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Abstract 

Social networking sites such as Facebook are a very integrated part of people’s lives and that means 

that Facebook has also become a huge advertising machine. Companies use Facebook for branding, 

advertising and as a customer service channel. We have seen protests on Facebook against 

authoritarian regimes and that is why this thesis is interested to study who holds power and has 

influence over others on Facebook. As Facebook has become a marketing machine this thesis 

focuses on company perception of consumer power online and studies this with a help of interviews 

from representatives of companies. According to the theoretical material people have either 

networked or individual based power that they can yield on Facebook. The companies on the other 

hand can exercise soft power over people, pay for visibility, or collect data and then use that 

information to target adverts to specific segments of people. The findings hinted that companies do 

not think that consumers have much power on Facebook, or if people have power, they are not 

using it. The findings are significant in the sense that they are filling a research gap in existing 

literature which is missing a commercial aspect on the consumer empowerment.  

Keywords: social networking sites, social media, Facebook, power, companies on Facebook, 

Facebook advertising
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1 Introduction 

 

We live in a world where our society is constantly connected to the internet. Most of the everyday 

services are now in the online environments; we do banking online, book our dentist appointment 

and even have apps on our phones through which we can have food delivered to our door. All this 

can be done via a mobile phone small enough to fit in a pocket, and be taken with us everywhere we 

go.  

After having worked with digital marketing and especially with Facebook advertising I started to 

develop a personal interest toward marketing on social network sites and Facebook as a platform for 

companies to approach the customer. From a company viewpoint social networking sites seemed 

something that got us closer to the customer, and we managed to catch the customer in an 

environment where they spend their leisure time and were therefore more willing to engage with the 

advertisements.  

The experience with working as an advertiser on Facebook, and getting people to engage with the 

company activities, made me think of how the internet and technology has become a very integrated 

part of our everyday lives.  As a consumer and active user of different kinds of social networking 

sites I started to wonder about the power division, who actually benefits and what companies think 

of the power division on the sites.  

I know from my own experience that people devote a significant amount of their time to digital 

channels and believe that many would struggle to survive without the internet. We live our lives in 

the online world, which in turn has led to the decline of old offline industries. For example, studies 

have shown a decline in people who rely on traditional newspapers to obtain their news, as an 

increasing amount of people get their news from the social networking sites (Klapdor 2013, Cross 

2014:21). We create online communities and friendship networks on these sites and it is not just our 

social connections which are increasingly in the online environments, but our profile as who we are 

as a person and as a consumer, since on the social networking sites people create online profiles 

where they state their personal information and interests.  

Social networking sites are an integrated part of our everyday lives and there has been a growing 

scholarly interest towards the phenomena. However this interest has been focusing on the networks 

and its structure, the connections between online/offline worlds and impression management and 

friendships. From the company point the literature often focuses on how the companies should alter 
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their marketing strategies to succeed on social media. Interestingly a relatively untouched aspect of 

the social networking sites is the division of power between the consumer and company, and how 

the companies perceive consumer power on Facebook in relation to company power. Scholars have 

optimistically envisioned that the consumer now has more power online, however it seems that the 

company perspective is often overlooked. In theory the consumer has network power online, but the 

consumer is also vulnerable since much of the consumer information is now widely distributed 

online and the companies are making most out of it with a help of demographically targeted adverts.    

This study intends to contribute to the existing academic research by studying whether the 

consumers have power on Facebook in the eyes of the commercial companies. This thesis aims to 

do it by first examining existing literature about the Facebook and how it works as well as by 

discussing the aspect of power. Then we move on to discuss the methodological part as well as the 

results and its analysis. This thesis hypothesis is that the companies do not think that people have 

power on Facebook unlike some theorists suggest and that the ideal Facebook user is more of an 

illusion than a norm. 

 

1.1Aim 

The aim of the study is to investigate if, and in what sense consumers are empowered by social 

media, according to representatives of commercial companies. This thesis wants to investigate if the 

companies think that they can yield power over the consumer, whether it is soft power or other 

ways of exercising power over the customer. The hypothesis will be studied with a help of 

perspectives from theorists who have opposite standpoints to the issue. To reflect the company 

perspective the empirical material relies on interviews from representatives of the companies using 

Facebook for marketing. 

1.2 Research questions 
In order to investigate the aim of this study the following research questions has been formulated: 

1. What do representatives of big companies think about of consumer power in relation to 

company power on Facebook?  

2. What is the big companies’ stance on social media marketing in relation to consumer? 

2.1 What do companies think of consumer behavior over time?  

2.2 Has the emergence of social media altered the consumer behavior, and if so in what 

way? 
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2 Background 

 

With the emergence of Internet in the 1990’s the average consumer started to gain more knowledge 

and information about products and services. With the birth of social media networking sites the 

consumer was then able to share and distribute this information and knowledge to others. This 

marked the beginning of a whole new kind of consumer empowerment age. Ignoring social media 

phenomena is impossible for contemporary marketers since it has become the place where 

consumers distribute information about products and services (Deloitte report 2015). We have 

stepped into a whole new kind of era of marketing and promotions (Mangold and Faulds 2009:359-

360; and Kietzmann et al. 2011:241). 

Or so it has been claimed. A number of scholarly articles have been written about the fascinating 

new opportunities that social media offers to empower the consumer. The premise in many of these 

studies is that social media offers, the presumably critical, consumer the opportunity to search for 

information, spread information to thousands of people, and to generate their own content. In theory 

social media could deliver this rosy picture of consumer empowerment, but is this really the case?  

When we move our gaze to the corporate capitalist world, we see a whole another picture: Social 

media sites for corporations are tools for collecting information about the consumer, a marketing 

instrument with the ability to target specific interest groups, as well as a way to appear closer to the 

customer.  On social media sites such as Facebook the consumer shares a lot of personal 

information; the user can determine their interests, like pages they find interesting, connect with 

friends and colleagues, share pictures and news, write reviews about places and even check-in to 

places they have visited. All of this information is available for companies to use for their 

commercial purposes. Outside of Facebook and with the help of cookies, the companies can track 

what pages the consumer has visited and target advertisements based on this information. Marketing 

in social media is fast, cheap and effective. 

The unique character of social media is that it enables people to connect with the outside world and 

share expressive and communicative content, build professional careers and enjoy online social 

lives. Currently there are hundreds of different social networking sites such as LinkedIn, Twitter 

and Facebook (Dijck 2013:4 and Croft 2013:546). Danah Boyd and Nicole Ellison (2008:210) note 
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that the cultures around the different networking sites are varied with some social networking sites 

for example focusing on connecting people on professional level, and others enabling the users to 

create short messages to capture people’s attention. However, what defines all of the social 

networking sites is that they can be characterised as online services that allow people to connect 

with another via constructed social profiles. The individual user can construct a profile within the 

site and the profile can be public or semi-public. The social networking sites allow people to 

connect with the help of the profiles and the user can view and navigate their list of connections. 

The nature of these connections tends to be different depending on the social networking site (Boyd 

and Ellison, 2008:211).  

José van Dijck (2013:4) argues that the social media platforms, and the fact that they are so 

widespread, mean that many cultural, social, and professional activities are increasingly on the 

online environment. Dijck (2013:4) states that: “Within less than a decade, a new infrastructure for 

online sociality and creativity has emerged, penetrating every fibre of culture today”.  People 

organise their lives through these social media applications which affect human interaction on a 

community and on an individual level. The boundaries of offline and online are increasingly 

interpenetrating to such a degree that for many people the life online is as real as their life offline 

(Lee 2014:257). The intertwined online and offline lives has led to the fact that actions online can 

lead to consequences in offline lives: inappropriate behaviour in social networking sites could lead 

to loss of employment or possible involvement in public scandal. For example Consumer Reports in 

2012 (Lee 2014:259) found out that human-resource officers will look at an applicant’s social 

media profile and 69% of the officers rejected someone based on their profile, which showed for 

example that the applicant posted inappropriate content, made racists remarks, or displayed 

evidence of illegal activities. 

Many have argued that the fascination with the social networking sites is the fact that they replace 

the sense of community that we are losing in real life (Van Dyck cited in Lee 2014:28). Our 

everyday lives are so busy that we are willing to volunteer our personal information, our interests 

and current location in order to experience the sense of community on social networking sites. 

 

2.1 Some terms and definitions  

In order to give the reader better understanding of the text I want to explain a few of the terms used 

in this thesis. I should note that there is not one clear definition for the phenomena’s called social 

networking sites and social media.  
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However in this thesis social networking sites are a sites where the user can create a profile, 

establish a network of friends and connections, and share content to others. The focus of my study 

is Facebook, but I have chosen to speak correspondingly about other social networking sites, as the 

issues I am referring to often apply to other major networking sites as well.    

Social media on the other hand is a term which covers all of the social sites. The Merriam-Webster 

dictionary defines social media as an electronic communication through which the users can create 

communities and share content, ideas, information and personal messages.  Unlike the definition of 

social networking site, social media includes for example blogs, which have also been growing in 

popularity.  

I refer to the marketers and advertisers in a broad manner and call them “the companies”. It is 

clearer to structure the commercial players under a one universal term to clearly separate their 

commercial interests from the interests of the people using the social networking sites. In the 

empirical material the people who work for the companies are called “representatives”. 

I also often refer to “the average consumer” or “the average Facebook user” with these terms I 

mean a person who spends their time online and uses Facebook for personal activities. This term 

excludes celebrities, companies and organisations. 

 

2.2 Facebook 

As stated before there are multiple different social networking sites but with 890 million daily 

active users (in December 2014 according to Facebook Newsroom 2015) Facebook is the largest 

social networking site in the world. The sheer size of Facebook makes it an interesting subject to 

study and to add to the interest is the fact that its users are often very vocal about the privacy of the 

platform and don’t hesitate to use it as a networking tool for change. The initial idea of Facebook 

was to make the world more open and connected (Zuckerberg 2010 cited in Dijck 2013:45) and 

Facebooks values of openness and connectedness are reflected on its function of sharing 

information.  

As a connective networking tool, Facebook enables its users to share personal information to others, 

including commercial parties, as Dijck (2013:46) points out. People’s connectedness is mapped out 

by their behaviour on the site; the Facebook interface allows its users to create profiles with photos 

and real names, list movies and books they like, join online communities, update statuses about 

recent activities and places they’ve been, to name a few features. People can be tagged in pictures 



10 
 

helping Facebook to see who the user is close to and Facebook also signals which people you might 

know. Dijck (2013:47) notes that by aggregating and processing this data Facebook creates value to 

the data and sells it on to third parties. Facebook encourages people for openness since the more 

they know, the more information they have to sell. Releasing more information also has an 

advantage to people using the application: the more Facebook knows about the user, the better it 

can make suggestions about entertainment, places and culture the user might like. It becomes more 

efficient and useful on a personal level so users don’t feel threatened by how much the application 

knows. Many users are aware of the information collection but Facebook aims to keep it in secret, 

since when people are aware of the data collection, they are less likely to share as much. Facebook 

thus aims to promote openness and divert attention from what happens to the collected personal 

data. 

However, users of Facebook benefit from the site in more than in one way. The users on Facebook 

can collect social capital by connecting with others and that is why people are willing to share 

private information. Dijck (2013:47) argues that the connective experience allows empowering and 

enriching social experiences. Robin Croft (2013:549) clarifies that this can be explained with the 

help of social capital theory which states that the users are forced to reveal private information 

about them in order to keep their network growing and engaged.  

Facebook’s selling point has been its global reach, diversity and rapidly growing user base. This 

expansion acts as a proof that the site is becoming, or rather has become, as centripetal force in 

organising people’s social lives, as argued by Dijck (2013:51). For the younger generation 

Facebook has become a preferred way to keep connected over e-mails or phone calls. People stay in 

touch with their friends and follow life events on Facebook. And in the Facebook era not being on 

Facebook means being disconnected of public life since party invitations and important events are 

now on the social networking site.  

 

2.3 Advertisements and communication on Facebook 

In order to better understand Facebook as a marketing tool and its power relations, a few words 

should be said about the marketing and communication on Facebook. To help the companies to 

achieve their advertising goals, Facebook offers a comprehensive information package at its help-

pages and active Facebook advertisers can even get a mentor from Facebook who helps the 

company to advertise effectively. The Facebook advertising tool allows the company to upload 

picture to the advert, add text and choose a demographic based on location, language, gender, age, 
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workplace, education and interest. The company can also choose what kind of action the advert 

aims to get, whether it is likes to the Facebook-site or direct traffic to the company website. The 

advert requires a set budget and duration. In addition to advertisement, a company can publish a 

post on their Facebook site. This post; whether video, picture or text, can be boosted. This feature 

allows the company to pay for extra visibility to appear on their followers’ news feed. The post can 

be targeted to specific demographic and to people who are already fans of the page and to their 

friends.   

Side bar banner advertisements are the most common tactic on Facebook. However it is a more 

traditional way of marketing with low engagement numbers, for example in 2009 comScore study 

(Richard Hanna, Andrew Rohm, and Victoria Critten 2011:267) found that only 16% of the viewers 

engage with the advert. To increase the engagement side bar advertisements use personalised data 

collected with the help of cookies which helps to connect the advert with a person’s interests. Open 

Graph –program gathers data and connects the third party with the information helping to find the 

specifically selected target audience (Dijck 2013:63). Social advertisements are advertisements 

from a company that the user personally or their friend has liked. Social advertisements are used to 

call out that relationship. The aim of the “news feed”-function on Facebook is to target the right 

content to the right people at the right time; this is very valuable for the advertiser. 

Advertisements are not the only way to communicate with the Facebook users. Company Facebook-

pages can be used to reach the users directly without third parties.  Communication on the pages is 

often based on insights of the company and the marketer aim to put themselves in the position of the 

consumer and use to simplified language and for example organise competitions to engage the users 

(Bryan Kramer cited in Lee 2014:110). Many companies have established their social media 

presence by having a site on Facebook, through which they practice advertising, by for example 

paying opinion leaders to promote their brand. In fact some people now earn their living when they 

advertise brands on their social media sites. Mikko-Pekka Heikkinen (2015:D2-D4) writes that likes 

on Instagram and Facebook are easy to convert to money, if you are a popular blogger or social 

media personality. This however comes with a price. Supporting the argument of the social capital 

theory, a number of bloggers have become famous by selling their personal lives on social media 

and have managed to grow extensive social networks, connections which companies can then turn 

into money. Co-founder and Chairman of LinkedIn, Reid Hoffman, has noted that the social 

networking site’s ability to collect social networks and then leverage those relationships is the most 

transformative feature of the social networking sites (cited in Hanna, Rohm and Crittenden 

2011:266). Turow (2006 cited in Dijck, 2013:64) notes that Facebook has become: “a closed 
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member alliance whose member’s data represent valuable marketing and advertising niches to 

which companies can buy access”. 

Newton Lee (2014:110) argues that due to social media the marketing is starting to be a more 

human-to-human approach instead of a business-to-business or a business-to-customer 

communication. This is because the lines of communication are blurred in the online environment. 

For example Heikkinen (2015:D2-D4) mentions that when the opinion leaders get a mission to 

promote a brand, they try to make the content to look like it is not a paid advert. The consumer 

might not even know that they are being sold a brand or a product. 



13 
 

3 Theory 
 

With the emergence of the Internet, scholars predicted that there would be a shift in power relations 

(Labrecque et al. 2013:257).  The predictions were right, and social media has become a new 

economic and social landscape with constantly shifting power relations. The vast amounts of 

information the consumer can now access has altered people’s consumption habits. According to 

the Global Powers of Consumer Products 2015 report published by Deloitte (2015:8) the average 

consumer is now better informed and connected than a few decades ago. The changing consumer 

position has meant that the companies have had to alter their marketing strategies and meet the 

challenges of the digital age; the companies are forced to come up with new ways to communicate 

with the consumer. However, the companies have also found ways to profit from this information 

and social media revolution and companies are now able to collect very precise data about the 

consumers and use that for their marketing. This chapter examines the pre-existing literature of 

social media and consumers and sets to discover; who is the real beneficiary of social media?  

3.1 The notion of power 

The Merriam-Webster dictionary defines power as an ability to control others. In an offline world 

the status of power is stable between the marketer and the consumer, since the company can put up 

an advertisement and the consumer can look at it and make purchasing decision based on it. There 

is no interaction between the company and the consumer and if the consumer is dissatisfied he can’t 

tell it to the company right there and right then. In an online environment the power is in a 

continuous movement shifting from side to side, since the consumer has the ability to interact with 

the company and criticise the company’s behaviour, and that is why Joseph Nye (2004:1) argues 

that in the global information age it is important to win people to your side. 

Nietzsche (1883 cited in Labrecque et al. 2013) argues that power is a natural part of human 

behaviour and thus it is present in every aspect of people’s lives. Manuel  Castells (1997:312-17) 

argues that media itself has very little power but the media is an important tool for social action. 

When studying the media we have to examine the forces outside of media that are competing for 

media coverage, and in this case those forces would be the companies and people. Nick Couldry 

and James Curran (2003:3-5) that to have power in media is to have social power. When looking at 

the conflicts for example we should examine that who holds the power in media. However, 

interesting as these notions are, when one considers the traditional media in the case of Facebook, 
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isn’t it Facebook who holds the most power as it has the means and tools to shut down sites, create 

algorithms and create tools for both the consumers and companies to use? For example in the USA 

Facebook didn’t allow drag queens to use their artist names as their profile name and deleted their 

accounts after the drag queens refused to use their own, birth names. This is because their rules 

don’t allow people to appear on Facebook under fake identities since they want to keep people 

accountable and reduce online bullying. Part of the reason is that real names also help Facebook to 

target advertisement better (Barbara Ortutay and Paul Elias 2014).  So in this case Castells is not 

right as it is the media itself that holds the reins; it controls what people can do on the social 

networking site, it collects information from the users and benefits by selling the information to 

companies.  

There is a growing impact of the companies over social networking sites and that might shape the 

development of those industries according to business interests. Castells (2009) notes that especially 

the advertising industry is commercialising social media business. Facebook first started as an 

advert free site but as the founders of the Facebook realised that they have potential to sell people’s 

information to third parties they started to capitalise this data. The creators of Facebook also found 

out a way to benefit of the social networking site by allowing the advertisers to segment people into 

target groups. The consumer privacy is almost non-existent when online behaviour can be followed 

with a help of cookies and other data-retrieving strategies. Internet behaviour is followed by many 

players, not least of them the governments and political elites.  

3.1.1 Soft power on Facebook 

Power in the social media the ability to influence people and to have control over valuable resources 

Labrecque et al. (2013: 258) note. In an essence this power is a soft power, which is a way of 

getting what you want trough persuasion. As Labrecque et al. (2013:258) note the power in online 

manifest itself in many ways; the opinion leaders, such as bloggers, influence people’s decision 

through recommendations and product tests which are then distributed in social media. In addition 

search algorithms lead the consumer to the information companies want the consumer to have 

access to. Soft power derives from attractiveness and when something seems legitimate in 

consumer’s eyes it means that soft power is working. In virtual communities status is also an 

important factor when it comes to soft power; longevity, expertise, or the network governance are 

high on the social media hierarchy.  In addition power on Facebook is also about finding 

information from the others and using it to your advantage when yielding soft power (Sylvia Chan-

Olmsted 2006).   
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3.1.2 Panopticon, visibility and algorithms 

One branch of the power struggle is to remain visible, either in the traditional media or in Facebook 

(Taina Bucher 2012:1164). Bucher (2012:1165) notes that when examining the visibility on the 

Facebook it is possible to borrow Foucault’s notions of spectacle and surveillance and consider that 

what is made visible or shown. Bucher (2012:1165) argues that; “becoming visible, or being 

granted visibility is a highly contested game of power -”. When it comes to power in media it is 

important to examine the modalities of visibilities and question how something is made noticeable. 

Bucher (2012:1165,1170) argues that Foucault’s Panopticon can be applied of the news feed 

function on Facebook since the news feed, and social networking sites, are essentially constructed 

systems of visibility. 

Facebook controls its news feed which determines the visibility of posts. Facebook changes its 

news feed algorithms according to the feedback it gets from its users and companies and in April 

2015 Facebook changed its news feed to now prioritise content from friends rather than companies 

(Amit Chowdhry 2015). Previously the algorithms restricted content from a page or person who 

posted a lot of content, but the new rules now allow the user to see content from a company or a 

friend they engage often with.  Unlike Foucaults Panopticon in Facebook the problem is not about 

fearing surveillance, but rather the threat of invisibility.  

When it comes to the news feed the companies can pay to be seen on their followers feeds but the 

average consumer doesn’t have the tools to pay for this kind of visibility. So the extent with which a 

normal person can get their message across is limited. What are the odds that for example that the 

average user’s negative post about a company is even shown to more people than those who they 

are connected with and who already engage with their content? Especially since at the time of 

writing this thesis in May 2015 the news feed function has changed and it is even harder to 

distribute messages across Facebook. 

The founder of the Facebook Mark Zuckerberg (cited in Chowdhry 2015) states that the companies 

see their reach decreasing in recent years because the number of posts, people and companies 

joining Facebook grows all the time and the competition for visibility is becoming fiercer. 
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3.2 People on social networking sites 

Social networking sites appeal to the consumer due to their level of connectivity, ability to network 

and to build communities, and due to the prospect of constructing online identities. The uniqueness 

of social media is that consumers can communicate with one another via online networks. In theory 

these networks also offer a possibility to spread information and make a change due to the 

magnitude of the networks on these sites. 

Social networking sites have changed the way consumers behave in other ways too and since the 

information spreads efficiently on these sites, Glynn Mangold and David Fauld (2009:359) and the 

Economist’s Intelligence Unit (Hanna, Rohm and Crittenden 2011:267) claim that the average 

consumer is now more aware, acquires information, is opinionated, and controls purchasing 

behaviour and post-purchase communication. This information availability leads to the fact that 

consumers are highly educated, sceptical and demanding (Mangold and Faulds: 2009:257-258). The 

consumers do not want to be told messages anymore but they want to companies to listen, respond 

and engage (Kietzmann et al. 2011:250). 

In an attempt to get the people to engage more actively, Facebook has installed the “like” button 

which is used to indicate the user’s acceptance over particular status update, image or page. People 

use the like button to indicate that they are a fan of a particular company or brand but also in a way 

of aspirational branding; for example an individual can like and share the content of Greenpeace in 

order to co-brand themselves as eco-warrior (Croft 2013:554-555). Croft notes that there is nothing 

new about wanting to discuss social experiences as it has always worked as a way of bringing 

communities closer together. In fact he states that the social experiences and embedded behavioural 

norms are constructed by the narratives created on social networking sites. At a social networking 

site the experience is instantaneous and one can share holiday pictures from Thailand whilst 

sunbathing on the beach. In turn, people following the user are active consumers of the content. In 

this sense the social networking sites do not differ from the offline world; people still have the 

somewhat primary need to share experiences and be approved.   

3.3 Does technology empower consumer? 

The change in consumer behaviour in the marketplace has happened partly because people now 

consume media more than ever, and the internet now represents the number one media for 

consumers at work and number two source media at home. Since the internet has become such an 

integrated tool of the people’s everyday lives the consumers have become skilled in using the 

opportunities offered by the internet. The consumers have a better understanding of media 
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consumption and better access to information than ever before (Ramsey 2006 and Singh, Veron-

Jackson & Cullinane 2008, cited in Mangold and Faulds 2009:359).With the emergence of social 

media the communication has been democratized since people talk about the companies and their 

activities without the control of the company (Kietzmann et all. 2011:242). 

Croft (2013) has conducted a six year ethnographic study of the consumer networks in social media 

and argues that social networking sites have shifted the focus in favour of the consumers.  

According to Croft social networking sites are not controlled by the commercial or political parties 

but he claims that the consumer holds the power when using the social networking sites. In Crofts 

opinion companies have a role in social media but are secondary when it comes to using social 

networking sites as a way of building interpersonal relationships.    

People are utilising the internet and social networking sites to their advantage and scholars such as 

Vernuccio (2014) have identified two respective power bases for consumer empowerment which we 

shall examine closer: individual- and network-based sources.  

3.3.1 Individual-based power  

Individual based power is divided into two different branches: demand and information based 

power. Demand based power is the ability to control purchasing behaviour due to extended 

assortments of goods and services offered by the Internet. The information based power refers to the 

fact that the consumer also has ability to access both marketer and consumer content. Social 

networking sites and the internet offer a magnitude of information and tools to forward information. 

Especially in social networking sites the consumer has the ability to self-generate content and 

consume content created by others. 

Kaplan and Haenlein (2010 cited in Vernuccio 2014:214) and Hanna, Rohm and Crittenden 

(2011:265) describe the online environment as a platform where users have the ability to create and 

modify the content and applications. There is no single individual who creates and distributes the 

material. The users are able to exercise their own control over the content and companies marketing 

strategies, production of the content and distribution can be affected by the customers who are able 

to re-make the content and share it to relevant interest groups. An example of this kind of 

distribution and re-making of the content is when the consumer uses the company product or a 

brand for self-expression. Users can share a song by a popular artist to indicate that they are a fan of 

a certain genre of music. The same can be done with a product, brand or political stance. Social 

networking sites offer the consumer a way to construct their online social profiles and by using the 
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companies content they can portray themselves as a person who is interested for example in fashion, 

politics or environment.  

Gillin (2007 cited in Mangold and Faulds 2009:359) and Nick Hajli (2014:388) point out that social 

media is an extension of traditional word-of-mouth communication and through social media 

platforms dissatisfied customers have the tools to tell a large quantity of people about their 

dissatisfaction towards the good or service. Facebook is thus increasing the impact of consumer-to-

consumer communication. Consumers also deem that social networking sites are more trustworthy 

than traditional corporate-sponsored advertisements and people are increasingly searching 

information about the products and services from sites such as Facebook (Mangold and Faulds, 

2009:360). In fact, in 2011 a study from Consumer Electronics Association (CEA) found out that 

81% of Facebook users use the social networking site to help them with their purchasing decision. 

Another study by Nielsen conducted on 2012 revealed that 92% of consumers trust 

recommendations over advertisements and 70% of them rely on reviews posted online (Lee 

2014:100-101). People are more likely to consume products based on the recommendations of 

someone they know, Dennis Yu and Alex Houg argue (2014:117)  

 

3.3.2 Networked-based power 

Networked power refers to, as stated by its name, to the people’s ability to connect with others 

through social networking sites. Networked-based sources are further divided into two sub-groups: 

network power and crowd-power.  

According to Castells (2009: 10) networking power is: “-- the relational capacity that enables a 

social actor to influence asymmetrically the decisions of other social actor(s) in ways that favour the 

empowered actor’s will, interests, and value. “ Also Labrecque et al. (2013:261) note that 

networked power in social media is the capacity to remix and enhance the digital content and thus 

being able to influence the markets. On Facebook this power essentially means that others are able 

to add value to the content by disseminating it, commenting it and by modifying the content.  

Crowd –based power on the other hand means that the content can be modified in ways that benefit 

all parties; individuals and other stakeholders. Examples of the crowd-based power are sites such as 

Wikipedia where users can add information and Etsy which allows crowd-selling (Labrecque et al. 

2013:261) 
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The means of communication have changed in the digital age and the networking power and crowd-

based power has altered traditional mass communication which used to be one-directional but has 

now become more interactive in its nature. Castells (2009:55) has named the new form of 

communication as mass self-communication based on the fact that mass communication has 

potential to reach global audience. The internet and social networking platforms allow distribution 

of messages and in an internet the communication can also be characterised as a self-

communication since according to Castells the message can be self-generated, self-directed and 

self-selected (Castells 2009:54-56). 

Individual users are making the most out of the communication networks that aren’t sovereignly 

controlled by big commercial or political players. As proved by the Arab Spring in 2011 (Lee 2014: 

229-230) the social networking sites can be used to overcome political issues. The social media has 

proven power to mobilise people politically and socially. It has allowed the citizens to assert power 

and freedom over their own communication space (Castells 2009:57).  Social networks and open 

platforms in the internet have played an important role in overcoming social issues and Facebook is 

helping to spread the news faster than ever (Lee 2014:231-232). The protests and global campaigns 

demonstrate the power of Facebook and other social networking sites. 

Media is a powerful tool and, as Lance Bennet (2003:17) words it, a movement that doesn’t make it 

to the media is non-existent. Activists have found many ways in using media to their advantage and 

small protests have the ability to make it to mainstream media coverage. The protests in different 

medias have managed to harm global brands by tagging them with unpleasant associations, such as 

use of sweatshop labour (Macintyre 2014). The internet has allowed people to overcome limits of 

time, space and ideology when coming together with protests and thus also altering the power 

relations. 

3.4 Openness and interactivity 

When it comes to marketing Vernuccio (2014:216) and Hanna, Rohm and Crittenden (2011:266) 

suggests that openness and interactivity are becoming more relevant strategies to cope with the 

consumers on social networking sites. Interactivity means the two way communication with the 

consumer and the company regardless of time and space. The markets are not about the one 

message anymore but it has become increasingly important to have a conversation with the 

customers. The reach of the message doesn’t count as much anymore as the engagement does 

(Hanna, Rohm and Crittenden 2011:267). 
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Due to the interactive nature of Facebook consumers are able to take part on generating content. 

Bordewicjk and Van Kaam  and Jensen(1986 cited in Vernuccio 2014:216) have identified two 

types of interaction; the first notion is the one where the content comes from a central source, from 

a corporation, and it allows the  customer to be in control of the distribution and consumption of the 

content. Second notion doesn’t have powerful centre to manage the content and dictate the terms of 

the dialogue and thus the consumer has a high control over creating, distributing and consuming the 

material.  In the former case the consumer can choose the content they want to use and in this case 

it is important that the content is attractive, customizable and of high quality. Examples of these 

kinds of activities are video streaming services and content communities. With the latter case the 

individual has the power to distribute their own content due to the bilateral and multilateral modes 

of communication. Venuccio (2014:216-17) calls this “social connections” and “knowledge 

sharing” and notes that examples of this kind of behaviour are communication flows made through 

social networks and Internet forums.  

Next to interactivity equally important for the company is openness. Vernuccio (2014:217) notes 

that advertising has traditionally been governed by top management but it has now become a 

“dynamic and social process” which is shared with the consumers. Having an authentic and 

participate company brand is the only real control that remains according to Ind and Bjerke (2007 

cited in Venuccio 2014:217). The values of the company guide it through the process of consumers 

defining and interacting with the company. The openness means that the company opens itself for 

interaction and allows co-creation in social media platforms such as in blogs, social networking 

sites and virtual worlds. The customers are able to make the brand look like themselves when 

making the brand together with the company. Amy Duff (2011:51) mentions that companies should 

make their actions and information open to the users as WikiLeaks proved how powerful disclosure 

can be.  

Dijck (2013:64) argues that Facebook allows the companies to come to closer to the consumer and 

for example one of the biggest advertisers on Facebook, Ben&Jerry’s, describes its online activities 

as a friend to friend communication. In Facebook a new category of “frustomers” is emerging. The 

notions of connectedness and community are aligned with business models and clients are seen as 

communities and customers as friends (Dijck 2013:64-65). 

Venuccio (2014:215) argues that there are different ways to utilize the strengths of social media for 

marketing purposes; the company can use opinion leaders, such as bloggers or celebrities, to 

promote the product; the company can monitor discussion and topics circulating in social media, 
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and lastly social networking sites are a good way to establish a company page which maintains the 

company’s brand and connections.  

 

3.5 Or do the companies hold advantage on social networking sites? 

With the development of web based services many industries are shifting to online environment and 

taking advantage of the connective nature of social networking sites, such as Facebook. Since 

Facebook is a massive social media platform there has been a marketing infrastructure that has 

developed around the social networking site and Facebook offers tools and advice on how to make 

most out of the money companies invest. Social networking sites offer companies value by 

increasing sales, by enhancing word-of-mouth communication, sharing information in a business 

context and enhancing the brand popularity (Hajli 2014:388). With the increase in social 

networking platforms the marketers interest sparked towards these mediums as a tool to collect 

information from its users. Dijck (2003:4) points out that the companies were interested on how 

people stay connected with one another and found ways to connect to the online sociality and make 

it profitable.  

Traditional sources of advertising are shifting away and for companies the social media platforms 

are a low cost way to use interactive methods to communicate with the users. Mangold and Faulds 

(2009:357-8) call social media as consumer-generated media emphasising the importance of 

companies to acknowledge the power consumer holds in internet and to remind that the consumers 

are demanding more control over their media consumption. The biggest challenge the companies 

face with the emergence of social networking sites is that the strategies and tools for marketing and 

communicating with customers have changed.  Marketers might still lack effective methods and 

approaches to control the social environment. One of the most important factors the social 

networking sites have is trust building. A company which manages to build trust with their audience 

is more likely to succeed in their marketing goals (Hajli 2014). 

Important issue for the companies to address is the emotional experience they give to the customer 

Steve Smith (2013) argues. He states (Smith 2013:363) that for the companies it is for example 

valuable to generate curiosity to get people engaged and to click them to the company website. 

When the consumer visits the site the company has access to visitor data and cookies. Offering 

consumer positive emotions means that the consumer is more likely to engage with the company, 

prefer it over competitors, recommend it to a friend, leave a positive comment to the company page 

and to share the company’s content (Smith 2013:363-368). 
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3.6 Facebook advertising 

More businesses are using Facebook and it has become a necessity for companies to be part of 

Facebook since consumers are looking for information about the companies from Facebook. 

Advertising in Facebook is effective because it gives the tools for advertisers to target the best 

performing groups and invest on what works the best (Yu and Houg 2014:118-120).  

Facebook has created a social layer exposing relationships between people and their friends (Yu 

and Houg 2014:117). These visible friend relationships build the advertising system which relies on 

the friendship relationships and for example social advertisements use these friend networks to 

amplify user actions. Creativity is secondary issue for marketers. The best customers for the 

company are the ones who are already fans of the products since Facebook acts as a great way to 

magnify the word-of-mouth impact. The user likes and comments can appear as part of 

advertisement which is then shown to their friends (Weiguo Fan and Michael D. Gordon 2014:75). 

This gives the impression that the user which has liked the particular advert is recommending the 

good or service.  Croft (2013:555) notes that user can construct a personal narrative by sharing 

experiences about food or entertainment. Dijck (2013:63) notes that these kinds of “personal 

recommendations” can be almost 50 percent more effective than targeted advertisements. These 

social layers are combined together with the profile that the person constructs online to target 

adverts to the consumer more effectively. Facebook actively gathers the information and sells it on 

to third parties. This leads us to examine the notion of privacy on Facebook. 

 

3.6.1 Privacy and Facebook 

Facebook has been claimed to have preached its privacy terms in several occasions. For example in 

2012 the U.S Federal Trade Comission charged Facebook for failing to keep privacy laws. The 

eight-count list of complaints included complaints that Facebook promised to keep user information 

private but had actually sold it to third parties, privacy settings had been changed without the 

consent of the user and photos and videos from deleted accounts were still available albeit 

Facebook promising to take them down (Lee, 2014:29-30). The content deleted from Facebook is 

never fully deleted from the internet. It has also been found out by the Consumers Report in 2012 

(Lee, 2014:265)  that Facebook tracks the deleted user accounts even two years after the account 

was deleted. Facebook can also calculate the users location based on the IP-address, WiFi-

connection and phone’s GPS feature. In addition, logging out of Facebook doesn’t stop Facebook 
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from tracking the user since cookies installed by Facebook operate in other websites (Lee, 

2014:30,91). 

Facebook users aren’t taking the data collection laying down and for example Facebooks data 

collection tool Beacon, which was introduced in November 2007, was shut down in September 

2009 due to protests from the users (Dijck, 2013:48-52). Another critical move from the users has 

been intervention at the technological level; hackers have tried to stop Facebook’s control policies, 

write scripts that intervene with Facebook’s interface design and intentionally block protocols, for 

example dismantling the like-button. A college student created a program that helped users to 

remove ads and recent activities but the program wasn’t continued due to the fact that Facebook 

kept attacking back in an interest to keep its default settings and the information as open as possible 

(Dijck, 2013:53). This leads us to the power source of companies: data collection. 

 

3.6.2 Data collection on Facebook 

When people create their Facebook profile they surrender their personal information, knowingly or 

unknowingly, to the use of Facebook.  Facebook is free for its users and as Andrew Lewis (2010 

cited in Lee 2014:100) commented: “If you’re not paying for something, you’re not the customer; 

you’re the product being sold”. 

There is a vast amount of data online and Global market Intelligence Company IDC has estimated 

that the data stored online grows 50% every year (Lee 2014:249). The data, in form of texts, 

pictures, and videos, is everything from personal data to public records. Facebook is especially 

expert in using the data, collecting and selling it. With the help of mathematical algorithms 

Facebook collects data about the user’s interests and whereabouts. Much like Facebook, Google for 

example stores user’s personal data by using cookies, IP addresses and Google account settings. 

This allows the websites the user visits to remember what language the user prefers, delivery 

address and recent purchases. This information also allows the site to suggest products and services 

based on the user’s interests. As an example of this the Economist (Anonymous 2015) article 

reports about an American insurance company’s pilot program which researches the potential 

customer’s online behaviour and spending habits. This is done to effectively map out potential 

health and insurance risks. The same article states that Facebook likes can be used to find out 

whether person uses drugs or smokes, and this way of gathering data works even more effective 

than human analyst when evaluating people and their behaviour. 



24 
 

The function of “like” button is especially interesting when it comes to privacy and data collection 

issue. The like button has become a widespread phenomenon and organisations and companies are 

installing it to their websites. This allows Facebook to track its users even if they are logged out of 

Facebook and find out for example the users sexual orientation, political and religious views or 

other sensitive information they are not willing to share on their Facebook profiles (Lee 2014:263-

64). 

Michael Rigley (cited in Lee 2014:251) argues that the digital history of the user is used to allocate 

the users demography. The likes, location and other data is then transformed to customised 

WalMart advert and Google search engine show only a targeted search results. This limits the 

availability of information to the user when the internet becomes personalised instead of global 

platform. This has led the scholars such as Professor from University of Virginia Siva 

Vaidhyanathan (cited in Lee 2014:251) to question whether the search algorithms are actually 

establishing a social control and used as a tool for surveillance.  

Some companies have succeeded in making the most out of Facebooks ability to act as a marketing 

instrument and they have benefitted from the analytics social media is able to provide. Fan and 

Gordon (2014) note the example of Accor Hospitality which managed to increase its positive 

feedback on the site by 55% and had an impact on customer satisfaction. The data collected from 

social media helps to improve the company’s reputation and improve on the company performance.  

3.7 Summary of the theory 

This chapter has established that for people the social networking site Facebook offers a place to 

connect and collect social capital. However with the connectivity comes a loss of privacy.  The 

empowering aspect on Facebook is the visibility it offers and its networked-power as a way to 

spread messages On the other hand, Facebook’s disempowering function is the surveillance 

exercised by many parties.  

Theorists (Ramsey 2006 and Singh, Veron-Jackson & Cullinane 2008; Mangold and Faulds 

2009:359; Croft, 2013) argue that the average consumer is now better informed than a few years 

ago and thanks to Facebook they have the ability to talk about the companies without intervention 

of the company. Vernuccio (2014) presents us with two types of power divisions: individual-based 

and networked power. Based whether people act alone or in a group they can attempt to yield their 

power on Facebook. For example on Facebook the networked power manifests itself in a way that 

people can share and engage with each other’s content. Castells (2009:54-56) for example calls the 
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modern communication sphere as a mass self-communication because he believes that via social 

networking sites people have the ability to reach a global audience. 

However we don’t see the average people climbing to barricades on Facebook. The average 

Facebook user might comment critically and negatively on issues but as we have established it is 

getting harder and harder to get visibility on Facebook. With Facebook algorithms changing: What 

are the odds that the issue one wants to talk about makes it to mainstream knowledge through 

Facebook? 

As stated by Bucher (2012) the problem with Facebook is the threat of invisibility, the party who 

reaches the most people online is the one who has the most power. The companies face the same 

struggle with visibility as average consumers but they at least have tools to compete to get attention 

with the help of paid adverts and posts. The adverts on Facebook can be targeted to certain 

segments of people, making them even more effective and matching them with the user’s interests, 

location or previous site visits.  

When it comes to the power set up with consumers versus companies it seems that due to the fact 

that companies can for example pay for visibility, collect data and use soft power over the 

consumer. Consumers have tools to also yield influence over the companies but the odds of that 

happening seem to be rather low. When considering the people on Facebook it seems that unlike 

some theorists suggest, the active and networked individual is not the norm. People in theory have 

power on Facebook but as we don’t see people using that power, or that they are oppressed by 

companies, seems that this is more of an illusion than a norm. The next chapter moves on to study 

the empirical material and sets to find out that what companies think of the consumer power online 

and do they agree with the hypothesis that consumers do not have power online. 
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4 Methods and materials  

 

In social research the qualitative methods have become increasingly popular. Methods such as 

participation observation, discourse analysis and interviews have been used widely since the 1980s. 

I chose to conduct qualitative interviews because they concentrate on getting information from a 

small amount of people and aim to get the answers on a meaning level (Kvale 2007:8-11). 

Qualitative methods are best applied to my hypothesis which believes that the companies benefit 

from the social networking sites, and unlike some theorists claim, the average consumer can’t make 

a big change via Facebook. The research questions I pose are so fairly complex in their nature and 

that is why I ruled out quantitative study which only gives large quantities of data but doesn’t dig 

deep into the questions. Qualitative methods are much more efficient in answering the complexity 

of the hypothesis and research questions. Since this study aims to learn what companies think of 

social media sites it wasn’t necessary to examine the consumer, but focus on conducting interviews 

with representatives of companies which use Facebook for their marketing activities.  Interviews 

were also chosen because they often give deeper insights to the background of the issue. 

 

4.1 Semi-structured and structured interviews  

When I was able to interview the representatives of the companies on face-to-face I chose to 

conduct semi-structured interviews since they are the closest to real life conversation and because 

they are a flexible way for a small study to answer posed research question. In the semi-structured 

interview the interviewer has a set of questions in mind and a general structure (Drever 2003) and 

the interviewed has a freedom to choose what to talk about and how to do it. Via email semi-

structured interviews are naturally hard to implement so in email I had a list of questions and the 

interviews were thus much more structured. I did tell the people I interviewed that they can add any 

comments they feel is necessary if they feel that there is something I didn’t ask and they want to 

talk about. 

 

4.2 The sample 

For the interviews my sample consisted of professional from different fields of marketing and 

commerce. The sample consists of professionals from fashion, electronic, sports, banking and 
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eyewear companies. What unites them is the fact that they all work with social media and their 

work evolves around marketing, branding and communication with the consumers. They have all 

worked within the industry for at least a few years and some are more experienced than others. At 

this very moment some representatives do not work as much with social networking sites as they 

have done in the past but they have collected an impressive portfolio of work and some still consult 

others relating to social media marketing. Passion for their profession is obvious from the 

interviews and all of them have opinions when it comes to social media and the consumer power. I 

tried to keep the sample varied by having people from different backgrounds and different kind of 

companies. Some of the representatives have used Facebook and social networking sites for a long 

time whereas others are just getting started with the site. I also tried to choose people from different 

countries to keep the results as varied as possible. Some of the representatives work within the 

Swedish market, some in the Finnish market, some work in the United Kingdom and some 

representative’s works stretches over the state lines. I chose a few of the representatives because I 

knew that the companies they work for have recently encountered issues in social media and I was 

keen to hear their perspective on social media and power relations.  

 

4.3 Data collection 

I have chosen to interview eleven people who work actively with consumers in social media. A few 

of the interviews were conducted as face-to-face interviews and a few via Skype. The others ones 

were conducted via email since the people were located abroad or it wasn’t possible to have a 

meeting with them for various reasons. My sampling was based on convenience sampling which 

means that the representatives were chosen based on their availability or ease of access. The 

advantage of convenience sampling was that I was able to get quick responses. The down side can 

be the fact that this kind of sampling might not be representative of the population at large, but I 

tried to take this into consideration and choose representatives from different kinds of companies 

and backgrounds. In totality I conducted 11 interviews and ideally I would have liked to have 

conducted more interviews but despite my efforts to reach other industry professional I could not 

get more interviews.  
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4.4 Reporting and analysing the results  

In general social research builds a model which it then moves to test with the help of empirical 

material (Wengraf 2001:51). In this study, I have suggested a hypothesis that much of the existing 

academic literature is wrong about the average consumer holding power in online environment. 

This is something I aim to study with the help of the interviews. 

The best way to interpret the interview questions is to define what indicators to use to see whether 

the empirical material can support the hypothesis and the theoretical framework Tom Wengraf 

(2001:54) points out. Usually the more complex and abstract the theoretical hypothesis, the more 

indicators are needed to prove its validity. Denzin (1970 cited in Wengraf 2001:54) argues that the 

principle of triangulation is used by sociologists to argue that a minimum of three indicators should 

be used to examine theoretical concepts. For my research purposes Wengraf’s proposed take on 

indicators feels too narrow, as he uses the indicators for example to only determine someone’s 

social class. I am taking Wengraf’s idea of the indicators to structure my results but instead of 

indicators I use themes and sub-questions.  With the help of these themes and sub-questions I 

analyse the results by aiming to find similarities between the answers. I took the themes and 

questions based on my research questions. 

In this research the themes are: 

1. Perception of power 

a. Does the person working with Facebook feel that consumers have power over the 

company 

b. Does the person feel that the company has more power than consumers on Facebook 

2. Companies and Facebook 

c. Is it beneficial for the company to exist on Facebook 

3. Change in consumer behaviour 

d. Has the emergence of social media altered the consumer behavior  

Interviews are a problematic research method in the sense that they offer a lot of material and 

possibilities to answer different hypothesis. Thus the indicators are needed to define and unravel the 

answers. Wengraf (2001:54) notes that the indicators can be problematic since there might be a gap 

between the theory and the indicator or sometimes the indicators are not indicating the same things. 
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The gap needs to be filled by arguing for its validity and justifying that the claims made by 

indicators support or disprove the concept.  

 

4.5 Ethical considerations 

Means and ends of interviews are governed by the ethical and moral issues. Ethical issues rise in 

interview situations particularly when the person’s private thoughts and life are examined, and then 

brought forward to public knowledge through the study. Important in an interview is the informed 

consent of the interviewed.  Giving information about the study beforehand and telling about the 

overall purpose of the study is important as well as telling where and how the information from the 

interview will be used (Kvale 2007:24-27). Confidentiality and anonymity are other important 

factors. 

In this study a few of the interviewed wanted to remain anonymous due to various reasons. One of 

the subjects for example based anonymity on her job situation; the person had previously worked 

for an unnamed big e-commerce store, but had chosen to leave the company a month earlier due to 

personal reasons. She felt that she wanted to remain anonymous because she wanted to represent the 

company and felt that the things she learned about Facebook marketing and communications were 

all from her work experience. The person was willing to discuss about the issues and tell how things 

were done in the company but wanted anonymity because she wasn’t employed by the company 

anymore. At another case the representatives were employed by a bank and they were commenting 

on an issue which is still a hot topic on Facebook. They felt that by withholding their name as well 

as their employers name they could take part in the study. 

Due to ethical reasons I granted anonymity for everyone who wanted it. Anonymity of the 

interviewed might even benefit the researcher since as Parker (2005 cited in Kvale 2007:28) notes, 

due to anonymity, the researcher is allowed to disseminate the information more freely and have 

stronger control over the study.  

 

4.6 The integrity 

This chapter should be started by stating that the interviewer can never be fully objective and free of 

pre-existing ideas and thoughts. In this particular case I have personal opinions and experiences 

about the topic, and before starting the interview processes I had to exclude my own personal ideas 
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and opinions. It was hard not to try and affect on the interview subjects and I had to think a long 

time on how to word my questions. During the interviews I had to remain objective and keep in 

mind that I can’t use the interviews to strengthen my own notions and ideas about social media. I 

can’t say I managed to be fully objective but having the knowledge that I might be affecting the 

outcome of the interview results helped me to distinguish when I was trying to steer the 

conversation to the way I wanted.  I knew few of the subjects personally which made it hard to 

maintain professional distance, and as Steinar Kvale (2007: 29-30) points out having personal 

relationship with the subject can circumvent their informed consent and even encourage them to 

reveal information they later regret telling me about. I was aware of these issues before going to the 

interview and warned the subject about this.  

 

4.7 Validity, reliability and generalisability 

Validity refers to the correctness of the results and statements. A convincing, strong and well 

thought out statement is often also valid. Kvale (2007: 122-123) notes that the validity of research 

can be also measured by making sure that the method investigates what it is supposed to investigate. 

Validation is also about testing the researcher’s skills throughout the research; the researcher needs 

to check, question and theoretically evaluate findings. Validation is something that should be 

present at every step of the research process. I am aware that in an interview the interviewed is 

aware of the situation and might not reveal their true thoughts and sometimes it can also be difficult 

for people to put things into words. This might affect the validity of the research since maybe there 

is something the interviewed is not revealing. That is why I suggested that a few of the 

representatives should remain anonymous, since after the representatives explained their situations 

to me, I was worried that they might have been too careful on answering my questions.   

Reliability means the trustworthiness and consistency of findings. This means that the interview 

subject might change their answer during the interview and whether they would remain consistent 

even with another researcher. A Kvale (2007:122) point out that reliability is also present when 

transcribing and analysing the results. The question the researcher needs to pose is: “would another 

researcher get the same results?” 

Generalisability of the results rests on the question whether the results can be repeated or 

transferred to other situations and subjects (Kvale 2007:126-127). I can’t be fully sure that the 

results from this research can be generalised but I attempted to take this in consideration when 

choosing my interview subjects. By interviewing more than one person I hoped to make the 
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research more relevant and the results to fit a larger scale. Taking my subjects from big companies 

also means that the results could be more generalised, as bigger companies have more money on 

their disposal, have more fans and interaction with the consumer, and are quantitatively more active 

marketers. 

Bearing in mind the methods exercised and collected materials we now move on to results and 

analysis part. The following section examines and tries to unravel the findings of the empirical 

material.  
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5 Results and Analysis 
 

The aim of the methods was to examine how the representatives of companies feel about the 

consumer power on Facebook. The results of the interviews are discussed via pre-set indicators and 

themes to see if there are similarities or differences between the answers. This is done with a help of 

pre-set three themes: firstly the discussion focuses on the perception of power; secondly to the 

companies and Facebook, and lastly change in consumer behaviour. 

 

5.1 Perception of power 
 

“I would say that they [customers] don’t really have power or that they don't want to use it 

power. Like when I think the ads we run nobody comments them negatively. I can't really 

say nothing more than no, they don't have power. --- Or like in the case of paid adverts and 

negative comment we had, we stopped the ad immediately and made a new one. It was as 

simple as that to discard it.” (Twilfit representative) 

“I see that we, as a company, take upper hand when it comes to having influence over others 

on Facebook. We can pay to get visibility and use celebrities to promote our brand. We have 

money and tools on our disposal, all thanks to Facebooks functionality. Individual person on 

Facebook can’t really match that, not even to reach others and do something 

collaboratively.” (ASOS representative) 

This was an interesting question as most the representative felt that consumers do not have power 

over the company’s activities on Facebook. The majority of the respondents stated that it is the 

company that holds the power on Facebook, and that people on Facebook cannot change the way 

the company structures itself or where they produce their goods. However the reasons for their 

statements were a bit more varied and those differences will be discussed further on this chapter.  

The companies have tools to control the customers, and for example in the interview one of the 

representatives said that if a person leaves a negative comment on a post or an advert, it is possible 

to hide that comment. The person who has left the comment does not know that the comment has 

been hidden from general public and the comment still appears to the user and their friends. The 

Twilfit representative mentioned that if there is a negative comment on a Facebook advert it is 



33 
 

possible to stop the advert and make a new one. Thus it is possible for the company on Facebook to 

dismiss a person trying to draw attention to negative issues, such as sweatshop labour. A few of the 

companies did say that they follow the comments they get on their posts and might alter the content 

based on that, but they often dismiss the comments and don’t react to them. Some stated that any 

possible protests are quickly over as people’s attention span is not very long on Facebook. 

When it comes to the notion of soft power, especially big fashion houses use a lot of opinion 

leaders, as mentioned by Dijck,( 2013:64) and Vernuccio (2014:215), to promote the company on 

social networking sites and influence peoples purchasing behaviour. One of the representatives 

from a big fashion store stated that they use opinion leaders to get a message across and to support 

their ongoing marketing campaigns. She also said that sometimes they try to get a hype going about 

certain products; when people see a popular blogger wearing certain sneakers they rush to get 

similar shoes because they want to think that they are as trendy as that blogger.  

“We use bloggers and famous people to promote our products and reach our target 

audience: young females. Bloggers especially are good in the sense that they offer super 

cheap publicity to us and they drive traffic and sales to the site. Often these young girls 

also are keen to follow trends and are very aware of ‘Who wore what’. That’s when the 

bloggers really work for us, since when people see a blogger wearing certain type of shorts 

or sneakers; they just go mental about that item. Famous people work just as well as 

bloggers when we want to drive sales. We launched a Gwen Stefani shoe collection and 

people went nuts over it!” (Anonymous representative, fashion house) 

In the interviews one company stood out, as they were more positive toward consumer having 

power on social networking sites. A representative from the banking industry raised a current 

example of how they had to alter their behaviour because of people’s action on Facebook. A private 

person had written a public post to her own wall about the poor availability of the bank’s regional 

branches and how a large amount of cash had burned down with a school building because they 

weren’t able to deposit it to a bank, due to the fact that the nearest bank was 200 kilometres away. 

The post received a lot of shares, likes and comments, which led to the bank feeling pressured to 

pay the lost money back to the school. This is one example of many small actions that people can 

do on social networking sites, however in this case the burning of the school building was already a 

news item in itself and thus the person who originally posted the complaint got a lot of publicity 

with the help of other media. In this case the bank felt social pressure to react to the event to save 

their reputation, however they have no plans on addressing the root of the issue: bringing back more 
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regional bank services. One of the representatives stated that once they made the gesture of paying 

the lost money back people seemed to lose interest in their actions. 

“This was a big issue on social media and we got loads of comments, emails, calls and 

media attention relating to this, so we felt pressurised to act up on it. What we were quite 

puzzled about was the fact that no-one seemed to care about the root of the issue which was 

that there are less and less banking services. This kind of just felt like a short lived hype 

which was over before it even really began. I mean by paying the money we managed to 

totally avert people’s attention away from the original problem!”(Anonymous 

representative, banking) 

In the interviews I asked the representatives if they were aware of political protest on Facebook and 

how the protests, such as Arab Spring, have spread due to social networking sites. I wanted to know 

whether the representatives thought that something similar could happen to commercial companies. 

Four out of the eleven representatives stated that realistically it could be possible to experience a 

public uproar on Facebook if people felt strongly about the issue towards the company. One of the 

Samsung’s community managers stated: 

“People do collective stuff on our channels, for example if someone has a problem they 

might go on our wall and seek another person with a same problem and comment on that 

post. So I would say that yes in the sense of people being collective I see a difference in their 

Facebook behaviour compared to behaviour without social media.” (Samsung 

representative) 

Collective action is something the Samsung representative says could happen. The service delivery 

manager at ASOS stated that people are active on commenting on their posts and complain if 

something has gone wrong, and she felt that if they would care enough people might actually attack 

the company publicly. That’s why she personally felt that it is important to offer people good 

customer service and acknowledge their issues. As the ecommerce store in question is big and well-

known, she said that people could engage actively with other person’s negative feedback and they 

might share content and stop purchasing from the store. The other three felt the same way but some 

of them stated that it would be highly unlikely to see that actually happening. Another one of the 

Samsung representatives said that the issue could get started from Facebook but would need help 

from the traditional news media to really get a big reach. She also stated that a company which is 

open about its business and addresses customers online is unlikely to experience anything like that.  
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The remaining seven representatives were a bit more sceptical about the thought of people acting 

towards them in that massive a scale. For example the representative of Daily Sport stated: 

 “I feel it’s highly unlikely. I mean that people in high welfare countries don’t have the same 

passion driving them as people in the case of Arab Spring. People here in Sweden might just 

show their dissatisfaction by commenting something stupid, or they might just not buy our 

product.” (Daily Sports marketing coordinator) 

The ecommerce manager at Néstle Purina didn’t believe that people have power on Facebook at all 

and for him Facebook was just another medium through which customers can ask questions. The 

anonymous representative was also somewhat sceptical about it and doubted that people would get 

influenced by other people’s bad experiences or opinions and states:  

“I have actually encountered situations where people ask where we produce our clothing 

and they have demanded information of the factories our products come from. This was 

immediately after a show in which Norwegian bloggers were sent to third world countries to 

see what sweatshop labour really is. The show got people really interested and engaged. 

However, Facebook is so saturated with people commenting negatively about some social 

issues that I don’t think that anyone would care if they see someone complaining that we for 

example use sweatshop labour.” (Anonymous representative, fashion) 

The anonymous representative commented that people often look for bargains and are not that 

interested in other issues, for example where the product was made. The anonymous representative 

noted that: “as long as we have the hype going and people see someone wearing the item, things are 

golden.” Some of the representatives found this question of power a difficult one to answer and 

some didn’t want to comment on the issue in depth. 

 

5.2 Companies and Facebook 
 

Power over the consumer manifests itself in the form of for example paid adverts, as many of the 

interviewed companies told that they use specific demographics to target the consumers. The 

companies use the data Facebook collects from its users, to benefit from it commercially. The 

majority of the subjects identified that marketing on Facebook is beneficial and that a vast amount 

of companies are not using as much offline advertising because they feel that online marketing is 

more effective.   
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The marketing coordinator at Daily Sports said that for them being able to target customers based 

on their interest is valuable as the company is specialised in selling sports goods and especially golf 

gear. “We need to target the people who are actually interested in buying golf clothing and in that 

way it is super good for us to have the targeting on Facebook”, marketing coordinator at Daily 

Sports states. She adds that advertising in magazines is expensive compared to advertising on 

Facebook and that she can’t ever be sure of how effective advertising in magazines or offline 

banners really is. The Twilfit, ASOS and other fashion house representative state similarly. They 

also believe that targeting people who might buy their products is effective and worth the money. 

ASOS representative for example states:  

“There is really no point to target old men with our ads, now is it? We want to narrow our 

marketing down to young girls and women who are interested in fashion and most likely 

want to buy from us.”(ASOS representative) 

An interesting case among the represented companies is Silmäasema, a Finnish eyewear company, 

whose representative says that they are just starting out to be more active on their Facebook 

marketing. They haven’t experienced any negative comments yet and so far the experience has been 

very positive and the social media coordinator that they have noticed that the sales are increasing. 

 “It’s hard to say [impact of Facebook marketing] but what we are just starting with is to 

analyse where we get the visitors from. I guess I could say that there has been a change and 

we have seen the sales increase slightly after we started to be more active on Facebook. 

Naturally when you invest more money on marketing you do get results, but this has been an 

interesting Facebook experiment which has brought us good results. We should’ve done this 

earlier!”(Silmäasema social media coordinator).  

As Dijck (2013:4) notes, many of our daily activities exist on the social networking sites, and so 

does marketing. The representatives supported Dijcks argument and agreed that it is beneficial for 

the companies to exist on the social networking sites. As stated earlier, the Silmäasema 

representative had recently been more active on the company’s Facebook site, and she said that they 

have seen an increase in sales and customer contacts. Since the company is selling eyeglasses they 

use Facebook as a way to brand themselves as more youthful and to get people to enter to their 

stores. Another company working with promotions also stated that they use Facebook and other 

social media as an extension of their online activities: 
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“We used to be only there at the shopping centre and hoping that people would notice us, 

now we can tell them to come and see us on Instagram for example. On very big events, like 

fairs and stuff, we can also follow the hashtags used on Instagram or Twitter to see what 

people are posting about. And is it about us. So even traditional marketing and promotions 

are starting to be more interactive now!” (The Network account executive) 

 

5.3 Change in consumer behaviour 
 

“I think the change has happened because now people have a lower threshold to approach 

us. Facebook is such an easy immediate way to communicate that people are willing to do it. 

They hang in Facebook all the time anyway so why not take care of your business there!” 

(ASOS representative) 

“I guess that people are a bit keener to get involved on issues thanks to social media. It’s so 

easy to do that on Facebook --. One has to simply press the like-button on Facebook to 

become an activist. More than that people can comment or share content to make something 

sort of more public”. (Anonymous representative, banking) 

Most of the representatives commented that there has been a change in consumer behaviour 

supporting the findings of the Global Powers of Consumer Products report published by Deloitte 

(2015:8). There wasn’t a unanimous opinion between the representatives that the change is due to 

one specific thing but many seemed to agree with the notion that marketing is not the same as it was 

a few decades ago. Some representatives argued that Facebook helps to spread the information but 

they weren’t sure if this has been the reason why the consumer change has happened. Some 

pinpointed that globalisation has aided the change since it is easier to buy goods and services from 

abroad.  

 

The ASOS service deliver manager, the Twilfit marketing coordinator and the Samsung 

representative stated that there definitely has been a change in the way customers behave and they 

think that the reason is partly because of Facebook. Samsung’s social media community manager 

stated that she has been working with the industry for a few years now and there has been a huge 

increase in people using Facebook as a customer service and information channel. According to her, 

people now come to the site to seek information and ask questions relating to their products and 
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services. This is in the line with the ASOS representative opinion about the customer service on 

Facebook:  

“It is definitely different to traditional customer service as other people see your comments 

and read them. We have to put emphasises on how we deal with difficult situations as it is 

visible to everyone. Before we were able to handle our fans privately but on Facebook 

everything is very public”. (ASOS representative) 

 She believes that customer service being a public thing now has made it more complex to handle 

and it has altered the customer too as they have a lower threshold to approach the company due to 

the interactive nature of Facebook. She also states that many companies use very friendly language 

to approach the customer and forget the complex technical terms or formal language. 

When asked in which way the customer behaviour has changed the representatives stated that 

people are more aware of issues, such as sweatshop labour; more information wary and even more 

demanding. The anonymous representative from a big fashion house stated: 

 “I have actually encountered situations where people ask where we produce our clothing 

and they have demanded information of the factories our products come from. This was 

immediately after a show in which Norwegian bloggers were sent to third world countries 

to see what sweatshop labour really is. The show got people really interested and 

engaged.” (Anonymous representative, fashion house) 

 The Samsung community manager also commented that now people link discussions on forums to 

their complaints and comments and some just write a comment just that other people can see their 

problems. Sometimes people are unhappy with the service they have gotten from customer service 

over the phone and want to address their dissatisfaction in a place where they can get noticed by the 

company as well as the other customers. “When we get comments on the wall we have to notice 

them. It’s a different thing for people to go and complain on our Facebook page than to do it 

privately, there they complain about our actions and demand better service”, the Samsung 

community manager notes. 

Another issue that the Twilfit representative mentioned was the one of trust building. She states: 

“-- I think it’s important to for example have good reviews on price comparison sites, in 

Sweden we have these prisjakt and other ones. We try to get people write reviews about us. 

Other one is that we want to get the "trygg E-handel"-batch.. or a sign or whatever you call 
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it. Kind of getting the customer to trust us is important, you know? Like when I think of the 

marketing before social channels it wasn't maybe that focused on the whole trust issue but 

now we compete with the other companies so much that every good review is super 

important to us” (Twilfit marketing coordinator) 

Again the ecommerce manager for Néstle Purina didn’t believe that customer behaviour has 

changed drastically. Some representatives were a bit more hesitant than others to pinpoint whether 

the change has happened to all of the customers and another Samsung community manager stated 

that it is only minority of the people who actually have altered their behaviour on a larger scale. 

Normal consumer still relies on their traditional customer service and most of the customers still 

contact them via phone or email. The representative also said that it is not often that people 

comment something negative on their adverts, most of the commenting is friendly and people just 

look for an engagement from the company. 

5.4 Indicators  

The following table of indicators analyses the similarities between the interview results. The aim 

was to see whether the subjects felt the same way about social networking sites, power distribution 

on the sites and whether the consumer has changed due to the social media sites. The number on the 

Yes/No -column indicates the number of answers to the question. i.e if both interview subjects 

could be interpreted to indicate that they felt that consumer did not have any power on Facebook; 

the answer then was No > 2 

 

Indicator 

 

Yes No 

1. Does the person working with Facebook feel that consumers have power on Facebook 

4 7 

2. Does the person feel that the companies have more power than consumers on 

Facebook 8 3 

3. Is it beneficial for the company to exist on Facebook 
11 0 

5.   Has the emergence of social media altered the consumer behavior 
11 0 
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On this table we can see that four out of eleven representatives were interpreted to feel that people 

have power on Facebook. However many of the representatives felt that the companies have more 

power on Facebook than the consumers do and everyone agreed that it is important to exist on 

social media sites. It was again very unanimous that social media has altered customer behaviour, 

many of the representatives made a point of noting that they have noticed a difference in themselves 

personally and some confessed on shopping outside country borders as it is so easy to do shopping 

online.  

 

5.3 Summary 
This empirical study aimed to map out what the representatives various different companies think 

about consumers and power on Facebook. When it comes to the indicators the table displays the 

answers in a number format. As can be seen from the above table, there weren’t huge disparities 

between the answers albeit some variations do exist. 

What mapped out all of the answers was the belief that customers do not really have much power on 

Facebook. The question sometimes also boils down to the question of remaining interested. For 

example the bank representative had encountered issues on Facebook and had to alter actions based 

on people’s negative comments, but even she admitted that the hype was short lived and after a 

small gesture people seemed to forget the root of the whole problem.  

When it comes to the issue of soft power, interestingly two of the representatives mentioned 

bloggers, in good and in bad. One of them said that they use the bloggers for their advantage by 

giving them money or clothes to promote the brand. Another representative mentioned sweatshop 

labour and how a TV show featuring famous bloggers got a lot of attention and people started to 

demand information about how and where that company bought and manufactured their clothes.   

The representatives also stated that it is beneficial for the companies to exist on Facebook since the 

companies do marketing and branding there as well as target adverts to specific demographics. 

Some said that consumers also seem to seek information from Facebook and they feel that it is 

beneficial to offer customers service there as then the company can address a negative issues 

straight away and have interactive and open discussion with the consumer.  
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Representatives also felt that customer behaviour has changed and it seems to be down to 

information access and people’s willingness to bring issues forth to public knowledge. Some 

representatives also mentioned collective action on Facebook. There wasn’t a unanimous opinion 

on whether customer behaviour has changed due to social networking sites but the prevailing 

opinion seemed to be that people do use these sites to their advantage when communicating with the 

company.  
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6 Conclusion 
 

 “Money makes the world go round”, was sung in the musical Cabaret in 1966. This famous 

statement has since been used in many plays, musicals and songs and it highlights our capitalist 

society where nothing comes for free. Facebook started as an advert free site and its idea was to 

enable networking among people as well as to uphold the notions of openness and information 

sharing. As time went by, the founders of Facebook realised the sites business and money making 

potential. Since then the site has grown to an impressive advertising and data collection 

infrastructure. Facebook is free for its users and as Andrew Lewis (2010 cited in Lee 2014:100) 

commented: “If you’re not paying for something, you’re not the customer; you’re the product being 

sold”. 

The hypothesis of this thesis is that companies have more power than consumers on the social 

networking site Facebook. This is based on the notion that Facebook allows companies to collect 

personal data from consumers and use it for commercial purposes. When it comes to the average 

consumer on Facebook the power they hold is limited, since Facebook's functionality allows the 

company to hide customer comments from their site and block unwanted users. It is unlikely that an 

average consumer can bring an issue forth to public knowledge and get media attention, and has as 

much power over companies as some theorists suggest.  

Some scholars have been flashing the idea of a critical consumer who actively participates in 

disseminating, editing and commenting on the content posted by companies. However whereas the 

Facebook offers the tools and means for Castels (2009:55) idea of mass self-communication, or it 

could act as extension of word-of-mouth communication (Gillin 2007 cited in Mangold and Faulds 

2009:359; Hajli 2014:388), this ideal Facebook user is more of an illusion than a norm. At the 

moment Facebook is the biggest and most prominent social networking site with over 890 million 

active users in a day: that is more than a few hundred million people who aren’t looking for social 

action or networked power to rebel against commercial companies. 

There is no denying that Facebook and other social media channels have not changed our society, 

people’s behaviour, and how companies organise their activities. Many companies now have a site 

on Facebook and are active online marketers. As Mangold and Faulds (2009:359-360), and 

Kietzmann et al. (2011:241) state, we have stepped into a whole new marketing and promotions era.  
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When it comes to the people on Facebook, many theorists (Labrecque et al. 2013:257; Vernuccio 

2014)  and some studies (Deloitte report 2015) claim that the consumer empowerment online is 

essentially based on information availability and networked power. Due to the advanced 

information technologies, for example Mangold and Fauld (2009:359) and Hanna, Rohm and 

Crittenden (2011:267) believe that the average consumer is more aware of issues and thirsty for 

information than before. Kietzmann et al. (2011:250) for example note that the consumers do not 

want to be passive receivers of the message anymore but that they want to actively participate in a 

conversation online and want that the companies to listen, respond and engage with the consumer 

comments. This is what the results of the empirical material also showed. A few of the respondents 

reported that customers are active on engaging with them online and they seek to be noticed and 

had conversation with. Some representatives stated that essentially consumers post comments on 

their Facebook just because they want that the message is seen by the other consumers. 

The consumers can also talk about the companies without the control of the company due to online 

forums and other social networking sites (Kietzmann et al. 2011:242). Vernuccio (2014) identified 

different ways the customers can exercise power on online: Via networked power people can come 

together and raise an issue to the wider public. The empirical material also found out similar 

characteristics of people’s behaviour as evidenced by an example told by the representative from 

the banking industry: People rallied behind an issue on Facebook and the bank was forced to act on 

it due to pressure. Since there is so much more information available individually a person can 

make informed choices about their consumption behaviour or disseminate information about the 

companies to others. This is what Vernuccio (2014) calls individual power. 

As mentioned before, the characteristic of social networking site is the ability to connect people and 

the fact that they allow people to network, which is also one of the empowering aspects of 

Facebook and other social networking sites. For Castells (2009:10) the networking power is the 

ability to affect other people’s actions or opinions. On Facebook this power essentially is the fact 

that people can act collectively. Also people are able to add value to the content by disseminating it, 

commenting and by modifying the content. On Facebook the average user could do this by for 

example by sharing an article and adding own their comments to it in an attempt to get their opinion 

across to others. 

These are the main ways an average consumer is empowered by Facebook but how about 

companies and how do the representatives of the companies think about consumer power in relation 

to company power?  
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According to the representatives of the companies, the commercial players can also take advantage 

of Facebook in many ways, whether it is by using opinion leaders mentioned by Heikkinen (2015), 

Labrecque et al. (2013:258), Dijck (2013:64) and Vernuccio (2014:215) who leverage their 

relationships collected with a help of social capital and use soft power to convey people to buy 

products or support a certain brand. The empirical material shows that first and foremost the big 

fashion companies are active in using bloggers as a way to create hype and persuade people to buy 

their products. Empirical material also showed that the companies find this to be an effective way of 

promoting and increasing sales. Hajli (2014:388) argues that by increasing sales, enhancing word-

of-mouth communication, sharing information and enhancing brand popularity the social 

networking sites offer companies value. This is what the empirical material also found and as the 

representatives felt that it is beneficial for the companies to exist on Facebook.  

Majority of the companies in the empirical sample are active users of Facebook advertising and find 

it beneficial. The data collected from the users enables companies to target adverts to people based 

on their gender, interest or any other possible demographic information. The representatives of the 

companies felt that this is an empowering aspect for the companies. Another empowering aspect of 

Facebook was the fact that companies can pay for visibility. Visibility is an important aspect on 

Facebook because whoever shares their content wants to share it with their followers and possibly 

even with a wider audience. According to Bennet (2003:17) a movement that doesn’t make it to 

media is not a movement. In this sense the company is often in a better position than the consumer 

as the company can pay to get their advert or post to be shown on peoples news feed.  

To conclude, overall the representatives of the companies think that the companies hold more 

influence on Facebook than the average consumer. This is due to the fact that they can pay for 

visibility, control peoples comments on pages or adverts, or by simply yielding soft power. The 

representatives also felt that it is important to exist on the social networking site and all of them 

agreed that there has been a change on how customers behave. The theorists have suggested that the 

customers have changed towards more information hungry and demanding consumer. Companies 

acknowledge this change too and recognise that the ways of dealing with customers have changed. 

As to say that the change is due to social media or social networking site is harder; people do use 

the social platforms to their advantage and they enable networked power, so a careful argument 

could be presented that social media sites have encouraged people to seek conversations and 

demand information from companies. As to what the future holds for the relationship between 

Facebook and other companies is an interesting question and would require a time machine to get 
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concrete answers. On this time and date, companies think that they have influence over the 

consumer on Facebook, at least until they are proven wrong.    

 

6.1 Suggestions for further study 
Who has the power on social networking sites, such as Facebook, essentially boils down to the 

angle one chooses to look at the power aspect. Yes, the people could have power but are they 

willing to use it? I have now discussed both customer and company approach from theoretical 

standpoints and the empirical material was focused on the company perspective. For someone 

wanting to conduct further research on the subject an interesting aspect would be to get customer 

comments alongside the company perspective. Another study could be conducted solemnly based 

on the customer power on Facebook or another social media site.   
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8 Appendices 
 

The appendices consist of the interview material with the company representatives. Most of the 

interviews were conducted either in Swedish or Finnish, so the transcripts are authors own 

translations to English. 

8.1.1 The company representatives 

 

1. Anna Ejtdrän - Marketing Coordinator and Community Manager at Twilfit 

2. Vicky Becks - Account Executive at Network Promotions Ltd.  

3. Zoe Wilkock - ASOS Service Delivery Manager 

4. Ola Benemark - eCommerce Manager at Nestlé Purina. 

5. Ida Benrtros - Marketing Coordinator at Daily Sports 

6. Pilvi Nieminen - Social Media Coordinator at Silmäasema. 

7. Christina Berthelsen - Social Media Community Manager at Samsung Denmark 

8. Bettina Björn - Social Media Community Manager at Samsung Norge 

The following interviews were conducted anonymously for various reasons: 

9. Anonymous Online Marketing Specialist from Fashion Industry 

10. Anonymous Marketing coordinator from Banking Industry.  

11. Anonymous 2 PR and Community Manager from Banking Industry.  

 

8. 1.2 Email template 

Hi xx, 

Thanks for agreeing to do this interview! I’m writing my Master’s thesis to Stockholm University 

and my thesis is about the consumers and companies on social media and especially on Facebook. I 

attempt to study that which party really advantages of social media. I’m collecting empirical 

material by interviewing a number of professional who work actively with social media.   

From you I want to ask you questions relating to Facebook and how you use it at your work. Since 

I'm studying consumer power I will also be asking questions about the consumer and power 

relations on Facebook. Please find the questions attached. Best regards, Piia Vilja 
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Appendix 1.  
Face-to-Face Interview with Anna Ejtdrän - Twilfit Marketing coordinator and community manager  

 Hi Anna and thanks for having the time to answer my questions! I'm starting the recording 

now so lets start. 

  

Hi Piia, I'm glad I can help you with your school work! 

  

As I told you before my thesis is about consumer power on social media channels and 

especially in Facebook. I want to ask you questions relating to social media and  how you at 

Twilfit use it. Since I'm talking about consumer power I will also want to find your opinions 

about that at the end of this interview.  

Krhm -- let's start with, your title and if you could tell to the record your profession and in 

what company you work for? 

  

Yes, so I'm working at Twilfit and I'm currently covering for a, wait what is it in English.. Maternity 

cover! That's the word. I'm the community manager and e-commerce specialist.  

  

Excellent, thanks! So your work consists of working on Facebook? Can you tell a little bit 

more about it? 

  

Yeah. So I'm so called community manager, which means that I'm responsible of our social media 

usage at Twilfit. Wait, you wanted to only know about Facebok right? 

  

Yeah, only Facebook  

  

Cool. What I do is that I come up with our social media strategy, I kind of make it happen from the 

idea to then making it happen.. or umm actually appear on the site. We do posts on our site and 

every so often we make Facebook ads as well. We get some customer comments to our wall 

regularly as well so its also kind of a way to offer customer service.  

  

Could you open your Facebook marketing strategy for me? What do you do and why? 
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Sure. So we do quite a lot of our marketing activities on Facebook. We do Facebook ads every now 

and then, mainly when there is, you know, a pay day in Sweden or other major campaings we want 

to push. We also make posts on our wall but without boosting they dont really get much reach.  

  

Can you elaborate your Facebook advert part a bit more. Do you do targeting and based on 

what demographics? 

  

We do targeting for our adverts. We sell lingerie so we want to target exlusively women, of course 

[laughs]. We tried targeting men over Christmas holidays thinking that they would want to buy a 

gift or giftcard to their girlfriends, but that campaign didn't go well, unfortunately! uhm, and since 

you were interested on targeting in that case we targeted men who were in relationship.  Usually the 

women we target are interested in fashion and lifestyle.  

  

Thanks for the insights. Can you estimate how well these ads work compared to sort of 

traditional advertising? I know its not possible to target offline ads such as in magazines but 

when you compare to banners on a webste? Do you actually even do banners? 

  

yeah, ofcourse. We do banners and we do product listing ads too. Compared to those Facebook 

works actually quite well. Like our CTR is much highter on Facebook and we get conversions 

sometimes too. Since we sell lingeries its sometimes hard to sell them over internet becuase of you 

know sizing and so on. Our aim, all in all, is to so get people to our butiks too so we kind of use FB 

for branding purposes. People do click our ads and we have always peak in traffic on our website 

when we use the ads. 

  

  

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? 

  

They do sometimes. What they might do is to tag their friends on the comments section when it is a 

good offer. Sometimes people comment on them too saying something like: lovely colours. We get 

the odd share here and there. People share the ad or a post sometimes too.  

  

Do you get negative comments? 
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Very very little. When we worked together at Runforest do you remember that then we had some 

negative comments? 

  

Yeah I do! Thats something I was thinking about! Do you remember the one where someone 

commented that our shoes were made with sweatshop labour? 

  

Oh gosh, yeah I remember. We stopped that ad in the end, didn't we? But at Twilfit we don't get 

comments like that! 

  

Yeah we had to. You mentioned that people leave comments on the site too. How are the 

comments there? 

  

Hmm, the comments there are mainly positive I think. I need to check that [laughs]. We don't get 

customer comments that often however, it could be people giving feedback about their experience at 

our store or something not working on the site. Or sometimes we get people asking if we are going 

to get some sort of product to stock. 

  

Ok, so.. 

  

Oh no wait, sorry! I just remember that we made one post where we got loads of comments about us 

using normal size models. The comments were really positive and people were really happy that our 

models were normal.  

  

Nice, thanks for that insight. You know that my thesis is about the power aspect and 

consumer. Based on your experience at Twilfit and at other jobs you've had, what's your 

stance: Do you deem that the consumers hold power on social media? 

  

Umm. I would say that they dont really have power or that they don't want to use it power. Like 

when I think the ads we run nobody comments them negatively. I can't really say nothing more than 

no, they don't have power. We get customer queries but most of them go to our customer service. I 

would say that maybe our customers are super nice! Or like in the case of paid adverts and that 

comment we had, we stopped the ad immediately and made a new one. It was as simple as that to 
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discard it. 

  

When you think like something like Arab Spring 2011 and how people used the media then to 

their advanatge. Do you see evidence on that kind of beahviour? 

  

[laughs]. I really dont see that. Even when looking at other companies where people might be more 

vocal about things. You don't see people, or like, when you have a negative comment, other people 

don't tend to react to that. 

  

When you kind of look back to marketing and how it used to be, what do you think has 

changed due to social networking sites such as Facebook? 

  

hmm, good question. I have been working with marketing something like four years now and the 

social media has been present most of that time and there has been increse in marketing in that, or 

sorry, there. I think I said it earlier that we do most of our marketing on social media channels. Like 

since magazines and newspapers are declining a bit, we don't see the point always marketing there. 

[pause] Of course we have some ads in ladies magazines but its hard to say whether they work or 

not. In instagram, twitter and fb we see people liking and commenting, and clicking the ad. I'd say 

that it has had maybe a positive effect, since now I know where I put my money in! 

  

How do you feel that the customer has changed within past years?  

  

Like, how do you.. 

  

Like their behaviour? Are they for example more demanding? 

  

Aha, okey. Well I think it’s important to for example have good reviews on price comparison sites, 

in Sweden we have these prisjakt and other ones. We try to get people write reviews about us. Other 

one is that we want to get the "trygg E-handel"-batch.. or a sign or whatever you call it. Kind of 

getting the customer to trust us is important, you know? Like when I think of the marketing before 

social channels it wasn't maybe that focused on the whole trust issue but now we compete with the 

other companies so much that every good review is super important to us.  
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One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

  

Uum, Im not sure what you mean with open? Like tell more information about us, as a company? 

Not really. I don't think so. Not at least I haven't experienced anything like it. 

  

Ok. I think that's all I need to know now! Thanks for the answers. Is it ok if I email you with any 

further questions I might have? 

  

Yeah, of course no probs. And feel free to email me with any questions you might have! 
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Appendix 2. 
Skype interview with Vicky Becks - Account Executive at Network Promotions Ltd.  

  

Hi Vicky! Thanks for having the time to answer my questions! I'm starting the recording 

now so lets start. 

  

Hi Piia, yeah let’s start 

  

As I told you before my thesis is about consumer power on social media channels and 

especially in Facebook. I want to ask you questions relating to social media and how you 

use it at the Network, which is a, um, promotions company. I'm talking about consumer 

power and I will also want to find your opinions about that at the end of this interview.  

Could we start by you telling me your title and what your work entails? 

  

Umm, I work for Network which is based in London. We do promotions for clients. We do 

campaigns online, and then on shopping centres, so we also work with retail. I’m the account 

executive so my job is to stay in contact with the clients and plan and do the promotions.  

  

Nice, thanks. I know that your promotions are sometimes like on the offline environment, 

but you do work with Facebook.  Can you tell a little bit more about the work you do 

there? 

  

We work with both ‘worlds’ if you may. Things have been increasingly shifting to Facebook, 

Instagram and Twitter so we have started to work with those a bit more recently. We do events 

for our clients so,on Facebook we start event pages or we do little with advertising over there 

too. We usually supply the client with materials and then they post it to their channels. But I’m 

responsible for example on coming up with hashtags for Instagram promotions. 

  

That sounds like fun! The Facebook things you do, do you get people who engage with your 

content, like are you successful with them and what kind of comments you get? 

  

Of course we are successful at what we do, I mean I have to say that or otherwise non-one would 

hire us! [laughs]. 
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People comment and participate on our events. One of our biggest clients is Ferrero chocolates 

and as a well-known brand it’s easy to get people to get interested. Sometimes we organise give-

a-ways which are always successful. 

  

Could you open your Facebook marketing strategy for me? What do you do and why? 

  

Umm, sure I can try and tell something more. Like I said we organise events for the promotions 

and sometimes we do posts too. 

  

Cool thanks! Are you able to give me an estimate as to does this work better than 

traditional, offline advertising? 

  

Umm, that’s super hard to say. I don’t really know. 

 

Ok! not a problem. You know that my thesis is about the power aspect and consumer. 

Based on your experience at working with social media, what's your stance: Do you deem 

that the consumers hold power on social media? 

 

Not really, like when it comes to the company aspect people don’t really seem to care 

 

Do you feel that companies have more power or ways to influence the consumers than 

consumers have on Facebook? 

 

Hmm, I would say no. Or it is probably very even. 

  

When we look at something like Arab Spring 2011 and how people used the media then to 

their advantage. Do you see evidence on that kind of behaviour? 

  

I work so little with Facebook at the end of the day that I don’t know. Again its hard to say 

anything but I would say no. 
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Ok, well can you tell if there has been a change in the customers within the time you have 

worked doing this? Like the consumers who actually visit your stands in shopping centres, 

have they changed or are they more aware of your promotions? 

  

Hmm, maybe I could say something like that. I know that I am keen to see adverts on Facebook 

to get deals and stuff. So like for us these social medias are kind of extension on what we do. We 

used to be only there at the shopping centre and hoping that people would notice us, now we can 

tell them to come and see us on Instagram for example. On very big events, like fairs and stuff, 

we can also follow the hashtags used on Instagram or Twitter to see what people are posting 

about. And is it about us? So even traditional marketing and promotions is starting to be  more 

interactive now! 

  

Ok. I think that's all I need to know now! Thanks for the answers. Is it ok if I email you 

with any further questions I might have? 

  

Thank you. Yeah, just pop me an email and I’ll see if I can help you more with this. 
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Appendix 3. 
Email interview with Zoe Wilkock - ASOS Service Delivery Manager  

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

I work for ASOS clothing store as a service delivery manager. My job is to take care of the 

customer queries and track their orders etc. We provide customer service on Facebook and our 

customers are active on commenting on our site. I don’t really take care of the other content as such, 

but I’m responsible on making sure that all the customers get an answer. 

Could you open your Facebook communication strategy for me? What do you do and why? 

Yes of course. We aim to answer all of the customer queries on Facebook. And we get a lot of 

questions there! Our strategy is to answer all of the customers and make sure that they know that 

they are cared for. Our writing style is relaxed and we like to talk to people as if they are our 

friends. We get message on private messages, people write on the wall and they comment on our 

posts. 

How is the customer service on Facebook? I know that you have worked on a customer 

service for 8 years now so how has it changed since then?  

It is definitely different to traditional customer service as other people see your comments and read 

them. We have to put emphasises on how we deal with difficult customer situations as it is visible 

to everyone. Before we were able to handle the customer privately but on Facebook everything is 

very public.  I think the change has happened because now people have a lower threshold to 

approach us. Facebook is such an easy immediate way to communicate that people are willing to do 

it. They hang in Facebook all the time anyway so why not take care of your business there! 

Talking more about other content you publish, do people comment on the content or do they 

share them? Do they engaged with your content? 

For sure. People comment, like and share the stuff we do. Like I said I don’t work with that kind of 

content but I follow it to some degree. 

What kind of replies and reactions do you get to your posts? 

Usually people comment something like ‘ooh, that’s a nice dress’ or then they tag someone they 

know. 
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How do you deal with negative comments? 

We try to understand the people and deal with it the best we can. We direct them to talk to us 

privately because often the information we need form them is private. 

I know that you have worked a little bit with marketing on Facebook and you help the 

marketing branch at ASOS. Can you tell just a little bit about your marketing strategy on 

Facebook? 

I sometimes help with them and I’m personally interested on the topic as I’m currently studying 

marketing. ASOS does something we call “dark posts” which are adverts targeted to specific 

people. I know that you are interested on targeting people and that’s what we do with our adverts 

too. There is really no point to target old men with our ads, now is it? We want to narrow our 

marketing down to young girls and women who are interested in fashion and most likely want to 

buy from us 

You know that my thesis is about the power aspect and consumer. Based on your experience 

at working with social media, what's your stance: Do you deem that the consumers hold 

power on social media? 

This is a tricky one as one should define what power on social media means. I see that we, as a 

company, take upper hand when it comes to having influence over others on Facebook. We can pay 

to get visibility and use celebrities to promote our brand. We have money and tools on our disposal, 

all thanks to Facebooks functionality. Individual person on Facebook can’t really match that, not 

even to reach others and do something collaboratively. 

When we look at something like Arab Spring 2011 and how people used the media then to 

their advantage. Do you see evidence on that kind of behaviour? 

No. Not in our customer base. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

I guess I could say that. I mean like I said that customers can see each other’s comments and they 

often come and comment that they’ve had same problem as so and so. 
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Appendix 4. 
Email interview with Ola Benemark eCommerce Manager at Nestlé Purina. 

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

I work as an ecommerce manager for Purina which is a pet food store. We have a Facebook page 

and an Instagram account. We do mainly posts on Facebook and some adverts now and then. 

Could you open your Facebook marketing strategy for me? What do you do and why? 

We do posts on Facebook. Mainly to sell our products and tell people about promotions. We 

sometimes try to add value to people by telling for example how to run with your dog. 

Can you estimate how well the content you do work compared to traditional advertising?  

Its hard to estimate that. They both have their good and bad sides. 

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? Do they engaged with your content? 

On our international page Purina has 450k likes and people are active commenting on there.  

What kind of replies and reactions do you get to your posts? 

They usually ask about our products and sometimes they complain. 

How do you deal with negative comments? 

We try to get them to contact our customer support. It is usually people who have heard gossip or 

something else stupid. 

Let’s move on to the power aspect on social media. Based on your experience, what's your 

stance: Do you deem that the consumers hold power on social media? 

No. 

Do you feel that companies have more power or ways to influence the consumers than 

consumers have on Facebook? 

Probably yes. 
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When we look at something like Arab Spring 2011 and how people used the media then to 

their advantage. Do you see evidence on that kind of behaviour? 

Not really. These people on our site coment something negative and they maybe get one person to 

join them. Our audience is 450k there so its just about small complaints. 

When you look back to marketing/customer service and how it used to be, what do you think 

has changed due to social networking sites such as Facebook? 

Well I think its just about people now having other way to ask questions. 

How do you feel that the customer has changed within past years? 

I cant say I can see a difference. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

Not really. 
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Appendix 5. 
Email interview with Ida Benrtros - Marketing Coordinator at Daily Sports 

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

I work as a marketing coordinator for a sports store. We sell sports clothing and we especially 

specialise on golf. We do adverts on Facebook as well as posts on our site. 

Could you open your Facebook marketing strategy for me? What do you do and why? 

We use a lot of advertising on Facebook and we target people who are interested on sports. We 

need to target the people who are actually interested on buying golf clothing and in that way its 

super good for us to have the targeting on Facebook 

Can you estimate how well the content you do work compared to traditional advertising?  

It’s hard to estimate that as there is no way of knowing how well our other advertising works. I 

prefer to use Facebook advertising over magazine advertising as it is very costly to advertise on 

magazines. Plus there is no way to actually know if people connect with our magazine ads. 

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? Do they engaged with your content? 

We get comments but most often it is just likes and website clicks. 

What kind of replies and reactions do you get to your posts? 

Look above. 

How do you deal with negative comments? 

We don’t get that many. Depending on the nature of the comments, sometimes I hide them and 

sometimes I just ignore them. 

Let’s move on to the power aspect on social media. Based on your experience, what's your 

stance: Do you deem that the consumers hold power on social media? 

Individual person doesn’t in my opinion. If people come together then yes, they might have impact 

on something, but I don’t see that happening often. 
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Do you feel that companies have more power or ways to influence the consumers than 

consumers have on Facebook? 

Yes. As a company we can make adverts and pay for visibility where as normal Facebook user 

doesn’t have that ability. 

When we look at something like Arab Spring 2011 and how people used the media then to 

their advantage. Do you see evidence on that kind of behaviour? 

I feel it’s highly unlikely. I mean that people in high welfare countries don’t have the same passion 

driving them as people in the case of Arab Spring. People here in Sweden might just show their 

dissatisfaction with commenting something stupid to our wall or ad, or they might just not buy our 

product. 

When you look back to marketing and how it used to be, what do you think has changed due 

to social networking sites such as Facebook? 

I think it is easier to reach my target audience now on Facebook and Facebook has created a new 

way of doing things.  

Do you think that the customers have changed within the past years, if so how? 

Yes, I think so. I think that they now want more sort of “behind the scenes” material and they want 

to be more closer to us and know what’s going on behind all the organisational stuff. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

I’m not entirely sure what you want to find our her, but I don’t have share more information with 

our customer than before, if that’s what you mean? 
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Appendix 6. 

Email interview with Pilvi Nieminen Social Media Coordinator at Silmäasema 

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

My name is Pilvi Nieminen and I work as social media coordinator at Silmäasema. We have just 

recently started to use Facebook and we don’t have other channels yet. 

Could you open your Facebook marketing strategy for me? What do you do and why? 

So far we haven’t done too much. We have just started to use Facebook and we do posts and we 

have done one advert campaing so far. With that we have external agency who does this for us now.  

Can you estimate how well the content you do work compared to traditional advertising?  

Umm, it’s hard to say but what we are just starting with is to analyse where we get the visitors from. 

I guess I could say that there has been a change and we have seen the sales increase slightly after we 

started to be more active on Facebook. Naturally when you invest more money on marketing you do 

get results, but it this has been interesting Facebook experiment which has brought us good results. 

We should’ve done this earlier! 

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? Do they engaged with your content? 

They do. Not much yet but we are aiming to get people to like and comment our posts. 

What kind of replies and reactions do you get to your posts? 

So far it has just people asking about our opening times or more information about the eyewear.  

How do you deal with negative comments? 

We haven’t gotten any yet. 

Let’s move on to the power aspect on social media. When we look at something like Arab 

Spring 2011 and how people used the media then to their advantage. Do you see evidence on 

that kind of behaviour? 

No. We have used Facebook so little right now and our experiences have been very positive so far. 
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Do you feel that companies have more power or ways to influence the consumers than 

consumers have? 

Yes I do think so. We can for example block people online. 

When you look back to marketing/customer service and how it used to be, has something 

changed and how due to social networking sites such as Facebook? 

Again I have to say that since we are so new that I can’t give a good answer to this. Personally I 

don’t feel any different to as I was before. 

How do you feel that the customer has changed within past years? 

This is based on my personal opinion but I do more shopping online and I buy clothes and shoes 

from abroad. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

No. I don’t even expect to experience anything like this with our company as our customers are a 

bit older. 
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Appendix 7. 
Email interview with  Christina Berthelsen - Social Media Community Manager at Samsung 

Denmark 

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

I’m community manager for Samsung Denmark and my job is to post material to Samsung’s social 

media channels, Facebook, Instagram and Twitter. I also monitor conversations on Facebook and 

oversee that Samsung’s Tele performance answers all the customer questions on our wall and that 

they do it and uphold our standards.  

Could you open your Facebook marketing strategy for me? What do you do and why? 

Our strategy is to reach our target audience with a help of posts. We post videos and pictures 

relating to our products and our approach is to write copies that are focused on story telling. We 

want our posts to get reach and engagement. Next to making normal post we also do posts which 

we then sponsor. 

Can you estimate how well the content you do work compared to traditional advertising?  

I can’t say anything to that as I only work with social media and I don’t have access to other data. 

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? Do they engaged with your content? 

We get a lot of comments and shares and our engagement rates are often high. 

What kind of replies and reactions do you get to your posts? 

Usually our fans comment our posts and react to the content we publish. They might say something 

like “nice TV”. Other times they might ask us questions about technical problems or they also 

criticise our content sometimes. 

How do you deal with negative comments? 

We try to understand them and sometimes important to answer them too. We want to provide good 

customer service. Also sometimes it is the easiest thing to hide someone’s comment if it is 

something rude or super negative.  
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Let’s move on to the power aspect on social media. When we look at something like Arab 

Spring 2011 and how people used the media then to their advantage. Do you see evidence on 

that kind of behaviour? 

Not really. These people on our site comment something negative and they maybe get one person to 

join them. I think that what could happen is that people might complain about something to our wall 

and then traditional media could pick up that and that way something could get a big reach. 

Do you feel that companies have more power or ways to influence the consumers than 

consumers have? 

Yeah, I would say that they have. 

When you look back to marketing/customer service and how it used to be, has something 

changed and how due to social networking sites such as Facebook? 

People are more active on commenting on our Facebook wall and everything is more and more 

online. Everything is also visible, like when we get comments on the wall we have to notice them. 

It’s a different thing for people to go and complain on our Facebook page than to do it privately, 

there they complain about our actions and demand better service 

Do you think that the customers has changed? 

Yes. 

How do you feel that the customer has changed within past years? 

I have been working with the industry for a few years now and there has been a big increase in 

people using Facebook. For example our fans now use social media as a channel to talk to us and 

find information about our products and how to solve technical problems. I’m not sure on how big 

of a scale has the change actually happened though. I think on a larger scale many people are still 

very traditional. I think that we might see a bigger change when the next generations grows up. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

Well I guess that people use our products a lot and if there are issues we have to react to them 

quickly. If we are open about knowing that there is a problem and we address it I don’t think that 

we’ll ever see any big protests. 
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Appendix 8. 
Email interview with Bettina Björn - Social Media Community Manager at Samsung Norway 

Can you tell a little about the work you do and how you use social media and especially 

Facebook. 

At my work I monitor what people write to our wall and I’m in charge of customer service and 

making sure that they answer to our fans correctly and that they use grammatically correct 

Norwegian. I also plan content to Samsung’s channels on Twitter, Facebook and Instagram. 

Could you open your Facebook marketing strategy for me? What do you do and why? 

We do posts and sponsored posts in Facebook and Twitter. Our main KPI is often to get reach and 

people to engage with our stuff. We do sponsored posts when we have a campaign on and when my 

boss wants to highlight some product etc. 

Can you estimate how well the content you do work compared to traditional advertising?  

I don’t know. 

Talking more about the ads and other content you publish, do people comment on the content 

or do they share them? Do they engaged with your content? 

Yes, we get  a lot of comments and likes on our posts. 

What kind of replies and reactions do you get to your posts? 

They usually ask about our products and sometimes they complain. 

How do you deal with negative comments? 

We try to get them to contact our customer support. It is usually people who have heard gossip or 

something else stupid. 

Let’s move on to the power aspect on social media. When we look at something like Arab 

Spring 2011 and how people used the media then to their advantage. Do you see evidence on 

that kind of behaviour? 

This is a hard one to answer. People do collective stuff on our channels, for example if someone has 

a problem they might go on our wall and seek another person with a same problem and comment on 

that post. So I would say that yes in the sense of people being collective I see a difference in their 

Facebook behaviour compared to behaviour without social media. 
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Do you feel that companies have more power or ways to influence the consumers than 

consumers have? 

No 

When you look back to marketing/customer service and how it used to be, has something 

changed and how due to social networking sites such as Facebook? 

Things have changed. When it comes to companies I think that Facebook is a good branding 

channel. 

How do you feel that the customer has changed within past years? 

I think its definitely about the collective action as well as people just want to be seen too. When we 

get comments on the wall we have to notice them. It’s a different thing for people to go and 

complain on our Facebook page than to do it privately, there they complain about our actions and 

demand better service. So there has been this degree of visibility that people want. 

One of the topics I'm touching on in my thesis is that the companies need to be more open in 

like this information age, and due to social networking sites. Is this something you have 

experienced? 

To some degree. Like we have to answer all of the questions we get on our customer comment 

section and we can’t bypass difficult situations.  
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Appendix 9. 
Email interview with anonymous marketing specialist for a fashion store. 

Could you shortly tell about yourself and your position at the fashion house you worked for? 

I have worked with marketing and sales for past 10 years now. I have experience on working with 

big brands but my job at this fashion store was the first one I actually started to work with online 

marketing and use social media like Facebook and Instagram as a marketing channel for our 

campaigns. At the company I was senior marketing executive for Sweden. 

What did your job entail and how did you use Facebook for marketing? 

As a senior marketing executive my job was to organise my marketing team and decide on 

campaigns in Sweden. Our marketing campaigns run in many level but since you are only asking 

about Facebook let me tell you little bit more about that: Our strategy on Facebook was to create 

visually appealing pictures and short texts to drive traffic to our site. We used Facebook posts and 

sponsored adverts for this purposes. We always had KPI’s in mind and often the objective was to 

drive traffic to the site and get sales.   

When doing Facebook adverts, do you target them to specific demographics? Why? 

Depending on our advert we target them to either women or men. Sometimes we choose interests as 

well, such as fashion, lifestyle etc. Targeting works well on Facebook as a way for us to reach our 

customer. 

Do you ever get negative feedback to your posts and adverts on Facebook? 

We do get somewhat negative responses but it’s easy to hide the worst ones. Facebook has 

developed hide-button which allows me to go into the post and hide the negative comment. When I 

do this the comment is hidden from everyone else expect the person who left the comment and their 

friends. I’ve never run into situation where someone had share our content and commented that on a 

negative light, but I’ve heard that it has happened to other companies. 

Relating to that question, as I told you my thesis are about the people and power on Facebook, 

do you feel that your customers hold a power over your company? 

I hope I understood the question right but I don’t think that one single customer can have any power 

over our actions as a company, for example I don’t think it possible for someone individual to stop 

our campaign.  
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I think a public uproar could be possible if people would find out something bad about the 

company. Let’s think back to 15 years ago when people found out that H&M used sweatshop labour 

and it was widely distributed on the media. I have noticed that it is something H&M still struggles 

with. 

 I have actually encountered situations where people ask where we produce our clothing and they 

have demanded information of the factories our products come from. This was immediately after a 

show in which Norwegian bloggers were sent to third world countries to see what sweatshop labour 

really is. The show got people really interested and engaged. However, Facebook is so saturated 

with people commenting negatively about some social issues that I don’t think that anyone would 

care if they see someone complaining that we for example use sweatshop labour 

What are the main ways you feel that you are more powerful than the customer? 

We can always hide peoples comments on our wall and block them.  

You use a lot of bloggers and famous people in your campaigns, why is that? 

We use bloggers and famous people to promote our products and reach our target audience: young 

females. Bloggers especially are good in the sense that they offer super cheap publicity to us and 

they drive traffic and sales to the site. Often these young girls also are keen to follow trends and are 

very aware of “Who wore what”. That’s when the bloggers really work for us, since when people 

see a blogger wearing certain type of shorts or sneakers, they just go mental about that item. 

Famous people work just as well as bloggers when we want to drive sales. We launched a Gwen 

Stefani shoe collection and people went nuts over it! As long as we can keep the hype going we are 

golden! 

Let’s talk little bit about the consumers. How do you feel that the average consumer has 

changed within past 10 years? 

I think that they have but so has the markets too. There is much more choice available for people 

and e-commerce has definitely grown within past years. People don’t need to see the product they 

are about to buy and they rely on the product description more heavily than before. We have this 

section on my company where people can also leave their comments about the products and I think 

that’s something that is important since people can tell if the shoe is the true to its size or not. We 

encourage people to leave comments by emailing them and asking them to comment on the product 
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they recently bought. So I think that people have changed but so have the markets and companies, 

its something that has been going on hand-in-hand. 

Would you say that the possible change is due to social networking sites, such as Facebook? 

What kind of part do they play in this change? 

I don’t think that they have played such a huge part as some claim. On the other hand Facebook and 

all of these sites work as a way to spread information. We as a company do that and I’m doing it as 

a private person: I distribute newspaper articles on my Facebook and comment on current events. It 

has been sort of a thing that has been happening within past few years when the companies have 

really started to take on Facebook as their advertising tool and I think the customer was different 

already before that. 

 

 

 



74 
 

Appendix 10. 
Phone interview with anonymous Marketing Coordinator working in the banking industry. 

Hi! Thanks for giving me your time to do this interview! Could you begin with telling about 

our job and what kind of work do you do on Facebook? 

Hello. So interesting to be part of this. My job is to plan and execute marketing campaigns. We do 

mainly marketing in other places but we use Facebook too to some extent. 

I want to talk with you about your Facebook use and how you perceive customers on 

Facebook. Let’s start with you telling that how does your company use Facebook? 

Facebook for us is a communication channel. We do some marketing activities there but I guess its 

just mainly as a customer service channel. 

Let’s move on to the power aspect on social media. When we look at something like Arab 

Spring 2011 and how people used the media then to their advantage. Do you see evidence on 

that kind of behaviour? 

Like Arab Spring? Nothing to that extent no! Or I don’t know, because people have shown that 

basically they can make us to do things we wouldn’t do otherwise. Like the whole scandal with the 

school which burned down, you know about that right? Anyway I guess I might say that I see that 

kind of behaviour but on a smaller scale. 

So would you say that people have power on Facebook? 

Yes. 

Do they have more power than you, the company? 

Umm, based on what has happened to us I would say yes. Because seems that people can raise an 

issue which can then go as big as national media. 

When you look back to marketing/customer service and how it used to be, what do you think 

has changed due to social networking sites such as Facebook? 

I think everything is more visible now and we have to have a conversation with the customers now. 

Well when thinking about this change,  how do you feel that the customer has changed within 

past years and has social media played role in the change? 
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People are more aware of things I would think. I guess social media has played a role in that, but so 

has overal the whole change in a way we consume news for example. 

Do you think that is has been beneficial for your company to exist on Facebook? 

It works really well as a channel to where we have a conversation with the customer that I would 

say yes it is beneficial for company exist on Facebook.  

Ok, excellent! This is all I need for now. I’ll get in contact with you again if I have more 

questions. 

Cool, thank you! 
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Appendix 11. 
Phone interview with anonymous PR Manager working in banking industry. 

Hi! Thanks for doing this interview!  

Can we start by you telling about the work you do and how you use Facebook at your job? 

Hi, yes, krmh, I’m working for one of the biggest banks in Finland [name withheld] as a PR 

executive and manager. My job contains dealing with our branding aspect and working with the 

press and communication channels. Facebook is one of the channels I like to use at my work. 

I want to talk with you about your Facebook use and how you perceive customers on 

Facebook. Let’s start with you telling that how does your company use Facebook? 

We use Facebook as a marketing and customer service channel. 

Let’s move on to the power aspect on social media. When we look at something like Arab 

Spring 2011 and how people used the media then to their advantage. Do you see evidence on 

that kind of behaviour? 

Yes, I would say that I do. There is this recent example on when some school class had collected 

money for a field trip and the money burned down with the school building. They couldn’t deposit 

the money because the nearest bank to them was something like 200kilometers away. One teacher 

from that school posted a status update regarding the money to her own wall, and as this school 

burning down was already a huge media news item, her post got a lot of shares and likes. The media 

then eventually picked this up and it came were coveted news for a while. We had an emergency 

sessions regarding to this at [name withheld] and we decided to pay up the money to the school 

kids. This was a big issue on social media and we got loads of comments, emails, calls and media 

attention relating to this, so we felt pressurised to act up on it. What we were quite puzzled about 

was the fact that no-one seemed to care about the root of the issue which was that there are less and 

less banking services. This kind of just felt like a short lived hype which was over before it even 

really began. I mean by paying the money we managed to totally avert people’s attention away from 

the original problem! 

So would you say that people have power on Facebook? 

Yes, I think so. 

Do they have more power than you, the company? 
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Hmm, this is a hard one to answer but I would say that the people are more powerfull than we. 

When you look back to marketing/customer service and how it used to be, what do you think 

has changed due to social networking sites such as Facebook? 

I think it has, more than just in one way! 

Well when thinking about this change,  how do you feel that the customer has changed within 

past years and has social media played role in the change? 

I guess that people are a bit keener to get involved on issues thanks to social media. It’s so easy to 

do that on Facebook like our example at [name withheld] proved! One has to simply press the like-

button on Facebook to become an activist. More than that people can comment or share content to 

make something sort of more public. 

Do you think that is has been beneficial for your company to exist on Facebook? 

Yes, definitely! We use it as an information channel all the time. We distribute information to our 

customers and we use it as a customer service channel. 

Ok, excellent! This is all I need for now. I’ll get in contact with you again if I have more 

questions. 

Thanks! Just give me a call anytime. 

 

 


