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Executive Summary  
 

Society today is a postmodern era where consumers are fragmented multi-individuals who, to 

a large extent, rely on their networks. Due to the increased fragmentation of the consumers, a 

shift from mass communication to one-to-one communication is taking place. The Danish 

consumers are extremely sceptical in relation to advertising, and social-networking sites have 

increased transparency and credibility and thereby increased consumers’ requirements for 

commercial honesty. The social network Facebook has become a powerful marketing tool with 

the possibility of building relations with consumers through online brand communities. 

However, the motive for joining differs depending on brand and industry, and companies’ lack 

of understanding motives may entail a risk of pseudo loyal members. Offering a value 

proposition within the community and creating true loyalty is perceived as vital in order to 

survive in the media boisterous society. Due to a revolution of media, location-based 

marketing appears to be indispensable in today´s competitive landscape, where the new feature 

of Facebook, Facebook Deals, will create an enormous sales potential for companies, who can 

finally target their advertising to the location of their users. The objective of this research is to 

investigate to what extent it is possible to create consumer loyalty on Facebook and from 

where loyalty on Facebook emerges. 

Based on secondary and qualitative data, seven joining motives were identified and constituted 

the basis of a Loyalty Parameter Model (LP). Coherences between joining motives and the 

ability to create loyalty on Facebook were found, where pseudo loyalty is created in four 

instances, and true loyalty exists in three instances, respectively informative content, financial 

incentives and influence. Moreover, it is found that the introduction of Deals will connect the 

shady ends of Facebook, where Facebook Pages can enhance loyalty and Deals can boost sale. 

However, our findings showed a tendency to prefer the most affordable Deal over favoured 

brand, where Individual Deal restrains the strongest commercial potential.   

The formula for attaining truly loyal members is customized to the individual company and 

industry, wherefore measuring the performance of a company’s brand community by its 

number of members or likes are found to be invalid; instead a gradual measurement of loyalty 

is recommended. 
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1.1 Exordium 

The whole media society is under radical transformation as new media, new platforms and 

new technology have changed the way consumers use the media [Mindshare, 2011]. Due to 

the emergence of the Internet, online behaviour has been revolutionized. This applies not only 

to consumers, but also to companies. Today, people spend less time watching TV and more 

time socializing on their computers or on their smartphones. Social media has become a way 

of life and might be a means of survival in today’s online world. The idea behind social media 

marketing is communication [Evans, 2010]. Unlike traditional marketing, social media 

marketers are required to start listening and communicating with their consumers.  

 

Due to the emergence of social media, geographic walls are breaking down, and new online 

communities are constantly emerging. The social media wave is rising, and it does not seem to 

discontinue in the near future. Social media enables messages to be spread faster and more 

exponentially than ever before [Kirk & Marsden, 2006] and content is passed on peer-to-peer, 

where it can reach more than thousands of new eyes very quickly.  

 

Social media is still a relatively new phenomenon, wherefore theoretical literature on the 

subject has not been able to keep up with the rapid increase in usage of the new media 

communication tools. Organizations thus lack sufficient information to form an understanding 

of how social media can benefit their company, compared to traditional media. Moreover, the 

emergence of mobile communication and advances in technology has further created a highly 

innovative advertising channel, which is defined as location-based marketing. With the 

widespread diffusion of the Internet and the advances in technology, marketers are gifted with 

exceptional opportunities to leverage on the reach and to perform targeted marketing 

[Mobilein.com, 2009]. Directing consumers to a nearby physical location is getting more 

popular, due to mobile devices and emerging technologies [Arnold, 2010].  

 

The whole market has become fragmented and new media is progressing at lightning speed, 

which makes it hard for companies to keep up due to progressions within the worldwide Web. 
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1.2 Field of Interest 
Facebook is among the trends in new media which has seen a tremendous growth, where more 

and more companies realize the great potential of the relation-building media through 

Facebook Pages. Facebook creates whole new opportunities for companies to create and 

strengthen the relationships to the consumers; however, these opportunities must be utilized 

correctly, otherwise it will turn out as a failure for the company.  

 

Companies often create a Facebook Page just for the sake of being there; however, as no 

precise code of conduct seems to exist, countless companies are fumbling in the dark when it 

comes to Facebok Pages. Facebook is known as a relationship-building tool; nevertheless, 

limited information about the actual financial benefits exists. Moreover, whether and how 

loyalty is created through Facebook seems to be undiscovered.   

In this fast moving media landscape, trends in the market have a short period of limitation, 

wherefore companies have to be constantly updated and react with the emerging trends. At the 

time of writing, Facebook Places is the newest emerging trend within Facebook, which has 

already seen a tremendous growth abroad. In Denmark, Facebook Places was introduced in 

2011 and is still in its introduction phase; however, usage is increasing among consumers 

[Checkmore, 2011].  

 

Facebook has added an additional feature to Facebook Places, Deals, which makes the 

commercial potential more transparent. Conversely, this has still not reached Denmark, but 

forecasts unveil that Deals are not far away [Facebook 2011e]. 

The challenges for most companies seem to be the ignorance in relation to the actual benefits 

of Facebook, both in relation to Pages, but also in relation to Places.  

 

The challenge for companies is to capture the attention of the consumers and also to retain the 

consumers in a world of constantly emerging temptations. This also derives from a lack of 

“how to” knowledge, which seems to be the greatest challenge for companies in this 

contemporary social universe.  
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1.3 Problem Statement 
The field of interest illuminated interesting aspects to investigate from which the following 

problem statement derived: 

 

   

 

To answer the two main questions, this research will seek to answer the following questions: 

 

1. To what extent is the consumer paradigm influenced by the technological revolution?   

By way of introduction, it is essential for the entity of this research to form a general view of 

the change within the consumer paradigm in order to understand the following mechanisms 

within the social media world. This research will be illuminated from a business perspective as 

an understanding of the consumer culture provides the basis for additional marketing 

initiatives.  

 

2. How can location-based marketing in the form of Facebook Places generate 

commercial competitive advantages for companies?  

As Facebook is present at the social media and location-based scene, an introduction to the 

area of location-based services will be elucidated in order to clarify the competitive 

advantages of the path.    

  

3. What can be elucidated as the driving forces for joining online brand communities? 

To examine the possibility of loyalty creation on Facebook, the seminal intentions of joining a 

brand community are evaluated; hence, the driving forces will be based on secondary theory 

and findings derived from qualitative research. Hypotheses will be defined in order to provide 

the basis for a conceptual model.  

 

4. To what extent can coherence between joining motive and loyalty creation be found in 

an online brand community? 

To what extent is it possible to create consumer loyalty on Facebook and from where 
does loyalty on Facebook emerge?	  
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Literature is examined and qualitative research is conducted, which constitute the basis for a 

conceptual model. The model will be tested through quantitative research in order to clarify 

from where loyalty on Facebook emerges.  

5. To what extent is Facebook Places a valuable tool for generating loyalty? 

Results from the quantitative research are analysed in relation to location-based marketing and 

measured against theory and empirical findings of the qualitative research.  

 

6. To what extent can online community behaviour be justified as true loyal or merely 

pseudo loyal behaviour? 

The results of the data analysis are compared against theory and qualitative findings to 

determine whether loyalty creation on Facebook is achievable. In conclusion, a number of 

recommendations will be presented as a guideline for companies to utilize Facebook as a 

marketing channel with the intention of creating loyalty within the social network.     
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1.4 Delimitation 

 
 

 
 

 

 

 

 
 

 

 

 

 

 

 

 

 

• The overall focus of this research is social media; however, it has been necessary 

to delimit the scope of interest to Facebook as numerous social media sites exist. 

A more in- depth analysis is possible with the delimitation to Facebook.  

 

• Facebook contains numerous interesting aspects to investigate; conversely, 

delimitation to Facebook Pages and Facebook Places has been necessary in order 

to investigate the area of focus more intensely. 

 

• Location-based marketing covers a wide field; however, as the area of interest in 

this research is Facebook, the focus is delimited to Facebook Places. This raises 

the opportunity for a more in-depth investigation.  

 

• Numerous competitors exist in relation to Facebook Places and Pages; however, 

delimitation to Facebook Places and Pages have been made as Facebook is 

widely diffused in Denmark. Therefore an in-depth competitor analysis will not 

be conducted in this research. 

 

• The results of this research should be seen from a Business to Consumer 

perspective; hence, delimitation from Business to Business has been made. 

 

• This research utilizes the company, Sticks´n´Sushi, as an illustrating case 

example and the results are therefore based on data corresponding to 

Sticks´n´Sushi; however, as the main objective is to develop a generalizable 

theory for loyalty creation on Facebook, the main focus is not primarily on the 

company, for which reason the company and its surroundings will not be 

investigated in depth. 
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1.5 Definition of Terms 

A brief explanation of the most important terms follows below in order to avoid any 

difficulties of understanding when reading the research. 

 

Companies’ Facebook Pages: A company’s Facebook Page is coherent with a company’s 

profile Page, where the objective is to promote brand and products. Both companies and users 

are able to create a Facebook Page to build an online community.  

 

Likes: “Likes” refer to a user pressing the “like” button on Facebook to become a member of 

a particular Facebook Page. When a user “likes” a Page, it will appear on the user’s section of 

interests. Membership of a brand community enables the user to receive continuous 

information about the company on Facebook.  

 

Unlike: If a member no longer wants to be a member of the Facebook Page, the “unlike” 

button is pushed.  

 

Network: In this research, network is referred to as a user’s friends on Facebook. 

 

Companies’ Facebook Place Page: Companies are able to promote their location through 

Facebook by claiming a “Place”. A Facebook Place Page is almost the same as a Facebook 

Page, though this Page does not designate number of members, but number of people visiting 

the location.  

 

Check-in: A check-in refers to consumers “checking in” at a location with a smartphone, thus 

informing the Facebook network about where they are. 

 

Interview: The references of the different interviews will be abbreviated during this research, 

where CI refers to case interviews, EI is designated expert interviews, and IU indicates user 

interviews.  
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1.6 Flow of the Research 

 

	  	  	  	  	  	  	  	  	  	  	  	  Phase	  2	  

	  	  	  	  	  	  	  	  	  	  	  	  Phase	  3	  
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2. Methodology 

In this section, the scientific standpoint will be clarified together with the methodical and 

theoretical approach utilized in this research. In chapter 4, Method of the data collection, the 

data collection methods will be illuminated in order to elucidate the flow of processes through 

the entire research.  

 

2.1 Scientific Standpoint 

2.1.1 Paradigm of Scientific Interpretation 

This research takes its point of departure in the paradigm of scientific interpretation, which 

believes that it is not possible to find one absolute truth. The paradigm of scientific 

interpretation acknowledges that the meaning constructions are subjective. Reality is not 

perceived as unambiguous, as reality can be understood differently from user to user 

[Føllesdal, 1999]. 

 

A Hermeneutic Approach 

The paradigm of scientific interpretation is allied with hermeneutics [Langergaard et al., 

2006]. Hermeneutics is the art of understanding and interpretation. Furthermore, hermeneutics 

seeks to understand the particular way a problem engages the present and can be perceived as 

an explanation of how the reality is understood through interpretation [Langergaard et al., 

2006]. It is not possible to observe the actions, as actions have to be understood [Fuglsang & 

Olsen, 2004]. Hermeneutics contemplates collective assumptions for understanding as 

important in order to obtain knowledge. The interpretation is perceived as subjective, and the 

aim is to defeat the prejudiced understandings through mutual critic and dialogue in order to 

reach a common inter-subjective interpretation of the subjective meaning-content 

[Langergaard et al. 2006]. The pre-understanding is adjusted, for which reason the 

understanding is constantly in movement [Fuglsang & Olsen, 2004].  

The aim is to obtain valid knowledge through interpretation. However, the same exact 

knowledge, which the sciences seek to find where explanations are causally determined, is not 

obtained through the hermeneutic understanding where the explanations are socially 

constructed [Langergaard et al. 2006]. In relation to the scientific character and validity, the 

hermeneutic circle is crucial.             
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The Hermeneutic Circle 

The characteristics of a hermeneutic analysis is to understand the insight into the social reality 

[Fuglsang & Olsen, 2004]. As dialogue is the central tool, language plays a central part 

[Andersen, 2008]. It is the insight into the actors’ interior world which is the object of the 

analysis, and by analyzing the action objective of the users, it is possible to gain insight into 

the cause of action [Fuglsang & Olsen, 2004]. The hermeneutic circle refers to the idea that an 

understanding of a text as a whole is established by reference to the individual parts, and an 

understanding of each individual part by reference to the whole. Neither the whole text nor the 

individual part can be understood without reference to the other [Langergaard et al. 2006]. The 

individual parts are interpreted from the temporary understanding, which at the same time is 

extended and changed every time a new part is comprehended. Understanding is reached when 

parts and whole are consistent and together articulate a unity of meaning [Fuglsang & Olsen, 

2004]. Every interpretation takes place through the interpreter’s basis of understanding, where 

the comprehension can be changed. A complete fusion of understanding is not possible; 

however, the aim is to come as close as possible to a fusion of understanding [Langergaard et 

al. 2006].   

                             
2.2 Methodological approach 

Triangulation  

The interpretation and understanding in relation to the hermeneutic approach is not an 

alternative to causality, which is known by positivistic paradigms, but should instead be seen 

as a supplement to positivistic paradigms. Hypotheses are developed and the validity of the 

hypotheses is tested through causality [Flick, 2007]. In this research, this is complied with the 

employment of triangulation, where both qualitative and quantitative research have been 

utilized, as the best outcome is generated when used complementarily [Jick, 1983 cited in 

Flick, 2007; Malhotra & Birks, 2006; Kvale & Brinkmann, 2009]. Furthermore, utilizing both 

methods opens up several perspectives for promoting quality in this research [Flick, 2007]. 

The main objective of the quantitative research is to confirm or reject hypotheses which will 

be elaborated on the basis of the qualitative and the secondary research. 
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Retroduction 

In methodological terms, one often refers to two broad methods of reasoning, namely the 

deductive and inductive approach. In deductive reasoning, the researcher operationalizes and 

develops testable hypotheses based on existing theory [Eriksson & Kovalainen, 2008]. The 

inductive approach obtains inspiration from the empirical world in order to evaluate whether 

the data is coherent with the theory [Johnson & Duberly, 2000 cited in Eriksson & 

Kovalainen, 2008]. 

The methodological approach utilized in this research is retroduction as a combination of 

deductive and inductive methods has been utilized. The research takes its point of departure in 

theory where deduction is used to evaluate the hypotheses and induction for justifying them 

with empirical data [Staat, 1993 and Schwandt, 2001 cited in Eriksson & Kovalainen, 2008]. 

 

2.3 Case study 

Case study inquiry enables one to collect ‘rich’ detailed information across a wide range of 

dimensions about one particular case [Daymon & Holloway, 2002]. It provides a deep and 

narrow exploration which makes it possible to inductively become affiliated with general 

knowledge about the subject matter.  

 

In this research, the theoretical and empirical analysis is exemplified by a case study of a real 

life example. Sticks´n´Sushi is chosen as the case, where the objective is to illustrate whether 

loyalty can be created through the Facebook Page and if that is the case, which parameters 

have to be present. Literature and empiricism constitute the framework of this research, where 

the case study is to be seen as an illustrating example. The case is only utilized when it seems 

logical to involve the case example for illustration. An introduction to Sticks´n´Sushi is 

presented in the following chapter, Case Presentation, where a deeper description of the 

chosen case study will be illuminated.   

 

2.4 Theoretical Approach  

This chapter seeks to illuminate theory and sources utilized in the research. The research 

contains a theoretical analysis of three overall areas, respectively: The Contemporary 

Consumer Paradigm, The Social Media Invasion, and Social on the Go. 



	  
 

Page 19 of 179	  
	  

The Contemporary Consumer Paradigm  

Chapter 5 illuminates the existing consumer paradigm in order to understand how the new 

paradigm has affected consumers as well as individuals, wherefore network theory has been 

applied in order to understand the underlying motivations for engaging in social media. 

Moreover, consumer behaviour theory is employed in order to obtain a deeper understanding 

of the consumers and their underlying motivation factors for actions within online brand 

communities. Theorists Firat & Schutlz, Castells, and Maslow have been utilized as primary 

sources; however, other theorists have contributed with additional theory. The section is 

rounded off with an elucidation of today’s media landscape and an in-depth examination of the 

term loyalty to elucidate the perspective of this research’ area of investigation. Theorists 

Reicheld & Shefter, Oliver, and Hofmeyr & Rice are utilized as primary sources with 

contributions from other theorists. 

 

The Social Media Invasion & Social on the Go 

In chapters 6 and 7, the phenomena social media and location-based marketing are illuminated 

in order to obtain a deeper understanding of the marketing paths. Focus is narrowed down to 

Facebook under here Facebook Pages and Facebook Places, which will both be examined in 

order to form an in-depth basis of understanding. Due to limited secondary data, this research 

has utilized theory which covers online brand communities in relation to Facebook Pages, as 

Facebook Pages is perceived as an online brand community. 

Limited literature and scientific articles also exist in relation to the phenomena Social Media 

and Location-based Marketing due to the newness of the areas. As the areas of focus are 

rapidly emerging areas, it seems vital that one keeps constantly updated. Therefore, this 

research has utilized literature and scientific researches to the extent it was available and also 

non-scientifical articles written by experts in the field.  
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3. 
CASE PRESENTATION 
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3.1 Presentation of Sticks´n´Sushi 

Sticks’n’Sushi, founded in 1994, is a sushi restaurant and take-away chain located in 9 places. 

The restaurants are primarily located in Copenhagen, with two restaurants placed outside the 

capital [Sticks’n’Sushi, 2011a]. The concept builds on offering consumers quality food, good 

service and customized local restaurants. Sticks’n’Sushi employs 400 workers and values an 

organization based on food passion, human diversity and sustainable environmental 

responsibility [Sticks’n’Sushi, 2011b].  

 

Sticks’n’Sushi’s target group consists of 63% women and 35% men [Sticks’n’Sushi, 2010].  

An average Sticks’n’Sushi consumer is 34 years old; however, based on frequency in visits, 

research indicates that Sticks’n’Sushi’s primary segment is defined as women in the age group 

20-29, and the secondary target group consists of women in the age group 30-39. Furthermore, 

the majority of the consumers have a yearly income of either DKK 100,000 – 199,999 or DKK 

300,000 – 399,999. Consumers are generally older in the suburban areas compared to the 

capital and their educational degree and income levels are also higher in the suburban areas. 

[Sticks’n’Sushi, 2010].  

 

The market leader, Sticks’n’Sushi, operates in an aggressive market with numerous sushi 

providers; however, the main competitors are the international low-budgeted Dondon with 6 

restaurants and the Danish Letz Sushi with 6 restaurants located in Copenhagen and environs 

[Letz Sushi, 2011; Bjørn 2009]. The Danish sushi market, including the new raw food market, 

keeps growing and in 2010 25% of the Danish consumers proclaimed that sushi was their 

preferred fastfood [Børsen, 2010; Nørr & Andreasen, 2010]. Despite Sticks’n’Sushi’s higher 

price level, they differentiate and attract their consumers with their quality, menu including 

sticks and minimalistic surroundings [Troelsø, 2010]. 

 

According to Jakob Gaard Nielsen, CSR Manager at Sticks’n’Sushi [CI: 2011; See enclosed 

CD-ROM, Appendix 18 for the entire case interview], the restaurant mainly relies on good 

recommendations pushed by their satisfied consumers. They do not invest heavily in 

advertising, only consisting of Sticks’n’Sushi’s monthly newsletter, a well-updated website 

and a non-structured Facebook Page. At the moment, Sticks’n’Sushi is in the introductory 

phase and is not very active on Facebook. However, they attempt to upload relevant 
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information when possible. At present, their number of members on Facebook accounts 

12,461 [Facebook, 2011i]. The company’s primary focus is to facilitate interactions and 

evaluations, and thereby through Facebook seek to convert a bad experience into a good one. 

Moreover, they are prepared for company transparency. The objective is to improve relations 

with their users, strengthen brand image and increase purchase volume. Gaard Nielsen [CI: 

2011] emphasizes that they are willing to offer influence possibilities, provide an insight into 

the company and offer financial incentives. However, these initiatives are future prospects. 

The company strives to achieve loyal consumers and according to Sticks’n’Sushi, loyal 

consumers are measured on the level of purchase frequency. Furthermore, the company 

acknowledges the power of peer-to-peer recommendations and aims to provide loyal 

consumers with a great experience. At the moment, Sticks’n’Sushi has not conducted any 

research regarding users on Facebook, wherefore the company is not aware, if their consumers 

are even represented in the social media network.  

Today, Sticks’n’Sushi is unaware of the potential of Facebook Places as they have not focused 

on location-based marketing and Facebook features as yet. For that reason, the company does 

not count number of check-ins. 
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4.1 The Qualitative Data Collection 

An imperative phase of this research was the conduction of the qualitative data research as this 

provided a deeper insight into the area of focus, in contradiction to data found through 

secondary research, and facilitated the elaboration of the quantitative research.  

The research employs the direct technique with the use of in-depth interviews as this research 

seeks to understand the underlying motivation factors of user behaviour, which would not be 

possible through an indirect technique such as observations.  

4.1.1 The Seven Stages of an Interview Investigation 

In order to structure the qualitative research method, this research utilizes Steiner Kvale´s 

“Seven Stages of an Interview Investigation” [Kvale & Brinkmann, 2009].  

Stage 1: Thematization 

The interviews conducted in this research are formed to obtain a deeper insight into the usage 

of Facebook, user behaviour, attitudes towards Facebook Pages and Facebook Places and 

parameters leading to an increased perceived value on a Facebook Page. 

 
The purpose of the qualitative research was to test the hypotheses and data gained from 

secondary research in order to obtain additional in-depth knowledge and to further develop 

hypotheses and questions for the quantitative research and further advance new theory. 

Moreover, as the topic of this research is a relatively new subject, only limited literature exists 

wherefore it was extremely important for this research to obtain new and updated data through 

the interviews conducted. 

Stage 2: Design 

In-depth Interviews 

In-depth interviewing is a qualitative research technique that involves conducting intensive 

individual interviews in order to explore perspectives on a topic [Boyce & Neale, 2006].  

In this research, in-depth interviews have been conducted through interviews with experts and 

with Facebook users. The interviews each lasted approximately 35-45 minutes, for which 

reason they fulfil the criteria of in-depth interviewing as an in-depth interview can vary from 

30 minutes to over an hour [Malhotra & Birks, 2006]. The reason for conducting in-depth 

interviews in this research instead of focus groups is that group pressure is eliminated and 
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thereby the respondents reveal more honest feelings towards the topics [McDaniel & Gates, 

2007]. In addition, in-depth interviews provided this research with more detailed information 

[Boyce & Neale, 2006]. The closeness of the in-depth interviews also allowed the interviewer 

to understand nonverbal language. The interviewer was able to improvise new directions of 

questioning more easily, which also allowed a greater flexibility. Moreover, it could be 

conducted anywhere, which also made it more flexible [McDaniel & Gates, 2007]. However, 

it did have some disadvantages. The in-depth interviews were time-consuming as they could 

not be collected in one day in contrast to focus groups [Boyce & Neale, 2006; McDaniel & 

Gates, 2007], and reactions to responses from other respondents could not be obtained, which 

would have been interesting; but not inevitably in this research.  

 

Screening of Respondents 

The in-depth interviews illuminated the data needed in order to convey the research into the 

next phase. 22 in-depth interviews were conducted, and the respondents were contacted by 

telephone and e-mail.   

3 case interviews with the companies Sticks´n´Sushi, Carlsberg and SAS were conducted [See 

enclosed CD-ROM, Appendix 18 for transcriptions]. Sticks’n’Sushi was interviewed in order 

to obtain insight into the company, the market and its Facebook strategies, whereas Carlsberg 

and SAS were interviewed as they are companies that have implemented Facebook Pages. 

Thereby, different ways of how to interact with the users were exemplified. 6 expert 

interviews were conducted with scientists and practitioners in the social media industry, which 

on purpose have been chosen to represent different competences in the industry in order to 

receive a broader outcome [See enclosed CD-ROM, Appendix 19 for transcriptions]. The 

expert interviews were conducted in order to obtain a deeper social media insight, to 

illuminate the commercial potential of utilizing Facebook, and to confirm the findings of the 

secondary research.  

It was perceived that further expert interviews conducted would not have provided this 

research with additional knowledge. 12 user interviews were conducted with users in order to 

gain a deeper understanding of their behaviour, motivation and engagement factors in relation 

to Facebook Pages and Places [See enclosed CD-ROM, Appendix 20 for transcriptions]. A 

sampling on 12 user interviews was perceived as an adequate indication in order to provide the 

research with the requested information. 
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Proportional allocation formula	  

	  

	  

N: Size of the population, Nh: The size of stratum h, n: Size of the sample, nh = Stratum h´s Share of the 
sample 

	  

Sampling Method (user interviews) 

In order to recruit respondents to the in-depth user interviews and to increase precision, this 

research utilized a probability sampling which is based on a statistically random selection, 

where each element of the population had a fixed probabilistic chance of being chosen. Here a 

stratified sampling method was utilized, which partitioned the population into strata which 

were sub-groups of the population [Faarup & Hansen, 2010; Andersen, 2008]. This research 

utilized a proportional allocation, where the number of elements selected from a stratum was 

proportional to the size of the stratum in relation to the size of the population [McDaniel & 

Gates, 2007]. The interviews were divided by penetration rate of Facebook in each stratum, 

where the elements selected were proportional to the penetration percentage in the strata in 

order to reach a satisfactory number of interviews in each stratum [Faarup & Hansen, 2010; 

Andersen, 2008].   

 

 

  

 
   Source: Faarup & Hansen, 2010 

Within each stratum, the number of respondents was chosen after a simple random sample 

where each element in the strata had an equal probability of being selected with the sample 

drawn by a random procedure from the sampling frame [McDaniel & Gates, 2007; Faarup & 

Hansen, 2010].   

Segmentation (user interviews) 

The strata were divided after behavioural and geographic variables as the penetration 

percentage constitutes the basis for the strata selection. Interviews were conducted in the three 

cities with the highest Facebook penetration rates on Zealand, which are Copenhagen, Hillerød 

and Hørsholm; hence, the strata were defined [Komfo, 2009]. Statistically, it was perceived 

that the probability of reaching the appropriate population was higher in the cities with the 

highest penetration rate, for which reason these strata were chosen. 

 

n	  (Nh)	  	  

N	  
nh	  
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Largest Facebook 
Cities  

(Based on Penetration rate) 

Total 
population 

figure 

Penetration 
rate 

Number of 
Facebook 

users 

Copenhagen 541,559 87% 471,156 

Hillerød 47,986 78% 37,429 

Hørsholm 24,392 53% 12,927 

Table 1: The strata cities divided by penetration rate (%) 
Source: Komfo, [2009]; Danmarks Statistik, [2011b]; Own further development and calculation [2011] 

Number of Interviews distributed in each Age Group 

It was from the secondary research concluded that the most active users on Facebook are users 

between 15-25 years old, and that experts predict a Facebook usage increase in the age group 

of 30-39 [Danmarks Statistik 2010, cited in IT & Telestyrelsen, 2010b]. Furthermore, from the 

secondary research it was found that it was the age group of 26-35 in Denmark who enter 

social media via their mobile phone [Vizeum, 2010]; therefore, the population has been 

divided into the following age groups: 18-25 and 26-35, with a sample of 12 interviews.  

In order to calculate the number of interviews distributed in each age group, the proportional 

allocation method was utilized, which illuminated that the desideratum for the sampling 

should be an over-representation in the age group 18-25. For that reason, 7 interviews were 

conducted in the age group 18-25 and 5 interviews were conducted in the age group 26-35. 

Age 
Number of 
Facebook 

users 

Percentage 
of Facebook 

users 

Number of 
interviews 

18-25 526,470 57% 7 

26-35 401,120 43% 5 

Total 927,590 100 12 

                                        Table 2: Number of interviews distributed in each age group - *Figures from Denmark   
                 Source: Komfo [2009]; Danmarks Statistik, [2011b]; Own further development and calculation [2011]                    

 

Number of Interviews distributed in each Stratum 

The geographical allocation of interviews was determined through the use of the proportional 

allocation method where it was found that 40% of the samples had to be conducted in 
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Copenhagen, corresponding to the city with the highest penetration rate. This resulted in five 

interviews conducted in Copenhagen. As the desideratum for this sampling was an over-

representation within the age group 18-25, three respondents were interviewed in the age 

group 18-25 and two in the age group 26-35. Furthermore, the calculation illuminated that 

36% of the samples had to be conducted in Hillerød, corresponding to four interviews. In 

relation to Facebook usage in this stratum, the age groups 18-25 and 26-35 were 

approximately equally represented; wherefore two respondents were interviewed in each age 

group. Finally, it was found that 24% of the interviews had to be conducted in Hørsholm 

corresponding to three interviews. The Facebook users in the age group 18-25 were slightly 

over-represented in Hørsholm, wherefore two interviews in the age group 18-25 and one 

interview in the age group 26-35 were conducted [See Appendix 1, p. 157]. 
 

Based on the number of interviews distributed in each stratum, the relative penetration rate is 

calculated, illuminating the allocation of the 12 respondents in relation to the penetration rates. 

The calculation indicates that 40% of the sample was collected in Copenhagen, 36% in 

Hillerød, and 24% in Hørsholm.  

 Penetration 
rate 

Relative 
penetration rate 

Number of 
interviews 

Copenhagen 87% 40% 5 

Hillerød 78% 36% 4 

Hørsholm 53% 24% 3 

Total  100% 12 

             Table 3: Number of interviews distributed in each stratum - * Figures from Denmark 
Source: Komfo, [2009]; Danmarks Statistik, [2011b]; Own further development and calculation [2011]   

 

Interviews distributed by Gender in each Stratum 

In Copenhagen, the distribution by gender on Facebook users was approximately equal with 

an over-representation of females, for which reason three females and two males were 

interviewed in Copenhagen. In Hillerød, the distribution by gender on Facebook users was 

approximately equal as well, for which reason the four interviews were divided equally by 

gender. In Hørsholm, the Facebook users showed a slight over-representation of females, 

wherefore two female interviews and one male interview were conducted. [See Appendix 2, p. 
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157; See enclosed CD-ROM, Appendix 32 for calculations in Excel]. The calculations of 

strata, age, and gender division led to the following sampling diagram:  

Sampling diagram 

 Copenhagen Female Male 

Total interviews  5   

18-25 3 2 1 

26-35 2 1 1 

 Hillerød Female Male 

Total interviews  4   

18-25 2 1 1 

26-35 2 1 1 

 Hørsholm Female Male 

Total interviews  3   

18-25 2 1 1 

26-35 1 1 0 
Table 4: An overview of the complete sample division 

                                                                                           Source: Own development and calculation [2011] 

Interview Guide  

The interviews in this research were semi-structured where both what and how questions were 

utilized in order to investigate the Facebook phenomenon further [Eriksson & Kovalainen, 

2008; Andersen, 2008]. The semi-structured interviews were suitable in this research as the 

wording and order of questions could be varied in each interview, depending on what was 

being answered [Kvale & Brinkmann, 2009; see enclosed CD-ROM, Appendices 18, 19, 20 

for transcriptions demonstrating questions asked]. 

“The guided & semi-structured interview seeks to obtain meaning of the described 

phenomena, it contains themes to be covered and suggested questions”                            

[Kvale & Brinkmann, 2009]. 

An interview guide for each of the in-depth interviews was utilized in order to structure the 

interviews. The guides contained an outline of topics divided by themes with suggested 

questions. The interviewer attempted to follow the pre-planned questions, but not thoroughly 
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as this could prevent important topics being raised by the respondent [Eriksson & Kovalainen, 

2008; Andersen, 2008]. The interviewer remained open towards changes in the structure in 

order to be able to ask more in-depth questions. Nevertheless, the importance of listening and 

understanding was crucial when conducting the interviews due to the importance of gaining 

the true patterns and connections in the interviews. Therefore, the interviewer benefitted 

greatly from the interview guide as it assisted in staying on track. 

 

Type of Questions  

The interviews contained a combination of various types of questions [Eriksson & Kovalainen, 

2008]. Several of the questions within the interviews were simple and open questions where 

the purpose was to receive the respondent's true opinion concerning the subjects without any 

leading intentions [Eriksson & Kovalainen, 2008]. Additionally, several primary and 

secondary questions were utilized in order to obtain a more in-depth response from the 

respondent, and reflective questions were employed in order to clarify the understanding of the 

response. At the end of all the in-depth interviews, clearing questions were asked to give the 

respondent the possibility of mentioning relevant information which had been omitted.  

 

Stage 3: Interview 

The interviews in this research were conducted in March and June, 2011 and took place at the 

respondents’ place of employment and on the main shopping streets in the three different 

cities. 20 of the in-depth interviews were conducted face to face, and one company and one 

expert interview were conducted via telephone. Each in-depth interview lasted approximately 

35-45 minutes and was recorded electronically in the program GarageBand [See Appendix 3 

p. 158 for an overview of the various interviews conducted]. 

 

Stage 4: Transcription 

All 22 interviews were transcribed electronically in the program Express Scribe. The process 

of transcribing provides a foundation of reliability in this research due to precise decoding. 

The text is transcribed in a way that is comprehensible and reader-friendly. However, 

irrelevant content has been left out [See enclosed CD-ROM, Appendices. 18, 19, 20]. 
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Stage 5: Analyzing  

The newly acquired knowledge from the qualitative research aims to contribute with 

causalities from secondary data and further theory development. As the qualitative data is far 

more difficult to code than quantitative data due to its consistence of text, body language and 

interpretations, the mass of collected data has been organized into categories with the purpose 

of creating themes and concepts [Kvale & Brinkmann, 2009, See enclosed CD-ROM, 

Appendices 21, 22A, 22B for coding schemes]. As the overall themes were defined 

beforehand and have constituted the structure of the in-depth interviews, the division of theme 

categorization took its point of departure in the interview guideline. The objective was to 

examine whether certain themes could be linked into general concepts. 

As this research investigates a new phenomenon with limited existing theory, the in-depth 

interviews are analysed with the intention of illuminating the meaning behind what is being 

said in the interviews, rather than the explicit responses [Kvale & Brinkmann, 2009]. 

Throughout the entire coding process, procedures have been followed carefully, i.e. a degree 

of criticism towards the data has been undertaken and the degree of creative thinking 

regarding combining and recombining the data into categories has been fulfilled [Kvale & 

Brinkmann, 2009].    

Stage 6: Verification  

Validity  

The measurements of the research aim to be plausible, dependable and authentic, i.e. to give a 

fair and trustworthy portrayal of the respondents’ viewpoints [Neuman, 2006; Flick, 2007]. 

Even though the qualitative data is not generalizable and the outcome depends on the 

respondents’ degree of heterogeneity and contextual situation, the in-depth interviews together 

created a heavy weight of evidence, which was usable for supporting existing theory [Kvale & 

Brinkmann, 2009]. As the interviews of this research conducted were based on a semi-

structured interview guide, the accessibility of structuring and leading the qualitative data to 

generalizability by systematical thematization has improved the degree of validity of the 

qualitative research. This is also referred to as the external validity [Neuman, 2006]. In order 

to ensure a plausible and valid interpretation of the conducted interviews, a “member check” 

has been carried out, where every applied quotation within the research has been confirmed 

with the respondents [Flick, 2007]. 
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Expert interview: It is perceived that the expert interviews contain a high degree of validity 

and credibility due to the fact that the experts were meticulously screened based on their 

profession, competences and core area of focus in order to provide this research with the 

broadest and most diversified outcome as possible. Both Facebook adherents and sceptics have 

been interviewed to improve the credibility and inter-subjective approach of the qualitative 

data [Flick, 2007]. 

 

Company interviews: The selected companies, SAS and Carlsberg, were recruited based on 

their performance on Facebook i.e. their high user membership on their Page and high ranking 

regarding user interaction in Crisp Cup’s ranking index [Crisp Cup, 2011], for which reason, 

the outcome of the interview is perceived as valid. Additionally, these interviews have assisted 

in a further development of the LP-model by providing examples on parameters utilized, 

which generated inspiration to manage a Facebook Page.    

 

User interview: It is perceived that the in-depth user interviews also comprise a high degree 

of validity as the screening criteria and selection of the respondents were strictly divided into 

demographic and geographical strata in order to ensure that the sample size closely reflected 

the actual population on Facebook. As the user interviews are merely used for an indication of 

usage and attitude towards Facebook, the sampling frame is therefore perceived as 

representative and the research valid. 

 

Reliability 

The measurement of reliability of qualitative research is, however, not feasible as the data 

collection is an interactive process, where the changing context and settings make the findings 

of the research impossible to replicate accurately [Neuman, 2006]. Furthermore, the ability to 

measure dependability or consistency is not practicable in this research, as the in-depth 

interviews are not conducted and observed over time [Kvale & Brinkmann, 2009]. Moreover, 

the in-depth interviews consist of a varying combination of question types including the risk of 

leading or misunderstood questions, and these open questions enhance the respondent to speak 

freely and thereby minimize the possibility of repeating the exact same interview. However, 

due to a semi-structured interview guide and a careful review of the prescribed questions, the 

qualitative data collection is, however, perceived as reliable concerning the control procedure 
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[Neuman, 2006].     

 

Expert interviews: The possibility of creating generalizations among experts further 

strengthen the limited degree of reliability due to the fact that a broader agreement concerning 

the usage of Facebook among diversified sources improves the possibility of replicating the 

research as well [Neuman, 2006]. 

 

User interviews: Even though the 12 users are perceived as valid respondents within the 

research, the reproducibility of the data concerning attitude and usage of Facebook is 

questionable. This is due to the possibility of achieving the exact same measurements by 

conducting the same in-depth user interviews being unfeasible as the consumers today are very 

fragmented in relation to attitudes and behaviour [cf. 1.1, p. 8]. However, the reproducibility 

of the data concerning testable hypotheses is perceived as high as the outcome of the 

interviews supported the hypotheses found through secondary data and only contributed with 

two new parameters which were not found through secondary research.  

 

Based on the conducted 22 in-depth interviews with experts, users, companies and a case 

study, it is perceived that the research measured the actual objective of the research and 

contributed with relevant information to the investigation.  

 

Stage 7: Reporting 

The results will be presented in chapter 8, Qualitative Findings, and chapter 10, Findings, and 

further be discussed and contrasted with the theoretical framework and quantitative findings in 

Chapter 11, Discussion. 

 

4.2 The Quantitative Data Collection 

4.2.1 Focus of Research 

The quantitative research is based on a study where data, such as the respondents’ statements, 

experiences and observations, are converted into numbers and generalizations [Burns & Grove 

cited in Cormack, 1991].  
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“A formal, objective, systematic process in which numerical data are utilized to obtain 

information about the world” [Burns & Grove cited in Cormack, 1991, p. 140] 

As quantitative research is commonly based on scientific hypotheses, this research aims to test 

developed variables in order to confirm or disprove existing theory. The reason for including a 

quantitative research is its ability to evidentially clarify the attitude of the Facebook population 

based on a test sample [Neuman, 2006]. Furthermore, utilizing a quantitative research enables 

this research to reach a larger number of people than by the qualitative method [Burns & 

Grove cited in Cormack, 1991].   

In this research, the quantitative research is based on a questionnaire containing structured 

questions [See Appendix 16, p. 166 for questionnaire layout]. As the purpose of this research 

is to test the probability and emergence of gaining consumer loyalty on Facebook, a 

quantitative research is conducted in order to test defined hypotheses and gain more general 

insights into the users’ activities and attitudes within the network with the intention of testing 

whether a coherence between secondary data and empirical data is present [Neuman, 2006].  

4.2.2 Design Characteristics  
 
Designing the Questionnaire 

As mentioned, the quantitative research is carried out through a structured questionnaire, 

where the questions were clear and unambiguous in order to diminish source of errors related 

to the submission of replies. The questionnaire contained some preliminary questions in the 

beginning which were easy for the respondent to answer in order to initiate the questionnaire 

pleasantly [Faarup & Hansen, 2010]. The following questions were in-depth questions 

concerning attitude, preferences and perceptions, and the themes in the questionnaire were 

systematized in order for the questionnaire to appear structured. The questions were structured 

questions which utilized a combination of multiple-choice, dichotomous and scale options 

[Malhotra & Birks, 2006].   

 

The multiple-choice options employed an open answer at the end in order to increase the 

possibility of receiving new information in the responses which was not counted for in the 

fixed options of responses. Dichotomous questions were utilized as the information from those 

questions could be illuminated via a simple yes/no question. Only some of the dichotomous 
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options included a neutral response alternative depending on the respondents’ probability of 

being neutral [Malhotra & Birks, 2006]. The scale options employed likert scales which 

required the respondent to indicate a level of agreement or disagreement with statements, and 

a constant sum scaling where the respondents had to allocate 100 points to the seven 

parameters after perceived importance [Malhotra & Birks, 2006]. The multiple-choice options 

and the parameters in the constant sum scaling were all randomized in order to collect more 

representative data.   

The battery of questions existed of 4-5 rows in order to make the questionnaire more easy 

answerable and also to minimize the number of questions asked. Furthermore, this provided 

the research with an excellent standard of comparison of the parameters in between [Faarup & 

Hansen, 2010]. The time for the questionnaire was estimated to be 7-10 minutes.  

4.2.3 Sample Screening 

Screening and Sample Size  

In order to participate in the questionnaire, the survey’s screening criteria for the population 

constitute that the respondents had to be members of Sticks´n´Sushi’s Facebook Page 

corresponding to the target group of Sticks’n’Sushi. For that reason, the respondents were 

asked specific screening criteria questions in the beginning of the questionnaire, and 

respondents who did not fulfil the criteria were screened out. The sample size amounted to 382 

respondents.   

 

Sampling Frame 

To reach the appropriate population, a link to the questionnaire was uploaded to the 

Sticks´n´Sushi Facebook Page where respondents were offered the chance to win three gift 

vouchers for a dinner for 2 at Sticks´n´Sushi sponsored by Sticks´n´Sushi. The survey was 

developed in the programme SurveyGizmo. 

  

4.2.4 Sampling Technique 

The quantitative research utilized probability sampling based on a statistical randomly 

selection. Under here, a Simple random sampling was utilized where each element had an 

equal probability of being selected [Malhotra & Birks, 2006]. 
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Pre-test 

A pre-test of the questionnaire was conducted on three respondents, who all fulfilled the 

screening criteria [Andersen, 2008]. The objective was to test the questionnaire before 

launching it on the Facebook Page in order to ensure that the questions were formulated and 

understood correctly without any leadings intentions [Neuman, 2006].  

 

Pilot test  

After launching the questionnaire, a pilot test was performed based on 10 respondents who had 

completed the questionnaire. The incoming answers were evaluated in order to illuminate 

whether some questions should be adjusted; however, this was not the case in this pilot test 

[Neuman, 2006]. 

 

4.2.5 Data Analysis Approach 

As the intention of the quantitative research was to conduct a generalization process from 

sample to population, this research coded and analysed the collected data by utilizing a 

univariate and bivariate analysis.  

 

Univariate analysis: This analysis contemplates one variable and its distribution on the 

research elements [Andersen, 2008]. It does not examine causes or relationships between the 

variables, as the main purpose of a univariate analysis is description [Malhotra & Birks, 2006].   

 

Bivariate analysis: In this analysis, two variables (X,Y) and their mutual correlation are 

contemplated. The variables are crossed where the values are reflected [Andersen, 2008]. It is 

a simultaneous analysis of two variables in order to see if one variable is related to another 

variable, i.e. in order to identify trends and examine possible associations [Andersen, 2008]. 

 

In order to analyse the quantitative data, cross tabulations have constituted the basis of the data 

analysis approach, conducted in SPSS and SurveyGizmo.  

 

Content analysis of the open-ended questions: In this research, a content analysis was 

utilized for coding the open-ended questions in the quantitative research in order to gain an in-

depth understanding of the users’ behaviour and attitudes towards Facebook [Esterberg, 2002]. 
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The answers from the open-ended questions were coded by counting the frequency with which 

specific themes appeared in the texts with the intention of conducting a statistical analysis and 

including it in the residue of the quantitative analysis [Esterberg, 2002].  

4.2.6 Validity & Reliability 

Validity 

In order to ensure a high validity, a measurement of content validity is represented, which aims 

to determine the extent to which a measure represents all facets of a given social construct. 

Each hypothesis is tested against existing theory and findings of the qualitative research to 

ensure that all aspects of the focus are covered [Neuman, 2006].   

The results of the quantitative research are perceived as valid due to the respondents’ 

knowledge and preference to the brand Sticks’n’Sushi including their accustomed utilization 

of Facebook; however, no single validity exists. This research ensures a high 

representativeness illuminated by the fact that the demographical composition is coherent with 

the actual population of Sticks’n’Sushi’s member base on Facebook and the large sample size 

constituting of 382 respondents. As mentioned, this quantitative research constitute of 382 

respondents. 

  Distribution by age groups 

Total Danish 
population 

Sticks’n’Sushi 
restaurants * 

Facebook 
members 

Sticks’n’Sushi         
target groups Thesis Age 

N % N % N %  N % 

13-14 138.019 3% 12.868 2% 224.152 10%  10 3% 

15-19 357.184 8% 33.318 5% 448.306 20%  36 9% 

20-29 652.770 14% 156.278 24% 515.549 23% Primary  188 49% 

30-39 728.464 15% 142.345 22% 381.058 18% Secondary  101 26% 

40-49 812.995 17% 102.769 16% 369.850 16% Tertiary  37 10% 

50-59 717.037 15% 77.457 11% 201.737 9%  8 2% 

60+ 1.303.232 28% 132.281 20% 100.868 4%  2 1% 

Total 4.709.701 100% 657.316 100% 2.241.520 100%  382 100% 

Table 5: Testing validity of the qualitative Research - *	  Copenhagen, Frederiksberg, Gentofte and Lyngby 
Source: Komfo [2009], Sticks’n’Sushi [2010] and Danmarks Statistik [2011b] 
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According to the figures of table 5, the division of the sample is coherent with the age 

allocation of the consumers at Sticks’n’Sushi’s restaurants and the members of their Facebook 

Page. As mentioned in the case presentation [cf. Section 3.1, p. 21], Sticks’n’Sushi has three 

female target groups consisting of the primary segment within the age group of 20-29, the 

secondary segment in the age group of 30-39, and the tertiary segment in the age group of 40-

49. This quantitative research entails the accurate division of consumers within 

Sticks’n’Sushi’s restaurants and pre-defined target groups, as the weighting of the segments is 

similar. Based on the quantitative research, it was determined that 75% of the respondents 

were women in the ages of 20-39 year-old, and 10% were women in the age group 40-59; 

hence, 85% of the respondents in this research accounted for Sticks’n’Sushi’s primary, 

secondary and tertiary target groups. However, a distinction is seen in relation to the 

composition of Facebook members as a younger segment is represented at the social network. 

The general user composition of Facebook is therefore younger than the user appearance on 

Sticks’n’Sushi’s Facebook Page.  

 

As the respondents of the quantitative research constituted 85% of Sticks'n'Sushi's primary, 

secondary and tertiary target groups, the findings of the quantitative research are based on the 

entire population as it is perceived that the low exception of the remaining 15% does not have 

an important effect on the concluding results as the entire population is perceived as a 

potential target group for Sticks’n’Sushi on Facebook. 

Despite the fact that the investigation measures the requested focus of area and consists of an 

adequate composition of users, it is vital to illuminate that this research is only a snapshot of 

the actual social world on Facebook. An appropriate method for ensuring the degree of 

validity of the quantitative research is to conduct the research again to examine whether a 

similar outcome is achieved.  

 

Reliability 

The quantitative method of this research is perceived as reliable as it ensures a higher 

precision and degree of objectivity than qualitative research [Kvale, 2007].  

 

In multiple-choice questions, a position bias is found, indicating a respondent’s tendency of 

ticking the first or last alternative on the list of answers. Additionally, the risk of bias response 
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appears as the respondent tends to choose an answer on the list rather than “other reason” even 

though not all alternatives have been included. However, several responses to a number of 

questions in the questionnaire have been randomized on purpose in order to minimize position 

bias, and a large number of alternatives have been included in order to minimize bias response 

wherefore the reliability is perceived as high. As neutral response alternatives in dichotomous 

questions were left out or included depending on the perceived proportion of neutral 

respondents in relation to each dichotomous question, bias was minimized and thereby data 

perceived as reliable [Malhotra & Birks, 2006].   

It is acknowledged that the research is conducted during the summer, which could influence 

the results as a larger proportion of the respondents could be on a summer holiday, and could 

thus not participate in the research. Another result might have been reached if the research had 

taken place e.g. in May, which is not the most travelled month of the year.  

 

 
 

Source: Own development [2011] 

 

The sample of the quantitative research only constitutes 3% of the total population of 

Sticks’n’Sushi’s member base on Facebook. The probability of gaining exactly the same 

results by conducting the same research is perceived as questionable due to the small 

percentage of the total population; however, as the sample represents an adequate size and 

represents the target group of Sticks´n´Sushi, the results are perceived as reliable.  

Calculation of response rate:  

(12.250/382) x 100 = 3% 
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5.1 The Mindset of a Socialholic 
The company’s internal and external environment is no longer foreseeable as identities, 

preferences and knowledge of companies and consumers change depending on extraneous 

impulses. To determine online behaviour the mindset of today’s consumers is presented. 

 

5.1.1 A Postmodern Network Society 

The evolution of the postmodern society has blurred social differences, illuminating that 

people today choose who they want to be and how they want to behave. Present postmodern 

environments are defined as disorganized and spontaneous, and attitudes are fluid and 

constantly in change [Ringgaard, 2010]. According to Firat & Schutlz [1997], the evolution of 

the postmodern paradigm has involved a consumer universe driven by fragmentation, 

individualisation, plurality, hyper-reality, openness, reversal of consumption, and loss of 

commitment to authorities and brands. By hyper-reality is emphasized the consumers’ 

tendency of finding the produced reality more attractive than the real one. Fragmentation 

refers to a transition from the traditional homogenous “mass market” to much smaller 

segments where consumers seek individual solutions to their buying needs [Cova, 1996 cited 

in Ringaard, 2010]. Based on the postmodern perspective, the possibility of defining a 

monotonous consumer behaviour becomes more complicated for companies.   

 

In the postmodern society, we are living in a world where information is easily collectable due 

to the emergence of the Internet. A fundamental feature of social structure in the information 

age [Schneider, 1997] is its reliance on networks as the key feature of social morphology 

[Castells, 2003], wherefore this new age is referred to as the network society [Nightingale, 

2003]. In addition, Tapscott & Williams [2006] refer to “the new world of wikinomics” where 

individuals share knowledge, and where the new Web is about communities, participation and 

peering. The authors refer to the world where only the connected will survive, and those who 

fail to grasp this, will find themselves even more isolated. 

 

Castells [2003] illuminates the network society by defining the concept Social distance, which 

has changed significantly in line with the entry of the digital era. Previously people’s networks 

were allocated to territories. Today, due to the prevalence of the Internet, networks are created 
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based on solidarity and social coherence. The geographical walls are breaking down [Castells, 

2003; Nightingale, 2003].  

 

For online marketers, it is important to understand the perspective of new media and the 

involved diffusion of users. The challenge rests on the fact that companies cannot predict their 

consumers’ attitudes, actions and preferences based on calculations and modelling [Firat & 

Schultz, 1997]. Consumers’ self-awareness and scepticism towards marketers and brands have 

increased in line with companies’ increased transparency when appearing online [Ringgard, 

2010].  

 

5.1.2 The multi-indi(situ)vidual 

By entering a more complex world driven by fragmented consumers, it becomes even more 

difficult for companies to determine certain patterns within their target groups. Today, the life 

spheres are completely fluid illustrated by the fact that home has become a work place, and the 

work place is home [Levinsen, 2009]. Consumers are defined as “multi-individuals” taking 

many roles and different needs depending on the situation they are in [Jacobsen, 2000]. Larsen 

[2002] refers to this as situviduals who create their identities in different communities placed 

in different environments, contexts and situations. They change who they are in different 

communities, online as well as offline, which enables them to have many diverse relations. 

Despite a junction of roles, it is challenging for companies to define their consumer segment 

and keep control of the consumers as they utilize different sales channels and influencers 

depending on the situation. The objective of satisfaction and loyalty creation is further a 

defiant process as the company must communicate with every role of the individual 

simultaneously [Jacobsen, 2000].   

 

5.1.3 Hierarchy of Needs (Maslow) 

The implicit knowledge of the user behaviour on Facebook has caused additional new 

analysing methods. However, Abraham Maslow’s Hierarchy of Needs, 1943, designates 

similarities between the real and virtual world as online communities are based on social 

interaction, acknowledgement and acceptance among the users, corresponding to Maslow’s 

five stages of human motivation and needs [Antonios, 2010; See Appendix 4, p. 159 for an 

illustration of Maslow’s Hierarchy of Needs]. The progress entails that the basic needs in the 
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form of establishment and presence have to be completed in order to move up to the stage 

social needs ultimately reaching the social optimization and self-realization phase. By 

engaging in online communities, users strive to be part of a homogenous group by connecting 

with people and having their voice heard (love and belonging need) and creating a powerful 

and an acknowledged image (esteem need). Lastly, the users aim to achieve personal 

fulfilment and career goals [Antonios, 2010].  
 

Critique of Maslow’s adaption to social media occurs as Schiel [2008] states that measuring 

users’ esteem need in online brand communities can be difficult due to the fact that the 

personal need in social media overshadows the need to make a personal contribution to others. 

Companies on social media sites may question the users’ actual reason for participating on the 

Page in the first place [Schiel, 2008]. 

 

Critique of Maslow’s model structure and progress is further presented. It is claimed that the 

theory is outdated and does not apply accurately to the sequence of need fulfilment as it is not 

a criteria that the lower needs must be fulfilled in order to reach self-actualization [Boeree, 

2006]. For that reason, the critics merely perceive the Hierarchy of Needs as a general 

framework of understanding needs and motivation factors, and not as a rigid set of rules 

[Boeree, 2006]. Additionally, the sequential fulfilment of needs contradicts with the adaptation 

to social media as not all users seek to obtain the same needs; hence, a complex fragmented 

user universe and an emphasized need of understanding individual motivations. 

 

5.2 The Revolution of Media 
A change in society structure and individual behaviour has caused a media revolution. The 

whole media world is under radical transformation where the noise from multiple media has 

boomed. Channel fragmentation, smart phone usage and ubiquitous broadband coverage have 

dispersed and redefined the media landscape. These changes are occurring in an environment 

where media budgets are challenged by the economic downturn and where marketers continue 

to push for more measureable results and greater accountability. The new focus is now on 

relationship-building [Commute Media, 2011]. Where the mass-communicative channels such 

as TV, prints, radio, and outdoor are still excellent media for catching attention, the digital 

media and in particular the social media are far more effective, penetrating and faster media 
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for building relationships and loyalty creation [Helm 2000 cited in Woerndl, 2008]. 

Additionally, the costs involved in digital media are much more inexpensive than advertising 

in traditional media [Commute Media, 2011]. An overview of the instrumentality of the 

individual media is illustrated in the AIDA(S) model [see Appendix 5, p. 159].   

 

Figures from Dansk Oplagskontrol [2010] show a significant revolution in media spending, 

leaving traditional media with decreasing media spends and the Internet with a massive boom. 

Since 2008, the Internet has captured the highest media spend, measuring DKK 3.484,000 in 

2010; hence, an explosive increase of 99.8% from 2004 to 2010. This corresponds to a media 

market share of 28% of the total advertising market in 2010 [FDIM, 2011]. Before the 

invasion of the Internet, TV and print media constituted the dominating media groups in 

relation to media spending; however, due to the rapid technological development, the media 

picture has changed completely. Now, print media declines and investment in TV rises slowly. 

 

 
  Figure 1: Media spend in Denmark 2004-2010 - *DKK mio.  

Source: Reklameforbrugundersøgelsen [2010]  

Trust in Advertising 

Consumers’ reliance on companies’ advertising has weakened in line with companies’ 

transparency due to the increase of social media, as mentioned in section 5.1.1. p. 42, the 

postmodern consumer is losing commitment to authorities and brands. A research conducted 

by Nielsen [2009, July] illuminates that European consumers demonstrate the least trust in 

advertising. As a result, peer-to-peer recommendations are measured as the most reliable 
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channel followed by brand websites, consumer opinions online, editorial content and brand 

sponsorships, whereas text message ads on mobile phones constitute the least trusted form of 

advertising. The level of distrust also indicates a higher reliance in non-paid communication 

channels rather than paid media channels. Due to a lack of trust in advertising, other tools 

must be employed in order to obtain loyal consumers. Social media are perceived as an 

evident opportunity for creating loyalty due to an increase in online peer-to-peer reliance  

[Helm 2000 cited in Woerndl, 2008].  

 

5.3 Word of Mouse 

As peer-to-peer recommendations are perceived as the most trusted channel in relation to 

online advertising, the phenomenon word-of-mouse now deserves an in-depth elaboration.  

 

Within the last couple of years, word of mouth communication has received great attention 

and is today an approved marketing tool offline and online, as it can generate positive 

reputation of the company [SocialSemantic.eu, 2011]. Widespread usage of the Internet has 

changed the very nature of the phenomenon [Breazeale, 2009] as word of mouth refers to the 

globalization of the term, whereas word of mouse refers to the online existence. Word of 

mouse (WOM) is a consumer-dominated marketing communication channel, where the sender 

is independent of the market [Brown et al 2007]. In literature, WOM is defined as: 

 

“WOM is a person-to-person communication between a receiver and a communicator whom 

the receiver perceives as non-commercial, regarding a brand, product, or service”        

[Arndt, 1967 cited in Breazeale, 2009, p.1]  

 

A WOM message can reach and potentially influence many receivers [Lau & Ng, 2001 cited 

in Brown et al, 2007] and compared to firm initiated communications, WOM is perceived to 

be more trustworthy by consumers [Schiffman & Kanuk, 1995 and Arndt, 1967 cited in 

Brown et al, 2007, cf. Section 5.2, p.44]. WOM has a unique ability to influence consumer 

decisions contrary to any marketer controlled communication [Bolfing, 1989 cited in 

Breazeale, 2009].  
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The increased progress of the Internet has changed the nature of WOM as consumers’ ability 

to make their voice heard by more people spread faster. Consumers can share their views, 

preferences or experiences with others, which enables companies to take advantage of WOM 

[Breazeale, 2009]. 

 

“With minimal cost and almost no regard for distance or time, the power of the consumer is 

increasing. Consumers themselves are correcting the traditional imbalance of power 

between the consumer and the firm” [Breazeale, 2009, p.17] 

 

Hennig-Thurau et al. [2003 cited in Breazeale, 2009] found that consumers primarily read 

online comments to save decision-making time and to allow them to take more informed 

buying decisions. Literature designates that there is a propensity for people to trust and agree 

with those they like, and WOM referrals have a strong impact on new consumer acquisitions 

in relation to social networking sites. Consumers who are being acquired through WOM add 

more long-term value to the firm than consumers who have been attained through traditional 

marketing channels [Breazeale, 2009; Brown et al., 2007]. 

The advantages of using WOM in marketing strategies seem plentiful, especially due to the 

appearance of social networking sites. However, companies must be prepared to handle any 

possible negative WOM as the marketing tool can turn out to be an enormous failure for the 

company as well.     

 

Negative effects of WOM 

WOM leaves a permanent footprint online, regardless of conversations taking place in social 

networks or appearing in search results. If WOM occurs negatively, companies should not 

ignore it as future consumers can be exposed and read the negative comments about the brand; 

hence, peer-to-peer recommendations are the most powerful channel and lack of control is the 

most essential risk associated with WOM [Kaikati & Kaikati, 2004; cf. section 5.2, p.44].  

 

A negative WOM may also cause a damaging impact or even boycott of the companies’ 

products or services including spreading an unfavourable attitude towards the brand. In the 

worst case, creation of hate sites against the company may be established [Helm, 2000 cited in 

Woerndl, 2008]. Solomon [2003, cited in Woerndl, 2008] and Breazeale [2009] further state 
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that negative comments tend to be weighted more heavily than positive remarks. It is found 

that 90% of the consumers do not purchase the products or services of a company involved in 

a negative WOM communication; however, they will communicate their dissatisfaction to a 

least nine other people [Solomon, 2003 cited in Woerndl, 2008]. WOM spreads faster than any 

other media and is announced as one of the major threats for expanding bad-will [Rostgaard, 

2011; cf. 5.2, p. 43].  

 

A true example of a company, which experienced a negative feedback loop, is the Danish 

fashion brand Modström. In 2011, they created a Facebook page to improve dialogue 

possibilities; however, what the company had not foreseen, was an enormous crowd of critics 

accusing Modström for using animal cruelty in relation to fur. Facebook users immediately 

joined the brand’s Facebook Page to participate in the fight against animal rights by posting 

hate campaigns like “Support sickening animal cruelty like Modström or give the poor animals 

a voice by boycotting this company”. This case led to fatal consequences for Modtröm’s 

image, including damaging existing relationships with sales agents, which all started with a 

massive negative generated content on the social media [Rostgaard, 2011].  

 

The above example clearly illuminates consumers’ increasing interference in the companies’ 

marketing performance. 

 

5.4 The Concept of Brand Loyalty 

An in-depth understanding of the psychological driving forces of the consumers and the 

society they live in has now been elucidated. As the objective of this research is focused upon 

loyalty investigation, a natural transition is now to explore the phenomenon in-depth.  
 

A brand can be popular one day and be rejected the next. Today, we live in a society where 

there are countless products to choose from. For companies to retain these rapidly changing 

consumers, they have to provide substance leading to an increased perceived value for them to 

stay. In literature, perceived value is defined as: 

 

 “The consumer’s overall assessment of the utility of a product based on perceptions of what 

is received and what is given” [Zeithaml, 1988 cited in Li & Green, 2011, p. 4] 
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Perceived value is among antecedents of consumer loyalty and is perceived as vital to achieve 

loyalty [Lemon et al., 2001 cited Li & Green, 2011]. This view is supported by numerous 

theorists, among others Reicheld & Shefter, [2000] who found that perceived value was a 

major contributor to purchase intention as increased value increases the likelihood of 

continuous buying and strengthens loyalty. Moreover, perceived value and satisfaction are 

antecedents of committed consumers [Li & Green, 2011]. 

 

A high perceived value is identified as vital in every brand touch point as consumers 

understand a brand by everything it does and constantly evaluate a company’s image by its 

performance at every brand touch point. In literature, brand touch points are defined as all the 

different ways a brand interacts with and makes an impression on the consumers [Davis & 

Longoria, 2003]; hence, a brand can be experienced in numerous ways like products, 

packaging, price, marketing, and sales personnel and presents “moments of truth” [LOOP 

Associates, n.d.]. This research takes its point of departure in the brand touch point “social 

media” [See Appendix 6, p. 160 for an illustration of the Brand Touchpoint Wheel].                  

Pre-purchase experience, purchase experience and post-purchase experience are three 

consumer experience stages which brand touch points fall into. Within the brand experience, 

consumers anticipate consistency at every touch point from brand awareness, through trial, 

and to repeat purchase [Davis & Longoria, 2003]. In order to gain brand loyalty, consumers 

must be satisfied at each touch point, wherefore the pursuit of loyalty as a strategic business 

goal for companies seems vital [Davis & Longoria 2003].  

 

Defining Loyalty 

Loyalty is about the right kind of consumers to whom the company can deliver such a 

consistently implausible experience that they will want to do all their business with the 

company [Reichheld & Schefter, 2000]. For a consumer to become and remain loyal, he or she 

must believe that what the firm continues to offer is the best choice alternative [Oliver, 1999]. 

In literature, loyalty is defined as:  

 

“A deeply held commitment to rebuy or repatronize a preferred product/service consistently 

in the future, thereby causing repetitive same-brand or same brand-set purchasing, despite 
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situational influences and marketing efforts having the potential to cause switching 

behaviour” [Oliver 1997, p. 2] 

Brand loyal consumers buy the brand because they prefer the brand over other brands 

[Hofmeyr & Rice, 2000]. In relation to a higher purchasing rate, loyal consumers also 

regularly refer new consumers to the company, which provides the company with another rich 

source of profits. Moreover, the consumer must have a higher intention to buy the brand 

compared to alternatives. Oliver [1999], however, claims that even though loyal consumers are 

most typically satisfied, satisfaction does not universally translate into loyalty. Nevertheless, 

Grønholdt et al. [2000] found that consumer satisfaction has a positive effect on consumer 

loyalty.  

 

Loyalty Stages – True or Pseudo Loyalty  

One can distinguish between true loyalty and pseudo loyalty. Pseudo loyalty often includes a 

lack of alternatives rather than product satisfaction and brand relationship. Jacobsen [2000] 

refers to this as “fencing of the consumer”. In true loyalty there are several options for the 

consumer to choose from, but the consumer chooses the same brand repeatedly. An objective 

for companies is to reach the term ”Advocates” who talk positively about the company and 

who refer it to others in contradiction to “Terrorists” who spread negative word of mouth. It is 

noticeable that even the best “Advocates” can become “Terrorists” if the company fails 

[Jacobsen, 2000]. Loyalty development takes place through three stages [Jacobsen, 2000]: 

 

The cognitive process (know me): According to Jacobsen [2000], loyalty is very weak at this 

stage as it is not based on relationships, but instead on products and prices; hence, the 

consumer will shift to another brand if the offers are better. In this case, the importance of 

consistency of brand touch points is crucial as the first impression of a company is quickly 

defined as the “moment of truth”.  

 

The affective process (hear me): At this stage the company listens to the consumers. Loyalty 

is not only based on the product and the price, but also on the relationship [Jacobsen, 2000]. 

Thus at this stage, the possibility of the consumer shifting to another brand still exists. 

Jacobsen [2000] refers to the notion “false loyalty”.  
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The conative process (grow me): Attractive consumers gain the feeling of loyalty when the 

relationship is reinforced and a stronger commitment to the company is obtained [Jacobsen 

2000]. The author refers to this as “true loyalty”. 

 

Retention 

Reichheld & Schefter [2000] state that increased consumer retention rates by 5% affect a rise 

in profits from 25% to 95%. According to Jacobsen [2000], retention rate is important for 

value creation; hence, the lifetime of a consumer can increase by 5 years if the company 

succeeds in increasing the retention rate from 80% to 90% [Jacobsen, 2000; See Appendix 7, 

p. 160 for an illustration of retention rate]. Moreover, it is far more cost-intense to acquire new 

consumers than to maintain existing ones [Jacobsen, 2000].                        

                       

5.4.1 Measuring Loyalty 

The loyalty phenomenon has now been illuminated, which naturally carries this research 

towards the possibility of measuring loyalty. The conception of how to measure loyalty is of a 

complex character wherefore it deserves an in-depth examination. 

 

Brand loyalty can be estimated in terms of level of commitment towards a brand as the level of 

commitment is a decisive factor for achieving brand loyalty. Commitment is referred to as 

what is in the mind of the consumer, rather than about what the consumers do [Hofmeyr & 

Rice, 2000]. 

According to Hofmeyr & Rice [2000], a question like: “How likely are you to buy the brand 

each time you go shopping” is not an accurate indicator of commitment as consumers might 

purchase a brand due to no other alternatives being available or due to the preferred brand 

being too expensive [Hofmeyr & Rice, 2000]. Jacobsen & Ringberg [2011] agree with 

Hofmeyr & Rice [2000] and refer to this as a “sleeping pillow”, which indicates a false 

security as the consumer often cannot distinguish between the different brands wherefore the 

brand is chosen randomly [Jacobsen & Ringberg, 2011].  

 

The Conversion Model 

Hofmeyer & Rice [2000] introduced the conversion model as a tool to measure commitment. 
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The Conversion Model measures commitment based on four dimensions [Hofmeyr & Rice, 

2000]: 

	   	   	   	   	   Figure 2: The conversion Model 
                                                                                                                               Source: Hofmeyr & Rice [2000] 

Satisfaction: A higher brand satisfaction often leads to the likelihood of a higher commitment. 

Satisfaction is an essential component in order to understand the relationship between a brand 

and the consumer; however, it poorly connects with future behaviour, wherefore a future high 

consumer satisfaction cannot be ensured [Hofmeyr & Rice, 2000]. 

 

Perception of alternatives: If a consumer perceives a competing brand more positively, the 

consumer can be on his/her way to choose the competing brand [Hofmeyr & Rice, 2000]. 

 

Importance of brand choice: It is difficult to achieve commitment if brand choice is 

unimportant to the consumer. The higher the importance of brand choice, the higher the 

possibility of commitment. Thus, a higher level of dissatisfaction will be accepted before 

defection [Hofmeyr & Rice, 2000].  

 

No 
commitment 
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Degree of ambivalence: The more ambivalent the consumer is towards choosing a brand, the 

more likely it is that the final brand choice will be delayed until the last moment. For this 

reason, point-of-purchase stimuli become vitally important [Hofmeyr & Rice, 2000]. 

To classify people into segments, an allocation algorithm is used. The consumers are asked 

questions, and their responses allocate them to a commitment segment. 

 
Source: Hofmeyr & Rice [2000] 

In this research, commitment is measured in relation to a possible existing commitment, and 

loyalty is measured in relation to a possible obtained loyalty in a future perspective.  

 
5.4.2 Presenting the Loyalty Matrix 

To illustrate coherence between a consumer’s commitment to a brand and a company’s 

performance on Facebook, a Loyalty Matrix has been developed. The model indicates that the 

higher the brand commitment and improved performance on Facebook, the higher 

achievement of true loyalty.  

Commitment segments 

Committed consumers 

 Entrenched: Consumers who are unlikely to switch brand in the foreseeable future 

Average: Consumers who are unlikely to switch brand in the medium run, but with 

some possibility of switching in the long run. 

Uncommitted consumers 

Shallow: Consumers who have a lower commitment than Average where some are 

already seeking alternatives 

Convertible: Consumers who are most likely to switch brand and thereby have a very 

low degree of commitment 

No commitment 

Users, who do not fulfil any of the commitment requirements and do not have any degree 
of commitment towards the brand	  
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     Figure 3: The Loyalty Matrix     
Source: Own development [2011] with inspiration from Jacobsen [2000] 

The model divides the users into four segments depending on their level of existing 

commitment to the brand and the company’s performance within the brand community. 

 

Membership: The user joins the brand community without a strong brand attachment in 

advance. 

 

Brand attachment: The user joins the brand community with an already existing strong brand 

attachment. A degree of commitment to the brand is thereby perceived as obtained. 

 

Pseudo loyalty: The user shows a degree of commitment; however, not all four commitment 

indicators are fulfilled, despite a high performance within the brand community.  

 

True loyalty: All four commitment indicators are fulfilled; hence, the highest degree of 

commitment is reached. 
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The Loyalty Matrix illustrates the position of the user within the brand community including 

the future direction towards pseudo or true loyalty. A user becomes member of a brand 

community on Facebook and the company performance will become a decisive factor for the 

conveyed direction in the matrix. If the user does not have a strong attachment towards the 

brand before entering the brand community and the community performance increases, the 

user is conveyed towards a pseudo loyalty. The more committed the pseudo loyal user 

becomes towards the brand, the more the user is conveyed progressively towards a true 

loyalty. If the user already has a strong attachment towards the brand before joining the brand 

community, the user is quickly conveyed towards brand attachment. If the community 

performance is improving, the user is progressively conveyed towards a true loyalty; however, 

if all four commitment requirements are not reached, the user is conveyed towards a pseudo 

loyalty.    
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THE SOCIAL MEDIA 

INVASION	  
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6.1 Introducing Social Media 

6.1.1 From Monologue to Dialogue 

This research has now illuminated a new media and consumer society due to the technological 

revolution. To a large extent, the enormous transformation has been influenced by the 

emergence of new media, which naturally conveys this research to an examination of social 

media. 

 

Nowadays, people spend less time watching TV and more time socializing on their computers. 

Social media has become a way of life and survival in the present online world. The key 

element behind social media marketing is communication [Evans, 2010]. 

Social media takes many different forms including Internet forums, blogs, message boards, 

podcasts, pictures and video. Every interaction such as blogs, picture sharing, email, wall 

posting, and group creations are characterized as social media activities. In particular the 

social media applications Facebook (social networking), YouTube (social networking and 

video sharing), LinkedIn (social networking) are heavily used forums among online users 

[Evans, 2010].    

 

The introduction of social media has changed the approach of communication. It is no longer 

enough to push the product towards the market; the product has to pull the market in through 

channels such as social media [Barnett, 2010]. The communicative modification has changed 

the perception of the consumers from being passive recipients of communication to a critical, 

self-selected audience. For businesses, the challenge of the Social Web is to accept a clear lack 

of control. Push marketing remains viable; however, the rise of social-networking sites and 

search engines have increased the companies’ transparency and thereby increased the 

consumers’ requirements for commercial honesty [Barnett, 2010]. Michael Joseph, Account 

Director at Wunderman [2008, cited in Hastings & Saperstein, 2010] further illuminates the 

paradigm shift of communication when reaching target audiences. 

  

“Companies can no longer just push their message out and merely measure gross rating 

points or cost per impression to determine effective reach as success criteria” [Joseph, 2008 

cited in Hastings & Saperstein, 2010, p. 1] 
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Social media differs from traditional media such as newspaper, television, books and TV 

because the media changes from one-way to two-way communication. A two-way 

communication involves listening [Hasting & Saperstein, 2010]. To work productively within 

social media, one needs to embrace the idea that feedback of any kind is useful. Business 

leaders should acknowledge that their companies become more open to consumers and 

establish more personal, authentic ways of collaborating with them [Hasting & Saperstein, 

2010]. According to Evans [2010], companies should utilize social media’s “the wisdom of the 

crowds” to connect information in a collaborative manner. It is therefore strongly 

recommended that brands actively join the conversations in order to secure a positive viral 

effect among the consumers. Success in the world of social media is gained by building 

relationships with consumers online, giving them great content and listening and engaging 

through the Social Web [Evans, 2010]. 

 

6.1.2 The Social Feedback Cycle  

Evans [2010] further presents the Social Feedback Cycle illuminating how social media 

connects the experiences of the post-purchase back to the actual buying process. For 

marketers’ point of view, one of the most valuable aspects of social media is to build and 

maintain a positive feedback loop. 

Source: Evans [2008] 
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Theoretically, the traditional market-generated funnel goes through the classical stages 

Awareness, Consideration, and Purchase, without taking consumers’ post-purchase and viral 

effect into account [Evans, 2010]. An expansion of the Buying Behaviour Funnel is built, as 

consumers are no longer perceived as a source of income for the companies, but as a 

relationship. Theoretically, word of mouse or talk will recycle in the Social Feedback Cycle 

process with the consequence of affecting the consideration stage for the next wave of 

shoppers. The feedback loop that connects the post-purchase conversation back to the funnel 

of purchase is the key of the social media buying process [Evans, 2010].  

In practice, the consumers’ exchange of preferences and experiences generates an enormous 

and quick post-sale feedback as social media is the fastest way to spread negative and positive 

word of mouse [Helm, 2000 cited in Woerndl, 2008, cf. Section 5.3, p. 45]. Moreover, positive 

comments posted in the social sphere improve the ability for a faster loyalty creation 

supported by this channel being perceived as most reliant among consumers [cf. Section 5.2, 

p. 43]. However, an overall positive perception of the brand requires high performance at 

every brand touch point [cf. Section 5.4, p. 48].  

The increased complexity and fragmentation of the consumers’ buying patterns are further 

illuminated by Woon [n.d.], who presents a direct connection between the Social Feedback 

Cycle and the Consumer Buying Decision Process. According to Woon [n.d.], the most 

important aspect of both process models is how the user-generated information and the post-

purchase evaluation have an essential influence on a company’s return on media investment. 

A more trustworthy communication channel through social media will most likely affect a 

more rapid run-through of the Buying Decision Process, as the stages information search and 

evaluation of alternatives are shortened due to already existing personal approvals. The actual 

purchase decision is therefore less difficult, which can lead to an increased purchasing rate 

[Woon, n.d.].  

 

6.1.3 The Danish utilization of Social Media 

The Danish consumers’ utilization of Social Media  

The massive boom of the Internet has increased the Danish population’s usage of the online 

media [cf. Section 5.2, p. 43]. Consumers spend nearly 110 million hours per month on the 

Internet, and two-thirds of the time is spent on social networks, news, and general search 

[Dansk Kommunikationsforening, April 2011]. Danish users spent 39% of their online time at 
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net sites such as Google, Facebook and YouTube in 2010, where Facebook was the most 

popular net site and contained a total expenditure of time of 17.2% among Danish users [DR 

Medieforskning, 2010a]. In a research conducted by the digital agency Vizeum [2010], it was 

found that women are more active on social platforms than men and that social network 

activity decreases with age. 

 

Figures from Danmarks Statistik [2010 cited in IT & Telestyrelsen, 2010a] further specify that 

more than half of the Danish population are members of social network sites such as Facebook 

(2.507,000 members), LinkedIn (700,000 members) or Twitter (20,000 members) [DR 

Medieforskning, 2010a; Mediebevægelsen, 2011; Bøgh-Andersen 2010]. The Danish online 

memberships have increased from 42% in 2009 to 54% in 2010. Users within the age group 

16-24 heavily represent the online appearance at the social platforms; however, the elder age 

groups have experienced a larger increase from 2009 to 2010 [Danmarks Statistik, 2010 cited 

in IT & Telestyrelsen, 2010a].  

 

Social Media in the Danish business sector 

The invasion of social network sites has also reached the Danish business sector. A research 

by SocialSemantic.eu [2011] indicates that 66% utilize social media in their marketing 

strategy and these companies are contributed with essential competitive advantages. 50% of 

the 66% who utilize social media confirm that they have gained business-related advantages in 

the form of improved brand awareness, exposure and increased traffic on their website 

[SocialSemantic.eu, 2011].  

 

Research further shows that Facebook also is the most utilized social media platform among 

Danish companies, counting a presence of 80% who utilize the market leader of social media 

in Denmark. 40% of these companies interact at Facebook with the vision of improving their 

consumer loyalty and increasing sales. The business-related network, LinkedIn, has captured 

61% of the Danish companies followed by YouTube counting 54% and Twitter at 38% 

[SocialSemantic.eu, 2011].  

In the survey, 30% of the Sales & Marketing departments confirm that appearance on the 

social media has affected their consumer loyalty positively; however, 42% emphasize that it 

has not gained any returns yet [SocialSemantic.eu, 2011].  



	  
 

Page 60 of 179	  
	  

The research clearly enlightens the Danish companies’ lack of knowledge and unexploited 

potential of social media. It discloses that only 27% of the companies that utilize social media 

have implemented a concrete social media strategy, whereas 58% admit that their activities are 

based on sporadic initiatives [SocialSemantic.eu, 2011]. However, the crucial pitfall of social 

media is not to perceive the channel as complex and time-consuming as other communications 

paths. 46% of the Danish companies using social media spend less than 5 hours a week on 

social media, and 47% have invested less than DKK 5,000 in the media [SocialSemantic.eu, 

2011].  

 

The future potential of social media, including Facebook, is enormous. 95% of Danish 

companies, across industries, believe in an increasing usage of social media in the future 

[SocialSemantic.eu, 2011], wherefore it is assumed that the social media sphere merely is at 

the infancy stage in the Danish business sector. 

 
6.2 The Market Leader of Social Media: Facebook 

6.2.1 The Universe of Facebook 

Social media has created powerful new ways to communicate and share information, and it 

seems that social networking will now be a permanent part of our everyday life. Online social 

networking services have become increasingly popular in recent years, providing an efficient 

and user-friendly way to maintain social connections and share information. They have been 

shown to facilitate business relationships and building social capital using electronic media 

[Boyd & Ellison, 2007]. Boyd & Ellison [2007] define social network sites as: 

 

“Web-based services that allow individuals to (1) construct a public or semi-public profile 

within a bounded system, (2) articulate a list of other users with whom they share a 

connection, and (3) view and traverse their list of connections and those made by others 

within the system” [Boyd & Ellison, 2007, p. 1] 

 

The social network, Facebook, is a combination of networking facilities and entertaining 

features originally launched in 2004 by Mark Zuckerberg. The primary intention was to allow 

other college students to keep in touch with their friends [Zarella & Zarella, 2011]. Today, 

Facebook is one of the most popular sites and is still growing virally throughout the world. 
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The social networking site has more than 600 million active users, where an average user has 

130 friends [Facebook, 2011a]. Users spend over 700 billion minutes per month on Facebook 

[Facebook, 2011a], and over five million new users are joining every week [Zarella & Zarella, 

2011]. Users interact with over 900 million objects (Pages, Groups, and Events), and an 

average user is connected to 80 Pages, Groups and Events and creates 90 pieces of content 

each month [Facebook, 2011a]. Furthermore, more than 30 billion pieces of content (web 

links, news stories, blog posts, notes, photo albums, etc.) are shared on a monthly basis, and 

more than 250 million people engage with Facebook on external websites every month 

[Facebook, 2011a]. At the time of writing, more than 250 million active users access Facebook 

through their mobile devices and according to Facebook [2011a], people who use Facebook on 

their mobile devices are twice as active on the social network than non-mobile users. 

 

“Facebook’s incredible reach makes it the most pervasive social networking community —

and it’s contagious and spreading” [ExactTarget, 2010, p.2] 

 

Facebook has captured an essential share of the market, which is illuminated by 51% of the 

Danish population having created a Facebook profile, counting 91% among the 16-24 year-

old. [Danmarks Statistik 201, cited in IT & Telestyrelsen, 2010]. According to DR 

Medieforskning [2010b], this percentage corresponds to 2.507,000 Danish members – an 

increase of 5% from 2009. 

  
Facebook 
member-

ship 

Daily 
online 
usage 

Daily 
Facebook 

usage 

Daily log 
ons to 

Facebook 

Average 
number of 
Facebook 

friends 

Facebook 
age 

majority 

Total 2.507,00 1 h 52 min. 17 min. 1.253,00 130 16-24 

Men 1.203,36 59 min. 6 min.       

Women 1.303,64 53 min. 11 min.       
Table 6: The utilization of Facebook within the Danish population  

Source: IT & Telestyrelsen [2010], DR Medieforskning [2010a]  

 

According to ExactTarget, [2010] the x-factor of Facebook is its ability to connect, regardless 

of location and personality. An interesting finding of the ExactTarget research indicated that 

less than half of Facebook users find it acceptable that companies are on social networks. The 
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results designated though that only 17% of the users were likely to buy from the brand after 

becoming a member on their Facebook Page [ExactTarget, 2010].  

 

6.2.2 Introducing Facebook Pages 

A Facebook Page allows companies to customize their Page and enables people to “like” the 

brand they favour and thereby become member of the Page [Zarrella & Zarrella, 2011]. 

Furthermore, a Facebook Page allows companies to create an identity within the social 

landscape and thereby join in conversations with users [Facebook, 2011c]. The Page offers a 

deeper level of engagement that makes it possible for companies to build stronger bridges of 

trust with the users [Zarrella & Zarrella, 2011]. The Facebook Page provides many ways of 

user engagement, e.g. ongoing stream of status updates and posts which appear on the wall of 

the Facebook Page and in the News Feed on the profile of the users [Zarrella & Zarrella, 

2011]. Facebook Page owners are able to utilize the tool Facebook Insights to understand 

trends, demographics and consumption of content in order to improve their business 

[Facebook, 2011b; See Appendix 9, p. 162 for a detailed description of Facebook Insights].  

 

Source: Facebook, [2011i]  

Buddy Media [2011] and Exact Target [2010] present certain guidelines for companies in 

order to engage successfully with users on social media, more specifically on Facebook. 
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Facebook Guidelines 

• Post length 

There is a strong negative correlation between post length and engagement, indicating the 

longer the post length, the less engaging members find it. Posts of 80 characters or less in 

length have 27% higher engagement rates. 

• Post punctuality 

Schedule post to appear early in the morning or late at night when people are most likely 

to check their Facebook Pages. Avoid the critical mass of posts during the working hours. 

Brands posting outside business hours have a 20% higher engagement rate.  

• Best day to post 

The less people want to be at work, the more they are on Facebook. Engagement rates on 

Thursdays and Fridays are 18% higher up to weekends. However, brand posts account for 

only 5% of all posts on Sundays. Posting updates in the spare time is recommended.   

• Facebook language 

Members follow instructions well: ”The simpler, the better”, e.g. like, comment, tell us, 

share, etc. Members are happy to engage with ”events” and ”winning” rather than 

”promotion” or ”contest”. 

 

A practical example 

An example of a Danish company utilizing Facebook as a marketing strategy is the company 

Carlsberg. The Media and Digital Director of Carlsberg Group Jakob Holm Kalkar [CI: 2011] 

highlights the company’s appearance on Facebook as being necessary.  

 

“You can not choose not to be on Facebook. If we do not do it, the users will”            

[Kalkar, 2011] 

 

To perform successfully on Facebook, Carlsberg has established a Social Media Hub including 

competitor and user monitoring on the social media; hence, being consumer-oriented rather 

than brand-oriented. At Facebook, their goal is not to inform their members how they want to 

be perceived as a brand. Their Facebook strategy involves creating a consumer-driven 

dialogue by including brand relevance in appropriate situations. Carlsberg’s strategy contains 

2-3 updates per week depending on relevance as the company believes that it is more 
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important to achieve high interaction than wide exposure. The monthly measurement is 

therefore based on “Monthly Active users” and “Engagement Rate”. Kalkar [2011] 

acknowledges that users do not join their brand Pages due to the company’s Facebook 

performance, but due to brand likeness. Therefore, the objective is not to create a large 

member base, but loyal users.  

 

6.3 Facebook Pages - an online Brand Community 

No studies fully address the question of how to create a successful brand community; hence, a 

gap in the literature seems to exist, which this research will seek to fill in. In this research, 

Facebook Pages are perceived as online brand communities.  

 

Introducing online Brand Communities 

Social networking sites have contributed to the rapid growth of the Internet and thereby 

facilitated easy communication among users [cf. Section 5.2, p. 43]. Today, people are able to 

share their thoughts around the world, for which reason the need of shifting focus towards 

online brand communities has arisen. The purpose of online brand communities is to build 

stronger relationships between the business and the members of the community by involving 

the members in the company [Hall et al. n.d.].  

 

Countless definitions of a brand community exist in the literature and common features show 

that a brand community is an aggregation of individuals who interact around a shared interest 

and who are willing to share consumption experiences [Madupu & Cooley, 2010; Muniz & 

O’Guinn, 2001]. Muniz & O’Guinn [2001] also highlight the shared consciousness, which is 

referred to as the consumers’ “we-feeling” to the brand and the other members within the 

community. For individuals in the community, it is enough to maintain the perception of being 

part of a group, even if they have not met or interacted with the community members before 

[Acosta & Devasagayam, 2010]. Furthermore, Papacharissi & Rubin [2000 cited in Madupu & 

Cooley, 2010] found entertainment being the primary motive for using the Internet along with 

obtaining information. However, relevant information is among the highest motivation factors 

for joining online social networks and information credibility is the key in online communities 

[Lin & Lee, 2006].  
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Loyalty in online Brand Communities  

Membership and participation in brand communities have been found to create a sense of 

“oppositional loyalty” [Muniz & O’Guinn, 2001]. People who meet with the same needs and 

choices develop a sense of emotional association and togetherness, which encourages these 

people to form a community. The probability of creating a sense of brand loyalty exists, and 

this enables the company to increase brand equity in the market place [Arora, 2009]. The more 

marketers can provide the community members with meaning, connection and inspiration, the 

more the community members will become and remain loyal [Martensen & Grønholdt, 2006].  

According to Kim & Jung [2007], active participation can be a decisive factor for creating 

loyalty in online brand communities.  

 

Advantages and Challenges of online Brand Communities 

An increasing number of companies are recognizing the advantages of online brand 

communities, which include the opportunity of effective communication with consumers and 

of obtaining valuable ideas. The online brand communities allow members to gain information 

about a company’s initiatives and offer a platform to share opinions about the brand [Arora, 

2009]. Furthermore, brand communities attract new users to a brand, reinforce loyalty to a 

brand and help marketers to better understand consumers [Muniz & O’Guinn, 2001]. The 

members in an online community are more willing to give feedback to marketers, wherefore 

companies can more easily form consumer relationships [Dhalokia et al. 2004]. Moreover, an 

important tool in influencing consumers’ purchase behaviour is through brand communities, 

where members can communicate powerful positive word of mouse [Moon & Sproull, 2001; 

cf. Section 5.3, p. 45]. However, Hall et al. [n.d.] emphasize that the lack of timing regarding 

content and frequency may result in a potential negative effect with the risk of spamming the 

consumers rather than informing them. This negativity can occur through unfavourable word 

of mouse and in worst case affect the brand image negatively [Kaikati & Kaikati, 2004; cf. 

Section 5.3, p. 46].  

 

The challenge for companies initiating online brand communities is to adapt the right content 

to the right target group in order to avoid negative messages prevailing within the community. 

The companies’ main challenge is therefore to keep a close vigil in order to prevent 

themselves from the negative effects of rumours [Arora, 2009]. Negative publicity, 
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communicated by the members of the community, can be more damaging than bad press; 

however, it is vital to retain the negative comments on the Page to indicate credibility. 

Additionally, this will keep the participation going [Leavitt, et al., 1978 cited in Moon & 

Sproull, 2001].  

 

“Not to allow negative comments might create a sterile environment that would drive away 

participation” [McWilliam, 2000, p. 8] 

 

Presenting an honest and accessible profile in the online brand community seems crucial in 

order to avoid the negative effects. Furthermore, the company must allocate enough resources 

to maintain a positive online community [Farquhar & Rowley, 2006 cited in Kim & Jung, 

2007]. 

 

6.4 Why do users break up with companies on Facebook? 

Several challenges within an online brand community have been illuminated, which designates 

that a company’s limited ability of managing the community strategically correct may result in 

the risk of losing members. Therefore, an interesting angle would be to elucidate the 

underlying motives for unliking a Page.   

 

A study conducted by ExactTarget [2011] found that 55% have liked a company and later 

decided they no longer wanted to be a member of the Page. Moreover, the study concluded 

that 51% of the users who have become members of a Page rarely or never revisit the Page. 

The study further found that 55% of the users in the age group of 35 or older expect marketing 

messages after becoming members of a Page. Additionally, the research indicated that 57% of 

the users formally unlike the membership on the Page and the rest delete or ignore the updates 

and messages from the company [ExactTarget, 2011].  

It was further designated that frequency of updates was the key determination factor 

illuminating that 63% had unliked a membership on a Page due to excessive postings, 38% of 

users had unliked a Page because contents became repetitive or boring, and 17% of users 

described that their “unlike” were due to posting being too “chit-chatty” [ExactTarget, 2011]. 

Moreover, the study elucidated that 26% liked a Page due to a one-time offer and then unliked 
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afterwards, 24% unliked due to too little Deals offering, and 24% had unliked due to the 

contents being too promotional.  

An interesting finding from the research illuminated that 63% of the users were as likely to 

buy from the company again after unliking the Page which designates only a little or non-

existing coherence between unliking and future purchase [ExactTarget, 2011]. 

 

A great example of how not to interact with users is illustrated by the company Nestle. The 

case started when Greenpeace created a brutal video on YouTube of Nestle’s KitKat Candy 

Bar, advising that the palm oil used in KitKat’s products helps to destruct the rainforests and 

threaten the orangutans [All Facebook, 2010a]. In the video, KitKat’s logo was replaced with 

“Killer”. This created a wave of Nestle supporters to change their Facebook profile picture to 

anti-Nestle logos and start posting messages to the Nestle Facebook Page [McCarthy, 2010]. 

Nestle posted a request emphasizing no usage of their anti-logo on their profiles or else their 

comments would be deleted [McCarthy, 2010]. Several of their users criticized this statement 

on Facebook, which led to an even more sarcastic and antagonistic tone from KitKat 

[McCarthy, 2010]. This approach turned KitKat’s Page into an enormous hate-Page, which 

resulted in an apology from Nestle’s representative [McCarthy, 2010]; however, the storm had 

already reached other social media with large quantities of malicious comments, viral video 

parodies and animated parodies of the company’s reaction on Facebook [All Facebook, 

2010a].  

 

“There’s an obvious lesson here for companies: if you do something wrong and people 

attack you in social media, being defensive gets you nowhere” [All Facebook, 2010a] 
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7.1 Location-based marketing 

7.1.1 Convergence of the Social and Mobile Landscapes 

The technological revolution has also entailed a focus on location-based marketing among the 

new media, which is predicted a great success. The new media creates the opportunity of 

combining the social world, including Facebook, with the location of the consumers, 

wherefore it is perceived appropriate to include location-based marketing in this research. 

 

Today, it is easier than ever to discover the user’s activities and locations as GPS-aware 

mobile devices have become commonplace. Based on massive success of smartphones, it is 

now possible to communicate to people with the knowledge of who they are and where they 

are [Relationshusetgekko, 2010]. According to Internet psychiatrist, Anders Colding-

Jørgensen [2011], an important part of how consumers communicate their identity today, is by 

telling their friends about their location by using their mobile phone as the preferred tool. By 

utilizing this device, people are able to constantly update their location as they carry the phone 

from place to place. Location-based marketing (LBM) is the new buzzword, and in the era of 

the postmodern network society [cf. Section 5.1.1, p. 41], a mobile phone with an integrated 

GPS function, is predicated to be in the hands of everyone in the near future.  

The abundance of GPS-enabled smartphones and the arrival of LBM have created a new kind 

of consumer, who expects marketing to happen seamlessly whenever and wherever they are 

[Howard, 2010]. LBM utilizes geographical positioning information and allows wireless users 

to receive content relative to their location [Relationshusetgekko, 2010]. At this point, location 

can be anywhere. LBM is rather place-based marketing where it makes sense to use the term 

“check-in marketing” because it captures that the action is based on places and happens in 

social check-in environments [Howard, 2010]. Location-based services are placed as the 

second most disruptive application in 2012, which will increase globally from USD 96 million 

in 2009 to more than USD 526 million in 2012 [Gartner, 2009].    

 

Limitations of LBM  

Privacy issues in relation to LBM can turn out to be an essential limitation. Data collected is 

often stored in databases, which enable companies to build a detailed record of travel patterns, 

movements and other habits of the users. Many consumers are concerned about their privacy 

due to the risk of being monitored [Halper, 2007].  



	  
 

Page 70 of 179	  
	  

 

Legislation 

A permission-based approach to LBM is a legal requirement in Europe illuminating that it is 

prohibited to send advertising messages to mobile devices, unless the recipients have opted-in. 

The legislation falls into the European Commission Directive (2002/58/EC) on privacy and 

electronic communications, and the Danish Markedsføringsloven §6 requires permission from 

the receiver in relation to mobile advertising. Furthermore, the European Commission, 

directive (2002/58/EC), requires processing location data only to be allowed where subscribers 

have given their consent and the possibility of withdrawing the consent has to be available 

[EC, 2002].  

 

7.1.2 Smartphone utilization in Denmark 

Advances in technology are emphasized by the figures indicating that half of the mobile 

phones sold in Denmark in 2010 were smartphones [Børsen, 2010]. According to IT & 

Telestyrelsen [2010a; Danmarks Statistik, 2011a], approximately 1.523,113 smartphones were 

registered in Denmark in 2010 [See Appendix 10, p. 163 for a smartphone description and 

Appendix 11, p.163 for the technology applied].  

 

Figures further indicate that within 33% of all Danish homes, one or more members of a 

family own a smartphone and in 97% of all Danish homes, a mobile phone is to be found 

[Danmarks Statistik, 2011a]. The Danes have to a large extent begun to utilize their mobile 

phone to access the Internet as data traffic from mobile phones has increased by 86% from the 

first half of 2010 to the second half of 2010 [IT & Telestyrelsen, 2011a]. Every fourth person 

had within the last three months accessed the Internet via their mobile phones and 15% had 

downloaded an application within the last three months. However, accessing the Internet via a 

mobile phone decreases with age [IT & Telestyrelsen, 2010a].  
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7.2 Introducing Facebook Places 
7.2.1 The Location-to-Consumer Market  
Facebook has already discovered the potential of location-based marketing by adding the 

feature Facebook Places to their platform. In Denmark, for many companies Facebook Places 

is still a relatively new phenomenon, which, however, is receiving increased interest [Arnold, 

2010]. Facebook Places is an application which employs the GPS-function in the users’ 

smartphones. By downloading the application “Facebook Places” to the mobile, the users are 

able to “check in” at the place they are currently staying, and let the application automatically 

publish it within their Facebook network [Facebook, 2011e]. Both companies and users can 

create a Place corresponding to their exact location.  

 

When establishing a Place Page, the site will demonstrate a map of the consumer’s current 

location including a list of friends who have checked in at the Place recently. This feature 

provides an overview of the located friends at the place or in the neighbouring area [Barone, 

2010].  

 

 

 

 

 

 

                       Source: Own development [2011] 

Facebook Places’ entry into a competitive Location-based Market   

The mobile and location-based technology has improved the blurring boundaries between 

online and offline appearance further, which has intensified the competition among providers 

of online mobile devices.  

 

The global location-based market is characterized as an oligopoly market structure defined by 

a keen competition among the leading providers: Foursquare (8 million users), Loopt (4 
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million users), Gowalla (1 million users), Google Latitude (3 million users), and an abundance 

of small services [EconomyWatch, 2010; Foursquare, 2011].  

   

The American giant, Foursquare, has based its location-based operational platform on a 

loyalty game, where users collect points for number of check-ins and are rewarded with 

different badges and “Foursquare Specials”, such as mobile coupons, prizes or discounts 

[Foursquare, 2011]. 

 

In Denmark, Foursquare has not as yet gained a strong position even though the location-based 

service has been available to the Danish population for almost a year. So far, the Danish 

enthusiasm for online location updates is limited due to scepticism and privacy issues [Jensen, 

2011]. In comparison with Foursquare, Facebook contains an essentially higher penetration 

and dissemination of the Danish consumer and business-related market, which was beneficial 

for the network site with the launch of Facebook Places in Denmark, January 2011 [Jensen, 

2011]. A study by the communication and marketing agency, CheckMore, already confirms 

the Danish utilization of Facebook Places as 500 of the most popular locations received 14,385 

check-ins in 10 days. Statistically, the majority of check-ins includes educational institutions 

(12%), bars and restaurants (28.4%) and public transportation (24,7%). Komfo [2010] states 

that a user’s desire to “check-in” corresponds to the level of social status the user will achieve 

within his/her network.  

 

7.2.2 The commercial Benefits of Facebook Places  

In order to conquer Foursquare’s strong position in the global location-based market, 

Facebook has introduced the extra feature, Facebook Deals, which has not yet been introduced 

in Denmark. However, the Danish prohibition towards coupon offerings has been repealed by 

July, 2011; hence, the former §10,2 in Markedsføringsloven. As a result, Consumers’ 

Advisory Counsil has proclaimed their concerns as what some consumers purchase for half 

price with Deals, other consumers will pay double to ensure the same earnings [DR, 2010]. 

 

Facebook Deals are built on a similar business model to Foursquare where companies are able 

to make special offers to the consumers on their smartphones when checking in at a certain 

place [Facebook, 2011e]. An expected outcome of this initiative is to generate higher 
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awareness, larger member base and reward loyal consumers [Komfo, 2011]. Elliot [2011] 

illuminates the beneficial effect of an increased awareness when utilizing Facebook Deals by 

illuminating that on average each Facebook user has 130 friends. Every time a consumer 

chooses to “check in” at a location and claim a Deal, the user’s network will be exposed to the 

news through trustworthy peer-to-peer recommendations. The organic stories from Facebook 

Deals will generate massive attention and inform other users how to save money and share 

savings [Fougner, 2011].  

 

Facebook Deals are eminent loyalty programmes that build close relationships between 

companies and their consumers. Through Facebook Deals, merchants are able to reward their 

loyal consumers with free gifts and discounts [Loyalty Marketing & Tech, 2010]. It is the 

loyal consumers though who generate repeat business for the company, spread a positive word 

of mouse and are perceived as the main source of income for the business. Additionally, it is 

far more cost-intense to acquire new consumers than to maintain existing ones [Hogg, 2010; 

cf. Section 5.4, p. 50].   

 

When utilizing Facebook Deals, companies are able to make use of four different types of 

Deals, which will be introduced below. The four Deals are specified different occasions and 

different business objectives [Facebook, 2011f].  

 

Individual Deals 

Companies are able to offer a one-time Deal such as “Get a free cookie when buying a cup of 

coffee” [Hogg, 2010]. Individual Deals are useful when launching a new product, offering a 

gift with purchase, getting rid of excess inventory, or getting more people into the company’s 

store [Facebook, 2011f].  

 

Friend Deals 

By offering Friend Deals, companies are able to offer discounts or Deals to a group of people 

up to 8 persons when they check in together. In that way, consumers inform their friends of the 

offer and start a viral effect within their network [Facebook, 2011e]. 
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Loyalty Deals 

The Loyalty Deal focuses on rewarding the most loyal consumers. Discounts are gained after a 

designated number of check-ins on Facebook Places. By offering this Deal, companies attempt 

to increase their consumer retention and affect the user’s decision-making process by valuing 

their frequent visits [Fougner, 2011].  

 

Charity Deals  

By using Charity Deal, consumers are able to donate a certain percentage of their purchase to a 

charity organization when checking in. Companies can accentuate their engagement in charity 

and generate good-will while contributing to a good cause [Erhlich, 2010].  

 

An integrating of the Facebook Page and Facebook Places entails that functionality of the 

Page will assist in informing the users of particular Deals and news [Komfo, 2010].  

 

 

 

 

 

 
Source: BecauseXM [2011] 

 

Hogg [2011] points out that Deals that run too long may become irrelevant and may be viewed 

as readily available discounts that do not drive people to purchase. In addition, Facebook 

[2011e] recommends that companies pay attention to the number of Deals they run.  
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8. Qualitative findings 

A qualitative research, consisting of 22 in-depth interviews [cf. Section 4.1.1, p. 24] is 

conducted with the intention of obtaining deeper knowledge within the area of focus. The 

diffused data is categorized into themes in order to systematize collected data [See enclosed 

CR-ROM, Appendices 21, 22A, 22B for detailed coding schemes in Excel].  

  

Loyalty 

According to all experts of the qualitative research, the creation of loyalty through Facebook is 

unknown and depends on the individual company’s brand, industry, resources and overall 

intention of being on Facebook. Having a strong and popular brand contributes significantly to 

the possibility of improving loyalty on Facebook. On the other hand, an unknown or 

unattractive brand makes it relatively difficult to build a large crowd of members and improve 

relations with the users. However, 33% of the experts perceive Facebook as a site appropriate 

for everyone as generating loyalty does not only depend on the power of the brand, but more a 

company’s ability to create value for the users.     

 

“You will not gain loyal consumers by having a Facebook Page – it is the way you interact 

with them that makes them return” [EI: Pål Heick, Creuna] 

 

The experts’ uncertainty in relation to gaining loyalty through Facebook is coherent with user 

respondents’ attitude towards companies’ appearance on the social network. Based on the in-

depth qualitative research, there is a broad agreement that companies’ appearance on 

Facebook is acceptable as it improves the communication between the company and the users.  

 

“As long as I can choose whether I want to “like” the brand or not, it is not annoying”                

[UI: Peter Brandt] 

 

It is found that being a member of a Facebook Page does not influence the actual buying 

situation. None of the user respondents intentionally choose the product due to their 

membership on Facebook, but due to the fact that they like the product. Moreover, none of the 

users have increased their purchasing rate of a specific product after joining the brand on 

Facebook. 25% of the user respondents stated they would only join a brand’s Facebook Page 
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after having tried the product in order to demonstrate and confirm their satisfaction towards 

the brand.  

 

”I would not like something which I do not already have the intention of buying. Therefore, 

my membership of a Facebook Page has no influence on my purchase”                            

[UI: Frederik Birkedal] 

Measuring loyalty 

According to 66% of the experts of the qualitative research, measurement on Facebook is a 

challenge as conventions for measurement on the social media have not been defined as yet.  

 

”It is difficult to measure the effect of something which is not sales oriented.”                                  

[EI: Anders Colding-Jørgensen] 

 

According to 33% of the experts, most companies today evaluate their success factor based on 

number of members. 66% of the experts illuminate interaction and dialogue rates as a 

measurement tool in combination with insights from qualitative research; a tool which 

Carlsberg also utilizes by measuring “Monthly active users” [cf. Section 6.2.2, p. 63]. 

However, at least one expert emphasizes the need for seeing an actual financial case on 

Facebook which would enable the companies to calculate the effect of a Facebook Page.  

 

Social media 

83% of the experts in the in-depth interviews perceive Facebook as a site of significant 

commercial benefit and emphasize that Facebook is a new and efficient method for 

communicating with the users, creating stronger relationships and promoting products [cf. 

Section 6.2.1, p. 60]. However, the importance of elaborating a strategy is vital to succeed on 

Facebook in order to ensure a coherent image for the company and their Facebook Page and to 

identify the actual consumer value of joining the Page.   

“Companies want to be represented on Facebook because others are – an approach which is 

totally wrong. Which problem do you want to solve by using Facebook?”                             

[EI: Magnus Barsøre, Dwarf] 
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The users state that it is vital that the company has a purpose for being on Facebook and aims 

to communicate with their users. Otherwise, their appearance is perceived as unprofessional 

and unserious. 25% emphasized that companies on Facebook are perceived as more modern 

and youthful and that users are more aware of the companies’ initiatives.   

 

“The Facebook Page must contain some action. I am not interested in joining a Page 

named “I love Gucci” just to show it to my network. There must be a reason for liking the 

brand on Facebook” [UI: Frederik Birkedal] 

 

92% of the respondents claim that they join a Facebook Page in order to receive information 

about the brand due to their likeness of the brand and their willingness to support it. As 

Facebook is an identity-building network, 33% of the respondents illuminate that reason for 

becoming a member of a Facebook Page is to show their network what they like and to 

captivate a certain status among their friends.  

The in-depth qualitative research indicates that 75% of the respondents state that they have 

returned to a Facebook Page after joining, mainly due to its interesting information posted in 

the users’ News Feed. Other reasons for visiting a Page are to write comments or read more 

information. Oppositely, 50% of respondents have disliked a Facebook Page due to too many 

uploads and too much irrelevant information being uploaded. The results indicate that 66% of 

the respondents have difficulties in recalling the whole list of Pages they have joined.  

According to 33% of the experts, it is crucial that companies include a policy concerning 

update frequency, which entails only to post news on their Facebook Page when it is relevant 

for the users. Thereby the risk of spam is minimized. Nevertheless, 75% of the user 

respondents stated that their opinion towards a brand had not changed or been improved after 

joining the Facebook Page.  

Barriers 

The experts of the qualitative research illuminate different barriers for implementing a 

Facebook Page successfully. Certain organizational issues must be present such as resource 

allocation in relation to Facebook response time, staff education and readiness for change. All 

the experts agree that transparency and honesty is vital for companies on Facebook and 
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willingness to take up a positive and negative dialogue with the users is necessary for 

generating a positive image. 

An essential barrier for entering Facebook is to pragmatically consider the company’s image, 

user likeness and motivation for joining the Page. Of other barriers, experts illuminate the risk 

of using social media as any other mass communication media.  

”I believe that companies should be careful about utilizing Facebook as a push-channel 

with no intention of involving the users as this builds no relations”                                      

[EI: Magnus Barsøe, Dwarf] 

Facebook Places 

83% of the experts of the qualitative research believe in the potential of Facebook Places; 

however, one states that it is still in its introductory phase and therefore difficult to foresee. 

Moreover, 33% of the experts state that Places has a high commercial potential due to the high 

penetration rate of Facebook usage in Denmark and because of the low penetration of the 

competing location-based service Foursquare [cf. Section 7.2.1, p. 72].    

 

“I definitely believe that Facebook Deals is something the Danes would like. I think it will 

work together with all other discount systems”                                                                                          

[EI: Lars Holmgaard Christensen, Journalist- og Mediehøjskolen]. 

 

33% of the experts illuminate that before implementing Facebook Places, companies have to 

evaluate what kind of value or image a consumer would achieve by checking in at their 

location. An unattractive or unimportant place is not appropriate for Facebook Places as it 

does not contribute with any value to the users’ identity on Facebook. 

Other factors mentioned are the companies’ requirement for identifying the consumers’ buying 

cycle as not every location is socially acceptable to check into; hence, privacy issues are 

barriers as well.  

 

“You have to know the consumer’s buying cycle and which value the feature and tool can 

offer the consumer” [EI: Rasmus Møller Nielsen, Komfo] 
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One expert emphasizes that companies quickly have to claim a place before the users create 

one in order to maintain the entire control of a place. Furthermore, the barriers to Facebook 

Places are similar to the barriers to Facebook Pages in relation to resource allocation.  

Additionally, all experts agree that users mainly use check-ins as a new form of status update 

where the intention is to inform the network where they are located. However, one expert is 

still sceptical as of the potential of Facebook Places due to the limited willingness of sharing 

locations [cf. Section 7.1.1, p. 69].  

 

The statements of the experts are coherent with the behaviour of the Facebook users. 75% of 

the users state that they consider how their check-ins are perceived by their network before 

checking in. Furthermore, they all confirm the statements by the experts by illuminating that 

certain places are not appropriate and uninteresting to check into. 42% of the user respondents 

are further aware off the image they aim to create on Facebook.  

 

“I try to match my location updates with the person I want to be perceived as”                    

[UI: Anja Svendsen] 

 

All users of the qualitative research confirm that the reason for utilizing Facebook Places is 

mainly to inform friends where they are and to see friends’ location updates nearby. However, 

25% emphasize their decrease of check-ins as they are afraid of burglaries [cf. Section 7.1.1, 

p. 69].   

 

Facebook Deals 

One expert emphasizes that the usage of discounts is embarrassing; nevertheless, all experts 

believe in the commercial potential of Facebook Places with the integration of Facebook Deals 

as today’s utilization of Facebook is enormous. However, the experts agree that it is too early 

to foresee as Facebook Deals is still at the infancy stage.  

Despite a shared belief in Facebook Deals, 50% of the experts claim that Danish mentality is 

not coherent with a coupon-culture, for which reason the Deals must contain exceptionally 

attractive offers to create peer-to-peer recommendations. However, the expansion of coupons 

and 24 hour offers in Denmark is slightly changing the mentality. 
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”If people are offered discounts, people are willing to cross Sahara” [EI: Pål Heick, Creuna] 

Even though none of the user respondents know about Facebook Deals, all the user 

respondents agree that they would definitely check in more often if discounts were offered. 

Moreover, if the Deals were extremely good they would recommend it to others, even post it 

on Facebook. Hypothetically, they confirm that it will increase their purchasing rate of a 

specific brand; however, the users emphasize that it depends on the type and the extent of the 

discounts and the location of the deal.  

Experts further emphasize that the great potential rests on the fact that companies are able to 

push financial incentives through Facebook Deals and utilize users as their marketing channels 

in order to reach their friends. 

The findings of the in-depth user interviews of this research indicate that using friends as a 

marketing channel can be efficient, as all user respondents state that they notice where their 

friends check in.  

50% of the users further confirm that their notification of a check-in have an influence on 

them and use the check-ins as an inspiration. Moreover 25% user respondents illuminate that if 

their friends check in at a place, they might visit the place as well.  

67% of the experts claim that the most utilized Facebook Deals will become the Individual 

Deal and Loyalty Deal, as these are the most simple and without any involvement of others. 

Additionally, 33% of the experts state that Friend Deal contains a spamming effect and it can 

turn out to be a pyramid scheme.  

 

“You have to consider, that one’s social network has a value, and if you push too many 

Deals to achieve an advantage, you abuse your network” [EI: Pål Heick, Creuna] 

 

All of the user respondents agree with the experts and state that the Individual Deal is the most 

attractive one, as it is easy accessible and the discount is received immediately. 42% of the 

user respondents further claim that they will also use Loyalty Deal, in particular if they visit 

the place regularly. 50% of the user respondents are interested in utilizing Friend Deal due to 

its immediate effect, still 25% point out that the intention of gathering friends and persuade 

them to check-in is too complicated. Charity Deal is the less attractive Deal, as no direct 

discount to the user is provided, therefore only 33% of the user respondents would donate 

money and utilize Charity Deal.    
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One expert clearly states that a company will not be able to gain true loyal consumers through 

Facebook Deals, but instead false paying consumers. By getting the consumers within the 

store the dialogue can begin.   

 

“If you attract consumers by instant discounts then the consumers anticipate to receive 

discounts by every visit” [EI: Rasmus Møller Nielsen, Komfo] 

 

83% of the user respondents confirm the expert’s theory as they would choose “the best Deal” 

rather than the brand they are fan of on Facebook. The objective is therefore mainly to save 

money. 17% state that they would choose the brand they are fan of as there must be a reason 

they like the Page. However, it depends on the product category. However, if it is a clothing 

brand, the user respondent would first check out the Deals of the preferred brand before 

deciding to go to the competitors. Therefore, all the user respondents confirm that they are not 

loyal to the brand they are fan of at Facebook, but it depends on the “best Deal”. 

“I do not care about the brand I am fan of on Facebook. When it comes to that I am not 

loyal at all” [UI: Frederik Birkedal] 

Coupons 

The majority (83%) of the users are not against telling their network that they utilize coupons; 

however, when it comes to Facebook, 58% are against the utilization of coupons being 

uploaded on their Facebook wall as it feels embarrassing. 17% of the users are planning on 

deleting it. 25% of the users state that they would prefer if they could decide for themselves 

whether it should be uploaded to their Facebook wall or not. 

“I definitely want the opportunity of opting out of the posting on my wall”                  

  [UI: Tim Andreasen] 

83% of the users state that they do not mind Denmark becoming a coupon culture; however, 

33% of the users state that they are not interested in cutting coupons out from newspapers and 

magazines. 

One user respondent even points out that he would check in to receive the discount, but 

immediately delete it on his Facebook wall as he does not want to be perceived as a marketing 

channel.   
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9.1 The Loyalty Parameter Model (LP) 
Various companies have acknowledged Facebook as an effective channel; however, the actual 

benefit of a Facebook presence is unknown to numerous companies. This model seeks to 

identify parameters leading to true loyalty within an online brand community. The intention of 

the LP model is to develop a tool which companies can utilize in order to illuminate which 

parameters are appropriate for their online brand community if the objective is to gain or to 

increase loyalty within the community.     

 

Based on extensive secondary research, potential motivations for joining a brand community 

have been identified: Participation, informative content, entertainment, dialogue and social 

identity. Further two parameters were identified through qualitative research: Influence and 

financial incentives. These parameters will now be illuminated in-depth in order to understand 

the precise definition of each parameter where all the parameters constitute the determinants of 

the LP model. The LP model consists of 13 latent variables which have been measured against 

four measurement variables; Relationshsip, Word of mouth, Brand preference and Satisfaction. 

The 13 latent variables contain seven exogenous variables (also referred to as independent 

determinants) and 6 endogenous variables [Martensen & Grønholdt, 2006]. The exogenous 

variables are defined as independent variables that affect the model without being affected by 

it, whereas the endogenous variables are characterized as dependent variables generated within 

a model where the variables are changed by one of the relationships in the model [Haenlein & 

Kaplan, 2004]. 
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 Figure 4: The Loyalty Parameter Model (LP) 

                                                                                              Source: Own development [2011] 

9.2 Introducing the parameters of the model 

The seven parameters are tested through quantitative research on an illustrative case example 

where hypotheses are accepted or rejected.  

 

9.2.1 Participation  

In this research, active participation is defined as users participating within a community by 

writing comments, likes and participating in debates. The organization can control the 

discussed theme by uploading a theme for the debate. However in this research, active 

participation is referred to as the interaction and active participation between users. 

 

Participation varies by degree [Burnett, 2000; Madupu & Cooley, 2010]. The reason why 

members participate in online brand communities is to fulfil specific tasks such as solving 
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problems, buying products or generating ideas [Dholakia et al., 2004]. Participation is the key 

for building a strong brand community, which can also increase consumer loyalty, reduce 

marketing costs, and generate fresh ideas [Fournier and Lee, 2009, cited in Madupu & Cooley, 

2010; cf. Section 6.3, p. 65]. Additionally, participation is a vital indicator of performance 

within the brand community, where high levels of participation often lead to consumers 

preferring the brand from the brand community over competing brands.  

 

According to Burnett [2000], the participative behaviour can either be interactive or non-

interactive. Non-interactive behaviour is referred to as ”lurking”. Lurkers are defined as users 

who merely browse the online brand community and read messages posted within the 

community without any active participation [Burnett 2000]. According to Nielson [2006 cited 

in Madupu & Cooley, 2010], 90% of users are lurkers, 9% of users contribute from time to 

time, and 1% of users participate often and account for most contributions. Active lurking is 

the largest form of participation in online communities, and active lurkers may take something 

from the community and pass it on to others through different channels; thus, participating in 

word of mouse [Burnett 2000]. Members who actively participate in the various activities 

within the community are called “active participants”, and these active participants keep the 

community alive [Rheingold, 1993 cited in Madupu & Cooley, 2010]. 

 

“These active participants post messages, respond to other members’ queries, participate in 

contests organized by the brand community and share information about the brand and 

their consumption experiences” [Madupu & Cooley, 2010, p. 6] 

 

Kim et al. [2008] found that members who participate in a company-supported online 

community build stronger associations with the brand than non-participating consumers. They 

also found that community participation had a stronger influence on brand commitment than 

product usage.  

 

Empirical findings (participation)  

50% of the experts agreed on participation being an important parameter on a Facebook Page. 

Furthermore, friends of the users would see the comments, and therefore comments on the 

Page should be an objective for companies.  
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“When someone comments on the Page, it will prove their reach as their friends will read it, 

so seeking to receive many comments on the uploads is a good marketing strategy”           

[Pål Heick, Creuna] 

 

However, the majority of the experts also stated that it is difficult to say which parameters are 

important as it all depends on what kind of brand it is. 

Findings from the qualitative data research showed that 33% of the user respondents have 

participated on a Facebook Page. 67% of the user respondents had never participated on a 

Facebook Page and agreed that it was mainly due to time constraints and so far neither had had 

the need for participation; hence, an indication of lurking among the majority exists. 

Furthermore, they did not believe that their participation would have any effect. 

 

The experts’ opinions correlate with the users’ opinions in relation to the importance of 

participation as the majority of the user respondents (67%) agreed that participation from other 

users in the brand community makes the Facebook Page more interesting. 

 

”It is interesting when someone asks questions, because you might have some of the same 

thoughts. It also makes the Page more interesting” [UI: Christina Holm] 

 

Furthermore, it was seen as an indicator of dynamics on the Page and that the company was 

listening to the users. 

 

9.2.2 Informative content 

In this research, informative content is defined as content about the brand/product/market 
which the company shares with the users within the brand community. 

H1: Participation 
H1A: Participation in online brand communities increases user satisfaction   

H1B: Participation in online brand communities improves the relationship to the brand 

H1C: Participation in online brand communities increases word of mouth 

H1D: Participation in online brand communities increases brand preference  
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Several studies have identified obtaining information as being the main reason individuals join 

the online communities. [Dholakia et al., 2004; Wang & Fesenmaier, 2004 cited in Madupu & 

Cooley, 2010; cf. Section 6.3, p. 64]. Lin & Lee [2006; Hall et al., n.d.] found that high-quality 

information increases member satisfaction, strengthens relations and behavioural intention to 

use the online community. By serving brand community members with useful and 

enlightening content delivered regularly, brand owners can provide an interactive 

communication and research channel that tracks members’ interests over time [Wylie, 2010]. 

Wylie [2010] presents the “70-20-10 rule” and recommends that 70% of the content is 

information and resource sharing, 20% is connection-based, and 10% can be for fun. The 

challenge for companies is to ensure that the content contains depth, currency and quality of 

the content, which not only involves supplying and structuring the content, but also managing 

the member created content [Kim & Jung, 2007].  

Vizeum [2010] confirmed the effect of informative content as their research illuminated that 

updates in relation to information about the product can result in users becoming members of 

the Facebook Page. 20% of the Danish respondents within the Vizeum research answered that 

updates about upcoming sales or other arrangements are a motivational factor for joining a 

Facebook Page. 

 

Empirical findings (Informative content) 

Several of the experts (67%) stated that the need for gaining informative content depends on 

what kind of Page it is. One expert though highlights updates on products as being the reason 

for joining a Facebook Page.   

 

The majority of the user respondents (92%) agreed with this view and stated that news about 

the brand, opening of new shops and opening hours were the most interesting content on a 

Facebook Page; however, 25% of the above mentioned found information about the 

company’s history of no interest. Furthermore, the information uploaded had to be relevant. 

One user respondent mentioned that information being uploaded had a social value as it gave 

the user an opportunity to read information before others received it. 

42% of the user respondents agreed that they became members of a Facebook Page in order to 

read information about the brand. 67% of the user respondents also stated that it would be 
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interesting to receive information about the brand and the industry, as it would make the 

information more accessible. 

 

“A combination would be great as the brand is part of an industry, and it would be cool to 

read information about both the individual brand and also how they perform within the 

industry in relation to competitors” [UI: Anja Svendsen] 

 

All user respondents further agreed that continuous uploads on a Facebook Page were 

important as the users would otherwise forget about the Page; however, 33% of the user 

respondents stated that a subtle balance between relevant information and spam must be 

found. 

 

9.2.3 Entertainment   

Entertainment is defined, in this research, as amusing uploaded content e.g. videos. in which 

the company uploads within the brand community in order to entertain the users.  

 

Several studies have identified entertainment as an important factor for participation in online 

communities. [Dholakia et al. 2004; cf. Section 6.3, p. 64]. Wasko & Faraj [2000 cited in 

Madupu & Cooley, 2010] found that members join because the communities are fun and 

enjoyable. Sledgianowski & Kulviwat [2009] found among other parameters that perceived 

playfulness exerts positive and significant effects on intention to use social network sites and 

also a significant direct predictor of actual usage. Perceived playfulness was defined as: 

 

“The degree to which a current or potential user believes that the social network site will 

bring him/her a sense of enjoyment and pleasure” [Sledgianowski & Kulviwat 2009, p. 2] 

H2: Informative content  
H2A: Informative content in online brand communities increases user satisfaction   

H2B: Informative content in online brand communities improves the relationship to the 
brand 

H2C: Informative content in online brand communities increases word of mouth 

H2D: Informative content in online brand communities increases brand preference  
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Moon & Kim [2001] found playfulness as an intrinsic motivator, influenced by the user’s 

experience with the environment and proclaimed that perceived playfulness had a direct effect 

on usage of the world-wide-web, whereas Vidal & Piñero [2010] discovered entertainment 

motivations not to have a significant impact on motives for joining online communities. The 

study conducted by Vizeum [2010] also showed that approximately 30% visit Facebook in 

anticipation of being entertained. According to ExactTarget [2010], it is critical for marketers 

to keep Facebook’s entertainment and fun factor in mind when developing a marketing 

strategy as users are more likely to participate and engage with companies if the marketing 

approach aligns with the entertainment paradigm. 

 

Empirical findings (Entertainment) 

One expert mentioned that having entertainment on a Facebook Page is an easy way to attract 

consumers and that it works, but only short term. Among the user respondents, 42% stated that 

videos were an amusing form of entertainment on a Facebook Page. 

 

“Good entertainment for me is fun videos” [UI: Clara Christiansen] 

 

17% of the user respondents stated that entertainment was important on a Facebook Page as it 

captured one’s attention and thereby more time was spent on the Page. 58% of the user 

respondents agreed on entertainment not being important on a Facebook Page as the 

respondents become members of the Facebook Page in order to receive information and not to 

be entertained.  

 
 

 

 

H3: Entertainment 
H3A: Entertainment in online brand communities increases user satisfaction   

H3B: Entertainment in online brand communities improves the relationship to the brand  

H3C: Entertainment in online brand communities increases word of mouth 

H3D: Entertainment in online brand communities increases brand preference  
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9.2.4 Dialogue  

In this research, dialogue is defined as a two-way communication between the brand owner 

and the users within the brand community. This, for the brand owner, includes having 

conversations with the users e.g. answering questions within the community and also asking 

the brand community questions.   

 

According to McWilliam [2000], a way for companies to respond to consumer concerns is by 

engaging in open conversations with the consumers in the communities and lurking on the 

users in the community in order to learn about their needs and preferences [Moon and Sproull, 

2001; cf. Section 6.3, p. 65]. It is important that the company manages the relations with the 

members in the community, and at the same time it is important that the company avoids 

controlling the member activities within the community [Moon & Sproull, 2001]. Lin & Lee 

[2006] found dialogue to have a positive effect on loyalty.  

 

“Brand managers need to understand the bases for a dialogue that can lead to strong 

relationships, which in turn provide the foundations for online brand communities” 

[McWilliam, 2000, p.2] 

 

Listening to consumers seems to be the key word. Brands, which utilize the valuable feedback 

provided to them by their members, have a competitive advantage. Additionally, companies 

who involve consumers in a dialogue can achieve brand involvement and loyalty, which in 

turn affects the prediction of establishing positive relationships [Moffitt & Marshall, 2009]. 

 

“You can be a better company by listening and being involved in that conversation”              

[Moffitt & Marshall, 2009, p.3] 

 

The organization has to participate as well and if it fails to do so, the benefits to both parties 

will be fewer in line with members’ lack of interest [Hall et al. n.d.]. Evans [2010] agrees with 

Hall et al. [n.d] and emphasizes that at the social Web, the consumers will involve the 

company with or without their participation. It is therefore strongly recommended that brands 

actively join the conversations in order to secure a positive viral effect among their consumers. 

Organizations must participate in the conversations, listen, engage and respond.  
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A true example of a company who integrated Facebook in their marketing strategy is SAS. 

They have expanded their Consumer Service accessibility by utilizing Facebook as their new 

platform for communicating with their consumers. The strategy is built upon the conviction 

that “if one consumer has a question, at least 10 others must be interested in the answer” 

[Jørgensen, 2011, p. 2]. SAS’ 95,637 members [Facebook, August 2011] are able to discuss 

flying experiences, and SAS answers questions and regularly uploads news concerning routes, 

destinations, offers and services [Dwarf, 2010]. SAS is well aware that at the social media 

consumers expect constant and quick responses. To control communication and match 

expectations to the users, they have set up “consumer service opening hours” at Facebook “If 

you have any questions we are here daily between 8.00-22.00” [Facebook, 2011f]. Elisabeth 

Manzi, PR Manager at SAS and Christian Hansen Kamhaug, Head of Social Media [2011] 

point out that the positive dialogue and high interaction at the network site have ensured that 

(1) SAS has built a personality on Facebook which strengthens the brand, (2) SAS has created 

consumer-to-consumer communication where the consumers help each other to generate 

loyalty towards the brand, and finally (3) SAS has gained a new dialogue across the 

departments due to the consumers’ fragmented questions and comments [Dwarf, 2010]. 

 

Empirical findings (Dialogue) 

83% of the experts agreed that dialogue was among the important parameters on Facebook. 

One expert mentions that the degree of ambassadors was increasing.  

 

“The most durable parameter” [EI: Rasmus Møller Nielsen, Komfo] 

 

An expert further stated that the whole idea of being on Facebook was the fact that companies 

could communicate with the users in a whole new way and that the companies could have 

stronger dialogues with users. Furthermore, another expert mentioned that the Internet as 

media had changed to a dialogue-oriented media where companies have to determine the 

degree of presence on Facebook. Companies should seek to obtain a human presence on 

Facebook which is perceived as a personal contact. A third expert highlighted that it is all 

about transparency and that companies have to prepare themselves for dialogue. If companies 

answer frustrated users, they indicate their acknowledgement of the frustration, and thereby 
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the company can tame even the wildest person. One expert highlighted the users’ lack of 

interest in communicating with the company.  

 

”People are not really interested in having a dialogue with the company”                                     

[EI: Anders Colding-Jørgensen] 

 

The qualitative findings of the user respondents confirmed this view as 67% of the user 

respondents had never had a dialogue with a company on Facebook, whereas 33% from time 

to time had conversations with companies. Nevertheless, 58% of the respondents agreed with 

the experts and stated that the possibility of having a dialogue with the company on Facebook 

is important.  

 

Yes I believe so because if I have a question in relation to the product, it is important that I 

can ask the company questions and they then answer” [UI: Henriette Jacobsen] 

 

Furthermore, 42% of the user respondents stated that the possibility of having a dialogue with 

the company through Facebook made the whole communication much easier and more 

personal. 17% of the user respondents disagreed with this view and stated that they preferred a 

direct contact with the company either via phone or the official website if they wanted to 

communicate with the company. One stated that due to Facebook being visited every day, it 

makes a dialogue through Facebook much more accessible. Furthermore, one user respondent 

mentioned the importance of a reply to questions as users would develop negative associations 

of the company if they did not receive an answer from the company straight away. 67% of the 

user respondents further designate that a company is perceived as more trustworthy if they 

reply to the questions on Facebook, and it is seen as more personal, transparent and open-

minded.  
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9.2.5 Social identity 

In this research, social identity is defined by two components – 1) as the member´s personal 

fulfilment in being part of a group and 2) the personal fulfilment of being associated with the 

particular brand. 

 

The relationships formed between members of the community can result in an increase in the 

members’ personal investment of time, money and effort in relation to the brand 

[McAlexander et al. 2002]. Acosta & Devasagayam [2010] refer to this as “connectedness”.  

 

“A strong affinity among members of the group becomes the driving force behind an 

individual’s behaviour” [Acosta & Devasagayam, 2010, p.3] 

 

According to Hogg et al. [1995 cited in Acosta & Devasagayam, 2010], it is this sense of 

belonging to the group and the personal fulfilment that makes the group stronger, where 

individuality revolutionizes into group behaviour [cf. Section 6.3, p. 64]. A strong motivating 

factor in establishing a deep connection in maintaining group stability is social identity [Vugt 

& Hart, 2004]. One of the reasons why people participate in virtual communities is to interact 

with other members, and individuals join virtual communities to meet like-minded others, 

make friends and find social support, which was also demonstrated in Maslow’s Hierarchy of 

Needs [cf. Section 5.1.3, p. 42; McKenna & Bargh, 1999, cited in Madupu & Cooley, 2010].  

 

According to a research conducted by Dwarf [2010], 33% admit that they use Facebook in 

order to be perceived positively in relation to their identity and image; hence, a large 

proportion appears as plaster saints on Facebook, which cannot be maintained in the real 

H4: Dialogue 
H4A: Dialogue in online brand communities increases user satisfaction   

H4B: Dialogue in online brand communities improves the relationship to the brand 

H4C: Dialogue in online brand communities increases word of mouth 

H4D: Dialogue in online brand communities increases brand preference  
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world. This tendency was also described in the section about the Multi-indi(situ)viduals [cf. 

Section 5.1.2, p. 42]. Additionally, Vizeum [2010] conducted a research where the statement 

“If I like the product and want to be associated with it” was rated number four on the list of 

motivational factors, where 25% stated that this was an incentive to become member of a Page 

on Facebook [Vizeum, 2010]. This fact confirms that to a large extent the users consider how 

the surroundings perceive them when they “like” a brand Page on Facebook. This result was 

supported by a research conducted by ExactTarget [2010], which found that users became 

members of a Page due to their interest in showing others their support to the company. 

According to Bagozzi & Dholakia [2002 cited in Dholakia et al. 2004], social identity entails 

emotional involvement with the group, which is characterized as attachment or commitment 

and that emotional social identity fosters loyalty [Bergami & Bagozzi, 2000 cited in Dholakia 

et al. 2004]. 

 

Empirical Findings (Social identity) 

83% of the experts agreed that users mainly join communities which they want to be 

associated with and that users are not interested in being associated with certain other brands. 

Furthermore, a lot of users join communities in order to create a social identity on Facebook.  

 

”Companies have to have a psychological understanding of what people want to identify 

themselves with. If you are a fan, it is about the social identity and what one wants to be 

associated with. It has to go through the social filter” [EI: Anders Colding-Jørgensen] 

 

One expert disagreed with this view and stated that users do not consider what is accepted by 

their network before they join a Facebook Page. This statement is supported by the qualitative 

research as the majority of the user respondents (75%) confirm that they had never “liked” a 

brand on Facebook due to the attractiveness among their friends. 25% stated that they would 

not find it important what others think about what they like.  

 

”No way, I think that is way too superficial” [UI: Tim Andreasen] 

 

Furthermore, it was important that they could vouch for what they “like”. Of the 25% who did 

join a Facebook Page due to its attractiveness within the network, one stated that it was in 
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order to show their friends that they knew the brand. Another pointed out that it was because 

several of the respondents’ friends had joined the Page as well. 

 
 

Parameters found through empirical findings  
Through the empirical findings, it was illuminated that two further parameters were important 

for the respondents on a Facebook Page, which had not been enlightened through theory.  

 

9.2.6 Influence 

In this research, influence is defined as an involvement by the users in the initiatives of the 

company. The initiatives can be elaborated on involving the users in product development, 

location preferences and brand initiatives. 

        

Empirical findings (Influence) 

33% of the experts agreed that in order to retain users, the users had to have an impact on the 

company’s business and its products. It was found that involving the users strengthens the 

relationship with the users.  

 

”Involvement and power oblige the users’ needs. Companies have to offer something I do 

not think that you can get around the fact that there has to be a prize relative to pounds and 

pennies” [EI: Magnus Barsøe, Dwarf] 

 

One expert further stresses that the importance of involving the users, by communicating 

through the Facebook Page, is vital for gaining dedicated users. Relationship and loyalty 

H5: Social identity 
H5A: Social identity in online brand communities increases user satisfaction   

H5B: Social identity in online brand communities improves the relationship to the brand 

H5C: Social identity in online brand communities increases word of mouth 

H5D: Social identity in online brand communities increases brand preference  
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building become achievable if users are able to obtain real influence. 25% of the user 

respondents stated that influence was an important parameter in relation to a Facebook Page. 

 

“Some companies ask users about their opinions and I find it enjoyable to have influence”        

[UI: Tim Andreasen] 

 

Theoretical findings (Influence) 

The growth of the Internet has created great opportunities for companies to leverage online 

crowd sourcing. Online communities are well suited for new product development [Hall et al., 

n.d] where engaging directly with a large number of users to co-create can provide substantial 

benefits which align with consumer needs [Gangi et al, 2010].  

 

According to SocialSemantic.eu [2011], social media plays an important role in relation to 

open innovation, which believes that knowledge and idea generation to new products can 

happen outside of the organization. The study by SocialSemantic.eu [2011] illuminated that 

33% of companies have increased their knowledge about trends in the market and gained 

inspiration to product development through social media where Facebook was among the 

utilized tools. People are motivated by an achievement and a pleasure desire. Users feel they 

will achieve something, and the involvement brings the company and the community closer 

together [Hall et, n.d.].  

 

According to Füller [2006], motivation for user contribution can be achieved through rewards 

that encourage already participating consumers to make even better contributions or attract 

further users. However, there is also the risk that some users only contribute due to the 

rewards given and thus not deliver valid contributions [Füller, 2006]. Moreover, Füller [2006] 

argues that those who consider the influence given as a rewarding activity can suddenly 

believe that they can gain financial benefits by selling their ideas instead, which is not in 

favour of the company. More than ever before, the consumer seeks uniqueness, customization 

and involvement, and by inviting consumers to help shape the company’s activities, a 

relationship built on mutual benefits is created.  
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A company which has seen the value of influence in online brand communities is the 

company, Lakrids by Bülow. Lakrids by Bülow has 12,356 members on their Facebook Page 

[Facebook, 2011g]. The liquorice company utilizes their Facebook Page as a way to co-create. 

The co-creation team is chosen among their members on Facebook where they assist in the 

company’s product development [TV2, 2011]. The users enjoy being a part of the product 

development team as they then feel that they are a part of the company, and the company 

harvests by developing products which suit the taste of the consumers. In a practical sense, one 

can say that the company gives the consumers what they want together with creating relations 

to the consumers. 

 

 

9.2.7 Financial incentives 

In this research, financial incentives are defined as offering the users to join competitions with 

the possibility of winning prizes or general discount offerings.   

  

Empirical findings (Financial incentives) 

33% of the experts mentioned that companies had to provide the users with a value proposition 

such as competitions, presents and discounts in order to retain the users. Another expert 

highlighted that in order to evaluate the strengths of the offer, the company had to be self-

critical.  

 

”Always ask yourself the questions: Would you do it yourself? Or else the value offer is not 

strong enough” [EI: Magnus Barsøe, Dwarf] 

 

H6: Influence 
H6A: Influence in online brand communities increases user satisfaction   

H6B: Influence in online brand communities improves the relationship to the brand 

H6C: Influence in online brand communities increases word of mouth 

H6D: Influence in online brand communities increases brand preference  
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50% of the user respondents agreed with the experts in relation to financial incentives being an 

important parameter on a Facebook Page, as the chance to win something through 

competitions or to receive discounts is attractive.  

 

“For me, a good offer would be a motivation for joining a Facebook Page”                         

[UI: Peter Brandt] 

 

Theoretical findings (Financial incentives) 

Brands and companies who attempt to improve value generation to their Facebook Page, 

besides focusing on loyalty towards the brand, can advantageously utilize user-involved 

competitions to increase their number of members [Nodes, 2009]. O’Neill [2009] states that 

contests probably are the best tool for driving more users to a company’s public profile. More 

importantly, providing incentives create leaders, who invite their friends to the contest by 

generating a buzz. However, in order to add value to the brand, the contents of the competition 

must be coherent with the company’s present operations [Nodes, 2009]. One of the best ways 

to drive engagement, raise awareness and build word of mouth traffic about a company’s 

brand is to run a contest via social media channels. However, it is vital that the contest does 

not appear too “cheesy” or too selling, and the company delivers an attractive prize for the 

winner [McDaniel, 2010].  

 

Neilfeld [2011] questions the effect of contests by emphasizing the company’s doubtful 

strategy after running short-term contests on Facebook. Instant wins and giveaways are 

obvious incentives for liking a Page; however, it is indeed a challenge for companies to 

provide additional reasons for members to revisit a Page. Neilfeld [2011] further designates 

contests as being a disloyalty-building tool, wherefore companies are recommended to 

combine it with other strategies from the social media toolbox. However, O’Neill [2009] states 

that the financial incentives must be seen in the light of the members’ commitment towards the 

community [Langergaard et al., 2006]. Research illuminates that online community attachment 

is significantly influenced by the rewards for activities, which enhances the users’ relations to 

the brand.  

 

As community-attachment increases brand loyalty, causality between financial incentives and 
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brand loyalty is designated [O’Neill, 2009]. A study by Exact Target [2010] indicated that 

31% of users become members of a Page in order to get “freebies” or giveaways, and 25% of 

users become members to receive sale notifications.  

 

 

 

 

 

 

 

 

 

 
 

 

H7: Financial incentives 
H7A: Financial incentives in online brand communities increase user satisfaction   

H7B: Financial incentives in online brand communities improve the relationship to the 
brand 

H7C: Financial incentives in online brand communities increase word of mouth 

H7D: Financial incentives in online communities increase brand preference 
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10. Findings 
A quantitative research is conducted and data is analysed in order to test the defined 

hypotheses based on theory and qualitative research. Through the analysis, coherences will be 

illuminated to clarify the emergence of loyalty on Facebook. Finally, the financial perspective 

of the loyalty creation on Facebook is evaluated in order to determine the profitability of 

companies’ appearance on the social network.  

It is important to highlight that figures below 50% will not be considered acceptable, 

wherefore conclusions through the data analysis will be based on data from the majority of the 

respondents [See enclosed CD-ROM, Appendix 24 for SPSS tables]. 

10.1 Measurement of present Behaviour and Commitment  

Characteristics of the user respondents  

The quantitative research includes 382 user respondents [cf. Section 4.2.3, p. 35]; however, 

due to the predefined screening criteria only members of Sticks’n’Sushi’s Facebook Page have 

been able to complete the questionnaire, leaving this research with 350 respondents, 

corresponding to 92% of the total 382 respondents. The sample composition of this research 

accounts mainly women within the age group 20-29 and 30-39 [See Appendix 12, p. 163 for 

age and gender distribution of the quantitative research], corresponding to Sticks’n’Sushi’s 

primary and secondary target group [cf. Chapter 3, p. 20].  

 

As Sticks’n’Sushi is only located in Copenhagen and a few restaurants near the capital, the 

respondents are expectably located with 87% from “Region Capital”, 9% from “Region 

Zealand”, 2% from “Region South Denmark”, 1% from “Region Central Jutland”, and 1% 

from “Region North Jutland” [cf. Chapter 3, p. 20].  

 

The quantitative research highlighted different motives for joining Sticks’n’Sushi’s Facebook 

Page [cf. Chapter 9, p. 83]. Despite multiple answers from each respondent, four distinct 

motives for joining the Page are (1) to receive informative content about the brand (86%), (2) 

to achieve financial incentives in the form of competitions (43%), (3) social identity (25%), 

under here social status (9%) and community-feeling (16%), and (4) to have an impact on 

Sticks’n’Sushi’s initiatives (22%). These results are coherent with the findings of theory and 
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qualitative research [cf. Chapter 9, p. 83]. The least applied reasons for joining the Page are 

entertainment (2%), participation (11%) and dialogue (13%). In relation to the open answers, 

7% join to support the brand. 

 
Figure 5: Motives for joining a Facebook Page 

                                                                                      Source: Own development [2011] 
 

Measurement of Sticks’n’Sushi’s consumer commitment 2011  

The results designate that the consumers of Sticks’n’Sushi to a large extent are committed to 

the brand, but not truly committed. 83% of the respondents are not members of other sushi 

suppliers on Facebook and research appoints a high satisfaction rate (87%) among the 

consumers including a limited need for purchasing alternatives (60%). Findings illuminate 

that a lower need of alternatives improves the frequency of visits to Sticks’n’Sushi.  

Moreover, a low degree of ambivalence (85%) is illuminated as the consumers do not doubt 

whether or not to choose Sticks´n´Sushi when purchasing sushi as Sticks´n´Sushi is first 

choice among the majority. These results all indicate a high degree of commitment towards the 

brand [See Appendix 17, p. 171 for the Summary Report].  
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However, despite devotion, a significant indifference of the brand choice exists as only 33% of 

the respondents confirm the importance of brand choice when purchasing sushi, 25% find it 

slightly important, and the majority (42%) state that they do not perceive it as important to 

choose the brand Sticks’n’Sushi. Quantitative findings also enlighten that users with an 

indifferent brand choice mainly have joined Sticks’n’Sushi’s Facebook Page due to financial 

incentives. This shows that it is not completely important for consumers whether they buy 

from Sticks’n’Sushi or a competing brand. For that reason, it can be concluded that the degree 

of commitment towards the brand is variable within the crowd of members on Sticks’n’Sushi’s 

Facebook Page; however, the results indicate a certain degree of commitment and the 

members can be divided into the following categories [cf. section 5.4.1, p. 52 for a description 

of commitment categories]: 

 
Figure 6: The division of commitment categories 

                                                                               Source Own development [2011] 
 

Through cross tabulations, it is found that 7% of the users are entrenched indicating a true 

commitment to the brand, and 38% are average showing a high degree of commitment in the 

medium run; hence, less than half of the users (45%) are committed members. However, the 

majority (41%) are shallow and therefore seek other alternatives due to a low degree of brand 

commitment, and 13% are convertible indicating their high probability to switch brand; hence 

in total, 54% are uncommitted to the brand. Only 1% are not committed at all, which is an 

expected low number, as it is perceived that users primarily like a brand on Facebook due to 

its attractiveness [See Appendix 8, p. 161 for calculations of commitment segments and see 

enclosed CD-ROM, Appendix 24 for detailed calculations in Excel]. It can be concluded that 
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less than half of the members at Sticks’n’Sushi are committed to the brand; hence, a 

probability of gaining merely pseudo loyal members exists [cf. Section 5.4, p. 49].  

 

Is there any coherence between present commitment and joining motives?  

Findings of the qualitative research elucidate that Sticks’n’Sushi’s present high brand value 

strengthens their opportunity to succeed on Facebook regardless of the different motives for 

joining. However, an interesting perspective is to examine whether a coherence between the 

existing committed users and their motives for joining Sticks’n’Sushi’s Facebook Page exists 

[See enclosed CD-ROM, Appendix 25 for detailed calculations in Excel]. 

 
 Commitment parameters 
Joining motives  
 (% and N) 
 

Satisfaction Perception of 
alternatives 

Brand 
choice 

Degree of 
ambivalence 

Commitment 

Participation 
(11%, 37 users) 

X         
92% (41%) (32%) X            

87% 
Not  

committed 
Informative 
content    
(86%, 302 users) 

X         
90% 

X            
61% (35%) X            

87% 
Not  

committed 

Dialogue  
(13%) 

X         
80% 

X            
61% (41%) X            

(86%) 
Not  

committed 
Social identity 
(25%, 90 users) 

X         
91%1 
(93%2 

X            
75%  
73%2 

(38%)1 
(49%)2 

X           
 91%1  
93%2 

Not  
committed 

Financial 
incentive 
(43%, 166 users) 

X          
83% 

X            
54% (27%) X            

80% 
Not  

committed 

Influence     
(22%, 78 users) 

X         
87% 

X            
67% (37%) X           

 94% 
Not  

committed 
Entertainment 
(2%, 8 users) 

X         
88% 

X            
100% 

X 
63% 

X           
100% Committed 

Table 7:  Coherence between present commitment and joining motive  
                                                                 The figures in brackets illustrate the unfulfilled parameters (below 50%) 

             Source: Own development [2011] 
 

A high degree of satisfaction is illustrated in relation to all the parameters, and results indicate 

that the majority of members do not perceive alternatives to Sticks´n´Sushi as important, apart 

from members who have joined the Page due to participation (59%). Despite the high level of 

satisfaction and the low need of alternatives, results indicate that brand choice is not important 

for the members apart from members who have joined due to entertainment (63%); however, 
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as merely 2% have joined Sticks’n’Sushi’s Facebook Page to be entertained, corresponding to 

7 respondents, the estimation cannot be perceived as valid.  

Interestingly, results indicate that the majority of members who have joined the Page due to 

financial incentives perform the lowest in all the commitment categories, apart from 

perception of alternatives where participation receives the lowest score; hence, respondents 

who have joined due to financial incentives seem to be the most difficult to please. This could 

indicate a poor performance by Sticks´n´Sushi in relation to this parameter, or a tendency of 

merely creating pseudo loyal members by utilizing this parameter.   

From the results it can be concluded that Sticks’n’Sushi’s performance in relation to 

participation is not acceptable; hence, the lowest degree of commitment is achieved within this 

joining motive. Taken every motive into account, none of the users are fully committed to the 

brand, so despite a high satisfaction, low need of alternatives and low degree of ambivalence, 

research shows no coherence between committed consumers and motives for joining the 

Facebook Page.  

 

Do active participants read updates more often than lurkers?  

Results designate a limited tendency of participation on the Facebook as merely 13% 

participate several times a month or more. This result corresponds to the findings of the 

qualitative research [cf. section 9.2.1, p. 86]. The largest part of the member base (60%) 

participates once a month or less, whereas 27% never participate on the Page. For that reason, 

the division of user participation can be categorized as follows [cf. Section 9.2.1, p. 86; See 

enclosed CD-ROM, Appendix 26 for detailed calculations in Excel]:   

 
Figure 7: Division of participation categories 

                                                                                            Source: Own development [2011] 
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Coherence between participation regularity and frequency of reading updates is found. The 

majority of active participants (74%) read an update several times a week or at least once a 

week, whereas the majority who only contribute from time to time (57%) merely read an 

update once a week and several times a month. Additionally, more than half of the lurkers 

(54%) state their reading frequency being several times a month, indicating that even though 

Sticks’n’Sushi’s members do not participate heavily on the Page, they are exposed and 

actively read the news uploaded. A common interest in reading news posted by the company 

as well as reading posts from other users is found. It is illuminated that participation from 

other members improves the attractiveness of the brand community, which also is supported 

by secondary theory and qualitative findings [cf. Section 9.2.1, p. 86]. From these results, it 

can be concluded that active participants read uploads more often than lurkers. 

 

10.2 Acceptance or Rejection of the Hypotheses  

Is there any coherence between joining motives and loyalty creation on the Facebook Page? 

As the objective of this research is to determine the extent of loyalty creation at Facebook, an 

interesting finding is to verify if the respondents’ motives for becoming members of 

Stick’n’Sushi’s Facebook Page have an influence on loyalty towards the brand. For that 

reason, a bivariate analysis is conducted in order to state the relation between the variables [cf. 

Section 4.2.5, p. 36]. A cross tabulation is used, where joining motives are measured against 

loyalty parameters [See Appendix 13, p. 164 & enclosed CD-ROM, Appendix 25].  

 H1: Participation in online communities increases loyalty  

Merely 11% of the respondents have joined Sticks’n’Sushi’s Facebook Page to participate. Of 

these, the majority (51%) of the respondents would recommend Sticks´n´Sushi to others due to 

active participation on the Facebook Page. A greater part (60%) of the respondents would 

obtain stronger relations with Sticks´n´Sushi if there is active participation on the Page. 

However, the majority (57%) of the respondents would not choose the brand Sticks´n´Sushi or 

become more satisfied with the brand (51%); hence, the parameter does not increase loyalty 

and the hypothesis is rejected. 
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H2: Informative content in online brand communities creates true loyalty  

The largest part (86%) of the respondents has joined the Facebook Page to receive informative 

content. Of those, the majority (63%) agrees that they would recommend Sticks’n’Sushi to 

others due to informative content on the Facebok Page. Moreover, a greater number (64%) 

would choose Sticks’n’Sushi instead of the competitors, 76% would obtain better relations to 

Sticks’n’Sushi and 71% also agree that their level of satisfaction would increase due to 

informative content being uploaded on the Page. As a result, uploading informative content on 

the Page increases loyalty, and the hypothesis is accepted.  

H3: Dialogue in online brand communities creates true loyalty  

Merely 13% of the respondents have joined Sticks’n’Sushi’s Facebook Page to have a 

dialogue with the company. However, the possibility of having a dialogue would not result in 

recommendations to others from the majority of the respondents (57%). Furthermore, the 

majority (55%) would not choose Sticks’n’Sushi over its competitors, but 58% agree that they 

would obtain better relations with the brand due to the possibility of having a dialogue with 

Sticks’n’Sushi on the Facebook Page. The majority (52%) agree that their level of satisfaction 

would increase. As a result, the parameter dialogue does not create true loyalty on Facebook, 

merely pseudo loyalty; hence, the hypothesis is rejected. 

H4: Social identity in online brand communities creates true loyalty  

The third largest motive for joining is social identity (25%); thus, 16% join due to community-

feeling1 and 9% join to gain a social status2 within the network. Of these, the majority (56%1, 

59%2) would not recommend Sticks’n’Sushi due to social identity. Furthermore, a greater part 

(69%1, 73%2) of the respondents would not choose Sticks’n’Sushi over the competitors and 

the majority (56%1, 61%2) would not gain stronger relations towards Sticks’n’Sushi. 

Moreover, the majority (62%1, 63%2) of the respondents agrees that their level of satisfaction 

would not increase due to social identity. Hence, social identity does not create any degree of 

loyalty on Facebook; thus, the hypothesis is rejected.  
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H5: Financial incentives in online brand communities creates true loyalty  

The second most attractive motive for joining is financial incentives (86%). Of these, the 

majority (85%) of the respondents claims that they would recommend Sticks’n’Sushi to others 

due to financial incentives. A clear majority (89%) of the respondents agrees that they would 

choose Stick’n’Sushi instead of the competitors, gain stronger relations (79%) and achieve an 

increased level of satisfaction (82%) if financial incentives are offered on the Facebook Page. 

Financial incentives create true loyalty on Facebook; hence, the hypothesis is accepted.  

H6: Influence in online communities creates true loyalty  

Merely 22% of the respondents have joined Sticks’n’Sushi’s Facebook Page to have an impact 

on the company’s initiatives. Of these, the majority (67%) of the respondents claims that 

influence on the Facebook Page would cause a recommendation to others, 68% agree that it 

would make them choose Sticks’n’Sushi over others. Moreover, a greater part (72%) of the 

respondents claim, that influence would create stronger relations towards the brand, and the 

majority (75%) also agrees that their level of satisfaction would increase due to influence 

possibilities. As a result, influence creates true loyalty on Facebook; hence, the hypothesis is 

accepted. 

H7: Entertainment in online communities creates true loyalty  

The least attractive motive for joining is to be entertained (2%). In this category, the majority 

(88%) of the respondents claims that entertainment on the Facebook Page would not make 

them recommend Sticks’n’Sushi to others and none of the respondents claim that it would 

make them choose Sticks’n’Sushi over competitors. Moreover, for the greatest part (63%), 

entertainment would not create stronger relations towards Sticks’n´Sushi and the majority 

(88%) furthermore claims that their level of satisfaction would not increase due to 

entertainment on the Page. As a result, entertainment does not create any loyalty on Facebook; 

thus, the hypothesis is rejected.  
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A coherence between the joining motive and the ability to create loyalty on Facebook is found. 

It is concluded that people who have joined the Facebook Page to achieve informative content, 

financial incentives and influence would also improve their satisfaction, relations towards the 

brand, brand preference and positive word of mouth if the three parameters are present on the 

Page.  

Additional parameters’ effect on loyalty 

Based on the bivariate analysis, it is illuminated that respondents who indicated other joining 

motives such as supporting the brand or work place, show coherence with the loyalty-creating 

parameters’ informative content, financial incentives and influence. In particular, these 

respondents indicate probability for word of mouth, satisfaction, brand preference and 

relationship in regard to financial incentives on Sticks’n’Sushi’s Facebook Page. Additionally, 

a clear disloyalty is shown where the motives concern participation, entertainment, social 

identity and dialogue. 
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Overview of Acceptance and Rejection of Hypotheses 

Parameters Hypotheses 
Participation Participation in online brand communities increases user satisfaction  

Participation in online brand communities improves the relationship to the brand 

Participation in online brand communities increases word of mouth             

Participation in online brand communities increases brand preference 
Informative 
content 

Informative content in online brand communities increases user satisfaction  

Informative content in online brand communities improves the relationship to the 

brand 

Informative content in online brand communities increases word of mouth 

Informative content in online brand communities increases brand preference 
Social 
identity 

Social identity in online brand communities increases user satisfaction  

Social identity in online brand communities improves the relationship to the 

brand 

Social identity in online brand communities increases word of mouth 
Social identity in online brand communities increases brand preference 

Entertainment Entertainment in online brand communities increases user satisfaction 

Entertainment in online brand communities improves the relationship to the 

brand 

Entertainment in online brand communities increases word of mouth 
Entertainment in online brand communities increases brand preference 

Dialogue Dialogue in online brand communities increases user satisfaction 

Dialogue in online brand communities improves the relationship to the brand 

Dialogue in online brand communities increases word of mouth 
Dialogue in online brand communities increases brand preference 

Influence Influence in online brand communities increases user satisfaction 

Influence in online brand communities improves the relationship to the brand 

Influence in online brand communities increases word of mouth 
Influence in online brand communities increases brand preference 

Financial 
incentives 

Financial incentives in online brand communities increase user satisfaction 

Financial incentives in online brand communities improve the relationship to the 

brand 

Financial incentives in online brand communities increase word of mouth 
Financial incentives in online brand communities increase brand preference 

 

Table 8: Overview of Hypothesis-testing 
                                                                                                                      Source: Own development [2011] 
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10.2.1 Confirming the LP model 

After having conducted the quantitative research, the defined hypotheses have been accepted 

and rejected with the purpose of redefining the LP model.  

As illuminated above, 16 hypotheses have been accepted and 12 hypotheses have been 

rejected where the parameters informative content, financial incentives and influence are 

solitarily measured to achieve loyalty creation on Facebook; hence, coherence exists in three 

instances, and pseudo loyalty is created in four instances. However, it must be highlighted that 

the redefinition of the model cannot be seen as a general way to achieve loyalty on Facebook 

as the collected data from the qualitative and quantitative research was rather distinctive. 

Therefore, the parameters for loyalty creation must be seen in relation to the individual brand; 

hence, merely a guideline for other companies entering the world of Facebook. 

Figure 8: Confirmation of the LP model 
                                                                                                                            Source: Own development [2011] 
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10.3 To what extent is Facebook Places a valuable tool for 
generating loyalty? 

Does loyalty on the Facebook Page lead to loyalty towards Facebook Deals? 
The introduction of Facebook Deals in Denmark [cf. Section 7.2.2, p. 72] is perceived 

positively among the respondents as 72% would increase their purchase frequency at 

Sticks’n’Sushi in relation to the availability of Deals, and 26% would exclusively buy the 

brand despite other Deal offers. This result corresponds with the qualitative findings [cf. 

Chapter 8, p. 75]. However, research indicates that 49% do not utilize Facebook Places due to 

not owning a smart phone (38%) and because they do not want people to know where they are 

(32%).  

 

As the quantitative research illuminates coherence between certain joining motives and the 

probability of creating true loyalty on Facebook, an interesting finding would be to examine 

whether loyalty on the Facebook Page then leads to loyalty towards the utilization of 

Facebook Deals based on the three loyalty-generating parameters.  

   
Facebook 

loyalty Average of users Choose “Best Deal” over 
preferred brand (%) 

Parameters   N % Yes No Do not know Total 
Loyal 231 66% 34% 24% 42% 100% 
Disloyal 119 34% 32% 29% 39% 100% 

Informative 
content 

Total 350 100%         
Loyal  270 77% 37% 23% 40% 100% 
Disloyal  80 23% 20% 35% 45% 100% 

Financial 
incentives 

Total 350 100%         
Loyal  176 50% 37% 23% 40% 100% 
Disloyal  174 50% 30% 29% 41% 100% Influence 
Total 350 100%         

Table 9: The three parameters’ effect on future Facebook Deal utilization 
   Source: Own development [2011] 

 

Based on the above results, a designation of the commercial potential of Facebook Deals is 

confirmed as a common significant interest in utilizing Facebook Deals exists [See enclosed 

CD-ROM, Appendix 28 for detailed calculations in Excel]. However, research indicates that 
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none of the parameters lead to subsequent loyalty towards Facebook Deals as the majority of 

the users of each parameter either ticks “Yes” or “Do not know” when deciding to choose the 

Best Deal over preferred brand. There is consensus that gaining affordable discounts is far 

more attractive, which is also supported by the qualitative research where limited brand 

retention was found [cf. Chapter 8, p. 75]. For that reason, loyalty on the Facebook Page is 

explicitly not central when choosing which brand to purchase.  

Taking the defined loyalty parameters into consideration, a significant finding is, however, 

revealed. It is highlighted that only a quarter of the loyal users within these parameters show 

the same degree of loyalty towards Facebook Deals as to the Facebook Pages. The low 

percentages are noticeable; hence, a high degree of pseudo loyalty is found in relation to the 

exploitation of Deals.  

 

It can be concluded that Facebook Deals is merely an effective tool for generating sales, 

whereas the obtainment of loyalty is not achievable. This result does not correlate with 

findings from secondary research [cf. Section 7.2.2, p. 73].   

 

Is there a linkage between true loyalty on Facebook and utilization of each of the four 

Deals? 

Even though an explicit coherence between loyalty on the Facebook Page and the utilization 

of Facebook Deals is not found, an interesting finding would be to determine if the loyal 

members are interested in utilizing the four Facebook Deals to a larger extent than the disloyal 

users are [cf. Section 7.2.2, p. 73]. A similar process is conducted where the three loyalty 

generating parameters are examined in order to illuminate linkages or rejections between the 

parameters and the utilization of each of the four Facebook Deals.   
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  Facebook 

loyalty 
Average of 
users (N) Facebook Deals (%) 

Parameters     Individual Friend Loyalty Charity 
Loyal  231 81% (33%) 65% 63% 
Disloyal 119 89% (34%) 57% 58% Informative 

content 
Total 350         
Loyal  270 83% (43%) 66% 63% 
Disloyal  80 68% (36%) 51% 55% Financial 

incentives 
Total 350         
Loyal  176 83% (45%) 69% 68% 
Disloyal  174 76% (38%) 56% 54% Influence 
Total 350         

Table 10: The three loyalty-generating parameters’ effect on the attractiveness of each of the Facebook Deals. 
The figures in brackets indicate an involuntary utilization of the Deal (below 50%). 

Source: Own development [2011] 
 

Research elucidates Individual Deal as being the most attractive Deal among the loyal and 

disloyal users [See enclosed CD-ROM, Appendix 29 for detailed calculations in Excel]. 

Results illuminated that there is consensus that Friend Deal is perceived as the less attractive 

Deal among the respondents; however, loyal users favour the Deal more than the disloyal 

users. A general tendency can be depicted that users are not willing to persuade their friends to 

check in at a place which correlates with the qualitative findings [cf. Chapter 8, p. 75]. The 

Loyalty Deal separates the loyal users from the disloyal ones, as the Deal requires multiple 

check-ins for achievement of discounts; thus favoured by the loyal users. Furthermore, the 

commercial potential of Charity Deal is clearly more achievable among the loyal users than 

the disloyal ones as the Deal entails donating money when checking in. It is assumed that 

Deals that do not redeem any financial discount immediately are less attractive. This correlates 

with the findings of the qualitative research [cf. Chapter 8, p. 75].  

At this point, a coherence between true loyalty on the Facebook Page and a willingness for 

utilize three of the four Deals is found; however, taken into account that users choose “best 

Deal” over preferred brand, this result to a higher degree indicates an eagerness to achieve 

discounts. It can therefore be concluded that loyalty on a Facebook Page to a larger extent 

would cause a higher degree of exploitation of Facebook Deals; however, results only 

designate Deal preference in relation to Individual Deal followed by Charity and Loyalty Deal.  
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10.4 The financial perspective of Facebook 

A financial analysis is conducted to determine any coherence or misleading linkage between 

the respondents’ behaviour on Facebook and their actual buying patterns in the real world.  

 

Does loyalty on Facebook improve companies’ profitability? 

An examination of the potential profitability is estimated by measuring the respondents’ 

purchase frequency and purchase volume. Thereby, it will be illuminated whether the 

members of Sticks’n’Sushi’s Facebook Page are actual paying consumers or merely brand 

worshippers. The estimation is based on their buying behaviour within 6 months, indicating 

the respondents’ buying pattern in relation to Sticks’n’Sushi and choice of other competitors 

[See Appendix 14, p. 164 for calculations of the Financial Model].  

 
Figure 9: Buying Patterns within Sticks’n’Sushi’s Brand Community (Period: 6 months) 

                                                                               Source: Own development [2011] 
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Based on the above figure it is found that almost every member of Sticks’n’Sushi’s Facebook 

Page is an actual paying consumer in the real world. According to this research, only 8% of 

the consumers purchase for less than DKK 200 per 6 months, emphasizing that Sticks’n’Sushi 

spends their precious time on truly profitable consumers.  

 

A propensity of commitment among the consumers with the highest purchase frequency can 

be assumed, though certain pitfalls of the estimation must be pointed out. One important pitfall 

is the practically unknown size of household of each respondent as this insight could affect the 

division of purchase volume significantly. The estimation of profitability per consumer must 

therefore be evaluated with some caution. An additional pitfall is defined as the unknown 

intention of choosing Sticks’n’Sushi as this factor is a decisive factor for determining degree 

of loyalty on Facebook. However, based on this research, it is illuminated that 20% choose 

Sticks’n’Sushi as their exclusive provider of sushi; hence, among these 20%, the majority 

(45%) measures the highest purchase frequency independent of purchase volume. However, 

the largest number of respondents (71%) states that they purchase from Sticks’n’Sushi due to 

their high quality, but choose other brands occasionally. Of these 71%, the majority (40%) 

only visits Sticks’n’Sushi 1-3 times per 6 months. As a mentioned pitfall the underlying 

behaviour of choosing other competitors is unknown in relation to price, location, service etc. 

Merely 9% buy from Sticks’n’Sushi due to convenience; hence, the majority (43%) has only 

visited the restaurant 0-3 times per 6 months.  

 

The diffused degree of profitability entails that the value of consumers is divided in three 

segments, A, B and C-consumers as some are more profitable in the long term than others. 

However, coherence between the level of frequency and volume spending is found as the more 

the consumers visit Sticks’n’Sushi, the more they are willing to pay. Research assigns the 

members with the lowest buying frequency (36%) to contribute with the lowest purchase 

volume, counting merely DKK 34,900 of the total revenue per 6 months [See Appendix 15, p. 

165]. This only corresponds to 13% of the revenue. The second largest segment (34%) of the 

respondents visits Sticks’n’Sushi 4-7 times per 6 months, contributing with DKK 84,000 to the 

revenue; thus, corresponding to 32% of the total earnings. However, a vital finding is that the 

consumers with the highest frequency (30%) contribute with DKK 142,650 to the total 

earnings, corresponding to 55% of the revenue [See Appendix 15, p. 165]. Hence, consumers 
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with the highest frequency are the most profitable ones. For that reason, a categorization of the 

consumers is made classifying 30% of consumers with the highest purchase frequency as A-

consumers, 34% of the consumers with a purchase frequency of 4-7 times as B-consumers, 

and 36% who visit Sticks’n’Sushi the least are classified as C-consumers [See enclosed CD-

ROM, Appendix 30 for detailed revenue distribution in Excel].  

 
Figure 10: Division of profitability 

                                                                                                                            Source: Own development [2011] 
 

Are A-consumers more committed to the brand than B and C consumers? 

The findings of this research designate a coherence between purchase frequency and brand 

commitment [See enclosed CD-ROM, Appendices 31A, 31B for a detailed calculation in 

Excel]. A-consumers contributing with the highest revenue indicate the highest satisfaction as 

50% are extremely satisfied, whereas B-consumers (63%) and C-consumers (56%) are merely 

very satisfied. Moreover, it is highly important for A-consumers to choose the brand 

Sticks’n’Sushi (27%), whereas B-consumers (36%) find it rather important, and C-consumers 

(32%) are indifferent as to brand choice. This tendency is coherent with the users’ need of 

alternatives, indicating A-consumers (42%) having absolutely no need for substitutes, B-
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alternatives. The high degree of commitment is moreover found in terms of degree of 
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ambivalence, as 67% of the A-consumers and 49% of the B-consumers have no doubts as to 

whether to choose Sticks’n’Sushi over other brands, where the C-consumers (37%) are slightly 

in doubt.  

 

As a coherence between purchase frequency and brand commitment is found, the A-

consumers are categorized as Entrenched, corresponding to the most committed members on 

Facebook. However, a small number of Average users indicate the highest frequency and are 

therefore placed within this segment as well. 

Sticks’n’Sushi’s B-consumers show a high brand attachment despite limited brand preference, 

wherefore these are categorized as pure Average. C-consumers with the lowest purchase 

frequency show a high degree of non-commitment and are defined as Shallow and Convertible 

[cf. Section 5.4.1, p. 52].   

 

A, B and C consumers are placed in the Loyalty Matrix illuminating their degree of loyalty to 

the brand. As A-consumers reach the highest purchase frequency, purchase volume and obtain 

a degree of Entrenched and Average commitment, this segment is placed in the “brand 

attachment” phase in the Loyalty Matrix, but close to the “true loyalty” stage as brand choice 

is perceived less important among Average users than among Entrenched users. However, it is 

assumed that they can quickly be conveyed into true loyalty depending on the performance of 

the brand community. 

 

B-consumers show a variable behaviour, which is coherent with their buying behaviour, which 

illuminated that they prefer to purchase from Sticks’n’Sushi, but also visit other competitors. 

Even though this segment is categorized as committed Average, they are placed between the 

phases “membership” and “brand attachment” as their behaviour indicates a hint of pseudo 

loyalty and depending on the performance of the brand community, they are either conveyed 

to pseudo loyalty or towards true loyalty.  

 

Due to the fact that C-consumers indicate the lowest purchase frequency and revenue 

contribution and their buying motives primarily rest on convenience, they are placed in the 

membership phase. This Shallow and Convertible segment indicates the least loyal behaviour 
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and indifference to brand choice, wherefore they would be susceptible to offers of the 

competitors to a larger extent and thus be conveyed towards the pseudo loyalty phase. 

 
Figure 11: Present commitment and future loyalty within the brand community   

                                            Source: Own development [2011] with inspiration from Jacobsen [2000] 
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As the B-consumers show a variable buying behaviour towards Sticks’n’Sushi, a challenge is 

to minimize the risk of creating pseudo loyalty. At this point, the performance of the 

community is decisive for the path of the consumer; hence the degree of commitment. As the 

Average B-consumers are motivated by receiving informative content, financial incentives and 

influence, Sticks’n’Sushi has to offer these users affordable advantages in order to increase 

their purchase frequency and thereby build a stronger relationship with the B-consumers. 

However, the risk of the financial incentives being more attractive than Sticks’n’Sushi 

themselves exists; hence, the improvement of profitability is weakened. Nevertheless, other 

competitive advantages in the form of peer-to-peer recommendations are achievable [cf. 

Section 5.3, p. 45].  

 

It is questionable whether the costs of transforming the Shallow and Convertible C-consumers 

from ordinary members of the community to truly loyal consumers outweigh the benefits as 

this segment’s probability of becoming pseudo loyal is highly uncertain. The actual 

contributed value of a C-consumer is insignificant. Based on the C-consumers’ present low 

degree of commitment towards Sticks’n’Sushi and small contribution to the revenue, it is 

recommended that this segment merely be fed with informative content and financial 

incentives in order to increase sales and interaction on the Page. It can therefore be concluded 

that Sticks’n’Sushi needs to allocate their resources to target A and B-consumers.  
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11. Discussion  

Facebook is advocated as the new advertising platform among media gurus, and the social 

network experiences an enormous accession of companies which aim to implement Facebook 

in their marketing strategies in fear of not being part of the expanding media trend. This 

research confirms an ambiguous attitude towards utilizing Facebook as a marketing tool as it 

can also be a pitfall for many companies. 

 

1. Has consumer identity creation become impossible? 	  

Theory elucidated a postmodern society containing network-diffused technologies. Theory 

indicates that the evolution of the postmodern paradigm has involved a consumer universe 

driven by fragmentation and hyper-reality where the produced reality seems more attractive 

than the real one, and where consumers seek individual solutions to their buying needs. This 

transformation makes it incredibly complex for companies to create a monotonous identity of 

their target group.  

 

The Internet has provided tremendous opportunities and today, consumers have the 

opportunity of being in different groups. They move from community to community. When 

they are at work, they are in one community when they get home, they are in another 

community when they go online, they are in a third community. They change who they are in 

the different communities. Consumers today are identified as multi-individuals as they act in 

certain ways when they are online and act in other ways in the offline world; hence, different 

roles emerge in both offline and online worlds. It seems as if consumers are not so committed 

to their actions in the virtual world as actions and identities seem more fictive than they do in 

the offline world, where the person is physically present. To a large extent, the virtual world 

can be viewed as a playful universe where consumers are who they want to be and where one 

is not as obliged to assertions as in the offline world.  Two questions then arise; If a consumer 

is loyal online, is the same consumer then also loyal offline? Or is it merely a pseudo loyalty 

which is created online and which dissolves offline? This is a tremendous challenge for 

companies as identities are not as transparent any longer, wherefore one identity per individual 

consumer might not be enough. Should companies then identify an online and an offline 

identity for each individual consumer?  
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Obtaining and maintaining a positive word of mouth in order to gain loyal consumers is vital. 

Moreover, creating a brand identity which consumers want to be associated with seems 

crucial. The complexity of the multi-individual identity creation makes the loyalty creation 

even more essential. It can be justified as crucial to involve the consumers and obtain in-depth 

insight into their universe, both online and offline, in order to determine patterns of behaviour 

for identity creation. Therefore, it is vital for companies to utilize the networks for competitive 

advantages and move from “one size fits all” to a tailored segmentation strategy, which can be 

utilized in both worlds (online and offline) in order to win the hard battle of earning the 

attention of the consumers. One should not overlook the power of the network, and the goal 

for organizations then becomes to compete to use the online networks in the most strategic 

ways.  

 

2. Is Facebook appearance a valuable marketing tool or just another time waster? 

Based on theory and empirical findings, it was illuminated that various parameters in online 

brand communities lead to brand loyalty; however, can a direct linkage between Facebook 

and the actual buying situation be confirmed? 

 

The qualitative research designates a tendency, illuminating no coherence between brand 

community membership on Facebook and increased purchase frequency. Users state that their 

brand choice depends on present brand likeness and not Facebook presence. However, it 

cannot be eliminated that an indirect linkage between Facebook appearance and buying 

preference exists as stimuli within a brand community can affect the buying decision 

subconsciously. 

 

Theory appoints the multifarious commercial potential of Facebook as conducted research 

illuminates a positive effect of improved brand awareness, exposure and increased traffic on 

the website among distinct companies within different industries. Even improved reputation 

and consumer loyalty are proclaimed achieved.  

 

Even though experts of the qualitative research claim that Facebook is for everyone, a repeated 

statement reveals success in a social network being beneficial for strong brands. The 

competitive advantages of a strong brand can lead to a more quickly built member base due 
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the users’ interest in supporting and being associated with the brand on Facebook. Despite the 

fact that this research is based on findings from Sticks’n’Sushi’s female target group, the 

Media and Digital Director of the Carlsberg Group, Jakob Holm Kalkar, also confirms their 

great performance on Facebook as being due to their strong brand, and not on account of their 

numerous activities on the Page. An obvious question therefore is, whether companies’ 

appearance on Facebook can have any impact on loyalty creation or whether brand 

awareness and image simply are the name of the game for great performance?  

 

This qualitative research supports that companies’ appearance on Facebook is not 

inconsequential as their credibility is improved by the users. Every company, in particular life 

style companies, is welcome on Facebook as users not only join strong brands to build social 

identity, but become members of various brands depending on their purpose and value 

creation for the users.  

 

The commitment to a brand on Facebook is enlightened in relation to the quantitative research. 

Despite a broad fulfilment of commitment and loyalty requirements in terms of improved 

word of mouth, brand preference, relationship, satisfaction and low perception of alternatives 

and ambivalent feelings towards the brand, users clearly indicate a reluctant behaviour when 

deciding which brand to choose. This reluctance can be illuminated in connection with users’ 

motivation factors for joining a Facebook Page. As the parameter “financial incentives” is 

placed as the second highest entry factor, it is noticeable that this motive also is allocated the 

lowest score in relation to importance of brand choice. An indication of pseudo loyalty is 

present within this segment. 

 

Empirical findings designate a great willingness in checking in to achieve discounts and 

foresee an even increased purchasing rate if Deals are available. This finding undoubtedly 

illuminates the preference of “best Deal” over brand preference. Additionally, despite the 

Danish consumers’ hesitant acceptance of accepting a coupon culture, experts and users of the 

qualitative research confirm the future Danish eagerness to utilize Deals as indication of 

money saving has become more acceptable after the economic crisis. Due to these findings, 

two obvious questions are, whether members merely join Facebook Pages to gain financial 

advantages, or do they actually have a genuine interest in the brand? Moreover, do people 
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merely join communities in order to receive financial incentives, or is it merely pseudo loyalty 

which can be created? 

 

The empirical data refutes financial intentions as being the main reason for joining a Facebook 

Page. Firstly, the predominant motive for being a member of a Page is to receive informative 

content about the brand; hence, a genuine interest in the company is present. Secondly, 

members affirm their membership as an extension of their existing brand preference, which 

indicates that they will primarily join a brand for financial reasons if they already have an 

interest in the company. Thirdly, research designates financial incentives as being an empty 

short-term motive for joining, specifying that users seek a deeper engagement in terms of 

having influence on the company’s initiatives and being continuously fed with updates of the 

brand.    

  

The challenge for companies on Facebook is therefore not only to build up a massive member 

base to attract users by means of tempting contests for a limited period of time. The challenge 

is to determine how to create value for the member base to secure retention. The way to great 

performance on Facebook might be easier for strong brands, but the most vital learning is that 

without any value generation, loyalty creation will not be achieved. Otherwise Facebook as a 

marketing tool is just another time waster. 

 

3. Measuring performance on Facebook – is it pure utopia? 

In theory, no precise formula on how to measure the financial benefits of a strategic utilization 

of Facebook exists, and no scientific research seems to have covered this area. This was 

supported by the industry experts of this research who articulated that it was almost impossible 

to define tools for measuring performance; hence, a direct link between Facebook and 

concrete sales seems non-existent. Therefore, these following questions seem appropriate: 

How do companies then measure the performance of their appearance on Facebook? Do they 

even measure their appearance or do they just assume that what they do is the right way?  

 

Theory and qualitative research illuminated that most companies today evaluate their 

performance based on number of members and likes, which must however be perceived as 

untrustworthy as there is no proof off these users ever entering the Page again or even 
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purchasing the brand in the offline world. An excellent example illuminated in this research is 

the company SAS who measures their performance on Facebook based on number of 

members. Users can join a Page for several reasons; however, that is not synonymous with 

having any relation towards the brand. It is preposterous to believe that “likes” resembles great 

performance, which also correlates with the view of industry experts. This observation is 

further supported by the results from the qualitative research, which indicated that a large 

percentage of users rarely revisit the Page after joining. This raises the questions: Companies 

measuring their performance based on number of members or likes, do they then exist in a 

world built upon a false foundation? And how do they even justify the time and budget spent 

on an online brand community if no financial proof can be presented? 

 

Another excellent example illuminated in this research is the company Carlsberg, who 

measure their performance based on “monthly active users” and “interaction rate”; however, 

they are unaware of how many loyal members they have. An appropriate question then seems 

to be: Is active participation and interaction rate a valid method for measuring performance?  

The results of this research indicated that active participation does not lead to true loyalty 

creation; hence, the validity of the method Carlsberg utilizes is questionable. 

 

The greatest challenge for companies operating within the social media is the non-existing tool 

of measuring financial benefits. This view raises the question: Is it even possible to measure 

performance on Facebook? 

 

This research introduced Facebook Places and Deals, which can be viewed as a competitive 

advantage and to a large extent be viewed as the answer to the numerous questions related to 

the non-existing link between Facebook and financial benefits. If utilized correct and in 

combination with Pages, the introduction of Deals will fulfil Facebook as a sales and 

marketing channel as it creates a direct link between Facebook and financial benefits. Deals 

can be utilized as a measurement tool which can track the sales; thus, reveal the issue of 

measurement. 

 

It seems as if a direct linkage between engagement within a brand community and financial 

benefits is impossible to measure; however, as the purpose of entering an online brand 
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community is building relations towards consumers, the objective for companies operating in 

an online brand community must be to create truly loyal consumers. Hence, measuring 

performance within an online brand community must be measured through number of loyal 

consumers and the company’s ability to increase the online retention rate. Commitment 

measures illuminated in this research can be used to measure level of present loyalty. It must 

then be assumed that companies measuring their appearance through number of members or 

likes are living in a paradigm based on false foundations.  

 

4. Is joining Facebook primarily based on brand devotion or merely social identity?  

No social network has captured such a predominate part of the online consumer’s life as 

Facebook has. At present time, Facebook has reached the world of commerce. Despite 

numerous excellent examples of Facebook implementations, it is questionable whether users 

interact with companies due to brand devotion or merely to create a social identity?  

 

People act online as how they want to be perceived and want to be part of a community as it 

benefits themselves as individuals. This view was supported by industry experts and to some 

degree by the findings of the quantitative research as social identity was the third largest 

motive for joining a Page; thus, appearance does matter to some extent. However, this view 

was not supported by the users in the qualitative research.   

 

According to theory, individuals’ motivation for joining a certain brand on Facebook is to 

express their personal endorsement and approvals of companies with the purpose of being 

associated with the particular brand image. The vital finding is that the personal needs 

overshadow the personal contribution to others; hence, users’ indifference to connecting with 

brands exists, and according to theory social identity has first priority. 

According to experts, the objective is to create ”social likeness”, which contributes to the 

user’s personal branding by joining the brand’s Facebook Page.  

 

Findings of the qualitative research confirm that only a few of the respondents can remember 

their list of joined Pages, which indicates a poor performance of the brand community. 

However, despite theory’s statement concerning image building, only a minor number of 

respondents claim their brand membership is due to informing their network about brand 
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preferences and thereby building up personal branding. The same result is gained through 

quantitative research, where merely 9% of the users proclaimed social identity as a motivation 

factor for strengthening their status within the community. However, on the other hand, who 

would admit that they join selected brand communities to be perceived in a certain way?  

 

Coherence between empirical data and theory is enlightened in relation to “social identity” as 

users’ commitment to the brand evolves brand likeness on Facebook. However, loyalty 

requirements in terms of word of mouth and involved brand relationships are not met as 

membership merely is used for personal branding. For that reason, people clearly utilize their 

memberships as self-promotion and self-attention. Due to the existence of disloyalty on a 

Facebook Page, an obvious question to ask is therefore whether pseudo members are even 

valuable for companies on Facebook? 

 

Experts of the qualitative research underline that having a number of pseudo members is not 

coherent with invaluable members as these are true consumers as well. In evidence of this 

statement, the quantitative research indicates that consumers joining for social identity 

creation are measured as the crowd with the highest level of brand choice importance as they 

strive to be associated with the brand inside and outside of Facebook. Additionally, the 

commercial potential of pseudo members is illuminated in relation to Facebook Deals as 

pseudo members are almost as inclined as loyal members to choose a Deal of the preferred 

brand and to utilize all Deal categories. Despite a limited brand commitment, companies 

achieve an added bonus by containing pseudo members within the brand community. 

However, at this point companies’ brand awareness and image play an essential role in the 

social identity game.   

 

5. Is it utopia to use Facebook to create interaction when only few users participate 
regularly? 
”We want to be on Facebook because that is the place to be”. This statement is frequently 

announced by several companies without containing a concrete strategy for their entry on 

Facebook. Experts of the qualitative research share a common belief in regard to the 

commercial potential of Facebook and present this network as a platform for gaining closer 

relationships to consumers and to achieve a unique in-depth knowledge of their behaviour. 

Theory confirms the essence of a two-way communication as a valuable tool for relationship-
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building and loyalty-creation as companies prevail upon generating a positive business 

reputation among the online users. The competitive advantage of Facebook is to receive input 

and insight in regard to attitudes or improvements concerning business initiatives.  

 

However, Facebook as a 1-1 dialogue channel is questionable as the quantitative research 

shows a limited willingness among users to actively participate in online brand communities; 

hence, the joining motive “participation” is not measured as generating loyalty. A similar 

attitude is found among the users of the qualitative research as the majority had never had a 

conversation with a company. If merely 13% are defined as active users on Facebook, to what 

extent is it then waste of time to promote a lively interaction within the brand community? And 

do users even want to join in the conversations within the community on Facebook?  

 

Theory designates participation as being one of the driving forces of a Facebook Page where 

high levels of participation often lead to consumers preferring the brand from the brand 

community over competing brands. The qualitative research illuminated that the volume of 

active participation within a brand community indicates its reach among users. Moreover, that 

a Facebook Page would to some extent become more attractive if an enormous activity took 

place, as it makes the brand community more interesting. The quantitative research found that 

50% find it important that other members participate on the Page and 60% participate from 

time to time. If the majority of users are defined as passive or seldomly active participants and 

only a small percentage are active participants, is it then utopia to attempt to encourage users 

contributing from time to time to increase rate of interaction within the community? 

 

This research to some point disagrees with the secondary data and experts of the qualitative 

research, as it is found through in-depth user interviews and quantitative research that users are 

not that interested in having a dialogue with a company on Facebook. For that reason, is it 

merely an illusion to utilize Facebook as a two-way communicative path? 

 

6. Is it fair that smartphone ownership is the key to discount achievement? 

Discount through mobile check-in is one thing – but eliminating other consumers from gaining 

the same discount possibility seems discriminating. By introducing Facebook Deals with 

instant discounts, companies will be segmenting the Danish population dividing them into 
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target groups with or without smartphones, or is it more correct to say “consumers with or 

without a high income level”?  

 

The hesitation of coupons acceptance to the Danish market, including Facebook Deals, is 

present within the Consumers’ Advisory Council as they clearly emphasize that what some 

consumers purchase at half price with coupons, other consumers will pay the double for to 

ensure the same earnings for the company. Coherence between coupon availability and check-

in discount utilization is found. The Danish Government’s recent acceptance of coupons has 

opened up a whole new world for marketing and sales initiatives indicating that additional 

sales are plausible. However, has the Danish Government considered discount achievement 

through check-ins on smartphones to have a negative effect on democracy? Will the 

implementation of Facebook Deals via location-based marketing create a welfare distinction 

within the Danish society? 

 

The elimination of certain consumers might have a negative effect on the image of the 

companies’ as the prioritization of consumers is distinct. By being excluded from discount 

achievements and additional affordable advantages, a potential boycott of the brand is 

plausible as a feeling of unjust treatment occurs. Despite the fact that theory confirmed that by 

the end of 2010 half of the mobile phones sold in Denmark were smartphones, an essential 

large number of potential consumers would be cheated for a lower price for an identical 

product. A key illumination from secondary data is that unsatisfied users quickly spread 

negative word of mouse on the social media. Based on this quantitative research, 24% of the 

respondents indicated not having a smartphone For that reason, it is vital that companies 

include the remaining consumers without a smartphone in their marketing strategy in order to 

protect themselves against a rapidly increasing negative word of mouse by existing consumers. 

However, it is questionable whether Facebook Deals create a dissension among users.  

Experts predict a tremendous increase of smartphones in the future; if that is the case, the 

degree of concern can be minimised; however, the diffusion of smartphones in Denmark and 

their position in the media market will be interesting to follow.   
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12.1 Recommendations for Companies operating on Facebook 

A new area of social media has now been illuminated which elucidates challenges for 

companies operating within social media. The challenges highlighted in this research 

constitute a major obstruction for companies wishing to increase perceived value through 

social media. These challenges deserve concrete guidelines wherefore tangible 

recommendations will now be presented. 

 

Sticks’n’Sushi is utilized as an illustrating example; however, an unambiguous framework of 

solutions for the company is not the intention of this research. Therefore, the first part of the 

recommendations must be seen as a guideline for companies in general, including 

Sticks’n’Sushi, and the last part is specific recommendations to Sticks’n’Sushi. 

 

1. Understand joining motive and determine your target group  

Determine your target group on Facebook and understand why users join your Facebook Page, 

what draws them to your Page and what motivates them to become even more attached. 

Segment your target group and understand their needs.  

 

2. Listen, react & reply within 24 hours  

Keep a close vigil and listen to what is being said within the community. Learn from the 

community - both from negative and positive comments - and act on it. Join in the 

conversation and answer your members within 24 hours. 

 

3. Get ready to be transparent 

Prepare to be transparent and have a code of conduct ready to handle both negative and 

positive comments. Embrace the idea that feedback of any kind is useful, even if it is negative. 

Be honest and admit possible failures instead of explaining away and incorporate transparency 

in the social media strategy. 

 

4. Do NOT spam your members with irrelevant content  

Do not post just for the sake of posting or because your work sheet tells you to. Post because 

your company has something relevant to share and provide your users with a “reason why” to 



	  
 

Page 134 of 179	  
	  

be a member of the community. Update approximately 2-3 times a week to avoid “unlikes”.

  

5.  Determine a concrete strategy & accept resource requirement  

Clarify in advance which value proposition to offer your consumers by your appearance on 

Facebook. Prepare yourself to allocate resources and get tuned to communicate with your 

consumers 24/7. If no clear strategy for Facebook exists, do not utilize it as a marketing tool.  

 

6.  Utilize Facebook as a supplement; NOT as an alternative    

Implement Facebook in your marketing-mix as an extra valuable tool for gaining insights 

about your consumers and relation building. Do not replace it with other channels, but take 

advantage of the integration of social media in the digital solutions by encouraging word of 

mouse.  

 

7.  Ensure consistency within the community by measuring loyalty gradually  

Utilize Facebook Insights to gradually measure the effect of your Facebook’s activities in 

order to determine your performance and retention rate. Ensure a high satisfaction inside and 

outside your brand community to maintain a positive word of mouse - conduct qualitative 

researches. 

 

8.  Minimize pseudo loyalty by not building your member base on financial incentives  

If your only contribution to your brand community on Facebook is financial incentives, 

consumers will associate your brand community with discount achievements. Build true 

loyalty by contributing with relevant content and interaction. Rewards, competitions and 

affordable offers are short-term devices, which competitors too easily can copy and thereby 

steal your members.  

 

9. Integrate Pages & Places  

Elucidate the value of utilizing Facebook Places and Deals from a user perspective and inform 

users via the Facebook Page in relation to Deals being offered. An integration of Facebook 

Pages and Places is vital in order to gain the actual benefits of Facebook as an integrated 

strategy.  Be creative and inform and remind users to check in at the point of purchase. 
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10.  Utilize Facebook Deals as a tool to increase purchasing rate – not loyalty  

Consumers, who are loyal but not profitable, are not desirable. Instead companies must seek to 

create loyal profitable consumers. Utilize Facebook Pages and Deals in combination- Pages for 

creating loyalty and Deals for generating sales.  

  

12.2 Specific Recommendations for Sticks’n’Sushi 
11. Increase performance by the parameter informative content  

Informative content can lead to true loyalty; however, as members who have joined due to this 

parameter are not truly committed, performance on this parameter is not accepted. 

 

12. Upload interesting posts which encourage members to participate 

The lowest degree of commitment is achieved within the joining motive participation, which 

indicates a poor performance; hence, increase performance in relation to this parameter to turn 

the uncommitted users into committed users. This parameter does not create true loyalty; 

however, it does strengthen relationships and creates an interaction within the community and 

positive word of mouse, which is beneficial for the company. 

 

13. Implement the “50-30-20 rule” 

Develop your brand community on 50% informative content to build relations with existing 

members, 30% financial incentives to attract new members and reward existing ones, and 20% 

influence to create a value proposition by involving the users in the company’s initiatives. Do 

not waste time on entertainment. 

 

14. Implement Deals to improve Brand Choice 

The performance within three of the commitment categories is acceptable; however, when it 

comes to choosing the brand, Sticks´n´Sushi is not a solitary choice. In order to improve brand 

choice and increase period of trial, it is recommended that Sticks´n´Sushi implement Deals.  

   

15. Adapt the marketing effort based on profitable users 

A-consumers: In order to increase loyalty among the A-consumers and transform them to 

truly loyal consumers, it is recommended that Sticks’n’Sushi focuses on the parameters 
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informative content and influence with the intention of involving the users and building 

stronger relations. Reward loyal members with affordable discounts.  

B-consumers: Build stronger relations with the B consumers by offering them informative 

content, financial incentives and offering them the possibility of having an impact on the 

company’s initiatives. 

C-consumers: As C-consumers have merely joined Sticks'n'Sushi's Facebook Page to gain 

financial advantages and informative content, it is recommended that the company merely 

allocates few resources to tempt these users with affordable discounts as the actual business 

objective is to upgrade C consumers to B consumers. 
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13. Conclusion 

Several companies including Sticks’n’Sushi have acknowledged the great potential of 

Facebook; however, the successful utilization of the media is for many obscure. Due to a 

competitive landscape where temptations are plentiful, retaining consumers is a tremendous 

challenge for many companies, for which reason creating loyal consumers is more important 

than ever. Therefore, the objective of this research was to investigate to what extent is it 

possible to create consumer loyalty on Facebook and from where does loyalty on Facebook 

emerge? However, parameters leading to loyalty within this research cannot be anticipated as 

being generalizable as it depends on the individual brand community, the company and the 

industry; thus, these findings should be seen as guidelines for a company’s appearance on 

Facebook. 

Today, the postmodern network society has caused a change in the media landscape where the 

Internet is capturing more and more attention. A multi-individual consumer universe driven by 

fragmentation and hyper-reality is born with traces of fading brand commitment and 

diminishing trust in advertising. For online marketers, it is important to understand the 

perspective of new media where the consumer is in focus and to acknowledge the power of 

word of mouse in order to obtain loyal consumers. It is no longer enough to push the product 

towards the market; the product has to pull the market in through channels such as social 

media where listening, engaging and commercial honesty are vital.  

 

The fragmentation of users is also depicted in a dissimilarity of motives for joining an online 

brand community. However, it can be concluded that common joining motives are 

participation, dialogue, entertainment, social identity, influence, informative content and 

financial incentives, with the last two mentioned being the most attractive joining motives. To 

determine Facebook’s effect on loyalty, a LP-model was developed based on the above joining 

motives. The research resulted in 12 hypotheses being rejected and 16 being accepted. It can 

be concluded that coherences between joining motive and the ability to create loyalty on 

Facebook can be found; where the parameters informative content, financial incentives and 

influence lead to true loyalty. It can further be concluded that level of satisfaction can increase 

due to the parameter dialogue, and that both dialogue and participation can increase relations 

with the users. Moreover, participation solely increases word of mouth. Therefore coherences 

exist in three instances, and pseudo loyalty is created in four of the instances.   
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Companies operating on Facebook should concentrate their efforts on increasing consumers’ 

perceived value in order to create loyal consumers. Maintaining a consistent performance at 

every brand touch point and a gradual measurement of loyalty is essential. It is vital to 

consider whether the users within the online brand community are even interested in having a 

conversation with the company or whether they are there for other reasons. Creating a value 

proposition for the user in order to illuminate a reason for them to stay is therefore crucial; 

wherefore, merely creating a Facebook Page is not synonymous with loyal consumers.  

 

The technological diffusion has also created an era where the traditional loyalty programmes 

have moved into the digital world. The introduction of Deals as a competitive evolution of 

Facebook Places, will connect the shady ends, which will make Facebook a complete platform 

offering the possibility of enhancing loyalty and sales. By utilizing consumers as a marketing 

channel, the commercial potential of Facebook entails companies’ ability to attract more and 

potentially new consumers through mobile communication and place relevant messages to 

relevant target groups adapted to the location. However, a tendency to prefer the most 

affordable Deal over favoured brand combined with privacy issues in relation to location 

check-ins poses a challenge for companies. It can be concluded that Facebook Places in 

connection with Deals has to be used in combination with Facebook Pages where loyalty can 

be created and maintained. A higher degree of brand loyalty affects a stronger coherence 

between Facebook Pages and Places, hence a higher exploitation of Deals. Moreover, a 

beneficial synergy arises by using the Page to inform the users about affordable Deals. It is 

found that the Individual Deal retains the strongest commercial potential and used in 

combination with Loyalty or Charity Deal, it will provide companies with an extensive 

competitive advantage.  

 

A strong brand does not guarantee loyalty on Facebook. Even for strong brands, building a 

vibrant community involves more resources than merely linking together a group of social 

media functions.  

Measuring performance of a company’s brand community by its number of members or likes 

is therefore not perceived as valid indication as no proofs for revisiting the Page or actually 

being profitable consumers exist. Therefore, measurement has to be based on number of loyal 

consumers and the company’s ability to increase the online retention rate. The implementation 
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of Facebook Deals makes it easier to measure the commercial potential by number of check-

ins, though only in regard to sales, not loyalty. However, the number of non-profitable 

members within a brand community is not invaluable; they are valuable assets for spreading 

awareness, positive word of mouse and generating contents to improve the attractiveness of 

the Page. However, the objective is a majority of loyal profitable consumers. 

 

For companies utilizing Facebook, the possibility of gaining pseudo loyal members is 

inevitable. It is vital that companies allocate their weighty resources to the right initiatives as it 

minimizes the risk of losing members to competing brand communities. Even though pseudo 

loyal members to some extent can actually be profitable consumers, investment in the most 

committed and profitable consumers is recommended. Moreover, for companies to conquer 

one of the main challenges of the social era, a segmentation of A, B and C consumers is 

crucial for determining coherence between Facebook membership and actual purchase as the 

higher the buying frequency, the stronger the brand commitment, which leads to a higher 

degree of loyalty towards the brand. By segmenting the users into groups of purchase 

frequency, companies are able to gain an indication of the number of actually profitable 

consumers and merely brand worshippers within their brand community. Developing a 

specific communication strategy for each segment enables companies to utilize different 

parameters depending on the vision being acquiring new consumers or maintaining the 

existing consumers; hence, the importance of understanding each segment’s joining motives is 

crucial for offering them the right parameters. 

 

For companies, creating a small community of members with some degree of loyalty is far 

more valuable than building a massive community based on members with an indifferent 

brand attachment. Facebook as a marketing tool can be a pitfall for many companies if not 

utilized strategically correct. Moreover, companies’ return on investment cannot solely be 

calculated in tangible benefits as the value of social media involves receiving valuable 

consumer feedback, building relationships and spreading powerful peer-to-peer 

recommendations. However, it is vital to ensure that the established relations are based on 

actual consumers as no company can survive based on loyal non-profitable consumers.  
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14. New Perspectives	  
 
    Is Facebook for all industries? 

In this research, it was illuminated that no precise answer was to be found in relation to 

whether Facebook is suitable for all industries. Companies operating in Business to Consumer 

markets are perceived to be obvious companies for implementing Facebook; at least, that is the 

opinion of the experts in the industry. However, knowledge in relation to companies operating 

in Business to Business markets and their suitability in relation to Facebook is unidentified. 

This research delimitated the area of focus to the Business to Consumer market as literature 

and case study utilized shed light from a consumer perspective. An interesting angle for a 

future study would therefore be to examine whether Facebook is suited for all companies in 

the Business to Consumer and Business to Business market or whether some characteristics 

differentiate.  

 

Is there any coherence between parameters and industry? 

This research found that three parameters, informative content, financial incentives and 

influence create true loyalty. Additionally, research illuminates that the composition of 

parameters depends on brand and industry. Therefore, an appropriate angle as a future study 

would be to examine whether any coherence between parameters leading to loyalty and 

industry exists. With the utilization of the parameters found in this research as a foundation, a 

future research could investigate companies across industries in order to clarify whether 

coherence between parameters leading to loyalty and industries exists. In that case, results of 

this research would to a larger extent become generalizable. 

  

Strategies for Customer Relationship Management  

A consumer-oriented strategy together with maximizing the life-time value of the consumers 

is vital in today’s competitive landscape where loyalty creation is reached through relation-

building. Utilizing strategies found through this research in combination with developing and 

implementing a CRM strategy will effectively help the company in maintaining its loyal 

consumers and assist in value creation. However, development and implementation of a CRM 

strategy is a sustained process and requires its own research in extension to this research, 

wherefore this is perceived as an interesting angle for a future research.  
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Appendix 1 
Interviews distributed by age in each stratum 

  

 Source: Komfo [2009]; Own further development and calculation [2011] 

Appendix 2 

Interviews distributed by gender in each stratum  
 

 

Source: Komfo [2009]; Own further development [2011] 
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Appendix 3 

   Overview of interviews and respondents of the qualitative research 

Type of interveiw Name & Area of 
business 

Company & title Month 

Expert interview Anders Colding-
Jørgensen, Internet, 

Social media & 
psychology 

Virkeligheden.nu,  
Internet Psychologist, Owner 

June 

Expert interview Pål Heick,  
Digital 

communication 

Creuna,  
Senior Consultant, User Experience 

June 

Expert interview 
(Telephone 
interview) 

Lars Holmgaard 
Christensen, Digital 

new media 

The Danish media & school of 
journalism, 

Head of Research - New Media 

June 

Expert interview Daniel Bæk,  
Social Media 

Nodes, 
Partner at Nodes & lecturer at CBS 

June 

Expert interview Rasmus Møller  
Nielsen, 

Social Media  

Komfo, Social Media Agency 
Managing Director 

June 

Expert interview Magnus Barsøe 
Business 

development  

Dwarf, Web Agency 
Business development Manager 

June 

Case interview Christian Hansen 
Kamhaug, 

Social Media 

SAS 
Head of Social Media 

June 

Case interview Jakob Holm Kalkar,  
Digital 

communication 

Carlsberg Group, 
Media and Digital Director 

June 

Case interview Jakob Gaard Nielsen,  
Social Media & CSR 

Sticks’n’Sushi, 
CSR & Social Media Director 

March 

User interview Frederik Winther Fundraiser June 

User interview Henriette Jacobsen Nurse June 
User interview Peter Brandt Police officer June 
User interview Siw Andersen Student June 

User interview Anja Svendsen Student & waitress June 

User interview Christoffer Nielsen Insurance consultant June 

User interview Nanna Berg Student June 
User interview Maria Rasmussen Nurse June 

User interview Christina Holm Sales assistant & buyer June 

User interview Frederik Birkedal Student June 

User interview Clara Christiansen Student June 

User interview Tim Andreasen Sales & marketing co-ordinator June 
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Appendix 4 
Maslow’ Hierarchy of Needs’ adaption to Social Media 

 

Source: Antonios [2010] 

Appendix 5 
AIDA(S)  

Source: Bhasin [2010] 
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Appendix 6 
The Brand Touchpoint Wheel 

 
                                   Source: LOOP Associates [n.d] with own development [2011] 

 

Appendix 7  
Retention rate 

 

 

 

 

 

 

 

 
                       Source: Jacobsen [2000] 
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Appendix 8 

Calculation of commitment segments 
Point scale of answers: 

 Possible answers Points 
18. Hvor tilfreds er du 
generelt med 
Sticks’n’Sushi? 

Ekstrem tilfreds 1 

 Meget tilfreds 2 
 Rimelig tilfreds 3 
 Lidt tilfreds 4 

 
Overhovedet ikke 

tilfreds 
5 

   
19. Er det vigtig for dig 
at have andre 
alternativer at vælge 
imellem end 
Sticks’n’Sushi? 

Overhovedet ikke 
vigtig 

1 

 Lidt vigtig 2 
 Rimelig vigtig 3 
 Meget vigtig 4 
 Ekstrem vigtig 5 
   
20. Er det vigtigt for dig, 
det er mærket 
Sticks’n’Sushi du 
vælger? 

Ekstrem vigtig 1 

 Meget vigtig 2 
 Rimelig vigtig 3 
 Lidt vigtig 4 

 
Overhovedet ikke 

vigtig 
5 

   
21.I hvor høj er du i tvivl 
om du skal købe 
Sticks’n’Sushi frem for 
andre konkurrenter? 

Overhovedet ikke i 
tvivl 

1 

 Lidt i tvivl 2 
 Rimelig i tvivl 3 
 Meget i tvivl 4 
 Eksterm i tvivl 5 

Source: Own development [2011] 
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Point scale of commitment segments: 

 
 

Entrenched Average Shallow Convertible Not committed 

Points 4 5-8 9-12 13-16 17+ 

Source: Own development [2011] 

 

Division of users into commitment segments: 

  
Entren-

ched 
 

 
Average 

 

 
Shallow 

 

Conver-
tible 

Not 
committed 

Not 
answered Total 

Total (N) 25 133 142 49 1 32 382 
Commit-
ment (%) 

7,1% 38,0% 40,6% 14,0% 0,3% 0,0% 100% 

Source: Own development [2011] 

Appendix 9 

Facebook insight 

As today’s consumers are depicted as fragmented users, knowledge of user characteristics on 
Facebook becomes advantageous. Facebook Insights offer two types of tools: 

User Insights: This tool provides information of total Page likes or a number of fans, daily 
active users, new likes/unlikes, Like sources, demographics, Page views and unique Page 
views, tab views, external referrers, and general media consumption.  

Interactions Insights: This tool includes daily story feedback (post likes, post comments, per 
post impressions), daily Page activity (mentions, discussions, reviews, wall posts, video posts) 
[Walter, 2010]. Facebook Insights are able to designate the number of users leaving a 
company’s Page.  

  
  
                                                                                    

Source: Walter [2010] 

Facebook Insights also provide companies with the possibility of identifying their retention 
rate in terms of numbers of returned users with the help from number of Page views.  

 

 

Number of users leaving the Page = Daily Unlike / Daily Fan	  

Number of returned users = Number of Page views - Number of unique Page views	  
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Appendix 10 
 
Definition of a Smartphone 

A smartphone is a device that lets you make telephone calls, but also adds in features, which 
can be found on a computer, such as the ability to browse the Internet [About.com, 2011]. 
Today the majority of smartphones have a touch screens and a smartphone is based on an 
operating system, which allows it to run applications, [About.com, 2011]. What differ a 
smartphone from a traditional mobile phone is the ability to download these applications. 
  
Appendix 11 

LBM: The technology – so how does it work? 

LBM is achieved through the use of location data gathered by tracking technology and the use 
of historical location data and real time location data. Location data are derived from pinpoint 
tracking technologies that are either network-based solutions or handset based solutions, and 
relies on a global positioning system (GPS), which allows any device with a GPS receiver to 
obtain a location of a specific device. Assisted-‐GPS, or A-‐GPS, increases the entire GPS 
process due to cellular network towers, which have GPS receivers constantly retrieving 
satellite information and computing this data, which are then passed on to the mobile. Users 
use applications on their smart phones to “check in” where they are and GPS locate the users 
and determine what “venue” they are at. These “check ins” allow their friends to know where 
they are or where they frequently go. Using these tracking technologies, marketers can target 
advertising messages to specific consumer groups or to individual consumers, based on the 
geographic position of the user [Howard, 2010].  
 

Appendix 12 
Age and gender distribution 

 
Source: Own development [2011] 
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Appendix 13 
Rejection or Acceptance of Hyphotheses  

 

 Loyalty parameters 
Joining 
motives      
(% and N) 

Word-of-
mouse Relationship Brand 

preference Satisfaction 
Loyalty 

Participation  
(11%, 37 users) 

X              
(51%) 

X            
(60%) (43,2%) (48,6%) Disloyalty 

Informative 
content     
(86%, 302 users) 

X              
(63,3%) 

X           
 (75,5%) 

X         
(63,6%) 

X            
(71,3%) Loyalty 

Dialogue  
(13%, 44 users) (43,4%) X           

 (57,7%) (45,5%) X           
(52,4%) Disloyalty 

Social identity  
(26%, 90 users) 

1. 1. Status 
2. 2. Community 

(43,8%)1 
(40,7%)2 

(43,8%)1 
(39,0%)2 

(31,3%)1 
(27,1%)2 

(37,5%)1 
(37,3%)2 Disloyalty 

Financial 
incentives  
(43%, 166 users) 

X             
(84,8%) 

X            
(78,8%) 

X         
(89,4%) 

X           
(81,5%) Loyalty 

Influence  
(22%, 78 users) 

X             
(66,7%) 

X            
(71,8%) 

X         
(67,9%) 

X           
(74,4%) Loyalty 

Entertainment 
(2%, 8 users) (12,5%) (37,5%) (0,0%) (12,5%) Disloyalty 

*The italic figures illustrate the unfulfilled parameters (below 50%) 
Source: Own development [2011] 

 

Appendix 14 

Calculations for the Financial Model 

 

Source: Own development [2011] 
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Appendix 15 
Division of revenue contribution (frequency) 

 

Source: Own development [2011] 
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Appendix 16 

Questionnaire composition and layout
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Appendix 17 

Summary Report of the quantitative research 

1. Hvad er dit køn? 

 

2. Hvor gammel er du? 

 
3. Hvor bor du? 

 

4. Er du tilmeldt Sticks’n’Sushi Facebookside? 

 

5. Hvor ofte handler du hos Sticks’n’Sushi per halve år? 

 

6. Hvorfor er du medlem af Sticks’n’Sushi Facebookside? 
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7. Hvorfor læser du en opdatering fra Sticks’n’Sushis Facebookside? 

 

8. Kryds venligst af, hvor ofte du deltager aktivt på Sticks’n’Sushis Facebookside. 

 

9. Du bedes notere, hvorvidt aktiv deltagelse passer på følgende udsagn: 
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10. Du bedes vurdere, hvorvidt information på Sticks’n’Sushis Fcebookside påvirker din 
opfattelse af Sticks’n’Sushi: 
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11. Kryds venligst af, hvorvidt mulighed for dialog med virksomheden på Facebooksiden 
påvirker din opfattelse af Sticks’n’Sushi: 

 

12. Hvor enig er du i følgende udsagn: 
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13. Du bedes notere, hvorvidt det økonomiske incitament på Sticks’n’Sushis Facebookside 
påvirker din opfattelse af Sticks’n’Sushi: 
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14. Hvor enig er du i følgende udsagn vedrørende vigtigheden af din indflydelse på 
Sticks’n’Sushis Facebookside:  

 

15. Hvorledes passer nedenstående udsagn på din opfattelse af underholdning på 
Facebooksiden: 
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16. Du bedes venligst vægte nedenstående parametere alt efter, hvor vigtig du synes, de er på 
Sticks’n’Sushis Facebookside.   

 

17. Er du fan af andre sushiudbydere her på Facebook? 

 

18. Alt taget i betragtning, hvor tilfreds er du generelt med Sticks’n’Sushi? 
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19. Hvor vigtig er det for dig at have andre alternativer at vælge imellem end Sticks’n’Sushi, 
når du skal købe sushi? 

 

20. Hvor vigtig er det for dig, at det er mærket Sticks’n’Sushi, du vælger frem for andre 
sushiudbydere, når du skal købe sushi? 

 

21. I hvor høj grad er du i tvivl, om du skal vælge Sticks’n’Sushi frem for andre 
sushiudbydere, når du skal købe sushi? 

 

22. Hvor køber du for i gennemsnit pr. gang, når du handler hos Sticks’n’Sushi? 

 

23. Hvad er hovedårsagen til, du handler hos Sticks’n’Sushi? 

 

24. Bruger du Facebook Places på mobilen til at checke ind? 
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25. Hvorfor burger du ikke Facebook Places? 

 

26. Hvor ofte checker du ind? 

 

27. Hvor sandsynligt er det, at du vil benytte dig af disse Deals? 

 

28. Ville du købe hos en anden sushiudbyder end Sticks’n’Sushi, hvis konkurrenten tilbød en 
bedre Facebook Deal? 

 


