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Abstract:   

The purpose of this study is to explore the application of social media for enhancing brand 

awareness in healthcare organizations. Adopting an interpretive, single case study approach, 

the study focuses on the use of social media in an international organization in the health care 

industry. A qualitative research has been conducted to investigate the research phenomenon 

and Roche DC has been chosen as an empirical case organization. The study focuses on the 

opinion of healthcare organizations as well as health consumers in order to identify the current 

status, trends and beliefs about usage of social media in promoting brand. The research reveals 

that social media enable and facilitate the shaping of organizational communication and 

marketing practices and enhance organizational reach to a wider audience.  

The empirical evidences indicate that healthcare organizations have to move forward and 

engage with their customers more effectively via social media as it is efficient. The results 

depict that health organizations can benefit from the use of social media as social media can be 

used for different activities such as customer engagement, dissemination of news and 

information, patient education, and advertising new products and services. The study also 

identifies that the most widely used social media platforms are social networking sites such as 

Facebook, Twitter and Online Communities. Health organizations use these social networks 

primarily for marketing and communication purposes, while patients also benefit from the use 

of social media through sharing experiences, obtaining information, networking, receiving 

support, and tracking personal progress. An important finding of study is that health 

organizations use social media mostly as a one-way or ``push`` communication channel rather 

than a two-way communication. Therefore, the study recommends that healthcare organizations 

should use social media as a two-communication channel to meet their customers´ needs, allow 

users to participate, value feedback, receive information and share ideas, thereby garnering 

consumer´s trust. 

Limitations: This study focuses only on a small segment and single unit analysis i.e. usage of 

social media, therefore future research should further investigate financial, technological, 

ethical, legal, and security issues concerning the use of social media in healthcare. 

Keywords: Social media, communication and marketing, healthcare, consumer brand 

engagement 
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1. Introduction 
 
Social media is a powerful tool that can effectively and efficiently connect businesses with their 

customers. Engaging stakeholders through social media could potentially lead to cultivate 

relationships, thus, developing a presence on multiple social media websites such as Facebook, 

Twitter and Instagram are essential for firms to engage with the audience. Having a profile on 

a social network promotes business online and can provide marketing managers with new tools 

to precisely assess customers´ needs. (Shaver, 2007) Studies show that companies which utilize 

social media engage directly with consumers and thus have a greater opportunity to reach 

customers and increase the likelihood that those customers will make a purchase (Naveed, 

2012). Likewise, Dan Shaver (2007) argues that customers are being influenced by social media 

and to attract customers positively toward a product, a company needs to build a strong social 

media presence. However, research shows that many managers particularly health professionals 

have been slow to recognize the need for effective use of social media. (Househ, 2013)  

1.1 Topic 

In today’s technology driven world, social networking sites have become an avenue where 

companies can extend their marketing campaigns to a wider range of consumers. Social media 

marketing is defined as a “connection between brands and consumers`` (Felix, et al., 2016) 

Most of the companies merge social media into their marketing strategies to improve customer 

engagement and brand awareness. (Wang & Kim, 2017). 

Accordingly, social media is also increasingly being integrated into a healthcare sector because 

it provides healthcare organizations with tools to share information, to debate health care policy, 

to promote health behaviors, to engage with clients, to educate and interact with patients and 

caregivers and to coordinate with health institutions. Hence, adoption of social media 

applications in healthcare sector is expected to increase. (Cooper and Kar, 2014) 

Keeping in view the emerging role of social media in health sector, this research seeks to 

understand and explore social media usage in healthcare sector. The study attempts to link 

health sector and social media efforts to factors such as brand promotion and user-engagement. 
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1.2 Importance and Relevance 

Social media can relate to all aspects of our lives, including our health and well-being. In this 

regard, many healthcare organizations have developed social media tools to communicate with 

the consumers. For people with chronic diseases, it can also provide the environment and the 

tools for knowledge and experience sharing and to form relationships with people with similar 

conditions. Therefore, it is important for healthcare organizations to adopt social media usage 

in health care and take the growing opportunities of social media for health promotion. (Griffis 

et al.,2014) 

Furthermore, health care organizations use social media for many purposes such as 

communicating with the community of patients; enhancing organizational visibility; marketing 

products and services; promotions of health messages; providing a channel for patient resources 

and education; and providing customer service and support.(Curry et al.,2014) It has been 

estimated that 70% of U.S. health care organizations use social media, with Facebook, Twitter, 

and YouTube being the most popular. (www.cms.gov/Medicare) 

 

Several studies identified that the use of social media can greatly enhance the image and 

visibility of healthcare organizations. One of the studies reveals that 57% of consumers 

mentioned that an organization’s social media presence would strongly influence their choice 

regarding where to go for services. A strong social media presence was also interpreted by 81% 

of consumers as being an indication that a healthcare organization offers cutting-edge 

technologies (Peck, 2014). In another study, 12.5% of surveyed health care organizations 

reported having successfully attracted new patients through the use of social media. (Househ, 

2013) Researchers identify several benefits of using social media in health care. The major 

benefits include: a better relationship between patients, service providers and health policy 

makers; social support; self-care; information sharing; a greater accessibility to health 

information that is in line with users’ needs. (Grajales et al., 2014) Despite all these, yet, most 

of healthcare stakeholders are not cognizant of the impact of social media, their potential 

applications in daily activities and related procedures for minimizing inherent risks threaten 

patients and are not ready to face these challenges. (Househ, 2013)  

There is, therefore a gap in extant research (Moorhead et al., 2013) when it comes to effective 

use of social media and the challenges encountered by healthcare sector. This gap is a very 
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interesting area of research as there are fundamental differences between business organizations 

and healthcare organizations in their approach towards customers (Purdy, 2011). Moreover, the 

area of research is very relevant as in Denmark, 1.7 million people suffer from a chronic disease, 

50% of whom suffer from more than one chronic disease.  Public health expenditure has been 

increasing for a number of years. It has increased by 31% between 1999 and 2008, from 95 

billion to 124.7 billion DKK whereas, 80% of healthcare budget is used to treat patients with a 

chronic disease. Additionally, more chronic patients and a tighter economy give rise to consider 

alternative methods of prevention that can support and help people with a chronic disease. The 

state, regions and municipalities are focusing on developing concrete proposals on how to 

prevent chronic diseases. New and more effective preventive methods are envisaged so that the 

cost of treatment does not explode in the future. Consequently, the area of prevention and 

treatment for chronic diseases is extremely important to address. Preben Rudiensgaard, former 

administrative medical officer of Danish Healthcare, recognizes that preventive health service 

faces a major challenge. (Den Nationale Sundhedsprofil, 2010) 

The rate of social media adoption by health care organizations is increasing. In this context, 

Danish Regions in collaboration with the Diabetes Association, the Heart Association, the 

National Hospital, the Lung Society, the Central Denmark Region and Sundhed.dk, decided to 

develop and test six social networks on the Internet. The purpose was to provide patients with 

a better life by offering social and psychological support as well as developing more knowledge 

about their own disease through web-based communication with relatives, health professionals 

and other people with the same disease. (Evaluering af patientnetværk, 2009) Thus, the usage 

of social media in the health sector becomes very relevant. It is expected that this research will 

endeavor to give an insight to healthcare organizations on the challenges and benefits of the use 

of social media as a cheap medium for engagement and communication with patients. The 

insight could be used strategically in order to become more efficient and fit for today’s 

environment. 

1.3 Motivation 

Health literature reveals that patients are increasingly expecting to be involved in their own 

illness and assume responsibility for their own health. Thus, the traditional passive role that 

patients have had in the health care system is being replaced by a new and more active patient 
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role in connection with medical choice, diagnosis and treatment. However, for many healthcare 

organizations, integrating social media into their marketing strategy is very challenging due to 

medical regulations and patient privacy and security reasons. (Moorhead et al.,2013)  

This emerging role and the use of social media combined with patient´s active participation in 

healthcare organizations such as Roche Diabetes Care constitute the motivation to further 

investigate the area in detail. Hence, the purpose of this study is to explore the social media 

usage in a healthcare organization and how social media has become the preferred medium for 

organization-to-patient, patient-to-organization and patient-to-patient communication. 

(Househ, 2013) As social media becomes a marketing and communication tool for businesses 

and has an impact on global health care, it is a topic worth exploring as there are significant 

benefits and drawbacks that it can pose to both patients and healthcare organizations. (Purdy, 

2011) 

1.4 Problem formulation 

Social media is used for organization communications and marketing activities in order to 

promote organization´s business objectives. Accordingly, Roche Diabetes Care (DC) 

established its presence on Facebook, Instagram, Twitter and You Tube. Roche DC uses social 

media to engage various stakeholders, promote peer-to-peer learning and to make 

advertisements. It also uses social media to reach out to followers about products, services, 

discounts, newsworthy events, and health information. (Ventola,2014) 

 

In the past, people only had access to a limited number of information channels, resulting in 

one-way communications that did not allow for choice or feedback. Organizations used these 

channels to send messages directly to their customers without considering their interests. This 

has changed with the introduction of web 2 and social media, as they allow audience to 

participate in a dialogue through two-way communication. (Househ, 2013) However, in the 

health sector we have not yet seen all of the ways in which social media technologies have been 

used for two-way communication, hence this study seeks to learn and become familiar with the 

ability of social media that prepares health organization to promote preventive health care and 

foster two-way communication.  
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The opportunities provided by social media, coupled with the willingness of society to use the 

technology and the increasing number of people with a chronic disease, create the motivation 

for the following problem formulation: 

How do healthcare organizations such as Roche DC enhance brand awareness and increase 

customer engagement through social media? 

 

1.5 Delimitation 
The delimitation is necessary in order to be able to examine the study phenomenon in depth 

within the project timeframe. Based on the thesis's problem formulation, the study is limited to 

focusing on the chronic disease diabetes. The disease has a number of characteristics that make 

it suitable for this study. Type 2 diabetes is often referred to as a lifestyle disease and therefore 

there are several organizations and online networks working for preventive treatment that 

people with the diabetes 2 can follow.  

In connection with data collection, it is important that the participants have, to a certain extent, 

the strength, benefit and desire to participate in the research. Therefore, diabetes is chosen as a 

focus of this study instead of other more serious and life-threatening diseases, where the 

organizations as well as patient group can be more difficult to access and investigate. 

The study is limited to one healthcare organization (Roche DC, Denmark) that target people 

with diabetes. Founded in 1896, Roche is one of the world's largest pharmaceutical companies, 

which is also a pioneer in diabetes control. However, it cannot be overruled that other diabetes 

organizations exist, which are not part of this study.  

1.6 Thesis Structure 

The rest of this paper is structured as follows: Chapter 2 describes the case and context of the 

study, followed by chapter 3 which introduces the theoretical grounding of this paper. Chapter 

4 presents research methodology and data collection.  In chapter 5, I then present the findings 

and analysis of data collected. Chapters 6-7 provide discussion and recommendations 

respectively and finally, chapter 8 provides conclusion on the study and answer the research 

question. The thesis is composed of chapters and sections, where the chapters constitute the 

overall structure, while the individual sections and subsections help to make the chapters more 

manageable. 
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To provide an overview of the paper structure, an outline consisting of short descriptions of 

each chapter is visualized in Figure 1. 

 
Figure 1: Structure of the thesis 

 

 

Chapter 1

•Introduction, contains an overall description of the thesis's focus area, social media usage in the health sector.
The problem situation describes the context and the motivation for the problem formulation. The delimitation
specifies the choice of chronic disease, choice of social media and healthcare organization that form the
framework for the study field.

Chapter 2

•The Case Description, describes the case organization and its achievements and endeavors in the field of a
chronic disease and its prevention. The chapter also outlines key concepts as well as an understanding of the
people who participated in the study.

Chapter 3

•Theory, presents and justifies the applied theoratical frameworks and concepts used in the analysis to explore
and examine the use of social media in healthcare context and to analyze what motivates Roche DC and the
customers to use social media for interaction and engagement.

Chapter 4
•Method, delineates the research design and elaborates on the chosen research paradigm. The chapter explains
the choice of adopting interpretive approach based on qualitative research method.

Chapter 5

•Analysis utilizes the chosen framework to explore and analyze the case and the organization.The analysis
consists of three sub-sections, each corresponding to one of the three study questions in the problem formulation.
Analysis of the channels and resources, reveals the degree of participation and the topics discussed. Social
networks analysis informs about the benefits people with a chronic disease get when using social media. Social
media plateform analysis describes Roche DC´s use of plateforms to promote and grow thier brand.

Chapter 6

•Discussion, scrutinizes the methodological decision made, evaluates the process of thesis´creation, and assesses
the theoretical basis and the analytical results.

Chapter 7

•Recommendations, describes the suggestions with a focus on improving and ensuring more engagement and
interaction between the organization and customers. The recommendations may also contribute to the wider
social debate on social media plateforms in the healthcare sector.

Chapter 8

•Conclusion, summarizes the findings presented in the thesis and concludes recommendations based on
answering the problem statement questions.
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2. Case Description 
 

The purpose of the case description is to give the reader an insight into the context and the 

environment in which the study is conducted, including a basic knowledge of diabetes and an 

understanding of the many new and emerging social media channels that help Roche DC to 

build and promote their goals. In addition, the case description includes certain social media 

platforms that Roche uses to engage with their customers. An introduction to the organization, 

which is the primary focus of the study, is also provided. 

2.1 Diabetes and Diabetics 

Diabetes is a chronic disease that most often occurs in two different forms: type 1 diabetes and 

type 2 diabetes. In Denmark, there are more than 320,000 people with diabetes. This 

corresponds to almost 6% of the population. On average, 79 per day get diabetes and about 

200,000 Danes do not yet know they have type 2 diabetes. (diabetes.dk) 

The National Board of Health defines a chronic disease as "a persistent condition that untreated 

leads to poorer quality of life and in critical cases causes death``. It is a constant condition the 

body is in, and a long-term treatment and care is needed for such disease. The National Board 

of Health of Denmark has specifically pointed to diabetes as one of eight chronic diseases that 

require special attention. (Kroniker.dk) 

Type 1 diabetes: It is estimated that approx. 20,000-25,000 Danes live with type 1 diabetes. 

Type 1 diabetes is an autoimmune disease, which means that the body's own immune system 

destroys the cells of the pancreas that produce the vital hormone, insulin. The disease often 

appears in childhood or adolescence, and researchers have not yet been able to find the cause 

of the disease. Due to lack of understanding of the causes of diabetes 1, the disease cannot be 

prevented or cured and is therefore referred to as a chronic disease. (www.sst.dk) 

Type 2 diabetes often become visible at the age of 40 and it is estimated that approx. 245,000 

Danes today live with type 2 diabetes. The disease is often triggered by a modern lifestyle 

characterized by a lack of physical activity and unhealthy eating habits. In addition to the 

lifestyle factors, inheritance also plays a major role, where the risk of developing type 2 diabetes 

is approx. 40% if one of the parents has diabetes and approx. 80% if both parents have diabetes. 

For many type 2 diabetics much of the treatment consists of lifestyle change through healthy 
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eating, more exercise and weight loss. Lifestyle changes are not always sufficient to achieve a 

normal blood sugar level, in these cases the treatment can be supplemented with various forms 

of stabilizing medication. (www.sst.dk 

Subsequently, Roche Diabetes Care (DC) works to ensure that people with diabetes can live 

the most natural life as possible. Roche DC aims to promote the knowledge, tools and 

inspiration to find the best possible balance in life with a chronic disease such as diabetes. 

2.2 Roche Diabetes Care 

Roche is the world's largest pharmaceutical and diagnostic company and is the largest supplier 

of pharmaceuticals to Danish hospitals. Roche Diabetes Care (DC) is one of the largest 

suppliers of blood glucose monitoring equipment. Roche DC is a Danish subsidiary of the Swiss 

F. Hoffmann-La Roche Group, founded in Basel in 1896. Roche was founded in Denmark in 

1970 and became an independent company in 2005. Roche DC plays a major role in the Danish 

healthcare system and has competences and willingness to work for the benefit of diabetics. It 

believes that the best value-based health care and the most effective patient care programs come 

through dialogue and developing collaboration with the customers and the other stakeholders 

in the sector. (www. roche.com) 

 

2.2.1 Roche DC Use of Social media 

The new forms of interaction enabled by social media and communication technologies have 

been useful in mobilizing new and interesting ways of branding and communicating with 

customers. These low-cost, innovative applications are helping organizations to address 

communication and collaborative challenges. (Kallinikos and Tempani, 2014) 

Correspondingly, Roche DC established a social media unit in 2010. It has not been more than 

8 years since Roche DC’s social media team started investing time, money and resources on 

benefitting from social media platforms. Roche breaks new ground in the industry, by becoming 

the first pharmaceutical company to make its social media operating procedures publicly 

available. (www.pharmafile.com) 

Roche DC uses various social media platforms for different purposes. The organization 

acknowledges that blogs, wikis and social networks, like Facebook and Instagram, are changing 
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the way the organization is communicating, interacting, and doing business with patients, 

customers and other stakeholders, but also within the Roche network. Roche recognizes the 

ubiquity and benefits of social media and welcomes its uses; hence the guidelines have been 

developed to help employees avoid the potential risks associated with social media and use the 

platforms in a responsible manner. In addition to public relations, Roche offers creative sales 

promotion campaigns and direct marketing to ensure that customers benefit from high brand 

awareness, profile building and sustained sales. (roche.com/socialmedia) 

Collaboration is the key element of Roche marketing strategy as organizational innovations 

grow from deep partnerships and collaboration with customers and organizations in the 

industry. Thus, Roche DC considers social media as a best tool for collaboration and 

communication. They believe that social media is a useful tool for marketing and branding 

purposes as it helps deliver Roche story in an engaging, consistent and compliant manner. With 

social media, the intent is to enhance opportunities and to provide customers with the 

confidence and knowledge to explore different options to share their story. (Roche, Social 

Media Playbook)  

Social media channels should not be used as one-way publication platforms. They are designed 

to connect with other like-minded people and initiate interaction around topics and events. 

Inserting ourselves into the ongoing or trending conversation as well as posting content that is 

relevant to the community is key in building and nurturing our audiences on social media. 

(Roche Communication Group)  

 

2.2.2 Roche´s Social Media Platform 
 

Roche is one of top 10 pharma companies on social media (socialmedia.biz). Roche DC details 

on its website several social media platforms that it uses, however this study will focus only on 

the platforms used by Roche DC for communicating and engaging with customers. According 

to the employees, the platforms used to connect, communicate with customers and build loyalty, 

include: Twitter, Facebook, Instagram and Discussion Forum called Osmeddiabetes.dk 

 

Facebook: Roche DC created Facebook business page in 2010, since then it has been used to 

share information, advertise new product, promote an event, make an offer and advertise jobs. 

It serves as a venue through which to engage consumers regarding chronic diseases diabetes. 
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Facebook is, however, the least used social platform for physician-patient communication, and 

for medication and clarification of medical tools.  

The reasons for creating a Facebook page was plentiful, from having an opportunity to build a 

community around the organization, to discover more about target audience, and to add a public 

face to Roche brand. Facebook pages help customers to get in touch with Roche, and they give 

the organization a presence on Facebook, so people can get to know Roche better and get in 

touch with it. Facebook's ad formats and pages are designed to capture people's attention and 

encourage action. They provide creative flexibility, work on all devices and are designed to 

help the organization enhance visibility. (All interviews with employees) 

 

 
 Source:roche.com/socialmedia

 

 

Twitter: Roche DC official Twitter handles with news and updates and send out messages 

(tweets). Roche DC issues informative status “tweets” to the media and professional 

community and assures the public that a certain product or service is available for use. 

Roche DC utilizes this social technology to interact with health professionals and customers 

and build loyalty. People want to be informed but they do not want to read long texts and watch 

long news shows to get the information they need. Consequently, Roche makes sure that it 

provides its followers with value-added short messages through tweets.  
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           Source: twitter.com/RocheDiaDK 

Roche considers Twitter as a good 

networking tool and a two-way 

communication. By joining Twitter i.e. 

using it to communicate with audience, 

rather than just sending product 

announcements, Roche presents and 

develops the kind of image that attracts 

their potential customers and refines the 

brand. (Interview, Brand and 

Communication Manager) 

 

 

2.2.3 Discussion Platform: Osmeddiabetes:   

 

In 2015, Roche DC established a discussion forum platform called Osmeddiabetes.dk which 

patient can join for free. The overall purpose of the network is to provide a platform where 

diabetics can socialize with other patients who go through similar life experiences. The network 

strives to provide encouragement, inspiration and advice on how to live a normal life with 

diabetes.  The platform focuses on relevant news, research, events, as well as tips and tricks for 

everyday life with diabetes. Although, the network is primarily intended for people with 

diabetes, family members and friends of those who have diabetes can participate in the network 

on a voluntary basis.  

 

Through the platform, Roche DC encourages patients to seek the advice of a qualified health 

care professional and share their experiences with others. Roche welcomes views that express 

both positive and negative aspects - but comments that do not have a natural connection in a 

discussion can also be removed. The network is perceived as having support, solidarity, and 

companionship. It assists the patients to explore information about their own health through 

different types of available data sources. (roche.com) 
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3. Theoretical Framework and Concepts 
 

This section follows a presentation and discussion of the theoretical framework that will be the 

basis for this thesis: Social Media Theory, Online Community, Social Marketing Framework 

and Platform Business Model Theory. These theoretical frameworks have been selected based 

on the relevance for the problem formulation presented in the introduction, and they will be the 

means to investigate and analyze how Roche DC promotes its brand awareness through social 

media. In addition, each theoretical explanation will be followed by a literature review, where 

the published literature is critically analyzed, and the most relevant topics are summarized, 

compared and evaluated. 

The concept of Social Media is presented from Kaplan & Haenlein, (2010). The concept is used 

to define the social media platform where people meet to interact and share information with 

each other. The study phenomenon, social media usage in a healthcare organization belongs to 

this concept of social media. In addition, the Honeycomb Model by Kietzmann et al., (2011) 

will be applied to compare and contrast the functionalities and implications of different social 

media tools used by Roche.  

Online Community refers to a group of people who regularly meet to share information and 

knowledge based on their common interests through computer-mediated relationships. The 

framework of Sociability and Usability in Online Communities by Preece, 2001 will be used to 

explore and examine how customers come together to get and share information and to learn 

about Roche DC and its product and service.  

Platforms create communities and markets with network effects that allow users to interact and 

act. Platform is a business model that creates value by facilitating exchanges between two or 

more interdependent groups e.g. consumers and producers. Platform Business Model by Parker 

et al. (2016) can be helpful to examine various tools and services that make it easy for Roche 

and consumers to interact in mutually rewarding way. 

Social Marketing promotes socially beneficial behavior change and has grown in usage within 

the public health community. Social Marketing in Public Health Model by Grier and Bryant, 

(2005) would be a useful tool to explore Roche´s usage of social marketing for fostering 
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preventive healthcare and promoting brand´s purpose. The concept will be also used for 

recommendations in order to make the recommendation theoretically informed.  

An overview of the application of the theoretical frameworks in the analysis section as well as 

in the recommendations is shown in the table below. 

 

3.1 What is Social Media? 

Social Media (SM) has not only revolutionized the way people communicate with each other 

today, but it has created new opportunities to maintain existing relationships and create new 

ones. One of the most common reasons why people use social media is that it is a good 

opportunity to maintain the relationship with friends, acquaintances and family (Coyle & 

Vaughn, 2008). However, the concept is often included in a business context in connection with 

marketing and creating new customers through internet. Thus, the concept of SM is on the top 

of the agenda for many business executives. Firms try to identify ways in which they can make 

profitable use of platforms such as YouTube, Facebook and Twitter. It is therefore reasonable 

to say that SM represent a revolutionary new trend that should be of interest to companies 

operating in online space or any space. (Kaplan & Haenlein, 2010) 
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Social media is a highlighted phenomenon and there is enormous literature that uncovers the 

concept.  In the literature there are several definitions of the concept however, this study will 

adhere to Kaplan & Haenlein (2010) definition of social media. ``Social Media is a group of 

internet-based applications that build on the ideological and technological foundation of Web 

2.0 and that allow the creation and exchange of user-generated content`` According to Kaplan 

& Haenlein Web 2.0. is “... a platform whereby content and applications are no longer created 

and published by individuals, but instead are continuously modified by all users in a 

participatory and collaborative manner” and thus forms the basis for the evolution of Social 

Media. Web 2.0 is about how we interact with websites of any kind allowing users to create 

platforms for interactivity, while social media are the platforms created using these Web 2.0 

technologies to share information amongst our social circle and using this capability to 

strengthen relationships either socially or economically. (Kaplan & Haenlein, 2010) 

3.1.1 Different Types of Social Media 

Social media covers several different types of tools and platforms, such as Blogs, Content 

Communities (YouTube), Collaborative projects (Wikipedia), Social networking sites 

(Facebook), Virtual social worlds. These types of social media have unique features with 

different functions to varying degrees. (Kaplan & Haenlein, 2010) 

Blogs: The phenomenon of micro-blogging focuses on offering real-time updates. Twitter has 

been driving this development since it was founded in 2006. Twitter is a form of blogging as 

blogs and twitter has some things in common, such as sharing information online. These are 

mostly short status updates of what users are doing, where they are, how they are feeling, or 

links to other sites. Twitter can be considered a compressed version of a personal blog, as the 

options of the user are quite limited compared to a blog. (Kaplan & Haenlein, 2010). 

Moreover, a business blog gives business the chance to create a personality online and gives 

people the opportunity to learn about the company. It enables companies to establish and build 

meaningful relationships with their audience, thereby increasing customer loyalty.  A business 

blog can be used as a marketing tool by using it as a forum to offer tips and advice, publish an 

incentives program that encourages referrals, hold contests, answer questions, gather and 

showcase customer stories, and respond to stakeholder comments to maintain the conversation. 

(Castronovo &Huang, 2012)  
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Social Networking Sites: "Social media is about participation" from a participation 

perspective, social media focuses on communication, collaboration and the creation of 

relationships with other participants regardless of geography.  This participation can take the 

form of simply viewing relevant information that was previously hidden from viewing but most 

often it takes the form of communication, collaboration, and connection with anyone, 

anywhere, anytime around the globe.  It is worth noting that it is the use of technology that 

enables people to create relationships with each other, communicate and share information as 

well as knowledge online. (Jue et al., 2010) 

In order to make these exchanges happen, platforms harness and create large, scalable networks 

of users and resources that can be accessed on demand. Social networking sites are applications 

that enable users to connect by creating personal information profiles, inviting friends and 

colleagues to have access to those profiles, and sending e-mails and instant messages between 

each other. Relationships are established by inviting friends and acquaintances to be part of a 

user's personal network. The relationship makes it possible to see each other's profiles and 

communicate with each other. A profile can include images, videos and other personal 

information that reflects the user's identity. Social networks arise when creating a relationship 

between one or more individuals and most people are often part of several social networks. The 

predominant concept today is Social Networking which is associated with the world largest 

Social Network, Facebook. (Kaplan & Haenlein, 2010). 

 

Facebook: FB is the world’s largest social network with over 2.32 billion monthly active users 

(MAU) as of December 31, 2018. (Source: Facebook 31/1/19) Facebook was founded in 2004, 

but its popularity exploded in 2006, when Facebook opened its membership beyond students to 

anyone over the age of 13.  ``Facebook’s mission is to give people the power to build 

community and bring the world closer together. People use Facebook to stay connected with 

friends and family, to discover what’s going on in the world, and to share and express what 

matters to them``. (newsroom.fb.com) 

According to Nadkarni and Hofmann (2012), a major motivator of Facebook use is the need to 

belong which is the basic drive to form and maintain relationships. This need can be met 

through two kinds of affiliation related behaviors: information seeking (using FB to learn about 

others) and communication (using FB to communicate with others). The two factors can be 

motivational on its own or they can coexist. (Nadkarni & Hofmann, 2012) 
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Access to Facebook is free of charge, and the company earns most of its money from 

advertisements on the Web site. Facebook represents a continually evolving marketing platform 

and communication channel and is therefore simply too big to be ignored by companies as an 

on-going part of their digital marketing communication. It also noted that the bottom-up, peer-

to-peer connectivity among Facebook users makes it easier for businesses to connect their 

products with consumers.  (Facebook, 2018) 

 
Monthly Users of Different Social Media Tool  

     
 

 

Source: https://www.searchenginepeople.com/blog/925-business-blogging.html  

 

The above figures depict that Facebook continues to dominate other social media tools in terms 

of its share of social media referrals. Due to its size, Facebook is a starting place for many 

businesses on social media. Facebook not only offers various advertising programs, but it also 

enables companies to create their own customized profile and share important information in 

the creation of their own brand community.  

 

Facebook provides companies with the unique opportunity to very specifically target users and 

generate a two-way communication with consumers. Internet user is no longer considered as 

an information consumer but more as a content producer. Consumers are now utilizing digital 

platforms to create, modify, share, and discuss Internet content. It appears that corporate 

communication has been democratized and the power has been taken from those in marketing 

and public relations by the individuals and communities that create, share, and consume blogs, 

tweets, and Facebook entries. (Castronovo &Huang, 2012)  
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3.2 The Honeycomb Model  

The Honeycomb framework by Kietzmann et al., (2011) describes seven functionality blocks 

of social media: identity, conversations, sharing, presence, relationships, reputation, and 

groups. Utilized individually and together, these blocks can help mangers to make sense of the 

social media ecology, and to understand their audience and their engagement needs. The 

Honeycomb of social media (Figure 2) explains how companies can use the framework to 

understand the functional features of various social media activities and illustrates the 

underlying implications that each block presents to firms as they seek to grasp the engagement 

needs of their social media audience. (Kietzmann et al., 2011) 

Figure 2: The honeycomb framework of social media – Functionality vs. Implications  

 

    Adopted from Kietzmann et al., 2011    

 

The seven functional building blocks of the framework allow firms to explore and analyze a 

specific facet of social media user experience, and its implications for firms. These building 

blocks are neither mutually exclusive, nor do they all have to be present for platform to be a 

social media. They are built to enable firms to make sense of how different levels of social 
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media functionality can be configured. When examining the social media ecology, it appears 

that many sites have struck a careful balance among the different blocks of the honeycomb. 

Some focus more on identity, some more on sharing, however no major social media sites focus 

solely on just one block.  The framework explains how firms should develop strategies for 

monitoring, understanding, and responding to different social media activities.  (Kietzmann et 

al., 2011)    

TABLE 2: Social Media Tools and Their Objectives  

Tools  Objectives  

Blogs  

 

§ Increase online visibility 

§ Build meaningful relationships 

§ Increase loyalty  

Facebook  

 

§ Advertising 

§ Develop a community 

§ Target specific audiences 

Twitter 

 

§ Customer engagement 

§ Monitoring brand´s reputation in real time 

§ Sharing thoughts & participating in industry conversation 

§ Obtaining customer feedback 

Chat Rooms  

 

§ Improve customer service 

Create sense of community 

Garner customer feedback 

You Tube  

 

§ Harness power of video to increase effectiveness 

§ Attract customers 

§ Videos as marketing tool 

LinkedIn 

 

§ Connect with professional Communities 

§ Recruiting freelancers, permanent hires and interns 

Source: Adopted from Marketing Communication Model by Castronovo &Huang, 2012.  
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The above table illustrates that social media is not only a marketing tool but it can be used in 

every area of a business, such as brand awareness, engagement, recruitment, build community, 

customer support and much more. Castronovo & Huang (2012) describe social media as viable 

components of integrated marketing communications that can be applied by managers to 

achieve their marketing objectives efficiently. An important aspect of social media is how 

quickly information can spread, which can cause a reaction in community and lead to further 

action. Therefore, it is crucial for companies to pay attention to the development of activities 

in the online community. Social media users have different purposes of interacting online it is 

therefore essential to understand user’s online behavior. (Bryman, 2013) 

3.3 Literature Review 

The literature on use of social media marketing in healthcare is meager, however, the available 

literature does provide various ways in which social media can be used for health promotion 

and education. Garven (2010) states that to understand this new arena of communication and 

marketing, healthcare organizations first have to join the conversation. He explains that power 

of social networking is recognized as the single most effective form of advertising. To get hold 

of this social phenomenon, organizations must begin by investing a small amount of time and 

effort to understand the basics of social networking, thereby organizations have to sign up for 

Facebook and Twitter. Social media is a valuable and effective way to communicate health 

information and to promote preventative healthcare which may help establish a relationship 

between information provider and seeker and overcome the barrier of lack of credibility and 

trust. (Garven, 2010) 

Sarringhaus (2011) describes social media as an untapped innovative resource in the healthcare 

system. If used properly, social media can provide organizations with strategic and competitive 

advantage in connecting and retaining patients and consumers. Consequently, social media has 

increasingly become an integral part of everyday life for many people. The degree to which 

each user uses social media varies and the application and purpose of use can vary for the users 

over time. (Kaplan & Haenlein, 2010) With the growing availability and use of the Internet and 

social media globally, healthcare organizations should consider incorporating these social 

technologies into their educational, outreach and marketing programs (Purdy, 2011).  
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Kaplan & Haenlein (2010) point out that Web 2.0 and social media are interrelated as the main 

concept of Web 2.0 was many-to-many content. Individuals could set up their own websites 

and blogs, post videos, and fill the web with user-generated content. The term Web 2.0 

developed by O ́Reily (2005) differs from Web 1.0 as it facilitates two-way communication and 

interaction between multiple users on the Internet; Facebook and Twitter are classic examples 

of this technology. The reason for a new version of the internet is that Web 1.0 lacked editing 

capability and did not support the interaction, as the Web was originally intended to publish 

and deliver. In order for the internet to switch from a publishing model to a more interactive 

one, new features have been applied and added.  Consequently, three key trends introduced 

online that support the change to Web 2.0: 1) Free and Easy Platforms for Communications and 

Interaction, 2) A Lack of Imposed Structure, and 3) Mechanisms to Let Structure Emerge. 

(O'Reilly, 2007) Thus, Web 2.0 is about how we interact with websites of any kind allowing 

users to create platforms for interactivity, while social media are the platforms created using 

these Web 2.0 technologies to share information amongst our social circle and using this 

capability to strengthen relationships either socially or economically. (Kaplan & Haenlein, 

2010) 

Likewise, a digital platform is the environment in which a piece of software is executed and 

where content contributors are globally visible. The main objective is to make content widely 

and permanently available to its members, hence platform supports one-to-many 

communication. It allows multiple participants and facilitates exchanges between multiple 

groups e.g. consumers and producers to connect and interact with each other. Users can add 

content in the form of text, videos, music and pictures. It creates and exchange value that is 

proportional to the size of the community. (Parker et al., 2016) A digital platform is worth 

nothing without its community. Platforms such as Facebook, Instagram and Twitter are used 

by the users without having specific technical skills. (McAfee, 2009) To highlight the role and 

significance of these social networking sites (SNS), a comprehensive study conducted on use 

of SNS for health promotion reveals that these sites, along with their interactive functions, offer 

a novel environment in which to deliver health promotion messages. (Gold et al. 2011)  
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3.2 Online Communities 

A company starts with a brand and an audience, and therefore needs to be able to connect with 

its audience in a meaningful way on a regular basis. Although there are several different ways 

to do this, e.g. experiential events, direct marketing campaigns, loyalty programs, etc., having 

an active online community will generate buzz about the company and provide the opportunity 

to engage potential customers. Thus, companies increasingly rely on social networks and online 

communities to enhance socialization and favor information and knowledge sharing, 

collaboration and value creation among users. (Kozinets et al., 2010)  

3.2.1 Sociability and Usability in Online Community 

Preece, (2001) defines Online Community: " any virtual social space where people come 

together to get and give information or support, and to learn or to find company. The community 

can be local, national, international, small or large``. In the creation of Online Communities, it 

is necessary to understand how technology can be involved in supporting social interaction- 

sociability. Sociability is thus concerned with developing software, policies and practices to 

support social interaction online. Whereas Usability is concerned with how intuitive and easy 

it is for users to learn to use and interact with a product. According to Preece, usability means 

that people who use the product can perform quickly and easily to accomplish their tasks. Thus, 

usability is primarily concerned with how users interact with technology, while sociability is 

concerned with how members of a community interact with each other via the supporting 

technology. Any communications software that can be added to an organization´s website is 

regarded as an online community. The hope is that customers will be attracted to the site through 

social interactions. (Preece,2001) 

Sociability: The widespread use of the Internet by millions of diverse users for socializing is a 

new phenomenon that raises new issues and challenges for users. Just designing for usability is 

not enough, companies need to understand how technology can support social interaction and 

design for socialization. The framework suggests three Ps as key components that contribute to 

good sociability. 

Ø Purpose: Emphasizes on common interest, need, information, service, or support that 

gives the individual a reason to be a part of the community and a sense of belonging. 
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Ø People: Refers to people who interact with each other in the community and who have 

individual, social and organization needs. Some of these people may choose to take a 

role in the community, such as customers, facilitators, manager, producers etc. 

Ø Policies: Consists of languages and protocols that govern human interaction and 

contribute to the development of rituals, customs and accepted social norms. Formal 

policies in the form of registration and membership rules and a code of conduct are also 

necessary. 

Defining purposes, people and policies prior to setting up an online network helps shape social 

interaction in online communities. Over time, an online network changes and develops, as it is 

the users who define content and accept the social norms and policies. An Online Community 

will evolve over time, new users will become part of an existing network, while other users will 

leave the community and user roles will change. This development reflects society where social 

roles interact with each other in a network. (Preece, 2001) 

 

Usability: The focus of usability is interaction across the human to computer interface, 

whereas, the focus of sociability is human to human interaction supported by technology. An 

Online Community can have very different purposes and address different audiences, making 

it difficult to assess the success of a network. Users can have different views about the success 

of a network. To assess the success of a network, the number of users, user types, number of 

messages, thread depth, and reciprocity in the network are included.  

Preece describes four important components of usability that deal with the software’s role as a 

medium and a place for social interaction.  

 

Dialogue and social interaction support: The prompts and feedback that support interaction, 

the ease with which commands can be performed, and spatial relationships in the environment. 

Information design. Refers to how quickly, easily and intuitively users can find information 

and how understandable this information associated with the community is. 

Navigation: Represent the ease with which users can move around and what they want in the 

community and associated websites.  

Access: Requirements to download and run online community software must be clear and easily 

understandable.   
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The sociability and usability framework provides a basis for identifying features and measures 

that help to describe success of online communities. The number of users can be a way of 

assessing a network, a more detailed assessment is achieved by analyzing the distribution of 

different user types, from passive users to active regulars and leaders. Number of messages can 

be related to the level of activity on the network and the level of engagement among users 

(Preece, 2001) 

 

This study will focus only on customers (diabetes patients) rather than users in general because 

the intention is to make the research more focused and in-depth. This strategic choice is made 

in order to be more focused with a small section of the phenomenon than the bigger picture as 

it is easy to handle. Focusing on customers rather than on users in general will allow to see 

certain things more clearly and more specifically.  

 

3.2.2 Literature Review 

A large number of scholars have studied online communities, each one provides its own 

definition. Howard Rheingold was the first to coin the concept of ``virtual community``. He 

describes virtual community as “cultural aggregations that emerge when enough people bump 

into each other often enough in cyberspace”. Further, Online Communities are “virtual 

communities which interact and pool resources through computer mediated communication``. 

(Rheingold, 2000) One of social media’s central strength is that it supports the connection of 

ties.  For connecting the weak and potential ties, social networking site (SNS) like Facebook 

and Twitter are great tools to facilitate interactions. SNS is an appropriate tool for people to 

connect to a large number of contacts or audience. (Wasko & Faraj, 2005)  

Further, Wenger (2002) describes online community as a group of people who share a strong 

common interest, form relationships, and interact online. This definition encompasses three 

essential elements required for a successful online community: 1) Domain: sharing strong 

common interest 2) Form Community: sense of relationships 3) Activity: interaction online. To 

build and maintain a thriving online community an organization needs to establish and 

understand the domain of the proposed community and foster a sense of community. The 

domain will thus inspire people to participate in and contribute to the growth of the community. 
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(Wenger et al., 2002) In the case of health communities, domain can be a disease, such as 

diabetes. 

Recognizing the potential benefits and increasing popularity of online community more and 

more healthcare institutions and organizations are adopting social Web elements as 

collaborative tools. However, social Web (Web 2.0) technology alone does not create a 

successful online community. A successful online community is one in which members 

participate actively and develop lasting relationships. (Iriberri & Leroy, 2009) The social aspect 

of the Web was emphasized by Tim O'Reilly (2005) to highlight the value of socialization 

related to people connections, content sharing and co-creation through social networks. 

Increasingly consumers are utilizing platforms such as content sharing sites, blogs, social 

networking, and wikis to create, modify, share, and discuss Internet content. This represents the 

social media phenomenon, which can significantly impact a firm's reputation, sales, and even 

survival. In order to design social media strategies for effective customer engagement it is 

important for firms to know how connected users are online, how people interact and how 

engaged they are on social media. (Kietzmann et al., 2011) 

Bryer (2013) explains the phenomenon by stating that a healthy online community is the one 

in which participatory processes are inclusive and diverse, and in which participants have the 

skills, tools, and confidence to contribute meaningfully to the social, economic, and intellectual 

strengthening of the communities. In order to have a healthy community and to be aware of the 

fact that the participants can be very different from one another, firms need to pay attention to 

the development of activities in the online community. (Bryer, 2013) This is further emphasized 

by Preece 2001 who explains that there are differences between communities and no two 

communities are the same. Therefore, it is essential to recognize the uniqueness of each 

community when identifying determinants of success and devising measures. Online 

Community can have very different purposes and address different audiences, making it 

difficult to assess the success of a network.  

 

3.2.2 Adoption of Social Media in Healthcare 

There has been a considerable amount of research undertaken in the field of social media usage 

for promoting brand´s purpose and enhancing brand awareness, however, not the same amount 

of literature can be found in the field of social media usage in healthcare promotion. 
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Consequently, this thesis will rely mostly on literature about social media marketing as a 

connection between brand and consumers.  

Businesses believe that the major benefit of social media marketing is generating more business 

exposure and to reach wider target audience. Dan Shaver (2007) describes that customers are 

influenced by social media and to attract customers positively toward a product, a company 

needs to build a strong social media presence.  Building a strong social media presence requires 

engaging with the target demographic to build relationships that help brands to build their trust 

and their business. If a company has established good public relations practices, then customers 

will become loyal to the brand. It requires having actual goals and a strategy for the social 

media campaign. (Shaver, 2007) 

On the other hand, social media not only allow users to connect with their immediate networks 

but to also find individuals with similar interests for emotional and social purposes. This has 

led to the rapid expansion and unprecedented popularity of the social media websites. The types 

of interactions which are made possible through an SNS may actually result in a stronger 

relationship than might be possible through face-to-face methods. Consequently, companies 

which utilize social media engage directly with consumers and thus have a greater opportunity 

to reach customers and increase the likelihood that those customers will make a purchase. (Ross 

et al., 2009) 

The importance of social media and its use by healthcare organization is even more pronounced 

when health sector realizes that social media platforms such as Facebook, Twitter, Instagram, 

etc. can effectively and efficiently be used to implement health projects and promote public 

health.  This can also be significantly helpful in raising awareness about chronic diseases, 

increasing stakeholders’ memberships as well as attracting new clients to share experience and 

knowledge. 

3.3 Digital Platforms 

To build an effective online community, companies need platforms as platforms are means to 

bring people together. The concept of platform is radically changing business, the economy and 

society at large. Parker (2016) defines platform as a ``set of digital resources that enable value-

creating interactions between producers and consumers``. Platform invites different types of 
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users mostly producers and consumers to connect and conduct interaction with each other using 

the resources provided by the platform. The overall purpose of a platform is to consummate 

matches among users and facilitate the exchange of good, services or social currency, thereby 

enabling value creation for all participants. (Parker et al., 2016) 

Platforms derive much of their value from the community they serve and interaction on a 

platform resemble any economic and social exchange. According to Parker et al., (2016) such 

exchange consists of three things: information, goods or services, and currency. The platform´s 

goal, then, is to enable producer and consumer to engage in these tree forms of exchange:  

Exchange of information and ease of interaction is crucial to all platforms, irrespective of its 

overall goal. The reason for this is that each interaction begins with the exchange of information 

on the platform itself, as this allows the parties involved to decide whether and how to engage 

in further interaction. 

Exchange of goods or services refer to the items such as a book, or intangible knowledge being 

exchanged by participants of the platform. This exchange of good and services among 

participant may also occur through the platform. Each item exchanged among platform users is 

called value unit. 

A currency refers to money in any form as a medium of exchange. Currency can be of monetary 

form transferred through e.g. credit card payments, PayPal, or Bitcoins etc. Alternatively, there 

are other form of value or other ways in which consumer pay producer through platform e.g. 

number of likes on Facebook, followers on Twitter and views on YouTube may also act as a 

currency. Such a currency is also known as social currency, as it enhances attention, fame, 

influence, and reputation. Whether it be monetary or social currency, the exchange often take 

place on platforms. 

3.3.1 The Core of Interaction: Why Platform Design 

Parker et al. (2016) argue that the basic purpose of a platform is to facilitate the core interaction, 

which they describe as “[...] the single most important form of activity that takes place on a 

platform, the exchange of value that attracts most users to the platform in the first place” (Parker 

et al., 2016, p. 38). The core interaction consists of three key components: the participants, the 

value units, and the filters.  
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The Participants: Basically, there are two participants in any core interaction: the producers 

who create value and the consumers who consume value. When defining the core interaction 

both roles must be clearly described and understood. However, the same user can play different 

role in different interaction as a well design platform makes it easy for users to move from role 

to role.  

The value unit is the beginning of every core interaction, as the producer creates valuable goods 

or services to be exchanged with the consumer. Accordingly, the value unit can be defined as a 

basis for users to decide whether or not to proceed for further exchange.    

The filter is described as “[...] an algorithmic, software-based tool used by the platform to 

enable the exchange of appropriate value units between users” (Parker et al., 2016, p. 40). A 

well-designed filter ensures that users receive only relevant and valuable value units, while 

poorly designed filters present a flood of valueless and irrelevant units to the user, which might 

lead to abandonment of the platform.  

According to Parker et al. (2016) the core interaction explains the why of the platform design 

where the main purpose is to make core interactions possible. Once core interaction is 

completed, value has been created and exchanged among the users through certain platforms. 

The basic structure of most of the platform remains as:  

Participants + Value unite + Filter ® Core Interaction 

3.3.2 Governance 

Platforms manifest architectural and governance rules that seek to balance platform control 

with the necessary incentives for platform participants to engage with the platform and generate 

value for one another. They are enforced rules and regulations that actors need to play by and 

get punished for if not doing so. Parker et al. defines governance as the set of rules with regards 

to who should participate, how to divide the value, and how to resolve conflicts.  

A recognized challenge in developing platform governance is how to establish governance 

mechanisms that appropriately bound participant behavior without disturbing the desired level 

of generativity. In addition, challenges such as monopolization of power or information 

asymmetries may occur, where a participant of an exchange knows the facts that the other 
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participant does not know and uses that knowledge to personal advantage. To avoid or 

overcome such challenges, good governance employs the tools of laws, norms, architecture, 

and markets. (Parker et al., 2016) 

The Norms are reflected by the participants' behavior on the platform. Norms involve a 

recurring sequence of trigger, action, reward, and investment. For instance, the user is triggered 

through an app notification or email, which prompts the user to act as a response. The action 

then generates a reward for the user, who then makes an investment of either time, social capital, 

or money.  

The architecture refers to platform design that intends to support the cyclical pull-facilitate-

match process. The platform design should support the enforced laws by encouraging and 

rewarding good behavior.   

When it comes to platforms governance, the basic principle is to provide quick and open 

feedback when applying rules that define good behavior, but slow and opaque feedback when 

applying laws that punish bad behavior. A platform’s governance also includes incentive 

structures that influence stakeholders´ strategic behavior and the platform´s monetary profits. 

For instance, rewarding someone instantly for doing a good deed through social currency or by 

making a platform user’s posts visible only to him or her so feedback cannot be received. Digital 

platforms tend to engage in strategic actions and exert rules and regulations over participants, 

that are distorted away from pure value creation in the ecosystem, and toward actions that lead 

to higher platform profits. (Parker et al., 2016)    

3.3.4 Literature Review  

The concept of a platform is becoming increasingly ubiquitous across businesses and a range 

of academic disciplines such as management, technology and economics. (Thomas et al., 2014) 

The ubiquity and value-creation opportunities of platforms has resulted in significant attention 

from a broad range of academic scholars and disciplines that created a vast literature base. 

Nevertheless, this study will review only key platform literature focusing on the concept of 

digital platform.    

 Digital platforms are disruptive IT artifacts because they alter conventional market structures 

by decoupling business value chains, and by coupling their core services with other innovative 
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platform derivatives. The phenomenal success of Apple’s iPhone and Amazon’s Kindle 

exemplifies the profound changes in the industrial structure and competitive landscape, blurring 

industry boundaries and creating new threats and opportunities. (Yoo et al., 2010) However, 

many companies do not succeed in becoming platform leaders because their strategies fail to 

tackle adequately both the technology and business aspects of platform. Platforms goal is to 

target two or more groups intended to use the platform, hence it must be able to connect and 

allow new and even unintended users. Thus, the platform format mostly consists of producers 

and customers. The producers provide some sort of tangible or intangible value to the 

customers, such as iOS developers providing apps to the Apple Appstore, while customers 

consume by possessing an iPhone, iPad, Apple TV, or other Apple products. (Gawer & 

Cusumano, 2008) 

Since the existence of two or more groups of users is a prerequisite for all platforms, this is a 

general theme, which has influenced almost all platform theory studies. Accordingly, Tiwana 

and Bush (2014) propose a conceptual framework that considers design and governance as 

important aspects of platform concept. Platform design and governance that identifies them as 

contributing factors in a platform ecosystem is one thing, but how it should be managed and 

used to create value is another thing. It can therefore be argued that the concepts of design and 

governance are properly defined to a certain extent by the current literature, but further research 

is needed on how to implement and manage platforms. This essential aspect is emphasized by 

Mantena and Saha (2012), who highlight the importance of who, what, and how platforms are 

managed. The extant research has provided further insights into how a platform can be managed 

through the two properties such as design and governance. (Parker et al., 2016; Tiwana et al., 

2014;) Parker et al. (2016) endeavor to adequately address the important issues raised by other 

researches by articulating and describing the definitions of participants, core interactions and 

tools for governance in a coherent way.  

3.4 Social Marketing in Healthcare Sector 

Grier and Bryant (2005) defines ``social marketing as a planning process that applies 

commercial marketing concepts and techniques to promote voluntary behavior change. Social 

marketing facilitates the acceptance, rejection, modification, abandonment, or maintenance of 

particular behaviors by groups of individuals, often referred to as the target audience. Although 
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social marketing’s target audience is usually made up of consumers, it is used also to influence 

policy makers who can address the broader social and environmental determinants of health``.  

Although social marketing shares many features with other public health planning processes, it 

is distinguished by the systematic emphasis marketers place on the strategic integration of the 

elements of the marketing’s conceptual framework. (Grier & Bryant, 2005) 

3.4.1 Key Components of Social Marketing 

Grier and Byrant (2005) describes six major components of social marketing driven from the 

marketing conceptual framework that includes: exchange theory, audience segmentation, 

competition, marketing mix, consumer orientation, and continuous monitoring. 

The Concept of Exchange:  The marketing field seeks to influence voluntary behavior by 

offering or reinforcing incentives and/or consequences in an environment that invites voluntary 

exchange. Contrary to commercial exchanges, in which consumers receive a product or service 

for a cash payment, in public health situations, there is rarely an immediate, explicit repayment 

to target audiences in return for their adoption of healthy behavior. Notwithstanding, exchange 

theory reminds that social marketers must (a) offer benefits that the consumer truly values; (b) 

recognize that consumers often pay intangible costs, such as time and psychic discomfort 

associated with changing behaviors; and (c) acknowledge that everyone involved in the 

exchange must receive valued benefits in return for their efforts. 

Audience Segmentation: Social marketers differentiates populations into subgroups or 

segments who share needs, lifestyles and values that make them similar. Social marketers divide 

populations into distinct segments on the basis of current behavior, future intentions, 

willingness to change, product loyalty, and/or psychographics (e.g., lifestyle, values, 

personality characteristics). Segmentation and target marketing increase program effectiveness 

and efficiency by tailoring strategies to address the needs of distinct segments and helping to 

make appropriate resource allocation decisions. 

Competition: Refers to the behavioral options that compete with public health 

recommendations and services, e.g., bottle-feeding versus breast-feeding. Thinking about 

where, how, and with whom to compete is important as answers to these questions enable social 

marketers to offer benefits that best distinguish healthy behaviors from the competition and 
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develop a sustainable competitive advantage that maximizes their products’ attractiveness to 

consumers. Moreover, an assessment of the competition may be useful in determining which 

behaviors are best to promote and which segments are best to target. 

Consumer Orientation: The marketing conceptual framework requires a firm commitment to 

understanding consumers. The prerequisite is that all program planning decisions must be based 

on consideration of the consumers' wishes and needs. Formative research is used to gain a 

deeper understanding of a target audience’s needs, aspirations, values, and everyday lives.  

Research also provides information on distinct population subgroups which is used to make 

strategic marketing decisions about the audience segments to target, the benefits to offer, and 

the costs to lower, and about how to price, place, and promote products. 

Continuous Monitoring: Monitoring and assessment of a social marketing intervention begins 

right from the start of the planning process. As program interventions are implemented, each is 

monitored to assess its effectiveness to determine whether it is worth sustaining and to identify 

activities that require midcourse revision. Social marketers continuously monitor audiences to 

measure their responses to all aspects of an intervention, from the broad marketing strategy to 

specific messages and materials. 

The social marketing plan is organized around marketing’s conceptual framework of the four 

Ps. Formative research is then conducted to investigate factors identified during the initial 

planning phase to segment audiences and determine factors that must be addressed to bring 

about behavior change.  Strategies and materials are then developed, pretested, piloted, and 

revised prior to program implementation. Monitoring and evaluation activities continue 

throughout the program implementation to identify any necessary program revisions, as well as 

to understand program effectiveness and make midcourse corrections as needed.  (Grier & 

Bryant, 2005) 

3.4.2 Literature Review 

The use of social marketing to design and implement socially beneficial behavior change 

programs has grown in recent years, especially within the public health sector. Healthcare 

organizations use social marketing to promote preventive healthcare, breastfeeding, decrease 

fat consumption, promote physical activity, and influence a wide variety of other preventive 
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health behaviors. Similarly, health promotion literature reveals that health promoters perceive 

social marketing mostly as a promotional and communication activity. (Coriel et al., 2000) 

Grier and Byrant (2005) emphasize that the development of an integrated marketing strategy is 

the most essential feature of social marketing. Accordingly, Rust & Verhoef (2005) argue that 

customer relationship management (CRM) is also an important aspect of the marketing strategy 

that benefits from synergistic strategic planning and integration. They describe that effective 

customer relationship management begins with identifying and acquiring the right customer to 

appropriately allocate marketing resources to develop relationship. (Rust & Verhoef, 2005) 

An effective CRM strategy consist of two key components: 1) firm´s competence in knowledge 

management includes: the collection, analysis, dissemination, and application of customer 

information. This information is needed to effectively understand, segment, and target 

customers in a way that allows the firm to efficiently allocate resources to create customer 

value, increase customer loyalty, and consequently increase profitability. (Rust & Verhoef, 

2005). This type of information also provides marketers with the tools they need to identify 

active customers, predict purchase patterns, and align marketing efforts with the overall 

marketing goal of the fir. (Sun, 2006) 

2) Second important element of CRM strategy is firm competence in relationship marketing. It 

is important for a firm to develop and maintain fruitful relationships with its customers over 

time. This can provide marketers with a cost-efficient way to retain customers and strengthen 

consumer ties (Casalo et al., 2008). In order to capture customer´s attention and their retention, 

Taylor, (2010) emphasizes the importance of long- term coordination of marketing 

communications in a way that provides coherent messages at all points of contact between the 

marketer and the consumer. 

An increased emphasis on customer relationship management has resulted in significant 

changes to how companies market their products and services. The rapid growth in new media 

provides opportunities for firms to better understand consumers and manage customer 

interactions. Social media platforms have allowed customers to become more active parties in 

marketing exchanges and these platforms therefore act as communication tools for marketers. 

(Castronovo & Huang, 2012) Online communication channels have helped firms to improve 

efficiency and effectiveness in building firm's reputation by creating buzz and favorable 



 37 

consumer perceptions. Social networking sites allow for viral marketing and brand promotion 

to be more effective than traditional media outlets because of the high levels of consumer 

engagement associated with these alternate forms of Web-based media. Consequently, future 

marketing efforts will take the form of community creation and one-to-one relationship building 

to sell products and develop brand loyalty. (Hennig et al., 2010) 

It can be concluded that “Nothing impacts the success of a social media effort more than the 

choice of its purpose. The purpose becomes the cause around which people will gather and be 

inspired to act, it is also the source of social media’s business value.” (Harvard Business 

Review, 2017) 

4. Methodology 

This section presents the theoretical perspective and the methodological considerations made 

for the thesis. The purpose is to present the philosophical stand and the epistemological 

paradigm adopted during the research. Subsequently, the chosen methodology for conducting 

the research is described. 

4.1 Philosophical Approach 

The philosophy encompasses critical assumptions about how one views the world, which is the 

basis of the research strategy. It is therefore, important for researchers to understand the 

underlying ontological and epistemological assumptions behind each piece of research. 

(Saunders et al., 2012) Theoretically, the questions that the problem formulation poses are 

elucidated on the basis of an interpretative approach. I have chosen to undertake this research 

project as an interpretivist and will therefore now elaborate on the ontological and 

epistemological considerations that led me to adopt interpretivism as the research philosophy. 

4.1.1 Ontology  

A paradigm consists of four components: ontology, epistemology, methodology, and, methods. 

However, each paradigm is based upon its own ontological and epistemological assumptions.  

Ontology is the study of being and it deals with the nature of reality. Ontological assumptions 

are concerned with what constitutes reality, in other words what is. (Crotty, 1998) Researchers 
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need to take a position regarding their perceptions of how things really are and how things 

really work.  

Ontological philosophy relates to the way in which social entities should be perceived as 

objective or subjective. Thus, objectivism and subjectivism can be specified as two essential 

aspects of ontology.  The ontological position of objectivism -also known as positivism, view 

that objects have an existence independent of the knower, hence a discoverable reality exists 

independently of the researcher (Cohen et al., 2007). To discover absolute knowledge about an 

objective reality, positivists researchers go forth into the world impartially and with open mind. 

The researcher and the research are independent entities and meaning solely resides in objects, 

not in the conscience of the researcher. It is, thus a researcher´s aim to acquire this meaning. 

Crotty, 1998 elaborates this by stating: 

“A tree in the forest is a tree, regardless of whether anyone is aware of whether anyone is 

aware of its existence or not. As an object of that kind, it carries the intrinsic meaning of 

treeness. When human beings recognize it as a tree, they are simply discovering a meaning that 

has been lying in wait for them all along.” (Crotty,1998, p. 8) 

Thus, the objective reality has an independent existence which can be discovered through 

research. Positivistic research are descriptive and factual as scientific propositions are founded 

on data and facts. This discoverable knowledge is considered to be absolute and value free and 

it is not situated in a political or historic context. (Saunders et al., 2012) In short, ontology 

concerns our beliefs about the kind and nature of reality and the social world (what exists). 

Subjectivism (also known as interpretivism or constructionism) on the other hand, perceives 

that the world does not exist independently of our knowledge of it. Social phenomena are 

created from the perceptions and consequent actions of social actors. Hence, it can be said that 

the truth resides in the minds of individuals and is based on their perceptions and the meanings 

they give to the phenomena. Crotty (1998, p.43) explains: “We need to remind ourselves here 

that it is human beings who have constructed it as a tree, given it the name, and attributed to it 

the associations we make with trees.”  

This signifies that meaning is not discovered, instead it is constructed though the interaction 

between consciousness and the world as well as between consciousness and phenomena. 



 39 

Regarding the same phenomenon, different people may construct different meaning however, 

truth is a consensus formed by co-constructors. Therefore, knowledge and meaningful reality 

are constructed through interaction between humans and their world and are developed and 

communicated in a social context. Therefore, the social world can only be understood from the 

standpoint of individuals who are participating in it. (Crotty, 1998) 

4.1.2 Epistemology 
 

Epistemology in general is the assumptions we make about the kind or the nature of knowledge 

(Richards, 2003) or how it is possible to find out about the world (Snape & Spencer, 200).  For 

Crotty (1998), epistemology is a way of looking at the world and making sense of it. It involves 

knowledge and embodies a certain understanding of what that knowledge entails. He further 

explains that epistemology deals with the ‘nature’ of knowledge, its possibility (what 

knowledge is possible and can be attempted and what is not), its scope and legitimacy.  

 

Similarly, Bryman (2008) explains that epistemology is about the assumptions which one 

makes about “the very bases of knowledge– its nature and form, how it can be acquired and 

how communicated to other human beings”. The author argues how the kind of epistemological 

assumptions which we make or hold about knowledge profoundly affect the way we go about 

uncovering knowledge of social behavior. It refers to the decisions which the researchers will 

need to make about the kind of method(s) they will be using in their research as per their 

epistemological assumptions.  

There are quite a number of epistemological and ontological positions, i.e., views of the world 

and knowledge. However, this study will take the position of interpretivism and 

constructionism because I view knowledge as personal, subjective and unique. As such, 

knowledge of the research phenomenon is based on our ‘understanding’ which arises from our 

reflection on events rather than only on lived experiences. (Bryman, 2008; Crotty, 1998) 

This very position will later create the basis for my research design and data collection methods. 

The interpretive epistemology stem from subjectivism which is based on real world 

phenomena. The world does not exist independently of our knowledge of it (Bryman,2008). 

Interpretivism aims to bring into consciousness hidden social forces and structures. An 

interpretive approach is used to gain insight into the phenomenon studied by capturing opinions, 
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perceptions and attitudes among those involved in the research. It is believed that the world is 

socially constructed and any attempt to understand any part of it first requires that one needs to 

understand how it is perceived, by whom and why. (Saunders et al., 2012).  Interpretive 

methods yield insight and understandings of behavior, explain actions from the participant’s 

perspective, and do not dominate the participants. Qualitative methods are applied within this 

research philosophy; examples include: open-ended interviews, focus groups, open-ended 

questionnaires, open-ended observations. These methods usually generate qualitative data. 

Saunders et al., (2012) emphasize that the interpretivist perspective is highly appropriate for 

business research due to the uniqueness and complexity of settings. However, it is important to 

note that generalizations which are deemed useful to policy makers are often absent because 

interpretive research usually produces highly contextualized qualitative data, and 

interpretations of this data involve subjective individual constructions. (Saunders et al., 2012). 

Analyses are the researchers’ interpretations; consequently, researchers need to make their 

agenda and value- system explicit from the outset. (Cohen et al, 2007)  

Taking a position and deciding which type of research philosophy to adopt can be an important 

factor for how the results should be viewed. As such, this research project will follow 

interpretivist approach as the research is of subjective nature and attempts to explore and 

understand the study phenomenon from social actors´ perspective and investigate the 

interaction among these actors as well as the meaning associated to the phenomenon. 

Furthermore, individual constructs are elicited and understood through interaction between 

researchers and participants with researcher being relied on as much as possible.  (Crotty, 1998) 

4.2 Structure of Reasoning  

When conducting research, two basic methodological research approaches could be applied: 

deductive and inductive. Deductive research focuses on works from the ‘top down’, from a 

theory to hypotheses to data to add to or contradict the theory. In contrast, the inductive 

researcher works from the “bottom-up, using the participants’ views to build broader themes 

and generate a theory interconnecting the themes. (Saunders et al., 2012). Induction is more 

explorative by nature, as the researcher sets out with little-to-no knowledge of where they will 

end up. Though there seems to be some disagreement among researchers as to the best method 
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to use when conducting research and gathering data, these two methods are not mutually 

exclusive and often address the same question using different methods. (Trochim, 2006) 

These two different approaches each has its own advantages and disadvantages. However, 

Saunders et al (2012) argue that “Not only is it perfectly possible to combine deduction and 

induction within the same piece of research, but also in our experience it is often advantageous 

to do so” (Saunders et al., 2012, p. 127). The authors stress that combining the two approaches 

can be reasonable and useful. ``a mixture of the two, such as the abductive approach, is most 

often used in practice: while you may commence with either an inductive or deductive 

approach, in practice your research is likely to combine elements of both” (Saunders et al., p. 

490).  This mix of the two is known as abduction. This approach can be explained as “a 

reasoning process that occurs when someone seeks to explain something in the light of some 

background context of existing knowledge” (Folger & Stein, 2016). Abductive research process 

typically begins with an incomplete set of observations or ‘surprising facts’ which may emerge 

when a researcher encounters with an empirical phenomenon that cannot be explained by the 

existing range of theories. In the abductive approach, researcher seeks to choose the ‘best’ 

explanation among many alternatives in order to explain ‘surprising facts’ identified at the start 

of the research process. (Saunders et al.,2012) 

Accordingly, the abductive approach seems relevant and fit for this research study because as 

a social researcher, my intention is to be able to explore and understand the phenomenon and 

to make new discoveries in a logically and methodologically ordered way.   

 

 

   

Source: research-methodology.net 

4.3 Study design 

The purpose of the study design is to describe the combination of the methodological methods 

used in the study. The methodological approaches are used to ensure that the data can elucidate 

Abductive Reasoning 
 

Incomplete observation ®      Best Prediction 
                (may be true) 
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and answer the question(s) posed by the problem formulation, hence the study design outlines 

how we intend to answer our research question. In the following section, the research strategy 

applied in this study will be elaborated, why I have opted for the chosen approaches and how 

to carry them out.   

The method will utilize primary data gathered through individual interviews and observations. 

In addition, secondary data has been collected from official reports, articles, publications and 

Roche DC official website. All the transcribed interviews and other secondary data can be found 

in the enclosed Appendixes. The duration of the project (seven months) includs designing and 

planning research process, designing interview protocols, the conduct of interviews and the 

collection of qualitative data. 

I have adopted an interpretive Single Case Study approach due to its strengths in exploring 

research phenomenon that are relational in their construction and subjective in their sense- 

making. The main advantage of a case study is that it is anchored in real-life situations and 

allows to answer ‘how’ and ‘why’ questions. Case study allows a lot of detail to be collected 

that would not normally be easily obtained by other research designs, and the data is usually 

much richer and of greater depth. (Walsham,1995) However, case studies are often criticized 

for not being sufficiently scientific, since they do not develop testable generalizations. 

Moreover, case studies can lead to biases in data collection, which can influence results and it 

is also very difficult to draw a definite cause-effect relationship from case studies. (Eisenhardt, 

1989) 

I chose Roche DC as a case organization because of its extensive use of digital media as a 

platform for internal and external communication and collaboration. Despite being a healthcare 

organization, Roche allows open participation through blogs and other social media tools, 

however, restricts publishing rights and maintains central control when it comes to healthcare 

matters. Such variations not only permit us to challenge the preconditions for how social media 

might be used in a health care organization but also enable a comparison of various applications 

for different purposes and the impacts of using each social media tool. 

Such a focus requires deep engagement in the field, observing and interacting with practitioners 

in action. As a result, I chose to study the phenomenon within a single organization, Roche DC.  

Since the goal of the research is to get a deeper understanding of the subject and explore the 
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phenomenon of “social media usage in health organization” single case study was the strategic 

choice. A case study is an empirical inquiry that investigates a contemporary phenomenon in 

depth and within its real-life context, especially when the boundaries between phenomenon and 

context are not evident (Yin, 2009) Since this strategy is very context specific, it may be 

difficult to replicate in detail in other situations. Nevertheless, to make the case study reliable 

to a certain extent, I have included some appendixes to present evidences with specific 

information (Eisenhardt, 1989) 

With the subjective interpretivist approach adopted in this research study, I chose to gather 

qualitative data to ensure a consistent research design.  “Qualitative research  is often associated 

with an interpretive philosophy because researchers need to make sense of the subjective and 

socially constructed meanings expressed by those who take part in research about the 

phenomenon being studied.” (Saunders, 2012, p. 546) Qualitative methods yield insight and 

understandings of behavior, explain actions from the participant’s perspective, and enables 

researcher to enlighten complex situations through analyzing different stakeholder 

perspectives. Similarly, qualitative forms of open-ended questions allow participants to express 

themselves appropriately and should not feel dominated. Nevertheless, it is worth mentioning 

that analyses in qualitative methods are the researchers' interpretations, thus bringing into 

question its validity. (Saunders et al., 2012) 

4.3.1 Data Collection and Source 

Data collection and analysis should be consistent with standards of rigor for field studies 

(Gibbert & Ruigrok, 2010). This study relied heavily on ethnographic techniques such as: 

observations, conducting formal and informal interviews and collecting documented data. To 

collect the primary data for this study I decided to use semi-structured interviews. The semi-

structured interview is open and guided as it is assumed that individual respondents define the 

world in their own ways (Saunders et al., 2012), and interpret situations according to their 

experiences and knowledge. Accordingly, qualitative approach is used to create deeper insight 

into how Roche DC promotes healthcare and brand awareness through social media as well as 

how people with diabetes perceive and use social media, and why social media is a preferred 

medium of communication for both parties.  
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 The interview guide was used as two-way communication tool which encouraged the 

interviewee to ask questions from the interviewer for further elaboration and understanding. 

The data collection process was divided into two distinct yet connected phases. The first phase 

aimed to explore the general usage, purpose, and types of social media tools. To understand the 

structure, rationale and control that Roche DC uses to manage its social media activities open 

interviews with the General Manager (GM) and Digital Marketing Manager (DMM) were 

conducted. I did not have a pre-determined list of questions for the open interviews as the aim 

was to develop an overall understanding of the case organization´s context with a specific 

emphasis on the social media usage for communication and marketing purposes.  

The data collected from the initial phase led to the main themes of the research such as: (i) 

Organization´s use of social media for communication and marketing (ii) the intentions behind 

the use of social media, and (iii) the impacts of the social media tools being used. These newly 

identified themes were helpful to assist in framing the research in a more focused manner. For 

instance, different roles enacted by Roche employees engaged in the social media activities, the 

purpose behind their engagements and the types of social media tools that were deployed to 

materialize their intentions were identified as some of the key conceptual elements. These 

conceptual elements formed the basis for examining and making sense of the impacts of social 

media. These conceptual elements were also useful in identifying which additional empirical 

evidence would be needed in the second phase of data collection. The iterative process, between 

first and second phase of data collection, and emerging findings also enabled me to refine and 

revise the conceptual framework of the study. (Eisenhardt,1989) 

In the second phase, based on the themes identified in the first phase, I strived to explore the 

flow and usage of social media by Roche employees for internal and external communication. 

Specifically, I examined the ways in which the use of social media was organized, encouraged, 

discouraged, governed and embedded into the day-to-day operations of the organization, 

thereby shaping and reshaping the organization´s social interaction and communication 

internally and externally. For this purpose, I focused on the individuals' insights and 

experiences with the use of social media, their direct and indirect participation in organizational 

communication and the changes that resulted from social media use.  
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During the course of second phase, I strive to gather sufficient empirical evidence to choose 

and refine conceptual frameworks and use these frameworks to interpret the collected data in 

an iterative way (Pan & Ban, 2011). For this, a total of six semi-structured interviews were 

carried out, 3 with employees from Digital Marketing Department (DMM) and 3 with diabetic 

patients who were users of Roche DC social media. (The interview guide is attached as 

Appendix 1) 

 

The following table lists the roles and positions of the interviewees both Roche´s employees 

and its customers / Patients. 

 

Table 3:  Roles and positions of the interviewees 
Name  Responsibility / Role  Position / Title Duration 

of 

Interview 

KF Oversees daily operation and customers activities, 

design strategy, peruse goal& Objectives  

 

GM, Roche DC 41 

minutes 

DR Value creation within roles of digital marketing, 

strategic marketing and project management. 

 

DMM, Roche DC 49 

minutes 

RF Branding and external communication working 

with Digital Marketing Department (DMD)   

Brand and Communication 

Manager 

58 

minutes 

CP Communication and Marketing 

 

Communication and Marketing 

Coordinator 

52 

minutes 

AK Communication and Marketing Employee, DMD 36 

minutes 

NH Personal Trainer, Business partner with Roche Diabetes Patient and Roche 

Customer  

39 

minutes 

BS  Student Diabetes Patient and Roche 

Customer 

35 

minutes 

KH Physiotherapist and looks after alder people, 

services for home care etc. 

Patient and Member of 

Osmeddiabetes.dk 

51 

minutes 
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All the interviews were recorded from mobile iPhones which were then wrote down as 

interview transcription (see appendices 3). Each interview lasted between 35 - 60 minutes. In 

general, the interview started with open discussion about the launch and development of social 

media in the organization. The general discussion was followed by a more focused discussion 

that addressed the key themes related to the organization's use of social media for 

communication and marketing. While the first phase of the interview was aimed at obtaining 

insights into social media usage and the changes occurred with the establishment of new 

department called ``Digital marketing department``, the purpose of the second phase was to 

encourage interviewees to reflect on their personal experiences and observations on the impact 

of social media on organizational communication and marketing practices. Screenshots, such 

as web pages and blog posts as well as Facebook comments from the organization's official 

websites were also collected.  

 

In addition, documentation, including annual reports, social media playbook, strategy 

documents and DMD staff meeting minutes were reviewed and incorporated into the analysis. 

These sources of data helped me create a general picture of social media use in the organization. 

Special attention was paid to what changes have been made to the marketing strategy after the 

introduction of social media. Daily notes of each day fieldwork were produced with the purpose 

of documenting the research efforts. These notes consisted of my personal observations and 

informal discussions with employees which took place during lunch breaks and other informal 

meetings. 

 

Secondary data was also gathered during the research. Written materials in the form of the 

organization´s reports, brochure, news bulletin, research article as well as reports written by 

major consultancy companies were gathered. According to Saunders et al. (2012) secondary 

data is useful to provide background information about the dispositions of the studied 

organization and the relevancy for other organizations and industries. This helped me to form 

a general understanding of the subject to later be able to investigate and discuss the issues that 

were identified in collaboration with Roche´s employees. 
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4.4 Data Analysis  

Once data has been collected it needs to be properly analyzed. This is done to provide greater 

understanding of the implied meanings. Analysis of qualitative data is likely to start 

immediately once collection has been done, while recurring cycles of collection and analysis 

continues afterwards (Kvale, 1996). As mentioned above, this thesis focuses on qualitative 

research because qualitative research is good at simplifying and managing data and still 

preserves complexity and context. (Saunders et al., 2012) Since the purpose of this research is 

to learn from the participants and the way they experience and make sense of the studied 

phenomenon, the meaning they conclude, and the way they interpret what they experience, 

qualitative research is the obvious choice that will allow for discovery. (Kvale, 1996) 

 

The raw data collected through interviews are inserted in a table in order to compress the long 

interview into brief points. (Kvale, 1996) This allowed identifying themes and developing 

categories of the information collected. This categorization consists of three stages: Open 

Coding, Axial Coding, and Selective Coding. (Priest et. al., 2002) In the open coding, each 

category is marked with a certain color in order to classify it, e.g. ``social media as a 

communication tool`` and ``social media features create brand awareness``.   

 

Axial Coding is the process of interconnecting the categories identified during open coding. 

(Priest et. al., 2002) Here I explore the relationship between categories by connecting them and 

tried to find out what the phenomenon is influenced by.  For instance, I connect the two open 

codes such as; (i) social media boost brand awareness (ii) engaging people to become potential 

customers; and label these two as ``Building strong brand attracts potential customers``. During 

the process of Axial coding more insight to the research phenomenon was gained. 

Consequently, the data interpreted and meaning created would be attached to the studied 

phenomenon. (Priest et. al., 2002) 

 

The last stage is the Selective Coding, a procedure for building a story that connects the 

categories that produce a discursive set of theoretical propositions. (Priest et al., 2002). Here, 

the core category is systematically linked to other categories while filling in categories that 

require additional refinement. I then tried to identify a single category as the central 

phenomenon and construct a story around it. For example, by connecting codes: ‘social media 
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boost brand awareness’ and ‘building strong brand attracts potential customers’ it is assumed 

that in order to attract customer firms need to build strong brand awareness, and in order to 

create brand awareness, firms need to engage customers, whereas, engaging customer happens 

through effective interaction and communication. 

 

An example of the process of data coding and analysis is illustrated below. In addition, all the 

transcribed interviews and a more detailed overview of the coding are provided in the 

appendices 2. 

 

Table 4: Data Coding of interviews 

 
 

The above table of data coding provides an overview of the raw data to be considered and 

categorized and is a great way to provide insight into the research phenomenon. (Priest et al., 

2002) 

 

The outcome from the selective coding phase indicates the importance of activity on the social 

media platforms. For instance, most of the findings suggest that to create brand awareness and 

grow your brand, establishing a strong presence on social media is crucial. Building a powerful 
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presence on social media provide organizations with the opportunity to connect with the target 

audience, share brand´s content and develop important relationships. These findings lead us to 

discuss social media as a tool for building strong brand and to enhance engagement, which in 

the end will result to earn the trust and loyalty of consumers in competitive markets. 

(Castronovo & Huang, 2012) 

4.5 The Scope and Limitation of the Study 

Ensuring the quality of the research is of great importance for any dissertation. Research is 

deemed good if it provides rich evidence and offers credible and justifiable results and can be 

used by someone in another situation as well as the research process and findings can be 

replicated (Cohen et al, 2007) Thus, it is worth mentioning that due to the subjective nature of 

the interpretivist approach- directed at understanding phenomenon from an individual’s 

perspective, it is difficult to ensure high quality research. The primary data is collected from 

Roche DC employees and customers and the research phenomenon is explained and understood 

from their perspective, therefore the results could be biased and personal and cannot be 

necessarily generalized. Interpretive paradigm is sensitive to individual meanings that can 

become buried within broader generalizations (Rolfe, 2006) 

Nevertheless, the criteria for credibility, transferability, reliability and validity to achieve 

qualitative research have proven to be most appropriate to confirm trustworthiness of the 

research. (Ritchie & Lewis, 2003; Cohen et al, 2007) 

 

Credibility: In qualitative research, credibility refers to the degree to which the findings are 

consistent with reality (Saunders et. al, 2012). I have tried to achieve credibility by adopting a 

consistent research strategy in the form qualitative research, semi-structured interview is 

therefore consistent with this research model. Semi-structured interview provides us with the 

opportunity to generate rich data and the collected data can be analyzed in different ways. 

Importantly, the interviewees participated in the research with free will, which is an important 

aspect for a credible outcome (Saunders et. al, 2012). The interviews were conducted as a two-

way communication rather than question-answer session. It was more a discussion and 

conversation, and therefore the interviewees felt confident and expressed themselves clearly 

and openly. Additionally, observation method was used to develop a holistic understanding of 

the phenomena under study as it was a helpful tool to provide me with ways to check for 
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nonverbal expression of feelings, determine who use social media mostly, grasp how 

information from social media is handled, and check for how much time is spent on various 

social media activities. (Marshall & Rossman, 1995) Literature shows that almost in any piece 

of scientific writing, we find a certain way of looking at the world and our environment. This 

way of looking is reflected in what we observe. (Bryman, 2008) Likewise, Bryman & Bell 

(2011) describes that “...it is the job of the social scientist to gain access to people’s ‘common- 

sense thinking’ and hence to interpret their actions and their social world from their point of 

view”. In order to gain access to people’s ‘common-sense thinking’ it was important for me to 

consider various factors such as organizational culture, context and history to make my 

observation realistic. (Bryman & Bell, 2011) These factors can influence employees’ 

perceptions and the way they act. Accordingly, as a social researcher as well as an observer of 

the situation, I have taken these factors into consideration when interpreting and analyzing the 

data based on interpretivism. 

 

Transferability: The notion of transferability refers to “establishing the domain to which a 

study's findings can be generalized” (Yin, 2003). Knowledge produced by the interpretive 

paradigm has limited transferability as it is usually fragmented and not unified into a coherent 

body. Generalizations which are deemed useful to policy makers are often absent because its 

research usually produces highly contextualized qualitative data, and interpretations of this data 

involve subjective individual constructions. To establish transferability, it is important that the 

researchers provide thorough descriptions of the phenomena under study, as it allows policy 

makers to properly understand the choices made and thus to assess the transferability 

themselves (Richie & Lewis, 2003).  

For the purpose, a holistic overview of the phenomenon is provided throughout the paper; the 

introduction section conveys an overall industry perspective and situation, while the case 

description section provides a case-specific understanding of the research subject. Furthermore, 

I have created a thorough table showcasing information about the interviews that were carried 

out. The table includes information such as who participated in the research, the number and 

length of interviews, and the time period for when they were conducted. I have also included 

all important and relevant information as appendixes to present evidences with specific 

information (Eisenhardt, 1989) 
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To ensure credibility, reliability and validity of this thesis, several measures have been taken 

into consideration.  For instance, elaboration and explanations of methodological choices and 

decisions made along the process emphasize that I intended to produce a dissertation that is 

credible. Combining all of these measures taken provide us with reason to believe that this 

research can be useful to other researchers interested in similar fields. 

5. Analysis 
 

Using the chosen conceptual framework to interpret the data collected, the emphasis of this 

section is to present the results and analyze the data. Data analysis will be provided in three 

sub-sections. First, the data content will be analyzed to elaborate on how social media has been 

adopted and incorporated into organization’s routines as well as which social media tools are 

used and for what purposes. Based on the concept of Online Communities, the second part of 

the analysis focuses on what motivates people to participate and contribute by using social 

networks and discussion forum such as ``osmeddiabetes` in connection with diabetes care. 

The third part will uncover the needs and trends initially sensed by Roche DC that reasoned 

them to launch Digital Platforms. Furthermore, the analysis will highlight how Roche took the 

opportunity to explore ways to renew their marketing model, and what changes have been 

undertaken to accomplish this initiative.  

 

5.1 Social Media Use at Roche DC 

In this first part of the analysis, Roche DC ´s use of social media tools and the results based on 

the data collected is presented. The results provide insight into the type of information and 

content exchanged on the social media, which includes: introduction of new product, 

announcement of new events and campaigns, discounts etc., offered by the organization. The 

overall picture of the results indicates that Roche uses social media mostly for word of mouth 

marketing (WOM) and considers it as the most valuable source of marketing. (all interviews 

with employees) It has been mentioned that users' needs and expectations are kept in mind 

rather than merely for employees to sending out their messages and views, however the data 

reveals a different picture. In Roche DC, social media has been used for internal as well as 

external communication. As expressed by General Manager (GM) Roche uses social media to 

communicate with others rather than to seek information. (Interview, GM) 
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Kaplan and Haenlein (2010) describe that the timing has never been greater as technological 

internet systems have shifted organizational communication from offline to online accelerated 

by the advent of social media. Accordingly, in 2010, Roche DC’s Marketing and Sale team 

started investing time, money and resources on benefitting from digital marketing through 

social media platforms. Since 2010, the main strategic aim of the Roche DC has been to be 

visible globally and engage consumers in a more efficient way, thus incorporating social media 

applications into their promotional and marketing plans. The emphasis has been on integrating 

its traditional network i.e., traditional line business with the recently acquired Web 2.0 

applications and networks, with a purpose to reach a wider audience. Consequently, strategic 

issues such as audience preferences, selection of appropriate applications, tracking and 

evaluation, and related costs were carefully considered. Social Media application such as 

Facebook, LinkedIn, Twitter were incorporated to organization´s daily routines to allow 

organization more direct and easy access to consumers with less dependency on traditional 

communication channels. As part of this restructuring, a new unit called Digital Marketing 

Department (previously named Marketing & Sale) has been created and actively promoted. 

(Interviews: GM, DMM, BCM) 

The strategic purpose of the social media, as a way of promoting organization´s mission and 

enhancing brand awareness is illustrated by one of the interviewees working as brand and 

communication manager (RF): ‘‘As a strategic project, the proper use of social media is to 

bring branding and communications in-line across all stakeholders. There are some 

stakeholders that take a little longer to adapt to the new idea or tools. We want a tool that 

allows us to make the contact faster.’’ However, it is not just the message that needs to be 

constructed in a way that is consistent with the organization´s strategic goal, the medium used 

to communicate the message and interact with stakeholders is also designed and deployed for 

the intended purpose. (Interview, BCM) 

In this context, Roche DC perceives social media as the most important medium for internal 

and external communication, not just because of its wide reach globally, but also because of its 

capacity to communicate and reinforce organization´s purpose, values and strategy. As 

expressed by the Digital Marketing Manager (DMM): ‘‘Social media has become the most 

important information sharing and communication channel not only for Roche´s employees but 

also for consumers who can share experiences and opinions with progressively larger 
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audiences. `` The statement indicates that content and applications are no longer created and 

published by employees, but instead are continuously modified by all users in a participatory 

and collaborative manner. While Web 2.0 represents the ideological and technological 

foundation, User Generated Content (UGC) can be seen as the sum of all ways in which people 

make use of Social Media. (Kaplan and Haenlein, 2010) 

Roche´s communication group developed ‘Social Media Playbook, which aims to deliver 

Roche story on social media in an engaging, consistent and compliant manner. The intent is not 

to limit the possibilities, but to provide users with the confidence and knowledge to explore 

different social media options to learn about Roche messages. It is filled with essential 

information to guide organization´s marketing and communications decisions each step of the 

way. (Roche Social Media Playbook, 2018) 

‘‘Social Media Playbook offers guidance and best practices applicable to all Roche social 

media channels. It also provides information about Planning, Content development, and 

Interaction & engagement and when there’s a new strategy or change in strategy, it is included. 

The playbook is updated regularly.  Expressed by DMM 

Roche Denmark has three main divisions and Roche DC is one of them. All three division have 

different objectives and activities.  These different divisions and their activities on the social 

media – which has developed and governed by each division individually – is now seen as an 

issue that can potentially affect synergy in communication and in reinforcing Roche DC mission 

and values. Implementation and consolidation of different social media applications is thus 

perceived to be critical in achieving a more unified view of the organization. As expressed by 

one of the communication and marketing employees (AK): 

‘‘Roche as corporate is one brand which is consistent within all its divisions, but we have 

different entities and when you click on them you would see different layouts, navigation, colors 

and messages. In Roche DC, we’re going through a big restructuring to make ourselves more 

visible and unique, but at the same time to look one company and in line with   Roche´s 

mission``. 

With a large number of the audience and with a range of services and products offered by 

Roche, social media tools are adopted with users in mind, rather than merely for employees to 
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sending out their messages and views. As Brand Communications Manager (BCM) explained: 

‘‘Now a days, social media is the primary means of communication. Phone, SMS and emails 

are probably the main channels for internal communication, but for projects and general 

information sharing with internal and external stakeholders, social media is the main 

channel.’’ However, while sharing information by posting videos, pictures, thoughts, 

experiences and observations on social media, employees need to be careful and mindful 

because a single act can create far-reaching consequences for both employees and the 

organization. Therefore, it is important for the manager to be aware of the implications and the 

risk associated with the social media usage, expressed by the General Manager. 

Apparently, Roche is well positioned to capitalize on technological innovation. The intensive 

use of information and communication technologies (ICT) enables the organization to better 

leverage data in order to improve both the development of healthcare and decision-making 

process in patient care. With the latest restructuring in ICT, Roche DC is working to develop a 

system where different platforms are interconnected. Such a system will allow for generating a 

wealth of data that enables professionals to provide patients with holistic, accurate and precise 

diagnoses, as well as prevention and treatment solutions at a faster pace. (Roche Annual Report, 

2018) 

This signifies that the most striking feature of Roche´s social media is how it is integrated and 

embedded into the organization’s day-to-day functioning. Many employees have perceived 

Roche´s social media more than just as a channel for sharing and exchanging information. 

Rather, it plays a much larger role for many employees. As one of the employees (CP) 

expressed: I would say that social media is the primary information and communication 

channel. In addition to my own experience other people also confirming it as it is truly the case. 

It’s the life-blood of the digital marketing unit and therefore, it’s updated and evolving all the 

time``. 

Many employees, including senior managers, have adopted the social media platform, 

especially the use of twitter, to broadcast their messages to a wider audience. There is a growing 

number of employees, project managers and communication professionals who have been using 

social media platforms to communicate effectively and timely with the audience. (Interview, 

BCM)  
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Online participation and interaction have been a key element of Roche´s communication 

strategy. This engagement is on the rise as most managers spend time on tweeting and 

commenting on posts. (Roche Playbook) This is endorsed by the general manager by indicating: 

‘‘Most of our managers have blogs and twitter accounts within their Lines of Business Units. 

Following organizational strategy, managers / employees schedule periodic on-line chats with 

customers. We consider these on-line debates, blog posts and comments very valuable``. 

The level of engagement in using social media is also expressed by one of the customers (NH) 

interviewed. He referred to the fact that due to its effectiveness he actively participates in social 

media activities. NH stated: ``I follow Roche´s social media regularly as it features a new topic 

every week related to strategy, product & services or policy. And I also put questions if I have 

any. Sometimes employees reply back and provides answers to my question or query, but it does 

not happen very often``. (Interview, Patient NH) 

This indicates that interactions facilitated by social media is believed to be beneficial in 

stimulating engagement and providing a means through which different ideas, viewpoints and 

concerns are expressed, effectively exchanged and consolidated (Kaplan & Haenlein, 2010). 

However, this also reflects that the information and feedback provided by the customer is not 

always considered important and relevant by the organization. This is sensed when the General 

Manager was asked: How the feedback and information obtained from social media is stored 

and utilized, her response was that information achieved through social media is only used by 

the marketing and sale unit and  not much by the management team. ``Information achieved 

from social media channels is only used among the marketing people. To be honest, here in the 

management team, we don’t get involved a lot on what is happening in the social media field``.  

(Interview GM) 

To summarize, it is clear that social media usage within Roche DC have been dominated by a 

very small number of employees mostly by the Digital Marketing and Sale Department. Their 

strategic purpose was to create and promote brand awareness across different stakeholders and 

audience. The primary intention was to support more active engagement and for this, social 

media is mainly used for communication allowing Roche to gain wider reach. However, the 

interactive and participative features of social media were muted for certain reasons such as 

compliance issues, sensitivity of health issues. security and privacy etc. The organization's 
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approach to using social media reflects organizational culture and institutional norms that 

govern the social construction of its social media use. (Huang et al., 2013) 

5.1.1 Roche DC´s Use of Facebook  

Most companies use social networking sites, especially Facebook, to support the creation of 

brand communities and to allow visitors to associate themselves with the brands. To promote 

their products and/ or services, companies create Facebook profile via which visitors can view 

products, get access to product reviews and information about the products and services offered 

by the company. Thus, social media is the environment in which social networking takes place 

and has altered the way in which consumers gather information and make buying decisions. 

(Kaplan and Haenlein, 2010) 

Roche DC uses Facebook to a great extent when communicating with its followers, as well as 

allowing the marketing team to share information about new events, shape opinions, offer 

discounts and introduce new product or service. Thus, Facebook is mostly used as an effective 

business-to-consumer (B2C) communication tool as well as a marketing tool. Facebook seems 

to be the primary channel to interact with a large number of audience, and therefore it is crucial 

for the organization to pay attention to Facebook users' responses to the messages the 

organization sends via Facebook. This is endorsed by the communication and marketing 

coordinator as she expressed: when we post something catchy and relevant for our followers on 

the Facebook, they ‘spread’ it by likes, comments and shares it within their circle and make 

more people aware of our message and brand. I believe this is easiest and best way to engage 

as many people as possible and our aim is to engage people who can become potential 

customers. 

This signifies that when Facebook users click the “Like” button, “share” the content, and post 

comments on the organization’s page, they are helping Roche DC by spreading the word on a 

network with million potential customers. Similarly, Facebook enables consumers to 

communicate with each other within their social network(s), creating a word of mouth (WOM) 

effect for the organization. This hybrid marketing tool brings a new challenge for Digital 

Marketing Department because they need to learn how to effectively communicate with their 

target audience and shape consumers’ discussions according to organization´s mission and 

marketing goals. (Kaplan and Haenlein, 2010) 
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Consumers who communicate messages to other consumers are assumed to engage in the word 

of mouth behavior as a result of their desire for social interaction or economic incentives, to 

attain higher status and to participate in the new world of network. (Hennig-Thurau et al. 2010) 

 Accordingly, Roche can monitor and analyze conversations in Facebook to understand how 

consumers view the organization´s messages or its activities. The data suggests that Roche´s 

social media marketing strategy focuses on sending messages via Facebook, enabling the 

organization to view the attention paid to these messages by the users, and identify the messages 

that are endorsed by the users. This can help the organization to communicate with consumers 

more effectively and possibly develop better strategies to engage with them. However, the 

findings reveal that there are different views on whether the information acquired should be 

used further or not. It is sensed that at the management level Facebook has not been considered 

as a serious and effective channel for obtaining accurate data as the General Manager mentioned 

that the data is not used further: “Information achieved from social media channels is only used 

among the marketing people and for marketing purposes. The management team does not get 

involved much on what is happening in the social media marketing.”. This contrasts the opinion 

of the Digital Marketing Manager, who expressed: “… we have team meetings where we discuss 

information and feedback. For instance, in the monthly meeting, the digital marketing team 

share comments and feedback received from customers with the rest of the employees.  

This indicates that despite Facebook’s significant importance in spreading Roche ´s messages 

to a wider audience, the information and feedback obtained from it have received little attention 

at the managerial and decision-making level, even though researchers and professionals in the 

healthcare sector have urged that social media could be the appropriate tool to understand 

consumer behavior, improve customer interactions, and to measure customers’ activities and 

outcomes. (Hennig-Thurau et al. 2010).  

5.1.1.1. Implication of Facebook 

According to the Honeycomb Model of social media, Conversations block represents the 

extent to which users communicate with other users in a social media setting. Facebook is 

designed to facilitate conversations among individuals and groups. (Kietzmann et al., 2011)   

The data shows  that Facebook users’ reactions towards conversational messages is higher as 

the conversational messages receive more attention from users than sales and marketing 
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messages do. This is reasserted by one of the customers interviewed; (NH) expressed:  we tend 

to be “friend” with Roche not only to follow what´s going on in the organization but to be friend 

and network with others who are going through the same experiences as I do.`` This suggests 

that the organization needs to pay attention and host or track these conversation happening 

among consumers  not only to create an ‘ambient awareness’ of  diabetes care but also to use 

both sales and marketing messages and conversational messages strategically. (Kaplan & 

Haenlein, 2010) 

Figure 3: Honeycomb for Roche Facebook 

 (Kietzmann et al., 2011)  

According to Kietzmann et al., the darker the color of a block, the greater the social media 

functionality is within the site. According to this model, Facebook seems to be the best to stay 

in touch, build relationships and connect with new audience because it offers the opportunity 

to “connect” to people, as they share information and experiences of their lives that show their 

personality and allow for easy interaction via likes and comments. (Kietzmann et al., 2011) 

This is confirmed by the Brand and Communication Manager (RF) who stated: …also, 

Facebook is a great place to know your customer. It’s all about sharing from both customer 

and company perspective- This means you are able to gather a lot of information about your 

followers’ preferences and likes. 

The Reputation functional block of honeycomb framework represents the extent to which users 

can identify the standing of others, including themselves, while reputation can have different 

meanings on social media platforms. In most cases, reputation is a matter of trust, thus, 

reputation has significant implications for how firms should effectively engage social media. 

(Kietzmann et al., 2011)    
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Roche has about 95000 followers on Facebook alone which indicates popularity of the 

organization on social media. (roche.com/socialmedia) Roche uses Facebook as a main channel 

to brand itself as it creates avenues for people to interact with Roche. Therefore, it is important 

to dedicate the resources to stay active on Facebook by engaging in conversations and 

publishing fresh content regularly. Roche´s Digital Marketing Department spends a 

considerable amount of time to promote posts and contents on social media which shows that 

the main purpose of social media in Roche is to increase the reach of its messages, and not to 

acquire information from consumers. Hence it is interesting to find out that to what extent the 

customers are perceived as valuable for the organization.  

The ambiguity increased when the Digital Marketing Manager was asked about how external 

information and feedback is used by the organization.  “It depends. If a customer writes a 

feedback concerning the product and complication faced, we refer it to customer service.” This 

is worth noting statement as the product development and improvement is not happening within 

the Danish affiliate but rather at Roche Headquarter in Switzerland. This leads us to wonder 

how seriously customers feedback and preferences are taken into account and whether social 

media is really a good channel to source information from outside the organization. This 

argument can be further supported by the DMM statement who mentioned: … if it’s something 

product related it is not communicated to the top management. If it’s something that the top 

management can help with of course it’s communicated”.  This indicates that product related 

topics are not considered as relevant enough to bother the top management which leads us to 

wonder if not product then what kind of topics are relevant for the management team. 

 

This also signifies that feedback from the customers is one of the key challenges in managing 

communication by the organization because of the complex, inconsistent and potentially 

conflicting nature of feedback. (interviewed, BCM) One user of social media may have several 

or many organizational affiliations which sometimes are overlapping or conflicting in interests, 

it may therefore have contradictory effects on the organization. (Huang et al., 2013) 

 It is evident from the data that the organization do not provide formalized feedback 

mechanisms for their audiences because of the compliance policy. Keeping in mind, the 

organization’s scope; being health organization entrusted with public health, organizational 

messages are mostly clearly and carefully articulated, communicated and persuaded with little 

room for deviation from the set objectives. (Interview, GM) Nevertheless, feedback could be 
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valuable for effective communication and engagement because the organization can sense how 

effective their messages have been, but at the same time it is difficult to manage and can at 

times generate unintended consequences and potentially undermine the strategic purpose of the 

organization. Ultimately it can destabilize institutionalized beliefs by allowing alternative 

voices to compete for domination with the official view. (Huang et al., 2013) 

 

5.1.2. Use of Twitter  
 
Established in 2017, Twitter is mostly used for internal communication in Roche as well as for 

communicating with health professionals and stakeholders. Interactivity through Twitter is 

enabled by a sense of communication that is unconstrained as illustrated by Communication 

and Marketing Coordinator, (CMC) stated:  

‘‘The Twitter really supports two-way communication as anyone can Tweet something and 

anyone can comment. If the managers say something that others don’t like, they will make 

comments.’’ 

Encouraging open and free participation with little or no intervention has become an important 

communication principle in Roche- one that has been recently established and accepted by 

organizational members, who are actively engaged in social media marketing.  

‘‘In the last one and a half year, the twitter has become much more interactive. All stories can 

be commented upon and there is no censoring at all. People are eager to comment and have 

very straightforward comments, which is very good.’’ Expressed by CMC 

As stated by the Brand and Communication Manager: ‘‘Twitter is an appropriate channel for 

company-to-stakeholders communication as well as employee-to-employee communication. 

 

According to BCM, Roche uses Twitter to interact with stakeholders and gather market 

information. On the other hand, consumers can tweet about their experiences with the product 

so that the organization can monitor this feedback and learn from it. Reading what patients 

tweeted about the organization or a particular product or event helps to recognize customers´ 

needs and concerns. This provides the organization with an opportunity to respond and let those 

patients be heard. However, Twitter is mostly used for updating health professional in an 

engaging way and is used as an awareness creating tool. The organization make use of Twitter 

to cover events, conferences and health topics. Roche uses twitter to have tailored marketing 

campaigns and related tweets for specific groups as it has large number of followers around the 
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world.  Roche´s Twitter is about information, conversation, and customer service and is used 

to communicate and interact with consumers and health professional. Roche makes sure to stay 

involved with the audience and reply to their messages as often as possible. However, Twitter 

can become overwhelming and contribute to overload at times (Interview, BCM) 

5.2 Online Community: Osmeddiabetes.dk 

Established in 2015, the online universe called ‘Osmeddiabetes’ managed and run by Roche 

DC’s makes it possible for patients across the Danish diabetic landscape to connect, share and 

learn from each other by sharing data, knowledge and experiences within the field of diabetes, 

thus creating relationships with other diabetics who face the same challenges in life caused by 

chronic diseases. 

 

Based on the concept of Online Community of Practice, ‘Osmeddiabetes’ can be characterized 

as an electronic network due to two factors.  Firstly, all interaction between the participants 

takes place electronically via share and comments, private messages and live chat. Since the 

network is electronic, there is no limit to how many users can create a profile and contribute 

with content as well as how many users can wonder about the content of the network without 

contributing. Another feature of the networks is that the extent of participation is voluntary and 

largely anonymous, as users are often strangers to each other. It allows users to communicate 

asynchronously and access the information again at a later date as everything is stored in the 

network repository. Osmeddiabetes can be described as a discussion forum in social media 

where users in a network ask questions and answer other people's queries.  In addition, 

Osmeddiabetes has a number of features that can characterize the network as a Social 

Networking Site, defined by the ability of users to create a personal profile and establish a 

network of relationships. (Preece, 2001) 
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Functions of the network 

Source: http://osmeddiabetes.dk 

 

The main purpose of the network is to make everyday life better for diabetics in Denmark. 

People concerned with diabetes can join the forum for free. The platform focuses on relevant 

news, research, events, as well as tips and tricks for everyday life with diabetes. Further, it 

provides the opportunity to socialize with other patients going through similar life experiences 

as well as provides encouragement, inspiration and advice on how to live a normal life with 

diabetes. It is primarily intended for people with diabetes, but also family members and friends 

of those who have diabetes can participate in the network voluntarily. Diabetic patients join the 

network for many reasons such as to be part of a community, to get inspiration, to search 

support, learning from others and sharing experiences with people going through the similar 

conditions. According to the communication and marketing coordinator (CMC) the platform 

puts patients at the center of creation and generation of discussions without any direct 

involvement of Roche employees. However, the organization reserves the right to remove posts 

that do not belong to the network’s aim and comments that do not have a natural connection 

with diabetic can also be removed. (Interview: CMC) 

 

Osmeddiabetes enables its members to track all aspects that they consider relevant to their life 

experiences. The platform covers certain topic and facilitates discussion and interaction 

between members. This endorsed by one of the network members who is also diabetic that the 

network is useful for patient not only for obtaining health information but also for socialization:  

…the network is perceived as having support, solidarity, and companionship. Users create a 
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debate by asking a question to the other users, who then provide answers and comments. It can 

be in the form of thoughts, feelings, knowledge and experiences around the topic. A discussion 

can involve more users and extend over a longer period. (Interview Patient, KH)  

 

In order to make the forum effective, it is important to capture patients experience in essential 

details in order to connect them with people having similar conditions. Thus, the system can 

help the network member to find and connect with other patients having similar health 

problems. This is confirmed by one of the diabetes patients who is also member of the network. 

During the interview she expressed: It is probably the exchange of experience I think and then 

one needs to share this with others that has this disease.  You understand each other in a 

different way, there is an implicit understanding among people who have the same problems I 

think. To meet with like-minded people even though they are not like-minded. It is precisely 

because you are different that you get something out of it on the bases of give and take. 

 (Interview, KH) 

However, getting relevant and adequate information largely depends on the amount of 

information that the patient enters. The more information a patient enters about her/his 

conditions and experiences, the more the system is able to connect them with those having 

similar situation. (Interview, CMC) 

 

Osmeddiabetes consists of three main features: Active with diabetes, New with Diabetes and 

Diabetes Food Recipes (can be seen in the images above). “Active with Diabetes” mostly deals 

with interviews posted about people with diabetes who have an active life and can be of 

inspiration for other diabetics. Users can create blogs in a form of diary, and other users can 

subsequently comment on blogs and write their comments and messages. The forum is an 

opportunity for users to share their success stories and experiences with how to better manage 

their illness. This is endorsed by the network member in the interview by stating: That you are 

worried about reactions to too low blood sugar and you are concerned about the future and the 

risk of serious complications and you do not" accept "your diabetes but then others boost you 

up by sharing positive stories. (Interview, KH) 

 

The “New with Diabetes” section mostly covers stories, tips and tricks for newly diagnosed 

patients and provides them with information about how to handle their newly diagnosed disease 
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the best way. Using the forum gives all participants improved quality of life in terms of not 

feeling alone with the disease. As a newly diagnosed, it can be a daunting idea to live with 

diabetes, which the network can alleviate: Expressed by network member KH 

 

Furthermore, there is a section for healthy and carb food recipes, which people can become 

inspired by and which can help to keep your digestive system functioning well, affecting blood 

glucose levels more slowly.  Diabetics must balance the intake of food and the amount of 

exercise with the intake of insulin to achieve a well-regulated blood sugar. Exchanging 

experiences on healthy alternatives, such as recipes for sugar-free foods and by making some 

simple nutritional changes allow people with diabetes to enjoy good food. (Osmeddiabetes.dk)   

 

The CMC expressed that the aim of the three mentioned categories is to create a digital platform 

for people with diabetes and people concerned about diabetes, where they can search and find 

any information related to their chronic diseases and health problems. Through the network 

patients can track aspects of their patient life on their own to increase their awareness and 

observations. Patients participate and contribute to the network voluntarily for various reasons, 

according to their requirement and priorities as most of them are dealing with the similar 

implications of their illnesses. Seemingly, the platform supports the connection among patients 

and facilitate communication with others in similar situations. It indicates that the platform 

continuously generates possibilities for interaction and connections for network members. 

Patients are linked to their specific forum according to the conditions and requirements they 

add to their profiles, however they are free to participate in any other forum. Roche actively 

supports the steady connection and interactions among the patients, however, there is no active 

interaction between Roche employees and the network members. Employees are not directly 

involved in handling and negotiating patient experience data but there is a check system that 

the network is not exploited for advertising, offensive or abusive comments or anything that 

violates good morals and ethics described in the general guidelines. Users who do not comply 

with these guidelines will generally receive a written warning and may potentially risk being 

excluded from the network. (Interview, CMC) 

 

Based on the above discussion, it can be concluded that social network sites can be seen as a 

rich source of interaction and socialization, and it has increasingly been used by those having 
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health problems and seeking for health information. The concept of sociability is concerned 

with developing software, policies and practices to support social interaction online. The aim 

is to attract customers to the organization though social interactions. Sociability focuses human 

to human interaction and facilitate members of a community to interact with each other; thus, 

the focus of sociability is on human to human interaction supported by technology. (Preece, 

2001) 

 

Facebook, Twitter and Instagram are used as efficient tools to brand Roche DC and market its 

product and services as well as to be visible globally. Social networking sites such as Facebook 

provide the organization with the opportunity to reach wider audience and brand themselves in 

an informal way and have an effective communication with the customers. Moreover, 

sociability aspect of the online community revolves around human to human interaction and 

might be defined as the way in which online customers may support members’ social interaction 

for the fulfillment of shared needs. In this regard, digital platforms afford association of “people 

to people” or “people to content” in order to support social connections, provide access to 

information, or enable emergent connections through rankings and recommendations. (Preece, 

2001) 

5.3 Platforms 

As mentioned above digital platforms afford association of “people to people” or “people to 

content”. It is a new way of amplifying the delivery of content and provides faster and safer 

internet experience to the users. Platforms create communities and markets with network effects 

that allow users to interact and act.  In this part of the analysis, digital platform and their use is 

presented.  With the help of Platform Business Model by Parker et al. (2016), and Usability 

Concept by Preece (2001), Roche ´s digital platforms will be examined and assessed. 

 

5.3.1 Roche DC Digital Transformation 
  

The focus of Usability Concept is interaction across the human to computer interface and that 

the usability deals with the software’s role as a medium and a place for social interaction. 

(Preece,2001) Likewise, Parker et al., (2016) defines platform as a set of digital resources that 

enable value-creating interactions between producers and consumers. Platform invites different 
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types of users mostly producers and consumers to connect and conduct interaction with each 

other using the resources provided by the platform. (Parker et al., 2016) 

 

Roche DC started a transformational journey to become better at adapting to the external 

environment as well as to brand themselves efficiently in general public. Roche´s management 

team recognized the value of integration in fostering work processes that cut across the two 

units. Consequently, Roche integrated their Sale & Marketing and Social Media Unit into one 

department that previously worked independently. The overall goal was to get a more integrated 

electronic network-based process, where multiple stakeholders should be able to leverage each 

other’s competences in mutually beneficial ways. As a result, the Digital Marketing Department 

(DMD) was born representing a unique collection of various digital platforms. The purpose was 

two-fold: First, to deliver digital marketing strategy successfully. Second, to promote social 

interactions and connecting organization to communities in order to foster relationship with low 

cost. Over time, DMD progressively established their value and they have become an integral 

part of Communication and Marketing life at Roche DC. Restructuring was a major challenge 

for the organization as changing the organizational mindset is not a simple task. (Interview, 

DMM). With a few years of journey, the integration process has now been set up and running 

well. Roche believes it enables them to reach a wider range of audiences to brand themselves 

and get more knowledge from the external environment. However, they also admit that they 

need more time and expertise to master it in order to capitalized on these platforms. (Interview, 

DMM) 

 

One of these benefits that Roche DC finds highly rewarding is the branding potential that these 

digital platforms afford. (Parker et al. (2016) The main purpose of the digital transformation 

was to reach wider audience and to promote branding and communications in an effective way 

but at the same time with low cost.  These platforms help Roche increase awareness of their 

brand and what they actually do. Since Roche strives to leverage external partners by 

establishing partnership and collaborations, it clearly shows that the company is inclined to 

collaborate with partners/ patients and can benefit from each other. Hence, securing presence 

via digital platforms provides better opportunities for Roche to leverage external partners and 

become the leading Diabetes Care Organization. (Interview, DMM). 
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Roche DC has recognized the significance of adopting digital platforms which facilitate to 

interact, share, and create opportunities to be visible globally (Interview, DMM).  These 

platforms also allow the organization to monitor what is being discussed and get insights into 

what kinds of information are being shared. While, Roche seems committed to using and 

running these platforms successfully, they still lack the expertise or perhaps the will to exploit 

the data produced through these platforms. This has been endorsed by one of the employees 

interviewed: Digital platforms are very powerful and could be used for many purposes but we 

haven’t utilized it to full potential. (Interview, CMC)  

This leads us to explore further what hinders the organization from exploiting the opportunities 

and potentials that these digital platforms can afford. 

 

5.3.1 Platform Barriers 
 

Pull Barrier 

``It is difficult to attract the right audience to the right content at the right time`` expressed by 

Brand and Communication Manager. This indicates that the first barrier Roche faces is to attract 

the right participants to the platforms at the right time. It signifies that timing is very crucial in 

the digital universe, if you do not post or tweet at the right time, when your followers are online, 

your content could easily be missed. Therefore, timing is decisive, and the best communicators 

would recognize how to time what they want to say in order to coincide with when their 

audience is most receptive. Accordingly, the knowledge seeker can be aware of the facility that 

the organization offers, and it is also intended to help and share experiences with others, periods 

may arise when users find it difficult to find time to engage and participate. The majority of the 

target group is a working class and can therefore be heavily burdened at times; there may be 

periods when work requires a little extra efforts or times when family life requires full attention. 

(Interview, Patient KH)  

Another barrier could be information design that hinders audience to participate. Information 

design deals with how easy to read, how understandable and how aesthetically pleasing 

information is, when these elements are missing participation could be very low. One of the 

main obstacles that the potential participants might not understand the massage du to its 

academic nature, thus not realizing the value it presents. And if they do understand, they do not 
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necessarily share their view on a large forum as they prefer personal relationships in small 

circles. The ease with which users can move around and inconsistency in messages could also 

be causes that hinder audience to partake. (Preece, 2001) 

Parker et al. (2016) explains that the basic purpose of a platform is to facilitate the core 

interaction, the activity that takes place on a platform and the exchange of value that attracts 

most users to the platform. Accordingly, to make an activity a success and attract more audience 

to it, Roche needs to educate potential participants on what the message is and assure 

participants that their views and critiques are appreciated and valued by the organization. This 

is important to be emphasized as many of Roche´s followers have the impression that their 

views are not taken into account. I am not sure they make use of viewers´ comments. (Interview, 

Patient NH) “So I do not write a lot, as I do not think the organization looking at it. (Interview, 

Patient BS) 

 To overcome these barriers, as mentioned by the Brand and Communication Manager, they 

need to develop a strategy to attract potential users.  

 

Trust Barrier 

The above mentioned both statements by the patients signal to some extent a mistrust between 

the two parties, i.e. Roche and the followers. Trust is an essential part of any exchange and thus 

a vital prerequisite for developing partnership and engagement. In order to enhance engagement 

a certain level of mutual understanding must be developed between stakeholders. This becomes 

more essential when dealing with sensitive issues such as healthcare and illness. Thus, to 

facilitate this interaction both Roche and consumer´s roles must be clearly described and 

understood. Therefore, DMD needs to produce and creates valuable and clear messages to be 

exchanged with the consumer because this would provide the basis for users to decide whether 

or not to proceed for further exchange on the plateform. Ensuring that both parties are at the 

same level of understanding and have value in exchange is thus very crucial for developing 

trust between two parties. (Parker et al., 2016) 

 

Traditionally health related information has been the domain of professionals, therefore Roche, 

as a healthcare organization, seems reluctant to gathering data generated from digital platforms. 

..At the management level, we do not use the data from social media as expressed by the general 

manger. In fact, healthcare is a customer-service industry and a successful customer service 
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requires in-depth knowledge of the target audience. It is evident from the data that Roche´s 

employees intend to build trust-based relationships with patients, however it is less evident to 

incorporate patient views and feedback into the decision-making process. Digital platforms 

provide the opportunity to listen to the audience and what people are talking about the 

organization and its products can help to measure organization’s reputation. Thus, Roche DC 

must include trust as part of their brand communication strategy in order to successfully engage 

wider audience. 

Governance Barrier  

Governance employs processes, norms, architecture and relations by which platforms are 

controlled and operated. (Parker at al.,2016). According to the digital marketing manager, 

general guidelines and certain rules such as who should participate, who could benefit and 

generate value and how to register, have been established to manage platform control. These 

are enforced rules and regulations that users need to follow and can get penalty if the rules are 

not complied with. 

Governing barrier is concerned with the quality of the content and participants´ access to the 

platform. Participant´ access requires to download and run digital platform must be clear and 

easily understandable. Roche strives to be consistent in brand messaging and tries to carry a 

unique and identifiable voice and style across all platforms. Roche recognizes that there has to 

be a sound strategy in place to boost loyalty, engagement, and brand awareness through digital 

marketing. (Interviews, DMM &BCM) A well-designed and user-friendly platform ensures that 

users receive only relevant and valuable information, while poorly designed filters present a 

flood of valueless and irrelevant units to the user, which might lead to abandonment of the 

platform. (Parker at al.,2016) 

 

Another sub-barrier to good governance could be the openness of the platform; who should 

participate and how many. Roche has several digital platforms with thousands of followers 

which make it very challenging for the organization to manage it in a constructive way. Roche 

tends to offer and send various type of messages about its activities and products without 

segmenting its audiences. For patients, an important aspect of healthcare is quality and if 

everyone and everything is allowed to be shared the platforms might be flooded with irrelevant 

and unnecessary content, hence governance barrier arises when certain qualitative standards are 
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not met. Thus, it is important to manage the governance barrier because if not done successfully, 

it will not only increase the aforementioned two barriers but can also ruin organization´s 

reputation. Moreover, creating and managing platforms that facilitate low quality contents will 

reflect back on organization brand, hence the platform and its content need to be of a certain 

quality in order for it to live up to Roche´s standards (Parker et al., 2016).  

 

To conclude, it is one thing to build a platform but it is another thing to have actual customers 

and experience and to obtain data generated via platform. The effect of platforms derives from 

the network effects they generate, thus establishing successful network has the potential to yield 

significant value for the organization. In order to create value, Roche must develop a strategy 

for not only attracting users, but to do so in an educational manner so that users can understand 

the purpose of the platform. A strategy for attracting and ensuring that participants not only 

understand the content, but also to ensure that they view it from the same perspective as Roche 

does, as it will create mutual understanding, thus leading to mutual trust. 

 

There is strength in numbers and if Roche succeeds in attracting a large number of right 

participants at the right time, their chances of enhancing positive networks effects and yielding 

value from it will increase. The incentive for participants to share and exchange value units 

should be emphasized, hence Roche requires to identify some incentives for participants to 

participate thereby creating new value through scale. (Parker at al.,2016)  

 

6. Discussion 
 

The following section discusses and evaluates the results presented in the previous section and 

puts them in a broader context of healthcare sector. The goal is to review the role of social 

media in changing communication and marketing practices in healthcare organizations. The 

discussion is structured in two main parts: The first part discusses the social media role in the 

creation of new ways of communication and increased brand awareness, while the second part 

discusses the effects and consequences of using feedback from social media. 

 

During the prosses of the dissertation, one of main challenges was to find relevant theory that 

can be used to explain the empirical study. It has been almost impossible to find theory that 
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could include the subject of the thesis "Health Organization using Social Media for Branding", 

therefore various theoretical frameworks have been selected to cover all three aspects, i.e. social 

media, healthcare and communication & marketing. However, after a thorough and intense 

literature review it has been possible to identify inter-related theoretical frameworks that have 

been helpful to explore and analyze the empirical data. It has also been a challenge to apply the 

chosen frameworks in connection with the study because most theoretical concepts have 

referred to a business context rather than a healthcare context. The challenge of choosing theory 

is also due to the fact that the subject is new and unexplored, which has made it difficult to find 

theoretical framework that can explain why the healthcare organizations are reluctant to use 

social media as a source of information gathering and using feedback obtained from social 

media. 

 

6.1 Social media usage in organizational communication and branding 

The literature review of social media marketing (used in this study) reveals various approaches 

regarding aspects of social media marketing such as customer relationship management, 

communication and marketing, engagement and brand communication. However, few articles 

address the strategic marketing of social media, and none put forth a holistic social media 

marketing framework. While extant research related to social media marketing investigates 

social media mostly with a focus on customers and communication handle by organizations´ 

customer services units and/ or by marketing managers in isolation, the findings of this study 

indicate that social media marketing is a cross-functional concept that covers an organization's 

decisions about social media marketing scope, organizational culture, structure, and 

governance. (Felix et al.,2016) 

The empirical evidence of this study describes the extent to which social media has been used 

as a marketing and communication tool. The results indicate that there is broader use of social 

media for communicative purposes, for example, social media is used to facilitate 

communication and engagement with all types of stakeholders. The use of different social 

media tools (e.g., Facebook, Twitter and online forums), for various organizational tasks (e.g., 

broadcasting messages, introducing new projects and running communities of practice), 

signifies the possibilities the organizations have in order to communicate messages and reach 
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a wider audience. The information flow appears to be vertical by means of a typical top- down 

approach which is highly related to organizational culture and the way its social media practices 

have been governed. The data generated by the online communities can provide a wealth of 

information on diabetes and diabetics that could otherwise be difficult to detect. However, 

exploring and transforming this data into something meaningful is not happening and the 

organizations seem reluctance to invest time and resources in consumer research. This also 

demonstrates that healthcare organizations consider social media as a helpful tool for marketing 

and branding purposes and other than that they do not use and need the information available 

on their digital platforms.  

 

This suggests that integrating and incorporating data from online communities into the 

organization´s strategic and innovative processes is not materialized by Roche. It is also evident 

from the data that social media offers opportunity for health promotion in the field of public 

health, which enables the organizations to reach out far and directly to the audiences in a short 

period of time. (Grier and Bryant, 2005) However, social media content can have very short 

memory in people´s mind as new and interesting opportunities continues to emerge. The data 

also shows that the main challenge the organization faces is getting attention of a wider 

audience.  In order to attract large number of audiences, healthcare organizations should 

carefully choose content and be selective about which message to broadcast on which social 

media channel and at what time to achieve optimal results. Furthermore, organizations must 

also ensure that the contents are interesting, valuable and engaging. The feedback on the content 

must be regularly monitored and fresh content should be added at periodic intervals providing 

sufficient time to the audiences to register it in their minds. (Garven, 2010) 

  

The findings also indicate that the use of social media has the potential to enhance participation 

and generate feedback mechanisms. As a result, more voices and messages can be generated in 

the form of feedback. Notwithstanding, the lack of a formalized and established feedback 

mechanism suggests that the Roche management prefers to keep the decision-making control 

within the managerial team. For instance, despite the existence of social media tools and digital 

platforms, feedback is not used by the management in the decision making because the 

organizational culture and norms neither encourage nor support such behavior. The reason for 

justifying this behavior is the compliance and security issues. The data also suggests that 
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organizational social media practices have been dominated by a very small number of 

employees primarily the DMM and BCM. Their strategic intent has been to create and promote 

brand consistency across various social media platforms. Even though, platforms have the 

ability to support more active engagement and participation, the senior management had 

preferred not to seek active participation with consumers but only to gain widest reach. The 

interactive and participative features of social media seem to be muted to ensure the preferred 

top-down flow of information and communication. 

 

Social media is moving fast, what can be very relevant today may be superfluous tomorrow. 

The digitalization of human interactions has brought the world closer to a single click. In this 

fast-paced world, social media has become an efficient way of communication for many health 

organizations and has the potential to promote and change many health-related behaviors 

(Moorhead, 2013). The social media platforms analyzed in the study can be successfully used 

to interact with wider audiences, promote preventive health activities, and increase brand 

awareness. Social media characteristics such as user-generated content, interactivity, and multi-

directional communication flow, making it the best choice for faster spread of preventive health 

messages and increase health awareness in general masses. (Househ, 2013) Evidences from the 

data signify that social media interventions are very cost-effective for both the organization and 

the audiences it garners. With the advent of mobile based applications, people can now access 

social media from anywhere any time. Social media has become a place where consumers can 

learn more about their favorite brands and the products and services they offer. In the online 

environment many new forms of social interactions are taking place such as Electronic 

Consumer to Consumer Interaction, Electronic Word of Mouth which are interactions between 

consumers of e-services. The chance to mingle with other people is a fundamental part of the 

consumer experience and social networking sites have become a way in which consumers can 

interact with one another and spread their experiences about the brand, hence consumers play 

a more dominant role in influencing each other with their consumption decisions. (Castronovo 

& Huang, 2012) 

When companies use social media marketing they attempt to gain social currency in the form 

of consumer to consumer recommendations which are argued as the strongest of all consumer 

activities. Social media marketing strategies are designed to inspire consumer-to-consumer 

communication through word of mouth about a brand or product. Accordingly, word-of-mouth 
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information sharing has become a crucial component of the marketing process, as consumers 

tend to greatly rely on the advice of others when making purchase decisions, especially when 

purchases are financially or psychologically risky such as health related decisions. (Castronovo 

& Huang, 2012) WOW is all about creating a buzz. It is an efficient way of gaining a following. 

Organizations should connect with consumers, as opposed to 'collecting' them. If the audience 

is not interested in an organization, they will probably not help the organization to grow. The 

more passionate the audience is about the organization, the more likely they will share 

organizations´ messages. As mentioned, information transfer by word of mouth is powerful tool 

to influence others, as it has been a way of reaching audiences that organizations might not 

have been able to do otherwise. 

 

Management and organizational behavior research recognize the importance of organizational 

culture (Schein, 2010) for organization´s performance. This study also confirms the importance 

of organizational culture for social media marketing success. However, it cannot be ruled out 

that stakeholders can take control of and manipulate social media content, and organizations 

should therefore consider the trade-offs between a social media marketing culture which 

provides better control of important brand constructs, and consumers' desire to connect and 

engage with organizations displaying a more progressive, and receptive culture. (Felix et al., 

2016) 

 

6.2 Effects of feedback from social media 

Since word of mouth communication is the dominate force for disseminating messages created 

by marketers, health organizations need to brand themselves in a whole new way and include 

feedback from social media within their business plan. (Castronovo & Huang, 2012) 

 

The data suggest that the use of social media allows for multiple voices and open 

communications, as well as supports wider reach of the organizational messages. However, in 

the Roche case the effects of feedback from social media are less visible since top-down and 

push communication is the main priority. Increased reach is important for the management but 

not at the expense of losing central control of the organization, hence the level of interactivity 

remains limited. Roche social media practices are more concerned with branding and reaching 
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out, instead of engaging with audiences in the co-creation of communication strategy. The 

results indicate that the information coming from outside the organization still seems to be ̀ `raw 

diamond`` as it has not been fully explored and integrated into the organizational work 

processes. In order to improve actions and make informed decision, the organization must 

leverage the feedback from the   audience and discover this raw diamond of information in 

order to expand the level of engagement between consumers and the organization. In fact, 

health organizations require efforts to fully exploit the social media capabilities to cultivate a 

healthy relationship between the public and organizations. Customers expect organizations to 

value their time and appreciate their contribution, by encouraging and appreciating customer´s 

feedback organizations can develop the notion of ``presumption``, where production and 

consumption occur and prosper simultaneously. (Huang et al., 2013) 

Organizational learning means the process of improving actions through better knowledge and 

understanding of stakeholders. Further, innovation is a dynamic capability that requires 

attention to both existing knowledge and new knowledge creation. In order to be innovative 

and adaptive to changing environment and to remain competitive, health organizations need to 

be ambidextrous- the capability that has been regarded as main sources of achieving 

competitive advantages. Organizational ambidexterity refers to organization's ability to be 

efficient in its management of business and also adaptable to cope with tomorrow's changing 

demand. In order to do so, health organizations´ exploratory efforts are required to continuously 

renew and expand organizational knowledge base and transform this knowledge into 

commercial ends. For instance, organizations can recombine the new knowledge, gained 

through feedback, in varying ways across projects or product iterations. Ambidextrous 

organizations have the ability to facilitate continuous adjustment in their ways of organizing 

and to regulate and accommodate the adjustments, and changing flows of communication 

practices, thus effectively coping with internal complexity and environmental turbulence. 

(Andriopoulos and Lewis, 2009) 

 

Moreover, Ambidexterity is an important parameter when considering communication 

strategies that enable organizations to deal with uncertainties, ambiguities and contingencies. 

Ambidextrous capabilities enable organizations to continuously create and identify new 

resources or combination of resources and if this capability is under-developed, it can 

potentially lead to a ‘‘lock-in’’ effect, which narrows the scope of alternative views and thus 
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limits action. (Andriopoulos and Lewis, 2009) This status quo can be changed if social media 

tools and organizational culture work together to encourage new behavior and establish 

feedback mechanism. The conducive environment is important to create and sustain 

ambidexterity in organizational practices by nurturing and developing an open and engaging 

environment in which organizational stakeholders, regardless of role, have confidence to 

participate (Huang et al., 2013)  

 

According to Andriopoulos and Lewis, the ability to be and remain ambidextrous is 

strategically valuable because such a unique ability can come from an organization’s context– 

‘supportive’, and promoting the values of ‘trust’, and ‘participation’. In addition, ambidexterity 

in information management can enable organizations to benefit from greater knowledge by 

nurturing feedback in communication. This study thus contributes to how organizations can 

benefit from social media by changing their interaction practices and becoming more 

ambidextrous. This will require an appropriate organizational culture and governance model 

that enables ambidextrous behavior in the organizations' branding and marketing practices.  

It is evident from the data that the organization is generally in favor of collecting, receiving, 

and responding to customers feedback. It was often acknowledged that customers should have 

the opportunity to express their views and that the organization should listen and make 

appropriate improvements. However, given the scope of health organizations; being entrusted 

with public health, organizational orientation is mostly clearly and carefully formulated, 

communicated and persuaded with little room for deviation from the set objectives.  

Secondly, the acceptance of data from the feedback was mostly hampered by mistrust in the 

data, given that health information found on social media lacks quality and reliability.  A major 

risk associated with the use of feedback from social media is the posting of unprofessional 

content that may reflect inappropriately on the health organizations. Therefore, widespread use 

of social media can introduce new legal complexities for the organizations. (Moorhead et al., 

2013) 

 

To summarize, the above discussion signifies that today´s audiences do not appreciate social 

media being used as a one-way or “push” communication platform. They want the 

organizations to enter into a dialogue and listen to them to understand what their customers 

wants and what they are interested in.   An organization must display its unique perspective on 
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the subject or project to get a role in the conversation, hence the organization’s interest and 

contribution to a conversation will attract audiences who have the same interest and are 

receptive to their message. Through social media campaigns, organizations can demonstrate 

their intentions and interests by including thought-provoking topics relevant to the needs and 

desires of both customer and all those stakeholders who might have some influence on the 

organizations. As a result, if organizations succeed in raising awareness and enhancing the 

reputation of their brands, customers will be more receptive to hearing about their products, 

solutions or partnership ideas, when such conversations arise. This will ultimately lead to high 

brand awareness and customer engagement. 

 

7. Recommendations 
 

This section presents recommendations for how to improve engagement and relationship with 

customers and build, maintain trust with relevant stakeholders. The recommendations are 

informed by theoretical framework of ``Social Marketing in Public Health`` by Grier and 

Bryant and are based on the data collected as well as the analysis of the results. 

7.1 Consumer Segmentation 

Social marketers know it is not possible to be “all things to all people.” Rather, marketing 

differentiates populations into subgroups or segments of people who share needs, wants, 

lifestyles, behavior, and values that make them likely to respond similarly to public health 

interventions.  (Grier and Bryant,2005) 

 

Consumer research is considered as the backbone of a customer orientation and relationship 

building. To build and enhance customer engagement and make its marketing more effective, 

Roche should have a firm commitment and allocate resources to understand target audience, 

their needs, aspirations, values and their daily routines. Accordingly, Roche DC must recognize 

intragroup differences to divide audiences into distinct segments on the basis of their health 

status (e.g. Type 1 and Type 2 diabetes, old and new with diabetes), lifestyle, values, personality 

characteristics and interest etc. The identification of different segments based on age, ethnicity, 

and gender, as the target audience to get highest priority in the development of differentiated 

marketing strategies e.g., in how, when and where products will be promoted, positioned and 
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placed. This will help to enhance the program effectiveness and efficiency by tailoring 

strategies to meet the needs of different segments and will help the organization to make 

appropriate decision about resource allocation.  

 

7.2 Feedback Mechanism; Continuous Monitoring 

Social marketers continuously monitor and check with target audiences to measure their 

responses to all aspects of an intervention, from the broad marketing strategy to specific 

messages and materials in order to assess visitor demographics and interaction patterns with 

the activities. (Grier and Bryant, 2005) 

 

Social media has been incorporated extensively into Roche´s organizational communication 

and marketing strategy, the creation of digital marketing department is a living proof, however, 

there is an obvious tendency to use social media mostly to push an organization-consumer 

communication and not vice versa. In addition, organizational culture is also more prone to top-

down communication. In order to build trust and engage with consumers in a true sense, the 

organization needs to push an organization-consumer-organization communication. Social 

media platforms should be used more as two-way communication and data gathering sources 

rather than using it only for information sharing and advertising as a one-way communication. 

The data obtained can help to understand specific groups of consumers their perceptions of the 

products, benefits, costs, and other factors that motivate and discourage them from adopting 

recommended behaviors and services. (Grier and Bryant, 2005) 

 

For the purpose, an effective feedback mechanism needs to be established which will help to 

facilitate bottom-up communication processes and thus explore new data and information 

coming from outside. This can help the organization to learn about what they know or have 

already and what they do not know. The organization may learn from the new rich data coming 

from online communities to find, comprehend and apply new knowledge, thereby developing 

their exploration and ambidextrous capabilities that are crucial to long term survival and stay 

relevant. 

 



 79 

7.3 Trust Building; Improving relationship with consumers 

The pharma industry faces challenges in earning trust, particularly with governments, 

regulators and society at large. To address these challenges, healthcare organization are 

required to strengthen a culture of ethics and integrity, adopting higher governance standards, 

and improving relationships with all stakeholders, thereby close collaboration with stakeholders 

within and beyond the industry is, and will remain, critical to success. From research stage to 

delivering products, increased collaboration with various internal and external stakeholders 

should be key to harnessing scientific and technological advances, improving productivity, 

delivering pricing and adapting to the turbulent environment.  (Roche annual report, 2016) 

 

The consumer orientation represents a commitment of the organization to provide consumers 

with satisfying exchanges that result in long-term trusting relationships. (Grier and Bryant, 

2005) 

This suggests that Roche should listen to consumers in order to find out what consumers say 

about what has been offered by the organization and how they perceive it. In order to develop 

long-term and trustworthy relationship with stakeholders, the organization should be willing to 

value and incorporate stakeholders’ views and to meet consumer preferences. Their present 

approach is more expert-driven in which public health professionals determine what consumers 

need to do. 

To develop sustainable and long-term relationship, Roche need to involve consumers in goal-

setting, participatory research and strategy development that would enable them to become true 

partners instead of targets of professionals’ programs. 

In any virtual context, confidence and trust is a prerequisite, not only in technology but also in 

the intentions of organizations. People will tend to participate when there is a supportive 

organizational context in which active participation and free exchange of views is valued and 

encouraged. (Kaplan & Haelein, 2010) When users trust the brand that they are part of, it 

increases their amount of participation, and consumers who have a positive participation 

experience are more loyal to the brand. Hence, trust is a central aspect to guarantee brand 

survival. Thus, Grier and Bryant (2005) urge social marketers that they must (a) offer benefits 

that the consumer (not the public health professional) truly values; (b) recognize that consumers 

often pay intangible costs, such as time and psychic discomfort associated with changing 
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behaviors; and (c) acknowledge that everyone involved in the exchange must receive valued 

benefits in return for their efforts.  

7.4 Capacity Building 

Capacity development is a broad and comprehensive approach to people's growth and 

development to ensure they are effective in their roles. 

 

Despite the high level of integration of social media and establishment of DMD, many 

employees believe that they are still in a learning process to master organization´s use of social 

media that can better respond to organization´s narrative ``engaging people to become potential 

customer``. The newly established Digital Marketing Department needs to develop social media 

marketing skills. For the purpose, on the job training courses should be arranged in various 

areas, such as creating a ``catchy`` Facebook post or crafting a tweet, establishing and building 

a digital relationship, observe customer interests and trends. These are important skill for a 

social media marketer as they need to know when to share, what to share and how to share, in 

addition to being familiar with content sources and audience preferences. Furthermore, social 

media marketers need to have conversational skills and empathy to help the customers on social 

media. Developing capability by being able to continuously scan the external environment for 

trends will improve Roche´s employees´ options for exploring opportunities that can be 

pursued, hence, the entire process of mastering social media skills becomes an opportunity in 

itself. The knowledge gained from these learning processes can be translated into vital 

experience that may prove extremely valuable in future explorative endeavors, thereby 

increasing their organizational ambidexterity. 

 

In addition, based on the skills developed, Roche can instantly use the online communities more 

effectively to promote their products and services via electronic word-of-mouth (WOM) by 

adopting the ``Network Coproduction Model``. The model is new and effective WOM model 

that suggests that both the consumers and the organization develop WOM communications 

together by considering the fact that marketing messages are no longer unidirectional- as we 

have seen in Roche case. Using this model, Roche can apply various new types of tactics and 

measures to influence the consumer or opinion leader with messages and meaning being 
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actively exchanged within a consumer network resulting in increased reliance on WOM 

information as a basis for purchase. (Castronovo & Huang, 2012) 

 

To sum up, marketing is not a battle of products, it's a battle of perceptions. The power of a 

brand lies in what resides in the minds of customers - what they learned, felt, seen, and heard 

about the brand as a result of their experiences and interactions over time. (Keller, 2008) In 

order to create strong brand awareness and maximize brand value, Roche must do formative 

research to understand consumers´ preferences and value their concerns and feedback as well 

as to plan effective interventions.  

In order to ensure that the marketing activities reflect the brand value concept, a feedback 

management system that measures consumer´s perceptions of value must be established, 

leading to the creation of credibility and appropriate brand image in the minds of consumers. 

 

8. Conclusion  

This study sheds light on the phenomenon of social media marketing in the healthcare sector. 

The study aims to explore the role of social media in promoting healthcare organization´s 

communication and marketing goals and analyzed in detail the adjusted use of social media in 

changing the flows and dynamics of organizational communication and marketing practices. 

By investigating the online universe, known as Digital Marketing Department, the data depicts 

how Roche DC manifests its approach in designing its distinctive meaning and usage of social 

media to enhance brand awareness. The study reveals that the advent of social media has 

enabled the organization to connect, share and disseminate information and advertise their 

product and services to a wider audience across the Danish Diabetic landscape. The frameworks 

of Social Media and Honey Comb helped to explore Roche DC’s social media´s use, 

information flow, openness of communication with stakeholders and how data from social 

media is treated by the top management. 

The results of the study clearly indicate that the organization has successfully used social media 

for reaching out and communicating with a widest range of audiences as well as social media 

is a rich source of information and is increasingly used by those seeking health information. 

However, the evidence also indicates that the data obtained from social media is not used and 
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incorporated into work processes as the data collected from the online platforms does not seem 

relevant to the organization´s top management. This gives the impression that what could be 

seen as valuable customer data is not utilized properly and neglected by the decision makers. 

The findings suggest that social media is a rich and right channel to source information from 

customers, however, efforts are needed to leverage social media as a strategic information 

practice and to further process the data and acquire meaningful insight for further use and 

improvements. To achieve this, the role of newly established DMD in promoting brand online 

becomes crucial, as they can effectively advocate and promote the organization online. 

Therefore, the organization needs to incorporate policies and programs that can provide 

employees with knowledge, direction, and skills that can enhance the organization's overall 

social media marketing success, resulting in increased brand awareness. 
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