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Abstract

This study investigates the role of social media on the outreach and customer engagement within

start-ups and small scaled companies and presents a guideline on the selection and usage of social

media platforms for such companies. 

Within  the  last  decade  rapid  development  of  social  media  has  revolutionized  the  way  of

communication  and  interaction.  The  effects  of  such  phenomenon  has  not  only  altered  the

conversation between individuals but also between companies and their  stakeholders.  Now that

being online has become a necessity in order to be reached and to reach, people are spending more

and more time online than ever.  This rapid change in daily life has had a significant impact on

customer  behavior.  The  receivers  of  conventional  media  have  switched  into  active  participants

within the two way communication world of social media. In order to reach out to such an audience

companies have started to modify their marketing and PR activities. To leverage this constantly

growing and evolving world of social media, companies need to have a structured social media plan

to locate, approach and interact with their audience. This can be done via careful selection and

management of social platforms. It is important to note that because of the distinct characteristics of

start-ups and small scaled companies a specific approach is required on social media. This paper

analyzes the social media usage of start-up company Claimony. Together with qualitative interviews

and benchmarking, the study aims to find key points within efficient selection and usage of social

media.

The findings show that there are several decisive factors for the selection and the usage of social

media.  Even  though  each  and  every  one  of  these  has  a  distinct  significance,  the  barriers  and

limitations of start-ups and small scaled companies do not allow them to take all into consideration.

Thus starting with most popular platforms of social media were found to be the  most beneficial,

convenient and feasible way to enter into social media. Furthermore, with the triangulation of the

analysis  of  the  case  company's  social  media  usage,  the  results  from  benchmarking  and  the

qualitative interviews, suggested way of usage on social media is presented at the end. 

In the summary, based on the results of this research and relevant literature, a guideline on the

selection and usage of social media platforms for start-ups and small scaled companies is provided. 
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Sammanfattning 

Denna studie undersöker sociala mediers roll för utåtriktande av verksamhet och kundengagemang

hos nyetablerade och mindre företag. Riktlinjer för val av sociala medier samt användning av dessa

presenteras för denna typ av företag i slutet. 

Under  det  senaste  decenniet  har  en  snabb  utveckling  av  sociala  medier  revolutionerat  modern

kommunikation  och  samspel.  Detta  fenomen  har  inte  bara  påverkat  kommunikationen  mellan

individer utan även mellan företag och deras intressenter. När det blivit ett måste för människor att

finnas och vara tillgängliga på internet för att synas, spenderas det mer och mer tid på internet.

Denna förändring i  det dagliga livet har haft  en stor inverkan på kundbeteende.  Mottagarna av

konventionell  media har  förändrats  till  aktiva deltagare och aktörer i  en tvåvägskommunikation

inom social media. För att kunna nå sin målgrupp har företag börjat modifiera sin marknadsföring

och PR. För att företag skall kunna få ut så mycket som möjligt ur en konstant växande värld av

sociala  medier,  krävs  en  strukturerad  plan  för  lokalisering,  närmande  av  och  samspel  med

målgruppen. Detta kan göras genom val och hantering av sociala plattformar.  Det är  viktigt  att

notera  att  nystartade  och  små  företag  karakteriseras  av  särskilda  särdrag  och  behöver  därför

använda en specifik metod inom social media. Genom analysering av Claimony- ett nystartat IT-

företag inom spelindustrin,  samt bedrivande av kvalitativa intervjuer  med folk som jobbar med

marknadsföring i mindre eller nystartade företag, tillsammans med redan existerande riktlinjer inom

marknadsföring,  ämnar  denna  studien  finna  nyckelpunkter  för  val  och  användning  av  sociala

medier. 

Resultaten visar att det finns betydande faktorer för val och användning av sociala medier. Även om

var  och  en  av  faktorerna  är  viktiga  begränsas  användningen  av  dessa  av  begränsningar  som

medföljer nystartade och små företag.  Att börja med de mest populära sociala medierna ansågs

därav som den bekvämaste och den för företaget mest gynnsamma vägen.

På basis av analysen av Claimonys och intervjuades användning av sociala medier samt tidigare

litteraturstudier,  presenteras  en  summering  av  förslag  för  användning  av  sociala  medier  för

nystartade och småföretag. 
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1. Introduction

The phenomenon of social media is growing day by day and people are getting involved in this new

communication medium increasingly.  Usage of this growing phenomenon varies from the basic

status  updates  to  carefully  planned  corporate  marketing  strategies.  In  order  to  attract  potential

customers,  efficient  and  effective  usage  of  social  media  channels  is  crucial  for  companies.

Especially for companies with a limited budget such as start-ups and small scaled firms.  Social

Media allows firms to engage in timely and direct end-consumer contact at relatively low cost and

higher levels of efficiency which can not be achieved with traditional communication tools. This

makes Social Media not only relevant for large multinational firms, but also for small and medium

sized companies, and even nonprofit and governmental agencies. Using Social Media is not an easy

task and may require new ways of thinking, but the potential gains are far from being negligible.

(Kaplan & Haenlein, 2010).

Consumers are increasingly taking active roles in the co-creation of the content with companies and

their  respective  brands.  In  turn,  companies  and  organizations  are  looking  for  online  social

marketing  programs  and  campaigns  in  an  effort  to  reach  consumers  where  they  ‘live’ online.

However, the challenge many companies are facing is that, although they recognize the necessity of

being  active  in  social  media,  they  do  not  truly  understand  how  to  do  it  effectively,  what

performance indicators they should be measuring, and how they should measure them (Hanna et al.

2011).

The phenomenon of social media as a part of firms' marketing strategy was studied previously by

several researchers. Kaplan and Haenlein worked on how companies should pick and use social

media, Kietzmann et al. studied on understanding the functional building blocks of social media and

how companies should develop strategies for monitoring, understanding, and responding to social

media activities (Kietzmann et al, 2011). Hanna et al. worked on understanding and conceptualizing

social media and highlighted the successful efforts on reaching out to young consumers. In spite of

the the fact that number of articles on growing phenomenon of social media in marketing might be

found, the number of studies on how to use social media in small scaled companies and in start-ups

still remains as a shallow field of study. Yet the the scale of the organizations affects the social

media strategies significantly. For instance while running a company, an aim to create an awareness

around  a  product  might  be  considerably less  challenging for  a  well  known brand with  a  high
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number of fans on social channels, whereas the very same task could be very difficult for a start-up.

Although the common practices in communication in social media stays the same regardless of the

size of the company,  the approaches  on reaching out the target  audience could be significantly

different. 

The dynamic changing nature of social media might be one of the reasons for not having a high

number of studies on social media marketing of small scaled companies. Yet it is very important to

analyze and understand the selection of the medium/media and the usage of it. The aim of this paper

is to analyze the usage of social media in start-up environment and in small scaled companies and to

provide a guideline on the selection and usage of social media in order to increase the level of

outreach and engagement.

1.1 Purpose of the Study and Research Questions

The purpose of this study is to shed a light on the selection and the usage of social media platforms

in the limited environment of start-ups and small scaled companies. As mentioned above the role of

social media and its usage have not been investigated deeply to provide an insight on the subject.

Therefore the literature does not provide an answer to the questions on the importance and effect of

social media specifically in a start-up environment. This paper aims to provide a clear guideline on

the selection and the usage of social media by analyzing the social media activities of the start-up

Claimony and conducting interviews with practitioners of social media and observing the social

media activities of a successful international competitor of the case company via benchmarking. 

In order to realize the purpose of the paper the following questions are asked:

• How can social media be used to increase the outreach and level of engagement for start-up

companies and small scaled companies?

◦ How medium of communication (social medium/media) should be picked by the start-up

companies and small scaled companies?

◦ How should the usage of the selected social medium/media be in order to increase the

level of engagement and outreach?
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1.2 About Claimony

Claimony AB is used as the main subject of the case study in this paper, in order to gather a deep

understanding of the selection and usage of social media. The limited environment of start-ups is

being experienced by Claimony and within those conditions  the firm strives  to  leverage social

media as much as possible in various areas. Thus the business vicinity of the company fits in to the

context of the study appropriately.

Claimony AB was founded in 2014, in Stockholm by seven entrepreneurs. Claimony, an IT start-up

operating in gaming industry,  provides a platform for gamers in which virtual achievement (mostly

in-game) are rewarded by real time rewards. The company operates as an intermediary between the

end users (gamers) and the publishers, advertisers and game developers and by trying to subsidize

the user side,  it  aims to attract the other side of the market for monetization.  In this  sense the

company acts both as a business-to-consumer and business-to-business. Because of working with

different stakeholders, the company was found to be a good sample to investigate the usage of

social media in distinctive audiences. 

Increasing the user base is one of the priorities of the company. As with two sided network effects

the value of network for one side is dependent on the number of users on the other side of the

platform (Eisenmann, Parker, Van Alstyne, 2006). Therefore user acquisition is a vital part of their

business. In order to serve this purpose Claimony uses social media channels as much as possible to

reach out to potential users, interact with gamers and increase the publicity of the firm on gaming

related communities. 

Currently the company has nine employees two of which is actively using social media. In this

study the social media practitioners of the company were interviewed and the social media activities

of  the company was monitored,  observed and analyzed in  order  to  provide a  guideline on the

selection and usage of social media.
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2. Theory

The relevant literature is presented in this chapter. Theory section starts with the introduction of

start-ups and small scaled companies and the concept of social media. Subsequently the usage of

social media in business environment is explained. Lastly the selection and the usage of the social-

media is touched upon.

2.1 Start-ups and Small Scaled Companies

Start-ups are defined as small scaled, relatively young companies employing less than 50 employees

(EUR-Lex, 2015; Weber and Zulehner, 2010; Smith, 1998). Weber and Zulehner define start-ups as

“small,  dynamic  and  risky  enterprises  that  are  sensitive  to  business  decisions.”  (2010;  358).

Furthermore according to Bresciani and Eppler they lack established reputation and identity, have

limited resources, time and know-how. Therefore customer acquisition, retention, gaining publicity

and building reputation are crucial for start-ups and small developing companies (Bresciani and

Eppler, 2010). 

The emergence of the new technologies especially Web 2.0 enabled new ways of communication

and introduced social media (Weinberg and Pehlivan, 2011).  The importance of social media for

start-ups and small scaled companies lies behind the potential power it provides in order to reach

out to the target audience and increase the level of acquisition, engagement and publicity in a fast

and convenient way. 

2.2 Social Media

“Social media employ mobile and web-based technologies to create highly interactive platforms via

which individuals and communities share, co-create, discuss, and modify user-generated content.”

(Kietzman et al, 2011; 241). Huge exposure of social media proves that people are shifting towards

a new communication landscape. (Kietzman et al, 2011). Even thought the concept of social media

is revolutionary and groundbreaking, there is a confusion among researchers and managers about

what exactly the term “social media” includes and how is it different from other similar concepts:

Web 2.0 and User Generated Content. (Kaplan and Haenlein, 2009). Because the terms Web 2.0,

Social  Media  and  Creative  Consumers  are  closely  related,  they  are  used  alternatively  and
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interchangeably.  Yet  they  are  indeed  independent  concepts.  Nuances  between  these  discrete

concepts  should be understood clearly by marketing managers  in  order  to  serve better  to  their

audience. (Berthon, Pitt, Plangger and Shapiro, 2012). In order to interpret the social media it is

important to clearly understand the concepts of Web 2.0 and creative consumers and user generated

content.

2.2.1 Web 2.0

Web 2.0 was firstly described in 2004 to explain the new way of utilization of World Wide Web by

both  software  developers,  programmers  and  end-users.  It  is  “a  platform whereby  content  and

applications  are  no  longer  created  and  published  by  individuals,  but  instead  are  continuously

modified by all users in a participatory and collaborative fashion” (Kaplan and Haenlein, 2010; 61).

Web 2.0 technologies changed the position of the activity from desktop to the Web, power from

firm to the consumer and value production from firm to the consumer. Even though the concept is

technological its effects are seen more in sociological perspective and are revolutionary in business

(Berthon et al, 2012). Main consequences of this new technology for marketers are: “it has given

rise to … social media and … it has allowed the phenomenon … creative consumers to flourish”

(Berthon et al, 2012, 263).  As mentioned by Kaplan and Haenlein(2010) Web 2.0 is interpreted as

the platform that enabled the evolution of social media in this study.

2.2.2 User Generated Content and Creative Consumers

“Creative consumers are the new locus of value in Web 2.0” (Berthon et al, 2012; 263). Within the

technical environment Web 2.0 provides, rather than firms, creative consumers produce the most of

the content in social media and their networks of friends and associates constitute the “social” part

of  the  phenomenon  (Berthon  et  at,  2012).  On  the  other  hand  User  Generated  Content  can  be

described as “the various forms of media content that are publicly available and created by end-

users.”(Kaplan  and  Haenlein,  2010;  61).  However  according  to  Organization  for  Economic

Cooperation and Development and as cited in Kaplan and Haenlein (2010) UGC needs to fulfill

some criteria to be considered as such. These are (1) it needs to be published on a publicly available

website or a social network accessible by certain group of people (2) it needs to include certain

amount of creativity in its content (3) it must be unprofessional meaning it needs to be outside the
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professional  practices.  Even  though  the  UGC was  available  before  Web 2.0,  the  technological

drivers came along with Web 2.0 increased the availability, usage and created a hype around the

users of this new media type (Kaplan and Haenlein, 2010). Furthermore creative consumers, the

producers of UGC, are defined as “the dynamos of this new media world”(Berthon et at,  2012;

p263). 

2.2.3 Definition of Social Media

There are many definitions of social media in the literature written by various researchers. Safko

and  Brake  (2009,  p.6)  define  social  media  as  “activities,  practices,  and  behaviors  among

communities of people who gather online to  share information,  knowledge,  and opinions  using

conversational media”. However based on the notions mentioned above its is important to define

the concept of social  media together with the theories it  derives from and it  provides basis to.

Therefor the definition of social  media by Kaplan and Haenlein(2010) is  found to be the most

suitable definition for this paper. Thus the social media “...is a group of Internet-based applications

that build on the ideological and technological foundations of Web 2.0, and that allow the creation

and exchange of User Generated Content.” (Kaplan and Haenlein, 2010; 61). 

2.3 Social Media a New Way of Communication and Reach-out 

Power of social media is that it provides an environment where people and companies are all and

constantly connected (Hanna, Rohm and Crittenden, 2011). Social media has been revolutionizing

the  way people  interact  and communicate  both  with  each other  and with  businesses.  Thus the

concept of media has also been revolutionized as a consequence of the evolution of social media.

“Traditional media such as televisions, radio, magazines and newspapers are a one-way static way

of broadcast technologies” (Zarella, 2009). If you disagreed with the published or broadcast content

on traditional  media channels,  there is  not  any way to send an immediate  feedback – if  not  a

feedback at all. However with the evolution of Web 2.0 and social media technologies the broadcast

media monologues – one to many way of communication - have transformed into many to many

social media dialogues (Berthon et al., 2012). Now in contrast with conventional media it is easy

and convenient for an individual to participate in the creation of content – if not create the whole

content, and the most important of all, to distribute the content (Zarella, 2009). 
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Furthermore  online  social  networking  offers  many  benefits  for  consumer  such  as  efficiency,

participative  information,  competitive  pricing,  cost  reduction,  wider  selection  of  products  and

product  diversity.  Consumers  are  taking  a  more  proactive  role  in  this  new  communication

environment. (Bayo-Moriones, Lera-Lopez, 2007). “Consumers increasingly use digital media not

to just research products and services, but to engage the companies they buy from, as well as other

consumers who may have valuable insights” (Garretson, 2008; p. 12). In addition consumers now

seek other individuals and like-minded people's opinions on a specific product online more than

ever (Garretson, 2008). This increase on the importance of  the role of consumers and their demands

enabled the shift in value production and power from the firms to the consumers and communities.

(Berthon et al., 2012). As a result of the shift in information control recipient and passive consumers

of old media ecosystem has turned into an active co-creators (Berthon et al,  2012). These new

generation of consumers are highly engaged in conversations and providing feedback to companies

as  well  as  creating  sharing  content  among themselves(Pentina  et  al,  2012).  They also  actively

participate in every stage in activity chain from product design to promotional messages in social

media  ecosystem  (Hanna  et  al.,  2011).  These  new  generation  active  participants  defined  as

“prosumers” or “co-creators” (Tapscott and Williams, 2006) are rapidly increasing their power in

business world. (Nakara et al, 2012).

2.3.1 Social Media and Business

Changes  in  media  landscape,  communication  and  consumer  behaviors  also  affect  the

communication in companies and alter the way firms communicate with their audience. Corporate

communication has been democratized with the rise of social media. Given that the power has been

taken from the marketing and PR teams by the people and communities which create, share and

consume content on blogs, Facebook posts, tweets, pictures and so on, now the communication

about companies, brands or products happen with or without the firms' participation. (Kietzmann et

al., 2011). 

Social  media are  growing rapidly and this  has  a  significant  impact  on business  and marketing

practices. (Nakara, Benmoussa and Jaouen, 2012). Firms are able to maintain and manage customer

relationships online now (Payne and Frow, 2005), and this puts an extra pressure on them to find

ways to utilize and improve these new consumer relationships (Nakara et al., 2012).  
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Rapid growth of social media, innovation in technologies and changing consumer behaviors altered

the marketing activities significantly and enabled the new ways of promotion and engagement.

Social media marketing and digital marketing has been growing in parallel to the social media itself.

This shift in marketing practices forces marketers to find new ways of engagement with consumers

in the rapidly changing ecosystem of digital world. (Kaplan and Haenlein 2010; Kietzmann et al,

2011; Weinberg and Pehlivan 2011; Berthon et al. 2012).

Although the growth of the phenomenon of social media and the consequences of it oblige firms to

find new ways to interact and engage with their customers, this necessity is far from being the only

or main reason for firms to change their marketing practices and strategies. The benefits that come

with social media ecosystem are remarkable for firms regardless of their size. Social media are

increasingly  used  in  business  area  because  of  its  time,  cost,  resource,  audience  and  relation

advantages.  (Kirtis  and  Karahan,  2011).  Furthermore  because  of  their  vast  users  and  rapidly

growing marketing opportunities, social media channels are becoming more and more important for

companies' business strategies – mainly in marketing. Social media have significant capacity for

promotion,  public  relations,  market  research  and  targeting  and  reaching-out  which  can  not  be

neglected by businesses. (Pentina et al, 2012). 

2.3.2 Social Media Marketing and Outreach

Rapid growth of the online social networks and internet based applications that facilitate social

behavior,  significantly altered the nature of  human activities,  especially interactions,  and social

relationships. Real world communication and relationships moved to virtual worlds and triggered

the formation of online communities that include people from all over the globe. The migration to

digital has transformed not only the sharing of knowledge but also the  promotion of dialogues for

marketing. (Tiago and Verissimo, 2014; Budden, Anthony, Budden & Jones, 2011).

Consequences of the major paradigm shift in business-to-customer relationships together with the

changing customer  behaviors,  combined  with  opportunities  arises  with  social  media  led  to  the

development  of  Social  Media  Marketing  (Pentina  et  al  2012;  Nakara  et  al  2012).  Furthermore

internet  based  messaging  and  social  media  have  become  the  one  of  the  main  factors  “...in

influencing various  aspects  of  consumer  behavior  including awareness,  information  acquisition,
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opinions, attitudes, purchase behavior, and post-purchase communication and evolution” (Mangold

and Faulds, 2009; p. 358) in today's digital world.

Word-of-mouth,  a  traditional  tool  in  marketing  practices,  is  considerably  more  effective  and

efficient than any other marketing tools or other traditional advertisement and promotion weapons.

(Engel, Blackwell and Kagerreis, 1969). WOM strategies are particularly important in marketing as

it is a convenient way to overcome the consumer resistance with fast delivery and low cost. It is

also found that WOM referrals have a significant impact on user acquisition. (Trusov, Bucklin and

Pauwels,  2009).  Thus  the  strength  of  social  media  in  marketing  and  business-customer

communication  comes  from  being  a  very  suitable  platform  in  terms  of  manipulating  and

maintaining  the  electronic  word  of  mouth  (eWOM) communication.  Social  media  enabled  the

companies to talk with their customers actively online and enabled a way for them to create positive

word of mouth online.

eWOM  has  been  a  significant  topic  among  marketers  as  a  powerful  marketing  force.

(Balasubramanian and Mahajan,  2001;  Bickart  and Schindler,  2001;  Lee,  Kim and Kim, 2012;

Cheung and Thadani,  2012).  It  “refers to  any statement  based on positive,  neutral,  or negative

experiences  made by potential,  actual,  or former consumers about  a product,  service,  brand, or

company, which is made available to a multitude of people and institutions via the Internet (through

web sites, social networks, instant messages, news feeds. . .)”(Kietzman and Canhoto, 2013; 147-

148).  Furthermore eWOM is more effective, efficient and influential when compared to traditional

marketing  approaches  as  it  is  perceived  to  be  more  convenient  with  higher  credibility  among

consumers.  (Bickart  and  Schindler,  2001).  Since  “online  communities  can  provide  a  dynamic,

multimedia, and social interactive platform for eWOM” (Lee, Kim and Kim, 2012; p.1054), social

media provides a favorable environment to eWOM to spread. Moreover the coherence between the

fundamentals of eWOM and the structure of social media provide a suitable environment for social

media marketing.

 

“Social  Media  Marketing  involves  initiating  viral  consumer-to-consumer  communications  by

creating company/brand customer communities and managing fan pages,  promotions and public

relations within social networks.” (Pentina et al 2012; p. 293). The main idea of SMM is the usage

of social media, social media applications and digital tools to promote the product, service or a

brand  in  order  to  attract  stakeholders,  generate  traffic  to  a  website,  and  increase  the  level  of

communication.  (Trattner  and  Kappe,  2013;  Weinberg,  2009).  Furthermore  as  mentioned  by
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Mangold and Faulds (2009) the aim of SMM is to exploite financial and marketing capabilities via

sharing, communication and presence on social platforms. Communication is the key component in

this  very concept.  (Tiago  and Verissimo,  2014).  SMM can  be  a  bridge  between  a  firm and  a

customer (Silva, Mahfujar Rahman and El Saddik, 2008), and SMM would not only allow more

effective marketing but also a new relationships paradigm. (Tiago and Verissimo, 2014)   

On the  other  hand SMM is  considerably different  than  traditional  marketing  exercises  such as

marketing  through  TV,  radio,  newspapers  etc.  (Weinberg  and  Pehlivan,  2009).  The  tactics  and

objectives and metrics used in SMM differ  significantly from traditional media.  (Weinberg and

Pehlivan, 2011). 

Social media marketing is related to customers and the very characteristics of SMM is that it is

based  on  interactions.  (Lagrosen  and  Josefsson,  2011).   Thus  in  social  media  (marketing)

organizations “..emphasize engagement with consumers and consumer evangelism (e.g generating

positive word of mouth, engaging conversations about a brand)” (Weinberg and Pehlivan, 2011; p.

278). Therefore managers invest more and more in social media increasingly to foster relationships

and interact with customers. In order to realize this, companies build brand communities on social

networking sites where customers can meet and talk to brands and other customers as well as like

and  share  brands'  messages.  (McAlexander,  Schouten  and  Koenig,  2002;  Vries,  Gensler  and

Leeflang, 2012). According to Bagozzi and Dholakia (2006) consumers that interact with brands

online and become member of communities tend to be more loyal and committed to the brand.

Furthermore those consumers also generate more word-of-mouth and become more attached to the

brand than the ones that do not prefer online interaction (Dholakia and Durham 2010).

Social media marketing is a hot and interesting topic for start-ups and small and medium scaled

companies as it is considered as efficient and affordable marketing tools for companies with limited

resources. (Dutta, 2010; Nakara et al. 2012). SMM provide better communication platforms with

consumers to companies in order to build loyalty in a cost efficient way. (Jackson, 2011; Akhtar,

2011; Erdogmus and Cicek, 2012). Furthermore mentioned by Jackson (2011) “a study puts forward

that at least half of Twitter and Facebook users say they have become more likely to talk about,

recommend or purchase a company's product after they began engaged with the company on social

media” (as cited in Erdogmus & Cicek, 2012; p. 1355). 

10



2.4 Social Media and Start-ups/Small Scaled Companies

Small and medium scaled companies (including start-ups and small scaled companies) have unique

characteristics  that  separates  them  from  marketing  and  reaching-out  procedures  in  large

corporations  (Carson 1990;  Gilmore,  Carson and Grant,  2001).  “These characteristics  might  be

determined by the characteristics of the owner and they might also determined by the inherent size

and stage of the company” (Gilmore et al, 2001; p.6). According to Gilmore et al. (2001) some of

the limitations that arise from the inherent characteristics of the SMEs are: 

• limited resources in terms of time, marketing knowledge and finance

• lack of specialist

• limited impact in marketplace (limited publicity, outreach)

Because of the limited nature of the start-ups and small  scaled companies,  usage of variety of

networks  such  as  industry  networks,  business  networks,  marketing  networks  becomes  very

important in order to expand their outreach and gain publicity, especially personal contact networks

in SMEs case. As mentioned by Hill and McGrowan(1996) personal networks can be defined as

“the relationships or alliances which individuals develop, or indeed, may seek to develop between

themselves and others in their society” (as cited in Nakara et al, 2012; 389). “This type of network

is developed randomly and usually depends on spontaneous and fortuitous contacts.” (Nakara et al,

2012; 389). However this randomness and spontaneity can be modified significantly with the usage

of social media in today's world. Now social media allows entrepreneurs, managers, individuals to

enlarge their networks considerably, even to the individuals they have never met. 

“Companies with small budgets such as start-ups and small scaled companies have little to spend on

promotion. (Gilmore, 2011; p. 140). These type of companies need to find ways to promote their

businesses in a cost effective way therefore word of mouth and other efficient but low cost ways of

promotion are very significant  for them. (Gilmore,  2011).  “Cost can be reduced through social

media  as the distribution part necessary in mass media, is got rid of.” (Kirtis and Karahan, 2011; p.

260-261). Furthermore due to its cost effective nature social media has become the most preferred

marketing tool among companies under economic turbulence. Thus companies chose to integrate

social media into their marketing and promotion strategies as the best way to reach out to their

customers.  (Kirtis  and  Karahan,  2011).   Therefore  social  media  are  especially  beneficial  and
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advantageous for start-ups, small scaled companies and SMEs because of their necessity to lower

the marketing costs. 

Social media is highly preferred by SMEs because it does not require any specific skill to use. This

can also linked to the financial limitation of the start-up environment as the entry cost is low – if

none at all. (Nakara et al. 2012). 

On the other hand in todays digital vicinity “lack of an SME’s activity in the social media could be

misunderstood by consumers. Consumers who observe the SME’s passivity on its own blog/group

may interpret this position as a lack of involvement and attention toward them, what was initially

assumed to be an efficient tool for building a good image of the firm”(Nakara et al., 2012; p. 400).

Thus it is becoming an obligation for companies, regardless of their size, to be active on social

media. However at the start-up phase it is more required to be active online as this is – if not the

only – the most convenient and  cost efficient way to reach out. 

“Social  media  encompasses  a  wide  range  of  online,  word-of-mouth  forums  including  blogs,

company sponsored discussion boards and chat rooms, consumer-to-consumer e-mail,  consumer

product or service ratings websites and forums, Internet discussion boards and forums, moblogs

(sites containing digital audio, images, movies, or photographs), and social networking websites.

Social  media  outlets  are  numerous and varied.”  (Mangold and Faulds,  2009;  358).  In  order  to

leverage from social media and to benefit from it the selection of the social medium or /media

should be done carefully. 

2.4.1 Selecting the social media

Social media is a great potential source to generate sustainable, effective positive word-of-mouth.

Since the users of the social platforms are increasing steadily worldwide – Facebook alone has 1.44

billion active users of which 65% are daily users (Facebook, 2015). In order to leverage from this

rapidly growing  phenomenon,  selection  of  the  right  platform and practicing  the  right  usage  is

crucial. (Kumar and Mirchandani, 2012).

In today's digital environment, the growth of social media is very fast. New social platforms are

emerging constantly offering various distinct features to their users. However it is not feasible to be
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present  on  all  social  platforms,  “...  since  being active  is  the  one  key requirement  of  success”

(Kaplan and Haenlein, 2010; p.65). Especially for start-ups and small scaled companies which have

limited resources it is not viable to try to participate in all social media. “Given the abundance of

social media sites and to avoid complexity..”(Kaplan and Haenlein, 2012; p.30) it is vital to make

the  selection  of  social  media  to  participate  in  and communities  to  become involved,  carefully.

(Kaplan and Haenlein, 2010; Kietzmann et al., 2011; Weinberg and Pehlivan, 2011). 

Selection of social media has been being studied by different researchers who introduce different

ways to follow during the selection process. According to Kaplan and Haenlein (2010) “choosing

the right medium for any given purpose depends on the target group to be reached and the message

to be communicated.” (p. 65). Furthermore firms should be active in platforms where their potential

or existing customers are present. On the other hand if “..certain features are necessary to ensure

effective communication, and these features are only offered by one specific application” (Kaplan

and Haenlein, 2010; p.65) then it should be taken into consideration during the selection of social

media.  Furthermore  even  in  some cases  companies  might  need  to  build  their  own application

instead  of  picking one among the  existing  channels.  All  in  all  the  suitability for  participation,

sharing  and  collaboration  constitutes  the  fundamental  parameters  that  should  be  taken  into

consideration during the selection of social media by companies. (Kaplan and Haenlein, 2010).

On the other hand Kietzmann et al. (2011) introduces “The honeycomb of seven functional building

blocks of social media” in order to help practitioners of social media and executives to gain deeper

understanding  of  social  media  platforms  and  social  media  itself  in  order  to  develop  effective

strategies in terms of resource allocation and effective engagement. Blocks represent and explain

the  different  characteristics  of  social  media  and their  implication  on companies.  See  Figure 1.

Different social platforms concentrate on different functional blocks of the honeycomb. Some of

them focus more on identity, sharing, conversation and relationships and some are more focused on

reputation, groups and presence. However none tries to focus on all. Companies can by examining

these  blocks  thoroughly ease  their  selections  process  of  social  media  and leverage  the  distinct

feature each block represents. (Kietzmann et al., 2011). 
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Figure 1. The honeycomb of social media – Kietzmann et al. (2011; p. 243)

Moreover Safko discussed in his book “Social Media Bible” the importance of listening the target

audience  and their  conversations  together  with  the  study of  demographics  before  selecting  the

medium. He suggests trying to engage with the potential customers in a way and at the place they

would prefer  to be engaged. Furthermore Berthon et  al.  (2012) discussed the relation of social

media and the international marketing and introduced axioms to explain how social media should be

used to engage with customers  and reach out to Generation Y – the generation that has been

growing up with social media.

Even though the approaches and techniques introduced by researchers varies, the main idea stays

the same.  It  is  crucial  to  know and understand the features,  rules  and limitations of the social

platform while selecting the platform(s). As being active is the main target of being social it  is

important to know the capabilities of the platform and act accordingly. Furthermore it is also vital to

track the users, listen their conversations and be present wherever they have already chosen to be

present. In this sense some researchers (e.g Syed Ahmad and Murphy 2010) suggest being active on

big platforms on social media (e.g Facebook and MySpace) as those are the ones which – regardless

of the content – have already been accepted by the majority of social media users. According to

them the more user the platform has the more beneficial it is for firms to leverage from.
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As stated by Lauren Kozak (2009); “...social media is a tool set for you; it is not necessarily a

checklist or a list of sites you have to have a presence on. Look at your strengths and weaknesses,

look at the features sets of any different kind of social media tool, and see what makes sense for

you.” (as cited in Kaplan and Haenlein, 2012; p. 30).

2.4.2 Social Media Platforms

As mentioned by Kaplan and Haenlein (2010) “... there is no systematic way in which different

social media applications can be categorized.” (p.61). However as new social platforms appearing

in digital world constantly there is a need to classify the social media applications. 

This paper follows the categorization made by Kaplan and Haenlein (2010) which is based on the

theories  in  media  research  (social  presence  and  media  richness),  and  social  processes  (self

presentation and self-disclosure) which were mentioned as “two key elements of social media”. (p.

61).

Social  presence(Short,  Williams  and  Christie,  1976)  is  defined  as  “...  the  acoustic  visual, and

physical contact that can be achieved, and media differ in the degree of social presence they allow

to emerge between two communication partners.” (as cited in Kaplan and Haenlein, 2010; p.61). It

“...is  influenced by the intimacy (interpersonal vs.  mediated)  and immediacy (asynchronous vs.

synchronous)  of  the  medium,  and  can  be  expected  to  be  lower  for  mediated  (e.g.,  telephone

conversation) than interpersonal (e.g., face-to-face discussion) and for asynchronous (e.g., e-mail)

than synchronous (e.g., live chat) communications. The higher the social presence, the larger the

social influence that the communication partners have on each others behavior.” (p. 61).

Furthermore media richness theory(Daft and Lengel, 1986) is based on the idea that the aim of the

communication  is  to  resolve  the  ambiguity and to  reduce  the  uncertainty.  According  to  media

richness  theory,  media  differ  according  to  the  richness  they  have,  which  is  the  amount  of

information allowed to be transmitted in a certain period of time. Based on this assumptions some

channels(media) are  richer  than the others in terms of resolving the uncertainty and ambiguity.

(Kaplan and Haenlein, 2010).

15



On the other hand self presence constitutes the other axis of the classification scheme of social

media which is the any kind of communication in which people want to control the impressions that

others  have  of  them.  (Goffman,  1959).  The  desire  of  creating  cyber  profile  pages  on  digital

platforms can be an example to self presence. (Schau and Gilly, 2003). Self presentation is “...done

through self disclosure” (Kaplan and Haenlein, 2010; p.62) which is the exposition of the personal

information either intentionally or unintentionally. 

Based on the social presence and media richness, and self-presentation and self-disclosure theories a

classification of Social Media was made as follows by Kaplan and Haenlein(2010). See Figure 2.

Figure 2.  Kaplan and Haenlein (2010; p. 62).

Additionally another main group “...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.” (Kaplan and Haenlein, 2011; p. 106).

On the other hand other it worth mentioning the categorization made by Weinberg and Pehlivan

(2011) which in theory slightly differs from Kaplan and Haenlein's classification. They identified

two factors to explain the variation within social media. These are, the half-life of information and

the depth of information. “Half-life of the information is a function of both the medium and the

content, and refers to the longevity of the information in terms of availability/appearance on the

screen and interest in a topic.” (p. 279). Whereas “depth of information refers to the richness of the

content and the number and diversity of perspectives”. (p. 279). These two actors are important to

identify the  distinctions  between different  types  of  social  media  in  order  to  create  an efficient

marketing outreach strategy which matches with the companies' aim and resource. See Figure 3.
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Figure 3. Weinberg and Pehlivan (2011, p. 279).

In the following section, the main categories of social media are explained.

2.4.2.1 Blogs

Blogs are special type of websites that allow users in a very convenient way to write about their

individual thoughts, life, activities etc. and usually display the entries in reverse chronological order

with the help of date-stamps attached to each entry. (Kaplan and Haenlein, 2010; Safko, 2012).

Blogs are the tantamount representation of personal web pages in Social Media and the type of

blogs varies from personal diaries about the author's life to an information rich content of a specific

field to corporate news. (Kaplan and Haenlein, 2010; Zarella, 2009). Even though the text-based

blogs are by far the most common form of blogs other types that allow sharing graphic, image,

audio and video content are gaining popularity. (Kaplan and Haenlein 2010; Safko, 2012).

Blogs offer various ways of interaction with the reader such as comments, blogrolls, trackbacks,
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subscriptions  etc.  (Zarella,  2009) which makes them perfect tool  for customer engagement  and

marketing. “One of the most important features of a blog is the reader's ability to interact with the

author  through  comments.”  (Safko,  2012;  p.  148).  Another  important  feature  of  blogs  is  the

convenience in creating, distributing and maintaining the content. (Kietzman et al., 2011). Blogging

only costs time for the users.

In terms of conversation blogs are asynchronous tool for conversation however they enable lengthy

and rich conversations. With the help of the stamping feature the conversations on blog pages can

be traced back to the beginning. Furthermore blog posts allow producing rich detailed content.

(Kietzmann et al. 2011; Zarella 2009). Blogs can be an efficient and effective tool for marketers to

increase product knowledge, and build and maintain brand image. (Weinberg and Pehlivan, 2011).

As mentioned by Zarelle (2009) in his book “The Social Media Marketing Book” a well designed,

content rich, carefully targeted blog in collaboration with other big blogger in the industry can have

a significant impact on company's marketing efforts. There are many blogging software offering

convenient usage users including WordPress, Mashable, and Blogger. 

2.4.2.2 Social Networking Sites

Social  networking  sites  are  the  most  common type  of  social  media  which  are  especially  very

popular among the young internet users. These types of social media have already gained popularity

in business world and increasingly firms are using social networks to communicate and engage with

consumers  and  customers.  (Kaplan  and Haenlein,  2010;  Weinberg  and Pehlivan,  2011).  Social

networking sites  are  popular  among researchers  and many explanations  and definitions  can  be

found in literature.  

Kaplan and Haenlein defines social networking sites as “... applications that enable users to connect

by creating personal information profiles, inviting friends and colleagues to have access to those

profiles, and sending e-mails and instant messages between each other. These personal profiles can

include any type of information, including photos, video, audio files, and blogs.” (p.63). 

On the other hand Boyd and Allison (2007) defines social networks as “... 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
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list of connections and those made by others within the system. The nature and nomenclature of

these connections may vary from site to site” (p. 211). 

Furthermore Safko (2012) takes a more community wise approach and defines social networks as “a

social network, trusted network, virtual community, e-community, or online community is a group

of people who interact through online networks, blogs, comments, sharing, checking in, reviews,

and who use text, audio, photographs, and video for social, professional, and educational purposes.

The social network’s goal is to build trust in a given community.” (p.28). 

As mentioned in various definitions of social networks the power of these flag ships of the digital

social  world  comes  from  the  numerous  opportunities  they  provide  for  interaction  and

communication. Users of such networks can create profile pages, join communities, share content in

various forms(text, video, audio, image etc.), follow and talk directly to other users, stay connected

regardless of time and space and so on. (Kaplan and Haenlein, 2010; Boyd and Allison, 2008; Safko

2012). The most important of all is that these type of social platforms are by far the most popular

and  used  sites  and  they  have  become  a  significant  part  of  individual's  daily  life.(Kaplan  and

Haenlein, 2010; Boyd and Allison, 2008). Facebook, the biggest social networking site as of March

31, 2015 has 1.44 billion active users and 936 million of them use the platform actively on daily

basis(Facebook, 2015). Furthermore another social networking site which is popular in professional

social world LinkedIn has 364 million members over 200 countries(LinkedIn, 2015). As the social

networking sites become more popular, they attract more users to themselves and like a snowball

effect, growth of the platforms continues rapidly.  (Syed Ahmad and Murphy, 2010). Thus “The

social networking site phenomenon has completely and rapidly changed the way that people interact

— in regard to personal and professional relationships. And any time there is a tool that millions of

people  in  one  place  at  one  time,  all  with  common  interests,  are  clamoring  to  use,  …  a

businessperson, need to understand it and be a part of it.” (Safko, 2012; p. 27).

Social  networking  sites  are  especially  useful  and  advantageous  in  collecting  feedback  from

consumers  and  initiating  dynamic  two  way dialogues  with  them together  with  improving  and

engaging  in  relationships  with  customers  through  various  forms  of  interaction  SNSs  enable.

(Enders, Hungenberg, Denker and Mauch, 2008; Kaplan and Haenlein 2010). Furthermore SNSs

are great tools to generate positive WOM when compared to other – especially traditional marketing

tool. (Trusov et al., 2009).
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On the other hand SNS cost nothing but time and effort which make them efficient, low cost tools

for customer engagement. Since the budget allocation is critical for small scaled companies, this

kind of social networking channels are important for the survival of the small firms, within the

competitive markets. (Nakara et al. 2012). 

2.4.2.3 Microblogs

Internet-based applications – micro-blogs allow users to exchange small elements of content such as

short sentences, individual images or video links. (Kaplan and Haenlein, 2011; p. 106).  Micro-

blogs enable fast, brief conversations and engagement regardless of time and place with a focus  on

real time updates. (Weinberg an Pehlivan, 2011; Kietzmann et al., 2011). 

The main reason for the growing popularity of microblogging lies behind the distinct characteristics

of  the  platform which  are  based  on ambient  awareness,  special  type  of  communication  which

enables virtual exhibitionism and voyeurism. (Kaplan and Haenlein 2011).

Ambient awareness is based on a theory – whole is greater than the sum of its pieces. In micro-

blogging perspective this refers to the effect of collective micro-blog posts which potentially has a

significant impact on individual's behaviors and emotions. Several posts within a similar context

can easily unify users around a subject and generate a strong intimacy and sense of closeness among

them.  Because  of  the  ambient  awareness  micro-blogs  create  high  social  presence  between two

parties. (Kaplan and Haenlein 2011).

Furthermore micro-blogs enable special type of communication between parties which is based on

push-push and pull mechanism. One of the most distinct features of micro-blogs is that all messages

exchanged on micro-blog environment are public by default which means every user of the platform

can  read  and  comment  on  any  other  user's  posts.  This  is  fundamentally  different  than  SNS'

messages. Furthermore a user can follow another user without his or her permission. This feature

constitutes the fundamentals of push-push communication. As soon as a content is posted by a user,

and if  it  is  re-posted by the  follower,  the  original  message  can  cascade down from one user's

follower network to another which creates a huge potential outreach for a word-of-mouth spread.

This makes micro-blogs remarkable tools for marketing for companies to generate a positive word-

of-mouth. Furthermore once the message is sent out through push-push mechanism then the content
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creator can track the posted content and gather additional information around the original topic.

Given that, any message can be read by anyone on micro-blogs, this creates a perfect platform for

virtual  exhibitionism  and  voyeurism.  (Kaplan  and  Haenlein,  2011;  Jansen,  Zhang,  Sobel  and

Chowdury, 2009; Bulearca and Bulearca, 2010).

These characteristics together make micro-blog environment a remarkable platform for marketers to

conduct market researches, maintain marketing communications and improve customer services.

(Kaplan and Haenlein, 2011). Given that micro-blogs are more about conversation(Kietzmann et al.,

2011), they are efficient marketing tools in terms of increasing awareness. Furthermore micro-blogs

allow engagement with customers in  a most convenient way for companies by quickening and

easing the spread of content. (Weinberg and Pehlivan, 2011).

2.4.2.4 Content Communities

“The main objectives of the content communities is the sharing of media content between users.”

(Kaplan and Haenlein,  2010;  p.  63).  Content  communities  allow various  forms of  media to  be

shared among users such as text, videos, photos, presentations etc. Content communities provide a

rich  medium,  as  they  allow  sharing  the  content  in  many  different  forms  however  the  self

presentation side of this type of social platforms are low compared to micro-blogs and especially

SNSs.  Users  of  content  communities  are  usually  asked  to  create  profile  pages  with  basic

information. (Kaplan and Haenlein, 2010). 

The  main  idea  of  content  communities  is  the  spread  of  content.  This  feature  makes  them an

attractive  contact  channel  for  companies.  Many  firms  today  choose  to  be  present  on  content

communities to introduce themselves, their products or services to the customers by posting tutorial

videos, sound clips, manuals, test videos, photo shootouts etc. which in return have high potential to

create a buzz around the company itself. 

YouTube – the most common video streaming platform has over 1 billion users and 300 hours of

video uploaded to this giant platform every minute. This makes the channel very beneficial for not

only big companies but also for small firms. More than a million advertisers are using Google ad

platforms  to  advertise  on  YouTube  and  most  of  them  are  small  businesses.(YouTube,  2015)

Furthermore many firms such as Google, Cisco, Procter & Gamble have already used YouTube
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videos in their marketing campaigns successfully. (Kaplan and Haenlein, 2010).

2.4.3 Usage of Social Media

After the selection of social media firms need to find the ways to benefit from those platforms in

order  to  leverage social  media.  Efficient  usage of social  media is  vital  in  order to exploit  the

advantages of social media. If maintained successfully business activities such as sales, customer

relationships, customer support, branding, product development, marketing and innovation can be

supported by social media significantly. (He, Wang, Zha, 2014; Culnan, McHugh, Zubillaga, 2010;

Di Gangi, Wasko, Hooker, 2010; Kaplan and Haenlein 2012). 

In the literature many researchers introduce best practices for social media to companies which can

potentially lead them to a successful management of social media. However it is important to note

that the usage of social media depends on different variables. Some of them are, the size of the

company,  the  amount  of  resources  needed  on social  media  usage,  implications  come with  the

selected social media and so on. 

According  to  Kaplan  and  Haenlein  (2010)  being  active  is  the  key to  success  in  social  media

regardless of the social  platform. A fresh content must be shared and the conversations should

always be active. It is important to understand that the information flow on digital world does not

stop. (Kaplan and Haenlein 2010, 2011). It should also be noted that being active does not mean

promoting or defending the firm against negative feedback. It must be beyond that. As mentioned

by Toffler (1980), participants of social media have a desire to become the producers and consumers

of information so called “prosumers” (as cited in Kaplan and Haenlein, 2010). This demand from

the audience should always be kept in mind while working on social media. Therefore a welcoming

approach should be taken towards the followers on social platforms. It is important to remember

that a positive influence can grow among the fans on social channels and the returns for such impact

can be highly beneficial.

Another significant factor on the successful usage of social media, is to ensure all the social media

activities  are  aligned  with  each  other.  Information  shared  on  the  different  platforms  must  not

contradict  with each other.  (Kaplan and Haenlein,  2010, Kietzmann et  al.,  2011, Berthon et  al,

2010).  
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Furthermore the content shared on firm's social media pages should be interesting. Companies must

provide a  reason for customers to  talk back to them. In order  to  do so it  is  important  to  first

understand the platform and not act arrogant and to learn the fundamentals of the social medium. It

is also crucial to listen and know the audience. Before acting firms need to to grasp the usage of the

platforms by users and their conversations. It is important to figure out what the audience would

like to hear and talk about, and what they would find interesting. Only after a content should be

produced. (Kaplan and Haenlein, 2010). Users of social media would like to see someone to engage

with as a friend and if the attitude on social media is very professional and structured there is a

chance that the engagement might not be strong (Kaplan and Haenlein, 2010, 2011).  Furthermore

some consumers are more keen to interact with small firms in social media as they see them more

human as friends (Vorvorenau, 2009). Therefor a personality need to be shown on social platforms.

Using the proper language with a right tone and acting human are important factors in social media

usage. (Berthon et al., 2010) . Keeping a friendly tone and being unprofessional in social media are

required in social media usage. (Kietzmann et al. 2011, Kaplan and Haenlein 2010, He et al., 2014).

On the other hand  given that the communication has been revolutionized by social media  and the

power has shifted to customers and consumers from firms (Kaplan and Haenlein, 2010; Kietzmann

et al.,  2011; Weinberg and Pehlivan, 2011, Zarella 2009, Safko 2010, Berthon et al 2010), it  is

important  for  firms  to  listen  first  and then  act  according  to  the  customer's  demands  on  social

platforms. (Berhon et al., 2010; Kaplan and Haenlein, 2010). According to Berthon et al. (2010) it is

important to understand in social media environment. Information flow happens so fast that neither

local  events  remain local  nor  global  events  do not  create  local  consequences  in  today's  digital

world. Thus it is critical to understand the role of technology, creative customers inside the social

media sphere while practicing it. While choosing the representatives on social media, companies

could evaluate past experience, communication skills and technical abilities of the employees.

Furthermore Kietzmann et al. (2011) underlines the importance of understanding the social media

landscape and the implications of the selected social media platform on the company. It is essential

to have a clear guideline and an understanding of how often a firm should be active on social media.

The amount of the activity should neither be too much to be perceived as spamming nor too less to

be interpreted as an inactive account.  

One of the most important factors is to keep an eye on constantly changing, dynamic environment
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of social media and tracking the flow of information. It is crucial to spot and adopt newly emerging

platforms and trends. (Kietzmann et al., 2011). According to Parrot, Roomi and Holliman (2010)

big  companies  have  more  structured  marketing  plans  which  makes  them  better  at  marketing

planning than small firms. Thus big firms are more able to react to new marketing opportunities. On

the  other  hand  small  companies  because  of  lack  of  bureaucracy,  flat  structure,  openness  to

innovation  and  being  an  entrepreneur  driven,  are  more  flexible  to  decision  making  and  more

informal. (He et al. 2014, Durst and Edvardsson 2012). This characteristics can be an advantage in

adapting new social media applications in small firms.

Many of the existing literature explains the usage of media in a more straight forward way by

suggesting general approaches. However it is important to note that “small businesses have limited

resources and a small number of employees, their usage of social media could differ considerably

from that by large enterprises. To compete against large enterprises in the same business sector,

small businesses may need to take new or different tactics and strategies to achieve business success

with social media.” (He et al., 2014). 
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3. Methodology

In the following chapter the method of research and the data collection techniques are explained.

The case study forms the basic foundation for this paper. Thus section starts with the explanation of

the case study research methodology and further argues the suitability of the case study for this

paper among others. Subsequently the qualitative interviews are explained by touching upon the

sample  selection  methods.  Lastly  the  description  and  the  execution  of  the  benchmarking  are

provided at the end of the chapter.    

3.1 Case Study

“A case study is an empirical inquiry that investigates a contemporary phenomenon within its real-

life  context,  especially  when  the  boundaries  between  phenomenon  and context  are  not  clearly

evident.” (Yin, 2009: 13). Case study is a preferred and appropriate strategy when “how” and “why”

questions  are  being  posed.  It  is  used  in  many  situations  to  contribute  to  our  knowledge  of

individual, group, organizational, social, political, and related phenomena. (Yin, 2009; Eisenhardt

and Graebner, 2007). Case studies have been used as a common strategy in various fields such as

psychology, sociology, social work, business and so on. The main need for case studies arises from

the desire to understand a complex social  phenomena. (Yin 2009). Furthermore case study is  a

preferred methodology for a research in nascent fields (Eisenhardt, 1989).  

Since the phenomenon of social media is growing and transforming continuously, the context is a

subject to change. On the other hand, the phenomenon of social media is becoming a more popular

topic in businesses especially in the initial phase of the companies' business life, in order to reach

out to the target audience and get publicity.  Therefore the project is based on searching for the

answers of the questions “how” and “why” in order to gain a deeper understanding of this growing

phenomenon within the start-up and small scaled companies business environment. Thus case study

methodology is found to be the most suitable research method for this project. Case studies enable

the causal explanations in emergent fields and/or within fields where the existing literature is not

adequate enough to answer the selected research question (Yin, 2003; Eisenhardt and Graebner,

2007; Birkinshaw, Brannen and Tung 2011). Limited number of studies and papers examines the

social media usage in scaled companies and start-ups, hence case study fits appropriately in the

research of the selected topic. 
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Stark defines case study  as: “case study is defined by an interest in individual cases” (as cited in

Johansson, 2003). Furthermore according to Robson (2002) case study is the selection of a single

case (or small number of related) and analysis of it in its own context by collection of information

via various data collection techniques. In this project the main interest is analysis of the effects of

social media phenomena on growing businesses – start-ups and small scaled companies. The aim is,

by focusing on Claimony's social media efforts and observing a competitor's social media activities,

putting out the key points of social media usage on the selected medium/media of communication in

order to increase the level of outreach and engagement with the target audience. Obtained results

could also be be implemented by other similarly scaled companies. 

As mentioned by Eisenhardt and Graebner (2007) developing theory from case study is a typical

research  strategy  which  involves  using  one  or  several  cases  in  order  to  “create  theoretical

constructs, propositions and/or mid-range theory from case-based, empirical evidence (Eisenhardt,

1989; 25). Furthermore “case studies  are rich, empirical descriptions of particular instances of a

phenomenon that  are  typically based  on a  variety of  data  sources”  (Yin,  1994;  Eisenhardt  and

Graebner,  2007;  p.  25).  Following  this  literature  the  social  media  accounts  of  Claimony  are

observed during the study and the CEO and the social media responsible were interviewed to gain a

deeper understanding about the social media usage of the company. Furthermore social media usage

of  the  competitors  of  Claimony  in  an  international  market  were  monitored  and  analyzed  in

benchmarking.  As suggested  by Robson (2002) and Saunders,  Lewis  and Thornhill(2008)  it  is

important to use multiple sources of evidence in case study research in order to increase the validity

and the credibility of the study. Thus social media and marketing employees of other  start-up and

small scaled companies were interviewed in order to obtain a broader perspective on the usage and

selection  of  social  media  in  the  selected  work  environment.  Following  the  Eisenhard  (1989),

Eisenhardt and Graebner (2007) and Yin(2003, 2009), case study research supported with multiple

data  collection  methods  –  qualitative  interviews  and  benchmarking  –  and  the  literature  study

provided in the theory part of the report. Based on the findings, suggestions on the selection and

usage of social media are presented as a guideline to be followed by start-ups and small scaled

companies in order to increase the outreach and level of engagement.
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3.2 Data Collection Methods

Case studies can include either single case or multiple cases and different data collection methods.

Both qualitative and quantitative approaches can be combined to illuminate a case from different

perspectives (Eisenhardt, 1989; Johansson 2003; Yin 2009). “Moreover the combination of data

types can be highly synergistic”. (Eisenhardt, 1989: 538). Within this project qualitative research

methodology  -  qualitative  interviews  and  benchmarking  were  selected  as  data  collection

methodologies. Detailed explanation and application of the afore-mentioned methods are found in

the following sections.

3.2.1 Qualitative Research

Qualitative research is the most appropriate method if a subject of a study is real-world setting that

aims to discover how people/organizations thrive in that setting. Furthermore qualitative research

strives to collect, integrate, and present the data from a various sources of evidence as part of any

given study. (Yin, 2011) “The variety will likely follow from the researcher's having to study a real-

world  setting  and  its  participants.  The  complexity  of  the  field  setting  and  the  diversity  of  its

participants are likely to warrant the use of interviews and observations and even the inspection of

documents and artifacts. The study’s conclusions are likely to be based on triangulating the data

from the different sources.”(Yin 2011; 9). Lately qualitative research became commonly used form

of  research  in  various  academic  and  professional  fields  e.g  sociology,  political  science,

management. (Yin 2011).

Within this report the aim is to understand the efficient usage of social media in start-ups or small

scaled companies  during the initial  phase of  their  business  life.  The term efficient  here  means

increasing the outreach, gaining publicity and increasing the level of engagement. Therefor an in-

depth understanding of the context and cause and affect analysis is crucial for the study. Moreover

the study must include a real-world and real-time data in order to prove its validity. Because of

these requirements the qualitative research methodologies were selected to collect data.

3.2.2 Qualitative Interviews

“Data serve as the bases or raw materials for analysis”(Krishnaswamy and Satyaprasad, 2010; 85)

and “data serve as the foundation for a research study” (Yin, 2011; 129). Which is why data must be
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collected in order to do an empirical study (Yin, 2011). There are many ways in qualitative research

to collect the relevant data. Yin, introduces four field based activities for collecting the relevant data

in qualitative research: interviewing, observing, collecting and examining(materials), and feeling.

Furthermore in qualitative research the researcher is the main research instrument. Even though the

original events which are being measured might be external, what is being reported and how it is

being reported are filtered through researcher's own thinking and the meaning is imputed by the

researcher.(Yin, 2011). Therefore the selected method must match with not only the selected field of

study and the context  but  also the researcher's  skills  and abilities  in  order  to  find,  collect  and

analyze the relevant data successfully. Thus, in this project the interviewing method were found to

be the most appropriate method of data collection as it matches with the skills and abilities of the

researcher. 

Researchers  classify the  types  of  interviews  in  different  ways.  Krishnaswamy and Satyaprasad

define five type of interviews in their book “Business Research Methods” which are; structured or

directive  interviews,  unstructured  or  non-directive  interviews,  focused  interviews,  clinical

interviews and depth interviews. However as Yin mentioned in his book “Qualitative Research from

Start to Finish”, “interviews may take many forms … all of the forms to fall into either of two

types: structured interviews and qualitative interviews”. In this paper Yin's way of classification is

followed. 

Qualitative  interview  is  “a  form of  interviewing  whereby  the  researcher's  goal  is  to  reveal  a

participant's meanings and interpretations from the participant's point of view. Such interviewing

therefore more likely assumes a conversational rather than a tightly scripted format, in which the

researcher  must  avoid  asking  leading  questions”  (Yin,  2011;  312).  This  form of  interviewing

enables two-way interaction between the researcher and the participant and intense listening and a

systematic effort on hearing and understanding participants are needed (Rubin&Rubin, 1995).  The

main aim in this methodology is to understand participants “on their own terms and how they make

meaning of their on lives, experiences, and cognitive processes” (Brenner, 2006; 357). In order to

discuss the selected topic in detail and gather as much as information as possible it is important to

use open-ended questions rather than close-ended questions in qualitative interviews. Furthermore

qualitative interviewing “involves not only conversation, but also learning from the respondent's

gestures,  facial  expressions and pauses,  and his  environment” (Krishnaswamy and Satyaprasad,

2010; 99).
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“Interviewing  is  one  of  the  most  prominent  methods  of  data  collection”  (Krishnaswamy  and

Satyaprasad, 2010; 99) and it is “one of the most important sources of case study information” (Yin

2009,  106).  Furthermore qualitative interviews are the mostly used way of  interviewing within

qualitative research. (Yin, 2011). Qualitative interviews enable the interviewer, researcher to gain an

in  depth  understanding  on  the  research  area  by  obtaining  information  from  the  first  hand

practitioners  in  the  selected  field  of  research.  Because  all  suitability  of  the  afore-mentioned

characteristics within this study, the qualitative interviews were used as the main data collection

methodology. 

3.2.2.1 Interview Sample

This  study  includes  primary  data  obtained  through  qualitative  interviews  conducted  with  five

employees from three different companies.  The interviewees were “purposely selected” (Evans,

Rooney, 2014) “in order to ensure that they had relevant scope of experience to enable them to

answer the questions and topics being researched” (Royle and Laing, 2014; p. 68). Participants were

also judged to have a sufficient background, working experience and knowledge on the topic and it

was ensured that the participants were able to provide rich data for the research. 

All the participants except one are actively using the social media accounts of their companies and

have developed a significant understanding of the concept in business by practicing it in first hand.

On the other hand one interviewee had worked with the social media accounts of a company for six

months actively until the beginning of June 2015 when she finished her internship. Table 1. shows

the presentation of the participants.

Due to the limited conditions of the study, convenience sampling was also followed during the

selection of the participants. This criterion described as selection of the cases that are the easiest to

approach under the given conditions (Flick, 2009). This criterion may sometimes be the only way to

do the  research  because  of  the  limited  resources  (Flick,  2009).  In  this  study as  the  researcher

worked alone with the limited time, participants who are already ready to help with a suitable

background and experience on the topic were selected and researched. 
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Interview Sample

Name Company Info Position Social Media Time of Usage

Björn Claimony CEO Twitter, Facebook 1 year

Olle Claimony
Social Media and
Marketing Intern

Twitter, Facebook 8 months

Katerina
Start-up

Company A
Social Media Intern

Twitter, Linked-
In, YouTube,

Facebook
6 months

Aryan 
Small Scaled
Company B

Marketing and Sales,
Lecturer

Twitter, Facebook,
Instagram

5 years

Lucy
Small Scaled
Company C

Community Manager
Twitter, Facebook,

Reddit, forums
8 months

Table I. The interview sample.

Three interviews were conducted face to face and two were conducted through Skype because of

the researcher being abroad at the scheduled interview time. All the interviews were recorded with

the permission of the interviewees and notes were taken during the interviews to indicate the major

points emphasized by the participants. As mentioned by Rubin and Rubin (1995) guided questions

were used in order to help the researcher to control the structure and the flow of the interview,

however spontaneous questions were asked based on the situation and the flow of the conversation. 

As  suggested  by  Yin  (2009)  guided,  open-ended  questions  were  used  in  order  to  allow  the

participant speak about the topic in detail, in his own words. The interviews took 59 minutes on

average with the longest one lasting 75 minutes and the shortest one lasting 48 minutes. When all

the interviews were conducted, the records of the interviews were transcribed for further thematic

analysis.

3.2.3 Benchmarking

“Benchmarking has been a popular topic for the last two decades and its significance as a practical

method in developing critical areas of business is indisputable” (Anand and Kodali, 2008; 258). It is

a commonly used management tool which has gotten acceptance as a suitable way for identifying

and  improving  important  marketing  capabilities  (Vorhies  and  Morgan,  2005).  However  the

definitions of the benchmarking vary among researchers (Annand and Kodali, 2008). According to

Nandi and Banwet(2000) there are many definitions of benchmarking available in the literature. On
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the other hand Spendolini(1992) suggests 49 definitions of benchmarking. Even though there are

many  definitions  are  available  in  the  literature  this  study  takes  two  similar  definitions  of

Benchmarking as a reference. (1)  “benchmarking is the continuous process of measuring products,

services, and practices against the company's toughest competitors or those companies renowned

as industry  leaders.”   (Camp,  1992;  3),  (2)  “Benchmarking has  been variously  defined  as  the

process  of  identifying,  understanding,  and  adapting  outstanding  practices  from  organizations

anywhere in the world to help your organization improve its performance. It is an activity that looks

outward to find best practice and high performance and then measures actual business operations

against those goals.” (Kumar, Antony and Dhakar, 2006; 294).

There  are  also  plenty  of  benchmarking  types  available  in  the  literature,  which  is  a  subject  to

confusion for a researcher (Annand and Kodali, 2008). However Annand and Kodali states that “...

based on our domain knowledge and experience..... benchmarking should be classified as internal

and external benchmarking” (Annand and Kodali, 2008; 266). According to this classification the

internal benchmarking refers to measuring against a partner from inside the company, this may be

another branch within the organization. Whereas external benchmarking refers to measuring against

a partner from outside the company this may be an external organization(a direct competitor or a

company from another industry) (Annand and Kodali, 2008). 

Lastly regardless of variety of definitions and types of benchmarking the main aim in this approach

is to gain a competitive advantage by learning from the best practices (Camp, 1992). By following

the “external benchmarking” suggested by Annand and Kodali(2008), benchmarking in this study is

based on monitoring  and analyzing the  social  media  usage of  the  successful  companies  in  the

gaming industry in order  to compare and analyze the social  media usage of the case company

Claimony. Findings of the benchmarking together with the qualitative interviews then will be used

as a guideline to create a successful social media guideline in order to increase the outreach for

start-ups and small scaled companies.

3.2.3.1 External Benchmarking

Various definitions of the processes of benchmarking are found in literature. Many researchers have

introduced their own models on conducting the benchmarking. Some of the famous ones can be

listed as:  Filer  et  at.'s  seven-steps process model,  Spendolini's (1992)  five-step process model,
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IBM's fourteen step process model and so on. However the most widely used model among the

practitioners is the Xerox's four phase – ten step model introduced by Camp (1989) (Annand and

Kodali, 2008).  As mentioned by Zairi and Leonard (1994) most methodological approaches are

based on the Xerox approach, which is considered to be an effective and generic way of conducting

benchmarking  projects  (as  cited  in  Annand and  Kodali,  2008;  p.269).  Thus  this  study follows

Camp's  Xerox approach.  The benchmarking phases  followed in  this  paper  is  divided into  four

phases: planning, analysis, integration and action. However as the main focus in this project is to

introduce a guideline on social media usage for start-ups, the last two phases of the benchmarking

process – integration and action – which are more concentrated on the realization of the study

within  the  company  were  found  to  be  out  of  scope.  Therefore  the  last  two  phase  were  not

implemented during the research except the “developing action plan” step of the last phase. On the

other hand the guideline presented at the end of the report, if followed, can serve as a guideline on

the following phases which are more focused on the implementation of the results on the company

and monitoring the results over time.

3.2.3.1.1 Planning

Planning phase is divided into three steps: (1)identifying the benchmarking subject, (2)identifying

comparative companies and determining the data collection method and collecting the data. (Camp,

1992). 

In this paper the benchmarking subject is the social media usage – the platforms being used by the

companies, the form of presence on the platforms, usage on the selected platforms and the number

of fans/followers on the selected platforms together with the level of engagement are the subjects of

benchmarking.  Furthermore  the companies  which  are operating in  the same industry – gaming

industry – on an international scale, with Claimony were selected as comparative companies. Being

in the same industry in this study indicates that the selected companies should be operating on the

same  market,  targeting  the  same  audience  and  offering  similar  services.  The  selection  of  the

comparative companies was made in cooperation with the case company. As described by the CEO

of Claimony the successful “competitor companies” in the international market  were selected as

comparative  companies.  Table  2.  shows the  social  media  presence  of  the  selected  comparative

companies.

Kiip: A mobile advertising network that enables brands and companies to prompt consumers for
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commercial  offers  on  virtual  achievements.  Kiip’s  rewards  platforms  is  designed  for  in-game

engagement,  and allows  brands  and companies  to  reward  a  mobile  gamer  at  the  "achievement

moment.1 

Faceit: An online platform to create tournaments on multiplayer games. Matches are streamed on

official streaming channels and gamers awarded points whenever they play which they can use to

redeem rewards.2

Raptr: A social-networking website and instant messenger targeting video-game players.  Users

can add video games to their  profile, as well  as track game play time and achievements, share

reviews, game related information, and game activity.3 

Comparative Companies

Kiip Faceit Raptr

Twitter

Joined June 2010, 7,968
followers, 833 following,
2,240 tweets – number of

tweets on daily basis varies
from none to 5 – 6.

Joined September 2011,
51.3K followers, 433

following, 4,487 tweets. 0 – 5
tweets per day.

Joined September 2008,
46.3K followers, 300

following, 8,324 tweets.
0 – 2 tweets per day.

Facebook
25,000 page likes, 5 – 10

posts per month
73,000 page likes, 8 – 13

posts per month 
171,000 page likes, 10+

posts per month

LinkedIn
2,606 followers, 3 – 10

posts per month
483 followers, no posts

921 followers, occasional
posts

Blog 5 – 10 blog posts per month N/A 1 blog posts per month

Vimeo 28 video clips N/A N/A

YouTube N/A

2 official channels, 38,967
subscribers on official video
streaming channel, 26,216

subscribers on video on
demand channel

N/A

Twitch N/A
632,076 followers,
86,939,731 views

7,122 followers, 401,947
views

Google+ N/A 66 followers, 5,619 views
8,884 followers,
4,485,059 views

Table 2. Comparison of the social media account of the candidate companies for Benchmarking. As of week

32, 2015.

1 Wikipedia, “Kiip”, en.wikipedia.org/wiki/Kiip, (5 August 2015)
2 Stack Overflow Careers, “Company Page: FACEIT LIMITED”, careers.stackoverflow.com/company/faceitcom, (5 

August 2015)
3 Wikipedia, “Raptr”, en.wikipedia.org/wiki/Raptr, (5 August 2015)

33



Among the presented three companies Faceit offers the most similar service and targets the closest

audience with the case company. Face it, founded in 2011, provides and online platform for gamers

where they can compute on multiplayer games and get rewarded in return of their effort with real

life and virtual prizes. On the other hand by enabling engagement with gamers, Faceit attracts the

publishers and advertisers to their platform.  Having over 1,500,000 members, Faceit hosts over

1,500 tournaments and 4,000,000 game sessions per month.4 Since its  foundation company has

shown a significant growth in its business and it is considered to be one of the most successful start-

ups in its field.

Furthermore, in comparison to other comparative companies presented above Faceit shows a strong,

steady social media presence. Besides being active and holding considerable amount of followers

on major social media platforms such as Facebook, Twitter and YouTube, Faceit has also managed

to build a significant audience on industry specific platform such as Twitch. 

Given that Faceit being the closest competitor to the case company and owning a strong successful

presence in social media, it was chosen to be the benchmarking partner in this study. At this point it

is  important  to note that  in benchmarking it  is  possible to  take more than one companies as a

reference  company  however  given  that  the  resource  and  time  is  limited  in  the  research,  the

researcher chose to take one company to be observed during the study as a benchmarked company.

Furthermore monitoring and observing the social media activity of the selected company is chosen

to be the data collection method in the benchmarking which can be considered as external data

collection method (Annand and Kodali, 2008).

3.2.3.1.2 Analysis

First  step  of  the  analysis  phase  is  the  determination  of  the  current  gap  between  the  business

activities  of  the  case  company  and  the  identified  benchmarking  partner  on  the  selected

benchmarking  subject.  However  Camp  (1992)  suggests  that  in  order  to  compare  the  external

organizations activities it is crucial  to have a “full  understanding” (p. 4) of the own company's

internal business which in this case refers to the social media activity of Claimony. The gap was

found in the social media activities and presence after monitoring and comparing the social media

4 Faceit, “About us”, play.faceit.com/about-2/, (4 August 2015)
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accounts  of  the  case  company  and  the  identified  benchmarking  partner.  The  overview  of

Claimony's social-media accounts are presented in Table 9 in the Appendix.

Findings from the qualitative interviews and the analysis of the gap found were interpreted together

in the “projecting the future performance” step which constitutes the second and last step of the

“Analysis” phase and provide basis to developing and action plan in “Action” phase.

3.2.3.1.3 Integration

Third step of the benchmarking process “Integration” comprises informing the other employees

within the company and gaining acceptance. (Camp, 1992) However as mentioned before the aim of

this  study is  to  provide  a  guideline  to  increase  the  outreach  of  the  start-up  and  small  scaled

companies through efficient social media selection and usage. Therefore the internal acceptance of

the study is not included in this study. 

3.2.3.1.4 Action

The  “Action”  phase  following  the  “Integration”  constitutes  of  developing  the  action  plan,

implementation of the benchmarking findings, periodic measurement of the metrics and constant

observation  of  the  industry  by  practicing  continuous  benchmarking  processes.  In  order  to  use

benchmarking to gain a competitive advantage and maturity, all of the presented steps should be

followed  by the  organization  itself  and  continuously  (Camp,  1989,  1992;  Annand  and  Kodali,

2008). At this point it is important to note that  the aim of this study is to provide a guideline about

what to select as a social platform and how to use that specific platform in particular, within the

start-up and small scaled companies to increase the level of outreach and engagement. Therefore

only the development of the action plan in this stage was practiced by the researcher in order to

provide a guideline as a result of the study together with the interpretation of the findings of the

qualitative interviews and the literature presented in the theory part of the report. Implementation of

the results are left to the decision of the company and it is left out of the scope of this study.
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4. Results and Analysis

The findings of the study are presented in the following chapters based on the different research

methods being applied. Chapter 4.1 explains the results of the qualitative interviews in reference to

the research questions. Chapter 4.2 reveals the findings of the benchmarking. 

4.1 Qualitative Interviews

In this chapter, results of the qualitative interviews are revealed. The structure of the interviews

conducted  in  this  study  are  comprised  of  three  parts.  The  first  part  focuses  on  the  business

environment  and the role  of  social  media on outreach.  The second part  is  concentrated on the

selection process of social media. Last section provides the results about the usage of social media. 

4.1.1 Social Media and Outreach in Start-ups and Small Scaled Companies

Start-ups and small scaled companies together with SMEs have limited resources. Thus these kind

of businesses need to be careful when allocating their resources. (Kirtis and Karahan, 2011; Tiago et

al. 2014; ). The interviews revealed that the majority of the interviewees agreed on start-ups and

small firms having limited resources therefore it is crucial to allocate and use the resources carefully

in order to obtain maximum efficiency. According to Bjorn, start-up companies do not have an

established name to be recognized as a brand and without a name it is very difficult to make a

company's voice heard as “no one listens”.  He further adds:

“ it is so much easier to reach a hundred users if you already have a hundred users but if you do

not have anyone in the beginning it's really hard. Especially with limited or no budget. You should

either find something -  a unique lucky shot to go viral or you need to find ways to use the users to

do the work for you; marketing and spread the word.” 

Four out of five respondents shared the opinion that start-ups and small  scaled companies face
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difficulties  arising  from  the  limitations  they  have  within  their  own  business  environment.

Depending on the strengths of the company, maturity level of the firm or spectrum of the employees

these limitations could be found in the budget, manpower, time, know-how or lack of competence.

Budget  allocation  is  one  of  the  main  barriers  of  start-up  companies.  This  puts  limitations  on

companies work areas such as marketing, product development or sales. 

On the other hand another significant handicap was found in gaining publicity and engaging with

users.  All  participants  underline  the  importance  of  reaching  out  to  the  target  audience  and

marketing, and their impacts on the growth of the firms. According to Katerina, even though the

development of a product being the most important focus of the business at  the start-up level,

without building a crowd around your product or service,  your efforts on product development

would  be  deficient.  Lucy further  mentions,  “outreach  as  a  small  company is  one  of  the  most

important things for us” and according to Aryan companies should find ways to have a constant

interaction with users or customers from the first moment. 

Within the concept of outreach and publicity, the importance of social media was underlined by all

respondents. The result of the interviews shows that the power of social media on the outreach is

quite strong and decisive especially for start-ups. According to Bjorn social media is an extremely

low cost platform to search and engage with people. Katerina agrees on the cost efficiency of social

media by saying “social media are cheaper than other forms of media and it is the most important

tool for start-ups.”. She further explains that it is not possible for a start-up to afford paying for ads

however spending time on social media is cost efficient and therefore feasible for spreading the

word. The potential reach out of social media is far larger than other forms of media – traditional

media. Lucy underlines the opportunities comes with social media by stating:

“Stuff that you get back from just interacting the community is hugely proportional to the small

amounts of time and money you invest in it. I don't think we would have been able to reach out at

all.  If  we  didn't  have SM, we probably  wouldn't  be  able  to  reach out  to  many people outside

Sweden. In that sense SM and WOM is invaluable for us. If we didn't have SM then we would be

stuck doing face-to-face publicity which is very expensive.” 
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It was emphasized strongly that social media already has become an inseparable part in the daily

life. Voluntarily or involuntarily everyone spends time online. Thus social media provides a suitable

environment to spread the content as fast and convenient as possible. According to Aryan just by

observing the people around, a person can understand the high amount of usage of social media.

“People are already there and consuming content. So why not interact there?” (Aryan). Furthermore

Bjorn states “SM and utilizing those channels are very important for us. As everyone has some kind

of connection with social media whether its Twitter or Facebook or whatever. That is where you

find them and if you're not there they won't find you.”

4.1.1.1 Summary of the thoughts

The  results  of  the  interviews  show  that  start-ups  and  small  scaled  companies  have  critical

limitations  in  regards  to  budget,  time,  man  power,  experience  or  knowledge.  Although  these

limitations affect the business a whole, the marketing and PR side of the business got effected more

than other  business  areas  of  the  firm.  The findings  prove  that  all  companies  regardless  of  the

industry they are  operating  in,  should  perform well  in  marketing  activities  and start  gathering

followers around their firms from the first moment. It is crucial to create a demand for the product

or service in parallel to the product development or any other core competence activity, from the

first  minute  of  their  business  life.  Therefore  outreach  is  found  to  be  crucial  for  companies.

Furthermore within the limited environment of start-ups and small scaled firms the role of social

media is becoming more and more important on reaching out day by day. 

One of the main reasons why social media channels become attractive for start-ups and small scaled

companies is  that they are extremely cost efficient.  Using such channels requires no additional

investment unless a company wants to run a paid ad campaign. However such paid campaigns were

found to be rarely done at the start-ups level. In addition, social media enables fast and convenient

interactions, lengthy conversations and allows high level engagement. Findings show that, these

benefits,  if  leveraged  successfully  by  companies,  lead  to  success  in  user  acquisition,  gaining

publicity and increasing demand. Table 3 shows the answers of the respondents to a question “How

would you grade the importance of  social  media on outreach in start-ups and in small  scaled

companies?”.  
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The importance of social media on outreach in start-up environment

Aryan Bjorn Katerina Lucy Olle

Scale from 1 to 10 5 8,5 8 9,5 10

Table 3. Answers of the participants to the question “How would you grate the importance of social media
on outreach in start-ups and small scaled firms? On a Scale from 1 to 10”.

4.1.2 Selection of Social Media 

There are various forms of social media on digital world already and continuously new platforms

are  emerging.  Therefore  the  selection  of  social  media  is  an  important  decision  for  companies.

Choosing the medium to be present on should be done carefully by taken into consideration various

variables. (Kaplan and Haenlein, 2010, 2012; Kietzmann et al., 2011; Hanna, Rohm and Crittenden,

2011). 

The demographics were found to be the most commonly mentioned factor on the selection process

in companies. During the interviews all of the respondents underlined the importance of the location

of the target audience while choosing the social media. Katerina says “it is the target audience, a

company  should  think  of  in  the  beginning”.  Lucy  states  “first  of  all  you  need  to  know your

audience, what your target ranges, and see where they are migrating to”. According to Aryan the

differences in demographics are crucial for company, as distinct customer behavior requires specific

approaches from the companies in order to engage with customers. The satisfaction of a specific

demand from the users, could be restricted to a feature offered by a particular platform in some

cases.  Thus  it  is  critical  to  assess  the  value  of  a  social  media  channel  among  the  consumers.

Furthermore three out of five respondents share the opinion that the usage of a particular platform

might  be  very  popular  in  a  certain  age  group  whereas  it  might  be  relatively  low  in  another

generation.  Therefore  “it  is  important  to  read  your  audience  and  their  usage  on  social

media”(Aryan). Bjorn further underlines that it is important to understand the consumer behaviors

of the audience you are targeting and where they are present. Researching the audience was found

to be vital before acting on social media.

The significance of the business model and the type of the business(B2B or B2C) were mentioned
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as  decisive  parameters  by  two  respondents.  “Type  of  the  business  and  the  business  model  is

important for us. In our business model the richness of the media, is vital. For example streaming

platforms, and platforms allow sharing images are essential in our business model. So selection of

the medium relevant to the business model is critical.” (Katerina). Bjorn further argues that the type

of the business also plays a decisive role on selection of social platforms. According to him if a

company  is  a  business-to-business  then  some  platforms  might  be  more  beneficial  to  attract

stakeholders than the others. On the contrary if a firm practices business-to-consumer type then

some channels might provide better features to interact with the target audience in that particular

business focus. 

Although searching for industry specific social platforms is helpful in order to interact with the

niche audience directly, especially for start-ups it is more beneficial and advantageous to pick the

big names in social media vicinity. According to Lucy it is better for companies to choose the top

two  or  three  social  platforms  to  begin  with.  As  soon  as  they  establish  a  good  social  media

relationship and build a community on them, they can look around and spread out a bit  more.

However  it  was  also  noted  that  picking  the  well  known ones  does  not  refer  to  spreading  out

company's words to the whole platform. Companies still need to find niches in those channels by

going into specific communities, groups, discussions, sub sectors. Katerina emphasizes that if  a

company is a start-up it is better to go for the big platforms as the potential outreach is higher on

those ones. “The majority of the online audience is there” and users a firm could potentially reach

by going to niche platforms are also members of the most popular platforms. However she also

underlines that if a firm can find a specific platform which it's target audience is using actively then

it might be more beneficial to try that platform in line with the big names. Olle and Aryan further

state  that  especially  in  today's  digital  world  being  present  on  platforms  such  as  Twitter  and

Facebook is becoming a must for companies as the users have started to search for the companies

on social platforms as much as they do on search engines. “Like in 90s, everyone had a website and

now we are having it on social media, because everyone hangs out on social media so why shouldn't

I have a page there.” (Aryan). On the other hand according to Bjorn picking the big names of the

social world also depends on the focus of the company. He exemplifies that if a company is a

product driven one and puts more effort on developing the product, then choosing Facebook and

Twitter might be more useful as the “majority of the people are hanging out there”. However if a

company is marketing oriented, then perhaps in that case it is a part of the business to dig in social

media in order to find more niche platforms specific to their business.
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Another important factor which should be taken into consideration while choosing the appropriate

social  medium is  the  familiarity  of  the  firm or  employees  to  the  potential  platform.  The  past

experience of the employees together with skills and abilities are mentioned as a decisive factor by

three respondents. This is particularly important for platforms with restrictions such as “Reddit”

(Bjorn).  According to Katerina it  is  important  to  understand the rules of the platforms and act

accordingly just like any other media. She underlined that creative people and people who like to

engage in discussions would bring better results to a company thus while selecting the platform the

employees' skills and experience should definitely be considered. Lucy, on the other hand argues

even though it is important to understand the rules of the platforms the employee experience is not a

critical factor as users do not make the settings and workings of each platform. However she also

underlines the significance of having a general sense of who the company's audience is and having

a rough knowledge about the type of the community on a particular platform.

Social  media selection of the competitors is another determinant on choosing the social  media.

Aryan and Katerina argues that a company should monitor it's  competitors and should pick the

platforms where it's competitors are present on. “You need to look at the competition and observe

what your competitors are doing, just like in any other part of the business.”(Katerina). “That is a

good  source  of  information  and  could  increase  business'  competency.”(Aryan).  Whereas  Lucy

argues not following the competitors, on the contrary going for the platforms which have not been

discovered by the competition. According to her, flexibility of going and trying different platforms

is an advantageous side of being a small scaled company. Bjorn agrees with statement. According to

him the key advantage of being small is, being able to be more flexible and informal. This allows

small companies to try out new ways of interaction and various platforms. Which in this case is

trying the platforms where the competitors have not been using yet. Furthermore Lucy underlines

the significance of the potential outcome of finding a good niche within an undiscovered platform. 

4.1.2.1 Summary of the thoughts 

The findings show that one of the the main factors on assessing the social media platforms are the

demographics. In order to target their audience successfully, companies need to read and study their

audience's online behavior carefully and constantly. In order to track the audience, knowledge on

the distinct characteristics of the different types of social media is crucial.  Various social media
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channels offer variety of features. Some of these might be favored by a certain age group and some

might be more suitable for another. Furthermore social platforms are very dynamic channels and

changes occur very fast. Features that are trendy at the moment might be outdated soon or a new

feature might come out and become popular. Therefore firms first need to understand the features of

the social media channels and analyze the customers way of usage on a particular platform. This

combined with the study on demographics would allow them to reach out to and interact with their

audience efficiently.

On the other hand it was also found that it is better for start-ups and small scaled firms to start their

social media usage by picking the mostly used two or three social media platforms. This contradicts

the  study of  demographics  mentioned before.  As this  perspective  suggests,  without  taking into

consideration whether the platforms are related to the companies field of business or not, selecting

the most widely used social platforms based on the fact that the majority of online users are already

present there and the potential level to reach out is by far higher than any other social media. The

findings of this study show that users that can be reached on more close, niche, industry specific

social channels also have an account on big social media channels such as Facebook, Twitter or

Instagram. Therefore it is found to be more favorable for companies to pick the big names of social

media to begin with and exclude the extensive research needed to discover more industry specific

platforms. However it is important to note that trying to be present on all social platforms in not

feasible and viable as the active management of the accounts is necessary.

The role of competitors is highly significant on selection of the social media. The ideas on the

competitors usage varies among the respondents. Some suggest that a company should follow the

competitors and need to be present on where they already are. Whereas others argue against and

state that instead of following a competitor, especially start-ups and small firms should try out new

platforms and discover new opportunities as being flexible is one of the benefits of start-ups or a

small firms.

Lastly business model being applied in the firm and the previous experience of the employees on a

particular  social  channel  might  have an  effect  on the selection  of  social  media.  In  some cases

platforms which have restrictions and rules on the usage such as “Reddit” the employees familiarity

can  be  a  highly  important  factor.  However  in  general  when  compared  to  other  parameters
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mentioned above, these factors were found to have less decisive affect on the selection of social

media. 

The main factors needed to be taken into consideration on choosing the social media can be seen on

Table 4.

Main Factors Mentioned on the Selection of Social Media

Bjorn Olle Katerina Aryan Lucy

Target audience/demographics

Competitors -

Employees' familiarity -

Big names(Facebook, Twitter,
YouTube etc.)

Industry specific platforms - -

Business Model/Type of Business - - -

Longevity of the conversation - - -

Depth of the information - -

Table 4. The main factors on the selection of social media.

4.1.3 Usage of social media

Social media is about sharing and interacting. Being active is a key factor in order to leverage this

digital environment successfully. However being active does not mean only having an account and
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posting randomly. Just like in real-time relationships in order to engage with people, companies

need to give them a reason. (Kaplan and Haenlein, 2010). As suggested by Kaplan and Haenlein

(2010) and Kietzman et al.(2011) being interesting is the key requirement to attract users on social

media. During the interview discussions all respondents agreed that companies must provide an

interesting  content  continuously to  their  followers  in  order  to  maintain  strong,  stable  relations.

Aryan agrees with this notion and also emphasizes on the difficulty of providing an interesting, fun

content regularly. According to him having to provide an interesting fresh content on a regular basis

is one of the challenges in social media and this is one of the reasons why not every company is

successful on social media. Katerina underlines the importance of being interesting on social media

by saying “we try to find articles about the e-learning industry or any other interesting content …”

and she agrees that “...it  might difficult  to provide such content regularly...”.  According to her,

engaging in discussions is the main purpose of using social media. “We are looking for people who

talk, twit about a particular topic. Then we try to start a discussion with them.”(Katerina). Olle talks

on the importance of having a dialogue with the followers on social media. He believes it is crucial

to  be  always  present  on  social  media,  listen  to  the  audience  and  respond  in  time.  Keeping  a

discussion  active  would  lead  to  lengthy  conversations  which  eventually  increases  the  firm's

reputation online. 

It is also emphasized by all respondents that users want to see a humanized side of the companies

online. It was mentioned that the online audience is after an authentic experience while interacting

on social media. Lucy agrees with this idea by saying “people want a personalized version of the

company in front of them. They want an authentic experience. They want to be involved in the

business …. we work so hard to show personality”. Bjorn further states, “we want people to be our

friends. We humanize the company.” Aryan and Olle also underlines that the audience is demanding

in terms of talking to humanized firms on social platforms instead of a front desk of a company.

Thus it is critical to act as a person but behave as a company. This statement, agreed by three of the

respondents, is one of the challenges in social media as the concept is contradictory within itself. It

is required to be human and show personality on social media but also a social media representative

should always remember that s/he is there to represent the company. Therefore emotions, personal

feelings, personal ideas should not be included and must be left  aside while working on social

media. In addition to this one of the most critical factors about the usage of social media which is

mentioned by all respondents is that on social media, a post can reach a very wide audience which

could include children and older people. Therefore a person who is in charge of a company's social

media  accounts  should  not  get  into  any  kind  of  political   discussions  or  get  involved  in  a
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conversation on which the topic is about age, race, ethnicity, religion or any kind of delicate issues.

Choosing a proper tonality and language was found to be vital in social media usage. 

Changing  customer  behaviors  and  two  way  interaction  on  social  media  also  altered  the  way

companies approach to their audience online. None of the respondents mentions posting frequent

promotional content on social media. On the contrary all of them agrees that if a company posts too

much promotional content it would definitely be recognized as spamming and could cause loss of

followers and bad publicity. According to Bjorn the proportion of the posts should be allocated as

80% non-promotional and 20% promotional. Furthermore Aryan thinks that at most 35-40% of the

posts  should  be  promotional.  He  further  states  that  it  is  important  for  a  company  to  always

remember that  the conversation and interaction are happening both ways,  old way of  one way

communication is not happening anymore. Thus “companies should not treat social media as any

kind of one way broadcasting medium”. 

The  findings  show that  respondents  do  not  prefer  posting  only about  company news  but  also

industry news or even stories outside their core business which they find interesting and might

potentially  attract  users.  Katerina  indicates  that  by  providing  industry  news  and  sharing  other

influential people's work within the industry, companies could create a positive image and show

their audience that they are aware of the sector. This could potentially increase the trust among

customers towards the firm. It is agreed by all that the majority of the posts need to be influential or

encouraging in regards to the company's field of business. 

Integrity between social media accounts is another delicate topic on the efficient usage of social

media.  It  was found that usually companies do not choose to be present on only one medium,

instead they prefer  using at  least  couple.  Therefore the integration between the different  social

media accounts becomes an important factor. Although each platform's own rules and restrictions

require  distinct  approaches,  representation of  a  company on social  media in  general  should be

unified. The identity of the company needs to be represented in the same way and main messages

broadcasted on one platform should also be found on another one. However it was emphasized

strongly by all respondents that the integrity between social media accounts does not mean “copy

pasting” the same content on all  channels.  On the contrary it  is underlined that every platform

requires differently structured posts  thus a  content  should be tailored according to  the selected

medium while keeping the main message the same. It is necessary to post genuine but integrated

messages. According to Lucy even a company has the same news story, it needs to be tailored for
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each platform for different audiences. Otherwise it would be boring for the audience to see the same

content many times. Katerina agrees with this by saying “we do not post the same thing on all our

channels, we modify them according to the platform but the message should be the same”. Lastly

Aryan states that they do not create a post contingent on the platform however they modify the post

so that it would be suitable to post on a specific platform. He exemplifies that when they post on

Twitter they often use short words and abbreviations however if they post on Facebook they try to

write long descriptions with supporting visuals or clips.

In order to manage the accounts and maintain a proper schedule on the usage of SM it is important

to have an activity plan. Three respondents mentioned that having 3rd party tools or having one

person responsible for the overall social media activity makes the scheduling and planning easy and

structured for their companies. Especially some platforms such as Twitter are found to be difficult

to maintain and schedule as the activity is considerable fast on the platform. According to Katerina,

Tweepe – a 3rd party application which enables scheduling twits, searching and monitoring activity

and hashtags – is a useful tool that increases the effective usage of Twitter. Applications such as

Hootsuite and Tweepe are found auxiliary on maintaining social media profiles.

4.1.3.1  Summary of the thoughts

The results of the interviews show “being active” and “being interesting” are the two key success

factors on social media usage and these two are usually interrelated. In order to “be active” and

engage in a lengthy conversations and discussions companies need to give reasons to their audience

to talk back. Therefore providing a fresh interesting content is vital in order to be followed and

listened to by the users of social media. To provide an interesting content, features of each social

channel should be utilized and the content should be tailored according to the rules, limitations and

other specific requirements of a particular platform. Integrity between the multiple social media

accounts is a must for firms in order to be maintain a brand identity. Posting on one channel and

ignoring  another  might  be  interpreted  as  favoring  one  audience  more  than  another  or  lack  of

professionalism which must be excluded to avoid bad publicity. It is important to note that while

managing the multiple platforms tailoring the content according to the selected social channel is

crucial even though the main message broadcast stays the same. It was found that “copy pasted”

content must be avoided on the social media.
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In addition, users on social media platforms interact with the companies because they want to see

the personalized version of the brands. They look for an authentic experience with the firms and

want to be involved in the business. Therefore the representatives of companies on social media

need to show personality and intimacy.  In order to do this  it  is  very important to  listen to the

conversations and to be careful about the language and tonality. Especially language and tonality

are highly significant factors. As face-to-face dialogue does not happen, a single misused word

could easily be interpreted as being rude. In any cases a representative of the company should not

be included in any arguments or discussions about delicate topics such as politics, religion and

ethnicity.

The balance between being too promotional and introducing a company's service or product is very

vital yet sensitive. Too many posts about company's work could easily be viewed as spamming and

advertising. On the other hand it is necessary for a firm to introduce and explain itself and it's

product on social media. Because of this there must be limit on the amount of promotional posts and

the rest of the content should be inspirational or contain news about the industry or in general. Third

party tools can be included in order to plan and organize the social  media activity if  company

struggles on maintaining the social media accounts. Otherwise, when a company has more than one

employee responsible for the maintenance of the social media accounts, scheduling of the activity

might snarl up and some important posts may be overridden.  

Lastly as online audience trust the like-minded individual's words more than the company's ones. It

is important to create a strategy around creating a positive eWOM for the company. Thus it is vital

to locate and interact with influential users and try to convince them to work as an ambassadors for

the company.

Table 5 shows the important elements mentioned by respondents on the usage of social media.
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Main Factors Mentioned on the Usage of Social Media

Bjorn Olle Katerina Aryan Lucy

Interesting Content

Engage in discussions

Being authentic

Integrated accounts - -

Genuine content - - -

Listen and reply on time - -

Proper tonality and language

Have an activity plan - -

Less promotional more
influential posts

Tailoring the content 

3rd party tools on maintenance - -

Working with Ambassadors

Table 5. The main factors on the usage of social media.
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4.1.4 Facebook

Facebook is the most widely used networking site in social media habitat in today's world (Statista,

2015).  During  the  interviews  it  was  found that  all  of  the  respondents  prefer  having  Facebook

accounts in order to reach out to their audience. One of the main salient benefits of Facebook which

makes it  remarkable for businesses is  it's  very large user base.  All  respondents agreed that the

majority of the social media users are using Facebook. Thus being present on Facebook is crucial

for a company in order to be found online. As mentioned by Olle users of the today's digital world

are  checking  companies'  Facebook  pages  even  before  their  actual  websites.  Further  agreed  by

Aryan, “just like in 90s, it was popular to have a website, now it is trendy to have a Facebook

account no matter what business you are in.” Findings from the qualitative interviews show that

opening a Facebook account is inevitable for a company's presence on social media. However the

usage of Facebook varies from company to company. It is agreed by four respondents that Facebook

is a community platform which means in order to leverage the opportunities and offerings of the

platform, a company should have an established community on Facebook. As the communication

happens between friends, groups or in communities on networking sites unlike blogs, micro-blogs

or content communities, in order to spread out the words, a steady follower base need to be built

around  the  profile.  According  to  Bjorn,  Facebook  is  an  inbound  channel  that  allows  deeper

interaction  with  the  communities  which  makes  it  a  very  favorable  channel  for  campaigns.

Furthermore Lucy agrees with this and underlines that Facebook is  a useful channel to publish

longer news pieces or broadcast official information about the company. 

On the other hand  it is possible to reach out to people who are outside a profile's “friend list”,

however it can only be done through paid ads which is not an affordable way of reaching out for

firms with limited budgets. According to Katerina, Facebook is a beneficial channel as it does not

apply strict  limitations  on  the  structure  of  posts.  However  she emphasizes  on the  difficulty of

gathering  new  users  and  going  out  of  the  existing  follower  base  on  Facebook.  Therefore  an

additional effort is required to increase the follower base on Facebook, outside the Facebook. This

as  mentioned by two of  the  respondents  could  be done by including the “Like us” buttons  or

promotions of the Facebook page of a company on other communication channels of company.

Table 6 shows the main benefits of Facebook mentioned by respondents.
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Main Benefits of Facebook

Bjorn Olle Katerina Aryan Lucy

Large-user base

Less limitation on
structure of the posts

- -

Rich community
communication

-

Collect Feedback -

Run campaigns -

Table 6. Main Benefits of Facebook.

4.1.5 Twitter

The findings of the qualitative interviews show that Twitter is the most beneficial platform in terms

of spreading out the content and reaching out to the new users. It was emphasized strongly by the

respondents that one of the major advantageous of Twitter is that all tweets are publicly visible by

default. This feature makes Twitter a favorable platform on social media for start-ups and small

scaled companies as it increases the potential level of reaching out significantly and provides a

suitable environment for generating eWOM. According to Katerina the main reason to focus more

on Twitter is that companies could reach to more people than the they could in any other medium,

unlike Facebook it is allowed to reach to users who are outside the company's existing followers. 

Usage of hashtags is found to be another highly significant factor in Twitter. As mentioned before

one of the main benefits of the platform is the high outreach rate compared to the other channels

and usage of hashtags is one of the key factors that enables it. According to Aryan usage of hashtags

is extremely useful. “Instead of following each and every account, you can search a hashtag and

monitor all the conversation around a specific topic.” (Aryan). Katerina agrees with this and further

adds “we want to reach out to as many people as we can and we try to do it through hashtags. First

we choose a hashtag relevant to our business and then monitor the conversation around it. That is
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the best side of Twitter...”. 

It is also considerably convenient to engage in conversations on Twitter when compared to the other

platforms. Easy usage of the platform and the high viral spreading effect increase the number of

interactions. Because of this convenience on usage, the platform is also suitable to be used as a

support tool. Accoding to Bjorn Twitter is more of an outbound channel. He says, “we also use it as

a support channel and interact with our customers through Twitter.” Furthermore Lucy thinks that

Twitter  is  an  easy  tool  to  maintain  customer  relationships  especially  in  start-ups  and  young

companies. Olle states that interactions happen more often on Twitter then other channels. Easy

usage of the platform and the high viral  spreading effect combined with the effective usage of

hashtags could increase the interactions and help generating positive eWOM significantly. The main

benefits of Twitter, pointed out by the respondents are shown on Table 7.

Main Benefits of Twitter

Bjorn Olle Katerina Aryan Lucy

High level of
interaction

-

Hashtags

High user base - -

High level of
engagement

- -

Convenient usage

Outbound
channel

- -

Convenience to
work with

ambassadors

Table 7. Main Benefits of Twitter.
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4.2 Benchmarking

Faceit was chosen for the benchmarking study in this research. The company is found to be the

closest competitor of the case company Claimony and the social media presence of the company is

stronger than other comparative companies presented in Chapter 2.  Moreover Faceit's social media

profiles is sprawled on social media efficiently, and show a settled presence.

Between the calendar weeks 32 and 36 social media accounts of Faceit were monitored and the

activity  on  company's  social  media  accounts  were  analyzed.  Table  8 shows  the  results  of  the

benchmarking.

Overview of Faceit's Social Media Accounts

Account Address Week 32 Week 36

Facebook

https://www.facebook.
com/FaceitCommunity 73K likes 75K likes

9 posts – 2,25 posts per week

Posts  are  about  company news.  Platform is  used  as  an official  communication
channel of company. Although the majority of the content is about the company
news it is not broadcasted in a too promotional way. On the other hand industry
news and work of other entities within the field are also shared. The response time
for the comments is less than 2 hours. All content include visuals and wherever
needed  links  to  other  platforms  are  shared.  The  integrity  between  other  social
accounts  is  remarkable.  Profile  photo  has  not  changed  during  the  time  of
observation however background photo has changed ones. 

Twitter 

@FACEIT
53K followers; 433

following
54K following; 460 following

Number of Tweets vary from day to day, together with re-tweets no less than 2 per
day

Majority of the tweets are about the industry news in general and gaming content.
Rest is company news. Re-tweeting is being used often. Hashtags are being used
frequently and selected based on the subject of the tweet.  For instance when a
company tweets about a contest in game dota2 hashtag #dota2 is used at the end of
the tweets. Number of tweet does not exceed two and they are mostly written at the
end.  Mentions  are  another  eye-catching  factor  on  the  structure  of  tweets.  The
company mentiones other users(mostly companies) in their tweets and those tweets
are usually re-tweeted by the mentioned accounts. The number of favorites and re-
tweets varies from tweet to tweet however on the average they are around ten. Yet
it is important to mention a tweet formed of a visual and a hashtag got 51 re-tweets
and 251 favorites.
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LinkedIn
https://www.linkedin.c
om/company/face-it-

ltd-
483 followers 583 followers 

No posts

YouTube

Faceit
38967 subscribers 41230 subscribers

7 – 15 videos per month

In general videos are about games, mostly gameplay videos and company's contest
videos.

FACEITvods
26216 subscribers 26605 subscribers

50 – 60 videos per month

In general videos are about gaming content which are shared based on the demand
from the audience. Activity is significantly high.

Twitch

FACEITTV
632076 followers; 86939731

views
639912 followers; 87528727

views

Number of broadcasts varies but not less than seven per month

Industry related content, in game videos, game plays of other users. Competition
videos.

Google+ Faceit, FACEITvods
Not platform specific activity, accounts are used for the
YouTube presence and integrated to YouTube accounts.

Table 8. Results of the External Benchmarking.

The  results  show  that  Facebook,  Twitter,  YouTube  and  Twitch  are  the  most  commonly  used

accounts  of the company.  Company prefers Facebook to broadcast  company news mainly.  The

activity is high on Facebook and the number of likes increase steadily. On the other hand Twitter is

being used to share the industry news and to interact with other influential people and companies

within the industry. Moreover Faceit chose to divide the YouTube activity into two channels. The

official channel is being used to broadcast the videos mostly created by the company about the

gameplays and other interesting content about the gaming industry. Video on demand channel, on

the other hand, broadcasts the videos which are demanded by the audience. Furthermore Twitch

draws attention as an industry specific social media selection of the company. In spite of being in
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the same social media category with YouTube  - content communities, the company's activity on

Twitch is considerably high. Thus the engagement with the target audience which is the gamers is

high and effective. On the other hand it was found that LinkedIn and Google+ accounts do not show

significant amount of activity.
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5. Projected  Selection and Usage of Social Media For Start-Ups and
Small Scaled Companies

In this chapter the suggested selection and usage of social media for start-ups and small scaled

companies  are  presented.  The  solution  explained  below  is  based  on  the  combination  of  the

literature study and the analysis of the results. 

5.1 Selection of Social Media

In today's  digital  world,  using social  media channels in  business activities is  not  a  question of

“whether  or  not”  anymore.  It  is  a  question  of  “how”.  Changing  customer  behavior,  emerging

information technologies, migration towards two way communication, switching from consumers to

prosumers, increasing importance of eWOM in marketing activities and the revolutionary evolution

of social media altered the way companies interact with their environment. Social media fastened

the flow of information between communicating parties and enhanced the richness of the medium

of  communication.  Based  on  the  literature  presented  above  and  the  findings  of  the  study the

following evolutionary model of selection is suggested for companies.

5.1.1 Evolutionary model of selection

The analysis of the results and the literature review show that one of the main criteria on evaluating

the social media is the position of the target group. Companies need to analyze the audience and

their online behavior and try to focus on the platforms which they are using actively. However

because of the limited resources, it is suggested that the research on the target audience, study on

demographics and spotting the potential customers should not be done by evaluating and analyzing

the social media channels at the start-up level. An in depth study on social media includes analysis

of each platform in terms of evaluating the features, offerings and restrictions, understanding the

user  portfolio  and  assessing  the  level  of  richness  and  self  disclosure.  Such activity  requires  a

significant amount of time, man power and budget. This is why such study is not feasible and viable

for start-ups and small firms. These kind of companies can not afford such expenses. 

Start-up companies and small  scaled firms should start  using social  media by picking the most
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widely used, popular platforms. This is found to be the quickest and the most feasible way to enter

into the social  media world for companies.  As Twitter  and Facebook are the two most popular

platforms of current social media ecosystem. It is better to begin with those two and use them in

correlation in order to establish a strong online presence and brand identity.

Although some may argue that going to a more industry specific social channels may allow firms to

find the target audience directly, it was found that the audience that can be found on a more niche,

industry specific site is often a member of Facebook and Twitter as well. As of August 2015 these

two sites are the two most popular social media platforms having 1.8 billion users together, world

wide(Statista, 2015). As suggested by Syed Ahmad and Murphy (2010) it is more advantageous for

firms to be active on big platforms as the majority of online users are using those already. The more

users a platform has the more beneficial it becomes for companies and the more users they attract

themselves. 

Different social media channels offer various features to enhance the quality of the communication

and enable the amount of self disclosure at different levels. As mentioned earlier, this study follows

the grouping done by Kaplan and Haenlein (2010) on social media platforms. Thus the richness of

medium and self  presentation are important parameters on segregating the social  channels.  The

segregation and grouping followed in this study shows that it is not beneficial to select more than

one social platforms belonging to a same group. To be more specific it is not recommended to select

two social networking sites or two microblogs together in the beginning. Different social media

channels offer distinct features.  In order to exploit  those offers it  is better  to spread the online

presence to separate groups in categorization. Therefore picking Twitter and Facebook would allow

a company to take advantage of both SNSs and micro-blogs.

5.1.2 Picking Twitter

Twitter is a prosperous platform to increase the level of outreach for start-ups and small scaled

companies. The major benefit of Twitter is that messages are all publicly available by default which

adds a  distinct  usefulness  to  the platform.  This  open nature  of  the  platform enables  fast,  brief

conversations  and  high  engagement  (Weinberg  and  Pehlivan,  2011)  and  allows  companies  to

interact with their followers in a most convenient way. Many big companies are already using the

channel to keep the customers updated from the companies' work (Kaplan and Haenlein, 2012).

Some of the features such as the private messaging, usage of hashtags, integration to other sites, and
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plug-ins make Twitter more popular than any other type of micro-blogging sites. Furthermore the

flagship of micro-blogs has 316 million active users and it is the second mostly used social media

channel after Facebook (Statista, 2015 - excluding the instant messaging services). 

The results of the study show that majority of the companies already positioned Twitter at the center

of their social media plans and it is by far the most actively used channel amongst others. The area

of usage ranges from basic company updates to maintaining customer relationships and PR. The

various areas of usage makes the platform suitable for any kind of businesses regardless of their

applied business model or sector.

The usage of Hashtags enables a fast reach to a specific topic or discussion. Moreover it allows

users to spread out their words on particular subjects as quick and convenient as possible. When a

company tweets  about  a  specific  subject  with  a  hashtag the chances  for  it  to  be found by the

enthusiasts  of  that  particular  topic  are  significantly  high  compared  to  other  channels

(sosyalmedya.co, 2013). In addition, because of the push-push mechanism the potential level of

outreach on Twitter is immense. 

Twitter is an advantageous platform for enhancing the customer base. Easiness on starting new

conversations  eventually  increases  the  number  of  followers.  The  platform  does  not  put  any

restriction on interactions. In particular, users do not need to be friends or followers of other users in

order  to talk to each other or see other users'  tweets.  This makes  the site  a useful and helpful

platform to find influential users and interact with them directly. It is crucial on social media to have

your word spread by other users. Therefore it is vital to spot the potential brand ambassadors and

work with them in collaboration. Especially on Twitter such users usually have higher followers in

the beginning than the firm. Hence working with them could increase the positive eWOM generated

for the company considerably which eventually allows the firm to increase the number customers

around it's products or services.

5.1.3 Picking Facebook

Facebook is by far the most popular social media platform. It has 1.49 billion users all around the

world and the number of users are increasing steadily (Facebook, 2015). High number of users

make the platform one of the most promising sites for companies in order to find and reach out to
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their target audience. The results show that having a Facebook page has become a necessity in order

to be found online for companies. Just like having a website, companies open Facebook accounts.

One of the main advantage of Facebook is that it enables sharing content in various forms. The

richness  of  the  medium is  quite  high  compared  to  the  Twitter  or  other  channels.  This  makes

Facebook a more suitable platform to create detailed posts about products, services, ideas, and run

campaigns  with  such  rich  content  efficiently.  The  high  amount  of  information  which  can  be

included in a single post increases the level of interaction with fans. Correspondingly community

management can be done effectively on the platform. It was found that firms have already been

using Facebook to maintain a community discussions with their fans and inform them about the

news,  campaigns  and  promotions.  Facebook  serves  effectively  as  an  official  communication

channel for companies.

Lastly specific groups in Facebook bring like-minded individuals together. If spotted successfully

those groups have a high potential to bring in more users for companies. Even though the platform

is not categorized as outbound as Twitter, it  is still  highly promising in terms of acquiring new

customers and users. 

5.1.4 Continuous Evaluation and Increasing the Presence

Social media has a dynamic nature. This means, platforms that are widely used at the moment might

lose their popularity in the future or a new platform might grow and overcome the others. Changes

happen very fast in the social media atmosphere, which is why it is important to follow the trends

and analyze and monitor the social media world on a regular basis. 

Once a company establishes a stable social media presence on Facebook and Twitter, it should start

to look for other channels to spread out. The more the company is seen online the more it gathers

customers  around.  Various  social  media  platforms  offer  different  usage  areas.  This  allows

companies to channelize their context specific activities to particular channels. For instance having

a LinkedIn account might help a firm to maintain business relationships and business-to-business

activities more effectively than other channels. Likewise some companies prefer maintaining the

discussions on forums rather  than Twitter  and Facebook while  some prefer  using Instagram or

Flickr for the visual content. However it is important to note that firms should be careful about not

scattering around on social media. It quite risky to have an account on each and every platform and
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to leave them unattended. As keeping an account active is crucial on social media, it is suggested

that it is better to not have an account than having an inactive account. Hence only after a required

maturity level on social media is reached firms should decide to move to other platforms.

The findings show that past experience of the employees, familiarity with a specific channel or the

position of competitors can help companies on deciding which social channel(s) to pick next.

5.2 Usage of Social Media

Regardless of the type of a social media platform, the very first requirement in order to obtain

maximum efficiency from social media is to maintain the channel actively. The results show that

social media accounts should be updated on a regular basis. Otherwise users might easily perceive it

as an inactive account and stop following. In order to avoid this, firms should have a clear action

plan which states the density of the activity on a daily or weekly basis. 

On the other hand, while using the channels on which too frequent status updates or too many

consecutive postings are not favored by users such as SNSs, companies should avoid posting one

after  another.  Timing of  the  posts  should  be  scattered  along the  day on such channels.  Being

perceived as a spammer account, could cause a bad publicity which could cause losing followers. 

Companies  involvement  in  social  media  should  be  more  than  only  responding  to  negative

comments or promoting the products. Content must always be fresh and interesting. In order to

provide an interesting content companies need to follow other influential  names and companies

within the industry and share their work as well. It is important to remember the that the social

media  is  about  participation,  sharing  and collaboration.(Kaplan  and Haenlein,  2010).  It  is  also

important to note that listening is another essential requirement on providing an interesting content

on  social  media.  Firms  should  first  listen  and  understand  the  conversations,  tonality  and  the

language used in discussions and only after they should participate. Especially the language and

tonality are highly significant issues which are also very hard to assess. Therefore firms need to be

as clear as possible on social media. Discussions on highly delicate topics such as on politics or

ethnicity  must be avoided.

The social media environment is vast and a message might reach to a wider audience than intended
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which might include people who are not targeted in the first place. Therefore representatives of

companies  on  social  media  should  always  keep  in  mind  that  any  bad  word,  rude  attitude  or

misspelled word might create unrecoverable consequences for the company.  It  is required from

them to show personality and represent the company in a most humanized way possible but at the

same time it is essential to keep the professional attitude and protect the position of the brand.

Lastly planning the activities is another a highly significant factor about social media. Especially

within companies where more than one person are responsible for the maintenance of social media

accounts.  In  order  to  manage  the  activity  and  share  the  work,  third  party  tools  which  allows

scheduling, monitoring and planning the activity could be used by the companies. It is important to

remember that a company's voice must be united and integrated and messages transmitted on social

media need to carry the same tonality. Moreover no post should override another. Therefore clear

policies or guidelines should be created on how to post and respond on social media and on planing

the activity.

5.2.1 Using Twitter

The effective usage of Twitter is highly dependent on the efficient usage of the Hashtags. The more

firms include the hashtags in their tweets the more chances they have to make their words to be

heard.  The  content  shared  with  hashtags  has  a  higher  reach  than  the  ones  without  hashtags.

Moreover if a tweet includes one of the trending hashtags, the level of outreach increases even

more.  In addition, when a tweet with a trending hashtag is re-tweeted by other users, the SEO

rankings  of  the  links  included  inside  the  tweet  increase  positively.  Because  of  such  benefits

companies should leverage usage of hashtags. In it important to note that, even though the usage of

hashtags considerably increase the outreach level, companies should avoid creating tweets that are

made of hashtags. A tweet should include at most two hashtags (sosyalmedya.co, 2013). 

Picking a hashtag, specific to the company's work and using it on the company's tweets were found

to be an effective way to curate a conversation. However, it is important that the selected hashtag

should match the identity of the firm and it needs to be short, clear and easy to remember.

Hashtags are powerful tools in terms of directing individuals' focus on a specific topic and creating

a common sense around it. Because of this if maintained successfully hashtags picked by company
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might attract significant amount of users and allow firm's name to be heard by vast amount of users.

Moreover feed a specific hashtag, related to company's field of business might be fed with tweets

on a regular basis. This if maintained carefully could allow companies to gather attention of the

people who are interested on that particular topic and enhance their presence.

Twitter is a promising outbound channel, and all the tweets are publicly visible by default. This

makes the platform a suitable environment to find, talk and engage with new users. Thus companies

should focus on finding and interacting with influential users on Twitter who can be turned into

brand ambassadors.  Generating and spreading positive eWOM is vital  on leveraging the social

media world and Twitter is a highly appropriate platform to use the power of eWOM by working

with brand ambassadors.

The activity on Tweeter feed is very fast and dynamic. Because of this, it is not very feasible to limit

the number of tweets per day on such an active environment. However the results suggest that there

should be no less than two tweets per day. 

5.2.2 Using Facebook

Facebook provides almost a limitless environment for the structure of a content. Users are allowed

to create a content in various forms including texts, pictures, sound clips, video clips. This increases

the richness of the platform significantly. Not being restricted on the structure of the posts could

help companies on creating interesting interactive posts on Facebook. Thus this feature should be

exploited by firms in order to provide unique attractive content.

One of the important restrictions of Facebook posts is that only fans of a page can see the posted

content. Unlike Twitter the content is not public and available to all users. This makes Facebook

more  suitable  channel  to  maintain  in-groups  discussions.  Hence  if  users  could  successfully  be

directed  to  the  company's  Facebook  page,  high  engagement  could  be  utilized  conveniently.  In

addition, Facebook is an appropriate channel to broadcast official news about the company and

promotion of campaigns. Therefore it is suggested that firms should maintain the platform in order

to share the company news, upcoming events and run campaigns.

The activity on Facebook should not be as active as it is on Twitter. As every post appears on the

followers news feed, too frequent posting might be disturbing and could cause them to unlike the

61



page. Therefore one post a day or three to four times posts a week should be enough to keep the

account active. It is important to note that Facebook provides statistics page with a user friendly

interface. This is something firms should keep an eye on to measure the effect of their posts and

activities in order to monitor and evaluate their usage. Measuring such metrics on a regular basis

could help firms to improve the effectiveness of their usage considerably.
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6. Conclusions and Discussions

The main  research question  in  this  study  is:  “How can social  media  be  used  to  increase  the

outreach of start-up companies and small scaled companies?” which is further divided into two sub

questions “How medium of communication(social medium/media) should be picked by the start-up

companies  and  small  scaled  companies?”  and  “How should  the  usage  of  the  selected  social

medium/media be in order to increase the level of engagement and outreach?”. In the following

chapter these questions are revised and concluded. The limitation and discussion of the the work

and the further research are explained in the final two chapters.

6.1 Research Questions Revised

How  can  social  media  be  used  to  increase  the  outreach  of  start-up  and  small  scaled

companies?

The  main  question  is  aimed  to  shed a  light  on  the  usage  of  social  media  within  the  business

environment of start-ups and small scaled companies. Start-ups and small scaled companies differ

from the medium sized enterprises or large corporations in terms of the limitations and barriers they

have. The study shows that these type of businesses often lack budget, experience, knowledge and

time therefore they focus their efforts on product development rather then other activities such as

marketing.  However  the  growing  popularity  and  usability  of  social  media  altered  the  way

companies communicate with their stakeholders and customers. Furthermore social media enabled

easy interaction between firms and customers. Within this new atmosphere customers gained more

power and firms now have to funnel their marketing activities and customer relationship towards

channels where their customers would like to interact with them. However the most advantageous

side of social media for start-ups and small scaled companies is that it enables such companies to

find and engage with their potential customers in a most cost efficient and convenient way that no

other form of media can offer. Thus social media usage is becoming more and more indispensable

for companies to utilize their relationships with customers especially for start-ups and small scaled

companies.

On the other hand new social platforms are constantly emerging in the very dynamic world of social

media. Each of them offers variety of features and addresses different type of users. In order to

leverage from this highly promising channels companies need to understand and learn the rules of
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the platforms and must have a structured plan on how to select and practice the platforms. Even

though  majority  of  the  companies  agree  on  the  fact  that  social  media  is  a  highly  felicitous

environment to reach out to their target audience and engage with them, many fail in actualizing. In

order to understand the important factors on selection and usage of social media channels further

questions are asked.

How should social media platform(s) be selected by the start-ups and small scaled companies?

The results of the study suggest that spotting the target audience and planning the social media

activity around them is vital on building a social media strategy. If the selection of the medium of

communication  be  done  based  on  a  study  of  demographics,  it  would potentially  be  more

advantageous and beneficial for the firm. However a detailed study on customers and their online

behaviors which includes the evaluation of the social platforms is not viable, feasible and affordable

for start-ups and small scaled firms. Because of this it is suggested that firms should start their

social media usage by selecting the two most popular platforms which are Facebook and Twitter at

the current status of the social media world. These two platforms host the majority of the online

audience and the number of users  on them  increase steadily. Moreover the findings of the study

show that users that can be found on more industry specific social networks are also members of the

big platforms. These users create groups or fan pages and meet other like-minded individuals on

social networking sites such as Facebook. It is therefore very possible to reach to niche groups on

big sites as well. Furthermore the literature study also shows that the more users a platform has the

more beneficial it is for the companies.

On the other hand social media is a dynamic vicinity and changes happen constantly and quickly in

this environment. Thus firms should monitor and analyze the emerging trends and tendencies on

social media and take actions accordingly. As soon as a required level of maturity is established on

Twitter and Facebook and targeted amount of people is reached, companies should expand their

social media profiles to other platforms. During this second phase of enhancement, the presence of

competitors on social media, skills and abilities of employees together with the familiarity with a

particular platform can help companies to decide the next platform to be used. 

64



How should the usage of social media be in order to increase the level of engagement and

outreach?

The suggested usage of social media introduced in Chapter 4 covers the results of the empirical data

and the literature that forms an essence to this paper. The best practices presented are based on the

analysis of the results of the study which were obtained from the practitioners from five employees

from four different companies. The collected results then interpreted with the literature presented in

Chapter 5 and the suggested solution built based upon those. 

The study shows that the basic principle of  an effective social media usage is “being active”. The

vigorous vicinity of social media requires continual attention from the practitioners. However active

usage of social media does not refer to frequent posting and defending against negative comments.

The concept “being active on social media” incorporates providing fresh interesting content with a

proper language and tonality. 

Interesting content can be an industry news, sharing an influential  work of others or a genuine

content generated by the firm. However it is definitely not a constant promotional content. The

study shows  being  too  pushy on  social  media  platforms  leads  to  a  bad  publicity  and  loss  of

followers. Therefore firms need to proportion the promotional posts which should not exceed 30%. 

Social  media is  a broad environment  where a word spoken might reach out to vast  amount of

people.  Hence  any  single  mistake  might  easily  be  misunderstood  and  misinterpreted.  The

compensation of such mistake usually is not easy for firms. The results of such action might not be

bearable  for  start-ups  and  small  scaled  companies  which  are  striving  to  build  a  stable  online

presence.  Therefore  the  practitioners  must  be  careful  about  what  they  say  on  this  immense

communication world. Moreover the discussions on politics, race, gender, religion must be avoided.

The key points discussed above should be followed on using all kinds of social media platforms. On

the other hand usage of suggested social media platforms requires distinct approaches. Twitter is a

an  outbound  channel  and  it  is  very  suitable  to  gather  more  people  around  the  company  and

introduce the  firm to  the  wider  audience.  It  provides  a  suitable  environment  to  spread out  the

content and create a positive eWOM. As the platform puts no restrictions on interactions, meaning

communicating parties do not need to be friends or followers in order to talk to each other, finding

and working with influential users are considerably easy compared to SNSs. The key element in the
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usage of Twitter is the exploitation of the usage of hashtags. Hashtags enable a structured and well

organized  conversations  around  a  specific  topic  and  gather  enthusiasts  around  the  discussions

efficiently.  In  order  to  benefit  from this  companies  need  to  monitor  and  find  “hot”,  trending

hashtags in their industry and feed them regularly. This would help them to introduce themselves to

their audience. Furthermore firms should pick a clear, easy to remember hashtag which reflects the

company's work, use is in tweets. This would allow them to create an identity around that hashtag.

The activity on Twitter is considerably dynamic thus it is not possible to limit the number of tweets

per day however it should not go under two at least. 

On  the  other  hand  Facebook  should  be  interpreted  as  a  more  formal,  official  communication

channel. Hence the posting on Facebook should not be as often as Twitter. The findings show that

Facebook is  highly advantageous platform to maintain and utilize communities.  In addition the

advantage of less limitations on the structure of posts should be used by firms to create interactive

posts to create a hype around the page. 

Lastly  it  is  important  to  know  and  understand  the  social  media  platforms  before  using  them

especially when companies decide to spread out to more niche channels. It is vital to listen the

conversations first and then participate as the very fundamental requirement of social media is being

“social” not compeller.

6.2 Limitations and Critique

The purpose of  this  study is  to  understand the  usage  and selection of  social  media in  start-up

environment and in small scaled companies. Social media increasingly getting involved in business

activities and companies are trying to leverage this growing phenomenon. It has already proven

itself as a cost efficient tool to reach out to target audience for companies. However the role of such

an efficient tool in start-up environment still remains as a shallow field of research in literature.

Because of this qualitative approaches and case study selected in this paper to understand the role,

usage and selection of social media in the selected context. Qualitative methods and case studies

enable researcher to understand the subject in its own field by analyzing the research topic in real

time environment. This study as well examined the usage and selection of social media in a start-up

environment and to understand the subject thoroughly and to answer the research questions mainly

“how” and “why” questions were posed. 
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Single case study was followed as the main methodology of research in this study. Thus the major

limitations arise from the nature of selected methodology. The findings in the case studies are often

applicable  to  similar  cases  however  when  the  conditions  change,  it  may lose  its  validity  and

applicability.  Hence it  can be said that  case studies are  strong in internal  validity but  weak in

external validity. Moreover case studies reflect results based on the current status of the research

environment. Because of this, if the very same study conducted in another time or in another place

different results might be found.  

Due to  the limited time and being alone,  a  single  case was selected for  this  study.  The major

limitation of single case studies is, being too specific. The findings are subject to the conditions of

the selected choice. Thus the results are sensitive to the individual differences. In order to have a

strong  generalization  from a  single  case  study the  chosen  case  should  include  all  the  specific

characteristics of the under-researched subject. Which, in this case is hard to validate from a single

case because of the unstable and fluctuating conditions of start-up environment and the dynamic

nature of social  media.  On the other hand multiple case studies allows the observation and the

analysis of the common occurrences between cases, hence a stronger generalization can be made at

the end. Therefore multiple case study might lead to a more concrete and valid results for the study.

Furthermore the selection of the interview sample was made based on the selection of convenience

because of the limited time. In order to obtain more validated and credible results, multiple sources

of  evidence  were  used  by  selecting  different  people  with  various  backgrounds  from different

companies. However if the selective methods were used on sampling, the results could have been

more versatile as the selective methods allow researcher to go and pick the samples by evaluating

their accordance to the subject more in-depth. In addition the five participants were interviewed in

this  research.  However  it  might  be  argued  that  more  participants  could  have  provided  more

grounded results. 

Because of the limitations of time, one company's social media usage was monitored and analyzed

for benchmarking. However observation of the multiple companies' social media efforts could have

provided more detailed insights  for the research.  Because of  the lack of access  to  the selected

company's  social  media  accounts  as  an  administrator,  the  analysis  was  done  by observing  the

activity  of  the  social  profiles  from  an  outside.  If  there  was  an  access  to  those  profiles  the

measurement of the effects of the particular usage would have been done. In addition measurement
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of the level of outreach and the level of engagement of the each post could have been analyzed. 

On  the  other  hand  the  literature  about  the  social  media  usage  in  start-ups  and  small  scaled

companies  is  very  limited.  The  start-up  environment  is  considerably  different  than  any  other

business  vicinity  and  small  scaled  firms  have  distinct  characteristics.  Within  these  limited

conditions the role of social media becomes highly important on outreach, and requires a specific

approach. However the current literature mainly focuses on the role of social media in marketing in

business world in general.

Furthermore the realization of the suggestions is not included in the paper. The very first design of

the  research  was  to  divide  the  work  into  two  stages.  The  first  phase  was  dedicated  to  the

examination of the social media platforms and the usage, and the second phase was planned to

realize and test the findings of the first phase. However the total amount of time given to this study

is five months and in order to measure the effects of a specific social media plan, longer period of

time is needed. Therefore the original scope of the study had to be reduced and the second phase is

left as a further research topic. 

6.3 Further Research 

Single case study as mentioned above provides results which are closely dependent on the current

conditions of the selected sample. Multiple cases on the other hand allow researcher to investigate a

particular subject in many cases which eventually enables more credible generalization at the end.

Thus a further study can include the analysis of the social media selection and usage in different

cases. The case companies might be selected from various industries which would allow researcher

to cross reference the similarities and commonalities on social media usage and selection in distinct

sectors. By doing so a researcher would be able to investigate the occurrence of a specific approach

on social media in different business environments and analyze the effects on each cases. A valuable

results  could  be  obtained  in  such  approach  which  would  allow researcher  to  come up with  a

stronger validation.

The implementation and testing of the provided guideline is not included in this paper. A further

research could focus on the realization of the suggested approaches on social media and measuring

the effects on the level of outreach and engagement. This way the viability of the suggested action
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plan on social media could be seen clearly.

Lastly social media is a constantly changing environment, in order to be successful on this dynamic

world it is important to follow the trends and technologies. Thus a potential future research could

concentrate on determination and analysis of the factors and/or metrics which should be monitored

on  a  regular  basis  to  detect  the  changes  on  the  social  media  environment  and  to  take  action

accordingly.  
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APPENDIX

APPENDIX – I: Overview of Claimony's Social Media Efforts

Overview of Claimony's Social Media Accounts

Account Week 32 Week 36

Facebook

https://www.facebook
.com/claimony

510 likes 549 likes

13 posts – 3,25 posts per week

Posts are mainly focused on company news. Competitions, upcoming rewards,
announcements  etc.  are  mainly  broadcast  through  Facebook.  In  addition
interesting company news are also posted on the page occasionally. Response
time is less than 3 minutes, which is considerably fast therefore the interaction
rates is %100 for the comments and messages. All posts include visuals and/or
video-clips. Although the hashtag usage is not mature enough on Facebook,
company  uses  the  relevant  hashtags  in  some  of  their  posts.  The  rate  of
mentioning is high, when company includes other companies' name or other
users' name in their posts this is done via mentioning(tagging) their names. 

Twitter

@claimony 464 followers; 243 following
559 followers; 450

following

No less than 3 tweets per day/ some days rises up to 16(including retweets) –
Daily average +3 followers, +4 tweets, +1 following. 

The usage area of Twitter varies from daily Tweets on ordinary company news
to maintenance of customer relations.  The contents  of tweets can be about
anything related to company's  field of business. However the proportion of
promotional tweets are quite low compared to the activity. Company tries to
ignore  being  too  promotional.  On  the  other  hand  focuses  on  finding
interesting,  fun,  encouraging  topics  on  gaming  related  content.  Supporting
media  formats  (visuals,  video-clips  etc.)  are  used  whenever  possible.  It  is
important to note that company has several loyal followers who acts as an
ambassador on Twitter  who increase the level interaction and traffic  to the
account. Usage of hashtags are high but mostly content related. No specific
hashtag is being used for the company in general. Another significant factor is
the amount of mentioning, company includes mentioning in their tweets a lot
which is an important stat on interaction.

Table 9. Overview of Claimony's Social Media Accounts.
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APPENDIX – II: Interview Guide

Interview Structure

• Introduction: Questions about the interviewees position at the company and background.

• Interview: Questions about the role and importance, selection and usage of social media

• Closing: Optional sum-up question.

Introduction

• Explanation of the study and the subject.
• Asking for permission to record the interview.
• Asking brief warm-up introductory questions about the respondent's position in the 

company and background.

Interview

Questions about the Start-up Environment and The Role of Social Media

• What are the main difficulties for start-ups and small scaled companies?
• What are the benefits of social media in this business environment?
• How important is the role of social media on outreach in start-ups and small scaled 

companies?
• How would you grate the importance of social media on outreach in start-ups and

small scaled firms? On a Scale from 1 to 10

Selection of Social Media

• What should companies take into consideration on choosing the social media in the
dynamic world of social media?

• What is the importance of the skills, abilities and past experience of the employees
on the selection?

• What are the challenges and threats in social media, how could those be eliminated?

• What are the advantages of following the big names on social media?

• What could be the danger in trying to be present in many platforms?
• What did you consider in selection?

Usage of Social Media

• What  are  the  main  benefits,  advantages  of  that  platform(s)?  (According  to  the
platforms which respondent uses actively)

• How often do you post, share?

• How do you attract the audience, reach out to them?
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• What are the important factors on tonality, language and the density of posts?

• What are the definite DOs and DON'Ts?  

• The importance of ambassadors?

Closing

• Is there anything else you would like to add?
• Acknowledgment and finishing the interview.
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