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Social media's significance on the need recognition and 
information search, in B2B investment decisions of 3D 
printers. 
 
 
Abstract 
 
This study examines what significance social media (Facebook, LinkedIn, Twitter and Instagram) 
may have in regard to clients need recognition and information search, in B2B investment decision 
making of desktop 3D printers. The study was made on 121 respondents from the 3D printer 
reseller company 3DVerkstan’s customer base. Need recognition and information search are the two 
first steps of five, in the consumer behavioral Engel Blackwell Miniard (EBM) model of decision 
making. To get a better perspective of what role social media have in B2B marketing, a broad 
investigation of the 3D print owners need recognition and information search has been conducted 
through a survey built from the EBM-model, and the clients media consumption. A wide range of 
communication channels has been examined in order to draw conclusions from what role social 
media play as whole. As social media is an unexplored field for B2B marketing, an interview with the 
CMO of Telia Sonera Sweden, Magnus Andersson was held to get insights of how they currently use 
social media in B2B as a best-in-class case. This study aims to give foundational directives for social 
media’s significance for B2B companies in the technology. 
 
The findings in this study indicates that social media has a great potential exposure to influence and 
inspire need recognition. Especially for Facebook, decent potential exposure for LinkedIn and 
Instagram. Not very good for Twitter. Although, almost none were first exposed to 3D printing on 
social media. Social media was not searched for information, and the few that did searched for 
reviews. The respondents primarily searched on online sources only. Most respondents conducted 
one search step where they focused on finding a source with compiled information to conveniently 
grasp the 3D printer market. Either on Youtube to look for unbiased 3D print reviews. Or through 
a convenient recommendation from friends and resellers of the most suitable 3D printer in relation 
to their objective. Technical specification, price, customer reviews, service & support and user case 
quality caught their attention after finding their preferred source of information retrieval. 
Convenient personalized packaging in review form with the above stated attributes could be used to 
inspire customers on social media. Directed towards the use motives; prototyping, hobby/home use 
or custom production. 
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Sociala mediers betydelse för behovs identifiering och 
informationssökning, i B2B investeringsbeslut av 3D-skrivare. 
 
 

Sammanfattning 
 
Denna studie undersöker vilken betydelse sociala medier (Facebook, Linkedin, Twitter och 
Instagram) kan ha när det gäller kunders behovs identifiering och informationssökning, i B2B 
investeringsbeslut av desktop 3D-skrivare. Studien är gjord på 121 respondenter från 3D-
skrivarföretaget 3DVerkstan's kundbas. Behovs identifiering och informationssökning är de två 
första stegen av fem, i Engel Blackwell Miniard (EBM) konsument beteende modell för 
beslutsfattande. För att få ett bättre perspektiv på vilken roll sociala medier har i B2B 
marknadsföring, har en bred undersökning av 3D-skrivarägares behovs identifiering och 
informationssökning gjorts genom en enkät som utgått ifrån EBM-modellen, och kunders 
mediekonsumtion. Ett brett utbud av kommunikationskanaler har undersökts för att dra slutsatser 
av vilken roll sociala medier spelar som helhet i B2B-marknadsföring. Eftersom sociala medier är ett 
outforskat område för B2B-marknadsföring, har en intervju med den marknadsföringschefen på 
Telia Sonera Sverige, Magnus Andersson gjorts för att få insikter om hur de för närvarande använder 
sociala medier inom B2B. Denna studie syftar till att ge grundläggande direktiv för sociala mediers 
betydelse för B2B-företag inom teknikindustrin. 
 
Resultaten i denna studie visar att sociala medier har en stor exponeringspotential att påverka och 
inspirera behovs identifiering. Speciellt för Facebook, okej för Linkedin och Instagram. Men inte så 
bra för Twitter. Även om nästan ingen först kom i kontakt med 3D-skrivare via sociala medier. 
Sociala medier användes inte för informationssökning, och de få som gjorde det hade sökt efter 
recensioner. Respondenterna sökte i första hand bara på Internetkällor. De flesta tillfrågade 
genomförde sökningen i ett steg där de fokuserade på att hitta en källa med sammanställd 
information för att bekvämt få ett grepp om 3D-skrivarmarknaden. Antingen genom Youtube för 
att leta efter opartiska recensioner. Eller en bekväm rekommendation från vänner eller återförsäljare, 
av den lämpligaste 3D-skrivare i förhållande till deras syfte. Teknisk specifikation, pris, 
kundrecensioner, service & support och användarfall fångade deras uppmärksamhet i 
informationssökningen efter att de hittat sin föredragna källa. En bekväm personlig 
rekommendation förpackad i recensionsform med de ovan angivna attribut kan användas för att 
inspirera kunderna på sociala medier. Riktas mot användningsmotiven; prototyper, 
hobby/användning hemma eller anpassad produktion. 
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1. Introduction 
This chapter introduces the research problem of this study and includes problem definition, 
purpose, limitations and a brief description of the company 3DVerkstan. 
 

1.1 Background 
 
Social media has become a part of the everyday life for a significant part of the Swedish population, 
more precisely 72% in 2014 (Stiftelsen för internetinfrastruktur, 2015). In 2014, 95% of the younger 
population 16-25 year olds used social media at least once a year, and the number of users grew with 
3 percent during this year (Stiftelsen för internetinfrastruktur, 2015). Due to social medias easy 
accessibility, large existing and growing number of users, social media has become well recognized as 
marketing channels (Statistiska centralbyrån, 2014). Marketing through social media is called social 
media marketing and have among others the possibility of; segmentation, reach, two-way and mass 
communication, free marketing through user generated content (UGC), the chance of going viral 
and cheap cost (Kaplan & Haenlein, 2010).  
 
In B2B the relationship play a more important role and depend on a more personal relationship 
between the seller and the client in order to establish trust (Gillin & Schwartzman, 2011). Business 
investment cycles are longer and typically focus on the value and long-term impact of the 
investment, which often involve multiple decision makers (Ibid). Making business investment 
decisions a greater commitment than a consumer buying decision (Berk & DeMarzo, 2007 and 
Gillin & Schwartzman, 2011). 
 
But what significance social media have to influence decision making in B2B, is an unexplored field 
in need of attention and further research. This research will be a case study on the customer base of 
3DVerkstan, a small reseller company of 3D printers, with mainly business customers. Since they are 
a small company they see a great potential in utilizing social media technologies for marketing and 
communication in order to expand their market.  
 

1.2 Purpose & objective 
 
The purpose of this study is to examine what significance social media (Facebook, LinkedIn, Twitter 
and Instagram) may have in regard to clients need recognition and information search, in B2B 
investment decision making of desktop 3D printers. It aims to give foundational directives for social 
media’s significance for B2B companies in the technology industry through a case study on desktop 
3D printers. The studied population will be picked from the 3D printer reseller company 
3DVerkstan’s customer base. Their need recognition and information search will get investigated 
using the most recognized consumer behavioral Engel Blackwell Miniard (EBM) model of decision 
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making (Blackwell et al., 2001) as framework for the survey questions. The respondent’s media 
consumption will also get investigated along with an interview with Magnus Andersson, Chief 
marketing officer at Telia Sonera Sverige. In order to get insights from a technology B2B company’s 
marketing perspectives, in order to draw conclusions of social media’s significance in B2B 
marketing. To give a fair picture of social media’s significance, a lot of common communication 
channels will also get investigated and put in relation to social media. 
 

1.3 Limitations 
 
The target group for the survey is limited to 3D print owner picked from 3DVerkstan’s customer 
base (112 respondents). The represented customer segment look to invest, or have invested in a 
desktop 3D printer (desktop sized 3D printers), with a budget up to 100.000 SEK. The investigation 
is limited to the customers need recognition and information search in the decision making EBM 
model (Blackwell et al., 2001). The EBM model is a consumer behavior theory of decision making, 
and the survey will be based on recollected decision making data. 
 

1.4 Research question 
“What significance do social media have in relation to the need recognition and information search, 
in B2B investment decision of 3D printers? ” 
 

- How does the client's need recognition look when investing in a 3D printer? 
- How does the client's information search look when investing in a 3D printer? 

 

1.5 About 3DVerkstan 
 
This master thesis is carried out at 3DVerkstan. 3DVerkstan are distributors of the Ultimaker 3D 
printer (desktop size) in Scandinavia and Finland, also reseller in Sweden. 3DVerkstan was founded 
in 2013 and are internationally recognized for their knowledge and support guides within in additive 
manufacturing with 31.000 views per month. 
 

1.6 About 3D printers 
 
3D printing, also known as additive manufacturing is a term describing various processes used to 
synthesize a three-dimensional object (Theengineer, 2010). A 3D printer is a type of industrial robot, 
which creates objects layer by layer following a pre-programmed 3D model. The designation 
“desktop 3D printer” refers to the size of the 3D printer, which as the term describes are a 3D 
printer in the size to fit on a desktop. Where other larger 3D printers are often referred to as 
industrial 3D printers. The desktop 3D printer got it’s hype in 2010 when it was commercialized and 
got more available to consumers. (Barnatt, C. 2013) 
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There are three types of 3D printing techniques, material extrusion, photo polymerization and 
binding of granular materials. Material extrusion techniques such as fused deposition modeling 
(FDM) and fused filament fabrication (FFF) use the process of building a model layer by layer by 
melting and extruding the material into an object following a programmed model. (Lipson, H. & 
Kurman, M. 2012) 
 
Photo polymerization techniques such as stereo lithography (SLA) and digital light processing (DLP) 
are liquid based techniques. They create an object by focusing a concentrated beam of ultraviolet 
light onto the surface of liquid photopolymer. The light beam builds the object layer by layer onto 
the surface of the liquid. (Lipson, H. & Kurman, M. 2012) 
 
Binding of granular materials techniques are such as elective laser sintering (SLS), electron-beam 
melting (EBM) and direct metal laser sintering (DMLS). These techniques create objects by sintering 
powdered material together (typically metal) by focusing a laser on the material. (Lipson, H. & 
Kurman, M. 2012) 
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2. Theory 
This section gives an introduction to decision-making, based on consumer behavior theory. It describes how the decision-
making process looks for businesses in terms of problem recognition and information search from the EBM-model of 
decision-making. This is researched in order to give foundational understanding of affecting influences and theories of 
decision-making in B2B investments to build an adequate survey framework. Also the relationship and use of social 
media in B2B is investigated. 
 

2.1 Consumer behavioral decision making 
 
Consumer behavior is the examination of people or groups and their processes to select, use, and 
dispose of products, services and experiences to satisfy needs and the impacts that these processes 
have on the consumer and society (Hawkins & Mothersbaugh, 2009 and Kuester, 2012). The study 
of consumer behavior helps firms and organizations to improve their marketing strategies by 
understanding how consumers think, feel, reason, and select between different alternatives (e.g., 
brands, products, and retailers). It blends elements from psychology, sociology, social anthropology 
and economics (Roebuck, 2012). Consumer behavior attempts to understand the buyer’s decision-
making processes, by examining characteristics such as demographics and behavioral variables to 
understand people's wants (Hawkins & Mothersbaugh, 2009). It also studies the influence third party 
groups have, such as family, friends, reference groups and the society (Roebuck, 2012). Consumer 
behavior has proved to be very difficult to predict, even for experts in the field (Armstrong, 1991).  
 

2.1.1 Business Decision-making 
 
More people are involved in B2B decision-making processes in bigger companies. Thus the B2B 
decision-making process usually takes much longer than in B2C. Each party involved in the business 
may have different reasons for buying or not buying a particular brand. Issues such as the viability of 
the manufacturer, support quality and future product road map have great influence on the buyer 
decision. (Gillin & Schwartzman, 2011) 
 
Companies seek long-term relationships, as any experiment with a different brand will have impacts 
on the entire business. Service and support are essential decision factors, since the entire business 
operation may rely on the service or product (Gillin & Schwartzman, 2011). Business customers 
won’t wait for support; they need to be assured their problems will be fixed when they need to 
(Gillin & Schwartzman, 2011). Therefore, brand loyalty is more important than in consumer goods 
markets. While consumer goods usually cost little in comparison to B2B goods. Not only is it 
required to meet the buyer numerous times, but the buyer may also ask for prototypes, and 
mockups. Such assessments decrease the risk of buying the wrong product or service. 
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B2B marketing is more likely to focus on value than experience since value is a driving force in B2B, 
the experience (the “wow” factor) rarely means much in business engagements. Value can be 
expressed in many ways, price/performance, and the fit with the customer’s business objective, 
flexibility and compatibility with existing systems. B2B buying decisions are usually made by groups, 
which often means the marketer have to influence individuals with different focus at multiple stages. 
Business buying cycles are longer than consumer buying cycles. (Gillin & Schwartzman, 2011)  
 

2.1.2 EBM model 
 
The Engel Blackwell Miniard (EBM) model is a model explaining the customer decision making 
process in six phases; problem recognition, information search, alternatives evaluation, purchase 
decision, purchase and post-purchase evaluation (Blackwell et al., 2001). The phases are affected by 
internal (within people) and external influences (between people) that affect the consumer’s 
decisions (Blackwell et al., 2001). The process to make a decision is argued to be information 
processing of consumer behavior (Peter & Olson, 2008, Solomon, 2007 and Walters & Blaise, 1989). 
Other decision models developed on this basis are the Nicosia model (Nicosia, 1968), Howard–
Sheth model (Howard & Sheth, 1989) and the black box model (Sandhusen, 2000). The EBM has a 
mature framework, which can be sequenced and factorized to easily analyze core problems 
(Blackwell et al., 2001). The EBM model has been improved several times since 1968 and is 
considered a mature framework of decision-making (Engel et al, 1968); in figure 2.1 below is the 
EBM model from 1995.  
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Figure 2.1 - The Engel Blackwell Miniard model 1995 

 

2.1.2.1 Need recognition 

 
In the need recognition phase (also known as problem recognition), the buyer recognizes a need or 
want. The difference and nature between need and want merely influences the scope of decision 
(Blackwell et al., 1990). The definition of need recognition is "the perceived difference between the 
ideal state of affairs and the actual situation sufficient to arouse and activate the decision process" 
(Blackwell et al. 1986). When this gap is difficult to bridge in the actual state or the desired state, and 
is perceived to be important to an individual, problem recognition occur (Pounds, 1969; Smith, 
1989). The problem recognition of the customer’s actual and desired state can simply be described 
to be affected by the following influences; the customer's actual state is influenced by two sets of 
internal circumstances, the depletion of the current product or current product dissatisfaction. 
Similarly, the customers desired state is influenced by two sets of external factors. Product 
acquisition corresponding to a new need and the purchase of a product that promise a higher level 
of satisfaction than the current product.  
 
Marketing, situational and consumer influences have impact on the need recognition (Sirgy & 
Lindquist, 2008). Situational influences refer to the depletion of a product. Recognize the need for 
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new goods and services as a result of changed circumstances. Product acquisition also leads 
consumers to realize about new needs, as one purchase leads to the need of another. (Engel et al., 
1995) Consumer influences look different between the actual and desired state consumers. The 
actual state consumers shop mostly because they need to replace a depleted product or through 
dissatisfaction with the current (Baker & Wakefield, 2012). The desired state consumers seek and 
recognize new product opportunities, they shop not necessarily to replace products, they may enjoy 
the shopping experience (Ibid). Marketing influences includes promotional activities and 
information distribution to reach the consumer with interesting content such as product qualities 
and offers (Sirgy & Lindquist, 2008).  
 

2.1.2.2 Information search 

 
Once the consumer has recognized a problem, they start to search for products and services to fill 
their need. Consumers make both an internal (memory) and an external search (active search at 
different sources). The internal search refers to information recalled from memory about products 
(Blackwell et al., 1993). When the internal search is not sufficient to satisfy consumer's needs, they 
start an external search on information sources such as; personal recommendations, commercial 
sources, public sources and personal experience. When the consumers actively search, they have a 
selective perception process, which can be described in four stages (Belch & Belch, 2007). 
 
The first stage selective exposure refers to the process when individuals chose what information they 
expose themselves to. The information tend to supports a certain view or decision and neglect 
conflicting information (Sullivan, 2009). The second stage selective attention refers to which 
promotional messages the consumers pay attention to and entered into the visual short-term 
memory (Lavie et al., 2004). Selective comprehension is the third stage, the consumer interpret 
identical information differently to maintain consistency with existing beliefs and attitudes 
(Broderick et al., 2007). The fourth is selective retention, the process of selecting what to keep in the 
memory, narrowing the information flow. People remember messages more accurately that are 
closer to their interests, values and beliefs than those that are in contrast (Berkowitz, 2011). 
 
The implications of this process help to develop effective promotional strategies. Also which 
sources of information are more effective for the brand. At this time the consumer compares the 
brands and products that are in their evoked set. The evoked set refers to the number of alternatives 
that are considered by consumers during the problem-solving process. Consumers evaluate 
alternatives in terms of the functional and psychological benefits that they offer. (Belch & Belch, 
2007) 
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2.2 Social media & marketing 
 

2.2.1 Social media technologies 
 
Social media technologies take on many different forms, to name a few: online newspaper, Internet 
forums, weblogs, social blogs, micro blogs, wikis, social network services, podcasts, vlogs and 
podcasts. The Web 2.0 emphasizes user-generated content (UGC), usability, and interoperability 
through the World Wide Web. Social media have emerged from the Web 2.0, defined as "a group of 
Internet-based applications that build on the ideological and technological foundations of Web 2.0, 
and that allow the creation and exchange of user-generated content" (Kaplan & Haenlein, 2010).  
 

2.2.2 Social media marketing 
 
The accessibility and many users have made it possible to engage with and reach a large number of 
people through social media. This has become well recognized among companies and is nowadays a 
necessity for marketers. Marketing through social media is called social media marketing and often 
focus on the effort to attract and encourage UGC. UGC increases an organic reach through 
electronic word of mouth (eWoM). EWoM refers to any statement consumer’s share on social 
media about an event, product, service, brand or company (Kietzmann & Canhoto, 2013). 
Interacting users immediately become a part of the marketing through their spread of UGC on 
social networks. When content is shared from user to user, the underlying message appears more 
trustworthy coming from a third-party source, opposed to if a user would read the message directly 
from the company itself (Schivinski & Dabrowski, 2013). To create content and share to social 
media is free or cheap, and if marketers succeed creating content, which reaches many users through 
engagements and shares, it may turn out the most effective marketing tool to generate leads. 
Traditional media as distribution channel often have higher costs such as print costs (e.g. posters 
and flyers) or distribution fees (e.g. TV and Radio).  
 
Branding and communication are some of the main reasons for companies employing social media 
marketing. To be accessible to those interested in their product and visible to potential customers. 
Companies use social media to create buzz with the chance of getting their messages spread viral, 
and in the process also learn from and target customers. Social media platforms enable users to 
interact with each other and share experiences and reviews. It's the only form of marketing where 
customers can point other customers in directions and help others at every step of the consumer 
decision journey (Saravanakumar & Suganthalakshmi, 2012).  
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2.2.3 B2B Marketing 
 
Marketing comprises all activities involved in the transfer of goods from the producer or seller to 
the buyer (Peters, 2012). Business-to-business (B2B) marketing, also known as business marketing or 
industrial marketing is targeted on the relationships between the four broad businesses customer 
categories: companies that consume products or services, government agencies, institutions and 
resellers (Dwyer & Tanner, 2006). Business marketing generally entails shorter and more direct 
channels of distribution (Dwyer & Tanner, 2006). While consumer marketing is aimed at large 
groups through mass media and retailers, the negotiation process between the buyer and seller is 
more personal in business marketing (Ibid). In business marketing a value needs to be proven to the 
client, which is needed in their business to make a profit, opposed to B2C marketing where a 
consumer buy for personal use.  
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3. Methodology 
The investigation of the problem definition was conducted in three parts. A qualitative literature study to get a good 
foundation on the key concepts addressed in the work. A best-in-class interview with the CMO of Telia Sonera to get 
insights of how they use social media in B2B. Lastly a quantitative survey about need recognition, information search 
and media consumption in order to analyze social media’s significance in B2B marketing. 
 

3.1 Literature Study 
The fundamental topics included in this study are EBM decision-making model, problem recognition, information 
search, social media marketing and business-to-business (B2B). These topics have been sought out as foundation to 
build the survey and qualitative interview. 
 

3.1.1 Purpose 
 
The Literature study aims to improve the general understanding of the problem area by reviewing 
and compiling relevant information and theories from earlier research and literature. To increase the 
chance of forming as objective and relevant questions in this reports survey and qualitative interview 
(Kvale, 1997).  
 

3.1.2 Execution 
 
Knowledge was collected within the field of decision-making and consumer behavior with the 
orientation of problem recognition and information search. From these fields of study, a decision 
making model was found which was used as foundation to form the later quantitative survey. The 
“Engel Blackwell Miniard model” (EBM model) of decision making constitute the first two steps of 
a customer's decision-making process; problem recognition and information search. Social media 
and B2B marketing was also researched by declaring the uses of social media in a marketing 
perspective and how social media is utilized in B2B marketing. The knowledge collected from these 
fields was used to form a interview template for the later qualitative interview. 
 
The literature has been retrieved from Google Scholar and KTH Library search service KTHB 
Primo. Relevant keywords used in the literature search are: “consumer behavior”, “decision 
making”, “problem recognition”, “information search”, “social media”, “marketing”, “social media 
marketing”, “Engel Blackwell Miniard model”, “descriptive decision making theory”, “business-to-
business”, “B2B”. Additional literature has been found through the reference list of obtained 
sources. Mendeley Desktop has been used to manage the sources used in this study. 
 
 
 
 



15 

3.2 Survey 
The EBM model from the literature study was used as framework when forming the survey questions about 3D print 
owner’s decision-making process since it’s considered the most mature decision-making model. The survey is 
quantitative and based on descriptive decision-making theory, investigating the respondent’s problem recognition and 
information search.  
 

3.2.1 Purpose 
 
The purpose of the survey was to determine critical focal points in 3D print owner’s investment 
decision-making in regard to problem recognition and information search, where social media have 
had influence on a decision. Combined with the view from both the intermediary (Telia Sonera best-
in-class interview) and receiver of information (the respondents). The focal points will get identified 
and connected between the intermediary and receiver in the latter discussion.  
 

3.2.2 Target group selection 
 
The target group of 3D print owners was accessed through 3DVerkstan’s customer base. Of 324 
clients (112 responded), mainly consisting of personal use and business customers. The goal was to 
mainly reach business customers as target group owning a 3D printer in Sweden.  
 

3.2.3 Survey Framework 
 
The survey questions of problem recognition were formed after the EBM-model since it compared 
to the Nicosia-, Howard–Sheth- and black box-model, is considered the most mature decision-
making model. It has been tested and developed several times since it’s previous precursor 
developed in 1968 (Engel et al, 1968). The survey questions about information search and problem 
recognition were formed after the following steps of cognitive decision making process; selective 
exposure, selective attention, selective comprehension and selective retention. Each step defined in 
the EBM-model. Also questions of social media use and habits was formed for the most common 
social media in Sweden; Facebook, Twitter, LinkedIn, Instagram and Youtube (Stiftelsen för 
internetinfrastruktur, 2014). Other common communication channels and mediums were also 
included in order to give a full picture of the client’s total media consumption. The objective of 
applying a quantitative research method in this study was to develop models and theories out of 
analyzes of empirical data. Also an open-ended question was provided in the end of the survey for 
participants to express eventual technical problems or comments on the survey. 
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3.2.4 Survey questions 
 
The survey was formed in twenty questions (see Appendix A). Of the questions seventeen were used 
for the result in this thesis. One question was optional to provide contact information. One question 
was for general comments about the survey. One question were the contest question in order to win 
an Ultimaker 2 GO. Of the seventeen questions used for the result ten of the questions had 
predetermined answer options and seven were open-ended questions. The questions asked about 
general information, social media habits, 3D printer use, problem recognition and information 
search. 
 

3.2.5 Execution 
 
The survey was created in Google sheets and sent out to 3DVerkstan’s customer base through their 
newsletter service Mailchimp. All personal data was handled according to PUL (person uppgifts 
lagen) the act on handling of personal information. 3Dverkstan sponsored the survey study with a 
Ultimaker 2 GO 3D printer as price to one participant for answering the survey and a contest quiz 
about 3D printing, to help generate as many answers as possible. The contest quiz was added in 
order for 3DVerkstan to be able to give out a 3D printer tax-free. The survey was sent out June 12, 
which generated 99 responses, and a reminder was sent out June 17, which generated another 13 
responses to a total of 112.  
 
 

3.3 Best-in-class interview 
A qualitative interview was built from the literature study foundation of social media and B2B marketing with the 
aim to form a best-in-class interview with Telia Sonera Sweden AB, who successfully has managed to utilize social 
media marketing. This was done in order to identify focal points in social media marketing used to influence customer's 
decision-making in regard to problem recognition and information search.  
  

3.3.1 Purpose 
 
The purpose of the best-in-class interview was to evaluate a company within the technology industry 
with a state of the art practice in B2B social media marketing. Then identify the focal points in their 
marketing, which they use to influence their customer’s decision making in regard to problem 
recognition and information search. The purpose of the interview is to provide a marketing 
perspective of how business companies market themselves B2B to reach their clients on social 
media. The identified focal points will get analyzed and used to match identified focal points from 
the responses from the survey sent out to 3DVerkstan’s customer base.  
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3.3.2 Company selection delimitation 
 
The company selection for the best-in-class interview was made in four steps. The first demarcation 
limited companies as actors on the Swedish market. The limitation to the Swedish market was made 
in order to exclude differences in cultural marketing conditions and market settings from 
consideration when evaluating the responses. The second demarcation limited the company 
selection to actors selling technology products or services. The limitation was made in order to get 
responses from companies with similar market conditions and communication challenges. Thus 
increasing the chance of facilitating more direct applicable interview responses for this study. The 
third delimitation targeted companies with a B2B orientation. The limitation was set since B2B 
marketing and B2C marketing differs in in approach and audience. The final selection determined 
the company with the best-in-class social media marketing within the first three boundaries. Telia 
Sonera Sweden AB was chosen since they were most consistent with the target group specification. 
Telia Sonera Sweden AB are the largest supplier of telephony and Internet in Sweden, both in terms 
of sales and number of customers.  
 

3.3.3 Company selection framework 
 
The company selection was made from the VA500 list rank of Sweden's biggest companies in terms 
of sales (Va500.se, 2015), within the target group focus. The list VA500 is produced by the company 
Invest in Relations, a web based information service that focuses on the most successful companies 
in Sweden and offer insight into the business peaks relationships (Investinrelations.com, 2015).  
 

3.3.4 Interview 
 
A qualitative interview was conducted with Magnus Andersson, Chief Marketing Officer (CMO) at 
Telia Sonera Sweden AB. The conducted interview applied a semi-structured question form, 
meaning a predetermined template, which the interview should keep within in order to obtain as 
much relevant information as possible (Newton, 2010). The interview moved freely within the form 
of 16 interview questions (see Appendix B), but if the topic of conversation moved outside the 
template, the conversation was brought back within topic. The advantage of carrying out a 
qualitative interview is the ability to adapt questions and ask follow up question, thus get a broader 
picture than using questionnaires (Ahrne & Svensson, 2011). When interviews are orally available, 
the opportunity to develop and explain the matter reduces the possibility of misunderstandings 
(Andersson, 1985). It’s often necessary to develop a question with supplementary questions when 
issues are interpretable, in order for the respondent to respond accurate the way the interviewer 
intended (Larsson, 2011). The weakness of interviews as method is the lack of universal coverage 
and must therefore usually be supplemented with other methods (Ahrne & Svensson, 2011). 
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The interview questions were formed from the survey question framework (sent out to 
3DVerkstan’s clients) in order to receive answers responding to how Telia Sonera influence their 
customers decision making (see Appendix B). Thus obtaining empirical knowledge of how to 
succeed influencing clients decision making through social media. The questions were grouped by 
the following themes; background of Magnus Andersson, problem recognition, information search, 
selective exposure, selective attention, selective comprehension, selective retention and marketing & 
social media.  
 

3.3.5 Execution 
 
To find the best suitable company to perform a best-in-class example, the four limitations; Swedish 
market, selling IT technology products or services, B2B oriented and the best on social media 
marketing. The company selection was from the VA500 list ranking was narrowed down to 
companies based on most social media followers for the most popular B2B marketing social medias 
(B2bmarketing.net, 2015), see figure 1; Some companies only had a global channel why the follower 
number were set in parentheses “()”. The recorded follower numbers was measured June 9, 2015. 
Telia Sonera Sverige AB was chosen since they were most consistent with the target group 
specification. Telia Sonera Sverige AB is the largest supplier of telephony and Internet in Sweden, 
both in terms of sales and number of customers. A qualitative interview was conducted with Magnus 
Andersson, Chief Marketing Officer (CMO) at Telia Sonera Sverige AB.  
 
 
 

  LinkedIn 
Followers 

Twitter 
Followers 

Facebook 
Followers 

Ericsson (727’880) (31’100) (96’142) 

Telia Sonera 7’833 17’200 113’412 

Sony Mobile 
Communications 

79’303 - 96’283 

Tele2 22’681 16’469 81’633 

Figure 3.1 - best-in-class company selection 
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4. Result 
This chapter contains the data result from the collected survey and compiled interview with Magnus Andersson, CMO 
at Telia Sonera. 
 

4.1 Need recognition 
Recorded survey data from external influences such as marketing, situational and consumer influences. Internal need 
stimuli such as motives have been concluded in order to categorize the respondents need recognition. 
 

4.1.1 External influences 

 

4.1.1.1 Gender & age 
The survey participants consisted of 112 respondents, of whom 106 were men (94.6%) and six were 
women (5.4%). In the segmented age groups, thirty-nine (34.8%) were within the age of 25-34 years 
old. Thirty-eight (33.9%) within the age of 35-44. Nineteen (17.0%) within the age of 45-54. 
Thirteen (11.6%) respondents within the age of 24 or younger. Two (1.8%) within the age of 55-64 
and one respondent (0.9%) were 65 years old or older. 
 

4.1.1.2 Area of use 
Among the respondents fifty-eight (51.8%) mainly use 3D printer for personal use. Thirty-nine 
(34.8%) mainly uses 3D printers within companies. Ten (8.9%) mainly use 3D printers within non-
profit organization and five (4.5%) mainly use 3D printers within schools or universities.  
 

4.1.1.3 Occupation 
The position/professional title for the thirty-nine respondents using 3D printers within companies 
has been categorized in the following shares. Seventeen (43.6%) product developer/designer, twelve 
(30.8%) company owners, three (7.7%) CEO:s, two (5.1%) team leaders. One (2.6%) respondent are 
also Development Manager, Purchaser, Business Development Manager, IT technician and 
Technology Pedagog. The position/professional title for the ten respondents using 3D printers 
within organizations has been categorized in the following shares. Five are Makerspace Members. 
Two are Organization Founders. One is Deputy Project Leader, Purchaser and Visiting Conductor. 
The position/professional title for the five respondents using 3D printers within school or 
university is all teachers. 
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4.1.2 Internal influences 
 

4.1.2.1 Identified need 
Thirty-eight (33.9%) respondents identified the need of 3D printers for prototyping. Twenty-two 
(19.6%) for hobby/home use. Nineteen (17.0%) for custom production. Thirteen (11.6%) through 
curiosity. Six (5.4%) had inconsistent answers for this question due to misinterpretation. Five (4.5%) 
identified the need of 3D printers for visualization. Four (3.6%) for learning purposes. Three (2.7%) 
for cost saving purposes and two (1.8%) answered they haven't bought a 3D printer. 
 
 
 

 
Figure 4.1 - Identified need 
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4.1.2.2 Need recognition categorization 
The need recognition most equitably describing the motive for the latest 3D-printer purchase were, 
new objects for 3D printing for sixty (53.6%) respondents. Thirty-seven (33%) higher expectations 
for 3D printing. Six (5.4%) dissatisfaction with the previous 3D printer. Nine (8%) did not buy a 3D 
printer. None bought their latest 3D printer due to depletion of an older 3D printer. 
 
 
 
 
 

 
Figure 4.2 - Need recognition for the latest bought 3D printer 
 
 
 
 
 
 
 
 
 
 
 
 



22 

 

4.1.2.3 3D printer use 
Fifty-one (45.5%) participants use their 3D printers mainly for prototyping (in scale 1:1). Thirty-two 
(28.6%) personal use. Twenty-three (20.5%) production (industrial for profit). Five (4.5%) 
visualization (prints at smaller scales than 1:1). One (0.9%) for education (Learning purposes). 
 
 

 
Figure 4.3 - 3D printer use 
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4.1.2.4 Number of bought 3D printers 
Sixty-nine (61.6%) of the participants own their first 3D printer. Twenty-one (18.8%) their second 
3D printer. Twelve (10.7%) their third or more 3D printer. Ten (8.9%) don’t own a 3D printer.  
 
 
 
 

 
Figure 4.4 - Number of bought 3D printers 
 

4.1.2.5 3D printer brand 
The participants own or have access to the following 3D printers (some had access to multiple 
brands). Seventy-six (55.9%) have Ultimaker, twenty-nine (21.3%) Rep Rap, ten (7.4%) Velleman 
and nine (6.6%) Makerbot. Two (1.5%) have Stratasys, Zprinter and Zyyx. Six (4.4%) own a unique 
brand, 3dfactories, Cube, Geetech, Lulzbot, Rigidbot and Own built (see appendix C, figure 4.5). 
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4.2 Communication channels 
This section contains data results of the respondent's media consumption. 
 

4.2.1 Use of communication channels 
 
The 112 respondents were asked how frequently they use different communication channels among 
the following. Facebook, Twitter, LinkedIn, Youtube, Internet forums, blogs, Instagram, TV, radio, 
newspapers, online newspapers, magazines, podcasts, events and email newsletters (see figure 6). To 
look at the area of use segmentation of media consumption see appendix C, figure 7-10. 
 

4.2.1.1 Facebook  
Three of five use Facebook daily. Slightly less than one of seven use it between two and four times a 
week. One of eleven never uses Facebook or at least once a month. Six respondents use Facebook 
at least once a week or at least once a year. 
 

4.2.1.2 Twitter  
Half of all respondents never use Twitter. One of eight uses Twitter at least once a year and at least 
once month. One of ten uses Twitter daily and at least once a week. Five respondents use Twitter 
between two-four times per week. 
 

4.2.1.3 LinkedIn  
One of four uses LinkedIn at least once a month. Slightly less than one of four never uses LinkedIn. 
Slightly less than one of five use LinkedIn at least once a year. One of six uses it at least once a 
week. One of ten uses LinkedIn between two to four times a week and four respondents use it daily. 
 

4.2.1.4 Youtube  
Slightly more than two of five use Youtube daily. One of four uses Youtube at least once a week. 
One of five uses Youtube between two to four times a week. One of eleven uses it at least once a 
month. Four use it at least once a year and two respondents never use it. 
 

4.2.1.5 Internet forums  
Three of ten use Internet forums daily. Slightly more than one of five uses Internet forums between 
two to four times a week or once a week. One of six uses it at least once a month. Seven 
respondents use it at least once a year and five not at all. 
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4.2.1.6 Blogs  
Slightly less than three of ten use blogs at least once a month. One of five never uses it. Slightly 
more than one of six uses blogs at least once a year. One of eight uses blogs at least once a week, 
between two and four times a week and daily.  
 

4.2.1.7 Instagram  
Slightly more than one of three never uses Instagram. One of five uses it daily. One of six uses it at 
least once a month. One of ten uses it at least once a year. One of eleven use it at least once a week 
and between two and four times a week. 

4.2.1.8 TV  
One of four watches TV daily. Slightly more than one of six watch TV at least once a month, 
between two and four times a week, at least once a week and never watch. Seven respondents watch 
TV at least once a year. 
 

4.2.1.9 Radio  
Slightly more than one of four listens to radio daily. Slightly more than one of six listens between 
two to four times a week and at least once a week. Slightly more than one of seven listens at least 
once a year. Slightly less than one of seven never listens. One of ten listens at least once a week. 
 

4.2.1.10 Newspapers  
One of four reads newspapers daily and at least once a month. Slightly more than one of six read at 
least once a year. Slightly more than one of eight read at least once a week. One of eight read 
between two to four times a week and never. 
 

4.2.1.11 Online newspapers 
Slightly less than two of five read online newspaper daily. Slightly less than one of five read at least 
once a month. One of six read between two to four times a week and at least once a week. Eight 
respondents never read and seven read at least once a year. 
 

4.2.1.12 Magazines 
Three of ten reads magazines at least once a month. Slightly more than one of five never read 
magazines. Slightly less than one of five read at least once a year. One of six read at least once a 
week. One of ten read between two and four times a week. Four read daily. 
 

4.2.1.13 Podcasts 
Three of ten never listen podcast. Slightly more than one of five listens at least once a month. One 
of five listens at least once a year. One of nine listens between two and four times a week. One of 
ten listens daily. Seven respondents listen at least once a week. 
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4.2.1.14 Events 
Seven of ten visit an event at least once a year. One of six visits an event at least once a month. One 
of ten never visits events. One respondent visit an event at least once a week. None visit an event 
between two and four times a week or daily. 
 

4.2.1.15 Email newsletters. 
Slightly more than one of five read an email newsletter at least once a week. One of six between two 
and four times a week and daily. Slightly more than one of eight never read an email newsletter. One 
of ten, at least once a year. 
 

 
 
Figure 4.6 - The total communication channel use for all respondents 
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4.2.2 First contact with 3D printers 
 
Forty-three (24.2%) participants first came in contact with 3D printers through Internet forum. 
Twenty-eight (15.7%) through personal recommendation. Twenty-six (14.6%) through Youtube. 
Twenty-three (12.9%) through online newspaper. Twenty two (12.4%) through event. Eleven (6.2%) 
through magazines. Eight (4.5%) through Facebook and blog. Five (2.8%) through newspaper and 
four (2.3%) through E-mail newsletter. Zero first came contact with 3D-printers through Twitter, 
LinkedIn, Instagram, TV, Radio, Podcast, reseller or Mail. 
 
 

 
Figure 4.11 - Communication channel of first contact with 3D printers   

 

 

 

 
 
 



28 

4.3 Information search 
Survey data of the respondent’s information search is compiled in this section. 
 

4.3.1 Requirement specification 
 
Prior to the purchase of the 3D printer forty-four respondents (39.3%) made a requirement 
specification during the information retrieval. Thirty-seven (33.0%) made a specification before the 
information retrieval. Thirty-one (27.7%) did not. 
 

4.3.2 Neglected brands 
 
During the information search for 3D printers, fifty-eight (51.8%) respondents didn’t neglect brands 
that went against your opinion/worldview. Forty-five (40.2%) did and nine (8%) didn't buy a 3D 
printer at all. 
 

4.3.3 Information content of attention 
 
The respondents were asked which of the following content caught their attention during their 
information search for 3D printers with multiple pre-determined options. Ninety (80.4%) 
respondents caught the attention of technical properties/information (eg print speed & quality). 
Sixty-eight (60.7%) caught the attention of affordability. Sixty-two (55.4%) customer 
reviews/ratings. Thirty-nine (34.8%) service & support (support possibilities). Thirty-eight (33.9%) 
user cases (what others have done). 
 

 
Figure 4.12 - Information content of attention 
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4.3.4 Source of information retrieval 
 
The participants were asked to specify in open a question how their information search had been 
conducted, and what specific sites and sources they had looked for information about 3D printers 
prior the purchase. From the open-ended responses, the information sources were sorted into 
categories. The formed information source categories are the following. Reseller Sites, video-sharing 
sites, recommendation from friend, magazine, Internet forum, social network sites, not responsible 
for the information search, creative commons, personal knowledge, talk to reseller, online 
newspaper, blogs, Makerspace and “other”. 
 
The most popular information source was reseller sites, which were searched by forty-eight (42.9%) 
respondents. The most visited reseller sites in falling order were Reprap.org with twelve 
respondents, Makerbot.com with ten and Ultimaker.com with nine. Five respondents each searched 
3dverkstan.se and Creativetools.se. These five reseller sites accounted for four of five visits among 
the reseller sites. The other reseller sites were Formlabs.com with two respondents, Kjell.com, 
Dustin.se, Stratasys.com, Velleman.eu, Thefoundry.co.uk, Makerfarm.com and Amazon.com with 
one visitor each from the participants.  
  
Eighteen (16.1%) respondents searched information on video sharing sites. Youtube was the only 
used video-sharing site. Sixteen (14.3%) respondents took recommendations from friends. Magazine 
accounted as information source for thirteen (11.6%) respondents. Makezine was the only searched 
magazine. Twelve (10.7%) respondents searched information at Internet forums. Eight respondents 
searched information at Elektronikforumet.com, one on each of Slashdot.org, Animate.se and 
Therfp.com. Nine (8.0%) searched information at social network sites. Six searched at Reddit, two in 
Google groups and one in Facebook groups. Nine (8.0%) respondents were not responsible for the 
information search. The category creative commons searched by eight (7.1%) respondents consist of 
UGC generating sites with users sharing their work. Five respondents searched in Thingiverse.com, 
two searched in Youmagine.com and one in Instructables.com. Eight (7.1%) respondents gathered 
information from their personal knowledge and experience as source. Eight (7.1%) respondents 
talked to reseller during the information search. Seven (6.3%) respondents looked for information in 
online newspaper where 3ders.org and Nyteknik.se was visited by two participants each. 
3DPrint.com, Engadget.com and 3dprintingindustry.com was searched by one participant each. 
Four (3.6%) respondents used blogs for information gathering. Two participants searched 
Hackaday.com and one Nicklievendag.com and Gizmodo.com. Four (3.6%) respondents visited 
Makerspace in order to gather input prior investment. Information sources with two or less visits 
from respondents were bundled into the category “other”. Eight (7.1%) respondents looked for 
information in these sources. Events and Kickstarter.com was searched by two participants each. 
Additive3d.com, Wikipedia.org, Grabcad.com and the movie:" Print the ledgend" were used to look 
for information by one participant each. 
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4.3.5 Information sources of primary 3D printer use segment 
 
As mentioned in figure 4.3, the segmentation of primary 3D printer use, have the following shares. 
Personal use fifty-eight (51.8%), Company thirty-nine (34.8%) respondents, organization ten (8.9%), 
and school/university five (4.5%).  
 

4.3.5.1 Personal use 
Nearly half of the fifty-eight respondents of the personal-use segment visited reseller sites to look 
for information. Slightly more than one third looked for information on the video-sharing site 
Youtube. Slightly less than one fifth of the respondents used social network sites; especially Reddit 
in order to read impartiality reviews of 3D printers, also Google+ groups and Facebook groups. 
One of eight looked for information in magazines and on Internet forums. One in ten asked friends 
for recommendations, looked at creative commons sites or relied on their personal knowledge and 
experience in their information search. One in eleven were not responsible for the information 
search. Only between one and two respondents talked to reseller for information, read online 
newspaper, blogs, visited Makerspace and looked at other information sources such as Wikipedia 
and Kickstarter. 
 

4.3.5.2 Company 
Half of the thirty-nine respondents belonging to the company segment looked for information 
about 3D printers on at least one reseller site before buying a 3D-printer. Nearly one of four talked 
with a friend for recommendation and a fifth talked directly to the reseller for information. One of 
ten look for information on creative common sites in order to look for quality result comparison 
between different prints. One of thirteen from the company segment searched information on the 
video sharing site Youtube, read the magazine Makezine, read the opinions of other users on 
internet forums, looked for print quality results on creative common sites and read online 
newspapers oriented towards tech. Two respondents looked for information on other sources such 
as additive3d.com and grabcad.com. Only one person searched personal knowledge and blogs. 
None searched information social network sites or Makerspace.  
 

4.3.5.3 Organization 
Slightly more than half of the ten respondents from the organization segment searched for 
information on reseller sites. A third used their personal knowledge and experience about 3D 
printers as framework for their search. One of five talked with a friend for preferences and 
recommendation, bought a magazine, looked at the video sharing site Youtube and looked at 
Makerspace for information. Another one of five was not responsible for the information search; 
they were responsible for buying the 3D printer. One of ten looked for information on blogs, online 
newspaper, talked to reseller for information or other source (the movie " Print the ledgend"). None 
looked for information on social networking sites or creative commons.  
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4.3.5.4 School/University 
Of the five respondents from the School/University segment, one was not responsible for the 
information search prior to the investment of the 3D printer. One looked for information on the 
video sharing site Youtube, asked a friend for recommendation and read a magazine. None of the 
respondents have looked for information on reseller sites, Internet forums, social network sites, 
creative common sites, used personal knowledge, talk to a reseller, read online newspaper, blogs, 
visited Makerspace or other information sources. 
 

Figure 4.13 - Source of active information retrieval segmented into primary 3D printer use 
 
 

4.3.6 Information sources of latest bought 3D printer-segment 
 
As mentioned in figure 4.4, the segmentation of which the latest bought 3D printer is having the 
following segments. Sixty-nine (61.6%) respondents of the first 3D printer segment. Twenty-one 
(18.8%) of the second 3D printer segment. Twelve (10.7%) of the third or more 3D printer 
segment. Ten (8.9%) don’t own a 3D printer segment.  
 

4.3.6.1 First 3D printer 
Among the sixty-nine respondents from the first bought 3D printer segment, half visited at least one 
reseller site to look for information. A fifth searched information on Youtube or asked a friend for 
recommendation. One of eight looked in magazines or on Internet forum for information. One of 
thirteen look for information on creative common sites, talked to a reseller or looked in online 
newspapers or other sources. The other sources were Additive3d.com, Wikipedia.org, Kickstarter, 
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Grabcad.com and the movie:" Print the ledgend". One of twenty searched information on blogs, 
makerspaces, social network sites or used personal knowledge.  
 

4.3.6.2 Second 3D printer 
The segment of twenty-one respondents who’s latest bought 3D printer was their second. Slightly 
over half looked for information on reseller sites. One of six respondents used the video sharing site 
Youtube and social network sites for information search. One of ten asked a friend for 
recommendation, searched in magazines, Internet forums, used personal knowledge and talked to 
resellers. Two respondents were not responsible for the information search. One searched on 
creative commons, blogs, Makerspace and other information source Kickstarter. None looked for 
information in online newspapers.  
 

4.3.6.3 Third or more 3D printer 
The segment of twelve respondents who’s bought their third 3D printer, three relied on personal 
knowledge. Two asked a friend for recommendation, looked at Youtube and read online newspaper. 
One looked for information on Internet forums, creative common sites, talked to a reseller and 
reseller sites. None of the respondents looked for information at magazines, social network sites, 
blogs or Makerspace. 
 

4.3.6.4 Don’t own a 3D printer 
From the ten respondents of the “Don’t own a 3D printer”-segment, seven were not responsible for 
the information search. Two respondents searched on reseller sites and magazines. One respondent 
searched on Internet forums and social network site. None looked for information on video sharing 
sites, recommendation from friend, creative commons, personal knowledge, talk to reseller, online 
newspaper, blogs, Makerspace or other information source. 
 

 
Figure 4.14 - Source of active information retrieval segmented into the latest bought 3D printer 
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4.3.7 Steps of the information search 
 
The respondents were asked an open question to thoroughly describe how the information search 
process was conducted step by step. The definition of “search step” was free to interpret from the 
respondent in order to not influence the respondent's viewpoint what they find important and how 
they have actually searched. Search objectives and information sources were the most distinct 
pattern of action steps in the information search from the answers. The search steps were then 
defined in order to fit both the answers on a few word to answers up to five sentences. The first 
being a specific information source (e.g. Youtube, reseller, user reviews & magazines). The second 
being a specific searched 3D printer attribute and related 3D printer content (e.g. print speed, print 
quality & price) such as “I read reviews”. The third step is defined as a combination between the 
first two steps, such as “discussion in the community”. To motivate the third step, a source is often 
used as an access point to reach the search objective the respondent is looking for. Buying the 3D 
printer is not defined as a search step.  
 

4.3.7.1 One search step 
Slightly more than one of four of the total 112 respondents described their conducted information 
searching process to be in one step. They tended to mostly have in mind to determine which 3D 
printer extruded the best prints. Or they wanted to go on other’s concluded experiences and 
knowledge to get the best suitable recommendation in one step. The answers were not always 
distinct. Some examples of the described one step search process were: “A meeting with 
3DVerkstan, it was enough.”, “I was looking through the Internet for popular 3D printers which I 
then judged myself.”, “I was surfing the web, googled comparison of Ultimaker and MakerBot”, “I 
watched a lot of different designs on Youtube”, “After listening to others' endless discussions about 
upgrades and redesigns of their printers, I decided to buy a Ultimaker 2 to avoid hassles.” and “Do 
not know in detail, but think Ultimaker was handy as members are already familiar with them.”  
 

4.3.7.2 Two search steps 
Slightly less than one of four described two conducted steps during their information search. Most 
of the respondents searching in two steps looked for unbiased reviews and recommendations on 
forums, Youtube and community discussions. Many also looked for the best performing 3D printer 
evaluated in tests and ratings at various newspapers and blogs. Here are some of the replies from 
searches conducted in two steps: "Went through all the tests and forums I could find", "Google and 
YouTube demonstrated user cases that I could relate to and noticed which was recommended by 
most.", "I read on various forums and searched for photos to see what printer could handle.", "I 
checked company websites, and statements from people who already owned the product.", "A little 
knowledge and a call to 3dverkstan to get some advice." and "Read summaries of 3D printers in 
newspapers, searches in forum.".  
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4.3.7.3 Three search steps 
Every eight participant described their conducted information search in three search steps. Some of 
the replies from searches conducted in three steps are: "- Above all, it is from other users, the quality 
they have achieved. - Can I configure my printer to achieve the same? (New extruder? Other 
software?). - What does it cost?", "1. I checked different sites on the Web. 2. Discussed with a good 
friend with experience of 3D printers. 3. Checked the rates in Sweden and the USA. 4. Bought it!", 
“General searches, Different compilations and testing of 3D printers, demo a couple of different 
models.”, "I started to learn about the existing 3D processes and how they work. Thereafter I 
searched for tips about what would suit me best, and then a product that fit the wallet." and "Read a 
lot and watched hysterically many YouTube videos. Chatted with friends with different brands.". 
 

4.3.7.4 Four search steps 
One of ten respondents described four conducted search steps. Some examples of how they 
searched are: "1. googled the top 10 printers. 2. find a pattern to which 3d printers moved at the top 
and read more deeply on them. 3. Come over 3DVerkstan’s website and saw that they were at 
Odenplan. 4. checked into the Ultimaker and Ultimaker 2. 5. Bought it to my student.", "Searched 
primarily by price and availability, then after resolution (layer height), then I was looking for pictures 
of prints to get an idea of the quality", "I had acquaintances who have 3D-printers. So I 
communicated a lot with them about the various printers. The first step was of course to read up on 
how the printers work and what divides them. After that I decided a young price range. Thereafter 
checked I set up the various printers to see which was the best (with the highest ratings / reviews) in 
that price range. You got the best performance in one price range if I built it together myself, so that 
was what I did. the last step was to choose dealer. I chose to buy one from 3dverkstan to get 
Swedish support (although it then became a bit more expensive)." and "Read on the internet on 
various forums to know which models were, then read on each manufacturer's website and 
specifications, then again, forums and tests to finally decide which seemed most affordable and 
capable of doing what I wanted.”. 
 

4.3.7.5 Five or more search steps 
Only three respondents described five or more search steps. 
 

4.3.7.6 Could not answer 
Every seventh participant could not answer or had misinterpreted the question. Half of the 
participants that couldn’t answer did not own a 3D printer which they wrote as answer for this 
question “has not bought the printer”, “Not bought any.” and “Have not bought any 3D printer 
yet.”. The other half had responded too vague or insufficient in terms of content describing the 
search process to give a picture of what they actually did. The insufficient answers were in the form 
of “Google”, “N / A”, “Google. Google. Google” and “Internet...”.  
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4.3.8 Search steps of primary 3D printer use segment 
 

4.3.8.1 Personal use 
Of the fifty-eight respondents using 3D printers for mostly personal use, one third searched in two 
steps. Three of ten searched in one step, one of seven in three steps. One of ten searched in four 
steps and none searched in five steps or more. 
 

4.3.8.2 Company 
One of four of the thirty-nine company respondents just made one step in their information search. 
One of five had two steps of information search. Slightly more than a fifth searched in three steps. 
One of eight searched in four steps. One person searched in five steps. 
 

4.3.8.3 Organization 
Half of the ten organization respondents searched in one step. Two searched information in four 
steps. One searched in two, three and five or more steps.  
 

4.3.8.4 School/University 
Two of five school/university respondents had a search process of two steps. One searched in five 
steps or more. The other two could not answer their search process of reasons stated above. None 
had one, three or four search steps. 
 

 
Figure 4.15 - Number of steps in the active information search, segmented in the field of primary 3D printer use. 
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4.3.9 Search steps of latest bought 3D printer segment 
 

4.3.9.1 First 3D printer 
Out of the sixty-four respondents with their first 3D printer, slightly more than one of four searched 
in one step. Three out of ten searched information in two steps. One of five searched information in 
three steps. Slightly less than one of six searched information in four steps. Five respondents 
searched information in five steps or more, and three respondents also don’t own a 3D printer. 
 

4.3.9.2 Second 3D printer 
Four out of ten from the nineteen respondents with their second 3D printer searched in one step. 
One of five searched in two steps. Four didn’t own a 3D printer, one searched in three and four 
steps and none searched in five or more steps  
 

4.3.9.3 Third or more 3D printer 
From the twelve respondents with their third or more 3D printer, three searched information in 
one, two and three steps. One searched in four steps and one had insufficient answer. 
 

4.3.9.4 Don’t own a 3D printer 
Among the twelve respondents who don’t own a 3D printer, eight could not answer. Two 
respondents made the information search in three steps. One participant also searched in one and 
two steps. 
 

 
Figure 4.16 - Number of steps in the active information search, segmented into number of last bought 3D printer.  
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4.3.10 Searched attribute 
 
Four of ten only mentioned information search from online sources. Slightly less than one of ten 
only mentioned information search through “offline” sources such as their own knowledge, 
recommendations of others experience or positive interactions with 3D printers through 
Makerspace and events. One of five was recorded to have searched both online and through daily 
experiences and interactions (See figure 4.18 below).  
 
The respondents looked for the following search attributes. User reviews (26.8%), best-in-test 
(17.9%), technical specification comparison (10.7%), price comparison (9.8%), build plate size 
(8.0%), price/performance (7.1%), user case comparison of quality (4.5%) and other. Attributes 
sorted in the “other- category” were the following. Looked at other companies, reliability, 3D 
technique, support/service, customizable, delivery time, quiet, printable spare parts and multi 
filament support.  
 

4.3.10.1 User reviews 
The most common search attribute was user reviews, which was searched for by one of four. 
Examples are:"Googling, check reviews on YouTube.", "Searched for test winner, user friendly 
support", "read/post forums, read the reviews and "googling"..." and "Investigated reviews of the 
users. Then, it was just to order. ". 
 

4.3.10.2 Best-in-test list 
Slightly less than one of five looked for best-in-test lists where the top 10 best performing desktop 
3D printers were rated. Examples are: "General searches, Different compilations and testing of 3D 
printers, demo of a couple of different models.",  "1. Google in the top 10 printers. 2. find a pattern 
in which 3D printers move in the top and read more deeply on them. 3 . Found 3dverkstans website 
and saw that they were at Odenplan. 4. checked into the Ultimaker and Ultimaker 2. 5. Bought the 
3D printer to my student." and "Went through all the tests and forums I could find.". 
 

4.3.10.3 Technical specification 
One of ten of the respondents looked at the technical specification and compared the 3D printers 
technical solution in terms of assembly solution, printing speed and layer height. Examples are: "I 
read what others have written about the machines, compared the printing speed and precision. Also 
the technical solution with a light print head and large build plate was the details that spoke for the 
model I chose." and "I first and foremost looked for price and availability, then after resolution 
(layer height), then I was looking for pictures of prints to get an idea of the quality".  
 

4.3.10.4 Price 
Slightly less than one of ten made price oriented searches to fit a specific price range and compared 
printers within this range. Examples are: "1) What type of technology. 2) Size, function. 3) Price. 4) 
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.... 5) Build!", "I started to learn about what 3D processes that exist and how they work. Thereafter 
searched for tip on what would suit me best, and then a product that fit the wallet." and "1. looked 
at different sites on the Web. 2. Discussed with a good friend with experience of 3D printers. 3. 
Checked the prices in Sweden and the USA. 4. struck!". 
 

4.3.10.5 Build plate size 
One of twelve looked for build plate size. Examples are: "We wanted a larger build volume and a 
simpler calibration of the building plate", "I first put up the requirements for the printer, which print 
quality and design (Pursa I3, Mendel, Rostock, Delta), how large the building platform shall be. 
Then, I started looking for the components that met my requirements and then I bought them." and 
"Checked what existed on the market, checked the price, checked YouTube on how the printer 
worked, researched the company and the people's response. Then I decided what size fits me". 
 

4.3.10.6 Price/Performance 
Another one of twelve searched specifically on price/performance. Examples are: "Researched 
existing printers and tried to create a picture of what would suit my purposes best from the 
perspective of cost/quality.", "Search through Google on forum/reviews for 3D printing to find out 
more about the various technical parameters since we have not had as much experience with 3D 
printers before. Comparison between manufacturers and range/distributor in Sweden. Contact the 
dealer for further questions. The best price/performance after evaluation was purchased" and "Had 
a set budget, was simply trying to find a printer that was within it. Thereafter chose the one that 
seemed most promising with performance per crown, so to speak.". 
 

4.3.10.7 User case quality 
Five participants searched for user cases in order to compare the quality through pictures. Examples 
are: "Went primarily by price and availability, then after dissolution (layer height), then I was looking 
for pictures of prints to get an idea of the quality", "First searched which was on the market. 
Thereafter I evaluated them through tests and opinions on the forum. Pictures of created prints 
weighed heavily" and "At first, I just checked around online to check out what the different types of 
printers. Then primarily video reviews on YouTube, but also timelaps and presentation of what 
people had made with their printers. I think it's dull reading long texts and therefore often choose 
video as a medium. I even read some reviews in the newspaper Make magazine. Then I checked on 
some Swedish retailers selling the printer that I prefer wanted and if they sold it for roughly the 
same price as I bought it for abroad. I was considering whether to buy from 3Dverkstan or creative 
tools (which I bought my first view). Am glad I finally chose 3Dverkstan". 
 

4.3.10.8 Other 
One of ten searched for other attributes recorded less than three times. These search attributes were 
other company’s user reviews, how reliable a 3D printer is, which 3D technique to use and provided 
support & service. Also if the 3D printer is customizable, what delivery time the resellers have, how 
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quiet it is, if it has printable spare parts and if it support multiple filament materials. Examples are: 
"Wanted to have the later version of the one I had before. To filament etc. would fit both. Then 
because of 3DVerkstan’s very good service and support.", "I read in the forum, got attracted by the 
RepRap principle of being able to print spare parts." and "1. Searched the Internet to get an idea of 
what is available 2. Read reviews on forums 3. YouTube about interesting printer 4. Check the price 
and purchasing channels 5. Check delivery time and seller's reputation 6. Place order". 
 
 

4.3.11 Search attributes segmented for primary 3D print use 
 

4.3.11.1 Personal use 
Of the fifty-eight respondents using 3D printers for mostly personal use, half only stated online 
sources in their information search. Only four respondents searched through personal knowledge, 
recommendations from friends, resellers of through events. One of thirteen looked both in online 
sources and through interactions with friends, resellers and personal knowledge. Almost one of 
seven searched for user reviews. Slightly less than one of ten searched for best-in-test listings. Six 
respondents searched for price comparisons and other unique attributes. Five respondents searched 
for build plate size and price/performance. Four respondents searched for technical specification 
and user case quality comparison. 
 

4.3.11.2 Company 
Of the thirty-nine company respondents almost three of ten participants only stated online sources 
in their information search. One of ten only stated to have searched through intrinsic knowledge, 
experiences and through recommendations of others and interactions with 3D printers through 
Makerspace and events. Slightly more than one of four searched information both online and 
through knowledge and interactions. One of four searched for user reviews. One of five searched 
for technical specifications. Slightly less than one of five searched for best-in-test listings. Three 
respondents searched for build plate size or other unique attributes. Two searched for price 
comparisons, one for price/performance and none for user case comparison. 
 

4.3.11.3 Organization 
From the ten organization respondent’s only three stated online sources in their searching process, 
two only stated information search through own knowledge, experience and interactions through 
friends or events. Two stated both online and knowledge through interactions as sources in the 
search process. Three participants looked for price comparisons. Two participants looked for user 
reviews, a price/performance comparison. One participant looked for build plate size, compared 
quality of user cases, looked how 3D printers have worked out at other companies/organizations 
and the reliability of the 3D printer. None looked at best-in-test listings or the technical 
specification. 
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4.3.11.4 School/University 
From the five school/university respondents, none stated to only have searched online, or only 
through knowledge/experience. Two participants searched both through online and 
recommendations from resellers and magazines as sources. Two participants searched for best-in-
test listings. One searched for user reviews and reliability. None searched for comparisons of price, 
technical specification, build plate size, price/performance or user case quality. 
 

 
Figure 4.17 - Searched 3D printer attributes segmented into primary 3D printer use.  
 
 

 
Figure 4.18 - Medium of searched 3D printer attributes segmented into primary 3D printer use.  
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4.3.12 Search attributes segmented for number of 3D printer 
 

4.3.12.1 First 3D printer 
The searches made by the sixty-nine respondents with their first 3D printer, slightly more than two 
of five have only looked at online sources. Five respondents only looked for information through 
physical experience and required knowledge. Slightly more than one of five searched for information 
both in online and through knowledge and experience. Three of ten searched for user reviews. One 
of five searched for best-in-test compilations. One of seven searched for price and technical 
specification comparisons. One of ten searched for build plate size and price/performance. Two 
participants looked for quality comparisons from user cases. One of ten searched for other attributes 
such as, what 3D printer other companies use, which 3D technique to use, available 
support/service, if the printer is customizable, reseller delivery time, if it’s quiet, got printable spare 
parts or have support for multiple filaments. 
 

4.3.12.2 Second 3D printer 
For the twenty-one respondents with their second 3D printer half only claimed to have looked on 
online sources, three from experience and interactions and two for a combination of both. One 
third searched for user reviews. Two respondents searched for best-in-test, technical specification or 
build plate size. One respondent looked for pictures from user cases to compare quality, 
service/support possibilities and reliability. None searched for price or price/performance 
preferences.  
 

4.3.12.3 Third or more 3D printer 
For the twelve respondents with their third or more 3D printer, two mentioned looking on only 
online sources and two only previous knowledge and physical experience for their information 
search. Two participants searched both online and their own knowledge. Three respondents 
searched on user reviews. Two searched for best-in-test comparison. One search was made on 
price/performance, reliability, user case quality comparisons and looked for what 3D printer other 
companies have. None searched for price comparison, technical specification or build plate size. 
 

4.3.12.4 Don’t own a 3D printer 
Of the ten respondents that don’t own a 3D printer, one only searched information online, none 
through experience and live interactions, and two participants searched in both. One participant 
searched for comparison of best-in-test listings, price/performance, user case quality comparison, 
price and looked what 3D printer other companies has. None looked for build plate size and 
technical specification. 
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Figure 4.19 - Searched 3D printer attributes segmented into number of bought 3D printer.  
 
 
 
 
 

 
Figure 4.20 - Medium of searched 3D printer attributes segmented into number of bought 3D printer.  
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4.3.13 Searched words 

 
The participants were asked to write down which specific words they used in their information 
search when looking for 3D-printers on the Internet (see appendix C, figure 4.21-22). Out of 112 
participants, one of four had incomplete answers. Due to not remembering what they searched for, 
didn’t give specific search words or misinterpreted and instead described the searching process as 
previous question. For example: "I searched for tests both generally about 3dskrivare, but also 
specifically on the different of finding strengths and weaknesses. As I wrote earlier, it was too many 
years ago for me to remember such specific details.", "Now after I bought one, I mainly look for 
Information regarding my printer model and materials to print.", "All sorts", "Not bought any" and 
"N / A". Four respondents were also not responsible for the information search. The users in the 
information search used a total of 103 different words and phrases. The most popular words and 
phrases were: "3D printer" (29.5%), "3D-skrivare"/"3D skrivare" (17.0%), "Ultimaker" (9.8%), 
"Makerbot" (7.1%), "3D print" (6.3%), "Rep Rap" (5.4%), "3D printer review", "3D printer test", 
"3D printing" and "Filament" (4.5%), "Best 3D printer" and "PLA" (3.6%), and "Ultimaker vs" 
(2.7%). Three of ten searched for less popular words which only two (1.8%) and slightly more than 
three of five for a unique word only searched by one respondent (See Appendix C for the searched 
words and segmentations). 
 
 
 

4.4 Best-In-Class Interview 
The interview was made to gain deeper insight into how companies use social media to influence 
their clients need recognition and information search. The interview was held with Magnus 
Andersson, Chief Marketing Officer at Telia Sonera Sweden as a best-in-class case. The interview 
was recorded during a meeting, see appendix B for the interview questions. 
 
Social media is one of four marketing channels; social media, website, events and press. From these 
channels, content need to be directed to different segment groups of decision makers since they 
have different needs and motives. The target groups are also in different stages of the buying cycle. 
Three simplified phases of the buying cycle are: interest phase, preference phase and purchase phase.  
 
LinkedIn is used as communication channel for big companies (more than eighty employees) and 
Facebook for smaller companies (less than fifty employees), Twitter for both. The social media  
channels create awareness, which attracts people into a buyer process, where they can be converted 
into leads. Social media is seen as a sales channel and a way to build brand and reach out to 
customers. About 60% extends past the preference phase and make decisions based on content read 
on social media before they contact the sellers.  
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It’s important to create content and gradually build interest and relevance to decision makers. 
Investment decisions in B2B take a long time since there are 5.5 decision makers in every major B2B 
decision. In smaller companies only the CEO tend to make the decision. To be reachable the SEO 
(search engine optimization) is improved for Telia’s home site. Target nodes such as municipalities, 
are used to distribute messages and reach new customers.  
 
Telia use three levels of communicators: management, sales manager or sales. Management 
communicate through reports or specific events. The sales manager (Telia as a company) is more 
directed towards activities on the contact surfaces. Telia have a huge flow of information, they are 
the largest company on Facebook and LinkedIn (in their market), and relies a lot on Twitter. Telia 
put a lot of time to produce news feeds, to get a good customer contact and accommodate sales 
code. Client’s have different needs and requirements, therefore flexibility and individuality is of 
importance for the right message to align itself to the right customers. Personal messages are formed 
arguing for the needs of Telia’s services to small business owners, in an IT- and business 
perspective. It’s important to inspire and plant ideas in the client so they want to come back and 
discuss. 
 
For current customers, personal customized newsletters are used to track read article links and 
thereafter adapt the newsletters by interest. It’s important to follow up and offer personal deals. To 
find new customers social selling is an activity to seek out new customers actively on LinkedIn in 
order to influence them. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



45 

5 Discussion 
This chapter discusses the key findings of the conducted research, and what significance social media may have on the 
clients need recognition and information search.  
 

5.1 How does the client's need recognition look when investing in a 3D 
printer?  
The most interesting findings of the respondents need recognition was highlighted and discussed in this section. 
 

5.1.1 The respondents 
 
Among all the 112 respondents 95% were men with a vast majority within the age of 25-44 years 
old. The fact that the amount of women was extremely low is unclear. Half use their 3D printer for 
personal use and one-third within companies. Other small segments were non-profit organizations 
and schools. The most common professional title in the company segment was developer/designer 
(43.6%) followed by company owner (30.8%). Half of the ten respondents within the organization 
segment had the professional title of Makerspace member and one of five organization founder. The 
respondents in the school/university segment were all teachers.  
 

5.1.2 Need recognition 
 
For the majority, need recognition was due to change in the clients desired state. The identified 
problem recognition categories for desired state stimuli were higher expected satisfaction and new 
need. The most common motives for the latest purchased 3D printer was, new need (new objects 
for 3D printing) for half of the respondents. One third bought their latest 3D printer due to higher 
expectations (on machines and prints). Almost none had a change in their actual state and bought 
their latest 3D printer due to dissatisfaction with their previous machine, or due to depletion of an 
older 3D printer. One in ten of the respondents didn’t personally buy a 3D printer. The high rate of 
respondents with a new need motive, correspond to the majority (three in five) of first 3D printer 
owners. The higher expected satisfaction motive correspond to the three of ten respondents buying 
their second or later 3D printer. Since the change was almost exclusively in the desired state, external 
factors such as marketing, consumer and situational influences affected the consumer into problem 
recognition. Situational influence in terms of changed circumstances in new identified needs. 
Consumer influences in terms of reference groups (e.g. occupation, age and gender). Marketing 
influence in terms of price, information, promotional activities, product developments and 
distribution actions.  
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A third of the respondents identified prototyping as their cause of need to buy a 3D printer. One 
fifth had hobby/home use and a fifth for custom production as a reason to buy a 3D printer. 
Curiosity, visualization and learning purposes were other identified reasons. But how the actual 3D 
printer have been used, have proved to be different from the intentional use. The prototyping 
increased with 11.5 % and less popular identified needs decreased. Interestingly, half of all 
respondents belong to the personal use segment, but only a fifth actually use their 3D printers for 
hobby/home use. The hobby and custom production use had the same number of users of actual 
use, compared to their intentional use. Since the majority uses their 3D printer for prototyping, a 
larger number from the personal use segment may use their 3D printer for prototyping. This may 
suggest that a purpose extending from hobby/home use to something else occur for the majority in 
the personal use segment. 
 

5.1.3 Use of communication channels 
 
The survey responses show the respondents use a wide variety of communication channels. The 
communication channels used by almost every respondent were, Facebook, YouTube, Internet 
forums and online newspapers. More than 80 % watch TV, listen to the radio, attend events, read 
blogs, newspapers, magazines and Email newsletters. About 75 % used LinkedIn, 70% podcast and 
Instagram and 50% used Twitter. The most frequently used communication channels were 
YouTube with six of seven respondents using it once or more frequent a week. Internet forums, 
Facebook (three of five daily users) and online newspaper had three of four of the respondents 
using them once a week or more often. Two of three used TV once a week or more often. Half of 
the respondents read newspapers, listen to the radio or read Email newsletters. Two of five used 
Twitter once a week or more frequent. One third used blogs, Instagram and LinkedIn (no daily 
users) once a week or more often. One of four read magazines and listened to podcast once a week 
or more often. Events were the most low frequent communication channel with all respondents 
visiting events once a month or less often.  
 
No noticeable difference between the use in the personal use segment compared to all other 
respondents was seen, perhaps since they are the largest segment. For the company segment there 
were more Instagram users. TV and radio was more frequently used in the company segment as 
well. Online newspapers were read daily, and more company respondents read magazines but 
seldom. For the organization segment more than twice as many used Twitter and Instagram, and 
more frequent. Internet forums and blogs were also used more daily. Less watched TV and everyone 
read newspapers and magazines. Among the school/university segment, almost none used 
Instagram, everyone watched TV, read newspaper and magazines, and more listened to podcast. 
 



47 

5.1.3 First contact with 3D printers 
 
Most respondents first encountered 3D printing through Internet forums (one of four). One of six 
through a personal recommendation and YouTube. One of nine through online newspapers and 
events. Other respondents first came in contact with 3D printing through magazine, Facebook, blog, 
newspapers and E-mail newsletters. None came in first contact with 3D printing through Twitter, 
LinkedIn, Instagram, TV, Radio, Podcast, resellers or Mail. 
 

5.2 How does the client's information search look when investing in a 3D 
printer? 
The most interesting findings of the respondent’s information search was highlighted and discussed in this section. 
 

5.2.1 Source medium 
 
When the respondents described the information sources used in their search, two of five 
mentioned information search from only online sources. Among half the respondents in the 
personal use- and second 3D printer-segment searched online only. This may implicate more trust to 
online sources within these segments when investing in a 3D printer. The first 3D printer-, 
company- and organization- segment also had a significant number searching online.  
 
Less than one of ten only mentioned information search through non-online sources. For example 
their own experience, knowledge, friend’s recommendations or interactions with 3D printing 
through Makerspace and events. A third with more than one 3D printer, searched through non-
online sources only. This may implicate 3D print owners of more than one 3D printer prefer 
personal recommendations from friends with experience.  
 
One of five searched both online and through non-online sources of the respondents. The 
school/university- and the company-segment had a significant number searching through both 
online and offline sources. This may implicate a larger need of information from multiple sources 
when making a decision from these segments. 
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5.2.2 Source of information retrieval 
 
The selective exposure in the information search was besides the source medium (above) specific 
information sources. The most popular information source was reseller sites with 42.9% of the 
respondents. Especially among half of the personal use-, company-, organization-, first and second 
3D printer- segments. Reprap.org, Makerbot.com and Ultimaker.com accounted for two thirds of 
the searched reseller sites, which also correspond to the most popular 3D printers among the 
respondents (except Velleman). An explanation why reseller sites are the most popular sources may 
be that clients have to go through a reseller in order to fulfill a purchase of a new printer, which is 
the last step of all transactions. Therefore they more likely remember it. Also, there is specific 
information about the 3D printer and reseller, to compare quality and price among the potential 
alternatives. 
 
YouTube was the second most popular information source, 16.1% of the respondents. The personal 
use-, organization-, school/university- and first 3D printer segments used YouTube the most. 
YouTube was used in order to look on user tests and reviews. Recommendations from friends were 
received from for 14.3% of the respondents. Mainly respondents from the company-, organization-, 
school/university- and first 3D printer- segments asked friends for recommendations. Make 
Magazine was read by 11.6% of the respondents, a significant number came from the organization- 
and school/university- segment. They mainly looked for top lists of the best performing 3D printer. 
 
Internet forums were searched by 10.7% of the respondents, whereas two thirds searched 
information at Elektronikforumet.com. They mainly looked for user reviews on the Internet forums. 
Social network sites were searched by 8.0% of the respondents, two thirds searched at Reddit. They 
especially looked for unbiased user reviews. Creative commons was searched by 7.1% of the 
respondents, and five searched in Thingiverse.com for print quality results. Personal knowledge and 
experience was used by 7.1% of the respondents. Another 7.1% of the respondents talked directly to 
reseller’s. Less popular sources were searched by 24.1% of the respondents.  
 

5.2.3 Steps of the information search 
 
Two of five made a requirement specification during the information retrieval. One third before and 
slightly less than one of three didn’t make a requirement specification. There is a correspondence 
between the one third that did not make a requirement specification and the one third with more 
than one 3D printer. Probably due to previous acquired knowledge and experience. During the 
information search, two of five of the respondents neglect brands against their worldview (selective 
comprehension) and half didn’t. More than one of four of the total 112 respondents described their 
conducted information search process to be in one step. Half of the respondents in the organization 
segment and a significant number from the other segments (except school/university), searched in 
one step. They tended mostly to have in mind to determine which 3D printer extruded the best print 
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models. Or wanted a convenient personal recommendation for the best suitable printer through 
other’s concluded experiences and knowledge.  
 
One of four described two conducted steps during their information search. Two of five from the 
school/university segment, and a significant number from the personal use-, third or more 3D 
printer- and first 3D printer- segment searched in two steps. Most of the respondents searching in 
two steps looked for unbiased reviews and recommendations on forums, YouTube and community 
discussions. Many also looked for the best performing 3D printer evaluated in tests and ratings in 
various newspapers and blogs.  
 
Every eight respondent described their conducted information search in three steps. One of four 
respondents from the three or more 3D printer segment, and a fifth from the company- and first 3D 
printer- segment, searched in three steps. One of ten respondents described four conducted search 
steps or more. One fifth from the organization segment searched in four steps.  
 

5.2.4 Searched attribute 
 
In the survey, the respondents were asked (multiple choice alternatives) what information caught 
their attention during the information search. Four of five respondents caught the attention of 
technical information (e.g. print speed & quality). Three of five affordability and four in seven 
customer reviews/ratings. One-third service & support and user cases (what others have done). But 
when asked what search attributes they searched for the priorities shifted. They search in what 
context or packaging they wanted to retrieve information. The two most common search attributes 
was user reviews and best-in-test lists. It strengthens the indication of why one search step as most 
popular when searching information. Convenient packaging of information to more easily grasp the 
3D printer market is how the respondents want their information. When the respondent have their 
information packaging compiled, 3D printer specifications get attention. Technical information is 
the most interesting search attribute and also grabs the most attention. 
 
User reviews, which was searched for by one of four, and searched by all segments. Especially 
among the second 3D printer- (one third), company- and third or more 3D printer- segment (one of 
four). One of five looked for best-in-test lists of best performing desktop 3D printers. It was 
searched especially by; School/university- (two of five), company- (one of five), first 3D printer- 
(one of five), third or more 3D printer- segment (one of six). One of ten respondents searched for 
technical specifications and compared the 3D printers technical solution in terms of assembly 
solution, printing speed and layer height. Most popular among the company segment (one of five) 
and the first 3D printer segment (one of seven). 
 
Other less searched attributes were the following; price comparison was most interesting for the 
organization- (three of ten) and first 3D printer-segment (one of seven). Build plate size was most 
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interesting for the first 3D printer- and second 3D printer- segment (one of ten). Price/performance 
comparison was most interesting for organization- (one of five) and third or more 3D printer-
segment (one of six). Any specific segment did not favor user case quality comparison. One of ten 
from all respondents searched for other attributes searched by less than three respondents. 
 

5.2.5 Searched words 
 
A total of 103 different words and phrases were searched for. The most popular word was "3D 
printer" (29.5%), it was significant for all segments. "3D-skrivare"/"3D skrivare" were searched by 
17.0% of the respondents, especially for the third or more 3D printer- (half), company- (one of 
three) and first 3D printer- segment (slightly less than one of five). Other search words were 
"Ultimaker" (9.8%), "Makerbot" (7.1%), "3D print" (6.3%), "Rep Rap" (5.4%), "3D printer review", 
"3D printer test", "3D printing" and "Filament" (4.5%), "Best 3D printer" and "PLA" (3.6%), and 
"Ultimaker vs" (2.7%). Nine of ten searched for words and phrases less popular than the stated 
above. One of four had incomplete answers.  
 
 

5.3 What significance do social media have in relation to need 
recognition and information search, in the investment decision-
making process of 3D printers?  
The most interesting findings of social media’s significance for need recognition and information search was addressed in 
this section in order to answer the research question. 
 

5.3.1 Need recognition 
 

5.3.1.1 Exposure 

All mentioned communication channels were used, but some more than others and more frequent. 
From these aspects, Facebook, YouTube, Internet forums, online newspapers and events have the 
best exposure possibilities among the respondents. Almost everyone used the channels with high 
frequency. Although events don’t have as frequent communication output as other channels, it is 
still visited by almost all respondents and therefore important. Four of five respondents used 
magazines, TV, radio, newspaper, email newsletter and blogs. Magazines mostly have a low 
communication output frequency, but have a high rate of weekly readers among the respondents. 
The communication channels with least exposure potential (three of four respondents) was; 
LinkedIn and Instagram (a third used once a week or more), podcast (one in four used once a week 
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or more) and half used Twitter (two of five used once a week or more). Overall there is high media 
consumption among the respondents for most communication channels. Most respondents were 
first exposed to 3D printing through Internet forums, others through personal recommendations, 
YouTube, online newspapers and events.  
 
Seen to the importance of social media communication channels, Internet forums, YouTube and 
Facebook constitute the majority of the best potential exposure among the respondents. Blogs also 
have a great potential exposure. LinkedIn, Instagram and Twitter have acceptable reach. Among the 
investigated channels, social network sites (SNS) is less used compared to the other channels, but 
still have acceptable potential exposure rate. As stated in the interview with Magnus Andersson, 
social media channels create awareness, which attracts people into a buyer process, where they can 
be converted into leads. Where about 60% make decisions based on the content read on social 
media before they contact the sellers. Since B2B investment take long time It’s important to create 
content and gradually build interest and relevance to decision makers. However, it should be noted 
that the content feed in SNS is personalized for users and it could be hard to reach through the 
buzz. But marketing options exists on SNS channels to pay for reach.  
 

5.3.1.2 Identified need 

To trigger the need recognition, the messages should focus entirely on new need and higher 
expected satisfaction when forming their marketing content, since desktop 3D printer market 
recently started. Prototyping, hobby/home use and custom production was the most common 
reasons for clients to buy a 3D printer. These identified need recognitions should therefore focused 
in inspiring messages to spark interest. Curiosity, visualization and learning purposes were other 
identified reasons, which also may have an impact on clients need recognition. As Magnus 
Andersson stated it’s important for the customer to get inspired and plant ideas in the client so they 
want to come back and discuss. Clients have different needs and requirements, therefore flexibility 
and individuality is of importance for the right message to align itself to the right customers.  
 

5.3.1.3 Target groups 

The personal use segment also seen as “early adopters” are a majority in this study but should not be 
target in a B2B perspective. Instead, focus on the prototyping aspect as presumed to be a significant 
use for the personal use segment. Developer/designer and company owners are other interesting 
segments as main target groups since they constitute a majority of the company segment. For the 
organization segment, Makerspace members and organization founders should be influenced, and 
teachers from the school/university segment. Women are a large segment with close to no users, 
which also should be targeted.  
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5.3.2 Information search 
 

5.3.2.1 Searched source medium 

To only look at online sources, was the most popular way of information search for a significant 
number of all segment groups (except school/university). Especially the personal use- and second 
3D printer-segment seem to have more trust in online sources. To complement the online sources 
with non-online sources was second most popular among the respondents, especially among the 
school/university- and the company-segment. To only search non-online sources was not popular. 
This implicates an increasing trust in online sources as foundation for decision making in B2B 
investments. 
 

5.3.2.2 Searched sources 

In the information search, most respondents looked at reseller sites, YouTube, recommendation 
from friends, Make magazine and Internet forums. Reseller sites were especially searched among the 
personal use-, company-, organization-, first and second 3D printer-segments. Reprap.org, 
Makerbot.com and Ultimaker.com was visited by most to look at products and resellers quality and 
prices. The reason why reseller sites was most popular suggest a great importance to clients, at the 
same time all customers go through at least one reseller site when investing, why most respondents 
have remembered reseller sites as source. YouTube was the second most popular information 
source (16.1%). The personal use-, organization-, school/university- and first 3D printer segments 
used YouTube the most, and looked for user tests and reviews. This may suggest the importance of 
video as preferred information source, in order to demonstrate the performance and quality 
outcome. Recommendations from friends were also popular among the respondents. Mainly in the 
company-, organization-, school/university- and first 3D printer-segments. Recommendations from 
friends seem to be an appealing source for honest opinions, also convenient to the customer. Make 
Magazine was read to look at top lists of the best performing 3D printers, especially in the 
organization- and school/university-segment. On Internet forums, the majority searched for user 
reviews, especially at Elektronikforumet. Social network sites, creative commons, personal 
knowledge and to talk directly to reseller was not popular in the information search. Searches on 
SNS (Facebook, LinkedIn, Twitter and Reddit) were mostly made on Reddit for unbiased reviews. 
Creative commons sites were searched for print quality results, mostly at Thingiverse. Since SNS 
have great potential exposure but is not used by clients to search information, it should only be used 
to trigger need recognition with inspiring content.  
  

5.3.2.3 Steps of the information search 

Most common was to conduct the search in the falling order; one step, two steps, three or more 
steps. The respondents that searched in one step mostly looked for the 3D printer with best print 
quality results on YouTube. Or a convenient recommendation of the most suitable 3D printer in 
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relation to their objective from knowledgeable users or resellers. Half in the organization segment 
and a significant number from the company-, first 3D printer-, second or more 3D printer- and 
personal use-segment, searched in one step.  
 
To get a convenient recommendation for a specific objective require a physical person to match a 
3D printer with the intended objective. Since the motives behind the use of 3D printers vary but still 
have large segments, targeted motives could be explained in YouTube videos where a demonstration 
of both print qualities is showed and suggestion based on motives such as prototyping, hobby and 
custom production. Then shared on social media as review for inspiration. The respondents that 
searched in two steps looked for unbiased reviews and recommendations on Internet forums, 
YouTube and community discussions. Many also looked for top lists of best performing 3D printer, 
evaluated in newspapers and blogs. Especially among the school/university segment, and a 
significant number from the personal use-, third or more 3D printer- and first 3D printer-segment. 
Respondents searching in two steps relied more on online sources compared to the respondents 
searching in one convenient step with personal recommendation, when making a decision. Less 
common was information search in three or more steps.  
 

5.3.2.4 Searched attribute 

The most common search attribute was; user reviews, best-in-test list and technical specification. 
User reviews was significant for all segments. Best-in-test lists was significant for the 
school/university-, company-, first 3D printer- and third or more 3D printer- segment. Technical 
specifications were most searched among the company- and the first 3D printer segment. Other less 
searched attributes were; price, build plate size, price/performance and user case quality. But the 
information that caught the respondent's attention during the information search was in falling order 
of popularity; technical specification, price, customer reviews/ratings, service & support and user 
case quality. Since the most popular search attributes was user reviews and best-in-test lists, it may 
imply that the clients are looking for unbiased opinions as most important attributes for their 
decision-making. But technical specification and price proved to catch their attention the most when 
they had found information about 3D printers. Since it’s also important in their search it proves the 
importance in both the search and attention focus. Service & support was not focused on in the 
search but proved to catch the respondents attention, it could therefore play a role when deciding 
3D printer but not as primary concern. User case quality is important to the respondents since it was 
both searched and caught attention. With this insight all stated searched attributes should be 
accessible in their search along with the attributes that caught their attention. Almost everyone used 
different search words; the selective attention resulted in 103 different words and phrases in the 
information search. 
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6. Conclusion 
In this chapter the conclusion of what significance social media have on the need recognition and information search in 
B2B investment decisions. Along with further research suggestions and methodology critique. 
 

6.1 Need recognition significance 
 
Social media channels have a great potential exposure impact to influence and inspire new customers 
need recognition. Especially on Facebook, Youtube and Internet forums. Although, most 
respondents was first exposed to 3D printing through Internet forums, others through personal 
recommendations, Youtube, online newspapers and events. It’s hard to reach users feeds through 
the buzz on social media. But it’s cheap and has a great potential to complement traditional 
marketing channels with more frequent messages, to inspire and reach new customers. It also 
improves the search engine optimization (SEO) to get better Google search ratings. LinkedIn and 
Instagram showed acceptable potential exposure and importance. Twitter did not. As suggested by 
Magnus Andersson, LinkedIn and Twitter have more importance for large companies with eighty or 
more employees. LinkedIn to mainly find new customers through actively find and pursue clients. 
Twitter more for press communication. Instagram might in this case be used to fill the inspiration 
need to show print quality results since it was interesting for the respondents. Most respondents 
used their 3D printer for personal use and in company. Organization and school/university were 
other less popular use areas. Prototyping, hobby/home use or custom production was the most 
popular reason behind the investment. Curiosity, visualization and learning purposes were other 
identified reasons. They identified their needs through new product need, or higher expected 
satisfaction for print models. Inspirational content should be built towards these motives and target 
groups to trigger need recognition on social media. As stated by Magnus Andersson, It’s important 
to create content and gradually build interest and relevance to decision makers. Clients have 
different needs and requirements, therefore flexibility and individuality is of importance for the right 
message to align itself to the right customers. In this case, especially towards developers and 
designers, company owners, Makerspace members and teachers. Also more directed towards 
women, since the group show a clear absence in these segments, with 95% men. 
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6.2 Information search significance 
 
Social media sites (Facebook, LinkedIn, Twitter and Instagram) were not used to search information 
on. But the few that did looked for unbiased user reviews. Most respondents preferred to just search 
at online sources and some to complement with recommendations from friends as sources. To only 
search non-online sources was not popular. This implicates high trust in online sources as 
foundation for decision making in B2B investments of 3D printers. Most respondents searched the 
reseller sites Reprap.org, Makerbot.com and Ultimaker.com for product quality and resellers price. 
Youtube was the second most popular information source to search for demonstration of 3D 
printers performance and quality outcome in user tests and reviews. Recommendations from friends 
were convenient to the customer and gave honest opinions. Top lists of 3D printers were searched 
in Make magazine. User reviews was searched on Internet forums, especially Elektronikforumet.  
 
Most respondents conducted one search step, either by looking for the 3D printer with the best 
print quality results on YouTube. Or a convenient recommendation of the most suitable 3D printer 
in relation to their objective, from knowledgeable users or resellers. All investigated social media’s 
have this possibility, which should be utilized to better communicate convenient packaged 
recommendations in a personalized way to customers. Tentatively as a video demonstration and 
review to share on social media in inspirational purpose. User reviews directed towards different use 
motives such as; prototyping, hobby/home use or custom production. The respondents that 
searched in two steps, looked for unbiased reviews and recommendations on Internet forums, 
YouTube and community discussions. Top lists of best performing 3D printer, evaluated in 
newspapers and blogs were also popular. Information search in three or more steps was less 
popular.  
 
The respondents primarily searched for compiled information such as user reviews and best-in-test 
lists to conveniently grasp the 3D print market. It strengthens the indication of why one search step 
is most popular when searching information. When the respondent has found their information 
packaged, specification about the 3D printers, attributes are focused. The information that caught 
the respondent's attention during the information search was; technical specification, price, 
customer reviews/ratings, service & support and user case quality. Almost everyone searched on 
different phrases and words, 103 variations of words and phrases as specific search words used was 
recorded.  
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6.3 Findings 
 

● Social media has a great potential exposure to influence and inspire need recognition for 
Facebook. Decent potential for LinkedIn and Instagram. Not good for Twitter. 

 
● Social media was not searched for information before investment. Most common 

information source to search were reseller sites, tentatively since many have to go through it 
to purchase a 3D printer. Other popular sources were reviews on Youtube or 
recommendation from a friend. 

 
● Social media’s identified place within the fields of need recognition and information search is 

solely need recognition. To spark interest and inspire potential customers to need 
recognition before they start searching for information, hopefully being considered as brand 
in the later information search.  

 
● Most common was for the respondents to primarily search for information on online 

sources only. To combine online and personal recommendation or interaction as source 
when making a decision for 3D printer investment was also common. To only make a 
decision based on personal recommendation/interaction as source was not common. 

 
● Most respondents conducted one search step where they first focused on finding a preferred 

source with compiled information to conveniently grasp the 3D printer market. Unbiased 
reviews were popular for the respondents. Thereafter they looked for 3D printer attributes. 

 
● Proposed from the user data, inspiring social media content to use should be; convenient, 

personalized, directed towards the most common user segment; developers and designers, 
company owners, Makerspace members and teachers. Also towards the use motives; 
prototyping, hobby & home use or custom production. 
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6.4 Method criticism 
 
 
The aim with the study was to give foundational directives for social media’s significance for B2B 
companies in the technology industry through this case study on 3DVerkstan’s customer base. 
However, a slight majority of the respondents in this study were not company or organization 
representatives but early adopters of 3D printers. Since the company, organization and school 
representatives together only are 54 respondents in total, this study cannot be referred to for 
foundational directives. It was unfortunate since the majority (75%) of 3DVerkstan’s customer base 
are business customers, more business clients were expected. Though a clear indication has been 
shown for company and organization representatives need recognition, information search and 
media consumption in relation to social media. Since the target group mainly owned one specific 3D 
printer (Ultimaker), which is the only 3D printer distributed by 3DVerkstan, the results may be 
influenced by certain perspectives of importance compared owners of mixed 3D print brands.  
 
From the answers in the survey, there was a tendency to be more incomplete or less explained 
answers towards the end of the survey. With the length of 20 questions, the quality of answers might 
have been less thorough towards the end. In question 16, “Describe step by step how you went 
about, when seeking information about 3D printers before purchasing your latest”, one in seven 
responses was incomplete. This may lead to a misleading picture of how the respondents searched 
information, since it only gave the picture of 85.7% of the respondent’s information retrieval.  
 
The best in class interview could have been done for more companies. Initially one interview of the 
best technology company on social media was planned but one more qualitative interview would add 
a lot of value to the report in terms of different angles or confirmation of strengths in line with 
Magnus Andersson’s social media use. Ericsson was considered a candidate with its high number of 
followers. But since they had international social media accounts cultural differences in marketing 
may affect the marketing on a global level differently compared to social media marketing in 
Sweden. Therefore Telia was chosen before Ericsson. 
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6.5 Further research suggestions 
The examination of social media’s significance in B2B decision-making was examined in regard to 
only two of five steps in the EBM model, need recognition and information search. Other 
suggestions for adjacent research areas regarding social media influence and B2B investment are; 
 

1) The examination of social medias influence on the later steps in the EBM decision-making 
model when businesses invest in 3D printers. Such as the alternative evaluation, purchase 
decision and post purchase evaluation. Are there bigger influences in the later steps? 

 
2) Investigate what factors are needed to create trust for online sources. In this study the 

majority of the respondents made their B2B investment decision based on information 
gathered from online sources only. What elements in different online sources improve the 
trust to online sources for B2B investment decisions?  

 
3) Deeper investigation of what impact different consignors and social media communication 

channels have to customers when exposed for marketing content. In this study, unbiased 
reviews from users were popular as information source.  

 
4) Conduct the same test for another B2B technology product or service in order to see if there 

is a correlation from the results in this study of social media influence on customer’s 
decision-making. More research is needed for social media’s impact on B2B investment 
decision-making. Additionally look into what motives businesses have for following a brand 
on social media and how this differ from private users following a brand on social media. 
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8. Appendix 
In this chapter contain figures, tables and question forms. 
 

8.1 Appendix A - Survey 
 
1. I am: 

- Male 
- Female 

 
2. Using 3D printers primarily within: 

- Company 
- Organization (non profitable) 
- Personal use 
- School/University 
- Other 

 
3. How old are you? 

- Younger than 25 
- 25-34 
- 35-44 
- 45-54 
- 55-64 
- Older than 65 

 
4. What is your position or role in the company / organization where 3D printers used?  
If you do not belong to a company / organization type where 3D printers are used, write: "Does not belong to 
company"  
Open response: 
 
5. How often do you use the following communication channels?  
(Never, at least once a year, at least once a month, at least once a week, 2-4 times a week or daily) 
Facebook 
Twitter 
Instagram 
YouTube 
LinkedIn 
Internet forum 
Blog 
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Online newspaper 
Newspaper 
Podcast 
TV  
Radio 
Magazine 
Email newsletter 
Event (fairs and workshops) 
 
6. What 3D printers do you have?  
Open response: 
 
7. The motive behind the purchase of a 3D printer was: 
Open response: 
 
8. My/our latest 3D printer were my/our:  

- First 3D printer 
- Second 3D printer 
- Third First 3D printer 
- Fourth First 3D printer 
- Fifth or more First 3D printer 

 
9. The 3D printer is used for: 

- Production (industrial/for profit) 
- Prototyping (in scale 1:1) 
- Personal use / non commercial 
- Education/learning 
- Visualization (prints in smaller sizes than 1:1) 

 
10. Where did you first hear about 3D printing? 

- Through friends 
- TV 
- Radio 
- Newspaper 
- Magazine 
- Podcast 
- Twitter 
- Facebook 
- LinkedIn 
- Blog 
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- Internet forum 
- Online newspaper 
- YouTube 
- Event (fair and workshop) 
- Email newsletter 
- Mail 
- Salesperson 

 
11. Before the purchase of the 3D printer, did you design a specification based on your needs of 
what the 3D printer would be able to do before the search for information? 

- Yes 
- No 
- During the information search 

 
12. Which of the following motive describes your needs most accurately that led to the purchase of 
the latest 3D printer? 

- Higher expectations for 3D printing 
- New needs for 3D printing 
- Dissatisfaction with the old 3D printer 
- Due to depletion of the old 3D printer 

 
13. Describe how you first identified the need for 3D printers. 
Example: We needed a solution to easily print prototypes … 
Open response: 
 
14. During the information search for 3D printers, did you consciously neglect brands that went 
against your perception/world view? Explain why if you made it. (Examples of worldview: You supports open 
source 3D printer) 
Open response: 
 
15. What information content caught your attention during the information search? 

- Technical properties / information (such as print speed and quality) 
- User case (What others have done) 
- Affordability 
- Service & Support (supportability) 
- Customer Reviews / Ratings 

 
16. Describe step by step how you went about, when seeking information about 3D printers before 
purchasing your latest. 
Open response: 
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17. What other specific sites did you use for information search for 3D printers? 
Open response: 
 
18. Which keywords you use when seeking information for 3D printers? 
Open response: 
 
19. Other comments 
Is there anything you would like to say or add? 
Open response: 
 
20. Competition Question: What filaments wish you were? Justify in a sense. 
Open response: 
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8.2 Appendix B - Best-In-Class interview 
 
Problem recognition 
How do you use social media to create a need for your products among customers? 
 
How do you use social media to meet clients' identified product needs in the best way? 
 
What do you do to simplify the customer's information search on the Internet and social media? 
 
Information search 
What communication channels and senders do the customers prefer to receive information from? 
 
Who are your customers' strongest perceptions of your products / company they tend to choose 
you in front of other companies? 
 
What are your customers' strongest perceptions of your products / company they tend not to 
choose you for? 
 
What content in your marketing messages does the customer like? E.g. technical information, feeling 
or use. 
 
How do you use social media to create attention? 
 
How do you shape advertisement messages in line with customer’s beliefs, attitudes, motivations and 
experiences? 
 
How do you ensure that customers remember your advertising messages? 
 
What messages will most customers remember, and how come? 
 
How important do you think social media is for your marketing? 
 
How do you see the marketing through social media targeted to B2B, how important is it and how 
does the marketing separate compared to B2C? 
 
In what way do you use social media for marketing and in what ways does it not fit? 
 
Which social media do you use and how do you use them? 
 
How do you reach the highest number of new customers and with what social media do you reach 
the most customers? 
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8.3 Appendix C - Result 
 
 

 
 
Figure 4.5 - The shares of 3D printer brands among the respondents 
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Figure 4.7 - Communication channel use for the personal use segment 
 

 
Figure 4.8 - Communication channel use for the company segment 

 
Figure 4.9 - Communication channel use for the organization segment 
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Figure 4.10 - Communication channel use for the school/university segment 
 

 
Figure 4.21 - Popular words searched for segmented into primary 3D printer use. 
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Figure 4.22 - Popular words searched for segmented number of bought 3D printer. 
 
 
 
Searched words 
 
Three of ten searched for less popular words which only two (1.8%) participants searched for. The 
following words are included into this category: "3D", "ABS", "Quality", "Precision", "Best 3D 
printer 2015", "Ultimaker fail", "Fail", "Bad", "Accuracy", "Kvalité", "Pris", "E3D", "3D printer 
kossel", "delta", "3D printer printing", "Top ten 3D printer" and "Dual extrusion".  
 
Slightly more than three of five of the respondents searched for a unique word only searched by one 
respondent. The following words are included into this category: "Open source kit mendel max", 
"3mm filament", "Kända fel", "Service", "Ultimaker 2", "100µm", "3D printer makerbot", Volume", 
"Speed", "Micron", "Software", "Um2", "Review", "Makerbot vs", "Makerbot review", "3D printer 
news", "Prints", "Hardware quality", "Additive engineering", "Laser sinter", "3D kvalité", "3D-
skrivare sverige", "3D-printing forum", "Test of 3D printer", "20 micron", "Open source", "3D-
print file format", "Best 3D printer 2014", "Open source 3D printers 2014", "Ultimaker 2 
problems", "Hållbar", "Bra kritik", "Bra support",  "Billigt", "Reliable", "Comparison 3D 2015", 
"Best open source 3D printer", "Best economy 3D printer", "Corexy", "Ultimaker-style printer", 
"Prusa i3", "3D printer review top 10", "J-head", "Mini Kossel", "E3D hotend", "Speed vs quality", 
"Dual nozzle", "Cheap printer", "Fast 3D printer", "Silent 3D printer", "3D skrivare recension", 
"Mendel Prusa i3 comparison", "Popular 3D-printer", "3D systems", "Formlabs", "Mendel", 
"Rockstock", "Ramps 1.4", "Megatroni cs", "Extruder", "Print quality", "3D printing quality", "New 
3D-printers", "Cheap desktop", "UM2", "Durability", "Best printer", "3D printer home", 
"Adaptable", "3dprinter best bang for buck", "Make magazine recommended 3d printer" and 
"Maker". 
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4.3.13.1 Personal use 
Of the fifty-eight respondents using 3D printers for personal use, slightly more than seven out of 
ten searched for unique words. Three of ten had incomplete answers and searched for words 
searched by two respondents. Slightly less than one of five searched on “3D printer”, one of ten 
searched for “3D-skrivare” or “3D skrivare” and “Rep Rap”. Four participants looked for 
“Ultimaker”. Three participants looked for “3D printer review” and “3D printing”.  
 

4.3.13.2 Company 
Of the thirty-nine company participants, Two thirds searched for words or phrases, which were only 
searched by one participant. Four out of ten searched on “3D printer” and one of three on “3D-
skrivare” or “3D skrivare”. Slightly less than three of ten searched for words and phrases only 
searched by two participants. Slightly less than one of five searched for “Ultimaker” or had 
incomplete answers, and one of eight searched for “Makerbot” and “3D print”. Three participants 
searched for “filament”. 
 

4.3.13.3 Organization 
Three of the ten organization respondents searched on “3D printer” or had incomplete answers. 
Two didn’t search and two searched for unique words and phrases. One searched for “3D printer 
test”, “Best 3D printer”, “Ultimaker vs” and words searched for by two participants. 
 

4.3.13.4 School/University 
Two of the 5 school/university respondents searched for words searched for by two participants. 
One respondent looked for “3D printer”, “Makerbot”, “3D printer test”, a unique word and one 
didn’t search.  
 

4.3.13.5 First 3D printer 
Four out of five from the sixty-nine respondents owning their first 3D printer searched for a unique 
word or phrase. Slightly more than two out of five searched for a word or phrase searched twice 
among the respondents. Slightly less than one third searched for “3D printer” and slightly less than 
one of five searched for “3D-skrivare” or “3D skrivare”. Slightly less than one of six had incomplete 
answers. One of nine searched for “Ultimaker” and “Makerbot”. Six searched for “Rep Rap” and 
five respondents searched for “3D printing review”, “3D printing” and “Filament”. Four searched 
for “3D print”, “3D printer test” and “PLA”. Two participants searched for “Ultimaker vs” and 
“Best 3D printer”. 
 

4.3.13.6 Second 3D printer 
For the 21 participants with their second 3D printer, half searched for a unique word or phrase. 
Slightly less than two of five had incomplete answers. Four participants searched for “3D printer”. 
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Two participants searched for “Ultimaker” and words searched for by two of all participants. One 
searched on “3D print”. 
 

4.3.13.7 Third or more 3D printer 
Six of the twelve respondents with their third or more 3D printer searched for “3D-skrivare” or 
“3D skrivare”. Three respondents searched on “3D printer”, “3D printer test” and on unique search 
words or phrases. One participant searched on “Ultimaker” or words only searched twice. Three 
had incomplete answers and two didn’t search. 
 

4.3.13.8 Don’t own a 3D printer 
Among the ten participants that don’t own a 3D printer, half had incomplete answers. Two 
respondents didn’t search and one searched for a unique word or phrase. 
 


