14

Inga Rutkauskaite
International Marketing and Management
Copenhagen Business School

Successful Brand Strategy Execution on
Social Media

Supervised by Ravi Vatrapu (Information Technolddgnagement)
Characters: 166.108
Date: 2012-08-31




Executive Summary

As traditional media falls out of favour, sociakdia has risen to replace it. In order to
protect existing investment in brand image and taairrelevancy, it is necessary to engage with
the audience in the medium they are using. Socalianfocuses on the individual and his world.
In order to enter this circle it is necessary fompany's brand to insert itself into consumer's
circle of trust.

When brands engage customers in social mediage tisean opportunity for dialogue.
Dialogue creates trust between the brand and theuooer as long as it is not used for deception.
The other benefit of engaging in dialogue with aoners is that the company has opportunity to
gain feedback on its activities and products, gaore detailed knowledge and insight about the
consumer groups that are attracted to the brandpaoducts, this knowledge can be used
effectively in other contexts.

The shift from mass media to social media has dghtbabout a fundamental shift in the
balance of power between the company and the carsu@onsumers now have the ability to
create content and have it consumed by anyone enpldnet via blogs, YouTube, twitter,
Facebook and other social media platforms. Wheswoers relate their brand experiences, they
shape the perception of the brand for other consuniethe company is not active on social
media and does not make its opinion and viewpormtlable, then consumers will rely on third
parties and award them more credibility. While Bnand can no longer fully control the brand's
perception and image among consumers, if it ispast of the dialogue then it cannot even
influence it.

The findings indicate that it is possible for katarto assert a degree of control over their
brand image by providing the infrastructure for coumities of fans to establish themselves.
These brand communities play an essential roléhapiag the image of the brand among other
consumers, since their opinions are respected by peers. Providing high quality content,
engaging with the community on its own terms emalilee brand to influence these opinion
leaders, and in this way promote them as brand ploans in their respective communities

An effective social branding strategy and impleta@an is a challenging task, since this is
a new space where both theories and the realdlyaaging, brands will have to learn as they go,
while respecting simple principles of: buildinggtuhonest and open communication, nurturing
the brand communities, and learn from experiencat\@pproaches are successful with their

particular audience in particular media.
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1. INTRODUCTION

“It is not the strongest of the species that sueumnot the most intelligent, but the one most respen

to change”
Charles Darwin

Extensive use of Information Technology providesgde with the ability to integrate and share
information with a large part of the world's pogida in practice regardless of time and place. No
one would deny that Information Technology has geanhow people interact with each other.
Various online platforms have been created to gahost and facilitate human social activities in
cyberspace. The popularity of these online comtresibecame bigger with expansion of Internet
coverage around the world, especially among yowuple, who are born with computers in their
home and accepting digital communication as natiloghma.

Development of electronic communications enablessgto and participation in information
systems, not only in the metropolitan areas but @idabitants in remote districts as well. This
access to global data feeds melts urban and rigmapwints into the global stage and makes the
world a much smaller place, where people are iraehith many different communities, and
become able to easily form all manner of connestigather into groups around common interests,
ideas and values. These groups form large ancemifilsl consumer groups which communicate their
opinions, experiences and expectations taken fhamn ¢veryday experiences on digital media.

For young people, information technology, socidlmeking, free and instantaneous
communication is simply a fact of life. Younger geations in developed nations have only this
networked reality as a point of reference, anddpestive to this merging of virtual and analogue
worlds, find it natural to simultaneously interatthe physical and the virtual, and consider them

interchangeable.

Global use of social networking opens new oppotiemior business to interact with their potential
customers directly in real time. It opens new opyndties to experiment and to take advantage of
what virtual communities can offer. With these ateges in mind, business started to enter in to the
spaces where global consumers gather. Businessdstaruse the same social media platforms as the
individual consumer, using it to show their prodyszrticipate in dialogue with consumers, shape

and direct consumer opinions, and build brand image



2. MOTIVATION

There area number of research (Na and Marshalbj20Page and Lepkowska-White 2002) stating
the importance of strengthening brand equity onloeeause it has the same affect as offline. Rios R
& Riquelme (2008) state that brand loyalty and draalue associations directly create brand equity.
Increased competition, globalization, the move flogoods dominant logic to a service dominant
logic (Vargo & Lusch, 2004), and the increased odsttroducing a new product or a new brand in
the market have made marketers reflect on the nemmegt of their brands and their branding
strategies (Keller, 2008, p.35-36).

The Internet has opened new possibilities for se@thpanies to enter the global market. Combined
with easier access and lower cost, the compettigaa has became overcrowded, decreasing effects
of promotional effort on traditional media, incremgthe number of offers consumers are exposed to
and creating advertising fatigue. (Tollin & Car®08, Konrum) the importance in learning about
brand communities becomes more important. Witheiasing use of social media platforms and a
rise of various types and size of communities, camngs have realised the potential to target those
groups of people online. Therefore, marketersedaghtering digital space, in particular social
networking sites in order to expand their brandiagymunication channels. However due to the
novelty there is a lack of academic research amties on companies’ behaviour on social media in
a branding context. With new communication chanttedsbehaviour of people has changed, and so
marketing models which were used in the past dditiomal media do not fit consumer behaviour
anymore. These require marketers to react, findways of communicating with consumers, and
create new models of consumer behaviour and tat dladaip marketing strategies to changing and

dynamic environment.

How companies introduce their brand to social netimg sites is particular interesting, because it
might provide theoretical perspective on brandiagoepts and practical implication for business on

how to act or what to avoid when entering sociatliasites.

3. PROBLEM FORMULATION

Social media platforms have become an active apdrtant part of our everyday lives. The
increasing number of people connecting to the soevorks on Facebook, Twitter, YouTube and

others, opens up new, unexplored opportunitiepdiginesses.



In the past few years development and usage odlsoedia exploded and it is still growing,
attracting private users and business to connesdial network sites, whose values grows with the
number of users and the connections between thkis pfocess opens up new opportunities for
businesses to leverage digital content deliverfgrietogies through social media:

«»Transparency - to get in touch with the customer directly ardaive direct and honest feedback
about the products or services

s Customisation - gather data from customers in order to targamtbetter with more focus on
consumers' needs and desires

«*Promotion — social media is another communication chanrald¢hn be used to send the brand's
message to a broader audience

“*Most loyal customers- Companies can get in touch with community inssdend opinion

leaders who are natural brand ambassadors

«Brand loyalty - Social media give an opportunity to strengtheant loyalty and so gaining

decisive and crucial competitive advantage

3.1 Research Question

Social media platforms are a relatively new develept and have mostly been ignored by business
until recently. The core issue to be investigatedhether, and how the way companies brand their
products in offline media differs fundamentallyrftahe approach required to conduct branding
activities in online social media platforms. Thededure point is that the old branding tools dofitot
with the new social media reality.

However, there are limited sources of academicarebeand methodology regarding social media
branding strategies. Using new tools of social mgadesents new challenges for companies seeking
to present their brand to global audience, the migsificant factors being the uncontrolled
environment and having a limited knowledge in #raa. Ways to control these factors will be

investigated and the results presented.

How companies can create successful brand strategiyne by using social media

platform?

The sub questions:

“*How do companies execute branding strategies dalsuoedia sites?



«*How companies branding image could be described?

+*What makes a branding campaign “successful’?

“*What factors make a successful branding campaigodgial media?

“*What methods do companies use to interact with dandifferent social media platforms?
«*How companies create community around the brand?

«*How community can influence / impact brand imag&'hat impact does community have on the
brand?

s+ Can user generated content and users' involvemeaaicial media influence the company's

brand?

An exploratory approach will be taken to investggadcial media brand strategies and communities
related to a specific brand. The purpose of thesithis to explore and document how different
companies achieve the goals of connecting direatly their consumer groups, bypassing traditional
media channels which act as a middle man, shodgha&communication lag, improving feedback

on the actions taken to improve brand image antllertrect interaction with the core fan base.

The international brands were chosen as observatidnmesearch objects in order to gain knowledge
of how these companies execute branding campaimgesaal media and what can be learned of

their best practices. To investigate brand strateggocial media the following brands were chosen:

. Benetton

*  Burberry

« ECCO

* Georg Jensen
* Nescafe
 Nokia

3.2 The Aim of the Thesis

The aim of the research is to study branding cagmsain the social media sphere, in particular how
companies are using social media channels, wlzatusrent branding situation on social space and
what factors determine successful branding campaigocial media, and to determine some best

practises of social media branding today.



Furthermore, after analysing and evaluating difieteanding strategy's success factors in the ksocia
media context, we aim to determine the main charitics of brand image construction in social

media.

We believe the identified characteristics will pisera deeper and more detailed understanding of

different strategies and those they could be usédild a branding paradigm on social media space.

3.3 Delimitation

There are hundreds of social networks today inmbied. The number is so overwhelming that to
follow all of them in order to find out what is beesaid about a particular brand will be too time
consuming. Therefore, in this research paper tbesfthas been narrowed down, a limited number of
social networks which have particular importance mmpact for business that are looking to build
brand on line due to their reach and breadth oiezige have been selected from the many
candidates.

The biggest and most mainstream players in socdisgmare Facebook, Twitter, YouTube, LinkedIn,
Pinterest, Flickr, and Foursquare, these are tbi@alsmedia channels that will be investigated is th
thesis.

The research will focus on a few companies and tiehaviour online rather than the behaviour of

the consumer communities.

In order to scope the thesis, it was decided tieselected media channels are so popular that a
detailed description was not necessary, in se@jdfindings, they will be briefly described andithe

usage will be explained.

A further limitation is that it was decided to exd€ a very significant social media, LinkedIn, doe

its focus on professional networking and not saoi@raction from a consumer perspective.

Finally, Foursquare will also not be analysed is thesis due to it's very limited content formtis
a mobile phone application that provides informatiegarding a company's location in order to

make easier for customers to find them looking raa@ on their phone.



4. THEORETICAL FRAMEWORK

The focal point of this thesis is to examine homganies are branding themselves on social
media. Therefore, the purpose of this theoreti@hkwork is to provide conceptual grounding on
Social Marketing and Branding Theories.

In order to draw a deeper understating about brgnain social media, first of all we will provide
an overview of relevant terms relating to socialmebranding and online communities.
Afterwards relevant literature on social media lpgattices will be described in order to aid in
clarifying what exactly are the important factanssocial media, how companies should conduct
themselves, and what actions can be taken and ahskibuld they focus on in order to optimise
their branding strategy on social media channels.

4.1 Brand Definitions

A brand is a set of mental associations, held byctinsumer, which add the perceived value of
the product or service” (Keller, 1997:87). A braadiefined, according to Keller (2008), as a
—name, term, sign, symbol, or design, or a comlmnadf them, intended to identify the goods or
services of a seller or group of sellers and ttedghtiate them from those of the competition
(p.2).

According to Aaker (1991Brand Equity is— “a set of brand assets and liabilities linked to a
brand, its name and symbol, that add to or subftract the value provided by a product or service
to a firm and/or to that firm‘'s customers” (p.1Hg further states that brand equity consists of
four components, namely (1) perceived quality if@&nd loyalty, (3) brand awareness and (4)

brand associations (Aaker, 1991).

Brands enable companies to differentiate their pctglfrom others, satisfying the same need
thanks to both their tangible and intangibles @s3dte former relates to the product performance

of the brand, whereas the second relates to whdirdmd represents (Keller 2008).
Brand Awarenessconsists of recognition and recall where recognitelates to the level of

exposure and recall refers to the consumers’ glditink the brand to the right product category

or purchase situation.

10



Brand Image consists of tangible and intangible brand assariati(Keller 2008). Creating a
positive brand image requires marketing activitiest succeed in linking strong, favourable, and
unique associations to the brand in the consummarmaory (Keller 2008) Aaker (1991), for
example, images create value in a variety of whaaghing consumers to process information,
differentiating the brand, generating reasons g biving positive feelings, and providing a basis

for extensions.

Brand Associationsare all the linkages that exist between a brandthedther nodes stored in
consumer's memory. According to Aaker there arers¢vypes of associations: product attributes
intangibles, customer benefits, relative price, /ajgglication, customer, persona, life style
personality, product class, competitors and gedgcap area. Among his measures of
associations, Aaker (1996) considers trust as aactaistic of organisation associations as one

among many others, thus de-emphasising its impogtan

"Branding is much more than attaching a name to#ering. Branding is about making a certain
promise to customers, about delivering a fulfilliegperience and level of performanc&d{ler,
2005: ix)

When we look at the brand on social media, the reogable definition would be that brands is
"all that a consumer can possibly associate wiplaréicular brand" Mitchell (1982: 46,as cited in
Michael Korchia (1999).

4.2 Characteristics of Social Media

According to Alquist et al (2008) social mediaasrhed from three elements: “Content,

Communities/Networks and Tools (see Figure 1.)

“Social media refers to activities, practices, aetiaviour among communities of people who
gather online to share information, knowledge, @pithions using conversation media.
Conversation media are Web-based applicationsiib&e it possible to create and easily transmit
content in the form of words, picture, videos andia. “(Safko & Brake 2010, pg.6). Andreas
Kaplan and Michael Haenlein define social medidaagroup of Internet-based applications that
build on the ideological and technological foundasi of Web2.0 and that allow the creation and
exchange ofiser-generatedontent.” All these definitions are emphasisimg $ocial aspect,

which represents a collective of individuals wheda need to connect and interact with each
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other frequently. Social media enables social atigon between people as a super set beyond

social communication (Kietzmann, Hermkens etc 2011)

The customers are co-creators of content on sodia. It is however important to maintain the
balance between professional and user-generateéentoA marketer can provide information
about the company and its products but also achapthe customers contribute to the content as
well (Weber 2007, 38).

According to Brian Solis (2010) social media enalitee democratization of information,
transforming people form content consumers intdearproducers. It is the shift from a
broadcast mechanismne -to- manyto many- to- manynodels, rooted in conversation between

authors, people and peers.

First element in the model Gontent. This is a very important aspect of social meiis, user —
centric, and focuses onser-generated conteritlser generated content can be of different types
such as text, pictures, video, audio etc., whiah loa experienced by many users and at the same
time provoke reactions and discussions that tateepin and across these social media platforms.
The content in blogs is user generated and thegaal networks and interactivity in sharing the
content (Singh et al. 2008).

Content

Community
/Networks Social
—_—  Media ——

Tools

Figure 1. Social Media Triangle (adapted from Alhqgvst et al 2008)

A second elemer@ommunities and Networksrefers to the social nature of media. People are
gathering into communities around interests ancanmected with both weaker and stronger ties.

Granovetter (1973) suggested that the strengthiefl@etween two individuals is a function of the
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amount of time spent together, the emotional intgresd degree of intimacy in the relationship,
and the extent to which reciprocal services areigenl by the dyad members. The more time and
effort once spent into relationship, the stronpertte is. A person has many fragmented
interactions and different strength of connectiaitt other people in real life as well as on

online.

Third element i ools such as Web platforms which enable to facilitatevessations online
Today the most popular social networking platfogather people in the online communities to
share content with friends through advanced diggethnologies are: Facebook, Twitter, Youtube,

Myspace and many others (List of Virtual Commusiti¢/ikipedia).

4.3 Review of Literature on Social Media Branding

Social media is rather a new area within the falcharketing and media communication.
Therefore academic and research literature isdudind taking different views on this subject.
“All schools trying to understand the phenomenosaifial media and all of them are still on
learning process. It should be practised what wmked in order to gain proficiency. We need to
make mistakes, experience triumphs, and observa,witey and how communities work” (Solis
2010). In the following sections several acadenwocks will be collected, borrowed from
Mintsioulis & Kristensen (2012) together with pardf view from several business experts
selected from different literature in the areaaxdial media in order to describe Social Media
Branding’s most essential interrelated charactesisThe assumption is that best practices

literature can help to clarify how companies shadtland tackle the social media space.

Bergsli (2010) presents a new view on social mbdaading perspective based on assumption
that Scial Media is a Branding Tool Social Branding according to Bergsli (2010) isdzhon
three central assumptions of social medi@nEparency, Social AspectandDialogue When

“firms participate and facilitate open and socialolgue-based on conversations about their own
brand, with the aim of creating a deep and trustatgtionship between business and consumer,
and between consumers of brand.” Furthermmyasumer is an active co-producer of the
company’s brand communicati@amd producer of its own brand communications. @osation is

an interactive feature on social media and intevads the key element thus the marketers should
not own the conversation, but instead participatie conversation (Bengsli 2010). Brand in his

opinion is a pivot point in the interaction betwdmrsiness and consumer and between consumers.
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Brian Solis (2010) argues that tBeand has a certain Personalitywhich needs to move on to
the social platform. This will be complicated besamowhave to include a part of a human or
several human personalitie®n the social platforms. These human personafittes social
media workers can now possibly either change aitelihe brand in every update or post (Solis,
2010). He warns about whether one personality dtipieishould be a part of the brand
personality and claims that there is no right cong answer to this. The most important is that
everything companies do online and off line must bgymbiotic.

Solis also introduces the conceptSafcial Network Fatigue He points out that this is not a well
documented phenomenon but it still presents sobeegisting topics we need to be aware'bf:
refers to the phenomenon of user exhaustion, cangegcreating social network profiles in every
new, hot, or popular network that appears on theaaadar screen;'and "also stems from
burnout associated with the emotional, intellegtaatl time commitments required to stay
connected to peers in one or many social netwarksuwrrently” (ibid). This can be related to
Qualman’s (Socialnomics” 200Pargument that you should not build your own “Hief
Nightmares”, and also as an argument for whyiimnisortant to select where you want to focus

your energy (Solis, 2010).

Qualman suggests not trying to create your ownasooedia service or network but rathgitize
existing platforms on which your consumers already are, becausédssscostly and less time

consuming.

The author also touches upon the fact that peaplenare than happy to associate themselves
with brands which they perceive as cool and to takeership of these brands. Unlike Li and
Bernoff (Understramningen “Groundswell” 2008), wdrgue that you should accept the new
brand perception, Qualman argues ttahpanies should be ready to give up control of tlire
brand and trust consumers with it By releasing control and allowing customers t@ta
ownership you also let them become advocates far lyand, thereby increasing the brands value
for others (Qualman, 2009)

Charlene Li and Josh Bernoff, in this book ardhe tt is stillrelations and the understanding
of how these relations work on different social sés that are important According to the
authors the way people communicate and the follgwatationships determine how the power is
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divided (ibid). Another argument that the authomkeis that people find strength in social media
because ienables them to communicate with each othéhereby feeling fearless and strong
(ibid).

It is important to realize that the social medi@slaoot work like traditional media, thus specific

marketing strategies to social media should beidered (Lowery 2009).

4.4 Social Branding Characteristics

None of the authors examined offer any perceptramethodology on how execute social media
branding. The authors simply state that engagemigntaudience is important and authors
identify the following more or less identical gadlssten in orderto Understand Consumers
Involve and Engage with Audiencan order to create and sustaiRelationship between

Brand and Consumers Support or Build Relationships by having eialogue with

Consumers Build a Brand Personag send a&Coherent MessageandLearn from Experience.

To sum up, authors suggest having clear goals ang@orting strategy before stepping into

social media space and to be able to experimstegnliand learn from mistakes.

After reading the various literatures both fronihadretical and an empirical nature, the main
aspects of social media were chosen and joinedthéimain characteristics of branding on social

media.

4.4.1 Dialogue

Digital communication channels have changed thditiomal model ofone-waycommunication

from the brand to the audience. The One-way comaation model, where companies would
push their message or release news to mass conswdex without receiving direct feedback,
has been completely changed on social media ptasfgEbbesen & Haug 2009), replaced with
two-way interaction model where parties interaehgsocial media as the medium. Dialogue
based communication model allows users to intevébtcontent and with many other users at the

same time. Feedback becomes a natural part obthenanication process on social media.
This means as well that the old communicapash-modehas been exchanged for the navil-

model,where roles, power and influence have been chaogsditched around between the

brand and consumers. Conversation around a brasdaa media occurs among many different
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users including the company, different consumedscamsumer groups, each with their own
motivation and agenda, the brand’'s communicatifmmtefare no longer central to the discourse,
rather they have become an equal or junior padidipdepending on the level of trust and rapport
between the brand and it's stakeholders, thisatescthat all of the partners can influence
conversations about a brand. Consumers no longel togpassively receive the message, which
sometimes has no relevance to their daily liveSoritent is no longer something you push out.
Content is an invitation to engage with your braf@ammie Dunaway, chief marketing officer at
Yahoo).

This new communication approach changed the waketens used to brand their products in the
markets by using mass media with one-way based eoneation model which allowed full
control over brand messages sent to the audierocoarding to Weber (2009) branding has
become a dialogue between the brand and consurmlatidship between brand and consumers
should be nurtured carefully, because the strotigedialogue the stronger the brand (Weber
2009). Brian Solis (2010) argues that the way twead in social media is that engaging
consumers in meaningful dialog is necessary todidyabthe same time he warns often about

doing this blindly.

4.4.2 Engagement

Over the years marketers were overcoming a nunfbermus barriers of infrastructure and
procedures before reaching their custom&scial media facilitated customers’ direct
engagement in the conversations that were prewdaging place without their participation”
(Solis 2010). According social psychology, humamQgs are social by nature and gratified by
receiving direct responses to their input. Sociatlim channels allows immediate

acknowledgement, where readers can instantly cornanguarticipate in live content.

Furthermore, social media enables rapid interadiegiwveen marketers and customers, as well
permit to collect information and receive feedbaukch faster than before and thus enhance
corporate credibility and relationships (Kho 2008)teraction on social media can be categorized
asuser -to -useanduser-to-contentUser-to-user interaction refers to people intenactwith

each other through e-mail, instant message, cbat,rmessage boards and other digital venues.
User-to-content occurs when people rate the contame sites to their favourites, share with

others and post comments (Shao 2009).
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Social media encourage participation through cbation and feedback on the posted digital
content and services are open for comments andthghlenong the users. Users can engage in
more informal conversations and settings (Shao 2@ social media feedback is instant and

constant, as social media platforms operates all thhe world day and night non stop.

Engagement and participation is necessary to ceegmtmessful dialogue. Direct engagement
creates meaningful relationship and then loyalttlie brands. Social media tools enable more
personalized and faster interaction with custoraadsthus enhance corporate credibility and
relationships (Kho 2008).

4.4.3 Peering

On social media information flows very fast amongtamers’ communication networks, which
makes easier to share peer recommendations inareamking (Dahan & Hauser 2002).
Moreover, with the very high amount and availapitif information on the Internet it has become
more complex and time consuming to make the rigbtae. Increasingly the use of social media
has become peer-to-peeccommunication medium where customers create theenbusing the
applications and services of social media (Heaal.2009). The more complex situation is the
less choices consumer considering when making deeisions Therefore consumer relies on
peer-to-peer recommendations such as friends graettsxwhose opinion are valued and trusted
for recommendations. In customer-to-customer comaation rapid interaction is easy and thus
the peer recommendation plays a central role irsglgemaking (Dahan & Hauser 2002).
Recommendations from people one knows and trustp@werful influencers of business
decisions (Shih 2009). Katz and Lazarsfeld already995 found that people trust more personal

recommendations than advertising or personal gellin

4.4.4 Word-of-Mouth

Viral marketing is word—of-mouth communication wiitakes place in digital environment. As

viral marketing can be defined as communicationdiattibution channels that use customers to
transmit information and products digitally to atlp@tential customers in their social group and

to motivate the contacts to transmit the produenerther (Helm 2000). Social networks online
enable people to connect and exchange informatitreasame time with more people by using
stronger or weaker ties and connections. On digiate these weak ties are used easily and allow
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for more potential input to a decision (FriedkirB29. Due to use of both ties information
distributed via the Internet should be more divehsa that which would be obtained via strong
ties (Constatn, Sproull, and Kiesler 1997). Wordanaiuth online can enable consumers to obtain
higher quality expertise on a topic (Constant el887). People are searching for
recommendations from others to get information thay decrease decision time and effort or to
get more satisfied decision outcome (Schiffman &#a2000).Therefore viral marketing is a

powerful communication form.

The objective of viral marketing traditionally i3 teach a maximum amount of potential
customers. From the relationship development viémiggbe marketer should also aim to keep
customers. Viral marketing as other marketing @t requires the establishment of long-term
relationships with customers (Helm 2000).

4.4.5 Transparency

Social media tools increase the openness and &gy both internally in the organisation but
also externally among customers and other staket®(iKangas, Toivonen & Back 2007, 58).
Social media emphasizes the openness and formegtafipation based on user generated content
(Constantinides & Fountain 2008). Social media abtristics were described as dialogue based
communication with an active participation fromIbgtdes. On social media companies have an
equal opportunity to participate, interact with samers and to build a deep and trustworthy
relationship with their customers by being open sindere. Evidence is building up that the
paradigm of marketing is changing from the pushtsgies so well suited to the past 50 years of
mass media to trust-based strategies that are éaséna time of information and
empowerment{Ahonen & Moore 2005:166). As conversations inigomedia are not about
selling, but to create and maintain trusted retestidps, it is important that the company calls with
consumers are open. Trust association with a brarekpectedly, does not have a direct effect on
brand equity, but only an indirect one through loyéRosa E. Rios).

4.5 Brand Community

4.5.1 The Three Core Components of Brand Community

The focal point of interaction in a brand commumgtyhe “brand”. According to Muniz and
O’Guinn (2001 p. 412)a brand community is a specialized, non-geographycbound
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community based on a structures set of socialimatamong admirers of a brahdrand
community form around the social interaction betwdedicated brand consumers and connects
respectivelyconsumers- to- brandamdconsumers- to- consumgiduniz & O’'Guinn

2001).Brand communities may appear for any branadvould most likely appear for brands with
a strong image, a distinct history etc. (Muniz&©0’Guinn 2001.“In general it is harder to

recruit people for a community involving a low ihx@ment products or service than for higher

involvement products{Diane Hessen, founder and CEO of Communicpasp.Cor

In this research paper we have chosen six glolaaldsrhave strong images world wide, though
most of the products required moderate involvenedl during purchase process: to buy coffee
requires low involvement while to buy smart phondéuaury clothes required high involvement
due to product price level. All in all investigdtbrands had no big advantages over each other in

creating a strong brand community.

Three main characteristics are typical of brand roomities:

1. Share ConsciousnessMuniz and O‘Guinn (2001lefined as strong connection to the brand
and connection members feel towards each otharshared way of thinkinglf consumers are
conscious of a shared knowledge of having a feafrigelonging to the community this is shown in
loyalty to the particular brand.

2. Shared rituals and traditions. Rituals and traditions represent vital social psses around
shared product experiences that create and reprtbgemeaning of the community within and
beyond the community (Muniz Jr. & O'Guinn, 20014p1). Sharing brand stories and
experiences, giving recommendations about the baeedecisive for brand communities
(Wiegandt, 2009). Rituals and traditions are bagszh of the brand history and storytelling.

3. Sense of moral responsibility for the group.In a brand community there is an obligation
towards the community and its members, which isroomly known as moral responsibility. It is
defined as a felt sense of duty or obligation ®@¢bmmunity as a whole, and to its individual
members(Muniz Jr. & O'Guinn, 2001). It can be describedae of the main forces for
collective action and therefore contributes to groahesion (Muniz Jr. & O'Guinn, 2001). Sense
of moral responsibility plays a role in retaining onembers of a community and helps others to
fix problems where specialized knowledge is reguoeinformation needs to be shared (Muniz
Jr. & O'Guinn, 2001).
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| believe different social media platforms exedtiféerent levels of brand communities’
characteristics. For instance Pinterests platf@armasiot so much encouraging customer —to-
customer interaction, and people are more motiviatde in touch with brand rather than to build
a relationship with other fans. While forums, blogght execute stronger exposed sense of
responsibility or having higher need to share elgpees regarding a brand. “A shared sense of
consciousness between fans and Facebook is toesdaerd detected but these respondents
nevertheless still present a minority. Moreoverrabeeristic of moral responsibility is almost
nonexistent” (Holmelund 2011).

4.5.2 Organic and Inorganic Brand Communities

Community can arise from customer-initiated or campinitiated online brand community
efforts (Jang, Olfman, Ko, Koh, & Kim, 2008). Comanities built by consumers can be called
organic communities emerged independently andatesielf-sustaining consumer generated brand
building approaches; inorganic communities areteceand influenced by marketers (Muniz &
Schau, 2007). Company initiated brand communities py definition inorganic, however there
is space for growing organic communities on topofganic infrastructure, for instance blogs or
forums can be hosted by a fan, who is an opiniadde or by company itself. The differences
arise between organic and inorganic communitiesrerelegree of control over the content in
relation to the meaning marketers want to givén&rtbrands to the world, as well as control over
the visual layout, structure and control over theetline.

“The company’s intervention may vary in intensigpénding on the degree to which community
is self-sustained. Certain types of firm influenoesy increase normative pressure and to new
members this may lead to a negative outcome (Kord@@7). The question is to what extend the

firm should create and actively manage the commuyomidcesses, or just support and facilitate”

This research will refer to those kinds of onlimaril communities as company initiated online
brand communities

Also when brand communities arising in inorganig/wtae members of community have their
mentioned characteristics weaker, meaning thatdaemess willing to share knowledge, do not
have a strong attachment to the community andessevilling to share their experiences and so to
participate into engagement with a brand than ildidve in organic brand community, where

really loyal and dedicated fans formed a group.
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4.5.3 Motivation to be in a Community

Motivation for people to be in the group and sga&ther into online communities could be find in
social identity theory. According to social ideptibheory, social identification is defined as the
perception of belonging to a group with the rethudtt a person identifies with that group
(Bhattacharya, Rao, & Glynn, 1995, p.47). Peopldeustand world better when they categorizing
themselves and others into groups (Carlson, S&tBrown, 2008, p.286).

The theory assumes (Ellemers, Kortekaas, & Ouwkrl&99) that social identity is constructed
on: Cognitive component-a cognitive awareness of one‘s membership irceakgroup, a self-
categorization.An evaluative component a positive or negative value connotation attadbed
this group — self-esteeremotional component-a sense of emotional involvement with the

group is an affective commitment.

The motivation for people to be within social commties and share information is rooted in the
individual behave to receive affiliation from oteeand show own power. (Stryker, 1980 1986;
Tajfel & Turner, 1985).By making active contributito the group can help a person believe
he/she has the impact on the group and suppohtehielvn self-image as successful person
(Bandura, 1995). People are motivated to contribateable information to the group with the
expectation that one will receive useful help doimation and recognition in return. This kind of

reciprocation is important to many online contrirst

People motivated to participate in the communigy/@iven by a desire for information about the
particular brand or product. Product involvemeadketo information searching, because certain
products or brands are related to an individuaj® er self-image (Bloch and Richins, 1983 as
cited in Rong-An Shang, (2006). Brand communiindisience member perceptions and actions
(Muniz and Schau, 2005), and increase member krgsléBrown, Kozinets and Sherry, 2003).
Some freely contribute, because they get a sensentfibution and a feeling of having some

influence over their environment.
4.5.4 Community Engagement

David Armano (2008) suggests applying 5Cs in otd@ngage with brad community on social

media. This is more like a process of social medegagement strategy.
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Content: In order to build a community high quality contshould be offered. This shows that
the firm is serious and motivated; this content nmgsdelivered to specific relevant platforms.
When this is achieved, then relevant engagemehtolldw from the right people. If the right
people viewing the content and consider it relexaent of high quality, then they are likely to
engage with it, share it, and most importantly ad¥e it. So it means content should be focussed
on targeting a certain group of people.

Context: Understanding how to meet people where they agatiag the right experience at the
right time. In general understanding how communitshes to be engaged.

Connectivity: Designing experiences to support micro interastimong community members.
Continuity: To keep long lasting and sustainable communitprtwide and ongoing, valuable,
and consistent user experience.

Collaboration: The highest level of Community Involvement happamen members work

together to achieve common goal and objectives.

All these processes are continuous and relateetwithl effect of social branding. This viral effec
represents the notion that if the right peoplesa®ng your material they will engage with it and
advocate it, as result the networks of these bcaiadhpions will view and engage with the

material as well.

4.5.5 Benefits from Brand Community

There are several commercial benefits from bramdnsonities: brand community attracts and
holds the most loyal and most involved consumaéissbcial process which occurs within brand
communities strengthens and develops consumeagiaeship with a brand, members of a brand
community often act as a brand ambassadors, atidipation in a brand community can displace

a competitor's brand from the consumer's consideréintorini & Andersen 2005).

In addition, it has been put forward that brand samities easily attract engaged, innovative and
creative consumers, which is important in termdefeloping new and attractive product ideas
based on their extensive knowledge of the prododti® services (Muniz & O ‘Guinn, 2001).
Positive user generated content works as word aftim@rands now have the opportunity to
empower influential voices and to leverage theridrambassadors” who are likely to give peer to

peer positive recommendation.

22



Fan generated information provides to the compheayalues of life style, demographical data
from the global fan base. This information lattaramuld be used to better segment and target
consumer groups and achieve desired outcome. Howtbeee is also threat from consumer

communities which may threaten brand image (Manolarad Catterall, 2002).

4.6 Brand Position in Community

“Brands are considered namely, not to be constuatéusiness, but that social entities
experienced, shaped, and changed in communitiesiBet al., 2003:31). Brand communities
focus on meaning, brand identity is created in@osoultural context between active consumers

in the specific brand community (Muniz & O 'Guir01).

Brand’s amounts of control and role have changesbanal media. In the case of equal
relationship, the communication is based on colatian rooted in mutual and beneficial
engagement and exchanges of information and Ilrsgdmétween consumers and brands (Solis
2010). Consumers communicate about the producirdingénce each other through this
interactive exchange process (Ahonen and Moore;;2d8Alexander et al., 2002). Therefore on
social media brands cannot push their “controll@a-to-manyroadcasted campaigns to the
audience and expecting them passively to receiv@tie structure of authority has changed in
social media, brand’s position from being a messagadcaster switched to being a facilitator.

This opinion is shared with David Armano (2008)stirated below.
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Figure 2. Brand as Broadcaster and Brand as Facthtor by David Armano
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A modern consumer is empowered, able to searchaunate information him/her self based on
peer recommendations, expert advice and criti¢gakithg. The brand can no longer act as
“broadcaster”-pushing out the content, informatomproduct advertisement to people without
creating value for consumers. Armano postulatestifeand acts as a Facilitator, as “any good
facilitator, they get off centre stage, move owethe side and let others do the talking. Facdisat
know how actively listen, how to create environmaevtiich stimulates productive conversations
and interactions and most importantly they addaditile value even though they may come

across as the least vocal in the group”.

Brand as a Broadcaster and brand as a Facilitatobe valued by costumers. If the brand’s
content is valued, entertaining and consumed bieaad, it can give the same or more effective

results in terms of relationship and conversatiogagement as traditional branding activities.

Interpreting Brand as Facilitator - has to be ablappreciate relationship with consumers and
accept to be influenced as well as to be inspiseddmsumers’ individuality and creativity. Brand
as Facilitator might be more open and flexible wvitishbrand image and therefore able to observe
the needs and feeling of community and be ableliveaty relevant and valued content to their
audience. “In the world in which brand create vdlyeengaging in dialogue with their customers,
rather than monologue, these communities are ggpwimmportance and public finds traditional
brand-controlled communication to be disruptivea@gas M. 2009)

As long as business adapts to consumers’ needararildxible to deliver values and utility in
consumers' lives, brand as Broadcaster as wellaasllas Facilitator can suit well on social

media.

When it comes to brand meaning the content has twrdladcasted from the company’s side in
order to create a strong and distinct image in @oress mind. Only the company itself knows the
true and authentic story about their brand andlis @ carry trough the idea of Brand Persona.
Telling the stories of the brand makes the brafelemt and accessible to the target market or

audience. These can be stories about the comphisysy, its people or products.
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5. METHODOLOGY

The problem formulation and research topic focustaying the interaction of social
communities online directed the choice of methaglofor this thesis. The online marketing
research techniques should be used to study andearie the question “how”, how companies
build brand identity on social media.

Netnography is research methodology that appliém&graphic discipline to the study of
communities on the internet. Netnography was censdithe appropriate methodology for this
research, as it is a qualitative research methodglwidely used when studying online

communities.

5.1 Qualitative Research Methods

What is qualitative research methods- Qualitatesearchers aim to gather an in-depth
understanding of human behaviour and the reasangtivern such behaviour. The qualitative
method investigates the why and how of decisioningghkot just what, where, when (Qualitative
Research Methods, Wikipedia).

5.1.1 Data Collection Methods

Two types of qualitative data collection methodaésgvere used during the research: Semi-
structured interviews and Netnography. The intenieas chosen as the primary data gathering
method to collect direct information about compahairrent practises with social media and
brand execution on social media channels.

Netnographic research design was chosen to exptong@anies’ activities online and to get a

naturalistic view of brand meaning.

5.1.2 Netnography

Netnography is a relatively new research methodg®oed by Kozinets in 1998 and fully
described in his book “Netnography” in 2010. Negraphy includes several methods to collect
gualitative data on online communities. Some o$¢heethods were chosen to gather the required
data.

Netnography is adapted from ethnographic reseasthad. “Netnography is ethnography

adapted to the complexities of our contemporaghrelogically mediated social world Kozinets

(2010)". Before the internet became widespreadaehers who studied communities had to
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participate in the natural environment of the grdupey wanted to observe and analyse
behaviour of the community and conduct ethnograptidies. Today marketing researchers by
using internet technologies can observe study apkbee cultures and communities that exist via
distance in a non interruptive, effective and &t as well as much less costly manner (Giles Jim
2012).

Goulding (2003) stresses the need for a greatehasipon rich and varied forms of data

collection in consumer and marketing research @geioto get a deeper understanding of consumer
society. Elliot and Jankel-Elliot (2003, p.215) gagt ethnographic research methods that are able
to develop a “thick description” of the lived exjggrce. “A new qualitative research

methodology that adapts ethnographic research icpodsto study the cultural and communities
that are emerging through computer-mediated comeations” Kozinets (2002).

According to Kozinets (2002) this method is suigatdr effective online market research and
points out its advantage over traditional approachkech as in-depth interviews of focus groups.
Netnography uses the information that is publieigiiable in online forums to identify and
understand the needs and decision influarfcelevant online consumer groups. This technique
became more popular among a number of authorsasubtuniz and Schau, 2005; Brown et al.,
2003, Langer and Suzanne C.Beckam 2005.

With chosen research method the focus will be putalecting data about selected brand topics,
brand campaigns and content instead of analysinguroer’s behaviour. Kozinets (2010)
suggests that Netnography provides realistic congmmgion of online communication: categories,
trends, symbols, images. As well give natural viefvsrand meaning: decoding authentic

consumer language and terms, as well as visuahadidvisual analysis.

This method helps to get insight into marketingwéines, to gain deep insight about how
companies use branding strategies on social mediavhat values they communicate to an
audience. The notion is that there is a high depattetween what companies say they want to do
in their vision statement, and what they actually‘@Netnography fits well in the front-end stages

of innovation and in the discovery phases of mamgetind brand management (2010)".

“Anywhere there is online consumer activity anakraction; they are an interesting source of data

for consumer and marketing researchers to usevéakenline communal consumer culture,
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practices and meanings” Kozinets (2010). Authottioores his belief in the importance of
Netnography with the growth of Internet usage, Ngtaphy techniques become even more
relevant to general audience and contemporary stateling, and any changes made to adapt

could be even more useful.

Netnography research methods are:

“*Natural and unobtrusive

This method takes a natural approach to analyselbrathe natural environment. “Netnography
is both naturalistic and unobtrusive — a unique lwimation not found in any other marketing
research methods; it allows continuing accessftorimants in a particular online social situation”
(Kozinets 2002). Netnography is a qualitative reseanethod to unobtrusively study the nature
and behaviour of online consumer group that isaia gground knowledge” (Glaser and Strauss,
1967).

ssImmersive

The aim of the paper is to understand how compamegxecuting their branding campaigns on
social media, to understand the expressed bran@sgberceptions and communicated message
of the brand. So the goal is not to change thewanketing campaigns are presented, but to
examine how these values are communicated sohdatcan be improved upon in order to give
consumers the experience they want.

“»Descriptive and unselected

This method gives the live experience of brand comities, where relevant information could be
selected from the whole picture.

“*Multi-methods

Photography, videos can be used alongside withukgigyto draw the complete and realistic
portrait of studying object.

++Obtained in timely manner

“By leveraging the power of Netnography, marketams make better business decisions, giving
companies a unique competitive advantage Kozi2&sQ).”

5.1.3 Semi-Structured Interview

Companies are working on social media strategigser@nenting and developing individual ways
to communicate with audience. For this researcltaimpanies were chosen, each in different

stages of development of their online presenceh Eampany is taking their own approach to
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communicate brand values to audience according ltisiness and product type. The social
media activities are changing every day and legrpnocess is ongoing. Information regarding
each company’s individual branding strategies &lakle only internally. For this research it is
important to delve deeply into the topic of socradia branding and to understand thoroughly the
answers provided by the company experts, therdfigreonversational style is most suitable to

reveal detailed information.

Semi structured interview, which is flexible, allmg new questions to be brought up according to
the answers interviewee provides, was chosen.rbthod allow for the exploration of emergent

themes and ideas rather than relying only on cds@aml questions prepared in advance.

This method is less intrusive to those being ineaved, because the semi-structured interview
encourages to flow conversation and to open itegkveal more information. Often the
information obtained during semi-structured intewiprovides reasons as well as the answers,

providing opportunities to learn more about thejesctdiscussed.

5.1.4 Steps to Conduct Semi-Structured Interview

The managers of Branding, Marketing and Commuraoatiere contacted to set an interview
with the main objectives to find out about currbranding situation in social media, how they
execute social media strategy and do companies coioate brand values on social media.
Interview with the experts had the purpose of gatlgebackground information and knowledge of

each expert.

Standardised questions were created for particspard way that would be able to obtain general
information regarding the current social media\aiitis existing in the company to a specific

issue in particular how companies address theidisdans.

In order better to explore the theme, an interwiende was prepared in advance with grouping
guestions that can be asked in different ways dotigpants. “Interview guides help researchers
to focus an interview on the topics at hand withmristraining them to a particular format. This
freedom can help interviewers to tailor their qiees to the interview context/situation, and to the

people they are interviewing” (Semi structured iviewv, Wikipedia).
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The questions were sent to participants via enoaihat they could get familiar with the questions

in advance and would be able to provide informatelavant to the topic.

The point of the interview was to ask questiona similar order and format to each participant in
order to be able to make it possible to compamawash as possible between different companies’
answers. However, this is not an absolute necesisitg each company is individual in their
branding activities and therefore to obtain deejmelerstanding on the theme, spontaneous
guestions might emerge and should be followed wappeopriate.

Usually the interviewer's role is engaged and eraging but not personally involved. The
interviewer facilitates the interviewees to talloabtheir views and experiences in depth, but with
limited reciprocal engagement or disclosure (Ho¢lkgbinson et. 2002).

All interviews were recorded and documented toys®athe information at the end of day and, if

necessary, to come back to respondent to probeegreth one or another question.

5.2 Overall Research Plan

This thesis will follow the six overlapping methddgical stages and procedures suggested by
Kozinets(2010):

1. Research planning

2. Entrée

Data collection

Interpretation

Ensuring ethical standards

o g &~ w

Research representation

5.2.1 Research Planning

Kozinets suggest researchers to think about angséacus and research question appropriate for
Netnography. Creswell, John W. (2009, p. 129-3Qpssts qualitative researchers to choose a
research question, which is broad and that ask®imioration of the central object or concept in

chosen area of study”.
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This work has been described under Problem Forinualaection with the focus on research

guestion, namely how companies are using socialarannels for their branding campaigns.

After investigating what others academics dond&ertlated field of social media branding and
that is described more under the theoretical (i&exd.3 and 4.4) preparation for setting a

specific market research area on social media brgvaas done.

The next point in the planning stage is to invegeghe previous written academic works in the
chosen focal topics of interest. “By connectingwwk with a large frame of reference of
scholarly- and even not-so-scholarly-thoughts, wdlinot only be building bridges with related
literature in this area, you will also be incregsihe chances that your research will impact how
other thinkers understand the world” Kozinets (201fivestigation of what other academics have
done in related fields of social media brandinddscribed in more detail in sections 4.3 and 4.4

setting a specific focus on market research orasaueédia branding.

Kozinets suggests investigating and becoming faniked with particular online platforms that
might help to get knowledge about research topicsamswer problem formulation. The aim of
this research is to explore companies’ behaviolinentherefore we chose social networking sites
in which companies officially opened accounts amgigested to connect to. Social networking
sites provide regular communication between bramdisfans, these sites are interactive by
offering opportunity to communicate the messagdifierent formats such as photos, video or

audio forms, which will give a rich material to vikawith.

During the initial stage of this research 12 défarinternational trade companies within consumer
goods where choseAngulus, Nescafe, Nespresso, Benetton, BurberrZ®& Georg Jensen,
Menu, Kenzo Flowertag, Nokia, Umi and Volvbhe brief investigation for one week was
conducted on the companies’ current situation @msmedia channels, what social media
channels they use, how active they are how bigemeei they attracted around the brand and

finally investigate how each company executes bcamdpaigns on line.
After investigation of these twelve brands’ actestthe number was reduced to six brands for

further analysis. The reason behind the reductias to select the brands with the richest content,

the largest number of fans, the brands which wegst ractive in appearance on social media in a
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sense of number of posts and number of replies thain fans. The selected companies represent
different size companies around the globe:

Large sizeBurberry and Nokia

Medium size-Nescafe and Benetton

Small sizeGeorg Jensen and Ecco

Further more the researcher has to consider whithese computer assisted qualitative data
analysis software to support qualitative analysis.

For this thesis some supporting quantitative data @ollected using publicly available software
data collection tools. The data collected incluttedlraw number of content items posted by
companies, aggregated number of interactions Wwelcontent, total number of registered
individuals interested in the brand, and a caledacore measuring the level of interaction
between the company and its fan-base. A more ddescription of the companies will be

presented in chapter 6.Findings.

5.2.2 Entrée

The next step according to Kozinets is entréehingtage he suggests to reach out, investigate the
particular online channels where community is gatigein order to find information about

research topic and data that might help to answeeptoblem formulation.

As was mentioned in the introduction, the aim o fhaper is to follow the steps of companies
and to collect information from the platforms whérey are active. In this case it was decided to
collect data from the social media channels offigiizssted by the companies. Most of the
companies operate on the most popular social nobdianels: Facebook, Twitter, YouTube,

Pinterest, Foursquare, Flicker, Google+ and Blogs.

A personal account was opened on these social mbdraels to get into the community as a fan
of the chosen brands in order to get insights eiiitual world activities. Blogs usually do not
have any barriers to accessing the content, freesaexists to the article content, and to any
commentary that users have regarding the contgistration is usually required to post
comments and participate actively in the discussion
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5.2.3 Data Collection

“Data collection in Netnography means communigatiith members of a culture of
community” Kozinets (2010). On social media comneation can take many forms other than
textual, like visual, audio and all of these sosraee considered relevant during the research
process. Therefore, textual, visual and audio datacollected from each brand's social media

platforms and screen-saved for detailed analysis.

5.2.4 Researcher’s Participation

Researcher’s extent of participation in an onliaemunity can vary from low or no involvement,
to high involvement during the data collection pdri

“There is spectrum of researcher participationnhine communities that includes participating in

interactions, practices, exchanges and informatiiozinets 2006).

Ratio of researcherisarticipation in online community vs Observation

Low-None High
Observational Participant-Observational Autonethography
Netnoaraphy Netnoaraphy

Figure 3. A Spectrum of Different Types of Netnograhy, Kozinets (2006)

For this research paper the middle-range particpadosition was chosen to mix participation
and observation for the best resuRsdticipant-Observational typeOpening a personal account
for various social networking sites, gave an actegget closer to the observational objects to
obtain more detailed and richer Netnographic ddtavever, while collecting the data this
researcher kept as low profile as possible limitm¢he liking, sharing or following activities,
without revealing the reasons and keeping away #otive involvement such as commenting and

posting.

5.2.5 Data Capture

Data collection is divided into three different &goof data capturing. “The first is data that the
researcher directly copies from the computer-mediabmmunications of online community
members. These data is required to be filteredraktmmes and to look for the relevance
(Kozinets 2006)".
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5.2.5.1 Documenting brand's activities on every gabasis
For one month all six companies’ activities on gwiay basis were followed and data was
bookmarked, documented and captured in free stglener. By looking at their expressed and
communicated type of brand personality messagenimgsof visual and audio posts, text style of
the post and communication style to their audieAtlehese online observations were recorded

and documented in textual file and as visual imafgbe screen capture.

In non intrusive manner was following social mecl@nnels in the real time and observed the

effects of communication on brand in natural onkmeironment by:

X Documenting activities and frequency and populasftthe post on daily basis
X Understanding the brand personality

<> Observing brands’ communication style and mannér thieir audience

X Looking at the correlation between the brand imagéome page

X Exploring archived content by brands

<> Identifying attitudes and symbols of the brands

<> Recognising branding campaigns

“Secondary data is that the researcher inscrilgggdeng observation of the community, its
members, interactions and meanings and the reszargtvn participation” Kozinets.

After collecting the first data, observation datadach company was structured to describe
different dimensions of their social branding stggt The first dimension enumerated the social
media channels the company has presence in. Tbadgédanension consists of the stated values
of each company, identified from each company'somind mission statements. The third
dimension collected refers to the different markgtctivities the company has performed
through these social media channels. The fourthfiaatldimension compares the fit between

stated brand values and the values express thsnggl media engagement.

5.2.5.2 Mind Maps
In order to create this table in visually undergtrie manner, the unstructured free flow data
from different sources was aggregated into a MirapMA mind map is a structured diagram
representing connections and flows between diftezrencepts. In each mind map the overall
connectivity and interrelation between the différactivities around the brand was documented.
Analysis performed during the creation of each nmmap:

+ Identifying communicated brand values from the camp
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+« How, in what manner this message was communicated
+ How company was building the community to commuigidhe brand image, what people a

company was attracting and associating with.

5.2.5.3 Semi-Structured Interviews
Finally, third data is suggested to obtain by apphing the observed individuals and interviewing
them. For this final, stage the semi focused inésvs to be conducted with companies were
prepared. The common topic of discussion betwekerent companies with different goals and
methods, a common set of open ended discussiomediguestions was prepared. The more

detailed description about methods could be fourdkuthe Semi —Structured Interview section.

5.2.6 Data Interpretation

How to apply consistent, interactively-adjustedightful analysis and interpretation to the data?
Kozinets suggests deploying multiple methods, aggres and analytical techniques. These
techniques include projective techniques, histbacalysis, semiotic analysis, visual analysis,
musical analysis, survey work, content analysisegics and any of a world of specialities, as well

as observational, participative and interview teghes.

In order to interpret data and to present the mbgctive view on best practices on social media
branding, various methods were used to interpeetdfiected data. Methods used include
Abstracting method, visual analysis, and codindyamato categorize concepts steps which were
used by companies in their branding processeshéumbre, materials were sorted to generalise
them and to find the conceptual construct of breaddes, similarities and differences of branding
campaigns on different social media channels, alittysequences in order to reveal brands’
values communication patterns and processes. Tdsgvesented in an organised diagram - Mind
Map.

Concerning confronting and generalization of thabeyaim of the thesis was to build new
knowledge not based on the old or known theorieofal media branding, the new data was
constructed on the basis of personal experientbepsocial media of the selected companies,

cataloguing the findings of this experience, sysihand analysis of the findings.

Furthermore, hermeneutic interpretation (presemtétescafe case) was used in order to have a

deeper understanding of the branding strategy ligdlde companies. “The meaning of a whole
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text, which is determined from the individual elarteeof the text, while, at the same time, the
individual element is understood by referring te Whole of which it is a part” (Arnold and Fisher
1994, p. 63).

All these different analytical methods — analytioding, and hermeneutic interpretation overlap in
many interesting ways, each of them in its own Wwagaks down the text and then reassembile it in

new interpretations.

5.3 Ensuring Ethical Standards

This section looks at ethical issues when condgcatsearch on social media what ethical issues
to address.

Before analysing the findings it is important tonember that Netnography raises ethical
dilemmas for the researches (Maclaren and Catt@@dR). Waskul and Douglas (1996) in
discussing the ethical implications of online r@shaconclude that on the one hand online
publications are public, but they are also privatew to address the ethical implications of this
research related uses of commercial websites hayaarely been considered (Kozinets 2010).
Increase in academic interest and use of commént&zhet data sources have not gone without
noticing from business side. “Academic researatoisexempt from the legal arguments that have
been success fully advanced” to limit and punisiséhwho infringe on the content-related
ownership right of commercial sites (Allen et abDBY and restricting from republishing or
transferring in other ways content from social naeslivned platforms. As this research paper is
not for commercial use and social media owners hadeal with private person this rule are not

applicable in this case.

However, the aim of this paper is to research congsabehaviour on line rather than
communities and since companies use of social nspdiee for commercial purpose and users of
online communities are aware that their publicatipasted on social networking space can be
seen by everyone there were no privacy and cortfalnissues. Research was conducted on
collecting information from the companies own pagéh holding partly anonymity from the
companies. Anonymity was regarded as importanthisrstudy in order to obtain most accurate
data without bringing disturbance to the naturahflof activities and behaviour on social media.

Shoham et al (2004) cited by Wiedemann 2006) wew the public discourse on computer
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mediated communication (CMC) as personal; howewéegas private since participants are aware

that everyone in the world can read the messagagsgm the public space of the internet.

The interviewees were informed about the objectofethe study and that the use and purpose of
the data collected was only to provide better esgiom of the studied phenomenon. Accuracy is

followed through the research process in ordendeeiase the validity of the study.

5.4 Research Representation

Even though Netnographic research provides witly datailed, multidimensional meaning of
brand in the natural context, this method is noy wéten practised within marketing disciplines.
However, the most important and most interestimgeets of branding strategies are presented in

the graphical manner and visual manner in sectibm@ings.
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6. ANALYSIS AND FINDIGS

This section is divided into three main parts.Ha first part we will present the result of the
analysis of the mind maps, highlighting specificaiteresting findings in an in-depth case study
of the Benetton Social Media Strategy.

The second section will look at the outputs fromoues analytical tools, as well as the findings
from the analysis of structured interviews withexglnt people working in the area of social
marketing in the examined companies. The mainrfgedof this analysis will be showcased with
most interesting examples.

The third section will evaluate brands’ social naediccess factors based on selected criteria.

6.1 Mind Map Typography

In order to investigate how companies execute bngnstrategies on social media space the
Netnographical research methods will be appliegitobrands. A Mind Map was created after
observing, researching and analysing each bramdiiseoexecution strategy, presence and overall
fit between brand values and social media engageduweimg the data collection phase during

approximately a one month period.

Generally concepts were grouped in chanragatents, values, activities anther important
objectsrelated to the central brand with interconnectietwieen concepts. Mind Maps helped to
assemble overall portfolio of the branding campsignd to reveal different strategies companies
used to brand themselves on social media as welhigeto identify the expressed brand values, to
understand how communities created around the lmmaddo see interconnection between

different concepts.

6.1.1 Benetton — Detailed Case study

6.1.1.1 Benetton Mind Map
Benetton social marketing activities, which distirgl as a brand, were documented in a Mind
Map diagram. Benetton's Home page is subdividexsaveral sub domains rather that a separate
content sections. This seems to have been doréén @ have a control over the information
presented from one central site and database aasvah effort to increase the traffic to the
homepage. Benetton are hostiW®W Artistic Proje¢t“UNHATE” Charity Foundatiorand17
International Blogsand other one time projectsiéllo World', “ Luna Sutré et.
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Benetton’s Mind Map
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6.1.1.2 Benetton “WOW- Window of Wonder”
This is a Benetton project designed to gather yartigts and designers from all over the planet
to share their creative ideas, expressions, somakages, passions, dreams and fun. WOW is a

technologically innovative transmedia experiencergative expressions and play.

Benetton gives a chance for young artist to pulih&lir creative contribution on a wall and the
most interesting works will be selected to be madible on theé'Benetton Life Window”
network —the spectacular video wall shop windowghefBenetton Icon stores present in the key

fashion capitals: Milan, London, Paris, Barcelcga] many more.

Values Creative, Colours, Fun, Young, Fashion and Frienghip
People:Creative, Enthusiastic, Passionate, Artistic, Intmational

6.1.1.3 Benetton “UNHATE” Charity Foundation

Benetton is known for their controversial messagesimages. This is Benetton who makes
shocking ads to create buzz around their brandoiked before with previous ads showing
different races kids-good and evil (1991) anotl@npaign priest kissing a nun (1991) in order to

break barriers of differences.

The latest controversial campaign “Unhate” cona$® short film, images of political leaders in
conflict like Barack Obama and Hu Jintao kissingreather, images of religious leaders such as

the Pope kissing an Egyptian Imam to promote agaad tolerance.

These images went on medidboards. The campaign website provides “kis'vaand “Unhate
list” where participants can upload their own piegiand messages in connection with Facebook
and Twitter. According to Alessandro Benetton, omared CEO of Benetton the campaign was
designedto give widespread visibility to an ideal notiohtolerance and invite the citizens of
every country to reflect on how hatred arises mattarly from fear of 'the other’ and of what is

unfamiliar to us."
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In this campaign Benetton showcases its princiggelseing controversial, multi-ethical, valuing
friendship, tolerance, optimism and internatioidith such a campaign Benetton pushes people
to think and feel out of their comfort zone andcotirse, thanks to digital era, the brand message
went viral very fast.

The images of campaign can bee found on followowges media platforms: YouTube, Pinterest,
Flickr. For the broad audience Benetton communitatealues implicitly by showing only

images of campaign on mentioned channels, bechasmtmpany do not want to be confronted
by the mass. The idea was to create buzz, re- cowith brand image being “controversial”.

Values:Controversial, Tolerance, Multi-ethnicity, Friendship, Optimism and International.
People:Cultural Sphere, Economics, Charity and Charismatt Citizens, International

6.1.1.4 Benetton Official Blogs
17 International blogs are hosted in Benetton’s sigbunder the name “United Blogs of
Benetton”. The goal is to represent that Benetsdnternational brand that units people from
different countries and cultures within the aredashion, life style, art, music and culture.
Incorporating blogs in website increase the tipensl on Benetton’s Internet page, which might
lead to increase of preference of consideratidBesfetton brand and get inspired to learn more

about the brand, which will eventually lead to sale

The company have hired the right people, who hapergence in publishing fashion content, who
have their own blog site with small communities.ERmetton adapted those bloggers and their
communities to expand data base in those marketsler to have media to speak to and having
someone advocating Benetton brand. Bloggers sleaisemality traits of being young,
enthusiastic, trend setters, communicable and Isbeaging interests in fashion, style, design, art,
music, photography fits with Benetton’s brand valaed following universal form of
communicating value of fun, creative artistic wogkyironmental ethics, colourful fashion etc.
The content of blogs glues the members togethmersted around the centric subject€afture,
Fashion, Green, Young and Teslrrounded b olourful context representing blogger’s country

of origin.
Content wise bloggers have a certain framework Wited freedom guided by the company to

work with. Part of the content comes from the conypasights, supplied with interesting stories
to tell about art (Benetton supports creative Igrajects, e.g. In Chile an ugly grey bridge was
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painted by local artists into a colourful displaycolours, and the local residents unofficially
renamed this bridge to Benetton Bridge), music ketamg campaigns as well as user’s generated
content that represents bloggers personal tafgestyile and the culture she/ he comes from. The
content seems distributed so that the company’sstgd content covers 20-30% and others 70 %
are publishers generated content. This looks léeg well distributed content between the product

and general subjects.

Seems that Benetton having a good strategy to guidecontrol bloggers agendas. Bloggers
communicate their content fitting with Benettonawes, maintaining the quality of content and
blogging regularly.

Blogs contain in-depth versions of the content andbook and Twitter and provides those
channels with a deeper product content, beyondahieth Benetton would produce on it's own.

Values: Ethnicity, Art, Design, Fashion, Young, ColoursEnvironmental
People:Creative, Artists, Fashion/style lovers, Open mineld people, Fun loving, Young

6.1.1.5 Benetton Facebook
Benetton exposes itself to global fans on Facelbyodngaging into conversations with them and
receiving feedback straight away. They do notdrip¢ controversial or provocative in their posts.
Most of the time posts are about product imaged;cadnpaigns and creative artistic works taken
from WOW projects, content taken from one of thterinational blogs. The overall content creates

positive, optimistic, friendship, international letyull of colours and joyful environment.

Values: Fashion, Green, Colours, Cultures, Art, Creativity International and Quality
Peopleinternational community

Content:Content taken from 17 International blogs, WOW Conmunity content and Product
Campaigns

6.1.1.6 Benetton Twitter
On Twitter Benetton tweets are aligned with Facé&hmusts. Looking at what group of people
Benetton follows on twitter, and then we can se¢ those people fall in several categories:
Creative people such as designers, photographeegjve artists, interior designers etc. Another

group of people are those who like and have inténefashion and style.
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Via Artist Community, WOW campaign and Twitter fmNing, Benetton strives to attract creative
young people community, designers, artists arobhadtand, who will help to create values of

colour, fun, diversity and optimist and in this watygage their audience

Values:Global, International style, Colours, Quality, Fasion
People:Creative people, Fashion, Design lovers, Photogrhers, Interior designers etc.
ChannelsBlogs, YouTube, Facebook, Homepage

6.1.1.7 Benetton YouTube Channel
Benetton used many videos on YouTube made by ettasers. Benetton is sponsoring young
artists, promoting creative talents by initiatinffetent campaigns and projects such as “Hello
world” , “Lana Sutra”, “WOW"” project and giving thability use Benetton’s platform to promote
young artists to the world. By associating wittetaed, enthusiastic, relaxed personality with
individual casual style and loving colourful wotlte company expose the same brand values as
those people carrying.

Values:Colours, Creativity, Fun, Enthusiastic, Product, Cantroversial, Iconic.
PeopleGlobal, Enthusiastic, Relaxed, Creative, Artists ad Funny people
Content:Fashion events, Exhibitions, Artistic and Promotioal Campaigns and Projects

6.1.1.8 Benetton Pinterest

Flickr and Pinterest are pictures and images bastdorks mostly used for sharing and linking
inspiring pictures with the costumers and stakedrsldwhich is used by Benetton as well to extant
their brand image and create global community. ¥slGolours, Fashion, Controversial,

Shocking

6.1.1.9 Benetton Flickr

On FlickrBenetton invites fans to share photos, which wespired by Benetton brand. Images
will be selected to be shown on the Flickr websit€2009 Benetton explicitly delivered their
brand values on Flickr such as: colour, diverditgndship, dynamics, multi-ethnicity, optimism
and fashion. Some fans respond that for them Bamatte: fashion, culture sharing, and colour.
"Benetton celebrates colours that make magic amdifference in the world and that is essential
to remind people that no matter what happen the Bolb remains and nature."

Values:Colour, Diversity, Multi ethnicity, Optimism, Frie ndship and Culture
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6.1.2 Benetton Values

Looking through all social media channels Benettdes a part in, we could pull out some values
that are communicated and group them to see hosistent the company is in expressing it's
values.

Benetton in the past was known for their combimatbbright colours in clothes style and
controversial images, combining non combined thingatching non matching concepts like nun
is kissing priest or human races are mixed together

To create brand image to express what the comgangsfor, Benetton leverage social media
space. By analysing Benetton’s content from difieannels, we can conclude that today the
company is more exposed to fans.

Also we can conclude that the company choose NQiFdmote controversial messages such as
multi-ethnicity or being controversial and shockingopen and direct way. Mostly Benetton
promotes “light” brand values: Colourful, Fashi@ulture, Enthusiastic, Global, Open minded,
Curious and Creative environment lovers. Benettimits that they are controversial brand, but

trying to change to more gentle approach (Interyiew

Benetton slogan in the past “Uniting People” todag be seen expressed as uniting people
gathered into communities organised by Benettordags a common interest like art, creativity,

love of multicolour, or work for social causes.

6.1.3 Benetton Message

Values communicated mostly through user generaiatent which is inspired from the company
initiated projects like 17 International Blogs, dimae artistic projects e.g Benetton Bridge in
Chile, Hello World, Lana Sutra as well as WOW ArdsCommunity and Unhate Foundation.

Benetton admits that they communicatalues which are part of Benetton DNR from the
beginning to today and will stay in the futtw&rancesco Reffo (Interview). However, because
Internet gives the direct feedback in the mosteffit way what the companies have been
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published, Benetton took precautions in being awarsial with their branding message on
certain social media sites like Facebook and Twittieere conversation are more direct and open

than in YouTube and chose to communicate globalesabpplicable cross countries and cultures.

6.1.4 Benetton Community

From observation it seems that Benetton tries tll laucreative, young, energetic and artistic
people community.

Benetton’s strategy to build a brand community cerfnem various real life projects initiated by
the company. Benetton organises various actiyitiesro projects and events with the purpose to
gather people who are: Creative artists, Desigidretographers, Trend setters, Bloggers in
fashion and life style, socially engaged peoplep whn inspire and influence others to follow

their ideas and opinions.

First the company organise the projects, for exarpOW Artistic Project. The project is created
to target young creative artists internationalllgeproject is linked to Benetton’s own website as
well the news is spread to other relevant sociaiensites. The part of online experience for this
target group is going to be a community where peoph share own created content that can be in
the form of video. Therefore the videos are uploagle Benetton’s micro site-WOW project.

Next YouTube channel is used to promote the exaeakiworks, following by Facebook and

Twitter where art work is shown occasionally.

Next step, the company locates experts havingasteiin field on art, design, style, painting,
photography on Twitter. On Twitter Benetton follagiinfluential people in the related area in
order to promote and support young artists padiang in the WOW project. Relating and
attracting similar people Benetton recruits new gamity members, exchange information

attracts more alike fans around the core values.

Along with WOW Project, Benetton recruited 17 bleggin different geographical areas who on
behalf of the company advocates several topicsidnaty arts. Bloggers are consumers, but as well
as trend setters and influential people havingegifip interests in art and culture “seeding the
community with quality content that inspires peofaléalk up information” Weber (2009). When
the moment comes to build a community for WOW pbjle relationship with those 17bloggers

along with other extended social networks are tisduiild a compelling content.
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So to build brand community Benetton first of alilds several micro communities on different
social media channels to attract young, energeficential people with similar interests,
expertise and values within creativity, culturé, &hese micro communities are built around the
same content supported with the real life projéwas inspires people to talk about, share and
participate. This is non stop process to keep aycheotion. The more projects are initiated, the
more people it involves and the cycle keeps growvaing circulating with each new project

increasing a size of community.

6.1.5 Benetton’s Branding Strategy Summary

. Benetton is consistent in communicating their brare$sage though all social media
channels. In some of the channels their messdgedsontroversial than in others.

. Communication strategy online is combined and a&lihwith marketing campaigns and
practical projects.

. Benetton branding their values by supporting réaldrojects and communicating their
message thought the content and through the peathievho brand is associating with.

. Core of the brand community is created out of & creative life projects. Benetton
provides a digital platform for community to gatla@ound the brand online.

. Overall Benetton stresses artistic and creativglegemommunity and sending “light”
values to the global costumer on social media. Taregent themselves as being friendly, fun,

fashionable, colourful and international brand.

6.2 Conceptual Elements

In the following sections the most important consépgken from social media theory like content,
two ways dialogue, engaging into conversation,dngd a strong brand persona, building a
relationship will be chosen and analysed deploymgtiple analytical techniques such as visual
interpretation, content analysis, symbolic, commaton style and illustrated with some of the

most outstanding examples. The brand’s succesegies will be compared against each other.

Different social media channels show strength tiécént content and form of communicated
message. For instance, Facebook and Twitter arm tgaaring up dialogue between company and
customer and enables to receive feedback in weatdmpany has published in most efficient

way with the ability to respond quickly back duectmstructed conversational platform. Pinterest
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and Flickr social networking sites are great t@ateghoto story boards around the content as well
as. These channels are used also to extend brage iomline via visual inspiration by creating
different boards with visual and audio content gaohing popularity by having followers who are
interested in the posted content and if they de tilen might re-pin to other social media

networks and spread word of mouth.

Most of the companies were using Facebook chammeVeryday basis to communicate with
customers through different content or displayieg/iproduct range. Facebook and Twitter due to
their built digital communication platform are thasiest to measure companies’ engagement level
with their customers and their transparency bydpliones and open, how well they are building
dialogue between @ostumer-to-conterdnd acompany-to-customemnd visa verse. Furthermore,
Facebook channel is suitable to analyse humaro$ithee brand, language style and creating a

rich social experience around the content, for gtaravents organized both by fans and the
brand, sharing of fan generated content and pnogidiforum for discussion of content and

perception of the brand which can be more easilgitaced by the brand.

Representation of Facebook’s audience is showndier@o have idea the size of the audience
each brands have to deal in comparison with edwdr.ot
The table indicates the relevant size of audiendéacebook for different brands. This chart
displays number of Facebook fans in percentaga fpven brand.
1. NokiaandBurberryare international well known mega brands withhlghest number of
fans.
2. NescafeandBenettorrepresent the medium sized audience.
3. Both Danish based companiésorg Jenseand indicate that they are well known
brands in Scandinavia, but are not so popular §ipbad have less then one percent share of

the fans.
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Facebook Fans Percentage

: Benettor
Nokia 9%

33%

Nescafe
6%

Burberry

— 52%

Georg Jensen Ecco
0% 0%
O Benetton @ Burberry O Ecco O Georg Jensem Nescafe O Nokia

Table 1. Representation of Facebook Audience Counte

6.2.1 Engagement via Content

How successful brand is on social media can begdduy several variables likertent variety,
content frequency, authenticity, story tellingisparency, value creation to the customers and
coherenceof brand personality, human siaé the brand, ability tengage with consumets

contribute to contengngagement into dialogwndreceptiveness

6.2.2.1 Content Quality
Companies engaging with their audience througltdmeent by creating deliberate values,
gathering community around the content. Throughctirgent the brand communicates values and
so defines the brand itself. Moreover, communitgresated around the content. Therefore it is
important to create interactive content, which jlewisitors with a chance to immerse
themselves in the brand's values and messagesxshwhich are appealing to audience, story
telling and attention grabbing headlines invitegdedo interact with the brand and provide further

opportunities to build a closer relationship.

Companies were using different strategies to comcatm brand content.

Nescafesocial media branding strategy does not focusreating deep and powerful content
instead it focuses on creating a friendly digitatieonment that is attractive and casual,
encouraging interactive communication by sharingeeience related withescafecoffee. On
Facebook\escafetakes an opportunity to develop brand associatitm “coffee” and
emphasises on their emotional benefits such as jiyrand relaxation”, which helps to create a

warm and friendly atmosphere. If fans are inteksbeknow more aboutiescafeheritage, values
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and beliefs, the information can be found on Homgep which is more formal and less interactive

than social media channels.

Along with creating interactive communication, atl&ong aspect dflescafe’ssocial media
brand strategy is building consistent and distisged brand identity through visual brand
elements —deep red background colour with whitgsas their trademark. Red mug is a brand
symbol that appears as a strong visual recogrdgiidnhat helps to differentiate the brand in
consumers’ minds.

Nescafehas generalised their band identity images thraligineir social media channels.

NESCAFE Coffe

NESCAFE

Ak omments
Disend]

0000 0

Burberryused images and audio content documenting amaig@uthentic story about luxury
brand with British heritage. Their message was waitehrough all social media channels and
clearly exposed purpose of the message to brirejpgrience to customers of luxury values in
real time. Burberry content is immersive createthwelp of advanced digital technologies to
show immersive 3D fashion shows in a real time,tns@insory experienced Events, and Fashion

Campaigns.

Burberrytook ownership not only over the brand values liketage, luxury, craftsmanship, and
iconic product attributes such as of tartan patteemch coat, and Prorsum horse, but included in
their brand portfolio rain, England landscape,et8@nd parks together with young emerging
British music bands, which play acoustic Britistppock. High quality professional videos focus
on their brand image, paying attention to meanihdgtails that characterize their brand identity.
In the introduction segment of different movies, dacouple of seconddurberrylogo appears or
image of tailoring, or some place in London, oty ather image related to working process
depending on the video category. Videos are acdasith British music was shown in a certain
context to strengthen the impression of the braawiny a British attitude and fun. The music

videos with toned down colours, or black and whaurs were using filters to give a retro twist
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to the images which were recorded in England’s gas&ashore, streets even in musicians’

courtyards to expose “Britishness”.

Those two examples showed that companies use gytapity to brand through the content by

applying visual brand attributes.

Multinational brand\okia chose different strategy to present content. Tdoeyent is deep and
profound created around product enhancement amaeygeriences. Besides the marketing
campaigns, individually content is created spegil@t Facebook and Twitter networks.
Furthermore Nokia created content from its ownaauiedia sites such as blogs, or created
movies, images and so oNokia created two official blogSNokia Conversatioi—targeting for
Nokia’'s technology savvgonsumers. Knowledge coming frddokia’'s insights makes them to
be open to audience in order to gain their trustbwvaillingness to share comments or ideas
regarding the product. “Nokia Conversation” is mpreduct marketing which has more focus on

delivering news about product and creating knowgeglgoutNokia’s technology.

Another blog Nokia Connectsis dedicated to people who want to read latestsn@nd reviews
and to know what is happening across vertical goisdéke creativity, art, innovation and
technology. Behind the published content are stappeople, who creative in different ways,
which creates innovations, who have an interelbin technology works and showing it off to
other people. News are very entertaining, with demgent, educational, showing about other
people interests, activities, their invention, arety and experiences make this blog very

appealing.

“?“:‘.V:I
£ ki
By AT
e -

= 4

Through the conteiiokia communicates their district and independent idgamnd keeps
conversations going on many levels. Nokia throdghdontent shows what the company cares

about from the social nature point of view. It isn@ content marketing dedicated to the broader
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audience and has focus on people, who are actitedeabout life, inspiring, innovative on all
kind of spheres. Through the content Nokia showsnty that they have human personality, but
they have a more intellectual depth than otherdsaNokia tries to educate, entertain and

cultivate their audience.

6.2.2.2 Content Variety and Frequency
Community is online 24/7 and engaging non stopraddbe glob. Conversations taken place with
or without the companies’ participation. Therefocenpanies need to be online and be part of the
conversations and to make sure that there is lwotgagap in-between the conversation where the

company is not present of one of the social meatka.s

According to Facebook Analytics (Table 2.) the leigihnumber of posts per months came from
Nokia andBenetton They post a large variety of content due to iséemarketing activities going
on in the physical world and probably because efctosen communication strategy focusing on
content quality. Therefore they have a large sstmachoose from to be entertaining, educational
and authentic and were able to post these staiesa times during one day for every day

including weekends without being repetitive andirgpr

6.2.2 Values

Through the content companies were not only margediproduct or trying to engage with the
audience, they communicate brand values as weltanding impression, feelings.

Burberry's collaboration with young British musicians helpéal connect with the young
generation while celebrating heritage and cultufssociating with young musicians, Burberry

established that music is a partfrberry’sculture and image.

It means when a brand created value within theestithe message becomes fluid and adaptable
by consumers. They can easily relate themselvdsheing adventurous and active, having fun
and meeting relaxed people, and consumers cansiaddrthe value in the explained context
better.

Burberry brand is build around the core values such asisBritelitism, Luxury, Iconic,

Craftsmanship, Confident, Young, Confident, Relakél style. These values are shown in the

context- rainy weather, England views, and Londondus places.
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Nokia as well aBurberryshow what they stand for and care for through riiegies they post
online.Nokia showing activities done by people, who are acedyenturous, having fun, relaxed
and finding adventure anywhere and anyhow in edasylife. Images are showing places where
these people appear. Images of the funny momemniskiog on Tibet Mountains taken with high
guality phone camera do not promote directly thrapct, but shows how the product could be

used and who is using the product and what vatuaigs to people's lives.

6.2.2.1 Context
If the company chooses to use their media charamelsnessage as product catalogue or
promotional add removing brand from the contexa (HeorgJenserthey miss the opportunity to
use social media's strength - the ability to crgatae in the updated reality. It means brands do
not engage with their audience from a values petsfmeand generally fail to make a lasting

impression on their audience.

Once agairNokiais a perfect example of exposing brand values tiirdbe content in the certain
context where values can be seen and understoaglatear by the consumers. Product seen in the
context is more inspiring and benefits are easieletstood by the consumers instead just having a

plain product catalogue. E.g adventure recordeu fftbet.

6.2.2.2. Story Telling and Authenticity

Part of the social media strategy is to tell aysadyout the brand rather than talk about a product.
How good brands were to tell a story, witch is weig@nd authentic in order to rise an interest to
the fans could see by looking at Facebook histbartc as well on every day posts’ content.
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Undoubtedly a company as heritage rich and innesdéibel aBBurberryis has many stories to
tell fans, some dating to it's founding in 1856 jatht can tell to fans to catch and raise their
interest. Stories about the brand history arext@dmages, which are placed on Facebook under
the history section. Another way of telling brastdry bringing craftsmanship to attention is

through Fashion Collections, which are live stredred short promotional movies.

BFERVICFE SATECGLULARDS
------- Finfs Ciew Wobaear Homanim
- +

The screenshot shows Arctic Pole explorers wedsimperrycoat, in 1910 Burberry developed
weatherproofed coat for air pilots-the predeces$tine iconic trench coat and the last image

taken from 70s movie “Kramer vs Kramer” with MeBireep wearing symbolic trench coat.

ECCOsays that their post once a day on Facebook astd pee distributes at different times in
different channels globally (Interview). Lookingtaeir variety of the content, authenticity and
entertainment level is very low compare with thmtential. ECCOhas many activities and
projects going on in offline world based on tharporate values which are strongly emphasizes
in their communication and they use this commurocathannels to relate their values to the
activities. Especially relevant examples are teponsorship of Walkathon, in whieliCCO
employees are encouraged to participate, as watleasbers of the public. This initiative enables
ECCOto contribute to society on many levels. On oneli¢hey are bringing people with similar
values and interests together in a physical ex@mianother level they are empowering people to
contribute towards good causes. On a third Ievel Odemonstrates their corporate values of
sportiness and commitment to social responsiblewebr. However, they do miss opportunity to
tell a story about those achievements and to tallerabout it on social media instead of posting

product related content and missing an opportunitye unique and authentic as they actually are.
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Benetton and Nescafe Conversations Example

Javier Lope'z » UNITED COLORS OF BENETTON
5 omaj @

A

Donde puedo encontrar tiendas de ustedes en El Salvador?
Se oversaetielse

Synes godt om * Tilfg] kommentar

UNITED COLORS OF BENETTON Dear Javier Lope'z, check out
our worldwide store network here: www. benetton. com/store-
locator

mandag ki, 10:43 + Synes godt om

| Skriv en kommentar. ..

Francesca Quattrocchi » UNITED COLORS OF BENETTON

4. ma) @
CHE CAFI STUPENDL LA MIA MARCA PREFERITA,DA SEMPRE. IN
ASSOLUTO )

Nescafe: Discussion about music

Ruvilyn Conat Micheal Bolton! " 2 love so beautifull®
5. apri kl, 10:47 +Synes godtom “¥h 1

Ryan Kidrock|ike!
5. apri K, 10:50 * Synes godtom

i
b
A

INESCATE

Carlos Jacob Blur - Coffee &TV
5, april k. 10:50 + Synes godtom - ¢5 3

Farhana Rahim big ten inch record - aerosmith
5, april k. 10:51 * Synes godt om

Hescafeé Ryan Happy you like it :P
5, apri ki, 10:52 + Synes godtom * b 1

Heetu Pareek AWESOME!N!
5. april k. 10:53 * Synes godt om

Inci Karabulut H Nescafe, I love this page ;) My favourite coffee
-song Bob DYLAN One mar cup of coffee .., Greetings from

Turkey 1)

5. april k. 11:00 « Synes godtom g5 2

Alexander Imperial That's 3 lot of Coffee!
5. april K, 11:02 + Synes godt om

Pl Tsveta Georgieva hitp:/fwww. youtube, com/watch?
y=\GINrmJeRaQ
5. april kl, 11:04 + Synes godt am

il

|

Nescafé Alexandsr: Definitely! 1!
5, apri ki, 11:08 * Synes godt om

- Nescafé Tsveta and Inci: same song, different arfists ;- Guess
B oreat minds think alke )

NI

A KRED

HESE GcHE

Synes godt om - Tilfej kommentar

| Skriv en kommentar...,

UNITED COLORS OF BENETTON Dear JuMior TamaYo, please
contact our Customer Service at info@benetton.it
for 20 timer siden - Synes godt om

o Erni Metalica » UNITED COLORS OF BENETTON
4. maj | neerheden af Kuala Lumpur, Wilayah Persekutuan o

do u have PLAIN white trousers???
leoking for it

Synes godt om - Tilfgj kemmentar

UNITED COLORS OF BENETTON Dear Erri Metalica, we suggest
you contact the store dosest to you, They will give you this info,
check out here: www. benetton. comstoreacator

mandag kl, 10:43 - Synes godt om

Nescafe: ‘Any plans for a weekend?”

Sundus Hamidah yeah..studding -_-
20, april ld. 11:23 - Synes godt om =& 1

Essam Ahmed Clasico soccer :D
20, april k. 11;23 - Syres godtom - b 1

Vivek Raut Kurmi shake shake baby...
for 20, april k. 11:23 siden via mobil - Synes godt om

Nakul Bhardwaj DRINK :D
20, april i, 11:23 * Synes godtom

Irini Adib studying :5 mid term exams ;{{
20, april . 11:23 * Synes godtom * &4 2

David Whitaker Nescafe is part of my every morning ritual...
therefore ves I'd have to say it is part of my weekend plan. =)
20, april kd. 11:23 * Synes godtom "5 3

Jessy Kojababian sleep khhhhhh pshhhbhhhbhii
20. zpril |d. 11:23 - Synes godt om

Mescafé Essam Good ludk!
20, april k. 11:24 - Synes godtom - ¢4 3

Harun Dzinic 4:20 :D
20, april ld. 11:24 * Synes godt om

Vijay Jeba Prakash an small reunion of school mates with a
MESCAFE time

20 aprl kl, 11:25 " Synes godtom " &5 2

Zeina Arab Where ever you go keep Nescafe' with u like me
20, april ld. 11:25 - Synes godt om =& 1

Rajkumar Bedi yes, i will harvest my crops in my agriculture farm
in two vaocations.
20, april K, 11:;25 - Synes godt om

Nescafé David Nicel ;D
20, april k. 11:26 - Synes godtom - gh 1
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6.2.3 Openness and Honesty

Burberryis luxury brand, who has decided to open themsdlyéhe audience on social media
without loosing a sense of elitism and luxury, go@d example. One might think that their
openness is expressed in direct conversationsocerttimunity. They have chosensumer —to-
contentcommunication way without engaging themselvedieatl dialogueBurberry
communicates mostly through their multiple mediateat and content is taken from Home page
where customers can experience luxury virtual shgpgxplore virtual collections and engage
with the brand troughArt of Trench’* platform. Burberryhas on their Home Page life support
service to solve problems and to talk with cust@mEiaving messages sent out from the highest
ranking person in organisation CEO Angela Ahrempdisitsto Burberry’sculture, values and way
of doing business, it indicates openness and gitkss to connect with consum@ihis verbal
communication and message sent on social media $palce world strengthens and promotes

Burberry'shumanistic values.

BurberryandNokia do not engage in direct dialogue with their fairsorder to keep an image of
brand persona of luxury and exceptional they haueep a distant and formal image. As well
having a huge base of fans as Nokia and Burbenrg hauld take time and resources to engage

directly.

Benettonportrays itself as friendly, casual, fashionalsid artistic brand. However they do not
seem to be completely open and honest with thelieage while having a conversation. There
were many demands from fans side to open onlinp,staweveBenettondid not provide with
additional information regarding the subject exaegking to keep checking for news Banetton
Home page. Such a standard and plain reply doegiveotin impression of being open and honest
to the audience.

Interesting case is taken frami social networking space. Generélly COseems open and
honest in their conversations with audience. Thehalve strong corporate values integrated in all
parts of business like being responsible manufactetailer and producer. Further mdre,

has many good causes projects going on offlinetHmsge projects not always are communicated
well on social media. One of the example is takemfFacebook, where what looks like a private
person send a picture telling that COchildren shoes where donated in Russia from Eam®-R

! Refer to Appendix Il
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After making some research | have found that Ecos-R the advertisement agency taking care of
marketing activities for several brands in Russrarkets. Without having this knowledge in

mind posts and comments do not give a meaninghdleihe comment from a fdithanks a lot

for sharing if once not know that he is Social Media Manager- Interactive Marketing.

This does not give credits for honesty and openness

Maria Dybunova » ECCO Shoes
B Abonner - 5. jun

On the 1-st of June there was Children's Day in
Russial Ecco-Ros decided to make a charity action
and give kids shoes to The orphanage in Kolomna-

city...

dtom - Tilfei kommentar - Da

2 personer synes godt om dette,
g Grimur Fjeldsted So nice. Thanks alot for
sharing.
5, juni k. 19:4% - Synes godt om

mLLC ECCOROS"with lovel;)
Symes godtom

Nescafdas a good example how to tackle input coming fliemployee of the companiiescafe
very explicitly among of the other Facebook HouskeR explained how to act if a fan is affiliate
with Nestle. " Introduce yourself:if you are affiliated with Nestlé (employee, agenecentivized
blogger/brand ambassador, etc.), be sure to lety®ree know. Your posts should reflect this

affiliation”.

6.2.4 Human Side

There is a human behind the brand is shown thr@ugherry'semployees, who speak on behalf

of the brand, namely Christopher Bailey, Chief @xeaOfficer who speaks to fans about his
inspiration to shows and event and what is goingronind the brand at the moment. Furthermore
association with sponsored British musicians cbatas to show a human side of the luxury

brand.

Francesco Refi@3enettonBrand and Communication Director revéle “owner” of Benetton
blog has her/his personal blog, to show that belir@Benetton brand there is a human with
feelings and emotionBenettoncreates the brand persona online as being friemdrnational,
joyful, relaxed and creative. Looking at their cersational style with fans on Facebook, their
brand persona does not fit with language stytenetionalways answers to questions posted by
fans on a wall and takes in to a personal lev&rrieg by name, but the text itself is very palite

formal and standard most of the time.
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On Facebook tries to be more friendly and personal so thapfeewill be able to see a
person behind the screen, and becaiiseOis from Scandinavia where communication style is

very casual and informal, this communication styleasy to project online.

Nescafehas very lively and vibrant communication withitifans on Facebooklescafetakes to
a personal level, refers by name and exposes emddiong conversation. It really feels talking
with old friend around the cup of coffee. Howeveescafeengage with fans to talk only

occasionally.

Nokia is another interesting example once again usingraiound content, even a logo at
Facebook to show that there is a human, like aeduiend behind the brand. Their brand and
product values were communicated through the peapdeactivities people were doing. At the
core centre of the content are people, who findipgy in simple moments of the life, people who
are honest in their emotions and feelings, peogie Wwave active life style and adventurous.

Nokia camera exposed all these simple life moments &andibg utility in people's lives.

6.2.5 Community

Community is created via content by building dialegtrust, honesty and empowerment of
customers.

Good example of building a consistent and divemserunity isNokia andBenetton. Both of the
brands are building their communities around thentent.Nokia has diverse and large brand
community from around the globe. They used to tdedicated fans for decades, however only
recently lost their support, due fkia’s wrong choice of smart phone software applicatinr,

not love and admiration. Fans were expressing pest loyalty and sadness for the brand in any
related or non related topics to the phone teclyyobmsted on Facebook wall.

However, looking howokia builds a brand community online we can concluag they do

gather community around the content in the confBxis content is consistent through all social
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media channeldlokiais sending a message to the world about provikigly technology

products without loosing a human side of being fymmotional, adventurous, exited in every life
moments and ability to connect with people. Usteohnology such as camera, or other
applications makes life more interesting, exitingl #unny. Those moments are shown through the

images of people who express such values.

To support community of Non- conform, adventurausvery day situation people who likes
innovation, creative ideas, technoldggkia formed two official blogs to have inspiration and

grew community around these key subjects.

By focussing on associating with people of a carparsonality companies attract more and more
fans around the brand, this will help to increaakei® of the community and spread word of mouth

through the community's extended network.

has very strong off line community centred on eabj golf players and sport people. This
has been achieved by the long relationship withspmhsorship of Golf Player tournament and
organising different sport events involving brogdrs loving community. Sport community is
dominating in brand message and on purpose or not the spoddmaant content in

message.

is not consistent in all social media platformswitheir community building around the
content. For instance, Twitter is used without hgwa clear objective and a strategy. The
company mostly follows golf players as well as deapith different interests like paediatricians,
sport/ fitness/fashion lovers, professionals of kééing and PR. Grimur Fjelsdted, Social Media
Manager & Interactive Marketing &t (Interview) admits’It happened in organic way that
golf playing people were using Twitter as commutiimcachannel to connect and share

information with each other.”

The unfocused strategy does not bring a coherehtamsistent message to the audience in order

to attract more people to the community and to kiedm to identify themselves with a brand.
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6.2.6 Facebook Analytical Tools

For this matter the IPM score (Interaction per hnilas used to see what share of each companies’
news feeds reach fans and to see the overall paafore of Facebook’s EdgeRank for each
company (Appendix VIII). This is an important indtor, showing fans’ involvement and

dedication to the company as an expression ofsstgidates, comments, likes and shares. It
measures the average interaction rate per 100®fapssts in the last month, in this case

indicates May month 2012.

6.2.6.1 Brands Engagement with Facebook Fans

The data from the table is taken in 2012, Jung,audl August. From the table, which indicates
average IPM score interaction per thousand fans the¢ the highest IPM score is obtained by
following GeorgJenserandBurberrybrands. The lowest is scored KWgkia, Benettonand
Nescafe The content of the news feeds; interesting toaia activities do not affect the ability to
be exposed on every day basis to the broader sl the brand. So the frequency of the posts
and size of fans do not influence IPM score andalleisibility of the feeds.
It seems thabeorgJenserand encourage fans to comment on their posts andftrers
achieve the highest ranking. Though their contaniety, entertainment level and authenticity

online are an average, but seem that it is wedlived by their fans.

Brand Names |  Average IPM Score/interaction per
thousand Posis Like Comment

Data June July August | June |July| August | June | July |August| June | July |August
Benetton 0.69 1.21 182 52| 66 40| 63036/ 198635 191583) 1663 3422 3001
Burberry 121 14 3 a2 16| 342228| 396273| 655377)  4037] 5211] 7868
Ecco 220 39 3.53] 30| 29 35| 4608| 8372 10133 548) 72| 834
Georg Jensen 1.76 384 704 28 17 25) 1665) 2187 6837 76 107 1714
Nescafe 053 0.61 064 12| 8 8| B8227) 6632 T7587] 1443 1000] 591
Nokia 0.73 0.95 119 68| 62 57| 380465|467982| 563950]  31032] 29054| 30975

Table 2. IMP score measured

6.2.6.2 Brand audience vs IMP
It is interesting to look if the size of the audieron Facebook has an impact of the activity level
as well. This table combines brands audience siFacebook and IPM score. From the table we
can see that even when the brand has a small @edide audience engagement can be high. In
this case according to the graph COhas the most engaged audience, following Witorg

JenserandBurberry, lowest scored biokia, BenettonandNescafe Most active on Facebook
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wereNokia andBenettonby posting several messages on the social meakph during one
day and least actives whlgscafe

Table 3. Relative Audience size versus IPM Scoreude, 2012)

It might be understood how close fans relationshifne brand is. When companies are in their
starting stage of entrance into social media@He®rgJenserand=CCCQ, they do attract most

loyal community followers. The relationship stremypetween the fan and the brand is close and
high interactive. With the growth of the size atleence the distance between the brand and fans

increases and so the engagement levels decregs®tpyoally to the number of fans.

If the company’s objectives are to grow in the ifaudience, then it has to be aware that
engagement level measured by IPM score will deereslsich means the news feed sent from the
company will reach a limited audience even thoughéictivities from the band side will increase.
So companies have to understand how Facebook’s ggktem works and how this system could
be manipulated to optimize EdgeRank to achievditjeest visibility among their fans, if they
want to be seen by many of their fans. Large nurob&ns and followers may keep social media
converts happy, but according to the 90-9-1 Rulg d% of the community members will be an
active contributors, followed by 9% and the res¥®@0urkes” only who will consume content, but
do not take actions with it ( Nielsen J. 2006).

However, this rather simple Facebook analyticsaksvihat companies setting objective to
increase audience size have to compromise withtioteto keep the high engagement level.
Therefore companies should know what is bettelhatce large audience size but not relatively
active or smaller and more engaged community. RmenviewsGeorgJenserand=CCO

revealed that their social media objectivéoiScreate awareness, becauSeorgJensenis very
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big in Denmark, but very small outside-this is ganahallenge for the company across the
world. Goal is to make sure that people will hahout the company”.The purpose of social
media according té is to create relationship with fans by engaginthvians, though growth

of the number of fans is not the least concern.

6.3 Evaluation of the Brands' Strategy for Social Mdia

After researching brand activities on social metid analysing conceptual factors and
interviewing companies, the most important keydestvere used to evaluate each brands’

success level on social media and presented oFatbie 3.

Eight factorsEngagement, Content Variety, Content FrequenclyegaConsistency, One way
Dialogue, Receptiveness, Brand Persona and AudiBnesitywere chosen to evaluate each
brand with comparison against each other. Brantigitees will be evaluates with a simple scale
from 1 to 5. Score 1 would represent a very lomam activity, while 5 would score the most

positive and most worth effort.

6.3.1 Content Engagement

Interactive content provides audience with a chaoégmmerse in site conterilokia and
Benettoncreated content that is powerful, interactive withny different stories to tell and
providing news at the same time keeping brand'ticallvalues in tune within context. Their
content was combined with companies/professionélueser-generated content contributed by
bloggers. It was a good balance of product andpmoduct like travelling, art, environment
culture content, which created environment easilylat be educational, entertaining and

encouraging to respond.

andGeorgJenserposts were about product without having depth.iDéscription of the
product it self does not offer sufficient beneftighe consumer, therefore less likely to be

discussed and shared.

6.3.2 Content Variety

Evaluation is given by looking at content varietsfed during one month on Facebook, Twitter,
YouTube and number of different boards on Pintesesilickr networks. Companies' own blogs

and their content were evaluatétbscafehad the least variable content on the social media
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channels. Their topics were about coffee and relt¢he coffee. Therefore they received the
lowest point 1. It was mentioned above in the asialthatBenettonandNokia have the most
entertaining, educational content covering seuvegats unrelated directly with the product.
Therefore for content variety both of the brandgeh@ceived the highest evaluation, namely 5.

6.3.3. Content Frequency

Content Frequency was measured according how tifeecompanies publish their posts on
Facebook, followed by Twitter every week with erglin total amount every month over three
months (June, July, and August). The least paste BeniNescafge on average only one or two
times per week in total 12 posts per month. Theectioey scored the lowest evaluation, following

by Burberry andGeorgJensemespectively.

6.3.4 Values/Message Consistence

Brands were evaluated based on their approachntwecb with the customer through creating
values and focusing on giving experience instegulshing their products to consumers.
Language style, consistency of their message erttirough all social media was evaluated as
well.

Each company delivered their brand values in owypsw&ome companies where better to project
these values on social media space than otNelsa, BurberryandNescafewere quite consistent

and clear to communicate their brand values withoontext.

6.3.5 Authenticity

All six chosen brand have a deep and exceptios#bily, interesting people working in
organisation, distinct products from which storijirig could originate. To tell stories about brand
that will be unique and authentic has not beenessfal for all the brand§&seorgJensenNescafe
and mostly were projecting products without attachéngtory to it. Though there is still a

space for improvement for all the brands to retteair unique heritage and stories.

6.3.6 Brand Persona

When evaluating each brand on “Brand Persona’tikeria examined were: if the brand persona
is distinct, memorable consistent image wise, valise and if the tone of voice matching then
presented image. International brands have thaitrdopersona more distinct, memorable with

consistent image and tone of the content than Stavidn brands. Scandinavian brands have in
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their organisational culture casual and informahomnication style, therefore to reflect this

language style is easier far andGeorgJensen

6.3.7 Receptiveness and Dialogue

Receptiveness- means that brand has to be nobardylcasting, but listening to consumers'
concerns and able to respond to the audience.dBuach adlokia, Burberryhave a high
popularity, but low receptiveness, it means arewilbing to listen and be engaged directly in a
dialogue with the fans on social media platformshsas Facebook, Twitteklokia have worked
other way to interact with audience. Though the @ags ‘Conversations by NoKiand forums
they do engage with audience directly discussirayproduct and technology.

Honesty and openness are soft values which aiieudiffo indicate. The overall impression and
the small occasional details observed during teearch period will be taken to evaluate
companies’ honesty levellescafeexplicitly stated on their Facebook page for aglpeople who
are related to the brand to be open about thissmatt

was acting as ordinary fans on Facebook bringussoh and manipulation, which question

the honesty and integrity of the company brandesfnline.

6.3.8 Community Diversity

To build a large and diverse community takes time @fforts. For most of the well known brands
communities were already existed before digita) #rerefore for them to gather people around
were easier than for less recognised brand<dikerg Jenseand ) who aim to raise an

brand awareness and engagement world with thendira

6.4 Brands’' Evaluation Model

After researching branding strategies the resestiolved that major goal for brands were to
strengthen brand image as well to develop relatipnsith customers and to promote new
product lines. None of the companies were usitgasmedia networks as service support
channel or leveraging customers’ knowledge or tryminvolve customer in business decisions

process.

From the Graph below it can be seen that branttssfa broad spectrum of social media
strategies.
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Table 3. Brands Evaluation

Graph indicates th&okia, Benettonin their branding strategy focus on deliveringjfrently a
high quality content exclusively, which defines tirand values and culture, promote products,
builds associations with brands, and offers bemédithe audience. This focus seems to have
helped them to build a diverse brand community.

Nokia andBenettonhave focus on building a strong web page platftrereate the community.
Both brands were willing to participate in conveimas and delivering company generated
content from home page base. Thoigimettortries to engage with fans on other social media
sites, the company still has to work on improviegnenunication style to fit better with brand
image.

Burberryhave created also interactive, digitally advarfoeche page, where fans can immerse
themselves in the brand through the content andgengith other community members, but

Burberry still keeps distance from fans and damsenter into dialogue with audience as such.

Both NokiaandBurberryfocused on buildingistrong and exclusive brand, they have managed to
build a symbiotic brand image with authentic cohtehich helped to build a distinct brand

persona
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Nescafdollowing ownsocial media strategy which is basedcreating a consistent brand
persona and engaging in conversations with thearde audiencélescafecontrary to the rest of
the brands chose Facebook, Twitter as their manding and communication platform.

ThereforeNescafecreated a friendly environment, easily startingued conversations.

Georg Jenseand chosen brand strategy does not keep a focusrderdsuch as
educational, high entertaining and engaging wittsfaa content quality. Rather they have focus
on creating dialogue between company and fansriagtrelationship that way, which works

very well for their audience. However, building@mmunity around the product does not create a

memorable brand persona neither a strong and diweléne community.

andGeorg Jenseare taking their first steps in social media sp&oe instance is
working very hard to create strong community arosparty and active people based on various
real world projects such as sponsoring sports eveamd charity event§&eorgJenserduring
interview revealed that they are working on creparcompletely new strategy to support social

media branding activities.

/. DISCUSION AND IMPLICATIONS

The objective of this study is to explore the ¢orabf and communication of brand value trough
the execution of branding strategies of selectedpamies on social media. The research question
that was used to find answers to the topic incluoieel main research question and others sub

guestions. In this section discuss the implicatibthe findings.

7.1 Branding Cycle of Social Media

The main research question wllsiw companies can execute successful brand stra@gine by

using social media platform?

This research topic is still new and novel in thademic field. The aim of this study was to
contribute to the research of social media brantiimg the business viewpoint, as well as to be an
example for future studies and improvement of birsgndtrategies on social media. The social
media characteristics model together with besttmex reported by leading thinkers and

practitioners from business who are working infiekel of social media was used as a framework
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for the structuring and evaluation of the best ficas model. Six international companies were
chosen to analyse, by applying the Netnographesdarch method to obtain “success” components
from their execution of branding campaigns onlidiadings indicated the most important
components to build a strong brand on social madidMeaningful Content, Engagement into

Dialogue and Community building.

Affects

Creates

L Conznumicate Values
1

onsumer produced
conternt

s :

Generates

Influence

Dialogue
l . !CQ‘ --------------------------------------- v

Figure 4. Branding Cycle on Social Media

With consumers’ empowerment and ability to be prmlucer of the branding content, brand
becomes a socially constructed object, affectedrheenced by consumers’ generated content.
Community gathers around content produced by b@hdand consumer. The members of the
community who are actively involved become contidlsi of the content and so influence the brand
meaning.

Brands create content through which brand values@mmunicated. Community reacts to the
content through engagement with a brand and seenfles a brand perception with user-

generated content.

This rejects the assumption that brand has a fokeatity and personality that can only be defined

by the business. It shows that brand communitgcédfbrand equity, and is consistent with the
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trend towards broadening relationship structuras®fbrand to include the role of consumers,

including community (Cross and Smith 1995).

The external environment is uncontrollable; ithgeging and developing over the time. This leaves
for companies only the option to use social media Branding tool to create, participate and
monitor the conversations, content and brand meaniinis expands companies' ability to
communicate in this new landscape, it allows chamgind enriching the way brand is expressed

and connected to customers.

The external environment is uncontrollable; ithaeging and developing over the time. This leaves
for companies only the option to use social media Branding tool to create, participate and
monitor the conversations, content and brand meaniinis expands companies' ability to
communicate in this new landscape, it allows chagngind enriching the way brand is expressed

and connected to customers.

7.1.2 Meaningful Content
Companies who were putting a high focus on coriteatder to gather their community around the
content as well as to create a strong Brand PemsereNokia, Benetton and Burberry. How the

content was created and communicated was difféoerach individual company’s strategy.

7.1.2.1 Brand is a Social Constructed Object

When people accept a brand to their social netwgrkicle, it means they accept the brand into
their personal sphere; the brand becomes a viffiuahd” on individuals’ social networks space.
Brand is no longer an outsider in someone’s liggand is one of the community members with
whom fans are connected with, in a stronger or eeakanner depending of the time and effort
invested in the relationship. The micro interacti@m social networks bring utility and value into
people's everyday life. However, brands cannotrassilnat the bond is strong enough to sustain
long term relationship without delivering value aamtent that benefits the brand alone. This one
way relationship will not work online, because famgect value exchange in return for their
“friendship”.

Value exchange creates loyalty and ensures comtiengagement with the brand in the social
sphere. In the sense of making brand advocatesusfgpnsumers, the value created by the
exchange might even inspire them to share it witlers, and thus increase brand value.
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Social experience consists of relationships, coimmgpeople, evoking feelings, sharing lived
experiences, positive values created within confEx¢ sum of those micro interactions is the key
to build a brand relevance to consumers’ livesumderstand what values to bring to audience,
business has to take some steps back and simplédvorelationships are build between people
and to find important moment and meaning takemfeveryday life. The opportunity for
companies to connect with audience comes from steteting what a value is in person’s life.

In the branding context it means that companieg @yrovide values to consumers instead
showing product features, artificial product linBsanded content should come from situations
where customers can relate with and give a medoiitgthe though is share with Helge Tenng as

well. What is a value depends on individual's pagdity, or a whole group’s personality

7.1.2.2 Compromising Values
Festinger (1957) in his theory of cognitive disswestates that individuals seek out information
what supports their views and avoid informatiort t@nflicts with their views”. Virtual brand
communities consist of people from different nagiliires with different beliefs, traditions and
religions, which easily might bring in a conflicittva brand belief. As social media enables instant
feedback and is and open and public forum for disicun, companies do not wish to attract
negative discussion around their brand on theneteneither that these negative messages would
go viral. Therefore companies, in order to avoiovpking fans, chose to compromise their true and

unique values with more universally accepted values

In the printed media era, Benetton was well knoambking controversial, showing shocking
images, and, unlike other brands, their marketargmaigns were not about products, but about
social issues such as racism, poverty or AIDS @ggRRiss Nun (1986), “Birth, Aids” (1991).
This kind of advertisement worked for the compamyrhore than ten years, people were talking

about the brand more than about the good will lmethe campaign.

Recently Benetton have tried to reconnect withrttraditional values of tolerance, multi-ethnicity
and race equality through the marketing campalgmhate” with shocking images of politicians’
from conflicting countries kissing each other. Shbld campaign definitely grabbed people’s
attention disturbed them and helped message targlo Although behind this promotional
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campaign there is a real life humanitarian préjestd Benetton has a history of making
controversial images to support various good causjects, the reaction from the audience was
contradictory. In a digital era brand is more operis heterogeneous global audience, where it
can receive instant feedback, which might be negand damage brand equity. Content based
virility did not reflect the solid Benetton’s megsga- truly to change lives. Values with which
people can relate transports much better in evayylite compared to attention. Nobody spreads
content because they noticed it; they spread sl it's meaningful and adoptable. Attention is
becoming less important than values, because indhemarketing brand is an integrated part of
each person’s every day life (Jenskis cited in Blflgnng). This supports once again that content

should be meaningful rather than disturbing in otdegrab an attention.

This lesson was understood by Benetton. Therefmedmpany through all social media
channels explicitly and implicitly expresses thaiiversal values ag-ashionable, International,
Colours and Qualityand forms traditional group of people around gleaeral topics such as

“Art, Culture, Young, Fashion, and Environmeritaistead of pursuing openly their controversial
campaign. For new consumer information, knowledgepping and entertainment aimed at short
attention spans has become boring. Instead it chmmore interesting and engaging to hear

stories about people, to create conversationspetiple, to communicate and share experiences.

What this points to is that companies need to farusreating value for fans, meaningful content
directed at specific groups and communities thgagas them on their own terms. This enables
brands to insert themselves into fans’ lives aradifpirom a close relationship, as well as the
loyalty and trust of their fans. Therefore it isicial factor in building a community is to have
entertaining, informative, and educational contenich would create value. If the businesses do
not create any meaningful content and do not sesmharent message, which is based on true and
honest values, business cannot expect a gooddtirand strong connection with their

audience.

7.1.2.3 Brand Persona Facilitates Conversations
It is much easier to accept relationship with thenbd if the brand has human features, such as

sharing similar values and interests as the consuseeial media is about humanising the brand,

2 Unhate Foundation” forming non-geographically bebenmmunity of specialized people in area of celtur
economy, law and politics to help countries likgiéd and South America
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companies were building distinguished and memorBd@d Persona online through content with

whom fans could associate and build meaningfuticelahip with.

Netnographical research showed that no mattenthgsiry and the product type, the Brand
Persona was built through general content taken fre field of art, music, fashion and nature,
which is a common experience for the majority abgle. Most of the companies were
emphasising and communicating “soft” and univebsahd values. In the branding context it
means that brands become more alike and more meanstbringing less utility to consumers,
however, these universal values enable the bragditofan's affiliation more easily, and associate
faster with group members. Social identity theotglains human need to receive affiliation from
others and having fulfilled self esteem connectédiwthe group. Noelle-Neumann’s spiral of
silence argues that people so strongly want todoegb a group, and seek to avoid isolation, that

they will either adopt the views of the dominanbgp or they will be left behind.

Brand personality is defined by the way the brgmebks and behaves, as well as the associations
it creates in consumer’s minds. In order to acghieemorable and distinct brand personality,
brands were assigning human personality charatitsri® a brand which enables stronger and
more emotional associations to the brand. Compauiels as Burberry, Nokia or Nescafe went
back to their core, unique and historic valuesriogoBrand’s personality on line. For example
Nescafe created a brand persona which is friemélymn, down to earth, seemingly sincere and
honest, someone with whom can have a nice chaewlhihking coffee. Another personality
dimension according to Aker which Nescafe applgeédxcitement, related to qualities such as
friendly, youth and energy. Another personality dimaion, which Nescafe applied, is excitement,
related to qualities such as friendly, youth anergn. These have been achieved through the
images of the posts, which send positive and chkeetie metaphors supporting with words

having positive connotations:

“Hugs, smile, celebrate, better tomorrow, weekendyddgs should be Fundays, place to enjoy,

celebrate, Nescafe break, funny, Nescafe globalkoe¢c”

Nescafe’s brand personality indicates emotionad@ations towards coffee. Coffee cheers up,
brings good time, relaxation and company in pespilees. Nescafe is using “linqua vulgaris”, a
language style targeting great masses of peopkecasual and friendly conversations encourage

fans to share personal moments or opinions, thgeeriences anchor the brand personality, which
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in return generates its emotional character anocasgsons in consumers’ mind (Posts taken from
Facebook, March/April 2012).

“Did you make somebodymiletoday? What did you do”, “Do you have any plans &or
weeken@”, “Come on - spend some time outside! Where ig yavourite outdoor place t@njoy
your NESCAFE?”

In return for this more engaging style of communaafrom the brand, the consumer takes time to
participate in a conversation, and shares theirestdaken from their private life related to the
brand. The brand means something to the individustomer. The meaning of the brand could be
constructed by each of the users based on theiopalrexperience and beliefs, which allows
consumers to own brand by influencing brand idgmtitd personality differently than it was
defined by the business. Safko and Brake (201Q)@tphis thought, that audience will determine

what the brand means to them and what value iimtir lives.

For instance, Nescafe leverages the power of faprgéed content and invites them to participate
in conversation by facilitating with a questioihat songs do you listen on your NESCAFE

break?”

For instants Nescafe understands the importanqgaeefaple to have a sense of emotional
involvement and need to support self esteem byritaning by responding with own content.
When Nescafe leveraging a power of the fans gesei@intent and invites them to participate
into conversation by facilitating with a questiéiVhat songs do you listen on your NESCAFE
break?” fans might find out that there are people in thewcwnity with similar taste for music
style or a song. Brand community theory suppdrs shared product experiences will lead to
stronger social bonding among community membetsetihablethe continued existence of the
community.This was notices and motivated by Nescafe.

Nescafé Sude & Mona you are listening to the same song! Nice
NesoT ! 9 g
coincidence

Synes godt om

Theconnotation between the brand and music is cresitbdhe question. Each member creates
own content and shares personal associations ot rang stories related to the coffee. Answers

about music brought many positive words from thesfa
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“Softmusié, “I lovethe song, which can touch a girls héaft_oved to be lovedly youi, “ Soft
classi¢, “and Fado, Bossanova and Latin jazz ”,* Nesadicals on the background while having
my icecoffeeblended witiNescafe classic “ Song ONescafe Chocolatereamy latt&”

Nescafe with Norah Jones hmnsa relaxing'.

Positive words related to music and coffee strezrgghassociations of Nescafe and,soéssic

music and love songs.

7.1.3 Community Building
7.1.3.1Control over a Brand

On Social media space people are forming commusratieund the brand with or without
companies’ interaction. Some authors argue thajpemies have to give up control over the
brand and accept new brand meaning influenced stpmers. As people are motivated to be in
the community, because it increases self esteenfudfitel the need to show influence over the

environment, for companies to try and maintain éolhtrol of the brand meaning is impossible.

Companies can facilitate conversations, to giv@iopss and their perception to their brand in a
way they want others to see, however they haleaim to accept their audience influences since
it is inevitable, and it is better to be a partaed keep influence in this way. Consumer
participation, user generated content and motimatde in the community is rooted in social
media characteristics.

For instance Nokia has cultivated for decades thgal fan communities. On Facebook no
matter what topic Nokia would initiate, fans alwayil go back to the same topic- expressing
their years of loyalty for Nokia until recently suggesting how Nokia could improve to improve
their competitiveness level. All these conversatiaffect the brand and contribute to a new
meaning of the brand no matter if the company twllor not to control those conversations.
Conversations are based on feelings and one wayather these conversations appear in
physical as well as digital context. This new bramehning in the community does not mean less
enthusiasm and dedication for the brand. On othanmels, which are not targeted to the general
public, Nokia do participate in direct conversatiamth the fans and are able to control better the

situation as well as influence a brand's meaning.
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One good argument for businesses to enter thaadffieedia space is just simply to protect the
brand’s name. Brand name might attract fans ancpetitors which can claim the brand name as
their own, and possibly destroy brand value, thiggened to Georg Jensen brand on YouTube
channel. “Georg Jensen” name was occupied by prpatson when the company decided to open
an official YouTube channeConsumers can even “hijack” the brand by givingnibther meaning

than that intended by marketers (Cova & Pace, 2006b

7.1.3.2 Social Media Infrastructure
First of all to build an online brand community ngoanies have to provide a social network
infrastructure for people to gather around the thrafll investigated companies opened accounts
on the most popular social media networks to ge¢sxto the broader audience and expand size
of community or to promote products, or brand iitlast but not least to protect brand image.
However, companies have to be ready to pivot terabcial networking channels when is

necessary because the community have moved onafispecific platform.

Benetton, Nokia and Burberry initiated brand comityuto gather around the brand’s Web page.
These companies have build an appealing and initezad/eb page platform with integrated
forums, blogs and integration with various sociaédma platforms in order to engage with
customers directly, to allow sharing the user-gateer content and to gather a community around
the brand. For instance Burberry on Home page rfag@latform ‘Art of Trencli inviting fans
around the globe to submit images of them wearingp&ry trench coat and to share/comment

image to other mainstream social networking sitethat they can become the brand “advocates”.

Though Qualman (2009) suggests utilizing existiogja media platforms, these mentioned
companies chose the more costly way. When the cantyns anchored around the company's
web page it does not matter if the individual famsve between social networks and media, the
core content and engagement can be supported apddhy the company. To hold ownership of
the created content as well as collected informadioout customers is important if companies do
not want to give up control over their brands agtccbnsumer’s influence it alone. Furthermore,
blogs forums, shared platform are about expandingithe visit on the site and then increase the
preference of consideration of the brand and torggired to learn more about brand, which

eventually will lead from knowing the brand to teimpg the buyer to buy.
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7.1.3.3 Insider or Outsider Community Leader
In virtual space consumers talk about the bramblimwloing so influence it by interpreting brand
image according to their own values and experienségther the company’s goal is to create a
loyal community, or to build brand image, or toyde knowledgeable content around it's
products depends on the industry, product typetlaaadbjectives of the social media strategy.
Research revealed that investigated companiesdiffekent and mixed approaches to create and
manage brand communities. For instance luxurydBurberry have held on to their aloof image
and are not willing to be completely open and apphable by their consumers, have nevertheless
created a platform for community to gather arourggh louality visual and audio content that

creates the desired associations between the bhrahthe values it stands for.

The degree to which companies want to hold powdrcamtrol over the brand and content
generated by the community depends on the commoratyagement strategy. If companies place
a loyal or influential customer to be a communigater” like Benetton did to administrate the
community and to interact with members, the cdrdver brand will be moderated, because there
is a place for bloggers to generate their own cdrgeen though they are under the company’s

supervision.

If a company decided to allocate internal expertsast a community like Nokia did for their blog
“Conversations by Nokiathe level control over the brand will be highé/hen a subject of
conversations is about the latest innovations @htlobile phone no one else than the company’s
employees has internal knowledge and expertisamtitiis area of innovations to give a sufficient
answer, and, using this knowledge to build the thistory that defines the culture and history of
the brand. When the subject of conversation reg@rperts’ knowledge in a certain field in order
to keep the discussion alive and to influence comitgy an appointed internal community

manager with authority might be a good decision.

The drawback to company initiated brand communitigs appointed internal community leader is
that it might not display unfavourable opinions abydor instance, product performances or brand
experiences, as the company might exercise theiepto remove or block this kind of content from
the community (Jang, Olfman, Ko, Koh, & Kim, 2008is issue is of course subject to a company's
communication policy and the degree to which congsmgive consumers the power to own the brand.
Just because a company might have the abilitynhmve or block content does not necessarily mean

that it will make use of this practice.
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7.1.3.4 Community based on Physical Projects
People are gathering into communities becauseeafi¢led of belonging, need of self- esteem and
need to receive affiliation and recognition frorhers. This means that these needs should be
covered by members of the group or by company.itd&hen it comes to company initiated
communities, the most likely is that the compasglitwill have to take a part in fulfilling those

people's needs in order to motivate and engageotimenunity.

Research has showed that thriving engaged andséicemmunities were found around the
brands which delivered meaningful content, by boddup shared values and interestsilding

on the shared interest of their members, i.e. llaeesl interest being the brand, online brand
communities offer consumers the possibility of deping relationships with other individuals sharing

the same passion for the brand.

Nokia, Burberry and Benetton have each communicelest values and interests through their
high quality content, which in return makes it eagor consumers to recognise values and
identify with them. In order to have continuing dodg lasting community companies should
provide an ongoing, valuable and consistent usgemance, which would build a stronger bond
between the consumer -and-consumer and betweamsaroer —and-brand. To build a community
based on product features alone like ECCO and Gkargen did, mostly showing product
catalogues without context, without providing cantiusly valuable and consistent user
experience, would not be able to create and suatailbrant, engaged and diverse community

over time.

Within the community the bond between the brand@rsumer depends on the interaction
length and intensity on social networks. Thereftmecompanies to strengthen these bonds by
facilitating shared customer experiences is impbrtdonsumers’ online experience will leverage
their bond to a community (McAlexander, SchouterK@&enig, 2002)A good example is

Benetton’s consistent and deliberate building gfadbal creative, enthusiastic community of
people based on real life projects not relatethéoproduct line directly. Working or collaborating
towards a common goal, shared consumer experianeaseated, which strengthen the
community’s connectivity and sustainability by dieg a shared history both of personal
interaction with the brand and with the fellow coomity members, which strengthens the ties to
both.
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Howard Rheingold (1993) was arguing for the birtla mew form of community, bringing people
together online around shared values and interlegtthermore, he was arguing ofrom his own
experience that communities built online could depeénto physical meetings, friendly parties
and material support for members of their virtuarhds. | believe for ECCO brand that do have
physical community which is regularly supportedhmtarious projects like “Walkathon” this
effect works the other way around. They have tédoam infrastructure and create quality content
on digital space in order to bring their existirg/pical communities together online so that they
can use them as a core of dedicated fans for@héime community.

7.1.4 Customer Engagement

7.1.4.1 Relationship based on Transparency and Dajue
One of the main social media characteristics is-tmey dialogue based on customers’ participation
in the conversation. The academic literature withe field of social media stresses the importance
of dialogue: “In the era of the social web, bramgisithe dialogue you have with your customers
and potential customers” Weber (2009). Academicgicue stating that dialogue and direct
engagement creates meaningful and loyal relatiprestdl in doing so, the brand becomes stronger.
This leads to the belief that social media paga® \particularly good for companies to interact
with their consumers in a new and differardy in order to strengthen a brand position.

Academics continue stating that dialogue and deagagement creates meaningful and loyal
relationships, and in doing so, the brand becorireager. This leads to the belief that social raedi
pages were particularly good for companies to atiewith their consumers in a new and different

way in order to strengthen a brand position.

Our study demonstrated that company’s weakestasidmcial media branding strategy was to
enter into direct dialogue with their communityaBds like Nokia chose to assign community
leaders and brand influencers and allow them tagagvith community members. Nescafe was
an exception and was willing to participate in dirdialogue with their fans, which created a
vibrant and friendly environment. Burberry did mairticipate in dialogue with their community at
all. Benetton, ECCO and Georg Jensen were tryimggage in direct conversation with their
audience on Facebook, though communication styda@emner were very similar to each other.
According to the IMP score companies have scoriédrdntly independently of whether they

have engaged in conversations or not. This mightate that different brand communities’
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members have different needs and expectationsthierbrand. Well-established and older
communities can operate independently without tiveand participation. It might be enough that
a brand provides meeting platform for people alaty assigning some insight experts and

influencers.

Observations revealed that global brands NokiaBarrderry were using content as
communication form through which people could iatér Nokia have a large number of
dedicated and loyal communities based on physaraheunities. These people are engaging in
the digital space, having long and deep discussibost the brand and the products, giving
various advice and feedback to the company withoett brand’s participation in the dialogue.
International brands were building their fan comitias for years, therefore these conversations
transferred from real life onto computer mediatedi®nment do not required constant brand
participation in all social media channels, | isgible to focus on one channel, Nokia has chosen
to communicate directly via it's own blogs, andhis way engage in a form of dialogue with the

community in order to sustain the longevity of taommunity.

In order for businesses to be able to create a @gemptrusting relationship with consumers using
social media communication channels it is an esslectindition that they renounce total control
over their brand and instead actively participateconversations with consumeBefgsli M.

2010). Even though academics argue that the dialogue lwagethunication is necessary in order
to strengthen a brand position on social media,dbpends of the companies understanding of the
brand position and willingness to maintain contreér the brand. Influential companies like
Burberry and Nokia have large community basesusirgy social media to brand the content and
providing platform for people to meet on social@aather than giving a service support.
Therefore if companies support the view that briaridfluenced by individual personality and do
not have a fixed identity, these companies mighéptthat consumers will take ownership over
the brand to a certain extend. So they might ne¢ Isaich a need to engage into dialogue with

consumers in order to build a relationship.

However, if community is a newly formed like ECCQ@sd Georg Jensen'’s in the branding
context it means that along with providing brandedtent and creating unique brand persona,
companies have to participate in the conversataoisconstantly interact with audience in order

to control conversations and to shape brand intagensumer minds.
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Besides having a direct dialogue with consumeis,ihportant to build a trusting and deep
relationship in order to give to community membefgeling of belonging, as well as to preserve
their affiliation. It is possible for brands to iménce the strength of the community by, for
example, designing experiences to bond communitylnees together.

7.1.4.2 Trust and Honesty
In order to support the brand community, compahas to take different approach opposite and
counter-intuitive to that used on press media. @uas media peer to peer communication is
based on what the brand has done instead of whirédmd says. People trust friends and are
looking for recommendations form inside their netivoycle. As long as brand will be trusted,
people will be accepting influence and authoritynaag from the brand. In branding context open
conversations means increase in transparency amangess and consumer. Therefore
companies have to create and nurturing trustedrandparent relationships through open and
active participation in the community. Without tsparency and open interaction from both sides
brands will not be able to build a loyal relatioipstvith their audience, which lead to a weaker

influence power over consumer decisions.

Academics advise brands to build honesty, trustdaaldgue with audience on social media
space, because it increases loyalty to the brahdjwwill give a competitive advantage and
finally will lead to the consideration to buy a drat.

After researching brands’ strategies on social meai have found that for mass markets it is
more important to build a strong brand by sendirgrasistent and coherent message with a
created authentic brand persona based on reglrbjects than focusing on building honest and
open conversations. Companies operating in smaketsor wanting to build small and vibrant
brand community like ECCO and Georg Jensen hatbwe taore engaging and participate in
conversation, be more honest and more receptigertomunity's needs in order to build trust and
relationship with audience than brands that haverglarge number of followers. It is assumed
that trust is a crucial factor in building a strae¢ptionship between community and the brand, but
this can be done in many other ways than havingeatddialogue. For example it is necessary for
the company to follow trough on announced planplax when these have to be changed and
advise when they are cancelled. Such basic manageheonsumer's expectations from the

brand can build a sense of trust based on rekphbifid predictability
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7.2 Implications

We have analysed six international brands as astadg for examples of the best practices on

social media branding using Netnographical researetnods.

According to the results obtained in this thesmnpanies can create successful brand strategy
online by establishing an infrastructure where fere base can gather and discuss freely. Engage
in dialogue with the fans, build trust and bondhwihe fan base as well as encourage them in
spreading word of the brand. Keep the social brapdifforts concentrated and build on the
experiences, learn from mistakes and avoid ovetraking the dialogue around the brand. Create
high quality content and focus on delivering regulpdates that are relevant to the target
audience. Remember that placing a product catalogusocial media does engage consumers,

focus on experiences and value based communidationg run.

8. CONCLUSION

8.1 Lessons Learned

On social media the position of the brand has cednBrand does not have a fixed identity as is
postulated in the traditional branding theoriesci&ianedia enables people to engage with the
brand, interact with the company and other comngungmbers, to generate own content, share
personal experiences about the brand and to gevbramd meaning based on each individual's

values.

Social identity theory says that people have a neédentify themselves within a brand
community, by adopting the brand image, creatirgevéor the brand, categorising themselves by
associating with a certain brand personality triaitsrder to express their own personality.
Consumers influence brand trough these small ictierss, and in doing so give new meanings to
the brand. The brand meaning should be symbioticcaherent. This is a challenge since it
becomes individual for each person, coming fromcthapany's branding efforts and from the

brand community's efforts, together with the indual's own perception of these messages.

In traditional marketing the brand was the domireand fundamental part of the communication

strategy. When it comes to branding on social mealisiness is no longer in control of what is
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said about their brand. People have power not tontgspond to the content published by the
companies, but also to create content themselwelat way social media disrupt the hierarchy of
authority and shift the balance of power from bassto consumers and thereby influence brand
meaning varies according to each individual's ustdeding and values. It is no longer a shared
experience in the sense that each person has agueumstory of and relationship with the brand,

as opposed to a shared and brand controlled erperighen using mass media.

Brand community through user generated content ingjigie a different meaning to the brand.
This meaning can work positively on the brand agateely. So how much companies are willing
to democratise the brand and to give control avdgpdo the consumers depends on how open
and engaged the brand wishes to be with its auelidtis very important to find the most loyal
and engaged consumers who would be brand ambassaubwill influence and control brand

image in the community in a positive fashion.

From the theoretical and practical research antysisas a part of the thesis research we have
developed the conceptual model of the brandingecgtbest practices in building social media
branding. Based on investigation the model stdaistiranding on social media is dynamic and is
ongoing process where engaged consumers withim lm@mmunity affects brand generated
content as well brand meaning by creating ownerardnd having a dialogue about the brand.
Brand meaning is affected by micro interactiongrifrionsumers’ side as long as there is

engagement with the brand.

A strong and sustainable community requires manigoirom a company’s side. First of all, the
communities which are build on physical projectsn@etings have a stronger attachment to the
brand and to other community members. Shared eeqpEss, knowledge gives a stronger sense of
responsibility for the community, builds sharedittisns and gives a feeling of belongings in the

group, which is fundamental for having a sustaieaammunity.

Social media is forcing companies not find new waysiarket their product, but to engage and
connect with consumers, the point of contact betviee brand and the consumer is content,
which should transfer values from the brand, aadgthem into everyday language and situations

that consumers can understand and relate to.
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Communities which are built around quality contedtirectly create various associations about

the brand in consumers' minds. Consistency of déinencunicated values on line and offline
strengthen the brand persona and helps more easdgnise these values, and to understand the
benefits these values are binging to consumers. féshion the brand becomes easier to associate

with it on a personal and emotional level.

Companies need to build a digital infrastructunegeople to be able to gather around a brand and
form a community. Also it is necessary to focud Amit themselves with regard to the number
of social media networks that the brand will engagé in order to maintain cohesion and unity

of purpose in branding strategy.

The small millstones and dynamic implementatiosaifial media branding campaigns is more
preferable than full scale development this apgrdadlds on experience and slowly grows the
number of community members who start out as a@bvery loyal and engaged consumers
which then spread the community's reach and infle¢a less commuted consumers, and in doing

so create a living thriving community.

The nature of social media is forcing companiesamy to engage with customers via digital
media, but encouraging them to think about variwsags how they can influence customers to
talk positively about their brand. Because theress of community lies in the most dedicated
and loyal fans base, who generated own conterg,rfaad to get in touch not with the product
features, but with the values associated with thdyrct. These values are communicated through
content generated by the brand, online as welffasey and the associations the brand creates
trough these direct and indirect messages arepnetexd by the fan base.

It is very important to build trust between theritaand the consumer rather than to have open
dialogue. Trusts leads to loyalty and brand affdia. Social media is about engagement,
participation but it is mostly about building adtung relationship instead of just having a dial®gu

and constant conversations.

The most important factor to build brand commusii®to connect interested consumers and to
generate ongoing dialogue amongst consumers ridtdebetween company and consumer. Self
Identity Theory states that people want to be @mmunity and have a need of each other's

affiliation, engaged consumers become brand adesctiese Peer to Peer recommendations are
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valuable and influential factors when people maéeisions or come to adopt a value as their own

“the spread of ideas depends on the variety of leebat hold them” (Giles Jim, 2012).

8.2 Assessment of Methodology and Social Media Brdimg

Netnographic research method was very helpfuludysbrand in its natural context in a detailed,
unobtrusive way, not tied with any pre-conceptualridaries and limits. This multi paradigm
methodology allowed for the analysis and intergreteof data via abstraction, visualization and
guantitative methods, which helped to reveal con@@gonstructs of communicated brand values
and their patterns taken from individual social raezhannels as well as the whole landscape of
social branding activities brands engage in. Ththotehelped to understand, structure, single out,
de-construct, analyse and generalize the concaptaréefacts in the environment, both on
different individual social media as well as toldwn overall model of the different dimensions

of branding such as brand image, persona, valuks@on, and how they interact in the social

media space with consumer's behaviour and expecsati

A drawback of this methodology is that it placdseavy emphasis on the researcher's point of
view, this free style interpretation might be irghced by researchers personality biases opinions
and experiences, the researcher may not be takipgegsions objectively. Furthermore,
audiovisual impressions were one of the data fammsh were most helpful in reveal the whole
impression of the brand persona and brand envirahoredigital space. Senses such as feelings,
audio and visual impressions are inherently difficm describe using only textual manner. By
becoming involved in the environment, the researatfiences the environment, calling

observer effect (Observer effect-Wikipedia).

Social media is static and changing as we spe&k®eledge produced during research might be

inaccurate and out of date.

The drawback of social media branding is the ditty of measuring the effect of branding
activities on a profit/loss basis, as well as & laiccontrol over the results. Companies might have
to invest a lot of time, resources and effort i@ating content and managing communities without
knowing how much value these activities have crkatel how many sales it have generated. As
an example, Burberry has been building their bissinlerough digitally integrated platforms and
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channels; it has taken them 5 years. For Burb@tiyabmicro sites secured 1,000,000 fans and a

10% increase in same-store sales (Barnraisers)2010

In general companies should avoid mistakes of lmgldverything at once on social media and
having big ambitious rather focusing on incremesteadtegies and extensive KPI tracking. This
approach can enable the company to access thetiwifpaty particular activity, as well as to be
able to recognize when and in what way the sitnasahanging. Having measurable and reliable
KPIs could allow companies to react to changingasion in a more responsive and fluid manner.

8.3 Concluding Remarks

We have created a Social Branding Evaluation Cdnoeglel in Section 6.3Fvaluation of the
Brands' Strategy for Social Mediaind in Section 6.4Brand Evaluation Modél

Moreover, we have created a conceptual model oBthad Cycle on Social Media, focusing on
the most influential concepts. This is describe8éation 7.1Branding Cycle of Social Media
and its Players

A summary of knowledge gained throughout the thissssimmarized in section 8.1 from the
theoretical concepts validated and refuted by fiekkarch to the results and conclusions of the

Analysis and Discussion of the findings.

Outputs of the research are presented again imo8ettl and under Section 8.ll&'ssons

Learned”
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Appendix

Appendix I: Interview Summary

Date Company Person’s Position Interview form
name
11/06/2012 Georg Jensen Christophe Global Semi structures personal
A/S Lephilibert Marketing & PR | interview
Director
14/06/2012 ECCO Shoes| Grimur Social Media Semi structured phone
Fjelsdted Manager- interview
Interactive
Marketing
12/06/2012 Benetton Francesco Brand and Semistructuregohone
Reffo Communication | interview
Director
Email sent on: | Burberry Catherine Head of Partner| Written form
6/4/2012 Schelander Communications
Email sent on: | Nescafe NA
07/04/2012
Email sent on: | Nokia NA
12/04/2012

Appendix Il: Supportive Analysis-Social Media Analytics

Social media analytical tools were used to lookpgeat different brands' Facebook pages. The
amount of fans, volume of content and degree ochgegient was examined from May, 2012

i | Brand Name
Facebook Analytics Total
@ Brand Name
Comment

Nokia | Brand Name

Like
@ Brand Name
Share

Nescafe

Georg Jensen

Ecco

Burberry

Brand Name

Benetton

0 1000 2000 3000 4000 5000 6000
Counts

Table A. Facebook Likes Countet

3 http://labs.met.cz/#fbfanscounter
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Brand Names 1 2 3

Benetton Likes Share Comments
Burberry Share | Comments Like

Ecco Share | Comments Like

Georg Jensen Share | Comments | Likes
Nescafe Likes Share Comments
Nokia Share | Like Comments

Table B.

This graph’s charts specify fan’s different actestfor given brands on Facebook pages based on

number ofcomments, likes and shares.

Appendix Ill: Burberry

British attitude
At of Trencn f
Experiences | Web page
Acaustie \ | Heritage
I
| Craftmanship
[plabllll S
||
Collectionion campaigns. | :
Musicians | f
s siens | YoUTube | -
Runway shoss, events | I/ T
7f— . [
Up to date news | \ I
" N\ I
— \\ |.‘ [
| Media channels I
A [ Luxury
Coledioncres —/ \ [
) fl V. T !/ Young and modern
Acoustie - /1 _#Burberry "156 years old brand with British attitude” > Values )/
TTe— T __ Innovative
Acaustic | ..\
—— Twitter / | *_ High tech
Callection I —
G+/ |
Business adds B Linkedin
Advancedtech

Comunicates via-gh)

|
‘\

Phows /||
M
Videos | | |
Acoustic _"l‘,

|
Il
Created experiences with high tech | |
e =/
|

Famous faces |

Innavative adds - bluring physical and digitl dimension

message |

\_ Images with product and feshion campaigs

90



Burberry is British luxury fashion brand manufaatgrclothing, fragrance and fashion
accessories. Brand is known for tartan patternfanids iconic trench coat, which was invented
by founder Thomas Burberry. The company was estaddi at 1856 and have a profound heritage.
Burberry’s development of the trench coat at the tf the last century rewrote the history of
outerwear, when an article of clothing that wadgtesd as practical military gear became an
enduring icon of fashion and earned Burberry twgdR®Varrants as weather proffers to both her
Majesty of the Queen and the Prince of Wales.
Their iconic image- of tartan pattern, trench caat] Prorsum horse logis well recognized
globally.
Brand is a symbol of both luxury and durability.the past company’s images lied as a classic,
middle aged elegant and luxury brand. Today Buybepositioned between a cutting edge fashion
and classic with an emphasis on a British eliti@mbined with independent and relaxed
confidence lifestyle.
Burberry started to incorporated technology andtaligpols in their promotion strategy. SM
channels are used for life streaming to reach tbadaudience and to be able to connect
consumers all over the world by sharing experig¢ngether with Burberry brand.
Extra ordinary, innovative digital advertising gaagns were made with a help of advanced
technology:
* Global 3D broadcasting of the 2010 London Fashieekagave a huge exposure globally
» For Fashion show in Beijing the immersive expergsrhologram runway were appearing
and creating impressive show. This multi sensopeernce blurs the physical and digital
dimensions together.
* For the flag shop opening evahfeather Arrives in Taipea multi sensory experience
was created with 360 degrees film together with hifusic performance and digitally
rainy and cloudy weather imitation.

Interactive Home page
Digitalised Burberry’'s home page is known as Bunp&vorld. Through dynamic audiovisuals
content the Burberry brand, allowing customers gligtfor the first time to be entertained, engaged
connected with all brand aspects, from heritagejusic and video, to the full product offers.
* Product catalogueand online promotional campaigns are 3D. An Onieature with a
click of the mouse, customer can move models aodyat and changed angels in various
positions to get closer with products.
* Art of Trench -mini social networking site focusing on the sigmatitem —Trench coat.
* Bespokeallows customers to create own personalised treoah
e Burberry Acoustic is videos from sponsored young British musicians

According to the company the brand is defined by:

Britishness, Authentic outerwealheritage, Historic icons: therench coat trademark check and
Prorsum knight logo, Democratic luxury positioning,Innovation and Intuition.

On Burberry web page, their culture is distingucsbg:

1. Core values: to protect, explore and inspire

2. Democratic and meritocratic ethos

3. Collaboration and connectedness

4. Contribution to its communities, including throutjie Burberry Foundation

4Wikipedia
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Art of the Trench

“This webpage is dedicated to celebrate the timalessess of the Burberry trench coat and
establish a presence in the mobile timeThe page was created with an aim to drive intesakes

by engaging technology savvy consumers.

The web page shows pictures collage people we&umgerry clothes. The project is made with
collaboration between Burberry and world’s leadimgge makers to invite fans around the glob to
submit image of themselves or others wearing Buytieench coat and to reflect personal style.
Images could be sorted by giving selections: PajiylaGender, Styling, Colour Weather,
Collaboration with professionals or fans submits.

Web pages build a strong image and invites fafetmvolved and experience the brand by posting
images on the wall. In order to be able to uploatupes, fans have to sign via FB.

Acoustic music playing on web page supports imdg8utishenss”.

Another component to create a stronger brand imalgieh would associate with Burberry trench
coat, is weather. Trench coat is wear during raivigdy days just like we would image British
weather, therefore one of the selection choicegiaen weather (bright, cloudy, wet).

In all SM channels Burberry presents themselvedi@ttp as a brand with heritage and British
attitude. Though under it there are more messagdseBy sends to customers: British, young,
free, modern, craftsmanship and luxury.

Values: Brithish, confidence, elite, modern, stylis
Exposure: Web page, but fans can share on FB, Twét and Pinterest

Bespoken

Intro movie is shown before customer can pres$tiimn to begin customising her/his trench coat.
Movie is very iconic, showing nature of Britain (K, tailoring trench coat with handcraft and
attention. The movie captures logo and attributdduoberry product.

Moreover, customers can experience a luxury skmgpwhere can create and order a unique
customised trench coat for him/her self on line.

Even though not everybody can afford to purchasegtbduct, however to experience luxury
online brand shopping can everyone. In this waybBuy became more accessible and more
approachable to their audience without loosingseirese of being a luxury brand and giving an
exclusive experience.

Exposure: Fans can share on FB, Twitter their own customisstth coat.

Burberry Acoustic

The Burberry Acoustic Project is created to supparerging young British musicians. The music
videos, which are very natural, with toned dowrocelare shouted outside of the studio, in parks,
seashore, some of the streets of England, evemsicrans’ courtyards in away to expose Britain
where Burberry brand comes from. With a Londorslifée image and relaxed confidence singers
were performing British songs acoustically acconigadiby guitar or piano.

Burberry collaborating with young British musiciamslps to connect with the “Generation®Y”
while celebrating heritage and culture. Assocg@tiith young musicians, Burberry created that
music is a part of Burburry’s culture and image.
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Values: British culture, metropolitan lifestyle
Channels: YouTube, home page, Facebook, Twitter

Burberry uses technologic advanced tools to cre@digury brand image and opens itself to broad
audience globally without “cheapening” a brand.

Facebook

On Facebook Burberry introduces very shortButberry is 156 years old Brand with British
attitude” and the rest of brand image Burberry creates tlirangges and music.

Burberry mostly uses Facebook for introducing neliections, products, fashion campaigns and
sponsored British musicians videos and campaigtistivemn. Pictures and videos of British bands
are black and white, which gives an impressionsatadly stylish brand. It seems that company
leaves a space for fans to interpreter and crhatbriand image themselves only without getting
involved into conversations with Facebook fans.

Burberry’s focus is on product launch and promatj@howing innovations instead of
conversations with fans in verbal way. Conversatigo via images, music and ability to participate
virtually. Burberry uses its Facebook page mastlgromote its products as luxury, iconic and
British posting the videos, pictures and music. Aneof Trench website motivates fans to engage
with Burberry by upload picture of them wearing Beiry products without involving into direct
conversation. To do so, fans have to sign via RBbBrry by investing so much in SM, high tech
promotion and attracting young musicians as weheir promotional campaigns young famous
British faces sends a strong messages that tleeyoamng, energetic and up to date.

Values: iconic, fashion, luxury, music, relaxed andlassic
Exposure via: images and videos of products and migsbands
Twitter

Twitter is used for product promotion; this is ddneuploading pictures of famous people wearing
Burberry clothes, introducing new collections, \adef sponsored British bands and advertising
material.

Following: Burberry does not follow many people on Twitterlyoti37 compare with a number of
people, who follows them is over 1millhe companyfollows British Celebrities and British
Institutions like Economist and Financial Timesyélds, following Fashion and Style magazines
and fashion lovers

YouTube

On YouTube Burberry shows videos of: sponsored$ribands, Fashion shows videos, Events,
Fashion Campaigns and messages from Burberry eeggppamely Christopher Bailey (chief
creative Officer), who speaks about his inspiratmshows and event and what is going on around
the brand at the moment. Angela Ahrendts (CEOkascare her speaking about culture, values and
their relationship to its business strategies.
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This verbal communication and message send to tilel wtrengthen and explains who Burberry
is, promotes what do they do, and of course sandssage that they are approachable on SM-
speaking with audience.

High quality made videos content focus on theindremage, paying attention to meaningful details
that characterize their brand. In the intro of nep¥or a couple of seconds Burberry logo appears
or image of tailoring, or some place in London,amy other image related to working process
depends of the video category. Videos are accogtedBritish music to strengthen the impression
of the brand having a British attitude and fun.

Exposure: of creative work on promotion and shows.
Values: Luxury life style, trend, exclusive, fun, pung, craftsmanship British and iconic
Pinterest

Burberry has 10 boards on Pinterest with theiryped: campaign includes videos and pictures,
Magazines’ covers with Burberry products, CosmetBmsebrities wearing Burberry (actors and
models), Acoustic contains British bands videosaWer board included rainy and cloudy London
images, and Burberry Trench board celebrates ThefArrench images

G+

LinkedIn

Is used for attracting business professional bgiptabusiness related adds and for introducing
news showing Burberry’s achievement in usage oaaded technology.

Values: building a repudiation as technology advared luxury brand

Sum up

The classic Burberry brand went digitalised ancereewed the luxury experience by adapting to
the needs of new target market, who wants to baexiad and informed. By building interactive
web page, extra ordinary fully immersed fashiorvehand events when boundaries between
technologies, music, fashion and emotions merggether, Burberry formed an extraordinary,
holistic experience for a broad audience world willge associations to the Burberry brand is build
around the core values sua$ British elitism, Luxury, Iconic, Craftsmanship, Confident,

Young , Confident, Relaxed life stylevia British musicians, England’srainy weather, images of
London and strongconic brand identity.

Burberry use SM channels differently by leveragéagh channel’s strongest points to be able to
get closer to the brand, be able to engage nottbelgurrent consumer base, but also those who
aspire to buy the brands’ products without beinig & afford them. This help luxury brands to
build tremendous prestige among the affluent sebaSumers while creating great buzz among the
inspirational set.
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Appendix IV: Georg Jensen

values |

Communciate via

Home Page

Georg Jensen was a Danish silversmith who inveamtsampany more than 100years ago. Georg
Jensen brand represents quality craftsmanshipimetess aesthetic design, producing lifestyle
products from hollowware to watches, jewellery &odhe products and are very popular and well
know brand in Scandinavia.

Values are:Integrity, Authenticity and Danish design.“All resonating the Scandinavian values-
the simplicity of life, the Nordic light, cleane@tsr and fresh air -and all capsulated in the Georg
Jensen Vision, Mission and Valués”

Vision

“Georg Jensen’s vision is to offer the Scandinaldaxury Lifestyle universe to the design
conscious consumer and to claim the position asvibéd’s leading Scandinavian Luxury Lifestyle
Brand.”

Mission

“It is our mission toenthuse, surprise and inspiréé global, design conscious consumers through
our unique, timeless designs and tradition for hogfality and craftsmanship.”

The front web page works as online shopping catedoagth listed products without attaching a
story or news about product. Web page is uningpiil@J do not use web page for experience.

Through many years quite a number famous Danisigr&s were working and still work at Georg
Jensen-Arne Jacobsen. There is a section witldl Id#signers, short summary about them and
exhibition of their work created for GJ.
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Facebook

On Facebook the company introduces itself as 1@8-g%el DanisHuxury lifestyle brand, with a
heritage of unique design& craftsmanship rooted in silverware. GJ also talks about thesion,
mission and values.

Content of the posts could be divided into sevea#tgories: product advertising, product
placement and topics related to Denmark like Dawigh the film award in Canes,

Product advertising is done via people and viaga@snedia:

GJ uses famous and well known people from Denmaakogher countries who in some way are in
“touch” with GJ to endorse their brand. When agttdMembers of Royal family, singers, politicians
(Hilary Clinton) and TV personalities are invitemisit GJ shop in Copenhagen or New York to
promote brand, GJ receives big attention from pnesgia to influence consumers by famous
people purchase habits.

GJ uses product placement strategy by showing ptedu movies, singers wearing jewellery
during concerts or models and designers at fagdhows, decorating table with their silverware at
events. These situations are spotted by the comguashpointed out via SM channels.

GJ also showing off articles in Luxury life styleagazines (Deco, Elle UK, US, Vogue, Cover,
Bazaar, Mariage D'or HK, Brand TW, Prestige HK, Matlair TW, Harper's Bazaar AUS), where
their products are featured and promoted. ThendBigout these articles and shows to broader
audience on SM channels such as Facebook or Twitter

Prestigious fashion and life style magazines shihght on GJ’s items as being luxury, aesthetic
and impressive items. GJ Jensen promotes theiupt®dia endorsements. People such as actors,
designers, singers and members of Royal familiemskgciating with GJ lend it reputation as
exclusivity.

GJ’s content on Facbook is not inspiring usersotmment, because it is very one dimensional,
standard, without values and uncontroversial.

Values: Luxury, Royalty, Exclusive, Style and Aestetic

Exposure: product images, famous people and Luxurgtyle magazines

Twitter

On Twitter, GJ introduces itself & andinavian luxury lifestyle brand. Exclusive Danish design
including luxurious jewellery, silver watches anahie décor. On Twitter GJ content wise is similar
to Facebook. They following more people than aleyed themselves. There are no favourites
posted under that section. Generally GJ is notyhaagr of Twitter.

Following: GJ following fashion, style and shopping lovestyle magazines and their editors
around the world

YouTube/GJ Damask

GJ uses YouTube to place videos related to praghatevents happening around the product. So
far there are 4 official videos with product promat The impression about product from the
content is that it is sophisticated, aesthetic, @ladant.

GJ Copenhagen

There are two videos: one is posted two years egarding Red Cross Christmas campaign when
famous Danish people packing Christmas presenflisl®p, Copenhagen. Another video is with
unrecognised campaign posted three years ago,gquoeling for hours to the get in the shop.
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Sum up

To sum up GJ mostly builds a brand, craft its mgisgpin the traditional way by using vertical
mass media channels such as print, billboard, D¢igbmedia channels GJ expose their
achievements from traditional media on SM. On Sddedia the content of the posts mostly are
related to their products: linking to product pageblishing marketing content, promoting their
product.

They do not engage with their audience from a \&aperspective and generally fail to make a
lasting impression on their audience. GJ are ngsia opportunity to use social media’s strengths
in direct communication with fans consumers anaeiostakeholders to create a stronger brand
image, communicate their values and engage thdieace.

Relationships with: GJ communicates its values via: Exclusive Liféegfashion magazines,
having a good relationship with members of the Blatoyal Family, inviting famous Danish
artists and singers to participate to various Gdpaagns and in return GJ acknowledging
achievements of those artists. As well GJ partiepat Fashion shows and events as a company as
well, as promoting individual designers from theasmpany.

Values listed from GJ: Heritage, Craftsmanship, Superior Quality, Intggribnovative, Luxury,
Unique Design and Authentic

Values seen in their messagéuxury, Aesthetic, Exclusive and Stylish, Uniquesim

On SM channels, GJ values related to the prodwtt as Luxury, Design, Exclusive, and Stylish
was seen via post content. However, deeper vakieeatage, Craftsmanship, Integrity,
Innovation, as well as GJ mentioned on Facebodkille&r mission to surprise and inspire was not
communicated to their fans, admires and custorherking through the Georg Jensen campaigns
on social media this comes as impression thatahgany is still in the experimentation phase and
they still experiments, tries and simply has toedep better communication to manage their social
media presence.

Appendix V: ECCO Shoes
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Ecco shoes is Danish company was founded by innvevsithoemaker Karl Toosbuy in yearly
1960s. ECCO, a world leading brand of shoes comgisiyle and comfort, has built its success on
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uncompromising quality, innovative technology ahd tlesign philosophy, “the shoe must follow
the foot”. ECCO is the only major shoe manufacttweswn and manage every step of the
shoemaking process, and its employees are tholife behind its products, designing, developing,
producing, and taking responsibility for every dleta

ECCO products can be found in 4,000 branded sadadibns in over 90 countries, a growth fuelled
by ECCOQO'’s consistent aim of making the best shodlse world.

Ecco shoes from the beginning until today strivesitlke comfortable shoes and to beonstant
development by doing things better, faster and diéirently. This point of view was evolved into
the Ecco culture, an uncompromising determinatimh@mmitment to achieve goals and
objectives.

Values

Ecco believes that their strength laysliversity. Welcoming and encouraging diversity provides a
deepeunderstanding of the countries and culturesn which they operate. The company
developed strongorporate responsibility commitments through the number of stakeholders
including how Ecco behaves towards their employeasmunities, and the environment and
business partners.

Ecco shoes values stands ffesponsible, environment consciouotwear manufacture, whose
shoes are known for comfort, casual, craftsmanshgomade of high quality materials and leathers.
Ecco home page contains an amount of informatiautaimeir company, their working standards
and norms, about Ecco corporate responsibilityatidities such as Walkathon, Walk in Awards,
and sport ambassadors.

Sport Ambassadors

Golf Tournament
Ecco Company sponsors the Ecco Tour, which is &efsmnal Danish Satellite Golf tour.

Ladies Golf Tour

Sponsoring Athletes
Ecco has built a strong reputation as sport foatweaker in Denmark when sponsoring golf
players, athletes and inviting them to collabovaith Ecco in creating a perfect fit of shoe. Atlelet
participate into the development of a running stadered personally for them. Ecco produces an
image about their product as innovative, durabté @ofessional within a sport. The company
associating with sport people sends a messagealterae that they are sport wear manufacture and
if the shoe fit for Olympians is definitely are &ble for non professionals.
Sport is so important value for Ecco to be recoghias Sport Wear Company that placed Golf
news and adherents from athletes at the same caartire company’s corporate and product news.

Charity programs

Walkathon- Walk for money
This event occurs once a year in different cieBénmark, Poland and other countries. Ecco
invites all community to participate in a charitypogram in taking a social responsibility. For the
each km a person walks, Ecco donates money toaelersen projects for various good causes.
Ecco works towards strengthening their corporagpaasibility values, not only within the
company’s wall, but showing their responsibilitysiarrounding and working in the areas, where
Ecco can make a difference, striving to makestier placgor others. That is why Ecco activating
their own employees to participate in Walkathoworganising the event and walking together with
communities/ consumers.
This event, together with another Walk in Stylerdyes well received by Royal family, who
compliments the initiative created by Ecco andmatiteg as guests, highlighting the value of
ECCO'’s contribution to society and culture.
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Excellency Alexandra Christina, Countless of Frédsorg:
“Participating in Walkathon is great, you can supg@o many good causes in one go: the fact that
you can support so many charities at once witmtloeey that's donated with km you walk, the fact
that you can be together with your family, the theit you can teach your children about charity at
the very young age and the fact that you can dSunday together with the family to see the city
from different point of view®

Walk in Style
Ecco created a prize of certain amount of moneyntard remarkable women, who inspires by her
example to help other women lead more comfortabés| The winner donates the prize to charity
of her choice. Walk in Style is another event wHeceo advance their corporate responsibility
values.
This event occurs together with Copenhagen Fashieek opening, where a lot of publicity from
media occurs and the attention of fashion lovingpteis gathered.
Participating in Fashion show Ecco sends the mese they are not only sport and casual wear
manufacture, but also Ecco shows to audience lilegtdre a part of the fashion industry and
interested in new trends. Honouring people, whe gineart to the charity causes, the company
makes a positive impact on the communities theyagrart of and show to audience, who are
interested in new trends and fashion that Ecco tfaéie corporate social responsibility pledges
seriously and are deeply engaged with it.
Values: Good cause, corporate responsibility, “cobland sporty
Channels: Facebook, YouTube, Flickr

Facebook

Ecco Shoes has several official Facebook pagesf@naht countries operated by locals.

Taking a look at Ecco Shoes Facebook page followhirgies could be identified: Product display,
Themes related to Danish culture, Ecco Sport Andziss, Topics taken from other Ecco official
blogs, Fan posts and Other.

Ecco on Facebook mostly focuses on the producidpfaying product, or campaign posters. Some
interesting posts are related to Denmark, like mugleo, promotion of national philharmonic
orchestra playing in Copenhagen metro, or the ctitigecreated in collaboration with Visit
Denmark.

Ecco main Facebook page shares information froraratfiicial ECCO Facebook pages US,
Slovakia, Poland. These pages have their own @gtitund ideas what to post to local fans. From US
Ecco takes an image as shoes are trendy, fasheéaatllcosmopolitan brand. From Poland and
Slovakia Facebook page, topics are taken relateddd wear brand image. Otherwise content is
not deep and Ecco do not use the full potentiaheir Facebook page.

Listing through the Ecco pictures, found the albfBoandinavian Outdoor Academy where Ecco
was host for the adventures trip hiking in Norw@ponsoring this organization, which stands for
adventure, freedom in the nature and exploratiecopEupports their brand values as well relates
their product line “Explore” with these people.

Values: good cause, sport, adventure, product camfgm, Scandinavian seasons, outdoors
wear.

Twitter

On this channel Ecco shoes introduces with thegasi: ‘it all starts with the FOOT!”

The content of messages is identical to Facebook.

8 Interview from Youtube
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Following: This could be divided into categories: sportlfdtness, music, shoe retailers,
Marketing, PR, SM people, foot specialists’ paegdiatns, chiropodist and the smallest group is
people interested in fashion.

On a Twitter Ecco posted under the “Recent Imagestion, pictures from fashion shows and their
new collection of bags. Under “Favourite” fans gokvarious phrases about or related to shoe
“heels". Shoes with heels are associates with elggavening wear.

On Twitter Ecco on one hand focuses on their vaillmesigh their twit content and following
people, Ecco creates the impression that theyarndartable, sport footwear retailer. On the other
hand Ecco gives the impression that they operatamfiashion industry, this impression is created
from images and favourite section.

Values: Fashionable, trendy footwear vs. fithesspsrt foot wear and Golf

YouTube

From Ecco home page there is a link to YouTube fiag® Sko and ECCO Marketing.

Content, subscribers and video number wise botegare similar. There are three main topics of
video: Product commercials, Visit Denmark movied &ports and Charity Events. Other topics
include Bloggers content and competitions.

Product is advertised in the nature or the city within ffeenes of casual and relaxed concepts.
Introduction about product, how is made, what tedbgy is used and so on.

Visit Denmark: Short movies promoting Denmark as holiday dettina

Sport: In the posted movies Ecco claims, that sporttient means FREEDOM. There are quite a
number of videos from Denmark’s Ultra runners ghgtheir experience in what they do, though it
more looks like discipline, love for sport rathkah freedom.

Charities: One interesting video regarding the event-WalktileS This video tells a story about
the award statute- shoe made from glass by Daniisi. a

Other: There are few videos Chief Designer and from Boeiting students of interior design to
participate into competition “360 Degree Challend®10 in order to win an opportunity to define
Ecco future in terms of store design. In their mmgssthey do talk more about importance of
retailers and Ecco being commercial brand, howeiiere is no message about brand personality
itself.

There is a web page dedicated to this competitibinch ended January 2011. With this
competition Ecco initiated a new relationship withung creative community in Denmark.
However, there are no updates about the progrestharwinner of 360 degree challenge. The
impression got that it was an attempt from Ecce sidattract new group of people-young and
creative, which could extend/influence Ecco brapeisonality.

There are two videos with the name “bloggers”. \didbows girls preparing to catwalk and nothing
else is explained. It might have been an attemptdate a relationship with bloggers and the
company.

Values: running sport, relaxed, nature, holidaysDenmark, good cause and a lot of product
features

Flickr

There are three albums at Flickr from Ecédalkathon: This illustrates people enjoying activity by
walking together as large community; especiallygegare focused on children participating in the
event.Triathlon : tough people, stamina, being in natik&lk in Style: pictures from Copenhagen
Fashion Week with stylish fashion show and the Wal&tyle award ceremony, where the Crown
Princess of Denmark presented the award. Theralsoeictures about the process of creating the
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glass statue awartlarious: One of the three set of pictures are from an auwveus trip done by
Team Sherpa. This team consist of free spirit pedping boot camping, mountain climbing and
hiking and later on sharing their experience, iiptheir own blog. Looking from the marketing

point of view this group has a potential to be Eqmersona” with whom Ecco could associate and
create a deeper and more meaningful content arihveniokrand and to capture Ecco admires interest
on Social Media.

This team is sponsored by Ecco and they have oeg lils again the concept related to Ecco
“Explore” footwear category. However, this activisyquite old, from 2008.

Values: sport, joy, stamina, extreme adventure, fredom, fashion, innovative, good cause,
community.

Pinterest
This social media channel is used to display prodatalogue.

To sum up

Ecco has many activities, and they communicatedivesrsity in their online media presence.
Corporate values are strongly emphasized in tleeimeunications, and they use this
communication channels to relate their values éar thctivities.

Specially relevant examples are their sponsorshalkathon, in which Ecco employees are
encouraged to participate, as well as membersegbtiblic. This initiative enables Ecco to
contribute to society on many levels. On one |glrey are bringing people with similar values and
interests together in a physical event. On andéwal they are empowering people to contribute
towards good causes. On a third level Ecco dematasttheir corporate values of sportiness and
commitment to social responsible behaviour.

Three main topics of focus from a marketing poiintiew are the Sport message, the Fashion
message, and the Explorer message.

The first, Sport, focuses on communicating Eccaarogment to making quality sportsweatr, this is
done by associating with Athletes in many sporsgigiines such as running triathlon and golf. This
is a focused and well delivered message that isistamt across channels and individual
communications on the various media.

The second message is Fashion. Here Ecco assagititdbe Copenhagen Fashion Week,
influential bloggers from the fashion industry, gsrdmoting competitions in relation to their
corporate style. This message is diluted in th@ment. There seems to be a lack of focus and a
fragmented message. There should be a clearer geessa

The third message is Explorer. This message asssdt@co with more adventurous lifestyle, for
example, Exploration Expeditions, Mountain Climhiagd other extreme sports. This message is
communicated trough sponsorship of expeditionsyiddal sports people and teams. However
Ecco has not placed much content relating to tl@ssage, restricting themselves to a few entries
on social media and a few photos. Much more coalddne to push this message out to fans trough
social media. More follow through is necessaryhis airea, however the focus seems to be
accurate.

Some suggestions for improvement to be consideredraating multiple online personas, each
focussing on one message. Taking advantage of &£gedical integration, strong values and
position as a global player in the sportswear nmtarkeommunicate these messages both physically
and electronically by integrating their shop desagid experience with their online presence, and
meshing these with real people and events thabiess can relate to.
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Appendix VI: NESCAFE

White letters in the Red background M,
Red Mug Brand Identity

Cofee | \ Friendshi
= = | Facebook y s

_Emmotions | | |
_Joy of Life

Music-Jazz, Indie | | I

[ | _Images.
Values fl . - - Message

Coffe Fan videos -z _Conversation

| [\
_Creative I\ & _Coffe ‘fk::\

——————. Coffe vidoes .a. | | II ) i %
CArtpninter o | Channels |\ i
| A | e
l

Strest sport N 1| | . Responsible |
... . Eventvidoes | YouTube | —_

‘ uEnvisnmental] /

\ | k Coffe farmers 42—
_Aftention | Commercial o \_People |
Plgasure f | ) Coffe lovers
Feeling .
Music / | _________
iid [
Red Mug
k White Letters | Brand ldentity Flickr i
Coffee ==

Twitter < |

Coffe lovers |

Nescafe is internationally well known name of iméteoffee, owned by Nestle Company,
Switzerland. Nescafe has their markets worldwide

“Here at NESCAFE we believe theressmething speciain our little everyday momentstom that
first wonderful sip of hot, milky coffee in the mioig to those ten stolen minutes of me-time with a
latte in the afternoon?

The background of the front page in deep red ig gatchy and recognisable. In this red
background, Nescafe places a picture with womemba cup of black coffee. The selling
proposition in this picture tells that coffee offeralm relaxation and pleasurable moment.

On the left side of the page there is drawing itevtwo people drinking coffee. The visual
drawing gives impression that coffee offers a tiice with the best friend while chatting and
enjoying the moment.

The third object which Nescafe point out at thanfrpage is their values to be responsible coffee
producers from the farming, production towards oesjble consumption.

Facebook

Nescafe introduces itself to fans as soluble cdéfeed, whichrings together coffedovers and
fans from around the world to discuss topretevant to the brand

Mission

“We hope Facebook page will give yodum way to exploreandexpress your lovef coffee.

We've also hand-picked some NESCAFE aficionadbsliplook after the page for you. So, do post
your thoughts anéteep us entertained/Ne look forward to being part of a very rich atiderse

coffee loving community. ”

Nescafe expectations from Facebook fan is expraagbeir Mission statement and further more
explained in details under thelbuse Rules

So Nescafe strives to create clean dialogue aeglaet to the brand, productive conversation and
friendliness.
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Coffee is associated with the fun, nice time chgtwith people while enjoying cup of coffee.
Conversation is a part of “coffee” experience amdNescafe is important to have people talking
and being nice to each other. Conversations cgoobéve or negative and from the Nescafe
statements is clear, Nescafe Facebook page iedramahave friendly chats related to the brand, to
show respect to each other, to avoid defamatotiyibg and harassing posts.

Through Facebook page, Nescafe visualised thenddraage via brand identity aspects such as
Nescafe logo written in white letter to contrast #harp red background. The sharp red mug with
Nescafe logo is the symbol of company, is signifieaye catcher and this mug is exposed very
often in Nescafe posts.

As Nescafe promised in their mission statemenptsts are funny, superficial and entertaining
related to the coffee with expressed strong Nedwaiied attribute.

Values coffee, fun, people having good time drinkingfeef strong logo recognition.

Exposure: overall page design, images with brand identipeass.

YouTube

Nescafe delivers the same design as in the preBoaml media pages-white letter s in the red
background.

There are five categories of videos on YouTube Bifiess Worldwide Channel:

Fan videosa play list a tribute from Nescafe to their fanbo took their time to create Nescafe
videos. This group of people should be the read,famo are creative, active and engaging with
Nescafe brand.

Coffee videos creative art made of coffee.

Event videoscontain trailers and footage from different eveartsund the world. The theme in this
footage is about street sport, carting beach, pedph ideas, friendship, and concert.
Commercials arecollection of 70 commercials from past at preser &tom all over the world.
People are in the centre of attention in the coffamercials. The ads convey emotions, feeling of
relaxation and calmness, affiliation and love.

Twitter
The world's leading soluble coffee brand, Nescafbringing together coffee lovers from around
the world!

Following: coffee lovers, coffee magazines

Flickr
Images with Nescafe mug, Nescafe coffee, packddeof
Values: strong visual brand identity

Orkut

Is a very popular social media similar to Facebao#f Myspace where users can share links,
comment, upload pictures and so on, it is espgdialloured in Brazil and Indt& The content on
this SM is identical to that of other SM channels.

To Sump Up

Nescafe’s Social Media strategy has clear objestiggarding what they are doing, what they are
planning and what they expect from fans and adsiirer

Nescafe have not created deep and profound cowotetite contrary, they are straight forward with
their message to increase number of fans, focusingeating positive content about coffee, coffee,

10 hitp://www.appappeal.com/the-most-popular-app-memtry/social-networking/
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coffee and nothing else. Fans can find informasibaut the brand's history values and beliefs on
the Nescafe home page.

Nescafe on Facebook, Twitter, YouTube and Flicle daatandard design aligned with their home
page and corporate branding and design. The bi@andanicates its values through the brand
identity such as name, logo, sign, symbol etc. Mg background with white letters appears not
only in each SM channels' design, but also in treent of the messages posted.

Appendix VII: NOKIA
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Nokia is a multinational communication corporatigith headquarters in Finland. They make a
wide range of mobile devices with services andvgarfe that enable people to experience music,
navigation, video, television, imaging, games, bess mobility and more.

The largest mobile phone manufacture faces a asgdi last year, 2011. Brand Ranking fell from
8" place to 141

Mission

“Nokia is Connecting People. The goal is to builéa@ mobile products that enable billions of
people worldwide to enjoy more of what life hasffer. Nokia is like ahuman, like a trusted
friend, what Nokia stand for in sense of brand personality.

Nokia’s brand personality is trust, dependabilityderstanding and creative'?

Community and Networks Building Channels:
Blog “Nokia Conversation”
This is the official blog created by Nokia for Nalg technology savvy consumerghis site tells

compelling stories about the globalltures, technologyand people sharing mobiienovation.
The blog invites people to have conversation, controe the stories, and share it with other people

M http://www.interbrand.com/en/best-global-brandsthgobal-brands-2008/best-global-brands-2011.aspx
12 \www.nokia.com
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and tell to Nokia their ideas, opinions or comp$aifhis community is Nokia fans, who have
interest in their products to read, to know more emtake time to participate into conversations.

From the company point of view this blog enablegidd®o be open and honest to this community
in order to gain their trusts and willingness targhcomments or ideas regarding relevant topics.

Values: technology and innovation
Focus on: open, human, conversation with fans aneéthnology
Shared on: Facebook, Twitter and LinkedIn

Blog “Nokia Connects”
This blog created by Nokia and it’s friends. Ingite global community to join and to read the
latest news and reviews and very best of whatppéraing across vertical concepts like creativity,
innovation and technology. Behind the publishedeoiare standing people, who creative in
artistic way, which creates innovations, who havengerest in how technology works and showing
it off to other people. News are very entertainwgh deep content, educational, showing about
other people interests, activities, their inventioreativity and experiences make this blog very
appealing.

Comparing this blog to the previously mentioned, §hkia Connects” is more dedicated to the
broader audience and has more focus on peopleiti@sti and innovations. While “Nokia
Conversation” has more focus on delivering newsagdting knowledge about technology itself.

Profound content of the blog, encouraging peopletoment, express their opinion and engage
into conversation.

The “Nokia Connect” blog can be followed on Twitter

Shared on: Pinterest, Facebook, Tweet, G+

Facebook

On this page Nokia introduces itself with focustba people, who wants to reach out for each other

to be connected in order to talk, share, laughpcryossip. From the introduction on it's Facebook

page, Nokia portraits itself as a human being ¥a#lings, emotions and need to communicate and

connect with other human$nformation is shared, greetings are exchangeéssages of love are

sent — but regardless of the content, connectinky @ther people is one of the key things that make

us what we are.”

Nokia logo on Facebook is a picture showing a happynent of the young person, who finds

adventure anywhere and anyhow in every day life.

Nokia uses pictures high resolution, colourful pies taken with their phones to communicate their

values. Photos can be divided into several categori

+ Presenting the high quality of tippone camera The quality of the camera is showed via high
resolution pictures from different places in therddpshowing cultures, showing extreme sport
and adventures.

% Travelling around the world and recording cultures, advestaral colourful life.

+ Showingpeoplerecorded in certain moments, who are nonconforpadgenturous, love
extreme sport, dedicated and happy.

On Facebook Nokia’'s persona is drawn, who expegiadeenture possible everywhere, living a

happy and excitedlife, nonconforming with their attitude and style. The message istetka

mostly by pictures showing places, activities arahmants. According to Nokian adventure

shakes up the conventional so that people canrea@ interesting, exciting and richer lives.
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Nokia do not send very often direct promotion oodiok about their product. The conversation
about phone is very well balanced and incorporateke context of their communications.

LinkedIn
In this professional people networking site, Nakiaonsistent in their social media message as
being adventurous and happy.

YouTube

Nokia has a long playlist of 31 videos on YouTubkee videos are about:

Adventure around the world section meets people who tell about their everytbyenture in the
particular city they live in.

Nokia Amazing Everydaylooks at everyday situations, amazing things tlgplen around the
world everyday.

Social Media Weekfocuses on social media and Nokia’s engagementthvitimedium and the
people that inhabit it.

Apps and servicesontain material about Nokia’'s applications anises and how they are being
used in everyday situations.

Product Presentationseveral sections are dedicated to different prizgdgach as Lumia 900, 800,
700 and so on.

Flickr

Nokia fills its album with high resolution picturebowing activities done by people and recorded
to show what they see and what they do. The mdijests could be identified after going through
pictures:Nature, culture, fun, colours, city life, adventures, music and eventselated to product
launch.

Blogs

Fashion blogs with nonconforming people, fashidylesand attitude.

Twitter

On twitter Nokia uses logo different from their hemage or Facebook. On Twitter their logo is
identical to Nokia Lumia promotional campaign imagelourful squares in the black background.
Following: Nokia mostly follows weird; nonconforming peopledkers, bloggers who have
interest in information technology, innovation, creativity andtechnology.Nokia uses Twitter

for fostering ideas and share information among #wmirers.

G+Foursquare

To Sum Up
% Nokia has profound content
+ Their two blogs focus on technology interestingplepattracting broader audience, who
has interest in entertaining information, high tealture, sports, music, art, having fun and
enjoying life.
“ Nokia core centre of the band is people. The mesabhgut Nokia’s values is created via
pictures and high quality content focussing on a@ilees of people, fun and high tech.
% Nokia created their online persona in alignmenhulieir brand image, as being
adventurous, high tech, exciting, innovative, aveaand fun.
Values: Innovation, Fun/Excitement, Energy, Adventue, Energy, Non conform people,
Relaxed, Street style.

Nokia is consistent sending the message to thedwwrlsocial media about providing high
technology product without loosing a human sideeaihg funny, innovative and creative. Fun,
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adventures, excited values are communicated vipl@sceveryday use of technology to make life
more interesting, exciting and funny.

They show off the high quality of phone and camefass is done via people and images. On all
SM channels the message is send that Nokia bramrdasive, innovative, high technology and

most important fun. Fun value is communicated w@aggbe, who are funny, loves adventures, active
and creative. This is done by showing high quatibtpurful images. Images are about a moment in
people life, travelling, exploring places, doingrexe sports, and all of this is recorded by phone.
The images about innovation, technology manifektesaof being innovative, high tech company.

Appendix VIII-Glossary

Customer empowerment-refers to the growing power that customers havetdube existence
of sharing tools and content creation (Safa & M&@ii2).

New Consumer or Generation Y

Prahalad and Ramaswamy describe communities cogsestconnected, informed, empowered
and active customers who challenged business edenarketing.

It is a new segment group who seeks informatiomfhoternet and want to have answers
instantly. This new consumer flow information autdroally through all social media channels to
their friends and trust friends’ recommendationsdAll this creates mega trend-a new customer.
Informed. Internet made information more accessible asrbefod customers receive more
information about products as before.

Connected Mobile phones, broad wireless internet coveragdlked people to connect and
communicate with each other without place and tiestriction.

Empowered The combination of easier access to informat®owaell as possibility to
communicate and share knowledge with each othdrsarnfluence other people, all this gave to
consumer much stronger position to influence thevecsation and meaning about brand and
business.

Active. To add more, consumer became more and more datitree relation with brand sand
companies ( Prahalad&Ramaswamy, 2004

Social Network-Social networking occurs when people create a patsarofile and interact to
become part of community of friends and like-mindpdople and to share information
(D.Meerman Scoot).

L.Safko “A social network, trusted network, virttdmmunity, e-community, or online
community is a group of people who interact thronglsletters blogs, comments, telephone,
email and instant messages, and who use text, ,gqafttbography and video for social,
professional, and educational purpose”.

EdgeRank

The EdgeRank of a Facebook page determines whhamanany of your friends will see your
news feeds. Pages with high EdgeRank Scores witidre likely to show up in the news feeds
for friends than Pages with low EdgeRank ScoresnEkiough you might have many fans if your
EdgeRank generally is low, then updates will bandmefew of Facebook friend send by you.
Without optimisation a typical company will have@age rank, which corresponds to a ratio of 1
in 10 friends seeing your posts, optimised pagasacaieve rates of 40% visibility.
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