpage and services/products; sometimes the 

messages are photos, less often they post videos; communication 
with users: timely responses to users' comments (like customer 

service) 

T
W

IT
T

E
R

 https://twitter.com/studyblue  5,361 followers; 3506 following 

3-4 tweets per day (workign days); 
8,361 tweets 

influential quotes and messages encouraging people to study; or 
tweets with which the target group can relate, e.g. about exams; 

messages promoting webpage and services/products; engaging in 
communication with users and timely responses 

B
L

O
G

 

http://www.studyblue.com/about/
blog/  

Assembly, a studyblue post 

1-2 blog post per month 
post of informative nature, e.g. ranking of universities, as well as 

funny posts; also tips, e.g. innovation for valentine's day; 
announcements about competitions and of competitions' winners 

L
IN

K
E

D
IN

 

https://www.linkedin.com/compa
ny/studyblue?trk=top_nav_home  

342 followers 

In general no posts  
recent activity (3 months ago): communicating search for Campus 

Sales Manager 

G
O

O
G

L
E

 +
 https://plus.google.com/+studybl

ue/posts  

1,252 followers; 178,307 views 

No recent activity 

Account updated for the last time on Sep 2, 2014; Until then 
updating the account almost every four days; In general the posts 

were communicating information about the company or fun posts- 
always related to students and learning-  

Y
O

U
T

U
B

E
 https://www.youtube.com/channe

l/UCS6v6-apCFNz1ZlHNGj8-2w 

535 subscribers;  
166,725 views;  

23 videos on the channel; the last 
one was uploaded on 19 Decembed 

2014 

In general how to do videos and tutorials. Campaign with short 
videos (30-50 sec) on September 2014; There are also some 

commercial videos, e.g. Student Testimonials and  

P
IN

T
E

R
E

S
T

 

https://www.pinterest.com/studyb
lue/  

584 Followers; 114 Following; 73 Likes 

https://www.facebook.com/studyblue/app_349313058487732
https://www.facebook.com/studyblue/app_349313058487732
https://twitter.com/studyblue
http://www.studyblue.com/about/blog/
http://www.studyblue.com/about/blog/
https://www.linkedin.com/company/studyblue?trk=top_nav_home
https://www.linkedin.com/company/studyblue?trk=top_nav_home
https://plus.google.com/+studyblue/posts
https://plus.google.com/+studyblue/posts
https://www.youtube.com/channel/UCS6v6-apCFNz1ZlHNGj8-2w
https://www.youtube.com/channel/UCS6v6-apCFNz1ZlHNGj8-2w
https://www.pinterest.com/studyblue/
https://www.pinterest.com/studyblue/
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4.2. Analysis 

The objective of this section is to analyze the data collected from the qualitative interviews and 

from the benchmarking. The analysis is separated into three themes which correspond to the 

research questions. More specifically, since the focus of this research is (1) efficient use of social 

media for start-ups and in regards to networking (2) which social media and (3) which social 

media practices are efficient in attracting stakeholders who can enable the business 

development of a start-up, the results are grouped and analyzed according to the above 

mentioned themes.  

It should be noted that only the relevant data for this study will be presented in this section. 

For example, data that are out of the focus of this research, such as topics that were discussed 

during the interviews - perceived benefits and perceived barriers of start-ups using social 

media to name two- are not analyzed.  

4.2.1. Efficient use of social media for start-ups  

This theme starts with the analysis of the importance of start-ups to strategize about social 

media in order to use them in an efficient way, followed by presentation of the analysis in 

regards to the strategizing procedure. The theme ends with the presentation of the findings, 

according to which the efficient use of social media includes networking activities.   

4.2.1.1. Importance of strategizing for social media  

In the literature it has been stressed that all companies should be strategic about social media 

(e.g. Wilson et al. 2011; Kerpen, 2011). The same applies to SMEs (Pentina et al., 2012) and 

small businesses (He et al., 2014).  Building on that argument, when discussing about the 

efficient use of social media by start-ups, one way or another, all participants mention the 

importance of strategizing. According to Alexandra “having a well-established plan is of 

outmost importance”. Similarly, throughout their interviews, both Mary and Jack stress out 

the importance of strategizing for social media. According to Jack, it is “definitely” important 

45 Boards; 909 Pins; Lastly used 
in March 2015 

Boards related to studying or encouraging students to study; plus 
some about fun activities, e.g. Summer one; Pins about a variety of 
themes, e.g. Last one about a competition to win tickets to a match; 

but in general they are related to the interests of the target group 

IN
S

T
A

G
R

A
M

 

https://instagram.com/studyblue  158 Followers; 241 Following  

92 posts; Last update on 20th 
March 2015 

Majority of photos is influential quotes, e.g. "Start somewhere" (09 
March 2015); a couple photos of T-shirts with the company logo 

printed; other photos related to studying, e.g. Of  a laptop and a cup 
of coffee 

https://instagram.com/studyblue
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for start-ups to have a “clear strategy” with specific goals for social media. “Otherwise it will 

just be some uncontrolled efforts” as he puts it. This would make “no sense” according to Mary. 

On the same note, Sam, John and Fredrika believe that it is crucial for start-ups to have a clear 

- or in Sam’s words a “solid”- strategy about social media. For Fredrika “(S)ocial media is huge 

exposure. And in my opinion when a company expose itself it should always build a strategy 

before it.”  

For John, Alexandra and Ulrica it is specifically the nature of start-ups, and the fact that they 

are companies where things, goals and focus of activities might constantly change and 

employees might be confused, which makes the development of a strategy critical. Alexandra 

and Ulrica note that a strategy is beneficial because it provides one common approach. 

Alexandra says that it is “good to have a more unified approach”, especially in the case of start-

ups like Sharplet, where there are no offices, no everyday communication among colleagues 

and no fixed working hours. The participant explains that having “a common style and a 

common way of thinking” makes the start-up appear more professional. In regards to the 

benchmarking, when monitoring Studyblue’s social media accounts made it clear that there is 

one common style. Furthermore, it is obvious that Studyblue has one common approach, one 

corporate image that appears on various social media. It is therefore argued that there is one 

strategy behind these activities; that there is a well-defined plan, with specific goals, which is 

being followed. 

Last but not least, Stefan sees the procedure of start-ups developing a social media strategy 

through a critical lens. According to him, in little start-ups focus is placed on the growth of 

company, and devoting time and human resources into “this big profound strategy” means 

using valuable resources - resources that are “taken away” from other important activities in 

the company. In short, Stefan connects social media strategies with the stage of growth of the 

start-up: “as the company grows it’s definitely going to be important to have a strategy”. This 

doesn’t mean that he disregards the importance of strategizing for social media in small start-

ups. On the contrary, he believes that the person working with social media should follow 

“some kind of strategy”. 

As it was suggested in the literature, the development of social media strategies is critical for 

companies. The analyses of both the qualitative interviews as well as the benchmarking data 

show that the development of social media strategies is crucial for start-ups, therefore 

confirming the hypotheses which emanated from the literature review, according to which 

start-ups should strategize in order to be able to efficiently use social media. 
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4.2.1.1.1. Research  

The importance of conducting research on the social media field was also discussed by the 

participants. For Jack, in order for a start-up to have a successful presence on social media, it 

is necessary to get familiar with the social media landscape. On the same note, Ulrica and Mary 

note that there are a lot of platforms to choose from and that companies should know which 

ones to use, which ones better fit their goals. To be more specific, Mary says that the efficient 

use of social media by start-ups includes research: “People should firstly do some kind of a 

research and see what they can do and where they should promote themselves”. This is in line 

with Kaplan and Haenlein’s (2010) suggestions about conducting research on the rich social 

media ecology. This way companies can understand the important distinctions of social media 

Weinberg and Pehlivan’s (2011), their focus, functions, objectives (Kietzman et al., 2011),  as 

well as the rules and appropriate behavior in the social media (Kaplan and Haenlein, 2010). In 

addition, monitoring of social media practices of best performing companies operating in e-

learning market, provides some valuable insights in regards to the importance of conducting 

research before entering the social media landscape. First of all, Studyblue was chosen as a 

benchmark because the management of the social media accounts was considered to be 

successful. The fact that Studyblue has an appropriate behavior, one that conforms to the rules 

of each social medium, combined to the fact that appropriate language is used, and that the 

accounts are regularly updated with posts that attract the attention of followers, all these lead 

to the conclusion that Studyblue has done a research about the appropriate social media 

behavior, language etc. Based on the collected data, it can be argued that Studyblue is familiar 

with the social media landscape as it was suggested in the literature (e.g. Kaplan and Haenlein, 

2010); and that the focus, objectives and differences between social media have been 

understood (e.g. Kietzman et al., 2011). 

Research is not only discussed in terms of social media. In order to create an efficient social 

media strategy and define how social media should be used, start-ups need to conduct some 

market research and see how their competition behave. For Alexandra, “(I)t is really important 

to see the market and see what your competitors do and maybe find your differentiation 

somehow”. The literature review also reveals the need to monitor the competitors’ social media 

presence in order to understand the level of engagement that is expected (Kietzmann et al., 

2011; Safko, 2012). Furthermore, the monitoring of social media practices of best performing 

companies operating in e-learning market, and more specifically that of Studyblue and 

Memrise shows that the two competitors have similar behaviors: they are present in the same 

social media and they use them in similar ways, with a slightly different focus. For example, 

the share interactive posts and tweets in order for the followers to comment on, and the nature 

of their posts is almost always relevant to studying, exams, or other subjects that are related to 
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their followers’ interests. There are of course some differentiations, e.g. the majority of 

Studyblue tweets are influential quotes and messages encouraging people to study, while 

Memrise mostly tweets quizzes and facts. Since these two companies use social media in 

similar ways, it could be assumed that Studyblue – which is the benchmark – has been 

monitoring their competitors’ social media practices, e.g. Memrise’s. In any case, Studyblue 

seems to be aware of the level of engagement that is expected.  

A combination of the analysis of the collected data with the literature review suggests that it 

is critical for start-ups to research on the social media ecology and in the competitors’ social 

media practices in order to be better prepared before they enter the social media arena.   

4.2.1.1.2. Developing strategies  

Targeting 

In regards to the efficient use of social media by start-ups, Alexandra notes that it is critical to 

“see your product, identify your target group and decide which channels you want to use and 

how” because “different social media have different styles, different let’s say audience”. On a 

similar note the analysis of the benchmarking shows that Studyblue’s posts, updates, tweets, 

in general the social media activities are targeted towards a specific group, students. To be 

more specific, the vast majority of Studyblue’s tweets are communicating messages with which 

the target group can relate to, such as influential quotes encouraging people to continue 

studying, or something related to exams. Going back to the qualitative data collected from the 

interviews, John also says that the first thing that needs to be taken into consideration is the 

company’s target group. After doing research about the target group, e.g. which social media 

they use, the start-up should try “to engage with it, and understand it in order to sell” its 

products and/or services. The same argument was met in the literature review, (e.g. Kaplan 

and Haenlein, 2010; Safko, 2012). On the same note, Mary and Jack describe that start-ups 

should be present in social media that their target group uses.  

Defining specific goals  

In regards to social media strategies and start-ups, John notes that the same strategies cannot 

be used for a start-up company and for a well-established one, hinting that the strategizing 

procedure is connected to the specific company; that the strategy is related to the company’s 

goals, size and structure. Indeed, strategizing consists of having specific and well-defined goals 

(e.g. Peters et al., 2013; Pentina et al., 2012). For the participants, e.g. for Ulrica and Alexandra, 

in order for a start-up to be able to have one profile and one message, it is necessary that 

someone plans and organizes the social media uses in advance. Therefore, Ulrica believes that 

planning, setting up goals and having certain KPIs is critical for start-ups. Both Sam and Jack 
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agree on setting up specific goals, having clear objectives and KPIs. Otherwise, as previously 

discussed, the social media efforts would just be meaningless uncontrolled efforts.  

These specific goals with using social media are linked to the overall goals, vision and mission 

of the company (Safko, 2012; Kerpen, 2011). On the same note, Fredrika describes the efficient 

use of social media as “sharing the mission of the company” and she explains that she means 

communicating “a clear message to the consumers of their product”. It was also noted that the 

goals of the social media strategy are part of the overall goals of the company’s marketing 

strategy. To be more specific, Stefan says that “social media should just be part of the whole 

big marketing strategy or campaign or whatever it is”. He adds that small start-ups might not 

have a marketing department. Nevertheless, both Stefan and Jack believe that social media 

should be used according the overall goals of the start-up. For example, if Sharplet aims in 

finding business partners and building relationships with them, then this goal should be 

reflected in the social media strategy. Last but not least, taking into consideration Studyblue’s 

presence in social media, it is obvious that the company’s mission and vision are reflected in it 

- either directly, e.g. the blog post “Upgrade Your Study Experience: Say Hello to 

STUDYBLUE+”, posted in August 2011 (Klündt, 2011), where the company’s mission is clearly 

stated, or indirectly through blog posts and/or tweets of informative nature about features 

making studying more effective.  

Choosing appropriate social media  

Choosing upon the social media to be used is described as a critical decision of strategic 

significance both in the literature (e.g. Kaplan and Haenlein, 2010; Kietzmann et al., 2011), as 

well as in the interviews. For example, Mary explains that “not all of them are the same”, that 

they have different audiences, while John says that a start-up company should use social media 

that are popular in their target group. Additionally, the data collected from monitoring 

Studyblue show that even though the company is present in various social media where their 

target audience is, some social media accounts are updated more often than others, e.g. Twitter 

and Facebook are updated on a daily basis, while Pinterest and Instagram were lastly used in 

March 2015.  

More importantly, Alexandra stresses out that it is specifically start-up companies who should 

carefully choose which social media to focus on in order to build their network, because they 

have limited resources and they can’t afford to spend them recklessly. On a same note, in terms 

of efficient use of social media, Jack argues that start-ups should initially “focus on one 

platform” otherwise the efforts would be “uncontrolled”. “(W)hen they efficiently manage it 

and “know how to handle the first platform”,“(t)hen they can move to other platforms” adds 

the participant. Similarly, according to Stefan, start-ups “should focus on a few sites”. This is 
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because, as mentioned above, start-ups have limited resources. So, they have to efficiently use 

and distribute them. The latter follows the recommendations met in literature, e.g. the note 

that companies using multiple social media simultaneously doesn’t necessarily bring more 

value (Culnan, McHugh, and Zubillaga, 2010). Therefore, He et al. (2014) recommend small 

enterprises to focus on social media that make sense for the company. 

The analysis of the efficient – in terms of networking- social media can be found is in the second 

theme.  

Developing guidelines & communicating them internally  

The findings of the interviews agree with the literature review in the sense that the strategizing 

procedure includes the development of guidelines for social media managers to follow. For 

example, Berthon et al. (2011) and Kietzmann et al. (2011) write that it is important for 

companies to establish guidelines and policies outlining how the employees should behave in 

social media, what kind of language and style they should adopt etc. Similarly, John and Mary 

underline the importance of having guidelines to follow. Furthermore, Mary says that it is 

necessary to keep “everything simple” but straightforward. Having a schedule, a plan defining 

what kinds of posts a company should be posting, on which social media, when to post them, 

who should be doing what, is critical for her. On the same note Ulrica argues that social media 

managers should be sure on what they should promote and how to do it.  

Berthon et al. (2011) note that establishing guidelines about the use of social media is not 

enough; companies should also make sure that social media managers are informed about the 

guidelines and trained on the expected use of social media. Building on that, Jack stresses out 

the importance of communicating internally these goals and the overall plan. In his own words 

start-ups “extremely important as well that we communicate clearly internally in the start-up 

what the different responsibilities are”. 

Moreover, monitoring Studyblue’s social media practices –which is a top performing company 

operating in the same market with Sharplet- reveals that there is a common style adopted and 

common tone and language used in various social media, e.g. Facebook and Twitter. The latter 

leads to the assumptions that there are some kind of guidelines that Studyblue’s social media 

managers are aware of and follow.  

In conclusion, based on the analysis of the collected data, it is argued that the development of 

social media strategies for start-ups involves taking into consideration the target group, 

defining specific goals, which are according to the overall corporate strategy, choosing the 

social media that better suit the company and the needs at the specific time, developing 

guidelines, and communicating internally the strategy.  
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4.2.1.1.3. Realizing the strategy  

What follows is the realization of the social media strategies. Alexandra describes this part as 

probably the most important step. In regards to the realization of the strategy, Jack mentions 

that strategizing and suggesting improvements makes no sense “but if they were not actually 

being used, if people didn’t do what was stated”. So, even though this step could be overlooked, 

it is crucial to make sure that the plan is being followed. In the case of the benchmark, given 

that the accounts are updated on a regular basis, and that there is a common style used in all 

social media, it can be argued that there is a plan which is followed. On a more practical note, 

Sam and Stefan think that in the case of small start-ups, it is more efficient if one person is 

responsible for implementing the strategy. “And then once that starts working well…then to 

scale it”, says Sam. This is because small start-ups usually lack resources, in this case 

employees working with the management of social media. Both participants underlined that 

social media demand devoting time and resources and they mentioned that these resources 

could have been used in other activities.  

Having discussed about implementing strategy, it should be noted that strategies are not strict 

rules to be followed; instead they should be seen as recommendations. Enough space should 

be left to social media managers in order to be creative. Indeed social media management 

involves creativity and trying out new things on the side of companies (Kaplan and Haenlein, 

2010; Kerpen, 2011). Building on that argument, Mary notes that start-ups should try out 

different activities, thus hinting on the creativity of social media managers. 

Kaplan and Haenlein (2010) propose to social media managers to be active, interesting and to 

socialize. Following that argument, it should be noted that Studyblue ensures that the social 

media accounts where focus is placed on, mostly Twitter and Facebook, are updated often and 

on a regular basis, while interesting, intriguing and/or funny information -that can attract the 

attention of their target group- is communicated. Similarly, according to John social media 

managers should post information that is interesting and relevant for the target group of the 

start-up. Following the note about the democratic nature of social media and the opportunities 

that they offer for companies to engage in discussions (Kaplan and Haenlein, 2010; Kietzmann 

et al., 2011), Mary, Jack and Fredrika suggest that social media should be used in order to 

engage in discussions. In addition, Stefan believes that start-ups can use social media in order 

to create and maintain relationships with stakeholders that are important for the business 

development of a start-up, such other start-ups and medium-sized enterprises. In addition, it 

is worth to mention that Studyblue quite often engages in discussions with other users and that 

its responses are usually timely. 
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Building on the argument about social media uses reflecting the company’s corporate image 

(Kaplan and Haenlein’s, 2010) and mission and vision (Safko, 2012; Kerpen, 2011), Fredrika 

describes the efficient use of social media as “sharing the mission of the company” and 

communicating “a clear message”. Similarly, following Kaplan and Haenlein (2010)’s 

suggestion about companies ensuring activity alignment and having the plan integrated in all 

social media, when Ulrica is asked about the efficient use of social media by start-ups she 

underlines the importance of having a “cohesive profile among all media” that are used, as well 

as having “a cohesive message”. Otherwise, the company’s followers and those reading the 

company’s posts might get confused if they keep seeing different aspects and behaviors. Last 

but not least, as it was mentioned above, the results of the benchmarking show that Studyblue 

has a clear message that is communicated in all social media. It can therefore be argued that 

Studyblue behaves according to Kaplan and Haenlein’s (2010) suggestion about the activity 

alignment in all social media.  

The analysis of the results reinforces the arguments met in the literature about the efficient 

use of social media. To be more specific, the analysis shows that is it critical for start-ups to 

realize the strategy that was developed, and that it is necessary to communicate a clear 

message, which reflects the company’s corporate image. Furthermore, the analysis shows 

that it is important for start-ups to be creative, active, interesting and social when using 

social media.  

4.2.1.1.4. Evaluating  

Mary describes the efficient use of social media as a dynamic procedure, which involves trying 

and testing different activities to see what is effective and what is not. The same argument was 

also used by Jack and Sam. Similarly, in the literature it was noted that social media strategies 

are temporal and that companies progress from one to another (Wilson et al., 2011: 25). 

Moreover, Sam and Mary also mention the importance of following up, of measuring the social 

media practices in order to evaluate which ones are effective and which ones do not work. To 

be more specific, while Sam notes that start-ups should “periodically look at it and see what 

the results are” in order to evaluate which social media practices and activities are effective, 

Mary discusses the use of “some kind of maybe tracking tools”. Therefore, building on Peters 

et al. (2013), the efficient social media use is described as including the appropriate metrics. 

The participants’ answers about appropriate metrics to evaluate a start-up’s social media 

efforts in attracting stakeholders who are important for the business development of a start-

up might have varied, but the latter could be explained by the fact that participants had 

different goals and target groups in mind. For example, Jack talks about using Google analytics 

and “how many unique visitors come into your webpage”, while Sam suggests the response 

rates. The founder explains that this would work by “connecting with hundreds at the time and 
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then just measuring the amount of e-mails that you get out of it or the amount of contacts that 

you get out of it”. Sam also mentions the use of a more scientific method and the control aspect, 

such as using social media and mails to contact people and then compare the results. In any 

case, according to Ulrica, the decision about appropriate metrics always depends on the 

internal goals. What was stressed in the literature is that “one single metric for social media 

will not work”, so social media managers need to identify and construct the appropriate metrics 

for each case, the metrics that are appropriate for each company (Peters et al., 2013: 283). To 

sum it up, the goals define both the social media practices as well as the metrics to be used.    

In regards to the benchmark, it should be noted that the collected data cannot lead to 

conclusions about the use of metrics. Given the fact that the company successfully uses social 

media, and taking into consideration that a social media strategy with well-defined goals does 

exist, it can only be assumed that metrics are used in order to evaluate the social media 

activities.  

To sum it up, the analysis of the qualitative data follows the arguments met in the literature 

that it is necessary for all companies, including start-ups which is the focus of this research, 

to evaluate their social media efforts. Furthermore, the lack of agreement in regards to 

appropriate metrics for start-ups shows that there is not a passe-partout metric. On the 

contrary, the appropriate metrics depend on the company and on the goals with using social 

media.  

4.2.1.2. Using social media in order to network  

The analysis of the collected data shows that the efficient use of social media for start-ups 

involves networking activities, and more specifically developing and maintaining relationships 

with various stakeholders. For example, Sam argues that “networking via social media 

channels”, e.g. reaching out to “a handful of potential partners” and/or bloggers, makes more 

sense – than growing “the customer base”- for start-ups. The participant explains that this has 

to do with the fact that growing the customer base demands a lot of resources and that a typical 

start-up usually does not have enough (resources). According to Alexandra, the efficient use of 

social media by start-ups in order to grow their business includes building the company’s 

network. The importance of starting communicating with the stakeholders and building 

relationships with them is stressed. On a similar note, Mary and Jack consider the networking 

activities crucial for start-ups. Last but not least, Ulrica notes that social media are “not just 

about posting something and attracting people”. On the contrary, she discusses the importance 

of start-up companies using social media in order to try to participate in discussions and 

network. The findings of benchmarking Studyblue also show the importance of networking and 

engaging in discussions with stakeholders. Monitoring on the social media practices of the 
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Studyblue shows that it the company tries to engage in discussions with customers and users 

in general. Plus, the majority of the tweets and of the twitter posts are interactive. Furthermore, 

Studyblue’s responses to comments, negative or positive ones, are usually timely.  

This confirms the hypotheses which emanated from the literature review. To be more specific, 

the marketing dominant logic has evolved (Vargo and Lusch, 2004) and social media is seen 

as one factor enabling the dramatic changes in the marketing landscape (Lagrosen and 

Josefsson, 2011). By offering the opportunity of a two-way communication, social media 

democratized the corporate communications (e.g. Kietzmann et al., 2011; Safko, 2012). This 

shift in power comes with both benefits and opportunities for companies (Kaplan and 

Heanlein, 2010). Considering the latter, social media offer the opportunity for companies to 

communicate with their customers and engage in discussions with them (Kaplan and Haenlein, 

2010) and to develop relationships with customers and consumers (e.g. Kietzmann et al., 2011; 

Safko, 2012). Furthermore social media enable relationships with various stakeholders (e.g. 

Paniagua and Sapena, 2014; Harris and Rae, 2009).   

To sum it up, the analysis of the results suggests that the efficient use of social media by start-

ups involves networking activities. This leads to the next two themes of this analysis, which 

are the social media and social media practices that are efficient in attracting stakeholders 

who can enable the business development of a start-up. 

4.2.2. Social media that are efficient in terms of networking  

According to the analysis of the collected data, the social media presented below are efficient 

in attracting and building relationships with stakeholders who can enable the business 

development of a start-up.   

Focus on Twitter 

The analyses of both types of collected data suggests that Twitter is the most efficient social 

medium – in terms of networking – for start-ups. Studyblue tweets 3-4 times/ day, while the 

company posts on Facebook 1 time/day. This leads to the conclusion that focus is placed on 

Twitter. Similarly, all participants of the survey discussed placing focus on Twitter because it 

is considered to be a social medium that start-ups should use. For example Sam, Ulrica and 

John consider Twitter to be the most efficient social medium in attracting stakeholders who 

are important for the business development of the start-up. Sam and John discuss that this has 

to do with the fact that it is “very easy to connect with people”, as Sam puts it. The participant 

explains that “You don’t have to have a prior relationship with them, like you do normally have 

to have one on Facebook or G+”.  Compared to Facebook, which is described by Ulrica as “a 

more closed community”, it is much easier to communicate with other users via Twitter 
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because one does not have to be friends with him/her. Moreover, Jack notes that according to 

his experience, and in the case of Sharplet, “Twitter was the most effective way to connect with 

different stakes, such as professors, journalists, bloggers etc”.  

This finding agrees with He et al. (2014) recommendation to small companies focusing “on one 

social media application such as Twitter or Facebook to start a social media initiative” because 

the management of multiple social media is time-consuming. It is worth to mention that due 

to its popularity and the fact that it is a social networking site, Facebook is seen as one of the 

most appropriate tools – in terms of networking- for small companies (e.g. Perrigot et al., 2012; 

Pentina and Koh, 2012; Syed-Ahmad and Murphy, 2010; Nakara et al., 2012). This is because 

it enables the communication with consumers and possibly other stakeholders as well. But in 

the case of start-ups, which do not usually have a large network, it is the more critical to develop 

relationships. Thus, Twitter is seen as the most appropriate tool because of its popularity and 

because of its public nature (Bulearca and Bulearca, 2010). Taking into consideration the fact 

that tweets are publicly by default makes it is possible for a tweet to reach a wider audience 

than other platforms (Kaplan and Haenlein 2011; Kietzmann and Canhoto, 2013). Therefore a 

start-up company can build and expand its restricted network.  

It should be noted that the He et al. (2014) do not argue for the use of only one social medium; 

they argue for the efforts focusing, at least in the beginning, on one social medium that makes 

sense for the company.  

A combination of Twitter and Facebook 

According to Alexandra, Mary and Stefan if the start-up aims to attract customers and develop 

relationships with them, then “the most popular platforms” among a company’s target 

audience should be used, as Alexandra puts it. The fact that these social media have “many 

active users” makes these social media attractive for start-ups, says Stefan. Taking into 

consideration the popularity of Facebook, it is expected that all types of companies use it and 

leverage upon it (Kerpen, 2011), including small enterprises (e.g. Perrigot et al., 2012; Durkin 

et al., 2013). Alexandra notes that when it comes to small start-ups which target at a young 

audience, such as Sharplet, Twitter and Facebook are seen as the most popular media that a 

start-up should be present in. The results from the benchmarking agree with this notion. As it 

was mentioned in the beginning of the previous paragraph, Studyblue might focus on Twitter, 

but the company updates both Facebook and Twitter every day. Furthermore, both social 

media are used on a daily basis in order to communicate with, interact with and engage in 

discussions with the company’s followers and other users.  
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LinkedIn for networking on a professional level 

The analysis of the collected data shows that start-ups who aim in building and maintaining 

relationships, should at least take into consideration creating an account on LinkedIn, if not 

actively using this social medium. The benchmarking results reveal that LinkedIn is valued as 

an important social medium. To be more specific, all four top performing companies whose 

social media accounts were monitored had LinkedIn accounts (APPENDIX IV, TABLE Ib: 

Monitoring social media practices of top performing companies operating in the e-learning 

industry). Moreover, judging from the numbers of their follower bases – e.g. Studyblue has 

342 followers, while Memrise has 670 –it can be argued that effort has been put in networking. 

It should be noted though that Studyblue in general does not post on this social medium.  As it 

is stated on the Table II: Benchmark – Studyblue, the most recent activity took place almost 

three months ago. Similarly, the data of the qualitative interviews also show that LinkedIn is 

considered to be an efficient tool in terms of networking.  This is in line with Harris and Rae’s 

(2009) argument that social networks is the future of marketing for small businesses. 

Furthermore, their research revealed that Udemy, a business social network platform which 

was similar to LinkedIn, is effective in communicating with and developing relationships with 

stakeholders. When discussing about efficient social media in terms of attracting stakeholders 

who are important for the business development of a start-up, Alexandra notes that this is 

connected with the company’s goals. For example, she argues for the use of “professional 

platforms such as LinkedIn” in reaching investors, who are important for the business 

development of a start-up, because in these social media a more professional profile can be 

promoted. Plus, according to Mary, LinkedIn is the most “reliable” network so far, because “(i)t 

is for professionals”.  

Sam expresses a more critical point of view. Even though the participant notes that LinkedIn 

is a social network for professionals and as such it is considered to enable the building of 

relationships from a business perspective, he says “LinkedIn is not proving very successful at 

the moment”. With this comment Sam states that in theory LinkedIn is an efficient networking 

tool for start-ups, but in practice it might be challenging to use in an efficient way. It should be 

noted that when it comes to networking, LinkedIn is similar to Facebook in the sense that it is 

necessary to connect with someone in order to have access to that specific profile. Plus, it 

should always be taken into account that Sam is talking from the perspective of Sharplet. The 

fact that LinkedIn has not been proven successful in expanding Sharplet’s network might 

depend on a variety of reasons. Other start-ups operating in different industries or start-ups 

that are more developed than Sharplet, e.g. with more customers, might be able to build 

relationships with important stakeholders that can enable the business growth though 

LinkedIn.    
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Other social media 

It should be noted that other social media were also taken into consideration during the 

analysis of the results. Since the analysis of the collected data shows that there is not an 

agreement in regards to the importance of start-ups using these social media, the research 

cannot argue that it is crucial for start-ups to focus on them. Therefore, they will only be briefly 

discussed here.  

All four top performing companies that were initially monitored (APPENDIX IV, TABLE Ib: 

Monitoring social media practices of top performing companies operating in the e-learning 

industry) had their own blogs, which they updated regularly. For example there are 

approximately five blog posts on Brainscape’s blog. It is worth to mention that a number of 

these blog posts were written from Brainscape's CEO Andrew Cohen. Going back to the 

benchmark, Studyblue posts 1-2 blog posts on a monthly basis. Moreover the posts are of 

informative nature, e.g. ranking of universities, as well as funny ones; also tips and 

announcements about competitions. Thus, the analysis of the results leads to the conclusion 

that blogs are valued as a social medium. Comparing these results with the collected data shows 

that blogging is not seen as a necessity for start-ups. It was only Mary who mentioned that she 

values it. It should be noted though, that Sharplet does have a blog, but it is not updated on a 

regular basis. Focus is not placed on that social medium.  

Studyblue has a Google+ (G+) account, but focus is not placed on managing this social 

medium. To be more specific, the account was updated for the last time on September 2014. 

Similarly, Sharplet has a G+, one which was managed on a regular basis for a while. With the 

last post uploaded on the 13th April 2015, it is obvious that Sharplet focuses its efforts on other 

social media. Moreover, since it was only Mary who mentioned G+ as an efficient social 

medium, the analysis of the data from the qualitative interviews leads to the same conclusion, 

that focus is not to be placed on G+.   

Youtube is another interesting social medium. The benchmarking shows that Youtube is valued 

as an important tool for start-ups. Studyblue has a Youtube channel with 166,725 views and 

there are 23 videos on that channel. Studyblue launched a campaign with short videos (20-50 

seconds) on September 2014. Since the last video was uploaded on December 2014 (almost six 

months ago), it is argued that focus is not placed on that social medium. The same can be 

argued for Sharplet. Sharplet also has a Youtube channel, but only two videos have been 

uploaded so far. Struggling with resources – in this case human resources – it is difficult for 

the start-up to use this social medium more often. Lastly, it should be noted that none of the 

participants discussed Youtube as an efficient networking tool for start-ups. 
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Taking into consideration that Instagram is a popular social medium, according to Stefan and 

Mary Instagram could possibly enable a start-up to attract and develop relationships with 

stakeholders that are important for the growth of the start-up. The results of the benchmarking 

show that Studyblue does not focus on this social medium. To be more specific, Studyblue does 

have an account on Instagram, but the last activity was detected on March 2015. Similarly, the 

other three top performing companies do not use Instagram on a regular basis.  

Reddit is also mentioned by some participants. For example, Jack believes that “…Reddit was 

a great way to attract visitors”. Moreover Ulrica considers Reddits a “really powerfull platform” 

with the benefit that the target groups are already divided into sub-reddits. Therefore, 

according to Ulrica, Reddit users are “interested in your ‘message’” and they engage in 

discussions with the start-up. The data collected from benchmarking showed that focus was 

not placed in using Reddit. On the contrary, Studyblue uses on a regular basis other social 

media. Similarly Sharplet stopped using Reddit because they had to devote a lot of resources 

in managing these accounts. Since the results were not the expected ones, managing Reddit on 

a regular basis was seen as a waste of valuable resources – for Sharplet.  

In conclusion, according to the findings of this research, it is suggested that it is more efficient 

for start-ups to focus on one social medium – at least in the beginning. While Twitter is 

considered to be the appropriate social medium for a start-up to focus it’s efforts on, other 

social media could also be used, such as Facebook and LinkedIn. Blogs, Youtube, Reddit, 

Instagram and G+ could also be of use for start-ups, but the analysis of the results cannot 

reach any conclusions regarding the necessity for start-ups to prioritize on them.  

4.2.3. Social media practices and activities that are efficient in 

terms of networking for start-ups.   

The analysis of the collected data reveal some practices and activities that are can enable start-

ups network. These are discussed below.  

4.2.3.1. Interesting social media behavior to attract attention 

In terms of social media practices and activities that are efficient in attracting stakeholders 

who could enable the business development of a start-up, Alexandra once again notes that this 

depends on the company’s goals. She believes that if “(I)t is important to communicate with 

your customers and create relationships with them”, a start-up should be “updating the 

accounts, posting comments and participating in discussions that will attract” it’s target 

audience. If the aim is to attract investors and business partners, then the use of professional 

social media, such as LinkedIn and joining relevant groups is suggested. John argues for the 

importance of “sharing relevant information…for the consumer”. This way, according to John, 
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people will relate the start-up with the interesting content and topics. The analysis of 

benchmarking agrees with the above mentioned practices. To be more specific, Studyblue’s 

posts, tweets, updates, in general the company’s social media behavior, is always relevant to 

studying and thus interesting for their target group - students. In any case, the analysis of that 

data shows that start-ups need to be interesting and active on social media in order to attract 

other users’ attention. Therefore the findings of this research are in line with Kaplan and 

Heanlein’s (2010) recommendations to companies about being social.  

4.2.3.2. Engaging in discussions & trying to build relationships 

with stakeholders 

In regards to efficient social media practices and activities for start-ups, Ulrica notes that social 

media are “not just about posting something and attracting people”. On the contrary, she 

discusses the importance of start-up companies using social media to try participating in 

discussions, to actually use the received feedback, whether good or bad, to try developing 

meaningful relationships with stakeholders, such as prospective customers and bloggers. 

Similarly Alexandra believes that if “It is important to communicate with your customers and 

create relationships with them”. In addition, Jack thinks that sending out “personal tweets” to 

the company’s target audience, in this case “motivational quotes to people studying”, is a quite 

efficient practice. It was observed that people happily replied to these personal tweets and 

engaged in conversations with the start-up. Furthermore, the social media manager stresses 

the importance “of doing something different from the competition”, in this case finding users 

who study and then sending out personal messages, to which they will hopefully respond. 

Furthermore, Ulrica suggests to use Twitter for market research and in order to be updated on 

what is happening. This way, start-ups will be able to participate in discussion with important 

stakeholders, such as media and prospective business partners. Similarly, the data collected 

from the benchmarking show that Studyblue engages in discussions with other users and tries 

to communicate with them as often as possible. Furthermore, Studyblue responds to users’ 

comments – on Facebook and on Twitter - as soon as possible, e.g. in a couple of hours. To 

conclude, the analysis of the collected data shows that it is important for start-ups to be social 

when using social media. The latter builds on many researchers’ suggestion to all companies, 

including small ones, to socialize when using social media and try to participate in discussions 

(e.g. Kaplan and Haenlein, 2010; Kerpen, 2011; Nakara et al., 2012).  

Taking the previous discussion one step further, and building on the argument that social 

media are considered to be networking tools enabling companies to build and maintain 

relationships with other users (e.g. Kietzmann et al., 2011; Paniagua and Sapena, 2014; 

Michaelidou et al., 2011), Alexandra underlines the importance of initiating discussions with 
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the stakeholders that a company aims to build relationships with. This is of great importance 

for start-ups since they usually don’t have a large network. Similarly, Mary and Ulrica consider 

the networking activities crucial for start-ups, and therefore suggest that start-ups should try 

to start the conversation themselves. Mary says that Twitter, LinkedIn and G+ can be used to 

find important stakeholders, in the case of Sharplet business partners - in the sense of content 

providers- and get their contact details, while Ulrica mentions that Twitter can be efficient in 

finding bloggers, who have a large follower base. Furthermore, Ulrica thinks that Twitter can 

be used in contacting and stakeholders that can enable the business development of a start-up, 

and she mentioned bloggers and users related to the education and technology fields. Twitter 

is seen as an effective tool because it enables companies “to send out private messages” as Mary 

puts it. Mary thinks that “it’s important to contact” them in a “not too aggressive” way, to 

properly present yourself and explain the reasons why you get in touch with them. Last but not 

least, Sam argues that an efficient social media practice for start-ups is to “reach out to” 

stakeholders, such as bloggers who are important for the business development. In his own 

words, “it’s basically just the initial handshake and introduction”.  

4.2.3.3. Recommendations based on the case study: Tweepi and 

Hootsuite 

In regards to growing a start-up’s network, Jack sees Tweepi and the method of a company 

starting to follow a lot of other users on Twitter, users who have been found according to their 

interests as quite efficient: “Even though it sounds a strange method for the growth of business, 

that actually makes sense – the fact that you are following people that you know that will like 

your concept”. He notes that eventually some of these users will follow the start-up back, and 

he argues that when the start-up has a big number of followers, it can then have a large group 

to target their marketing to. It is worth to mention that Sharplet, a small start-up company 

with not that many individuals using its platform, managed to exceed the number of 7,000 

followers on Twitter by using Tweepi, when the benchmark’s follower base is less than 5,500.   

Another practice which was described as efficient for start-ups is finding a system that suits 

the company and use it. Jack explains that in Sharplet’s case, this was the media management 

tool Hootsuite (Hootsuite, 2015, Get serious about social Join the 10+ million professionals 

who trust Hootsuite), “which really merges all your social media platforms in one tool, where 

you can keep track of all your followers on Twitter, you can keep track of posts on Facebook 

and on LinkedIn”. Plus, the possibility to do filtering based on hashtags is seen as a benefit 

since the start-up “can actually keep track on what’s going on” in its market. Taking into 

consideration that start-ups usually lack resources, it is argued that social media management 
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tools such as Hootsuite, can reduce the time spent on managing a few social media accounts 

and thus enable a start-up to use social media in a more efficient way.  

4.2.3.4. Promoting and advertising 

Last but not least, it should be noted that social media are defined as way(s) to be used in order 

to reach out to other users, connect with them, create relationships and build trust, with the 

ultimate goal of being there when these users are ready to purchase a company’s offering 

(Safko, 2012: 4-5). Following this argument, the analysis of the collected data point to the 

importance of start-ups promoting themselves and their products and/or services on social 

media. To be more specific, Stefan notes that the efficient social media practices and activities 

in terms of networking include “advertising and promoting”. The participant explains that he 

thinks of advertising “in the sense” of aiming “…to reach more users”. Building on that, it is 

worth to mention that Studyblue often posts on Facebook or tweets messages of promotional 

nature, e.g. messages promoting the company’s webpage, as well as features and factors which 

enable the service stand out in the completion, thus making Studyblue’s offering valuable to 

people studying. Lastly, when it comes to efficient social media practices that enable the start-

up to grow their business, Mary discusses presenting and promoting the company in a 

professional way, in a way that will attract not only prospective customers, but other 

stakeholders as well.  

In conclusion, the analysis of the collected data shows that efficient social media practices 

and activities for start-ups – in terms of networking- include: being interesting in order to 

attract stakeholders’ attention, engaging in discussions and trying to build and maintain 

relationships with the stakeholders that are considered important for the business 

development, using social media tools that make sense for them, and promoting and 

advertising.  
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5. SOCIAL MEDIA STRATEGY MODEL & GUIDELINES FOR 

START-UPS  

In this chapter the social media strategy model, which was developed based on the analysis 

of the results, and some guidelines which are directed to start-ups that are willing to use 

social media are presented. 

5.1. Developing the social media strategy model for start-ups 

Based on the analysis of the results, a social media strategy model for start-ups is developed, 

which is depicted in Figure I. To be more specific, the model consists of four simple steps that 

are crucial in the strategizing procedure. It should be noted that the analysis of the results 

confirm the hypothesis which emanated from the literature review.  

Figure I: Social media strategy model for start-ups 

Step 1: Researching  

First of all researching the social media ecology 

and the competitors’ social media practices is 

considered to enable start-ups to be better 

prepared to enter the social media field.  

Step 2: Developing the social 

media strategy 

Moreover, the analysis of the results suggest that 

the strategizing procedure should involve taking 

into account the company’s target group, 

defining specific goals for social media, choosing the appropriate social media platforms to be 

present on, developing guidelines, and last but not least, communicating them in the 

organization.  

Step 3: Realizing the strategy 

Additionally, the analysis of the results suggests that following the guidelines and realizing of 

the social media strategy is critical and that it is necessary to communicate a clear message 

which reflects the corporate image. The analysis of the results suggest that it is important for 

start-ups to be creative, active, interesting and social when using social media, therefore 

reinforcing arguments met in the literature (e.g. Kaplan and Haenlein, 2010).  
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Step 4: Evaluating 

Lastly, considering the evaluation of the social media practices, the lack of agreement in 

regards to appropriate metrics for start-ups shows that there is not a passe-partout metric. On 

the contrary, the appropriate metrics depend on the company and on the goals with using 

social media. Since start-ups might not be able to devote a lot of time, money and in general 

sresources to the management of social media, it is argued that an appropriate solution could 

be the use of simple and/or already existing solutions, such as metrics that are already offer by 

social media and which do not cost any extra money and efforts.  

The model is considered to be appropriate for start-ups because it is simple - it includes four 

steps: researching, developing the strategy, realizing the plan, and evaluating the social media 

efforts. It should be noted that the strategizing procedure might be more complicated than the 

one depicted in the model. To be more specific, instead of developing an exhausting list of steps 

to be followed, some points were gathered into one step - e.g. the first step includes the research 

on both the social media landscape as well as on the competitors’ social media practices - 

because this research intents to present a model that is applicable to many start-ups. 

Furthermore, simplifying the strategizing procedure and presenting the most important steps 

was considered to be more appropriate in the case of start-ups, where simplicity and efficiency 

is a necessity. This is why this model is considered to be useful for social media managers 

working in start-ups that are willing to spend at least some resources in managing social media.  

Last but not least, it is worth to mention that that the strategizing procedure does not end with 

the evaluation of the social media efforts. On the contrary, as it is depicted on Figure I, it is a 

circular and dynamic procedure, where one step leads to the other.  

5.2. Guidelines for start-ups  

Based on the analysis of the findings and building on the suggestions met in the literature, this 

research proposes five guidelines to start-ups that want to use social media in order to build, 

maintain and expand their network:  

- Focus efforts on Twitter 

This research proposes to start-ups not to waste their valuable resources in managing 

simultaneously many social media accounts. On the contrary, start-ups should focus on 

managing one social medium on a regular basis– at least in the beginning. In terms of 

networking, Twitter seems to be an appropriate social medium for start-ups to focus their 

efforts on. Because of its public nature, it is considered to be easier to connect with other users 

on Twitter than on other social media. Furthermore, it is argued that Facebook and LinkedIn 

could also be efficient – in terms of networking for start-ups. Blogs, Youtube, Reddit, 
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Instagram and G+ could also be of use for some start-ups, but based on the analysis of the 

results of this research, it cannot be recommended to start-ups to focus on these. To sum it up, 

start-ups which want to build and expand their networks are recommended to focus on Twitter.  

- Use social media everyday/ every two days 

It is also important to update the social media accounts where focus is placed on a regular 

basis. If managing a social medium on a daily basis is considered to be time consuming, then 

it is recommended to update the account at least every two days. This way social media 

managers can keep track of what is happening and participate and contribute to discussions.  

- Post content that is relevant to your target group 

Furthermore, start-ups should post comments and material that would be interesting for their 

target group(s). This way they would be able to attract the key stakeholders’ attention. If a start-

up aims to attract investors, then it makes sense to appear as an expert in its field, an expert 

which contributes in the community by posting information that is relevant and interesting for 

their target group, such as articles and/or tips. This type of behavior will enable the start-up to 

be valued as an important actor in their field.   

- Engage in discussions with the key stakeholders 

Moreover, engaging in discussions with the stakeholders that are important for the business 

development is also recommended. Communicating often with their target group and 

participating in discussions can enable start-ups to build and maintain relationships with the 

key stakeholders. Taking this step further, it should be noted that start-ups could also start 

conversations with key stakeholders via social media.  

- Use social media management tools  

Moreover, this research proposes to start-ups to use social media tools that are appropriate for 

and that make sense for the specific company. In general, managing social media is considered 

to be time consuming and start-ups typically lack resources. Therefore, they cannot afford to 

waste them. Some social media management tools enable companies to use social media in a 

more effective way, e.g. by providing the possibility to manage various social media at the same 

time, by enabling to find and follow users that could be interested in a company’s offerings, or 

by simply providing access to analytics. These can be found online for free, or for a small cost. 

For example, in the case of Sharplet, the social media management tools Tweepi and Hootsuite 

are considered to be useful in the sense that they enable social media managers to save time. 

This way the managers could devote more time on other activities.  
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To summarize the main findings of this research, start-ups are recommended to use social 

media in order to build, maintain and expand their network. In terms of networking, it is 

suggested that it is more effective for start-ups to focus on one social medium – at least in the 

beginning. Twitter seems to be an appropriate social medium for start-ups to focus their efforts 

on. Furthermore, start-ups should post interesting comments and material in order to attract 

stakeholders’ attention. It is also important to update the social media accounts where focus is 

placed on a regular basis. Engaging in discussions and trying to build and maintain 

relationships with the stakeholders that are important for the business development is also 

recommended. Moreover, it is suggested to use social media tools that make sense for the 

specific company. Some examples include Tweepi and Hootsuite. Last but not least, start-ups 

should not forget to promote the company and advertise the products/services on their 

network.  

Finally, it should be noted that the aforementioned guidelines are presented in order to enable 

social media managers working at start-ups to use social media in a more efficient way. By 

presenting these simple and straightforward guidelines, it is argued that this research enables 

a lot of start-ups to build and maintain relationships with key stakeholders that can play a 

crucial role in the growth of a start-up.     
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6. CONCLUSION  

This chapter starts with the presentation of key findings of this research, followed by the 

theoretical and managerial contribution of this study. Lastly, the limitations of this research 

and proposals for further research are briefly discussed. 

6.1. Research findings 

Using Sharplet as a case study enables this thesis to answer the main research questions: 

1. How can start-ups efficiently use social media?  

The research findings suggest that the development of a plan, of a social media strategy is 

crucial for start-ups. Thus the hypothesis, which emanated from the literature review in 

regards to the necessity for start-ups to develop a strategy in order to be able to efficiently use 

social media, is confirmed. Furthermore, the analysis of the results of the collected data suggest 

that the appropriate strategies for start-ups are simple, including four steps: research, 

development of the strategy, realization of the plan, and evaluation of the social media efforts.  

The analysis of the collected data also suggest that the efficient use of start-ups involve 

networking activities, especially in the case of small and newly created companies who are still 

developing their services and/or products, who do not have a large network and who need 

stakeholders in order to grow their business. Since these types of companies typically lack 

resources and since focus should be placed in finalizing their offering, it is suggested that social 

media are used for networking. By attracting and developing relationships with stakeholders 

that can enable the business development of a start-up, such as investors and customers, to the 

business growth can be achieved. Therefore, the two sub-questions of this thesis concern 

efficient social media and social media practices that can enable a start-up to network.  

2. Which social media are efficient in in terms of networking 

for start-ups? 

According to the analysis of the collected data, it is more efficient for start-ups to focus on one 

social medium. Twitter is seen as the most appropriate social medium for small and new 

companies with a small network, because of its public nature and because it is easy to connect 

with other users. Focusing on Twitter does not mean that other platforms are not to be used. 

On the contrary, it is recommended that start-ups could also leverage on the opportunities that 

Facebook and LinkedIn offer, such as the popularity of the network and the fact that 

networking takes place on a professional level respectively. Furthermore, other social media, 

blogs, Youtube, Reddit, Instagram and Google+ could also be of use for start-ups. Despite the 
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fact that these social media are considered efficient in terms of networking, the research does 

not reach any solid conclusions on the necessity for start-ups to prioritize on them. 

3. Which social media are practices are efficient in terms of 

networking for start-ups? 

The findings of this research suggest that efficient social media practices and activities for 

start-ups – in terms of networking- include: posting content and comments which their target 

group could find interesting in order to attract stakeholders’ attention, engaging in discussions 

and trying to build and maintain relationships with the stakeholders that are considered 

important for the business development, using social media tools that make sense for them, 

and promoting and advertising their network. 

6.2. Theoretical contribution 

Although research on social media strategies and social networking sites is an upcoming trend, 

little is found on the literature about the use of social media by start-up companies. It should 

be noted that start-ups differ a lot from large corporations, in some cases even from SMEs. 

Therefore, by defining and developing effective social media strategies for start-ups could be a 

different task from strategizing for established companies, or for SMEs. By defining efficient 

social media and social media practices in terms of networking, and by focusing on the efficient 

use of social media for start-ups, this research contributes to the literature about social media 

and addresses the research gap.  

Furthermore, the novelty of this research lies in the fact that the social media strategy model 

for start-ups (Figure I) was developed. To be more specific, the model depicts four simple steps 

that are crucial in the strategizing procedure: researching on the social media ecology, leading 

to the development of social media strategies, which is followed by the realization of the 

strategy, which leads to the evaluation of the social media efforts. It is worth to mention that 

that the strategizing procedure does not finish with the evaluation of the social media efforts. 

On the contrary, as it is depicted on Figure I (which can be found in the previous chapter), it is 

a dynamic and continuous procedure.  

6.3. Managerial Contribution  

The findings from the conducted research have several implications for start-up companies 

who want to efficiently manage social media. First of all, it should be noted that social media 

appear to be as the appropriate marketing tool for small start-ups because they are considered 

to be cost-efficient – in comparison to traditional media- and because they can make the voice 

of a small company heard to a large audience, one exceeding their small networks. What is not 
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discussed by the social media evangelists is the fact that social media are very demanding in 

terms of time and human resources, resources that a start-up might not be able to dedicate, 

especially during its first stages of growth. Furthermore, for small and new start-ups who might 

not have a well-developed product/service/platform yet, such as Sharplet, devoting working 

hours and money in promoting something which is not complete yet seems like a waste of 

valuable resources. Therefore, this research suggests that focus could be placed on networking 

activities. Moreover, this thesis underlines the importance of the critical aspect of managing 

social media, which is often underestimated: the strategizing procedure. By suggesting simple 

guidelines and some recommendations in regards to efficient social media and social media 

practices (in terms of networking), this thesis enables entrepreneurs and social media 

managers to efficiently use and leverage on social media.  

Last but not least, the Social media strategy for start-ups model, which is developed for this 

thesis, can be characterized as simple and depicting all the main steps in regards to the 

strategizing procedure. It could therefore be useful for social media managers working in start-

ups.  

6.4. Limitations 

Firstly, a limitation of this research is connected to the methodology chosen to research on the 

efficient social media uses for start-up companies. In general, case studies have been criticized 

for being too specific. According to Eisenhard (1989), by examining a specific population 

and/or incidents in a specific context, the researcher runs the risk that the theory describes an 

idiosyncratic phenomenon. In this case, due to the time limit, the research was designed to 

focus on one single setting, and the start-up Sharplet – operating in the e-learning industry – 

was used as a case study. Therefore, as with all case studies, a limitation with this research 

concerns the generalizability of the results. Building on Yin (2009), to face this risk of the 

theory describing a specific phenomenon, and in order for the results to be generalizable, the 

researcher defines and explains the limitations of this project.  

As with all types of research, the results and the conclusions depend on the data collected. 

Since one source of the data is the opinions of individuals who have experience in working with 

social media in the start-up Sharplet, their opinions could be criticized for being subjective or 

too specific – concerning specific start-up in hand or the e-learning industry. Efforts were 

made in order to avoid that. First of all, during the interviews the researcher asked questions 

for both the start-up in hand and for start-ups in general. Secondly, it should be noted that the 

findings of this research are based on the results collected through two methods, qualitative 

interviewing and benchmarking.  
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Another important aspect of this research that should be taken into consideration is the total 

number of individuals who participated in the qualitative interviews. Eight participants could 

considered to be a limitation of this research. This limitation is connected to the time limit and 

to the research design. However, it is worth to mention that effort was made in order to include 

as many participants as possible – almost all individuals who have been working with social 

media in Sharplet during the last 12 months were interviewed. Furthermore, the expertise of 

the participants could be seen as a limitation of this research. But, as it is discussed in the 

methodology, these participants are considered to have had enough expertise in the field of 

social media management for start-ups.  

Finally, the social media strategy model and the guidelines that were developed based on the 

findings of this research could be criticized for being very broadly defined. It is argued that the 

steps (of the model) were simplified in order for the model to be applicable in many cases and 

easier to use. Furthermore, the validity of the model and the guidelines could be critiqued. It 

could be argued that they need to be tested in order to be generally applicable. 

It should also be noted that the necessary steps in order to ensure the validity and reliability, 

trustworthiness and credibility of this research have been taken. These aspects, along with the 

ethical consideration have been discussed in detail in the third chapter, were the methodology 

was described.  

Despite the aforementioned limitations, by developing the social media strategy model and by 

providing guidelines to social media managers working for start-ups, this research contributes 

with new knowledge about the efficient social media management for start-ups.  

6.5. Future research 

First of all, it should be noted that the social media strategy model and the guidelines should 

be tested in order for them to be generally applicable.  In regards to the results of the qualitative 

interviews, it should be noted that the data sample consisted of individuals working with social 

media in the start-up Sharplet. Future research should consider replicating the same 

investigation on another case study operating at another industry or at another country, or on 

another start-up operating in the e-learning industry, one which is more developed than 

Sharplet. Furthermore, it would be interesting to see whether the same investigation would 

produce the same results had the research been conducted in another country, e.g. in an 

eastern country where the internet penetration is not as high as it is in Sweden.  

Moreover, a comparative study could be of interest. Future research could investigate two or 

multiple case studies, operating in the same industry, at the same time. This way more media 

managers could participate. A wider research could focus on start-ups operating in different 
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industries in order to capture and analyze the differences and similarities in regards to efficient 

social media use. 

A combination of quantitative and qualitative research methodologies should also be taken 

into consideration. It would be interesting to see whether a mix of quantitative and qualitative 

methodologies would produce the same results, e.g. in regards to the efficient social media 

and/or social media practices in terms of networking.  

Last but not least, since this research focuses on defining efficient social media and efficient 

social media practices in order for start-ups to network with stakeholders that can enable the 

business development of a start-up, future research could focus on efficient social media use 

in terms of advertising, in terms of selling or even customer service.  
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APPENDIX 

APPENDIX I – Discussion about collaborative projects and 

virtual worlds  

Collaborative Projects   

Collaborative projects are defined as social media applications that “… enable the joint and 

simultaneous creation of knowledge-related content by many end-users” (Kaplan and 

Haenlein, 2014: 617). They are therefore described as the most democratic form of social media 

and as the best reflection the idea of user-generated content (Kaplan and Haenlein, 2010, 

2014). Kaplan and Haenlein (2014) classify collaborative projects into: wikis, social 

bookmarking applications, online forums and review sites.  

Wikipedia, the most typical example of wikis, i.e. i.e. websites where users are allowed to 

create, add, change and remove text-based content (Kaplan and Haenlein, 2010). Wikipedia, 

“the free encyclopedia that anyone can edit”, is a non-profit organization which was founded 

in 2001 with the mission “… to empower and engage people around the world to collect and 

develop educational content under a free license or in the public domain, and to disseminate 

it effectively and globally” (Wikimedia Foundation, 2015).  

Wikipedia is the most popular representation of collaborative projects (Kaplan and Haenlein, 

2014). As in February 2015, 36,2 million articles are published in 288 languages by 72,116 

active users all over the world (Wikimedia, 2015, Statistics). Furthermore, with 437,39 million 

unique visitors in February 2015 (Wikimedia, 2015, Wikimedia Report Card February 2015) 

and with 19,672 million page views in March 2015 (Wikimedia, 2015, Page Views for 

Wikipedia, All Platforms, Normalized), Wikipedia is one of the most popular sites in the world. 

In fact, it was ranked as the sixth most popular site in March 2015 (Alexa, 2015, The top 500 

sites on the web). Not only is it popular, but as mentioned above, Wikipedia is considered as a 

trustworthy source. According to Kaplan and Haenlein (2014), Wikipedia has played a crucial 

role in the diffusion of knowledge.  

According to Kaplan and Haenlein (2014: 621) “Wikipedia should be considered a fundamental 

piece of the online presence of any firm”, since it is such a popular site and trustworthy source. 

Collaborative projects offer unique opportunities for businesses, such as informing external 

stakeholders about the developments in the business as well as using internal wikis for 

knowledge management (Kaplan and Haenlein, 2014). For example, wikis can be used for 

diffusing important information and updates, while lists of bookmarks can link to sites that are 

relevant for a business and its projects (Kaplan and Haenlein, 2010). Furthermore, sharing 

existing knowledge internally thought wikis might be a cost efficient solution than commercial 

ones (Kaplan and Haenlein, 2014). Additionally, contributions in forums with advice, sharing 

questions, experiences and expertise, is a more effective marketing tool - compared to 

television advertising (Cook, 2008). Forums can also be beneficial in the marketing research, 

in the sense that they can provide valuable information and insight to the company, as well as 

in finding important stakeholders, such as opinion leaders (Kaplan and Haenlein, 2014). 

Moreover, comments on review sites might play a crucial role on the growth of a business and 

on the increasing the company’s website traffic (Kaplan and Haenlein, 2014). Last but not least, 

collaborative projects are relevant for small companies. As Kaplan and Haenlein (2014: 621) 
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put it “Wikipedia will often be the first site people check for information regarding a company; 

for small- and medium-sized firms, being on Wikipedia is seen as a sign of legitimacy.”  

On the other hand, companies should take into consideration the power of collaborative 

projects. Since they are considered as trustworthy sources, the information published in this 

type of collaborative projects is considered to be true. Thus companies might face the problem 

of having to manage crises and/or dealing with negative comments and discussions that could 

severely damage a business. (Kaplan and Haenlein, 2010, 2014). Risks that companies which 

don’t make sure that their entries apply to the policies of the social medium are right include 

accusations of spamming and irrelevance, something which is difficult to get surpassed. Even 

worse, they run the risk of their actions being considered illegal.  (Kaplan and Haenlein, 2014). 

Lastly, new entrants in wikis and collaborative projects in general face challenges such as 

suspicion - it takes time and effort before a user is established as a reputable contributor 

(Kaplan and Haenlein, 2014).  

Virtual Worlds 

“Virtual worlds” or “virtual hyperrealities” (Kaplan and Haenlein, 2009a) is a part of a group 

of social media (Kaplan and Haenlein, 2009a; 2009b; 2010; 2012b). According to Kaplan and 

Haenlein (2010: 64) virtual worlds are “…platforms that replicate a three-dimensional 

environment in which users can appear in the form of personalized avatars and interact with 

each other as they would in real life”. The two authors explain that they can take two forms: 

virtual social worlds and virtual game worlds. These two forms are out of the focus of this 

research, therefore they will be briefly mentioned in the following chapters.  

Virtual game worlds 

Virtual game worlds are characterized by the strict rules that govern the users’ behavior, 

performance etc. (Kaplan and Haenlein 2009b, 2010). Additionally users are not allowed to 

engage in economic activities within the virtual game world (Kaplan and Haenlein, 2010). An 

example of this social media category is the World of Warcraft (Kaplan and Haenlein, 2009b, 

2010, 2012a).  

Kaplan and Haenlein (2010: 64) mention that virtual game worlds can be used “…for in-game 

advertising…” as well as “…in more traditional communication campaigns”.   

Virtual social worlds 

Users in virtual social worlds appear in the form of avatars and interact with each other in a 

three- dimensional virtual world (Kaplan and Haenlein, 2010; Turkle, 2012). Virtual social 

worlds have not as strict rules as virtual game worlds in the sense that users can choose how to 

behave and interact in the virtual world (Kaplan and Haenlein, 2010, 2009b). The authors note 

that there is an “unlimited range of self-presentation strategies” (Kaplan and Haenlein, 2010: 

64). It has been discussed that users tend to ‘live’ their virtual lives similar to their real lives 

(Kaplan and Haenlein, 2009a, 2009b, 2010; Turkle, 2012) and that users do no perceive them 

as games, but as “…an extension of their real lives” (Kaplan and Haenlein, 2012b: 103). One 

factor that differentiates them from virtual game worlds is that users are allowed to create 

content and sell it to other users (Kaplan and Haenlein, 2010). “Second Life” is the most 

popular example of this social media category, both in terms of number of users , as well as in 

terms of attracting the academic attention (e.g. Kaplan and Haenlein, 2009a, 2009b; 

Messinger, Stroulia, Lyons, Bone, Niu, Smirnov, and Perelgut, 2009; Turkle, 2012).   
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Virtual social worlds offer corporations opportunities in the following areas: 

“advertising/communication, virtual product sales (v-Commerce), marketing research, human 

resources, and internal process management” (Kaplan and Haenlein, 2009b: 563). Moreover, 

the authors (2009a: 99) note that virtual social worlds can serve as a sales channel, influence 

“brand attitudes and purchase intent”. 

 

APPENDIX II – INTERVIEW GUIDE 
Research questions to be asked (directly/indirectly): 

Main research question: 

How can start-ups efficiently use SM in order to achieve their goals and grow their business? 

Research sub-questions:  

Which social media platforms are efficient in attracting stakeholders who are important for 

the business development of a start-up? 

Which social media practices are efficient in attracting stakeholders who are important for 

the business development of a start-up? 

 

General questions: 

-Name, surname, age of the interviewee.  

-How long have you been working in this company?  

- and please define whether you are an intern or not. 

-Please describe your role within the company.  

- What are the main responsibilities of your role? What are your main activities in regards to 

social media? 

- Which social medium/a do you work with? / Which social medium/a are you responsible 

for managing?  

- How many hours do you dedicate in working with social media per week?  

- Do you manage the accounts on a daily basis/ a couple times per week/ on a weekly basis? 

 

General questions about social media and start-ups: 

-What are the main benefits and opportunities that social media offer for start-up 

companies? 

-What are the main challenges of start-ups using social media? 

-Do you think that start-ups should use social media? Why? 

 

General question about social media strategies and start-ups: 

-According to you, is it important for start-ups to strategize about social media?  

If YES, then -Why is it important for start-

up to strategize about the use of social 

media?  

If NOT, then – Can you please elaborate 

on why you do NOT consider the 

development of social media strategies 

important? 

 

Stakeholders and business development of a start-up:  

-Which stakeholders do you consider crucial for a start-up company’s business growth? 

(Consumers, customers, media, prospective business partners, investors…) 

 

About social media and networking:  
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-How would you describe the efficient use of social media by start-ups in order to grow their 

business? 

- With which stakeholders do you consider that a company should try to build and/or 

maintain meaningful relationships via social media?  

- Which social media (platforms) do you consider efficient in attracting stakeholders who are 

important for the business development of a start-up? Why?  

- Which social media practices do you consider efficient in attracting stakeholders who are 

important for the business development of a start-up?  Why? 

- According to you, what are the appropriate metrics that a start-up company can use in order 

to evaluate its efforts (in attracting stakeholders who are important for the business 

development of start-up)? Why? 

 

Uses of social media by the start-up company in hand & evaluation of efforts: 

- How often do you follow the company’s social media efforts?  

- Do you usually support the company’s social media efforts?  

- In which social media does the company have an account? 

- Which social media does the company currently focuses its efforts on? 

-How would you describe and evaluate the use of social media within this company?  

- According to you what are the main goals with using social media this period?  

- Do you think that social media are efficiently used by Sharplet in order to achieve these 

goals? Why would you say so? 

- Do you believe that the current use of social media enables the start-up to grow its 

business?  

-Please elaborate on your previous answer.  

- Do you believe that social media are used efficiently in attracting stakeholders (who are 

important for the business development of Sharplet) and develop relationships with them? 

Why?  

-Were you trained about the management of social media?  

- Are there clear instructions/guidelines/DOs and DON’Ts regarding the management of 

social media (that you are working with) in this company?   

If YES:  

-What are they?  

- Do you agree with them?  

- And do you follow them? 

If NO:  

- Would you prefer to have more clear 

guidelines?  

-Do you feel that you can affect the social media strategies in the company?  

- How often does the social media team meet in this company?  

- How would you describe the social media meetings? /What happens during those meetings? 

 

APPENDIX III – INTERVIEW TRANSCRIPS 

TRANSCRIPT INTERVIEW 01  

Participant’s 
pseudonym 

Participant’s 
gender 

Participant’s 
age group 

Date  Time In person 
/ Skype 

Jack Male 18-25 Monday 
2015-04-
20 

22:00-
22:50 

Skype  
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Q: Before we start, can you please introduce yourself? 

My name is Jack and I’ve done my internship in Sharplet from January until the end of March 

2015.  

Q: Please describe your role within the start-up company.  

I was developing on a new social media strategy for Sharplet because it didn’t really have one 

when I entered the company. So I was assisting in developing a new strategy with the other 

interns. 

Q: Was this your main responsibility? Is there something else that you would like 

to add about your main activities? 

It was the main activity. I developed a new way to manage our social media efforts via the social 

media management tool Hootsuite, which automate a lot of our efforts on social media.  And 

in the end, after I had developed the strategy, my main activity was to take care of Twitter.  

Q: Which social media have you worked with?  

I’ve worked a little bit with all the social media platforms, but in the end I only worked with 

Twitter, which I believe is the most important platform for Sharplet. In addition to Reddit, 

which I also think that they should start focusing on again. 

Q: And how many hours did you dedicate in working with social media per week? 

Per week? In the beginning it was around, actually I think that it was a little bit more than 40 

hours because I was also reading a lot of stuff about social media. But I think that in the end it 

was around 30 hours per week – approximately. The thing is that with social media you can 

always post stuff and you can always schedule posts and you can always improve your strategy. 

There is always something to do on social media.  

Q: So, did you work with social media on a daily basis? 

Yes, on a daily basis. Not on the weekends though.    

Q: OK. Now I was thinking that we could move to the area about social media and 

start-ups. So, first of all I would like to ask you which are the main benefits and 

opportunities that social media offer for start-ups.  

First of all, it is very cost effective or it can become very cost effective due to the fact that they 

(start-up companies) don’t need to pay for marketing. And then you can have some organic 

reach – if you are good enough and market yourself. So that’s the number one benefit in my 

opinion: the cost effectiveness. Secondly, it can create some buzz around your company given 

that you know how to use it right. But it’s always difficult to go viral. But that’s an option when 

you’re on the social media platforms. So, I think that that’s the two main points: that they can 

create some buzz around your company if you do it right and it’s cost effective.   

Q: And what are the main challenges of start-ups using social media? 

In my opinion, maybe start-ups don’t really have a plan about social media. It’s just that they 

have looked on the landscape and’ve seen that other companies are on social media and then 

they think that they need to be there as well. But I think that many start-ups and many 

companies in general actually don’t know the reason why they are there for. And just being 

there; it doesn’t make any sense that they are on the social media platforms. I mean that they 

need to have a strategy for the social media platforms. Furthermore, I think that many 

companies and start-ups are visible on too many platforms on the same time. They need to 

focus on one platform and then meet success on one platform. Then they can move to other 

platforms. You can go forward, when you know how to handle the first platform.    

Q: OK. So you would advise them to focus on one and not on two or three? 

I would definitely start on one. Otherwise it would be too uncontrolled. You need to know how 

to control one platform before you go to the next one. That’s my opinion.  

Q: Having said that, do you think that start-ups should use social media? 

In general yes. But as I’ve stated above, it depends on what the start-up or what the company 

are doing, because if it really doesn’t make any sense for the company to one the social media 

arena, then I think that they shouldn’t. Because then it requires a lot of resources that they 
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could have spent otherwise. So, only if it makes sense in regards to the company’s or the start-

up’s products or services. 

Q: According to you, how should social media be used within a start-up context?  

Mmmm, that’s a broad question. As I stated before it really depends on what the company 

wants to do. Of course they can use it internally – there is a lot of other tools to do that. They 

should use it externally only if it makes sense. For more start-ups I think that it makes sense 

because they are technology companies, many start-ups today. And it just fits on the social 

media arena. It should make sense for the start-up companies to be there.  

Q: Now I would like us discuss about social media strategies and start-ups. 

According to you, is it important for start-ups to strategize about social media? 

Definitely. Otherwise it will just be some uncontrolled efforts. How can I put it? That you do a 

lot of efforts on the different platforms but you don’t really know how it’s going because you 

don’t have a clear strategy that tells what your goals are. Then it is just difficult to measure your 

efforts. I think that it is really important to have some goals.  

Q: Moving to the subject of stakeholders and the business development of a start-

up. Which stakeholders do you consider crucial for a start-up company’s business 

growth?    

I believe again that it depends on the type of the start-up, because in Sharplet there are 

obviously some stakes (meaning stakeholders) that are more important than others. That is, 

for example, professors. If we could get the professors, especially in the technology field to like 

our product, then it would be easier for us to diffuse our service to the students. And that is 

because obviously many students trust their professors. So, if their professors told them that 

this tool was great, then we could diffuse it in that way. In my opinion, it totally depends on 

the start-up’s business strategy.  

Q: Going back to social media, I’d like us to discuss about social media and 

networking. How would you describe the efficient use of social media by start-

ups in order to grow their business?  

First of all, they need to have a clear strategy, as we discussed earlier. They need to have a plan, 

they have to know why they want to be on these platforms, and then it’s extremely important 

as well that we communicates clearly internally in the start-up what the different 

responsibilities are. So the internal part is for me the most important part - to get clear 

instructions on what the responsibilities are and to have a clear strategy on what you want to 

do on these platforms.  

Q: With which stakeholders do you consider that a start-up company should try 

to build and maintain meaningful relationships via social media? 

It also really depends on the start-up, what kind of start-up it is. But you can always use them 

for branding, to attract new employees, new interns. You can use them to attract other stakes 

than that, then it really depends on the business. 

Q: If it was about the start-up company that you are currently working for, then 

which stakeholders would it be? 

Then I would definitely say professors and PR people – in general people that can diffuse our 

concept. All people that can diffuse our concept are the most important stakes: that is 

professors, journalists, bloggers etc. It is people that can make our business grow.  

Q: Which social media do you consider efficient in attracting stakeholders who 

can enable the business growth of a start-up?  

It depends of course on the company. I think with Sharplet that is was quite interesting to see 

the numbers from Reddit. Sharplet is such a small company, so I think that it actually makes 

sense to attract visitors from Reddit. It is difficult to explain, but (pauses). I don’t think that a 

huge company would have success on Reddit for example. I think that it makes sense for 

Sharplet to be there because they’re such a small company. So, their contribution to the 

different sub-Reddits actually makes sense. Mmmm, people actually want to listen to them 
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because the users feel that Sharplet, as a little company, is a part of the community. Reddit is 

actually a great social media platform for Sharplet. And as I saw it, Facebook was not a great 

way at all to attract visitors to Sharplet’s homepage. And it is connected to the fact that you 

really need to pay for advertising on Facebook to get to reach people. And for a small start-up 

like Sharplet, it’s just difficult to do it that way, given that they don’t have enough resources, 

like enough money. So, I would say that first of all Reddit was a great way to attract visitors 

and then Twitter was the most effective way to connect with different stakes, such as 

professors, journalists, bloggers etc. So Twitter I would say is really important. 

Q: When it comes to social media tools, which ones do you consider efficient in 

creating and maintaining relationships with stakeholders? 

I believe that you need to find the system first of all that suits you, that you think is great to 

use. Otherwise it will be extremely annoying and challenging. I found the tool Hootsuite to be 

extremely efficient, even though it can be messy sometimes. But Hootsuite is a social media 

management tool that really merges all your social media platforms into one tool, where you 

can keep track of all your followers on Twitter, you can keep track of posts on Facebook and on 

LinkedIn and really it’s most effective to use with regards to Twitter. Plus you can do a lot of 

filtering on different hashtags and stuff, you can actually keep track on what’s going on in your 

field. So a social media management tool is essential and I found Hootsuite to be one of the 

best – if you are looking at the costs as well.   

Q: Which social media practices do you consider efficient in attracting 

stakeholders that are important for the development of a start-up?   

That’s a good question. In the end, the founder of the start-up showed me a method: we started 

following a lot of people that could be interested in our concept and then, eventually, they 

would follow us back. Even though it sounds a strange method for the growth of business, that 

actually makes sense – the fact that you are following people that you know that will like your 

concept. Despite the fact that it didn’t convert to that many people or users on our webpage, at 

least – given the fact that we have these followers – then when we tweet and when we promote 

ourselves, then we have a larger target group to point our marketing to. So, I think that this 

practice was quite efficient. I also played around with some personal tweets to people who were 

studying – because studying fits nicely our concept. So, I played around with some 

motivational quotes to people studying and I could see that people replied with a lot of 

happiness. I think it’s also a question of doing something different from the competition, to 

stand out from the crowd. But ultimately it comes down to your product. We can do all this 

marketing, we can gain a lot of followers, but if the product isn’t good enough, then it won’t 

convert to users – unfortunately.   

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its efforts in attracting stakeholders who are 

important for the business growth of start-up? 

Hhhhhm, first of all, I think that it comes down to Google Analytics: how many unique visitors 

come into your webpage. Because you can have ten thousand followers, but if they are not 

actually converting to your webpage, then it doesn’t matter that much. Of course it matters, 

because you have a lot of people to whom you can direct your marketing to, but ultimately it 

comes down to how many unique visitors visit your webpage. I believe that this is the most 

important metric - at least in the case of Sharplet. 

Q: Let’s discuss about the uses of social media within the start-up company that 

you are doing your internship at. How often do you follow the company’s social 

media efforts?  

-And by following you mean?  

-Being updated, being aware of what is happening and what is being posted… 

-OK. Given that it was my job (smiles) I did that everyday, except of the weekends, when I 

actually had some spare time. I would say that it’s quite important to keep an eye on it every 
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day if you are working on that part of the business. Of course you don’t need to do it ten hours 

per day. There are some days where you can spend four hours, some days where you can spend 

six – it depends on how much activity you see on different platforms.  

Q: Do you usually support the start-up’s social media efforts?  

(phone ringing) Sorry, I need to put this on silent mode. So, me as a personal user, if I support 

the efforts… Well, actually I did that a couple of times, but it was not my main goal to (pauses) 

I think that it would be too obvious to do that. And actually, it would be annoying for my friends 

if I am promoting the company that I’m working for. Therefore I didn’t do that that much. Even 

though it could make sense for a small start-up to get reach this way. Because it is a small start-

up and if we were five- six interns, then it could be a way to get more reach - if the employees 

or the interns want to promote the company.   

Q: In which social media does this start-up have an account? 

Oooh, I think that Sharplet had an account on almost all platforms. First of all Twitter, 

Facebook, LinkedIn Reddit, we also have on Pinterest, on Instagram, on Tumblir etc. I can’t 

keep track of them because there are so many (laughs). But we got a lot of them away and only 

focused on a few of them, on some big platforms in the end, because we wanted this simplicity. 

We couldn’t keep track on all of platforms. 

Q: Which social media platforms did you finally decide to focus on? 

Twitter, because we could see that it was the most efficient platform in regards to followers. 

And as we discussed before, we would still be happy to see some more followers to visit our 

webpage. From my point of view, that’s the next step: to find the method to attract these users 

to Sharplet’s webpage. That must be the ultimate goal.   

Q: How would you describe and evaluate the use of social media by this company?  

I think that it was a difficult task, given that we were only interns handling the social media. I 

think that it would definitely make more sense if we were sitting together, like a team. This way 

we could work together face-to-face. Because it is difficult indeed to work on the social media 

platforms if you don’t know what the other guys are doing, and if you cannot discuss together 

about the next steps on the social media arena. So, I would definitely say that it would make 

much more sense to sit together physically.    

Q: According to you what are the main goals with using social media this period?  

So, the main goals must be to convert all of Sharplet’s followers to actually be users on 

Sharplet’s webpage. And when I say all, I obviously don’t mean all, but at least we need to get 

a part of them to Sharplet’s webpage. Because even if they have started following us, and this 

must mean that they are kind of interested in what we’re doing. Hence, we should be able to 

actually convert them to users – given that they find our product good.  

Q: Do you think that converting the followers into users is Sharplet’s goal right 

now? 

Yes, I think so because at the moment we have a lot of followers on Twitter. Also more followers 

than many other bigger start-ups. We have the base, so now it’s a question of converting them. 

Then you can also say “OK, our product is not good enough yet” and therefore it makes sense 

to actually wait to convert them to users. But if that was the case, then we could wait all the 

time because the product never gets (smiles); it never develops; it never gets complete, so we 

could keep on doing that – if that was the case.  

Q: Having said that, would you say that social media are efficiently used by 

Sharplet in order to achieve its main goals? And as you said, the main goal now is 

to convert these followers into users.  

Hm, that’s also a good question. At the moment, no – we haven’t made that step that converts 

the followers to being users. That’s the step that Sharplet has to figure out.  

Q: Do you think that the current use of social media enables the start-up to grow 

its business?  
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Hmmm, at least I think that it enables a basis for growth. And I always come back to the 

product. If the product was extremely good, then I feel that the followers would actually go to 

our webpage and use our product. But given that the product is not well developed yet, then it 

is just difficult to attract the users and get them to be real and loyal users. So, it always comes 

down to the product.   

Q: Do you believe that social media are used efficiently by Sharplet in attracting 

stakeholders who are important for the business development? 

 That’s long question (laughs). Well, I think that they are quite efficiently used in regards to 

networking, however I believe that there should be one person that actually wrote to the stakes 

that we wanted to attract, for example professors; that was trying to get hold of these people 

and creating a contact. So one who would have the overall responsibility, overview on Twitter, 

or two platforms maybe, and then someone who would actually try start contacting the stakes, 

for instance the professors.  

Q: Would you say that Sharplet trains the interns in the use of social media? 

No, I don’t think so. But in general I believe that you have to study the platforms before actually 

being a part of it. And no, I don’t think that all interns have studied social media well enough.  

Q: Do you think that now there are clear instructions/ DOs and DON’Ts regarding 

the management of social media in this company? 

I think that they could be even clearer, but I think that there is a base of guidelines on how to 

do the social media management. But obviously, it can still be improved because right now the 

strategy only points to the use of Twitter, because this is what we found to be more effective. 

But I believe that we can justify spending time in the future in other social media platforms, 

given that you just figure out a way to interact with people there. But right now, it is better to 

only focus on Twitter and learn how to use this platform.  

Q: You, as an intern, do you feel that you can affect the social media strategies in 

the company?  
That is a good question. Yes, it obviously comes down to me and the other interns who should 

support the strategy. And I think that it was difficult, given that some interns didn’t have that 

much time to spend on social media. Therefore I could suggest a lot of improvements for the 

strategy, but if they were not actually being used, if people didn’t do what was stated, then it 

doesn’t make sense.  

Q: The guidelines that were developed, would you say that they were followed? 

Part of it was, but a bigger part of it wasn’t. Sadly.  

Q: How often does the social media team meet in this company?  

I think it was biweekly, sometimes more often. 

Q: And what happens during those meetings? 

I think that we circled around the same things actually. I’d like to see that we maybe had 

meetings, small ones and often, maybe once per week and then we actually had prepared 

something. If we had an agenda were we knew what to discuss, eventually we could discuss if 

we had some goals on the different platforms and then we could discuss how it was going with 

these goals. I think that this makes sense. In that case the interns would have something to 

strive for.   

Q: Out of Sharplet’s competitors, which one do you think that best uses social 

media?   

I think that it was StudyBlue, maybe. I think that Studyblue did a really good job. And the funny 

thing is that on Facebook for example, they are actually doing a lot of the things that we are 

doing. But it comes down to the product. If users actually like Studyblues products or the 

service, which is similar to Sharplet, then obviously they also want to interact with the company 

on Facebook for instance. And if they don’t like Sharplet’s products, then they won’t interact 

with them.     
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Q: Before we start, could you introduce yourself?  

Hello, my name is Hosam Sherif and I’ve been working with Sharplet. I am the founder of it 

and the Director – CEO. 

Q: Can you explain in a few words what Sharplet does? 

Sharplet is a platform that allows people to memorize whatever it is that they want to memorize 

in an efficient manner, more efficient than just flashcards because we use a special algorithm 

that optimally schedules flashcards based on how well somebody knows them.   

Q: And what is the company’s mission and vision? 

The mission I guess would be to make spaced repetition, which a highly effective method, a 

more commonplace and to introduce it to more people so that they know that there is this 

method out there and that they can use it when studying for exams or work etc.   

Q: In which industry does the start-up operate? 

Well, the industry is Ed tech, but the focus areas within Ed Tech are for people wanting to study 

for standardized tests, so mostly students, and then also employees looking to enhance their 

current skillsets.  

Q: When and where was the start-up founded?  

It was founded here in Stockholm in 2013, March 2013.  

Q: Are there any other founders or are you the only one? 

There is a co-founder, but he was brought into the company several months afterwards. And 

his main role is programming. So that’s one the key challenges of the start-up. Trying to find 

someone who can help build your platform.   

Q: OK. How many employees does Sharplet currently have? 

Well currently it’s zero employees, but we have two founders and several interns.  

Q: And when you say several, how many do you mean?  

 It ranges. 

Q: This period? 

At the moment it is seven.  

Q: And what are they working with? 

They are working with social media strategies, with identifying potential business partners, 

and also we have one person developing the Android app.  

Q: And what is the income of the company? 

At the moment zero.  

Q: Does the company have any business partners? At the moment? 

At the moment no.  

Q: Are there any plans to have business partners? 

Yes, there is always plans to have business partners. Yes, we are looking for content providers 

chiefly.  

Q: Are there any investors involved? 

Zero.  

Q: Who are the main competitors of this start-up?    

Mmmm, there is several. I think the most significant would be Cerego, Memrise and 

Brainscape. 
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Q: At the moment, what are the main goals of the start-up? 

At the moment it’s basically to finalize the platform. And by that I mean how three different 

points where people can access the service, so that would be the website, the iPhone app and 

the Android app. And then to have them working in a good way across the entire platform, so 

that when a user can be studying on the Android phone and then they can leave off, continue 

on their work computer, then leave off and maybe study on their iPad later in the day, and to 

have that as a seamless interaction across the platforms.  

Q: And regarding networking, what are the main goals of this company? 

Networking as in terms of business networking? Then I guess it would, at the moment would 

be to look for investors and content providers as well. It wouldn’t be looking for people to 

actually use its platform, because that’s actually limited in scale.  

Q: OK. And what are the overall strategies of this company? 

-The overall social media or in general? 

-In general. 

-Basically to get the platform finalized, and to shift from maybe social media and less 

productive functions of the company to more productive ones, where we can get content 

providers and then we can leverage their existing brand value and whatever content that they 

have. So then we’ll become more of a platform and (pauses)…. and we’re exposing their brands 

to the world. So they’ve got a higher incentive for actually promoting their content.  

Q: And who decides for the strategies of the start-up?  

At the moment it’s myself. And then, yes, there is a combination of feedback coming from 

interns and various people in this company.   

Q: Now we will move on to general questions about social media and start-ups. 

And the first one would be: What are the main benefits and opportunities that 

social media offer to start-ups? 

Well, in my specific case, I think that the main benefits are to identify channels for promotion, 

like you know, promoting the company. Also it’s a great way to connect with other companies 

as there’s a higher response rate to a tweet versus an e-mail. It’s not so much to get people to 

use the platform, because I don’t think that that, at the moment, is scalable. But it is scalable 

to get content providers.  

Q: You have hinted that, but what are the main challenges of start-ups using social 

media? 

It takes a lot of resources, it’s hard when you have few resources to actually co-ordinate them. 

Eeem, it’s hard to gain traction, like once you’ve start doing a campaign, then basically you can 

grow the number of your users on Facebook or Twitter; or followers I mean on Twitter. But to 

actually translate that into people using the platform is something else. And it takes a lot of 

resources to actually grow the number of users on the platform that way.   

Q: Having said that, do you think that start-ups should use social media? 

Yes, I think they should in a way, but they really need to consider what they want to achieve. If 

it’s actually grow the customer base, then you need a lot of resources. If it’s just to reach out to 

a few, a handful of potential partners, then it makes more sense. But then the goal is more… is 

networking via social media channels.  

Q: Now we’ll move on to questions about social media strategies and start-ups. 

According to you, is it important to for start-ups to strategize about the social 

media use and management? 

Yes, I think that one of the failings here was initially… When you look around the space of a lot 

of different start-ups, people are talking about social media, there is a lot of guidelines, there 

is a lot of people saying that yes, you must be using social media. So then I think that the nature 

reaction is to create Cans to be promoting your platform or whatever it is you’re selling. But 

then, when you realize that that doesn’t generate traction, you suddenly understand that a 

strategy is important. And to try to identify that strategy can be quite complex. So then you 
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have to take one step back and say “Is this promoting the platform, or is this going to be used 

for something else?”, in our case trying to get partners. I don’t know if that’s too long.   

Q: No, that’s OK. Since we are talking about networking, which stakeholders do 

you consider crucial for a start-up company’s business growth? 

I guess people that can help you execute your plan, so if you are just creating a start-up and if 

it’s a Tech start-up then you need people with the knowledge. So then it’s getting people into 

the company for equity or whatever else you are willing to kind of give them at that point. Then 

investors can be, yes, investors are obviously important but they are very, very hard to get 

nowadays. Like investors want to see a platform that is established, gaining traction,  getting 

users, maybe having growth rate. Unless it’s an extremely innovative idea that’s got intellectual 

property. Then you’ll get investors in at a much earlier stage. If you don’t have that much 

intellectual property, or if you can’t secure the intellectual property in a good way, then they 

just want to see huge growth because investors get in. Other stakeholders… Well, the 

government. In the case of Sweden they provide a good ecosystem of organizations that you 

can tack into, companies that provide preferential lending. There are a lot of business hubs and 

presentations that you can learn a lot and you can meet other start-up founders. Other 

stakeholders? I guess users. You want to try to identify what it is that users want. So I guess 

that those are the main four (wondering) stakeholders that I mentioned?  

Q: Now regarding Sharplet: which stakeholders do you consider that crucial for 

Sharplet’s business growth? 

Out of the ones that I mentioned? Aaaaah, users! I guess users are number one. And then tech 

(pauses for a moment), you know people, like interns and other people that can come into the 

company and provide technological skills. So, platform development for instance, app 

development, these are the crucial things. 

Q: Is networking included in the strategic agenda? 

Mmmmm, not really. It’s not really a strategic item, it’s just something that happens; it’s more 

ad hoc. I guess that networking on social media is more strategic but then just general day-to-

day networking it falls like, just going out there and meeting various people.  

Q: And with which stakeholders do you want to build and/or maintain 

relationships with? If you were to focus on one group of stakeholders, which one 

would that be? 

Well if we had sustainable users, then that would be the main user group, or the main 

stakeholder group. It’s the most important stakeholder group.  

Q: And now moving on the theme about SM and networking. How would you 

describe the efficient use of social media by start-ups in order to grow their 

business? 

OK. So how would I describe the efficient use? Hmm. Well, I guess to start with a solid strategy, 

something that we didn’t have in the beginning. To get that working well, with maybe one 

person implementing social media. And then once that starts working well, yeah, got clear 

objectives, clear KPIs, then to scale it. (Pause) And then also to periodically look at it and see 

what the results are, and see if there’re higher value activities that can be done in the company. 

Because it takes a lot of effort in managing social media.   

Q: With which stakeholders do you consider that a start-up company should try 

to build and/or maintain meaningful relationships via social media? 

It depends on the stage. If it’s an early stage start-up or with low users, then I think that it’s 

probably better to deal with potential business partners, in our case content providers who can 

help scale the company. If it’s, like you know, in a later stage start-up that already got lots of 

active users, then I think it makes sense to turn attention to the users and to use that to get 

ideas for the features or to work on what needs to be refined on the platform.  

Q: Which social media do you consider efficient in attracting stakeholders who 

are important for the business development of this start-up? And why? 



98 
 

At the moment Twitter seems to be most efficient.  

Q: Why?  

One, it is just very easy to connect with people. You don’t have to have a prior relationship with 

them, like you do normally have to have one on Facebook or Google+.  

Q: And secondly? Because you said one. 

Nooo. I think, yeah, LinkedIn is not proving very successful at the moment.  

Q: So it also has to do with results? 

Yes, exactly. But Twitter, I think, by far.  

Q: Which social media practices do you consider efficient in attracting the 

stakeholders who are important for the business development of this start-up?  

I think that basically just reaching out to them, asking them if they want to, I don’t know, write 

a guest blog, if they can share their e-mail, details, and then take the next step: the conversation 

via mail or phone. So it’s basically just the initial handshake and introduction and then trying 

to move it on to another platform, which is e-mail.  

Q: So you would not use social media for the building of this relationships? 

I don’t know. I guess you can, but e-mail is more efficient.  

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate the efforts in attracting these stakeholders that we 

have been talking about? 

Yes, I guess… I guess response rate. So, once you’ve identified various- same case with Twitter- 

Twitter profiles that you want to connect with. Basically connecting with hundreds at the time 

and then just measuring the amount of e-mails that you get out of it or the amount of contacts 

that you get out of it. But then, if you were to be very scientific about it, you should also do 

some control where you mail people as well.  

Q: Yes, I get what you mean. Now, about Sharplet and social media, how many 

people are currently working with social media. You might have answered that 

previously, but can you please specify it? 

OK. Well, like on or off I guess three people. No, actually wait. Well, now it’s two people, but 

there’s going to be a handover so and then there’s going be one and then we’ve got a potential 

new intern working with it. So one to two.  

Q: When I say working I mean people currently strategizing, managing, doing 

thesis on social media.  

OK, so then it’s three (naming those interns). And then there’s a fourth – a potential one.  

Q: And all of them are interns? 

Yes, exactly. 

Q: How much money is currently allocated in social media? 

Zero. 

Q: In regards to resources in general, how many working hours per week are 

currently dedicated to using, strategizing and managing for social media? 

OK, so 15 hours. But that is a guestimate.  

Q: How often do you follow the company’s social media efforts? 

I used to follow it very very closely, but now I am getting a bit disillusioned with it. So maybe 

looking every second day.  

Q: Do you usually support the company’s social media efforts? An example would 

be retweeting a tweet, or liking the Facebook comment.  

Yes, I would like Facebook posts, but at the moment I only have the company Twitter page, so 

I can’t retweet it. Sometimes I might retweet it from within the Twitter page. So that’s basically 

helping with engagement on our current platform. But I don’t do that as much as I used to.   

Q: In which social media does the company have an account? 

So, to name all the different social media accounts: we have Google+, Twitter, Facebook, 

Pinterest, Tumblir, LinkedIn.  
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Q: Would you include also blogs in it? 

Yes, we’ve got a blog, but I guess that that wouldn’t be… I don’t know. Would you include blogs 

in social media? Well, Tubmlir I guess is blog, so I guess that it is social medium in that case. 

Yes, we have a blog on the company web page as well.   

Q: And which social media does the company currently focuses its efforts on? 

Twitter mostly. 

Q: Why is that? 

It’s just proven to be most effective in connecting with people. At Facebook we ran ads and yes, 

we got people to like the page, but in terms of engagement level that is very low.  

Q: Can you please describe the main activities in regards to social media? Is it 

networking, engaging in discussions…?  

Networking is probably the goal at the moment. What (naming an intern working with social 

media strategies) was engaging in discussions as well. But I think networking is more the thing 

going forward.     

Q: Are the accounts being managed on a daily basis/ a couple times per week/ on 

a weekly basis? 

It’s more on a couple times per week. (Thinking) Yes, three to four times per week. 

Q: Why would you say is that? 

It’s hard to get people to maintain interest in social media. 

Q: You mean interns? 

Yes, interns. I think eeee. One it’s… Yes, if we have any and they put a lot of effort into it, I’m 

very happy for them to do that. But generally the results aren’t that great and that could be 

considered quite tedious by interns. Especially since it’s non paid internships.  

Q: OK. In terms of evaluating the use of social media efforts by Sharplet, how 

would you describe and evaluate them?  

Ooh, it’s not that effective at the moment. I don’t find it effective. I find the e-mails actually 

(pauses). Twitter is extremely effective in terms of social media from my experience, but e-

mails are even more effective. 

Q: Why would you describe the social media use not effective? 

Mmmm, Well one maybe because we don’t have a proper strategy from the beginning but also 

because it just takes so much time. It takes a lot of time, it’s transitory, I don’t know if you have 

that word, ephemeral (waiting for interviewer to nod her head and then continues). So yes, it’s 

more of ephemeral content and it’s a wall of comments versus an e-mail, which can sit in 

someone’s inbox until they get the chance to respond to it. With a tweet it’s more of a disposable 

discourse. Like you know, somebody sees it, they might happen to respond to it, but after a day 

or two they probably won’t. Versus an e-mail where they might not respond to it, but then they 

will. 

Q: You might have answered this question as well previously, but I would like you 

to specify the main goals with Sharplet using social media this period.  

Mmm, I think it more engagement with potential content partners.  

And do you think that social media are efficiently used by Sharplet in order to 

achieve this goal?  

No, I think they could be way more efficient. Because it’s a multi, like you know, multiple 

activities have to be implemented to do this. One is finding the right Twitter people to follow 

and following them, then reaching out to them, but then having some kind of sustained effort 

to continuously contact them until you get some kind of response. And to do that in a way that 

is not annoying. So it’s trying to balance all these things.  

Q: Do you believe that the current use of social media enables the start-up to grow 

its business?  

No, not at the moment.   

Q: What is missing? 
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Mmm, I don’t know. I mean for me social media (pauses). I think there is a lot of lucky 

companies that were able to scale with social media at a very, very early stage. It also helps 

when you have a finalized product – we don’t, so we’re basically talking about something that’s 

not ready. But I think that once you have a more complete product and you already have an 

active user base, then I think social media can be used to reinforce it. I think also integrating 

social media into the platform, so it’s more in the nuts and balls of the platform - I think that 

could be effective. Like every time somebody passes an exam or gets a new award or reward at 

some point for studying, then if they tweet that or if they post it on Facebook. I think that was 

kind of integrating into the platform would be very effective. So that’s very effective for other 

companies. But then it’s more technology, you know more integrated in the technology; it’s not 

like you have interns or other people running social media. It’s the thing that happens as people 

use the platform.   

Q: Which one or which ones of your competitors do you think that are efficiently 

using social media?  

I would say memrize and brainscape because it is clear that they have a strategy, some 

objectives and I enjoy their updates. They obviously have a large user base. I believe that it’s 

easier to attract stakeholders if your efforts are creative and if you have a large user base.  

Q: Moving on to the next question, which is about metrics: What are the main 

metrics used in order to evaluate the social media efforts at the moment? 

At the moment it’s mostly number of follows, likes. There’s not so much participation, although 

you can see engagement using services like Clout for instance, and even Twitter has analytics 

area in it. So, firstly followers and to a lesser extent engagement.  

Q: And specifically about the networking activities with important stakeholders, 

do you use any metrics? 

No, it’s more ad hoc. It’s like once they contact us, then we respond back to them.  

Q: OK. Do you provide any training on the use of social media to the interns 

working with social media?   

No, not really. Although we do have a guidelines document now.  

Q: And that leads us to the next question. Are there clear 

instructions/guidelines/DOs and DON’Ts regarding the management of social 

media? 

We now have the strategy document which hopefully will fulfill this need. It doesn’t give any 

details of exactly how to use the platforms, but it gives more of a high level what should be 

posted, how often, when and what kind of content.  

Q: Do you think that the interns follow this strategy? 

No, not really. To a certain degree yes, but then I think it kind of reverts to more old behaviors.   

Q: And do you agree with these guidelines? 

I think the guidelines are very good, I just think that they require a lot of effort to follow. I think 

that it’s easier to be sloppy on social media, just to find anything and post it. But to find really 

good quality content that is relevant, and to constantly engage with users, it takes a lot of effort. 

So I think to work with social media in a really good way, it’s just a very, very demanding thing.  

Q: Do you believe that interns working with social media can affect the social 

media strategies? 

Yes, I think so. I think that a lot of the strategies have been driven by the interns.  

Q: How often does the social media team meet in this company?  

Between one and two weeks.  

Q: And how would you describe the social media meetings? What happens during 

those meetings? 

I guess we kind of recap of how things are going, identify areas, and there’s always levels of 

frustration when things don’t work. And then maybe trying to find the path that keeps 

everybody happy (laughs). Interns happy and then the running of the social media campaign. 
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Because it’s better I guess to have something rather than nothing when it comes to social media 

as long as you’re not ruining your reputation either.  
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Q: Before we start, could you introduce yourself?  

Sure! My name is Alexandra and I am 28 years old. Well… what else? I have worked/helped 

Sharplet as a social media intern for 10 months. 

Q: How long have you been working in this company? 

I started in May 2014 working as a social media intern. 

Q: Could you describe your role within the company? 

Well…  I could say that in the beginning I was a part of a team – we were 3 persons … and along 

with the founder of Sharplet we were trying to see which social media we could use, formulate 

a strategy … and in general decide how to promote Sharplet. So in the beginning we were trying 

to create company profiles in different media … I mean Facebook, LinkedIn, Twitter etc. and 

somehow establish our presence. Then, I started focusing more on trying to drive online traffic 

to the company website by using, LinkedIn, Reddit and Google+. I mean, I focused more on 

these 3 Medias… posted articles, trying to engage with followers and such.  

Q: So from your experience, what would you say are the main benefits and 

opportunities that social media offer for start-up companies? 

I think pretty much the obvious. People get to know you ... I mean the company. What it does, 

what if offers. So, I think if what you offer is worth it, even if you start with few followers, they 

will suggest you to friends, and friends to friends and so on. So you grow your network, it’s the 

power of word of mouth.  

Q: Have you recognized challenges also? 

Well, of course. I think the hard part is to get started. To get people to engage with your 

company. People nowadays… get so many invitations, so much spam… it is really tricky to get 

them to trust you, and … let’s say give you a chance. Then it comes to the anonymity of the 

Internet. I mean, people can comment on your page… literally whatever they can think of. And 

let’s face it… some people are just mean (laughs). And if you are at the beginning of something… 

with startups the products is not perfect from the beginning… so for example… when I posted 

something on Reddit about a course, there were certain people who found a mistake at a 

course…and made the worst comments ever. So …. At a certain point you have to decide how 

to deal with that, how to respond.    

Q: Having said that, do you think that start-ups should use social media? 

Definitely. I think that each one of us is using social media in our everyday lives. So to the point 

that they help you get your company out there… get people to know your product social media 

can be very helpful. However, the way I see it, you should be careful on what to promote on 

social media…I mean it is really important to really identify what your target group is and how 

you want to promote your product. If you just use social media …. Just to use it, without a plan, 

I think it could either have no impact at all or even worse… have a really negative impact on 

the company.  

Q: So, according to you, it is important for start-ups to strategize about social 

media. 
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Yes!! Even if they say... that every kind of advertisement –positive or negative – is still 

advertisement, I think that in the case of Startups bad critique in the beginning could have a 

really negative impact. Especially when you have to deal with interns, like in our case – who 

have not much of a previous experience, a well- established plan is of outmost importance. I 

mean, each one of us had different ideas, different approach, different ways of responding to 

followers comments – which is not necessary a bad thing because in the cases of Startups 

creativity also is important…. But in the way the company looks from the outside…I think it is 

good to have a more unified approach… so it took us a while to formulate a common style and 

a common way of thinking (laughs). Especially when there are no offices, no specific working 

times… and you have to collaborate with others… seriously I think that a plan is a MUST.  

Q: Which stakeholders do you consider crucial for a start-up company’s business 

growth?  

Well… I think there is no doubt that investors are needed. But if you start with a good idea and 

a good plan, well… they might come easier. Once you have a good product, attracting customers 

is the next step. It’s like a circle, satisfied customers bring more customers and more 

investors… and then you can improve and advance your product and attract more and so on. 

Media is one of the means to get people – both investors and customers - to know you 

somehow.  

Q: How would you describe the efficient use of social media by start-ups in order 

to grow their business? 

Well, organize your moves, make a plan. I mean, see your product, identify your target group 

and decide which channels you want to use and how. It is really important to see the market 

and see what your competitors do and maybe find your differentiation somehow. I mean 

think… what are they doing right, what can I do different or better? And then of course realize 

your plan. I think you cannot predict what’s going to happen from the beginning so you have 

to be able to adjust and adapt as it goes forward. For example if you see that something is not 

working …. Change it. Take some time… to think why? Obviously not every social platform is 

right for everyone. And of course different social Medias have different styles, different let’s 

say audience. Especially if your resources are limited – like they were in our case… and by 

resources I do not just mean money… I also mean people who are working, it is useful to see 

which Social Media is working for your company and which is not… and focus there in order 

to build your network. 

Q: With which stakeholders do you consider that a start-up company should try 

to build and/or maintain meaningful relationships via social media? 

All? (laughs) I mean of course investors will come more eagerly if they see that you have many 

followers and a successful social media presence. And the same with customers… it’s easier to 

accept an invitation to follow a page that have many followers than a small one. Especially if 

your friends joined… it is most probable that you will join, sometimes even if you don’t care … 

(laughs) because this is how it works.  

Q: Which social media (platforms) do you consider efficient in attracting 

stakeholders who are important for the business development of a start-up? And 

why? 

It totally depends on what your goal is. I haven’t really worked with attracting investors to be 

honest, my focus was to bring as much as possible traffic to the company’s website, but I guess 

I wouldn’t use for example Facebook to reach investors. I would go for the more let’s say 

“professional” platforms such as LinkedIn or such, since you can promote a more… 

“professional” profile through them. But in order to reach customers – in our case for example 

that we wanted to reach young audiences… you have to go with the most “popular” platforms 

among these audiences. And then according to each platform and target you adjust your 

strategy accordingly. You can go for a more aggressive strategy for example posting daily, reply 

to comments etc., or a more passive one… just establishing a discreet presence.  
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Q: So, which are the popular platforms that you consider efficient for reaching 

your target audience? 

Definitely Facebook and Twitter.  

Q: And which social media practices and activities do you consider efficient in 

attracting stakeholders who are important for the business development of a 

start-up?  

Practices? If I understand what you mean, then in our case it is updating the accounts, posting 

comments and participating in discussions that will attract young audiences. It is important to 

communicate with your customers and create relationships with them. And as I said before, 

using more professional platforms, joining groups and trying to attract business partners…and 

maybe investors. And then you can start communicating with them and build relationships 

with them.   

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its efforts in attracting stakeholders who are 

important for the business development of start-up? 

Well, when I was still working for Sharplet we were using Google Analytics, and such to see 

which social platform attracts more people, or we were watching in which rank is our webpage 

etc. But it was mostly the founder who was looking into it and informing us on the meetings. 

Q: How often do you follow the company’s social media efforts?  

If I understand the question, since we were trying to have a more “unified image”, I would say 

… before posting something I had to check what the others were doing often.  

Q: What I meant was if you regularly check the company’s activity on other social 

media. For example do you check the posts and updates three times per day/ 

daily/ maybe on a weekly basis? 

OK, now I understand. Yes, I would say that I check it regularly, every day.   

Q: Do you usually support the company’s social media efforts?  

Of course, to the degree that I can of course. Even now that I am not an active member of the 

group, I try to promote the company as much as I can.  

Q: In which social media does the company have an account?  

Well, as far as I remember it was LinkedIn, Reddit, Google+, Twitter, Facebook that we are 

mainly using. We also have accounts on Pinterest, Tumblr and Instagram. And someone is 

responsible for updating the company’s blog.  

Q: How would you describe and evaluate the use of social media within this 

company? (Excellent, successful, boring, uninspiring, doing what is necessary at 

this period, confusing…) 

With Sharplet I think we started a bit unorganized. The most serious problem I can identify 

was the lack of a clear focus… in the beginning we were really confused as to which our target 

group is and what we want to achieve. As a result, I would say the efforts were not coordinated 

at all. Plus there were quite significant problems with the product itself – the courses. So in our 

effort to promote Sharplet… we got many negative comments. The good thing is that we had 

many ideas… and most of the people working there… were eager to try out different things and 

see what works. I think now as the company progresses the efforts are more… well-organized 

and I hope more successful (laughs).  

Q: How many hours do you dedicate in working with social media per week?  

Well, I was dedicating for about 1, 1 and a half hour per day usually, since I started by replying 

to the comments of the previous day, then I was trying to find relative articles to post to suitable 

groups and then tried to engage with the “followers” as much as I could. 

Q: So did you manage the accounts on a daily basis/ a couple times per week/ on 

a weekly basis? 

On a daily basis.  

Q: Were you trained on the management of social media?  
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No, not really. I learned as we were doing stuff.  

Q: Are there clear instructions/guidelines/DOs and DON’Ts regarding the 

management of social media (that you are working with) in this company?  

As I said in the beginning there were not clear instructions. We were learning and adjusting as 

we were doing things. Later on as we’ve seen what it works and what doesn’t we had more clear 

instructions on what to do, what to avoid and so on.  

Q: Did you feel that you could affect the social media strategies in the company?  

Yes, I think the founder was really open to new suggestions and new initiatives. Plus each one 

of us has his personality. So when it comes to social media… I think it shows.  

Q: How often does the social media team meet in this company?  

In the beginning we were meeting like… once a week to coordinate our efforts, exchange 

experiences, ideas… then as things were taking their way, I would say once every three weeks 

or so. So during the meetings each one of us was updating the rest of the group, what we did, 

if there were any results etc. and then discussing the next steps. 
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Q: How long have you been working in this company? 

I am working as a marketing intern for one year now. I started on May of 2014. 

Q: Please describe your role within the company. 

Mainly I work in the marketing sector. However for the most of the time I was working with 

Social media. But the last two months I am working in the business development sector.  

Q: What are the main responsibilities of your role? What are your main activities? 

When I was working for the social media, at the beginning I was responsible for the twitter 

account and I was trying to increase the followers and create an engagement with our 

customers. Later my role became more general and I was responsible for the Reddit account 

that we were doing more or less the same with the twitter account. To sum up, we were trying 

to find different communities either from twitter, fb, LinkedIn, reddit and so on to find possible 

customers and to be engaged with the ones that we already had. 

Q: How long have you been working/ have worked with social media at this 

company? 

Almost 10 months 

Q: What exactly do you do? 

If posting on twitter reddit and so on and trying to find social media communities, is 

considered as strategizing then I was strategizing (laughs) 

Please describe your main activities in regards to social media (e.g. networking, 

engaging in discussions/ working with social media strategies) 

Well, I was doing networking, trying to be engaged in discussions, posting and updating our 

profile, and also discussing which platforms would be beneficial for our company.  

Q: Which social medium/a do you work with? / Which social medium/a are you 

responsible for managing?  

I have worked for Twitter, Reddit, LinkedIn, Google+, Facebook. 

Q: How many hours do you dedicate in working with social media per week?  
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Around 5 hours per week. For twitter and Google+ once per week, because I could schedule my 

posts. For Reddit every day and for Facebook again once per week. BUT! This because I wasn’t 

getting paid. My opinion is that someone should work 8 hours per day only with social media.  

Q: What are the main benefits and opportunities that social media offer for start-

up companies? 

Hmm, I think that it can be both good and bad for the company. Social media is a very useful 

tool meanly for startups but when these companies do not have a clear message to share with 

its future customers then I think it would be very harmful. At least this is mine opinion.  

Q: What are the main challenges of start-ups using social media? 

Well, I think that they expose themselves to a huge community which does not care to say their 

opinion even in a very bad way. People behind a screen can be very critical. But on the other 

hand with their comments they can help the start – up to be improved. At least in the case of 

Sharplet we realized many times that our website didn’t work well. 

Q: Having said that, do you think that start-ups should use social media? 

As long as they have a clear mission and vision I think it is a good marketing. But they should 

not use only social media. I think that social media should be used in a combination with other 

marketing practices.  

Q: According to you, is it important for start-ups to strategize about social media?  

Yes. Social media is huge exposure. And in my opinion when a company expose itself it should 

always build a strategy before it.  

Q: Which stakeholders do you consider crucial for a start-up company’s business 

growth?  

If I had to choose one I would choose media. But I think it is a combination of everything. 

When you have a start-up you should consider all the parameters. 

Q: How would you describe the efficient use of social media by start-ups in order 

to grow their business? 

By sharing the mission of the company. I mean to share a clear message to the consumers of 

their product. 

Q: With which stakeholders do you consider that a company should try to build 

and/or maintain meaningful relationships via social media? 

Clearly the consumers. They are the one who have the most powerful marketing tool. The word 

of mouth. And you should keep them satisfied all the time, and be interested of their comments 

and be improved for them.  

Q: Which social media do you consider efficient in attracting stakeholders who 

are important for the business development of a start-up? WHY?  

Well, my experienced showed that only Reddit and Twitter were effective. People there, were 

interested in your “message”. They were telling their opinion and were trying to give 

suggestions for improving our company.  

Q: Which social media practices do you consider efficient in attracting 

stakeholders who are important for the business development of a start-up?  

WHY? 

Engagement. As soon as you start a discussion with a possible “customer” they feel that you 

are interested in them. Although they think that you are just a company that wants to sell, they 

“forget” this when you show interest towards them and you help them. 

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its efforts (in attracting stakeholders who are 

important for the business development of start-up)? 

Hmmm. Appropriate metrics. To be honest, I don’t know.  

Q: How often do you follow the company’s social media efforts?  

Once a week.  
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Q: Do you usually support the company’s social media efforts?  

I used to. But not now. I don’t see the reason in doing it now.  

Q: In which social media does the company have an account? 

Twitter, Facebook, LinkedIn, Pinterest, Google+, Reddit     

Q: Which social media does the company currently focuses its efforts on? 

I do not know for now. Bur we were focusing on platforms mainly of Twitter and Reddit. 

Q: How would you describe and evaluate the use of social media within this 

company?  

Uninspiring. I think that it is uninspiring. It all starts with the lack of a clear mission and vision, 

a clear message that we want to send.  

Q: According to you what are the main goals with using social media this period?  

I just think that is a good tool to engage with your customers and share company’s mission. 

But if you are asking specifically for Sharplet, I do not know. I am not working with social 

media anymore.  

Q: Do you think that social media are efficiently used by Sharplet in order to 

achieve its goals? WHY would you say so? 

NO! Sharplet is a company with not clear mission. Or at least the owner has not shared it even 

with his employees. So I do not think that a company as Sharplet would manage to share its 

“message” with different communities when the employees do not know what this “message” 

is. To answer your question, I do not think that Sharplet has achieved any of its goals through 

the social media.   

Q: Do you believe that the current use of social media enables the start-up to grow 

its business?  

NO! Social media is just a part of the Marketing. They are necessary because of the era that we 

live but they are not the only tool to grow someone its business. And of course it is not the most 

powerful.  

Q: Do you believe that social media are used efficiently in attracting stakeholders 

who are important for the business development of Sharplet?- WHY?  

NO! Because Sharplet does not have a clear mission and a clear vision! 

Q: Are there clear instructions/guidelines/DOs and DON’Ts regarding the 

management of social media in this company?   

No! But I had the luck of working with another person that had great knowledge and I learned 

from him a lot. 

Q: Would you prefer to have more clear guidelines?  

Of course I would! That would have made my job a lot easier.  

Q: Do you feel that you can affect the social media strategies in the company?  

Yes. If I was earning money I could. Actually I did till some point the twitter followers were 

increased when I was responsible for it a lot, now I do not know. However, there are many 

researches that you can read and you can take ideas or to see the competitors social media 

strategies (such Udemy) and you could take ideas and bring it your company. But all these need 

motivation.  

Q: How often does the social media team meet in this company?  

At the beginning we were meeting once per week. Now once per month. 

Q: What happens during those meetings? 

To be honest?! Nothing! At least now! At the beginning we were discussing what we should do 

to improve more. And which social media platform is better. But now or at least till I left the 

social media team we were discussing the same and the same again. I do not think that the 

owner really believes that the social media as a tool is effective.  

OK. That was it. Thank you very much. 

 



107 
 

TRANSCIPT INTERVIEW 05 

Participant’s 
pseudonym 

Participant’s 
sex 

Participant’s 
age group 

Date  Time In person 
/ Skype 

John Male 25-35 Thursday 
2015-04-23 

18:00-
18:29 

In person 

 

Q: Before we start, can you please introduce yourself?  

My name is John and I am 25-years-old. I started at Sharplet as a graphic designer. But I also 

wanted to work with marketing, so then, a few months ago, I moved to social media.  

Q: And what do you do in Sharplet in terms of social media? 

I manage Sharplet’s Facebook account. And the LinkedIn account. And I recently was informed 

that I would be in charge of the Twitter account as well. I talked with (another intern) and he 

told me that he finished his internship. So, I am taking over his responsibilities.  

Q: Can you please describe the main responsibilities of your role in Sharplet? 

At the beginning I was only searching links and information based on flashcards. I searched 

using key words such as flashcards, e-education or other key words. I don’t remember them all 

right now.  

Q: And this searching was within the social media? 

Yes, within social media. I was finding those related articles and posting them in Facebook or 

LinkedIn. But we didn’t have a very clear strategy. After that we moved on to another strategy 

that was more clear – when (naming intern working with social media strategies) came in as 

intern and changed the way I worked with.  

Q: In what way did it change? 

I started working with Hootsuite which was more organized and easy to work with (pauses) 

and letting me search in an easier way. Easier than articles; what I wanted to say in Facebook 

and LinkedIn. And also dividing the target in both social media.    

Q: Since we are talking about your role within the company, how many hours do 

you dedicate into working with social media per week? 

No more than one hour per day. 

Q: And do you manage the accounts on a daily basis, a couple times per week? 

In the beginning I was doing it everyday because there was no way to schedule it. After I started 

working with Hootsuite, I was working only once per week and scheduling it all with it 

(Hootsuite).  

Q: What are your main activities when managing social media, now that you use 

Hootsuite?  

What do you mean? 

Q: Would it be posting these articles that you have been talking about, 

communicating with other people, networking? 

(The other intern) was in charge of engaging in discussions and also replying to Twitter users. 

Myself, I was in charge only of posting.  

Q: OK. Now we will move into general questions about social media and start-ups. 

I would like your opinion on the main benefits and opportunities that social 

media offer to start-ups.  

OK. Hhhhm, I would say that as a start-up you need to have a name out there in the e-world 

and be present in social media. Personally, what I firstly do when I hear about a company or a 

product, the first thing I do is to search it online. 

Q: And that includes social media (research in social media about the company)? 

That includes social media. Because the way I communicate with brands is by liking it… on the 

social platforms that I use, mostly Facebook. To get their news on my newsfeed. That’s what I 

do.  



108 
 

Q: Looking at it from a business perspective, what are the main opportunities that 

they offer to start-ups? 

Yeah, visibility and then (pauses) I mean, whatever they want to tell the world: if they want to 

sell a product, if they want to have a showroom, if they want to have a press release. That’s the 

way to tell people and your followers – whoever is following you.     

Q: And what are the main challenges of start-ups using social media? 

Hmmm. Start-ups? Well, the first thing, the most complicated one is to get liked or to be 

followed, like on Facebook and other social media. (Pauses) 

Q: Is there something else that you are thinking about?  

Yes, it is difficult to engage others in discussions.  

Q: Having said that, do you think that start-ups should use social media? 

Yes, definitely. 

Q: And why is that? 

As I say, to start building a community. I think that nowadays this is very important. Even if 

you are not big, you want to be big and you want to be known. Or even if not, you should have 

a community to communicate with, and social media is an easy and useful way to do that. 

Q: According to you, is it important for start-ups to strategize about social media?   

Yes. Hmmmm, what can I say? It is very different – I mean you cannot use the same strategy 

for a start-up and for a bigger company. But even if you’re starting, if you are a small 

(company), you still need a strategy, otherwise you will be working for nothing.  

Q: And why would you need that (the strategy)? What difference would it make? 

Why do you think that it is important to have a strategy? 

Well, it is part of the marketing strategy – not alone on its own. And then of course as you have 

a product you need to market it.  

Q: Now I would like to ask you about stakeholders and the business development 

of a start-up. According to you, which stakeholders are crucial for the business 

development of a start-up company? 

Then you need to… I think that the government and how the laws concerning start-ups are. So, 

the government is an important factor, eeem stakeholder depending the country you are doing 

business. What support you’re going to get from the government. I would also say the clients. 

Whatever service or product you might have, you need clients. And that is the first step – to 

find your target. Also in the beginning you need some allies (business partners). And 

competitors. It is important to know who you are going to compete with.  

Q: That is interesting. Now we will discuss about social media and networking. 

How would you describe the efficient use of social media by start-ups in order to 

grow their business? 

Then first you need to know who your target is. So you need to do a good research about it. 

Then start eeeh, finding your target, trying to engage with it, and understand it in order to sell 

your product. And that can be done in different ways – as we are doing now in Sharplet.  

Q: With which stakeholders - the ones that we were talking about- do you think 

that a company should try to build and maintain meaningful relationships 

through social media? 

Through social media… Definitely your followers first. 

Q: When you say followers, what do you mean? 

Yes, most of the time if you like – I’ going to talk about Facebook- if you like a company, a 

product or a service on Facebook, it is because you are a user, a consumer of it and you like it.   

Q: OK. So it is consumers. Which social media do you consider efficient in 

attracting stakeholders who are important for the business development of a 

start-up? 

Twitter.   

Q: And why would that be? 
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Well, it’s an easy way, a concrete way to communicate with people. Mmmm, also it is covered 

in the media. 

Q: What do you mean with that? 

Like right now media, and by media I mean news portals, TV or magazines have started to 

dedicate a part of the sections to whatever people or companies are saying on social media,  

like Twitter or Facebook mainly; sometimes Instagram too.   

Q: OK. Which social media practices and activities do you consider efficient when 

it comes to networking with stakeholders or other users? And keep in mind that 

we are talking about start-ups.  

For start-ups. Mmm. Then first it would be sharing relevant information on topics. And by 

relevant I mean something relevant for the consumer. Because at the beginning you might not 

have that much content to share with the world. And then, like people will relate to you by 

topics and content that you share and which is relevant and interesting for them. I am not 

really clear right now… 

Q: I think that I understand what you mean. Do you mean that if consumers read 

something that you have posted and if they find it interesting, they will relate it to 

you?  

Exactly! Something that will connect your company with the followers or the consumers - or 

however you want to describe them.    

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its social media efforts? 

I am not so clear about that. No, I don’t really know. I mean Facebook and Twitter, they have 

measurements. For example how many followers you get per week, how many times you have 

been retweeted, how many people read the article that you shared. But then you need to 

compare those statistics to your own goal.  

Q: Now I would like us to discuss about the uses of social media by the company 

that you are working for. First of all, how often do you follow the company’s social 

media efforts? 

No, I never do.  

Q: Do you usually support the company’s social media efforts? 

Not often. Sometimes I do (pauses). Myself, from my personal profile, I never did it. But I did 

from other Sharplet accounts.  

Q: Which social media does the company currently focuses its efforts on? 

Twitter.  

Q: Twitter. And why, would you say that this happens? 

Because in Twitter we have the most followers. And also because it is the most active one.  

Q: And how would you describe and evaluate Sharplet’s social media efforts?  

Well, I have to say that after the strategy (naming the intern) made… it made a big difference. 

Really, before that, to be honest, it was pointless. After that it was a lot more clear of what we 

had to do. I have to say, that for me, and not just for me… (Phone ringing). I am sorry about 

that. What was I saying?  

-You were saying that it became clear after the strategy. 

-Yes. Well, when you have a product, you need a strategy. And we had no strategy at all. We 

had no idea of what we were doing. We were just sharing random articles on social media. After 

that, we specified the target on each social media platform; how often we were going to share 

content and what topics would relate to each target.   

Q: According to you what are the main goals with using social media this period 

(for Sharplet)?  

To build a big community, as big as possible. And also to focus as much as possible, and by 

focus I mean the target that we are after, the characteristics of the target audience of Sharplet.  
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Q: Do you believe that social media are efficiently used by Sharplet in order to 

achieve these goals?  

They are going well, but it needs more effort. And by more effort I mean a better strategy, a 

better organization.   

Q: Do you believe that the current use of social media enables the start-up to grow 

its business?  

No, not now. As I said, we need to be more efficient, better organized. 

Q: Do you believe that social media are used efficiently in attracting stakeholders 

who are important for the business development of Sharplet? 

No, the answer is still no. We need to improve.    

Q: I think that now we can move to the final part of this interview. Were you 

trained about the management of social media by the company that you are doing 

your internship in?  

No.  

Q: Are there clear instructions/guidelines/DOs and DON’Ts regarding the 

management of social media in the start-up company that you are working for? 

Yes. 

Q: Can you please describe them? 

It was the goals and the target group that I was talking about. (pauses) DOs and DON’Ts – 

those were stated in the social media strategy. For example, we are not supposed to be informal 

on LinkedIn. And when we post some specific comments, we should do so by using our name 

and then state that we work for Sharplet.  

Q: And, do you agree with them?   

Yes. 

Q: And do you follow these instructions? 

Yes, yes I do. 

Q: Do you feel that you can affect the social media strategies in the company?  

Yes. 

Q: Can you please elaborate on that? 

By putting, giving my knowledge to this company…Hmmmmmm by suggesting on what we 

need to work on, or improve… 

Q: How often does the social media team meet in this company?  

Once per week. We are doing it once per week. Or at least we are trying to.  

Q: How would you describe the social media meetings? What happens during 

those meetings? 

We discuss how each person is working on their tasks, what’s happening – if it’s being effective 

or not. What else is going on in the company – in general, not just about social media. 
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Q: Before we start, can you please introduce yourself? 

I am a last year student, so I am also doing my master thesis right now at Sharplet.  

Q: Can you explain what you do in Sharplet? 

I am looking both at social media as a marketing tool, mostly from the theoretical part of it. My 

main focus is on strategic alliances, which is a form of partnership, and see how these strategic 

alliances can be beneficial for start-ups. Because often there are partnerships between bigger 
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companies and bigger firms, so not like a little start-up and a big firm. So I have been 

researching how that approach can be a possibility for start-ups to use, in order to maybe reach 

more users as it’s a website or digital products.  

Q: OK. Now we will move on to some questions about social media and start-ups. 

I would like you to listen to your opinion about the main benefits and 

opportunities that social media offer to start-up companies. 

Yeah. Well, first of all it’s kind of cheap with regards to the reach of people that are possible 

from using these different social networks. I think it’s a good way to start, at least, of reaching 

out to new potential users. I mean in way, like Sharplet does with Twitter, and has around 

6000 followers. They haven’t been around for that long and if you get a number of growing, 

then it will probably keep on growing.  

Q: What are the main challenges that start-ups face when they use social media? 

First of all it’s from the company’s point of view, like “OK, what do we have to offer?” If it’s a 

product that you’re selling, if it’s more of an ads thing – to use social media and post some ads. 

For Sharplet, when it comes to e-learning you want people to go to your site and sign up as a 

free user, using the free service. Since it is e-learning you have to make people probably feel 

like they want to learn and that Sharplet is good for learning. The reason of why you as user 

should click on the link, it varies from company to company.  

Q: And you would say that this is a challenge because...? 

From Sharplet’s point of view it is difficult because you have to (pauses) find ways to make 

people click on this link. OK, so you use social media and you have this incredibly broad reach 

– you can reach to a lot of people. That’s not the problem. The problem is why should users, 

such as you and me, go to Sharpelt and then click on this link. It’s not complicated to use social 

media marketing in this kind of easy, you know, posts things. So I guess that it is the psychology 

in what you post – that’s the tricky part I think, at least in Sharplet.  

Q: Having said that, do you think that start-ups should use social media? 

Yes, definitely. I think that this is a really good way to like you know. If you get social media 

users to go to your website and maybe start liking you and your services, or maybe share a link 

– “I mean I found this really interesting, so I might share it” – then you got users doing the job 

for you. I mean that you get users spreading the word, like a digital word-of-mouth. And if you 

can accomplish that, that you get other users to start sharing your posts, then that’s awesome. 

In the theoretical research I’ve done, I think it was 94% of social media users find it very 

valuable to listen to friends’ advices. So if I mean that if I share something that I find attractive, 

like “go to a site and use this thing” then it’s probably nine out of ten of my friends are, at least 

going to see the post and think “Hm, OK, X uses this, so maybe I should look close into it”.    

Q: Now we will discuss about social media strategies and start-ups. According to 

you, is it important for start-ups to strategize about social media? 

Maybe not if we do it in a scale of some sorts. I mean you can probably start small, like Sharplet 

is doing - having someone responsible for the Twitter and LinkedIn and Facebook posts and 

stuff like that. I think that’s good. That’s a strategy of some sort, but as the company grows it’s 

definitely going to be important to have a strategy. Every marketing campaign or whatever, 

always has some strategy. Same thing should happen with social media marketing. Or, in my 

opinion, it should actually be one combined (pauses). If you have a marketing department, 

which you don’t usually have in start-ups, but maybe later on, then social media should just be 

part of the whole big marketing strategy or campaign or whatever it is. So, short answer: for 

start-ups not more of a strategy, but having like one person being responsible for it. So, he or 

she has the final say on a post. I think that when too many people work on something, then it 

gets confusing.  

Q: Can you please elaborate on why you do not consider the development of social 

media strategies for start-ups important?     
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Because everything takes time and from the interviews I’ve done so far, with other start-ups, 

you always have to think of time, which is one of the biggest resources. So, when you’re a little 

start-up, you’re four people devoting 100% of your time for the growth of this start-up, then if 

one of these people with this big, profound social media strategy, then it is time taken away 

from other important business meetings. So let’s say you’re developing an app, you have to 

pool out of your resources. And it takes time. It’s important to reach out to people to buy the 

service, the product or whatever, of course it is, but in the start-up phase I think that it is more 

important to focus on the actual product or service – not disregarding social media marketing. 

But if you don’t have the possibility of having interns and people working for free, then of 

course you can OK, be responsible for the social media marketing. Because then it’s an extra 

person, it’s an extra resource, which is not actually part of the normal team. So if you can get 

hold of somebody who can help you for free, then it is OK. But there is so much to think about 

in a company. I think that you should definitely not stop focusing on social media marketing, 

but I don’t think that it’s the number one priority. 

Q: Now we will talk about stakeholders and business development of start-ups. 

Which stakeholders do you consider crucial for a start-up company’s business 

growth?  

Hmmm, that is a good question. When I visited a place, which is basically where a lot of start-

ups have their offices, this is an environment where people can sit…(pauses). And a couple of 

them, I would say most of them, had a mutual kind of understanding, like “If we help you with 

this, then maybe you can help us with that”. And that’s, I guess, a small alliance. But it’s most 

like talking to each other and “Yeah, I can fix this, it you fix that”. It’s more of helping each 

other out; I wouldn’t go as far as call it strategic alliance.  But for the sake of argument let’s say 

it’s an alliance; an alliance between start-ups and they help each other. I think that’ important 

for a start-up to be able to open up and not be so restrained. Both helping and getting help 

from other start-ups because you are in a similar position, with maybe little money, the time 

issue etc.  

Q: OK. Now, I would like to ask you to describe the efficient use of social media 

by start-ups in order to grow their business. 

Well I guess that comes back to the previous question about having a strategy. Because if you 

want to have a successful social media marketing campaign, then you need to have a strategy 

behind it. I keep coming back to the way Sharplet is doing it. I feel that they have a good 

approach with having this one person responsible for all the posts, and I just assume that 

he/she has some kind of strategy behind what he/she’s doing. And this is probably the way to 

go.   

Q: With which stakeholders do you consider that a start-up company should try 

to build and maintain meaningful relationships via social media? 

If that possibility should arise, like you start to have contacts with another start-up or maybe 

with a medium sized company. If this relationship is based on social media, or if it is grown out 

of it, why not use it? If you can make that happen, you should make that happen.  

Q: Which social media do you consider efficient in attracting stakeholders who 

are important for the business development of a start-up?  

Do you mean which platforms? (Interviewer is nodding her head, so the interviewee 

continues). That’s also something I have been thinking about. So I don’t think that I have a 

really good answer yet because there are so many platforms to choose from. For now at least, 

it’s the popular ones: Twitter, Facebook, probably Instagram, because there are so many active 

users. But these are only social network sites or social networking sites. And when it comes to 

social media platforms, there are hundreds of different kinds. There are for events or music; I 

mean Soundcloud is a form of social medium. But with regards to networking and with regards 

to start-ups, you should focus on a few sites and I think that these should definitely be on that 

list because they hold so many active users who use these sites every day.   
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Q: OK. Now, which social media tools do you consider efficient for start –ups 

when it comes to attracting stakeholders who are important for the business 

development? 

I haven’t looked so much into that, so I don’t have a good answer.  

Q: Which social media practices or activities do you consider efficient in 

attracting stakeholders who are important for the business development of a 

start-up?   

Regarding start-ups and stakeholders? That’s tricky. When I think of using these sites (the 

above mentioned social media networking sites), I always think of it in terms of advertising. 

Advertising in the sense if you want to reach more users, like in the case of Sharplet you do it, 

mmm, it’s a link to the website, you know: “Blablablabla learn more at sharplet.com”. This is 

more advertising for the firm. So for me it would be advertising and promoting. I am trying to 

think, let’s say that you are selling a product instead, then it’s advertising for this product; but 

it could also be more of a promotional activity. The advertising could be very different or it 

could vary a lot depending on the company, the product etc. It could be directed to many or 

few people. In short I would say advertising.  

Q: According to you, what are the appropriate metrics that a start-up company 

could use in order to evaluate its efforts in regards to attracting and building 

relationships with stakeholders who are important for the business development 

of start-up? 

I don’t know, I mean just these kind of basic things you hear and they say “If you have like a 

partnership going on, I mean it’s good to have transparency and open dialogue and 

communication”. To be honest, I don’t know. 

Q: We will now discuss about uses of social media by Sharplet. Firstly, I’d like to 

ask you how often you follow the company’s social media efforts.   

On Facebook I managed to – I didn’t know you could do that- well, I managed to save Sharplet 

as a page. So I can find it really fast if I want to. And I liked the page, so I follow them on 

Facebook. I don’t have Twitter, where they actually are the biggest ones. So, I actually see a lot 

of posts. And quite often I actually follow the link, if I feel that it is something interesting for 

me.    

Q: Would you usually support the company’s social media efforts? 

I haven’t actually liked or shared it, and (laughs). The reason is because I see the post and no 

one else has ever like it before me, so I don’t know if it makes sense. Of course I can click on 

like for supporting, but I know that the important thing for Sharplet is to other and new users 

and not their already existing ones, or their interns. OK, fine, this would be one like from me, 

but that doesn’t matter. So, I haven’t done that.  

Q: In which social media does the company have an account? 

As far as I am aware, it’s Facebook, Twitter, LinkendIn. And do we have on Instagram?  

Q: And which social media does the company currently focuses its efforts on? 

As far as I am aware of, the main focus is on Twitter. But as I said, I know that they post on 

Facebook as well. I also see the posts on LinkedIn. So, for me it’s Facebook, Twitter and 

LinkedIn that I know and have seen activity on, like posts. I don’t follow Sharplet on Instagram, 

so I don’t know how their efforts are on Instagram.   

Q: Since you know about and have been following the start-up’s efforts, how 

would you describe and maybe evaluate the use of social media by Sharplet? 

I think that the posts on LinkedIn are fine. It is just a business networking site and with regards 

to that a couple of posts were e-learning, or learning how to be a better speaker, maybe 

remembering … I am now trying to remember the last post that I saw, but never mind. The 

posts on LinkedIn, I myself both enjoy them and I think that they are targeting the right kind 

of audience. But for instance the posts I see on Facebook, there is a variation: there could be a 

link to a Youtube link or it could be an article something like that. But I think that they should 



114 
 

be using – and that’s a basic thing- they should be using hashtags, because some people actually 

search for hashtags. And then post is automatically is in this hashtag channel, or however you 

might call it. Since I don’t have Twitter, I don’t know what they post on Twitter, maybe it is the 

same thing on Twitter and on Facebook. Maybe everything doesn’t have to be fun, since 

education and the main focus for Sharplet is for people signing up for online courses. So maybe 

there could be some correlation to that it’s also fun to learn. I don’t know, maybe sometimes 

the posts could be to a game or something like a learning game published on other sites. But 

often also I think that they should probably post something that is just regarding Sharplet, like 

“Now we have this new course – check it out” and “Want to learn more? Go here”. So they will 

always be promoting themselves. Most of the posts I see on Facebook are just posted by 

Sharplet and then they are talking about something else; they are not connected with Sharplet 

at all. And that’s fine, I guess, but maybe it would be better to always have a link.  

Q: According to you what are the main goals with using social media this period?  

I guess that it’s just getting more users, getting the word out, I think, as well. Maybe one goal 

is to actually have people (pauses). At least for me, one goal could be to make people share the 

posts. Because then you have this snowball effect. And the goal within the snowball effect is to 

have people signing up, to have active users on the site. So that’s the integrated part of it.  

Q: Do you think that social media are efficiently used by Sharplet in order to 

achieve these goals that you have been talking about?  

Yes and no. As I mentioned I liked that there is one person responsible for the social media 

strategies. So that’s the yes part. The no part is the comments I have mentioned. Maybe using 

more tags connecting to the site more would help.  

Q: Do you believe that the current use of social media enables the start-up, 

Sharplet, to grow its business?  

I would say yes, since they have actually reached 6000 followers on Twitter. I believe that this 

number is going to grow just because of this digital word of mouth because you always have to 

keep up working with more. Twitter is really popular in America, if I am not mistaken, and 

that’s fine – I mean it’s a website, so you can reach it from all over the world. So either you 

should focus on making that number higher or and/or making the number higher on other 

social media as well, for example Facebook. The question was if it is efficient for the business 

growth and then the answer is yes. You should always promote yourself, obviously on social 

networking sites. It doesn’t matter if you have ten followers or six thousand. If you don’t 

promote yourself on these social networking sites, I think that you are out of date. It is the 21st 

century, so this is part of the business model or marketing model - to use these sites. In my 

mind and in my opinion, after some time, hopefully this with users attracting other users to 

use your service, that’s going to happen sooner or later.   

Q: You might have touched upon that, but I would like you to specify whether, 

according to you, social media are used efficiently by Sharplet in order to attract 

stakeholders who are important for the business development and create 

relationships with them.  

It feels like they are mostly using social media for reaching out to new users, in my opinion, 

and maybe not so much for other stakeholders.   

Q: According to you, are the managers trained about the management of social 

media? 

I don’t know if they are experience or if they are trained. I haven’t asked Sam if there is some 

internal training, so I actually don’t know.  

Q: Do you think that there are clear instructions/guidelines/DOs and DON’Ts 

regarding the management of social media? 

I haven’t looked into that, but I know that some intern is working with social media strategies. 

But if there aren’t any clear guidelines, then they probably should work on that. And it doesn’t 

have to be like the founder takes time off and that he has to do it. Someone else can do it and 
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then he can overlook it and say if this is fine. In that way the business can keep on expanding. 

As I mentioned before the time resource is very crucial for start-ups.  

Q: Do you think that Sharplet’s social media managers can affect the social media 

strategies? 

Yes, I think so and I hope so. There should be this open dialogue. Probably everyone is trying 

to help out, and sometimes great ideas just pop into your head and you say “Oh! We should do 

this!” and then if no one listens to you, then it’s a shame for them.  

Q: OK, so that was it. Thank you! 

Thank you.  
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Q: Can you please introduce yourself? 
Hello! My name is Mary and I’m 22-years-old. I have been in Sharplet since last October. So 

far I have done social media strategies and now I am working at the host-beneficiary, 

relationships internship.  

Q: Can you please describe your role within the start-up company? 

In the beginning I mostly did marketing research – I was trying to find which channels are the 

useful ones for Sharplet and where we can promote this platform. After that I was trying to find 

which tests are the most needed ones so we can focus on them. I have also done a research in 

how people basically study these days, what they use most, if online learning is used quite often, 

if people rely on it and if they trust it. After that I worked with social media strategies, I was on 

Twitter for some time. I also created an Instagram profile and I on Reddit for like a month and 

a half. For the past month or even more I have been doing the host-beneficiary relationships 

management: I have been trying to find content providers who have either books, blogs, or 

maybe teachers who have written different articles and blogs, like anything that is useful for 

our platform. 

Q: How many hours did you use to dedicate in working with social media per 

week? 

I would basically spend two hours every day. I would say that it was from 7-10 hours per week. 

Q: So, how often did you use to manage the accounts? Was it on a daily basis? 

Yes, it was on a daily basis. On Reddit I used to be two hours every day.  

Q: Now I would like us to discuss about social media and start-ups. According to 

you, what are the main benefits and opportunities that social media offer for 

start-up companies? 

Social media makes you visible to the eyes of your target group. Especially in this case it is nice 

because we are dealing with young people who often use social media. Plus, I think that social 

media, if you know how to use them, it would really (pauses) it will make the awareness of your 

company higher. I mean that it helps in raising awareness about your company. And it doesn’t 

cost anything. So, that is also one of the benefits. Plus everybody uses it, and everybody is on 

them, and you can spread out the voice of your company. But you have to know how to use 

them and the social media strategy should be well done, well developed. Even though it seems 

like it’s not a big deal, that’s the beginning of everything and the most important thing. After 

that you can choose where to go and what to do. 
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Q: Can you please elaborate on that? Why do you think that it is important for 

start-ups to strategize about social media? 

Yes. OK. I think that it’s important to know which channels to use because not all of them are 

the same and they have different target groups and you can use them on different ways. So, if 

your main target is young people, you should focus on Facebook and Twitter, maybe also 

Instagram. But it is also important to make a schedule, to know when you have to do some kind 

of post, and to make it a routine so that you know that you have to do it now and maybe 

tomorrow or some other day. But it’s when to do what and who should be doing what. You have 

to have some kind of plan, because otherwise it makes no sense. And you have to know at what 

time you should use a social media channel.  

Q: What are the main challenges of start-ups using social media? 

For start-ups I think that the biggest issue is the fact that they are known yet and that they have 

to put a big effort to become visible on the networks. It’s important to know the right ways to 

promote yourself. Plus, if it’s the only marketing tool that you are using, then it will not bring 

you so much. I think that social media works really well as a part of marketing. It’s not that you 

can use only that (meaning social media). It’s a nice beginning, but it will not bring you back 

so much. I can maybe spread out the voice of your company, but it could also stop there. So I 

don’t think that that’s the only tool that you should use.   

Q: This discussion leads us to the next question. Do you think that start-ups 

should use social media? 

I think that they should. I think that that’s a really nice tool, but I don’t believe that it should 

be used with different tools and that it should be a part of the main marketing strategy. But I 

also think that it should be used wisely. It’s not only Facebook – I mean that there are so many 

different channels. People should firstly do some kind of a research and see what they can do 

and where they should promote themselves.  

Q: OK, thank you. We will now discuss the subject of stakeholders and the 

business development of start-ups. Which stakeholders do you consider crucial 

for a start-up company’s business growth? 

Oh, wow! Haha. That’s a pretty difficult question because it wasn’t really a part of what I was 

involved in. Well, now I am working in the host-beneficiary (stops and thinks). I think that 

what was really useful at this point is when we found out that there are professors and teachers 

and who basically offer their knowledge online. And they were willing to do something for us 

and they were quite open to some kind of deal. I think that it was also important when we made 

a deal with this site – what was the name? It must be Learningpod. Anyway, I think that this 

one made a difference for sure, because we finally had some real content. So that was really 

important. And it’s always nice to have a name on your site, like a certified name, because then 

you become more reliable. And I think that this is really important. 

Q: OK. Let’s go to the area, to the subject of social media and networking. How 

would you describe the efficient use of social media by start-ups in order to grow 

their business? You have touched upon it in previous questions, but is there 

something specific that you would like to note? 

I think that blogging is also an efficient way of building up the name of the business. I think 

that one of the networks these days that is the most reliable right now is, for sure, LinkedIn. It 

is for professionals and for more important people. I think that you should have a social media 

strategy for sure. I think that you should try to keep everything simple, but know what you are 

doing. And I think that you should have some kind of a schedule, where you know what you 

have to do and at when to do it. You should probably try to test it and see what is working and 

what is not. And you should try to use some kind of maybe tracking tools? To see how many 

people have seen your site, and see which of the channels that you are using now are the best 

ones. Because you can always change them – that is also one of the most important things. You 

can always do maybe something else, try something new.   
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Q: You have basically touched upon all the next questions of this category, but I 

will ask them in case you want to comment something more. With which 

stakeholders do you consider that a start-up should try to build and maintain 

relationships via social media? 

-Wow, that’s…  

-In previous questions you mentioned some stakeholders, some categories of 

stakeholders.   

-Yes. I think that it is mostly publishers and content providers. Also maybe (pauses). Well it 

depends on what your site, or actually business is about. As I said, Sharplet found some 

teachers and professionals who love their job and to spread their knowledge. So, that was also 

quite useful. So, it is content providers who are the most important stakeholders.   

Q: Which social media do you consider efficient in attracting stakeholders who 

are important for the business development of a start-up?  

LinkedIn, blogging. But LinkedIn is for sure one of the most important ones. Google+ is maybe 

also nice tool.  

Q: And why did you mention those three? 

I think that they are the most important ones because you make yourself appear more 

professional on them. And in order to build relationships it’s important to appear this way. On 

Facebook you can maybe not be that professional or people may not consider you that much. 

Twitter could also be nice in order to send out private messages and to see what these people 

are actually doing. I think that LinkedIn is the most efficient one. 

Q: Which social media practices or activities do you consider efficient in 

attracting stakeholders and building relationships with them?   

I think that it’s important to contact them, but in a way that it’s not too aggressive. And it’s 

important to say who you are, what you do and why you need them. And of course you need to 

tell them what you can give them. It is good to attract them on Twitter and LinkedIn, I suppose. 

Google+ is also good for getting mails and their contact details. But I think that, these days, e-

mails for getting in touch with them is the best option. If you can get a number, you can also 

call, but sending e-mails is the best option.  

Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its efforts (in attracting stakeholders who are 

important for the business development of start-up)? 

You can see how many people actually come to your site and what they look for and which 

channels they come from - when it comes to social media strategies and getting customers. But 

for stakeholders, I’m not sure – it could actually be the same thing. I am not quite sure. 

Q: How often do you follow the company’s social media efforts? 

I check Twitter twice or three times per week. The Facebook page is not quite active these days, 

so I don’t really go there. I often visit the website itself. We also have an Instagram profile that 

is now in some kind of stand by, but I believe that it should also be used more often. I went last 

week to the LinkedIn profile. I think that this one should really stay on the top of our concerns, 

focus, for now since we are trying to get more content providers.  

Q: Do you usually support the company’s social media efforts? 

Hmm, I also used to work on forums for about one month and a half, and I was just basically 

commenting on different posts regarding the standardized tests and things like that. I was 

basically promoting Sharplet on different forums that are mostly in the area of GMAT, Toefl 

tests. Retweeting, I do that sometimes. Facebook comments, I share them sometimes. I think 

that’s it.  

Q: In which social media does the company have an account? 

As far as I know, it is on Facebook, Instagram, Twitter, LinkedIn, Google+, where else? There 

has to be more. Also on Pinterest and blogs. Reddit. Oh, yes, we also have a Youtube channel.  

Q: Which social media does the company currently focuses its efforts on? 
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I think that it’s Twitter now. It used to be Reddit for a while but now I think that it’s that.  

Q: Why do you think that they focus on Twitter? 

Because we are trying to attract content providers and we are trying to find professionals and 

target audience B2B, people who are either interested in making some kind of a deal with us 

or that could use our platform. We are also trying to show people how this platform works, 

with flashcards etc, which I also find really important.  

Q: How would you describe and evaluate the use of social media by this company? 

By Sharplet? I think that the most important strategy is the one that we have been doing so far, 

and it is a nice job, but I think that we should have had more defined social media strategy, 

where everybody know what they are supposed to do. Now, we have something that is quite 

nice, but so far we have been basically trying out different things to see what works and does 

not. And that should also be done, but it should take like a month, not six months. So, timing 

is also quite important.  

Q: According to you what are the main goals with using social media this period?  

Right now? I think that the most important thing is to attract people, professionals, make them 

use our flashcards and our application. I think that we are also trying to make some kind of a 

relationship with different publishers, content providers, to get more people into the site so 

that we have more content on it. In that way we’ll be more credible.    

Q: Do you think that social media are efficiently used by Sharplet in order to 

achieve these goals? 

I think that in theory we all know what we have to do, but the trick with social media is that 

you have to do it nicely. And with the social media strategies I think that so many people have 

been doing that and I am happy that now we have a base, a normal strategy that everybody can 

follow. And I think that now we are doing a nice job and that it’s going to be good. But I think 

that it’s important to know what you are doing. Otherwise you won’t get anything in the end.     

Q: Since you have been talking about networking, I’d like to ask you whether you 

believe that social media are used in an efficient way in order to create 

relationships with stakeholders.  

I think that every channel has to be used wisely. You cannot try to approach people too often 

because you can become boring and people may just ignore you afterwards. So it’s important 

to send out a nice, professional message. And I think that Sharplet is doing a nice job. And now 

we are in the process of sending out e-mails to different people, basically companies and 

publishers. We will try with a nice and professional e-mail and see how that goes. But I think 

that it is going OK for now.  

Q: Were you trained about the management of social media by Sharplet?   

By Sharplet? When I first came here (the founder of the start-up company) basically gave me 

some material to see and to read. But the most important thing that he did was that he told me 

everything that we have, that we offer, that we do. Then I started realizing which people are 

the most important ones for us and what we can give them. After that, for social media in itself, 

I read some books and articles. And I have a Bachelor in Marketing and Communications 

Management. So, social media was one part of it.   

Q: OK. You have been talking about that in previous questions, but I would like to 

specifically ask you if you think that there are clear instructions and guidelines 

about the management of social media in this company.  

Actually no. Hahaha. There are some suggestions, what you should do, and when we start 

something (the founder of the start-up) tells us to focus on this and that, to try to do this and 

that. But something that is clear and guidelines? No. Not for now. 

-If I am not mistaken, you mentioned the social media strategies before. 

-Yes, we have it, but it’s like a guideline template. So, it basically says that you should focus on 

this and that. But if you have some kind of a problem, then there is not so much information 

on how to handle it. So maybe that is also something that should be done. But I think that it 
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takes practice and be patient to see what can be done and what should not be done. That’s why 

I think it takes time for Sharplet   

Q: Do you agree with the existing guidelines?   

I think that they are quite useful and quite good, but I think that they should be more structured 

and more detailed. I think that they are made specifically for Sharplet, so it’s quite good. But it 

could also be nice if you could find something that is more general so that you could see what 

you could do and what not. But for now, I find this social media strategy quite useful. But it’s 

the first real one that we have, so I think that it can be a bit better.  

Q: Do you feel that you can affect the social media strategies in the company? 

I think so, yes. I think that I can and I think that everybody who deals with social media and 

social networks, he has an important impact. Because if you don’t post, then nothing is going 

to happen, but it would not make a contribution either. And if you post something negative, 

then this can also have an impact.  

Q: When you were part of the social media team, how often did you meet? 

I think that it was once in two weeks, or something like that. But we had weekly updates and 

mails, and then we had to say how things are going, what’s happening. And then a meeting 

would probably take place once in two weeks.  

Q: And what happened during those meetings? 

During those meetings we would discuss what the situation is right now, what should be done, 

what the main goals are, and how we can get there, if everybody is satisfied with their job. So, 

basically all the necessary updates. We also discussed on how to go on, what to do next.    

Q: Do you know how often the social media team meets now? 

Yes, I know because we have this Slack tool, which we use to communicate with each other. I 

think that it is once in two weeks or in three weeks.  

 

 TRANCRIPT INTERVIEW 08 

Participant’s 
pseudonym 

Participant’s 
gender 

Participant’s 
age group 

Date  Time In person 
/ Skype 

Ulrica Female 25-35 Monday 
2015-04-
20 

12:00-
12:50 

Skype 

 

Q: Before we start, can you please introduce yourself?  

Eeem, hi! My name is Ulrica and I am 26 years old. I don’t know what else I am I supposed to 

say. 

Q: About your role in Sharplet?  

I started working as a marketing intern for Sharplet in May 2014…eee yes my role was diverse. 

In the beginning I was mainly focusing on preparing eee…. An advertising package, how is it 

called? (laughing ). We were trying to promote Sharplet by creating a one-page document that 

would summarize all the activities – I remembered how it is called: a kit, a business kit! Which 

we would sent out to bloggers and people interested in discussions in general. So that was my 

first task. I was also asked to design somehow a logo for the company or at least offer my 

thoughts on the topic on what needs to be shown through the logo and…Like the marketing 

aspect of the logo. That was the first couple of months- maybe it was the first two months. And 

then we tried to find out different channels to promote sharplet. It was only in the beginning 

so I think that only Facebook and Twitter were available then. And then I tried to map out 

different solutions. The more effective was Reddit. It was a choice that actually was made 80% 

out of luck. We tried to see how this would work if we would post some links in the …eee Of the 

platform in different in Reddit. And it was really effective. So, yes I was responsible for that. I 

created an approach for Reddit in general because all the regulations and the way Reddit 
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functions was rather different that other platforms. So I created an approach that would allow 

us to market ourselves without marketing ourselves somehow. Yes, well after that we divided 

the work with the other girls in order to make it look more efficient because it required quite a 

lot of effort to be unnoticed and still promote the platform. It was really effective for creating 

traffic. However it wasn’t really sustainable for the long term since the focus of Reddit wasn’t 

this one. So it was really hard to remain unnoticed and not be blocked by different subreddits 

– discussions. Eeeem, after that, what else? I did use Twitter a lot; mainly to contact bloggers 

and education and tech, technology field and to create discussions with them, to make them 

aware of what Sharplet had to offer. I read through different articles they wrote and tried to 

create discussions on the topic education and keep updated me, myself as well. And finally, 

during the last couple of months I am working on the host-beneficiary platform that we are 

trying to create. Mainly at the moment I am providing links with potential cooperations that 

we can make in the future so that when we have specific proposals available we can send it out 

to people interested in this field.  

Q: OK. So you have been working with social media and if I understood correctly 

you are working now with social media in the sense that you can find these 

business partners… (The interviewee already started answering the question) 

Yeah, usually I don’t. Right now I am not using any specific platform; I am just trying to… I 

used Twitter in order to find bloggers or people interested in the topic. But in order to find 

companies or more eeem (laughs) I use google in order to identify people who provide relevant 

material and resources.  

Q: OK, thank you. So, let’s move on to some general questions about social media 

and start-ups. Firstly, I would like you to elaborate on the main benefits and 

opportunities that social media offer for start-ups.  

Actually that was my main interest when I joined Sharplet- to see if it is only viable and possible 

to only use social media in order to promote a start-up. Hm, I think it is possible, it’s hard and 

it’s much more complicated than you think in the beginning because right now all start-ups are 

trying to use the same social media, mainly Facebook, Twitter, Instagram in order to promote 

themselves so there is tones of information available for people. So I think that it is really 

important that you, you are doing something distinct; that you have a product that it’s 

interesting for people and that you are trying to promote it in a different way through social 

media. And maybe to find a specific platform- not only Facebook and Twitter- that attracts 

more people or that it’s more appropriate for the service or product that you have… Eeeem, I 

think that there is a lot of work to be done on this filed because right now everyone knows how 

to post articles on different social media or maybe attract some people through a specific link, 

but that’s not the only focus that there is. Like you need more; you need a strategy in order to 

actually manage to attract people in the long term.  

Ok, so you basically touched upon to the next questions… (Interviewee 

laughs).Which are the main challenges of start-ups using social media? And if 

start-ups should use and strategize about social media? 

I think that what needs to be considered is that social media is not just an easy way to attract 

people. It is the other way around. In my opinion it is a supporting tool for the company you 

want to build. You need to really focus on the service or product first and then how to promote 

yourself on your own website. And then all the other social media are really interesting and 

really powerful tools that they should come afterwards in my opinion. You should promote 

something that is already good and…then it’s easier. Because people, when they click on the 

link that you provide them, then they are interested and they are coming back. And it’s not just 

a spontaneous action on a certain link that they might find interesting. It’s an in-depth 

procedure.  
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Ok, so the next question would be about the importance of strategizing for social 

media. If I got it right, you said that it is important for start-ups to strategize about 

social media. Why do you consider it important- the strategies part?  

Because the problem is that since everybody is really familiar with social media nowadays, we 

use it in our personal lives, we must really understand as interns and the companies must 

understand that it is a different thing to use social media for business purposes rather than 

using it for personal use. You should have a really cohesive profile among all the media. It’s not 

possible that you seam really friendly and causal on Twitter and then you have a really strict 

profile in your website or Facebook. It must be cohesive and someone must think before 

organizing these things. So I think that except from that, it’s not only. Hm, the strategy should 

be also long term. Because right now, since most of the start-ups have… are not really sure of 

what is going to happen in the future, they tend not to plan ahead and not to think of what is 

going to happen in the nearest future. So it is really spontaneous and when it is spontaneous, 

it is - in my opinion- not really good. Because people, yes people who are constantly reading 

your posts and they feel that you are maybe a different company. They see different aspects of 

you all the time and they are confused. They don’t get a cohesive message.  

Q: OK, thank you. Moving to another area, this of stakeholders and business 

development of start-ups. Which stakeholders do you consider crucial for a start-

up company’s business growth?  

Mmmmm. I think that as with every company you should think about who your target audience 

is going to be. So, I think the consumers, customers, like in this case the term is a bit broader. 

What we were trying to do with Sharplet and what we were trying to point out as interns is that 

we should have a really cohesive view of whom we want to target. Eeee, that wasn’t clear from 

the beginning for us since the platform is multipurpose and it could be interesting for many 

people. But the way we saw it is that it’s most appropriate for students maybe or for younger 

people since the whole format and the whole approach of flashcards is more interesting for 

students in my opinion; or for younger people. Because if someone is 40 or 50 years old and 

wants to learn something, he might want to learn it in a different way, not memorize it this 

way. Soooo, I think that the most important stakeholders are the customers and then… And 

then another important aspect is that you need to think about the co-operations you want to 

make so… So, if you are willing to co-operate with other companies you should strategically 

find which ones would be the best for you. And then you should plan all these ahead. There 

might be a possibility that a specific co-operation comes out of nowhere, that someone sees 

your platform or sees a link somewhere on Facebook and thinks that it’s interesting and gives 

you an offer. But I think that it’s really rare and that your product must be amazing and not 

that common maybe. So I think that you should consider also partners except from customers, 

like which one would be appropriate for you. So I think these two.  

Q: OK. And how would you describe the efficient social media use by start-ups in 

order to grow their business - in the sense of networking as you mentioned it? 

I think that most of the new start-ups are not using social media really efficiently eeem, because 

again they struggle maybe a bit with their own identity. So if you are not really sure about your 

company and how to ‘sell’ it in general, then it’s hard to use social media. It’s really vague. You 

don’t show the message that you want. So I think that’s the main problems start-ups have; if 

they don’t have a cohesive view of what they are and what they sell and to whom, and with 

whom they want to partner, then they don’t use social media efficiently. Right now, after 

working for Sharplet for a long time I realize how complicated it is. Because in the beginning 

we thought that since we are not that many people it should be easier to come up with a plan 

and execute it. But I see that maybe that’s the main thing. Maybe we are not really sure what 

we should promote or how, or the concept behind it. So we’re not sure what our strengths are 

and what to base the promotion. Maybe that’s why, yeah, there is not such a cohesive approach 

to strategy to social media.  
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Q: So, according to you, is it easier to strategize for start-ups or for big, eee, big 

businesses?  

For big businesses because they are really structured and they do this, they did this for a long 

time. They know that in order to sustain a competition they need to be organized. They need 

to have strategy. So I think that they are more experienced with this. So, when you go there, 

you know that that’s your task. Now in the start-up, like all the interns had multi-multipurpose, 

like, roles. Yes, we tried to develop a strategy but we did other things, and we had a lot of 

thoughts and it was a bit vague, and maybe from one task we went to another one because this 

one was not effective. So, it’s a bot trial and error. Yes, I think it is harder. Its need to be really 

consistent effort and you need all to have this in mind. So it’s a bit harder.   

Q: And about social media and networking: With which stakeholders do you 

consider that a company should try to build and maintain meaningful 

relationships through social media? 

Hhhm. I think I was really impressed by the use of Twitter in order to find people, especially 

partners in this case. Since I was doing it for a while I saw that Twitter is a really informal way 

to approach people. And people tend to like it; they don’t feel offended – especially if you try 

to show that you are familiar with their work and what they are doing and at the same time you 

try to build a co-operation with them. Eeee, so I think that with partners, Twitter was a really 

interesting way to approach them. Then with customers I would say that it’s possible that all 

the social media can provide you with new customers. It depends on how you use it, if you use 

it advertisements. If you are trying all the free options, then it’s maybe bit harder because you 

don’t have the target audience that you want, maybe. Eeee, because Sharplet right now has a 

large amount of followers on Twitter, but we are not really sure if these followers are the people 

who would be interested in using the platform. Maybe they are just interested in the articles 

we are posting. So with customers it’s a bit trickier I would say to just use social media. You 

need to identify them first, then target them, and then the social media will work. And you 

need- again you need some investment in money if you want to have a more effective strategy. 

Q: You might have already mentioned it, but can you please specify which social 

media you consider efficient in attracting stakeholders who are important for the 

business development of a start-up?  

Yeah. I would say Twitter much more than Facebook. Facebook is really static and since you 

have to….Eeeeem, I would say that Facebook would come afterwards like when you have some 

devoted people who want to follow you in depth and like your page. But still, it’s… for me 

Facebook is a more closed community and you are not really interested in getting feedback or 

updates from companies on Facebook. So, Twitter, I think it was really interesting and… I don’t 

know. I was really impressed by Reddit. Although it is not considered one of the traditional 

social media, it’s more a platform to communicate. Right now they actually have an advertising 

system available, but I thought that it’s really clever and if you have something interesting, like 

if your company is interesting on its own, then you can use it in a really smart way, like be part 

of a discussion and then refer to this company and thousands of people would just go and check 

what you have. And if what you have is good, then it’s gonna be viral in seconds because it’s a 

really powerful platform. But you need to know what you’re promoting and to whom. Like there 

are so many topics that are people interested in specifically. So in Reddit, you already have the 

target group because you chose like a specific sub-Reddit. So people in this specific sub-Reddit 

are interested in what they are reading regarding this topic. So, it’s really good because it is 

already targeting. But you need to use it in a really smart way. For example a history course 

that I posted on (laughs)…the famous one that attracted, I don’t know, 3.000 people in one 

day, it was under a history sub-Reddit and people were just so interested to give us feedback 

on how to improve it. But you need to take this feedback and use it. It’s a really tricky 

procedure. It’s not just about posting something and attracting people.  
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Q: According to you, what are the appropriate metrics that a start-up company 

can use in order to evaluate its efforts in attracting stakeholders who are 

important for the business development?  

I think tou should have some specific KPIs, like specific goals beforehand and try to keep it… 

Like you need to schedule in advance where you want to be and how soon you want to be there 

and since it’s really hard to just judge the effectiveness of your platform by using just Google 

Analytics or just measuring how many people visited the website, I think… For me it’s 

interesting to see that because the numbers are like that today, it doesn’t mean that they are 

going to remain the same. So, I think that you should have your own goals, internal goals, and 

try to stick to them and say that by that period of time I’m gonna try to co-operate with that 

many people and do it constantly, everyday, and keep up the speed maybe.  

Q: Good. And now I think that we are moving to the final sections of the interview, 

which are the uses of the social media by the start-up company that you are 

working at. The first question would be how often you follow the company’s social 

media efforts.  

Eeeem, actually I am not really following it (laughs and pauses) because most of the time I was 

part of creating it. So, of course the first efforts to promote the platform was especially through 

Facebook was to my friends, to our friends in general. For example I am a follower and a 

Facebook friend, but I don’t read the articles or I just get informed of what is being posted. No, 

not at all. 

Q: Not al all. OK. But, do you usually support the company’s social media efforts? 

You hinted that you… (Interviewee starts answering the question) 

I support it, however right now the activities are a bit scarce, like I can see that there are some 

articles posted but it’s not that often, and it’s not new material. I really liked the approach to 

create our own material. I tried also myself to write articles although I am not the best in doing 

this, but emmm. It would be really interesting if we tried to use our own material and promote 

it. But still, it takes so much time, it’s complicated and there is no one that is an expert in this. 

So the other approach would be to read articles. Usually there is no new information about the 

company’s evolution; it’s articles relevant to the topic of education. So, if I find something 

interesting I read through it; if I don’t, then I don’t.   

Q: OK. In which social media does the company have an account?  

Oooooh. An account? In many. I created myself ten-fifteen accounts. Eeeem, Facebook, 

Twitter, LinkedIn, Reddit… How was it called? Eeeee, Instagram, I think, as well. I created 

another one, but I don’t remember the name of the platform now. It was similar to Twitter- 

you could import Tweets. Delicious it’s called. And Tublir – I did this as well, but I am not sure 

how it is now. On blogger I think. A lot, a lot. Google+.  

Q: And which social media does the company currently focuses its efforts on? 

I would say Twitter. I mean Twitter is really easier to maintain than the other ones. So, you can 

keep it updated by posting a couple of things ot just by tweeting to someone else’s profile. But 

it’s easier to maintain in general. Right now I think we gave up on Reddit. And I find it a bit 

reasonable because it’s something that it takes a lot of effort, and you need to first improve 

your services. 

Q: So, how would you describe and maybe evaluate the use of social media within 

this start-up company? 

I think that it’s hard. I think that there is a need for a more structured approach – definitely. 

It’s hard to do this like… I think that if we find a focus on what we are aiming at, then it would 

be easier. Right now I don’t see the focus. Right now I don’t see the focus. That’s why I am not 

really eager to give new ideas. Because you need to see the focus in order to know what to do 

and when. I don’t see the point in just posting things or just keeping updated the social media 

because the social media don’t work on their own. So again, I think that we need to know where 



124 
 

we want to be in… two months maybe. And then everything could be structured accordingly. 

So, yes, I think that it’s a bit vague. The strategy at the moment is a really vague.  

Q: Aha. So, you already moved on the next question, which is about the main goals 

with using social media this period.  

The main goals? I would say getting people’s feedback. I would use social media at the moment 

in order to see what people think and try again to identify the target audience because now we 

specified it a bit more, we said that we want to focus more on (pause) on course like GMAT and 

GRE; more standardized courses. So, now that we know that, I think that it would be much 

more efficient if we started promoting just these courses, getting people’s feedback, trying to 

build co-operations, and gradually maybe going away, like eliminating courses on the platform 

that are not relevant with this. Because right now there is so much information, there are so 

many courses available, but we said that we want to focus on something else. Maybe then it’s 

really confusing for someone who just wants a standardized course, to enter a website and see 

that it’s all over the place. Like you need to show that you it’s really professional. All the 

platforms that I checked recently, like in this procedure of finding partners, they were really 

professionally structured and really showing that they will help students achieve success. It’s a 

completely different focus. So if we decide that we want this focus, then we need to change the 

whole aspect. Or else if we want to be a multipurpose platform, then we will never find really 

good partners. For example, Kaplan will not say “Yes, I will come and give you my content” 

because it look like you’re only providing this concept, eee content. You are not only 

specializing on that. So, I think that that’s the main goal. To get people’s feedback, what would 

they think about us only focusing on these courses and if people like it, then they would think 

that it would be valuable to have some free content on these topics, then do it. Like (laughs) 

focus on this and change everything.  

Q: You mentioned that, according to you, currently the strategies are kind of 

vague and that there are no clear goals. So, based on those two, would you say 

that the current use of social media by Sharplet is efficient? And why is that? 

Yes, I don’t think that it is really efficient. It’s not, because it’s more spontaneous. Like, since 

now we divided all the activities, it depends on me to search more or search less, to find more 

partners, to not care (laughs), to find articles which are interesting, to just copy-paste some 

articles that are maybe relevant. Everyone has its own pace, its own mindset and there are no 

strict guidelines on how to do this. I think that what I tried to do with Reddit was to create- 

well I created a set of guidelines on how to use only this medium. So if it is with every platform 

then at least everyone who uses it has its guidelines and you’re sure that he or she is going do 

it exactly that way: everyday go in, do this, do that, and then it takes you half an hour, one hour 

of your day to do it really structured and then do other things. So, maybe if we created some 

guidelines for every little thing and then maybe two people could do it; we wouldn’t need five 

or six. I think that it is not that hard to do- to create this guideline. Because I think it is more 

efficient it- if you do it once. 

Q: And about the social media use by Sharplet, do you think that it enables 

Sharplet to grow its business now?  

As it is right now, no. No, I don’t think so.  

Q: And you have explained that before, so I will not ask it one more time. The next 

question is about attracting stakeholders. Do you think that social media are 

efficiently used in attracting the stakeholders who are important for the business 

development of Sharplet? 

Twitter could be. It depends like, in Twitter you can urge people to start a discussion and then 

if you have the specific plan in mind; what do you want them to do. Because just contacting 

people and telling them, yeah, check out the website. They might check it out and they might 

give you some feedback. But if you don’t tell them what you need them to do, like they will say 

“Yeah, I’m an expert in this, it seems OK” or “I don’t like it”. But then you don’t create a further 
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discussion. So, again if we had something in mind, what we want them to do and if we had a 

specific proposal for them, then we can begin the discussion on Twitter and then tell them 

“Yeah, if you are really interested, you can get this proposal from us, you can think about it, we 

can have a meeting and we can discuss on how we can co-operate. So, I think it’s the beginning, 

but you need again (smiles) to have something to offer to people. If you just want them to look 

around, they might look around. But that’s it. They won’t do something more.  

Q: I understand. Going back to when you were responsible for some social media- 

and you mentioned Reddit, Twitter and Facebook, or? 

Facebook I haven’t used it. But Twitter I didn’t update, but I contacted people via Twitter. And 

then I tried out different smaller ones, like Tumblir and stuff like that.  

So, can you please name which social media you were working with and managing 

and for which purposes you used them/ how you used them?  

I was managing Reddit for a while. I used it to check if there are possibilities in attracting users. 

Actually with most of them I had this in mind- if there are possibilities to attract users and to 

make them create an account. In this effort I tried Reddit, I tried this Delicious, Tumblir. Again 

there were some smaller platforms which were similar to Reddit. I don’t really remember the 

names, but it was mainly on start-ups, or blogs about education, like many, many different 

platforms like that. The problem is again that in order to try something, you need to try it for a 

longer period. And you need to really invest in trying it. I only did this with Reddit because we 

had immediate results. But the rest didn’t have immediate results and I guess that you need to 

try and update them all the time, and contact people. It was impossible for one person to do 

this. So that’s why in the beginning I also co-operated with some other girls. But the other 

platforms were really slow, so we thought that maybe that’s not that interesting, they’re really 

slow; although I think that you should invest if you want to do something like that. For 

example, it was the same thing with this Tumblir. I really tried to make it look attractive, create 

my own content – you know, for Sharplet- but it took so much time that if you don’t really 

invest and you don’t try to contact other bloggers, then it doesn’t work. They are not magical 

devices. They need a lot of effort. Soooo, that’s why. I’m not really sure. I used this and then I 

used Twitter in the ways I explained.  

Q: And, when you were working with social media, how many hours did you 

dedicate per week in managing them/ strategizing for them?  

During the first period, actually last summer I dedicated a lot of hours, especially for Reddit 

and for finding other platforms. A lot of hours because I was free during the summer, so it was 

the only thing I did. It was interesting, but really frustrating because it’s hard for one person 

to maintain all these and to find this… and (smiles) again, we come back to the strategy part: 

what are you searching for, why are doing this. So, in the beginning I invested many hours in 

this effort. Then because the focus was different it wasn’t that demanding. So I dedicated less 

hours.  

Approximately, how many hours would you say that you dedicated? Would it be 

two hours?Or would it be 15 hours per week?   

Then it would be 15. Now it’s two (laughs).  

Q: And did you manage the accounts on a daily basis/on a weekly basis/ a couple 

times per week?  

Reddit was managed everyday. And then we used to split the work with the two other interns. 

And we did it everyday. The rest was not that often. It depended, like during the periods that I 

was trying to test different things, I used it almost everyday. And when we decided that one 

was not really effective, we gradually didn’t use it that often.  

Q: Were you trained for the management of social media from Sharplet?  

-I am sorry, if I was what? 

- If someone from Sharplet trained you about the use of social media?  

 -No, no, no. I wasn’t trained.  
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Q: Are there now clear instructions/guidelines/DOs and DON’Ts regarding the 

management of social media?   

Not really.  

Q: Would you prefer that there were more clear guidelines?  

Yes. Maybe it’s my type of personality, but I really want… I mean I am really effective when I 

have specific tasks and I know what the goals are. That’s my main problem. When I don’t see 

the main goal, then I am not really motivated to. 

Q: I understand. When you were working with social media, did you feel that you 

could affect the strategizing procedure in the company? 

Hmmm. I felt that my opinion was heard – it’s not that it wasn’t like this. But maybe it’s another 

thing that the opinion is heard and another thing that you act immediately upon it. So, I felt 

that I had an impact, but maybe it wasn’t that immediate as I wanted it to be; as I saw the need 

to be urgent. 

Q: Do you know how often Sharplet’s social media team meets?  

Right now, once per two weeks… I haven’t participated in the meetings in a long time.  

Q: And you were working with social media, how often did you meet as a social 

media team?  

In the beginning we met quite often. During the first months, definitely once per week. An 

usually I met on my own with (the start-up’s founder). It was more of personal meetings. We 

had specific tasks. But then we demanded that we have a meeting all together. Because we 

wanted to see a broader picture.  

Q: And what happened during those meetings?  

Usually in the beginning we had more concrete tasks – I think that (the founder of the start-

up) decided on how to hand out these tasks according to our skills, maybe, or what we wanted 

to do in general. So we knew what we had to do, but we didn’t know what the broader picture 

is. So I didn’t know the other interns, I didn’t know what they were doing, if maybe my tasks 

overlapped with someone else’s, if we did the same things. This is why we gradually demanded 

that we meet with all the people. Because it was kind of hard not to have an overview of what 

you are doing.  

Ok. That was all. Thank you very much.  

You’re welcome. 
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APPENDIX IV– BENCHMARKING  

TABLE Ib: Monitoring social media practices of top performing companies operating in the e-learning industry.
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https://www.fa

cebook.com/Bra

inscape

6,384 page likes

https://www.fa

cebook.com/ude

my ?fref=ts

451 ,007  Total Page 

Likes

T
W

IT
T

E
R

https://twitter.co

m/study blue

5,361  followers; 3506 

following; 8,361  tweets; 3-4 

tweets per day  (workign 

day s) 

https://twitter.

com/memrise

1 8,534 followers; 41 3  

following; 2,482 tweets; 2  

tweets per day  (including 

weekends) 

https://twitter.

com/Brainscape

?lang=en

1 6,21 6 followers; 361  

following; 3 ,500 tweets

https://twitter.co

m/udemy?lang=

en

58,97 0 followers; 7 ,869 

following; 8,336 tweets

B
L

O
G http://www.study

blue.com/about/bl

og/

Assembly , a study blue post: 

1 -2 blog post per month

http://www.me

mrise.com/blog

/

6-7  blog posts per month

https://www.br

ainscape.com/bl

og

Approximately  5 blog posts 

per month. 

https://blog.ude

my .com/

approximately  5 blog 

posts per month

L
IN

https://www.linke

din.com/company

/study blue?trk=to

p_nav _home

342 followers

https://www.l

inkedin.com/c

ompany/mem

rise?trk=top_

nav_home

67 0 followers

https://www.lin

kedin.com/com

pany /brainscap

e?trk=top_nav _

home

285 followers

https://www.lin

kedin.com/com

pany /udemy ?tr

k=top_nav _ho

me

1 3,1 39 followers

Y
O

U
T

U
B

E https://www.y out

ube.com/channel/

UCS6v 6-

apCFNz1 ZlHNGj8-

2w

535 subscribers; 1 66,7 25 

v iews; 23  v ideos on the 

channel

https://www.you

tube.com/user/

memrise/about

1 ,856 subscribers; 

1 ,641 ,540 v iews; 60+ 

UGC v ideos on the channel

https://www.you

tube.com/user/B

rainscapeOfficial

61  subscribers; 9,650 v iews; 

1 4 v ideos on the channel

https://www.you

tube.com/user/w

wwudemycom

61  subscribers

1 ,422 v iews; 1  v ideo on 

the channel

P
IN

T
E

R
E

S
T https://www.pinte

rest.com/study blu

e/

584 Followers; 1 1 4 

Following; 7 3  Likes

https://www.pint

erest.com/memr

ise/

1 ,944 Followers; 300 

following; 42 Likes

https://www.pint

erest.com/brain

scape/

1 7 3 Followers; 5 following; 0 

Likes

https://www.pint

erest.com/udem

y/

243 Followers; 29 

following; 1 1  Likes

IN
S

T
A

G
R

A
M https://instagram.

com/study blue

1 58 Followers; 241  

Following; 92 posts; Last 

update on 20th March 201 5

https://instagra

m.com/memrise

/

1 9 Followers; 0 Following; 

0 posts

https://instagra

m.com/brainsca

pe/

1 20 Followers; 92 Following; 

9 posts

https://instagra

m.com/udemy/

220 Followers; 9 

Following; 4 posts

study blue m em rise brainscape Udem y
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APPENDIX V - BENCHMARKING 

TABLE III: Comparing Studyblue and Sharplet’s social media accounts and practices 
 

  studyblue * sharplet *  

F
A

C
E

B
O

O
K

 

https://www.facebook.com/studybl

ue/app_349313058487732  

35,790 total page likes https://www.facebook.com/SharpletEd  
843 total page likes 

1-2 posts per day (working days) 

influential quotes and messages 
encouraging people to study; 

messages promoting webpage and 
services/products; sometimes the 

messages are photos, less often they 
post videos; communication with 
users: timely responses to users' 

comments (like customer service) 

2 posts per day(working days);  

Trying to attract students's attention - posts 
related to studying, informational ones; or 
tips to students: e.g. "PMP Exam - 10 Best 

Tips To Pass The PMP Exam On First 
Attempt http://ow.ly/McciM" (May 4 at 

12:05pm);  replying whenever a user 
comments something 

T
W

IT
T

E
R

 

https://twitter.com/studyblue 

5,361 followers; 3506 following https://twitter.com/sharplet_ed  

7,333 followers; 5,838 following 

3-4 tweets per day (working days); 
8,361 tweets 

influential quotes and messages 
encouraging people to study; or 

tweets with which the target group 
can relate, e.g. about exams; messages 

promoting webpage and 
services/products; engaging in 

communication with users and timely 
responses 

2-6 tweets per day; 2,484 tweets  

tweets related to learning, e.g.posting 
articles about GRE exams; or tweets with 

which the target group can relate, e.g. about 
exams; 1 message per week promoting 

webpage and courses; trying to engage in 
discussions with users, posting tips for 

studying and tweeting influential quotes to 
people who study  

https://www.facebook.com/studyblue/app_349313058487732
https://www.facebook.com/studyblue/app_349313058487732
https://www.facebook.com/SharpletEd
https://twitter.com/studyblue
https://twitter.com/sharplet_ed
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B
L

O
G

 

http://www.studyblue.com/about/b

log/  

Assembly, a studyblue post https://sharplet.com/blog/  

  

1-2 blog post per month 

post of informative nature, e.g. 
ranking of universities, as well as 

funny posts; also tips, e.g. innovation 
for valentine's day; announcements 

about competitions and of 
competitions' winners 

In general not regular posts 

Last blog post on January 2015 about Bill 
Gates drinking pool water in order to to 

raise awareness for the engineering 
challenges of sustainable energy. Besides 
that blog posts of informational nature, 

about famous scientists or facts- related to 
studying, languages etc 

L
IN

K
E

D
IN

 https://www.linkedin.com/compan

y/studyblue?trk=top_nav_home 

342 followers 
https://www.linkedin.com/company/shar

plet  

80 followers 

In general no posts  
recent activity (3 months ago): 

communicating search for Campus 
Sales Manager 

In general some posts a couple of months 
ago: 2 posts per week  

No blog posts during benchmarking and 
monitoring, but posts related to exams and 

learning two months ago  

G
O

O
G

L
E

 +
 

https://plus.google.com/+studyblu

e/posts  

1,252 followers; 178,307 views 
https://plus.google.com/1113013086862

15763947/about  

47 followers; 20,243 views 

No recent activity 

Account updated for the last time on 
Sep 2, 2014; Until then updating the 
account almost every four days; In 

general the posts were 
communicating information about the 
company or fun posts- always related 

to students and learning-  

No recent activity 

Account updated for the last time on 13th 
April, 2015; For a couple of months, until 

mid April, arproximately 5 posts/ week ; In 
general the posts were related to learning, 

studying, exams. 

http://www.studyblue.com/about/blog/
http://www.studyblue.com/about/blog/
https://sharplet.com/blog/
https://www.linkedin.com/company/studyblue?trk=top_nav_home
https://www.linkedin.com/company/studyblue?trk=top_nav_home
https://www.linkedin.com/company/sharplet
https://www.linkedin.com/company/sharplet
https://plus.google.com/+studyblue/posts
https://plus.google.com/+studyblue/posts
https://plus.google.com/111301308686215763947/about
https://plus.google.com/111301308686215763947/about
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Y
O

U
T

U
B

E
 

https://www.youtube.com/channel

/UCS6v6-apCFNz1ZlHNGj8-2w 

535 subscribers;  
166,725 views 

https://www.youtube.com/channel/UCkA

bgQjpQFmLIbSRQefbWfw/videos  

1 subscriber; 328 views 

23 videos on the channel; the last 
one was uploaded on 19 Decembed 

2014 

In general how to do videos and 
tutorials. Campaign with short videos 
(30-50 sec) on September 2014; There 
are also some commercial videos, e.g. 

Student Testimonials and  

2 videos on the channel; the last one was 
uploaded on 27 March 2015 

One how to dovideos: "How To Create a 
New Course on Sharplet.com" (March 

2015) 

P
IN

T
E

R
E

S
T

 

https://www.pinterest.com/studybl

ue/  

584 Followers; 114 Following; 73 
Likes 

https://www.pinterest.com/Sharplet_ED/  

10 Followers; 112 Following; 13 Likes 

45 Boards; 909 Pins; Lastly used in 
March 2015 

Boards related to studying or 
encouraging students to study; plus 

some about fun activities, e.g. 
Summer one; Pins about a variety of 

themes, e.g. Last one about a 
competition to win tickets to a match; 
but in general they are related to the 

interests of the target group 

19 Boards; 277 Pins; No regular use 
Boards related to exams and learning ; tips 
on studying; encouraging students to study 

IN
S

T
A

G
R

A
M

 

https://instagram.com/studyblue  

158 Followers; 241 Following  https://instagram.com/sharplet.ed/ 262 Followers; 618 Following  

92 posts; Last update on 20th March 
2015 

Majority of photos is influential 
quotes, e.g. "Start somewhere" (09 
March 2015); a couple photos of T-

shirts with the company logo printed; 
other photos related to studying, e.g. 

Of  a laptop and a cup of coffee 

21 posts; Last update in June 2014 
Photos related to studying and some quotes 

encouraging people to study and not give 
up  

*Last time monitoring social media to check and update total number of followers on Saturday, 16th May 

 

https://www.youtube.com/channel/UCS6v6-apCFNz1ZlHNGj8-2w
https://www.youtube.com/channel/UCS6v6-apCFNz1ZlHNGj8-2w
https://www.youtube.com/channel/UCkAbgQjpQFmLIbSRQefbWfw/videos
https://www.youtube.com/channel/UCkAbgQjpQFmLIbSRQefbWfw/videos
https://www.pinterest.com/studyblue/
https://www.pinterest.com/studyblue/
https://www.pinterest.com/Sharplet_ED/
https://instagram.com/studyblue
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