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ABSTRACT

P2 r nA. Effectiveness of Social Media Content Creation and its Active Osers
ResponsivenessThe Case ofSamsungEdonia Ma st er 6 s T h 8usiness. Est c

School, Tallinn 2@4, 97pages32 figures,46 references, in English.

SOCIAL MEDIA NETWORKS, SOCIAL MEDIA CONTENT VOLUME, SOCIAL
MEDIA ACTIVE USERS, FACEBOOK, TWITTER, INSTAGRAM, SOCIAL MEDIA
MARKETING, NET PROMOER SCORE.

The objective of this thesis is &xplore how the volume of social mediacontent in
Facebook, Twitter and Instagram of Samsufgfoniac hannel s affects
responsivenessyhat is the profile of the most actiwsers and how the mongtavalue

of the prize affectparticipation insocid media campaign The volume was chosen as

the parameter under analysis because this is the parameter which the author can

manipulate.

Based on the analysithe authoraims to identifythe best contentolume strategies
throughsurveyand experiment for Samsugstoniasocial media sites which could be
executed in the future. The research gives SamiSstoiaa clear overview with the best
strategy forall of the threesocial mediachannelshow and with volume would be the
best for creating the content and who is the main audience active irchizoselsBased

on the analysis of theurvey the author creates a profdéthe average actiwgser Finally

the authorcalculates SamsurigstoniaNet Pranoter Score among social media users in
order to get an oveiew of customer satisfaction anthe indication regarding

recommendation likeliness.

Vil



INTRODUCTION

Social media has grown explosively all over the world for the last delce@@09 January
therewere over 150 million people and in 2012 April over 450 million active siger
Facebook. There has been a rapid growth ever sisoén Estonia. In Decembe&009

there wereonly 100000 users in Facebook from Estonia but in 2014 tleeeover
540000 registered use(Samsung Electronics 201Generallya large number of people
spend their free timen social media sites and exchanginfprmationin real time basis
whichnow isc o mmon i n madaiylife.Sec@lpnedea @rovides a variety of
different tools and options for exchanging information with each other and it has become

a very useful channel for businesas well.

The aim of this Master Thesis is to find out how ttedume of contentin Facebook,

Twitter and Instagranof Samsungestoniachannelsaffects theu s er s 6 r e,sponsi
what is the profile of the most active usansl how the monetary value of thezpraffects

social media campaigns. Based on the final results cuihey the author generatése

profile of Samsundegonia average active usandalsocalculates SamsurigstoniaNet

Promoter Scor@ order to get an overview of customer satisfaction among social media
users With the experiment of this thesis, the autheststhe following hypothesis:
publishing thregimes more content on SamsuBigtoniasocial media sites increases the

activity of the userby at least0% in each social medaannel

The Master Thesis dividedinto three major partdn the first part the author will give

an overview of the liteture about social media, its concept and its usddessecond

part givesanoverview about the materials and the research methods used for achieving
the goal of this thesis. In the final part the authitiranalysethe resultof the surveyand

make sggestiondo Samsungd=stonia

The reason why authdras chosethis subject is because he is workingoime of the

Estonian digital mediagenciess a Social Mediaggcialist and Samsuristoniais his
1



main client.One of thekey factors whichinspiredthe author to pick this subject was the
interest of finding outvho are the most active users in SamsHsgpniasocial media
channelandhow usersvouldreactto thechange otontent volume in social medsgtes
The outcome of this rese&raould be alearoverviewof who are thective usersn the
sitesstatisticsregardingthe volume of social media ctent andvhatwould be the rast

effective content volumstrategyfor Samsungdestonia



1. REVIEW OF THE LITERATURE

1.1. The Importance of Social Media

Social media has grown explosively all over the world ever since the beginning of the
smartphone era. Spending a great @ééimeonsocial media and exchanging information

in real time basis have become partid dhily life for many peopleSocialmedia is a

very useful channel for businesses as yvgélice they eable theexchange of information

with others at anytimegnywhere. In fact, the use of social media in corporate business is

no longer a choice, but a necesslty.order to survive intamy 6 s f ast and <ch
online environment is evident that most businesses and compamtesd need to input

more efforts and time in social media.social media there are always perceptions of how

to communicate the message to the right audienioe example the idea that social media

is only for the young generation (Samsung Electronics 2011).

Companies will need to communicate through social media channels to promote their
brands ad gain consumebtrust. Through social media, we can transgeime and space
barriers to reach customers, internal employees, stakeholddistandothevoiceof the
consumer irreal time Social media plays an important rolentanyareas of corporate
management including marketing, promotion, corporate ka@sponsibility, and

customer service.

Many marketers believe that social media is only for the young generation but the reality
is that the main users engaged in social media are expanding to all age groups and also
increasingly getting popularity amortge older generation, not only being limited to
younger generation. Curran and Lennon (2013) discovered in their research that in recent
years the use of internet based social networks has become more commonplace in older

age groups as well.



There are alo some marketers who thinks that social media is free but in reality it is not.
Although social media websites have no subscription costs for their users, it is clear that
social media marketing requires substantial investment of time and effort to abtain
satisfying outcome (Samsung Electronics 2011). Getting started in social media and start
building social media audience can be easy at the beginning. However, if a company lacks
social media communications strategies and internal guidelines, and tiakfisaed
responding process to issues that may arise, substantial damage to the brand may occur.

In this case, it may be better to not use social media at all.

Regarding marketing in social media many marketers have the perception that social
media maketing produces instant results but the reality is different. Social media is for
building a relationship between the consumer and the brand, and expanding an impact
from such relationships. Accordingly, although significant time will be required until
results become visible, these results will remain more sustained and effective compared
to existing results. According to Lee (2013), the key factor for being successful in social
media marketing is the conversation, being-effctive method for marketiragtivities

and thus for business practices.

1.2. Overview of Social Media

In recentyears, social media andternetnetworking sites haveeen their popularity
increasingat a global scaléccording totheJournal of Financial Planning (2014), almost
three-quarters of adult online users (73 percent) are using some kind of social networking
sites. The sites can be introduced as networks of friends and family for social or
professional interactions (Trusov et al. 2009). Social media has made informatiog shar
incredibly easy and has brought along new ways for how to communicate over the internet
(Akrimi andKhemakhem 2012)0n the other handocial media is also content created

by people using highly accessible Internet based publishing technologies e.g.

smartphones, tdéts laptops and other devices.

Different and unique aspects of the social media and its extreme popularity have

revolutionized marketing practices, such as promotion and advertising (Hanna et al. 2011).



Everybody wants to have a part band get their business advertisements into the social

media sites.

There is also an opportunity to explaiocel mediaas a group of internet based
applications that builds on the ideological and technological foundations of Web 2.0, and
allows the cration and exchange of eisgenerated content (Kaplan addenlein 2010).

Social media has many advantages as it helps to connect businesses to consumers, develop
relationships and foster these relationships in a timely manner and at a lpag éGsplan

and Haenlein discovered (2010\nother big advantage of social media sites is the
opportunity for companies to create specific pages where users can generate and publish
their own content and create discussiith the company. This is the way for compasi

to hold onto their mnsumersand keep thencoming back taone place where all the
discussions can be monigat andedited, with companies being able @add their own

commentonthe subjects.

Social media sites give a huge opportunity for companiemmmunicate and interact

with potential andexisting consumersto raise the level of the consumeersonal
relationship, and build all important meaningful relationship with consumers (Mersey et

al. 2010). This is very important nowadays because inyt@da busi ness enyv

consumersd |l oyalty can vacompmity. with the s ma

The following section give an overview of the most important social networks in the

current social media space.

1.2.1. The Essence of Facebook

Facebook started as online student directory for college students and it was recognized
as a good tool for finding people. Nowadays Facebook is the market leader among all
social media sites with the expected market value over 234 billion USD by the year of
2015 (Rosoff R11). Itwas founded in 2004 and has developedtimtanost visited online
social media sitavith over 600 million active users from over 70 countries each day
(Carlson 2011)lt is estimated that amorige Estonianpopulationthereare over 54@00

Facelmok userdn total. The purpose of Facebook is to create networks between users,



groups and companies that the users are interested in. Facebook allows the user to set up

anaccount, profile, add friends, create content and share everything that hasehessh ¢

As accessing large number of people is very éasyugh Facebogkcompanies and
businesses have begun to realize that there is huge potential in Facebook and it will change
the way consumers and companies communicate and interact with eac{inothgrati
2012).Froma business perspective, Facebook can be very useful in order to reach new
customers and connect them with your brand or company pagebook is one of the
mostcomplex social networking environment, but also potentially hugelyroemgawhen

businesses have the knowledge of their strengths and weaknesses (Clapperton 2009).

The main part of social mediaestsuchas Facebookreusesbpages known as profiles.

The profile page includes all kind of information, pictures and updatteut the person.
Profiles are used by real people, but companies are using specific pages ofayrihgns
brand,company information and advertising materials. Making your custom company
page or profile is a good way to reflect yauo mp a pers®adityp and brand (Zarrella
2010). So users can create and manage their profile pages and companies have the

company pages where they can share, create and publish content for the public.

During the recenyearsmany research studieBave beerconducted egarding social

media and the content of FaceboBlrsons (2013) examingtk official Facebook pages

of 70 global brands in order to find out how companies use social media in their marketing
and advertising strategiels.wasfound out that companies Verecognized the need to

be visible in social media and they use a variety of approaches with their Facebook pages.
Regarding the content volume, Parsons (2013) discovered that those 70 global brands post
on average 24 times within a month whictplies hat Facebook users receive a message
from their favourite brand in their news feed every few dlys.also important that the
content volume and the content quality areaigood propotiono generate new fans.
Lapointe (2012) discovered that Faceboeksf can be eaed through good content,
attractive game®r using both methods whicis supporing Parsons (2013) theory.
However, as of the current yedrcan be different because Facebook has changed its
algorithms regarding organreach of company pagpostswhich could make it more

difficult to attract new fans



Smith (2013) conducted aresearegardinghow t o conceptual i se

an

experiences with brandsd content on soci a

peopl eds amihghbrandoocontent byeigterrogating data gathered from 6400
respondents. Smith (2013) found out that people who have positive experiences with a
brandbébs content on Facebook page are 3.
and 4.3 times more ldly to share that content than people who do not claim to have
experienced positive emotiondsers who reported having positive experiences with

b r asncdnéent on Facebook are 3.0 times more likely to say they prefer theanmnd

3.4 times more likelyo say theyvouldrecommend the brand (Smith 201Bhese results

may varytaking into account the different user types (Wallace et al. 2014).

Tablel. Fan typology (Wallace et al. 2014)

FAN-ATICS SELF-EXPRESSIVES
1 Brand is seHexpressive 1 Brand is seHexpressive
1 Highest brand loyalty 1 Medium brand loyalty
1 Highest brand love 1 Medium brand love
1 Highest WOM 1 High WOM
1 High number of Facebook friends 1 Highest number of Faceboc
1 Highest sedmonitoring friends
1 Highest materialism 1 High selfmonitoring
71 Claims highest selésteem 1 Medium materialism
71 Opinion leader and opinion seekeg 1 Medium selfesteem
7 Likes for incentive although not th 1 Medium opinion leader and opinic

primary motivatiorfor Liking seeker

1 Mainly females 1 Likes mainly to crete image
1 Mainly males
UTILITARIANS AUTHENTICS

1 Brand is not selexpressive 1 Brand is not selexpressive
1 Lowest brand loyalty 1 High brand loyalty
1 Lowest brand love 1 High brand love
1 Lowest WOM 1 Medium WOM
1 Average number of Facebook 1 Lower number of Facebook frieng

friends 1 Lowest sedmonitoring
1 Medium selfmonitoring 1 Low materialism
1 Lowest materialism 1 High selfesteem
1 Medium selfesteem 1 Low opinion leadership an
1 Least likely to be opinion leader medium opinion seeking

and opinion seeker 91 Likes only because of genuir
1 Likes only to gain incentives interest
1 Mainly males 1 Mainly females

2
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Wal |l ace et al. (2014) suggested to categol

on their attitudes in relation to brands and their own personal and social characteristics
into four main groups: (1) FaAtics; (2) SelfExpressives; (3) Utilitarians and (4)
Authentics (Se€&igurel). Regarding categorising social media fans into groups, it would

help to generate the right content to the right audience at the right time.

1.2.2. Twitter Microblog Platform

Traditional blog posts are typically from 400 to 1000 words long, but not in this microblog
platform.Twitter is the most popular microblog platform where content is created online
and users have only 140 characters to use. Tvsti@ainly used for creating immediate

and constant updates at the moment the events take place. Twitter started in 2006 while
Facebook began to open its doors to everyame itwas a huge success because it offered
more different options such as micréodging and it was used by some celebrities
(Edosomwan et al. 2011ipitially there was no good way on Twitter to repdyaused s
tweets or track interesting conversations on a given topic. The @ reply and the # hashtag
were created by Twittér swn community members, whicdeveloped int@ succedsl

tool for following conversations and connecting users with similar inter@stgter
reached its popularity peak as a mibtogging tool in 2009, when it reached 58.5 million
users worldwide with a 949%gdrease rate since September 2008 (Schonfeld 2009).

Twitter environment is noas popular among Estoniaras Facebook buthere is still a
certain group of people who aweeetingondaily basis The auhor has noticed during his
work-related activitieshat people do not retweas muchas thg post original tweets by
themselves Stieglitz and DangKuan (2013)have conducted aesearch where they
examined whether sentiment occurringatial media content is associated whithuser's
information sharig behaviour The research was conduciadhe mlitical context but it

can be related to general tweeting behaviour. According to Stieglitz andXemg
(2013), the affective dimensions of political Twitter messages are significantly associated
with retweet behaviour in terms of retweet quantity, in the way that emotionally saturated
tweets are more likely to be spread compared to neutral ibseésws that the impact of
written expressions of emotions on people information sharing behaviour in other

netvorks also applies to the social media context (Stieglitz and-Baag 2013).



Many marketers have dedicated their time and resources to build trust between company
and theconsumers in a dailyasis but to keep the communication active is a big cha&leng

Kwon and Sung (2011) conducted a research
content and their use of Twitter. The finding showed that about half of the analysed brands

had human representatsveather than interacting with faceless accouritgis may

encourage consumers to communicate with the brand moaelaity basis (Kwon and

Sung 2011)This maylead to a conclusiothat consumers expect a twm@y dialogiein

social media, in which brands listen to what the company has to say rather thaug pushi

and publishing promotional marketing messages withokingainto account what

consumethink, feel and want (Kwon and Sung 2011).

Not only consumer brands are using Twitter for communicate with useathaurttypes

of businesses such &% networksas well. Lin and Jorge (2011) conducted a research
regarding content analysiso t el evi simers sagewomnksdTwi tter
retweeting behaviour. Research showed that television networkgetivabout concrete
information andsuggestions butveets regarding social messages, jokes and solutions get
the most retweets from users (Lin and Jorge 2011). We cantredatenclusion fronkin

and Jorge (2011the outcome oKwon and Sung §2011)researctby generalizing the

idea that Twitter usersamt more personalised messages and information which can be

more entertaining in order to get retweets.

1.2.3. Instagram Network

Instagram isa mobile networkwhich belongs to Facebookyhere users have the
opportunity to share their life with friends throusgries of photoand videosinstagram
users cartake aphotoor a videowith their cell phonesadd a photo filter tonake itmore
personaland then publisit into the Instagram networfior other users to view, like and
comment (Schlesselmararango 2@3). For marketersinstagrancan be considedasa
visual marketing environment which creates good opportunitiégiBnesses and brands.
The reason is that the picturasd videosappeal to emotions and strike a chord with
consumers across differenanguages and cultures (Scott 2013)ccording to
SchlesselmaiTarango (2013)Instagram had over 80 million users in September 2012

and over 5 Hlion photos were shared through the application.



Based on the research conducted by the author of this,thbere are currently no
previous studiesonducted omhe topic of Instagram which would be relevant to consider
in the context of the current thesis.

1.3. Social Media as a Marketing Tool

Social media has become one of the key elements in marketimg&satowadays. There

are many social media networks e.g. Facebook, Twitter, Instagram etc. with millions of
daily users which means that there is a huge number of consumers who are active on social
media sites. If we look social media from the perspeativEvans (2008) then social
media relates more to a sgénerated, authentic conversation between users about some

particular subject of shared interest.

Consumers are moving away from traditional marketing and advertising channels e.g.
television, ra@, magazines and newspapers and moving towards social media to get their
information (Rashtchy et al. 2007). Laponite (2012) came to the same conclusion that
these days, marketers hdvecomeobsessed by social media and Faceb8okial media

is nowadaysone of the biggest antinovative marketing channelshere people and
companies can share and communicate their brand to everyone who are linked to social

media sites

Social media is nowadays one of the biggest factors in influencing different aspects o
marketing and also consumer behaviour which includes awarepessns, attitudes and
communication and evaluatioof brands by consumei®langold and Faulds 2009).
Especially younger target grosipre harder to reach with conventional media (Solomon
2011). This is one of the reasons why social media sites have gained such kind of
popularity among peopléespecially young consumer groupcause they can engage

with brands more closely and in real time.

10



1.3.1. Facebook as a Marketing Tool

One of the lmgest social media sites Facebook has created good environment and tools
for companies to manage their advertising and branding campaigasebook give
brandsall kinds of data which can be compared to a crystal ball to understand the
consumeiand theiractions on your page (Casteleyn et al. 2009). All the user actions on
Facebook can be seen on their ndeed status, and all of thes efriedds are able to

see them as wethe notifications caevenbe directly received via email (Shannon et al.
2008)

There are also some critical views regarding social media and the user profiles. Namely,
users can create andbuild their own profileand write anything they wanso the
information about the users might not be correct. Thislead tomisleading ovell
informatonabout a brandédés user group on soci al
the correct target group that they should reach in order to maximise return from social

media marketing

In Facebook, there ammmmunities where users are memnstaand those communitiese

the most relevant for marketers (Castelatnal. 2009). Using these communities,
marketers are able to identify consurmpeaferenceswhich is essentidbr creatng market
segmentationtargeting and positioning straieg (Acar and Polonsky 200./Marketers

can getalso useful information on community members' profiles from the news feed
statementshatusers post on their walls and pages (Casteleyn et al. 2009). Marketers can

then use the collected information for direct keding purposes.

According to RamsaraRowdar (2013), the most popular Facebook ttizds marketers

can use for achieving their goals are the following:

1 Facebook profile: Organizations can create a strong profile on Facebook by adding
its clearly defind vision and mission statement.

1 Facebook groups: Organizations can create groups that can be used to attract
consumers with the name of the group, topics and visual communication of the
group.

1 Business/Fan pages: One option is to create a fan page whesecas join the

page. They have the opportunity to see all the latest updates and information that

11



is posted. The organization can regularly post information, games, upcoming
events, blogs, videos and links on the fan page.

1 Sharing events: The organizatibas the opportunity to advertise and promote its
upcoming events on Facebook.

1 Social ads and polls: Facebook allows td ads which are targeted according to
age, location, workplace and edtioa level of the user. Organizations can add
polls on theirfan page to obtain valuable feedback from users.

1 Messges: Organizations can tailor th&acebook messages and démem to

individual users.

Schmidt and Ralph (2011) stated that Facebook can be used in many wayslaetiagna
tool to promote special fars eliminate productfrom the stockbefore they expire, and

remind customers about their products and services.

Facebook is a very good alternative tomditional direct marketing methods such as
telemarketing because many users are tirezhefwvay marketing messages from brands.
Through Facebook, organizations hawe opportunity to engage in a twavay
conversation withheir end users. This information can be used g#igiently for market
research purposes addveloping futurenarketingplans.

When it comes to Twitter, communicating and creating content with only 140 characters
to use at a timean be problematidhis isa challenge that businesses and organizations
face on Twitter andtherefore theyry to be perfect each time they post (Ge2012).
Creating content is oagay of using Twitter but Rapoza (2009) has stated that it can be
used also to reduce company email usage, improve work and project tracking, and keep

employees of the company connected.

1.3.2. Twitter as a Marketing Tool

Accoarding to Geho (2012), organizations and businesses need to do the foiloardgr

to leverage Twitter as a social media channel

1 Learn how to utilize hashtags.

1 Get toknow thefunctionof retweet.

12



T Monitor the company®&s Tudigroupeffollomarsc ount a

1 Stay active.

Twitter is a very versatile todk used for campaigns, citizen journalism and marketing
purposewhich can help organizations to be more edf&ctive (Davidson 2009). Out of
all social media platforms and sites, Terttis one of the most controversial and
outstanding networks for its spectacular 949% incraefe user base during 202809

(as it is mentioned in 2.2.). Twitter also stands out in terms it§ enormous untapped
potential, especially in the electiorword-of-mouth and social commerce arenas (Jansen
et al. 2009).

According to Schmidt and Ralph (2011), Twitter is a very good tool to create buzz about
the company, product or service. By creating interesting content to engage a group of
followers, thee is an opportunity to use it for promoting the products, events or services.
Burton and Sobolevé2011) examined and compared Twitter usagé retweetingn a

various geographic marketShey found out thaTwitter is ideally placed to provide a

highly interactive ongo-many information channelsing a combinatiorof retweets,
hyperlinks, and hashtags to promote positive messages, especially by independent
influential individuals.Zhang et al. (2011) discovered in the reseackthe potential
influences of business engagementh a t retweeting as a way
responses to business engagements indicates that the influence only reaches consumers
with a secondlegree relationship to the business.

1.3.3. Instagram as a Marketing Tool

Instagramis the environment wherearketers and users have the opportunity to create
their ownprofilesin order to communicate their brand to other us&ssmentioned in
sectionl.23., Instagram users have the opportunity to take photos or videos with their
cell phores, edit them and add into the network. Marketers can use this for sharing their
marketing campaigns, produaformation sales offers etc. In some target groups it is a

very powerful toolln Instagram, users have the opportunity to add tags into theem

for describing it e.g. #happy, #beautifulnatete. Users are limited to 30 tags per photo

or avideo, and Instagram gives also suggestions that users be as specific as possible when

describing an image or a video (Schlessekfarango 2013)Marketers have the power
13



to create their own special tags through which communicate and advertise their brand and
campaigns. It is also a good way to include users to talk along with the brand in social

media.

According to Tasker (2014}here are five option® take advantage of in Instagram:
control your inboxXor request, easy accetssthe content and useirem your feed, send
to up to 15 people at once, revisit moments as much as you like and viewneékes,

viewsandcomments.
In sum, there are amy ways in which brands can leverage social media platforms in their

marketing activities. In the next chapter, we will explore how this is done by a particular

companyi Samsung Estonia.
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2. MATERIALS AND METHODS

Theresearch objectives of theettis are the following:

1 how the volume of the content affects user responsiveness in those three networks
find out what is the profile of the most active users Samsungocial media
networks in Estonia;

1 how the monetary value of the prize affects sauiatlia campaigns.

The authoraims to identifythe best content volume strategigsough survey and
experimenfor Samsundestoniasocial media sites which could brecuted in the future.

The research should give Samsiiggoniaa clear overviewof the lest strategy for social
media networks, how and which volume would be the best for creating the content and

who is the mairmactiveaudienceon those sites.

This section of the master thesis explains the methods and materials used for the research.
Sectin 2.1 introduces the research method, section 2.1.1 describes the questionnaire
which is used for the research and section 2.1.2 will give an overview about the content
of SamsundestoniaFacebook, Twitter and Instagram pagmally, fction 2.2discusses

the potential limitations of this research.

2.1. Research Method

Theempiricalresearch is divided into two main pairta quantitative surveyndasocial
medianetworkexperimentThe research has been planned and exebatszt onte key
principlesof the ICC/ESOMAR codeHSOMAR 2011).
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In order to answer the research questitie author used a quantitatisaeline survey.
Compared to qualitative methods, quantitative survey has the advantage of enabling to
collect and analyse the data faster amate easilylt is possible to conduct a statistical
analysis of theesults which is not possible in case of qualitative data. However, the
drawback of a quantitative study is that its structure and content acdeferenined,
meaning that there is a ki®f missing some aspects of the research topic that may be
relevant. Operended questions can be used to mitigate this riskcase of opemnded
guestions respondents have the opportunity to givefdrae answers to questions where

the response listamnot be praletermined or where opemded information could give
additional insightsThe advantage of using a wbhsed survey is the speed, flexibility

and low cost, but the disadvantage is the lack of coverage, privacy concerns and design

issues (Neumn 2006).

The target sample of the survey is the active user base of Samsung Estonia social media
networks such as Facebook, Twitter and Instagram. The survey was posted on these social
media sites, inviting all active users to participate in the suiteysurvey was conducted

in a period 0f07.04.2014to 25.04.2014 in Estonian language and in the Surveymonkey
platform.In order toreach as mangespondentas possible, the survey wesnducted as

a research campaign with the prizés@amsungyift bags

According toKumar (2002), experiment is a method of testing hypothesis by observing
the effect on a depend variables of the manipulation of an independent variable. The basic
factor of the experimental method is the control over the subject of stddganipulation

of the independent variable to study its effect upon the dependent variables. Experiments
may be divided intfive different classes according to the type of nature, setting and extent

of control and the techniques adopted for manipulatiegvariattes: (1) trial and error
experiment, (2) controlled observational study, (3) natural experiment, -@)stfacto
experiment and (5) laboratory experiment. Natural experiment is also known as filed
experiment were it is conducted in the natsedtings (Kumar 2002). Natural experiment

has been used for studying a wide variety of techniques and methods such as advertising

techniques, training methods and effectiveness of marketing strategies.

Regarding the experiment, the natural experimenhateis used to tesheaut hor s 6
hypothess: publishing three times more content on Samdasipniasocial media sites
increases the activity of the usersabyeas60% in each social media chanriéie aithor

16



first gatherstheinsights form Facebook, Twter and Instagranm order to have control
data for the future comparisdhincludes all the content which is published betwee 31
of March until & of April. The sample of the experimentle user®f Samsundestonia
social media sites whare ative between 07.04.2011425.04.2014.

2.1.1. Research Questionnaire

The purpose of the questionnaire is to

what is the profile of the active usgrs

what devices are their using;

how the monetary value of the priaéects social media campaigns;
whattime are their online;

what do they expect form Saorgy Estonia social media sites;

=4 =2 A 4 A

what kind of content and information they would want to see in the future on

Samsung Estonia social media sites.

Based on the results of the survey, the author gene€atasung Estonia average active

users profile.

The research questionnaire is based on theoretical materials and the aims of this master
thesis. The questionnaire is divided isbomain parts(1) Personal questions about users

(2) Questions regardindné usage habitsf social media network$3) Questions related

to SamsungEstoniasocial medigpages; (4uestions related to social media prize games;

(5) Questions regarding the smart device which users use for visiting social media sites,

and (6) Likdihood of recommendation.

17



35,0%
30,0%

30,0%
25,0%
25,0%

20,0% 18,0%
15,0%
15,0% ] -

10,0% 7.0%
0 J 2, 7%
5,0% oo “ 70 1,0%
0,0% L ‘ p———
12 13-17 18-24 25-34 35-44 45-54 55-64 65+

Figure 1. Facebook insight age groups. Source: Facebook (online webpage).
https://www.facebook.com/samsungee?sk=insights&section=navPeople (28.03.2014).

2.1.2. Social Media Network Experiment

The am of the experimentitotestt he aut hor sdé hypothesis: pu
content on Samsunigstoniasocial media sites increases the activity of the usews by
least50% in each social media channigbe research hypothesis is based on thebtiye

aut hor sodo obser vat The experindentisicanductad by ganeratingvao r k .
increased volume of content on SamsuEgjoniasocial media pages in Facebook,
Instagram, Twitter, and then analysing how the increase in content affectedrthasgse

of these pages.

In the pre-experiment stag®f the experiment was to consolidate content from the
Samsung Estonia social media sites where the experiment was conttuntdddes all

the content which is published betwee 8iMarch until 8" of April. In the second stage

the content is divided into groups based on their characteristic. In the third stage the
content is multiplied by two and published on the sites during the experiment week 1. In
the fourth stage the content is multiplied byeth and published on the sites during the
experiment week 2. In the last stage the result will be analysed and generate suggestions

for Samsung Estonia.
The sample of the experiment is the users of Samsung Estonia social media sites who are

active betwee 07.04.20141 25.04.2014.The experimentvas conducted in Samsung

EstoniaFacebook, Twitter and Instagram social media page.
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Thecontentwascollected from SamsurigstoniaFacebook, Twitter and Instagram profile
which includes the published content besw@F! of March until 8" of April. Thecontent

Is analysed and grouped according to the content characteristics: product related content,
entertaining content, prize gas@nd ongoing campaigreminder postsk-or this thesis

all the datavascollected orthe last day of the week at 23:50 in order to get most relevant

and correct data for the research.

During the period oB1% of March until 6" of April, SamsungEstoniapublished on its

Facebook page 12 pssh total- as showrnn Figure2.

OLE ESIMENE®
Samsung
GALAXY S5

= RAUL SINIVALI

GusTav KiLm

. EPP NiPP
xieo B e
KULGE! [

Somsung GALAXY 55

Cll

samsung GALAXY 55

SAMSUNG

& I ar a6
Post 9 Post 10 Post 11 Post 12

Figure2. Samsung Estonia Facebook page content (drawing by the author).

The author gathered the posts and divided tmtngroups by their characteristics

1 Post 1, post9 and post 11 are related to campaigns by their conterd gralped
as ongoing campaigns
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1 Post 2, post 3, post 4 and post 10 are categorized as entertaining content
Post 5, post 6, post 7 and post 8ratated to directly products amgde grouped as
product content

1 Post 12 is puzzle game for Facebook users and it has prize for the winner, this post

is grouped as prize game.

Therefore there are 3 posts related to ongoing campéigosts grouped as tentaining
content, 4 posts referring directly to products and 1 post of prize yaoreler to analyse
the content data the author gatheredubers statistickom SamsundestoniaFacebook
page of the 12 content posts from the period &IMarch unti 6™ of April. During the
period, SamsungstoniaFacebook content received in todX sharesXX likes, XX
commentsXX reach XX post clicks anKX new fans (see Appendix 3).

The experimenivasconducted in two stagésiring theperiodof 07.04.2014 20.04.2014

in SamsungdestoniaFacebook pagedn the first stage all the contewas multiplied by
two (see Appendix 5andwaspublished between"7and13" of April. Duringthat period

the author published 6 posts regarding ongoing campaigns, 8 iemer{zosts, 8 product
related posts and 2 prize games.tAd 21 Facebookposswere posted within period of

7 days and themasat least 3 hourap between the content podtsthe second stage of
the experiment the contewasmultiplied by thregsee Appendix 7andwaspublished
between 1% and 28" of April. During that period the author published 9 posts regarding
ongoing campaigns, 12 entertaining posts, 12 product related posts and 3 prize games. All
the 36 Faceboolcontent posts wengostedduring aperiod of 7 daysvith minimum of3
hourgapbetween the posts.

The second sociatedia site which the #or selected for this researchhs most popular
microblog platform (as mentioned s®ctionl1.2.2.) Twitter. During the period of 31of
March until 8" of April, SamsungEstoniaposted 7 tweetwtal in Twitter, asshown on
Figure3. The author divided Twitter pasinto groups theame way as the Facebook posts

based on their characteristics:

1 Tweet 3 and tweet 4 are related to Samsuneglucts and are grouped as product
content
1 Tweet 1 and tweet 2 are campaign tweets and are grouped as ongoing cgmpaigns
1 Tweet 5 igeferred agntertainingweet
20



1 Tweet 6 and tweet 7 are retweftsm other Twitter users

During the period of 3of March until §' of April Samsungestoniaposted 7 twestin
total, received 23 link clicks, 2 favouritdicks, 2 Samsungstoniatweets got retweeted,

0 replies and 5 new followe(see Appendix B

[R—r—

OLE ESIMENE®
Samsung
GALAXY 55

Tweet 1 Tweet 2 Tweet 3 Tweet 4

Tweetb Tweet 6 Tweet 7

Figure3. Samsung Estonia Twitter content (drawing by the author).

The experimenivasconducted in two stagésiring the periodf 07.04.2014 20.04.2014

in SamsundestoniaTwitter page. In the first stage #he contentvasmultiplied by two

(see Appendix 10andwaspublished between7and 18' of April. During that period the
author published 4 tweets related to Samsung products, 4 tweets regarding ongoing
campaigns, 2 entertaining content tweets andegts from other Twitter user pages. All

the 1l4tweetswere dividedon given period of 7 days and thevasat least 4 hougap
between the tweetn the second stage of the experiment the comtasmultiplied by
three(see Appendix 12andwaspublishel between 14 and 2" of April. During that

period the author published 6 tweets related to Samsung products, 6 tweets regarding
ongoing campaigns, 3 entertaining content tweets and 6 tweets from other Twitter user
pages. All the 21 tweetsereposted dting theperiod of 7 days and theveasat least 4

hourgapbetweempostingthe tweets.
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The third social media network which the author selected for this master thesis is
Instagram, where users have the opportunity to share their life with friends tisenegh

of photos and videos (as mentionedéttion1.2.3.). During the period of 3%of March

until 6" of April, SamsungEstoniaposted4 pictures into Samsunigstonialnstagram

profile as it is shown oRigure4.

Picture 1 Picture 2 Picture3 Picture 4

Figure4. Samsung Estonia Instagram content (drawing by the author).

The author divided Instagram posts into groups with small changes but overall the same

way as the Facebook and Twitter content, based on theaatbastics

9 Picture 1 and picture 2 arelished as entertaining content;
9 Picture 3 is related t&amsung product whidk grouped as product content

9 Picture 4 is prize game.

During the period of 3of March until 8" of April Samsungd=stoniaposed 4 pictures in
total, received 29 likes, 12 comments and 1 nestagram follower (see Appendix )13

The experimenivasconducted in two stages duogi the period of 07.04.20140.04.2014
on Samsungestonialnstagram page. Because in the control weekewereno ongoing
campaign postthe author added ongoing campaigost type into the Instagram
experiment. In the first stagd the experimeninstagram conterwaspublished between
7" and 1% of April. During that period the author multiplied thentent volume bysee
Appendix 15)two and published 1 picture related ddSamsung product, 2 pictures
regarding ongoing campaigns, 3 entertag content pictures and 2 pgigames 8
pictures in totalThe pictures were posted within a peradd/ days and theravasat least

5 hourgapbetween the picturesn the second stage of the experiment the comast
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multiplied by thregsee Appendix 17and was published betweenand 28" of April.
During that period the author published 1 picture rdldeSamsung product, 2 pictures
regarding ongoing campaigns, 6 entertaining content pictures and 3 priseigafes
pictures in totalAll the pictures were divided on given period of 7 days and there was at

least 5 hougapbetweerpostingthe pictures.

2.2. Research Method Limitations

As social media is a relatively new field in marketing and it is still evolving continuously,
there is a limited amount of academic research available on this topic. Most of the books
about social media have chosen kesw two different sides of studies. A large part of
them are written as manuals or guides for marketers how to create their own social media
sites and how to manage these, but not really analysing the consequematiser they

are positive or negative féthe company.

As for the empirical part of the research, the survey and experiment were conducted on
SamsungestoniaFacebook, Twitter and Instagram pagéke result of the research is
only valid for a specific period of time, because there are sefaatals (users profile,

interest for social media, device usability) which can change in the near future.

In addition, it was difficult to reach Twitter and Instagram users with the questionnaire
because of the characteristics of those two social midga $witter has a limitation on

the length of the post, meaning that the survey invitation needed to be very brief; and
Instagram is a photo / video platform which is not optimal for spreading the invitation to

the surveyRegarding the master thesis ekment, those two platforms worked.
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3. RESULTS AND DISCUSSION
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CONCLUSION

The aimof the research was &xplorehow the volume of content in Samsung Estonia
Facebook, Twitter and | n sréspogsivenessvitabishe nel s
profile of the most active users, how the monetary value of the prize affects social media
campaigns and what is the Net Promoter Score for Samsung Estonia among social media
users.The author conducted surveyamong Samsungstoniasocial media userand

carried ouexperiment in Samsung Estonia Facebook, Twitter and Instagram page

In this part of the master thesis the author will give answers to the research questions, and

suggests possibilities for future research.

In the experiment of investigag the effect of increased social media content on the user
base of Samsung Estonia social media channels, the author managed to prove the
hypothesis that publishing three times more content on Samsung Estonia social media
sites increases the activity thie users by at least 50% in each social media channel.

While the experiment proved the hypothesis, the author suggested three different
strategies for Samsung Estonia three social media channels: Facebook, Twitter and
Instagram. The best strategy foarSsung Estonia Facebook page would be optimal to
make 24 content post per week which raised the amount of shares by 60.9%, total post
likes by 102.9%, total comments by 61.2%, fan base rose by 9.9%, post clicks by 22.5%
and posts reach increased by 156.B%. Twitter profile the most optimal strategy would

be 21 tweets per week which raised the amount of link clicks by 191.3% and new followers
by 40.0%. Based on the Instagram experiment results the author suggest for Samsung
Estonia to publish 8 picturegpweek which raised the total amount of likes by 462.1%

and comments by 350.0% during the experiment.
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Based on the thessirveythe author can generalize the average SamBstapiasccial

media active user profile:

Sociodemographic profile: The aveage active user of SamsuBkgtoniasocial media
channel is female in the age group 25 to 34 of age. She is full time employee who has used

Facebook, YouTube and Google+ social media networks in the last 12 months.

Usage of social media sitesSheis mostactive on Faceboglshe spends up to 2 to 3

hours a day in the sé&nd $ie has around 101 to 200 friends in social media networks

totak. She is using social media for entertai
She has started following nes@mpany pages during the last 30 days in order to receive
information on new products and to participate in social media prize game. Usually she
visits Samsundestoniasocial media pages twice a week and the most favorite is the
SamsungEstonia Facebook pge. She is hoping to get from the Samsulggjonia
Facebook page information regarding new products, the opportunities of different product

usability and prize winning campaigns.

Devices owned by the social media userShe owns smartphone and laptop comnep
which she is using for visiting social media sites as well. On a daily basis she spends 0 to
1 hour on smartphone and 2 to 3 hours on computer. Based on her positive user experience

she would recommend Samsung proaustbto her friends.

Regarding lhe monetary value of the prize, the results shows that most of the times the
monetary value of the prize is rather not important even if the monetary value of the prize
starts from 140. Usually users partiesipate
and they are willing to become a Facebook
share it and leave a comment. They would definitely not add a personal video or a picture

to participate. They prefers trivia, brain and picture puzzle games andvthdg not
participate in video contest. On the deside, they have not won anything through social

media channels so far.

Finally the author calculated Net Promoter Score among Samsung Estoniarsutal
userswhich helps companies to measure and @&t the loyalty of the consumer. For
Samsung Estonia the Net Promoter Score is % which allows now for Samsung to compare

the loyalty of the consumer number with other brands and companies on the market.
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Regarding the limitations of this thesisid important to take into account that the social
media pages are in constatgvelopment in terms dheir options andettings which
could affect theapplication of theseesults in the futureAlso the social media users can
change in terms of their interesmtd habitsThe author suggest for Samsuastoniato
conduct the same kind of reseamVery year in order theep the optimum social media

strategy ugto-date.

The authomlsosuggestthat as a possibility of further research, it would be interesing
researctthe connection between the social media content posts, the posts visuals and the
activity rateof the usersln addition the author suggestb investigatesmaller brand pages

to explorethe profile of their active users andalysethe difference between the average

userprofilesof the pages of large brands versus small brands.
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APPENDICES

Appendix 1. Social Media Questionnaire

Dear respondent!

Welcome to Samsungstoniasocial media survey. We kindly ask you to fill this
guestionnaire so we could have a better overview of our active fan base, social media
usability and Samsungstoniasocial media content. It will take you up to 15 minutes to

fill up the questionnaire and wheoware finish just submit it. All responses will remain
anonymous and the results of this questionnaire will be used for social media content
creation and developing new marketing activities. We kindly ask you to follow the

instructions given by marking ¢hrappropriate answer.

Many thanks for your cooperation!

Samsungd=stonia

Appendix 2. Social Media Questionnaire in Estonian Language

Hea ankeedit2itjal

Tere tulemast Samsurgstonias ot si aal meedi auuri ngusse. P a
k¢si mustakks i met psaema ¢l evaat e oma aktii:
kasutatavuse ja SamsuBgtoniasotsiaalmeedia sisu kohta.n k e e d i taitmine v
Kuni 15 minutit ning p2rast ankeedi t2itm

j 22vad a n o lerpusinkasetitakse sdtsinalmeedia sisu loomise ning uute
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turundustegevuste va&2ljat°°tamisel. Vast ami

omale sobilik vastusevariant.

Suur t2nu koost©oo eest !

Sul on j2a@8anud antud k¢ ®leomavastusast amata, pal

Sinu Samsung
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Appendix 3. Samsung Estonia Facebook Page Datai Control Week

Appendix 4. Samsung Estonia Facebook Page Data i Experiment Week 1
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Appendix 5. Samsung Estonia Facebook Page Posts T Experiment Week 1

Samsung Eesti

Tana alustame Samsungl sofsiaameediauuringugal
cm 733 ausiame Samsung) sotsiaameediauuringuga

Samsung Eesti

Ei tea, mida ta killl méelda vGiks? Mis Sina arvad?

Kommentt

samsung Eesti
Curviosa! Avasta volumaagia koos Samsung Curved UHD teleriga

Samsungl tenoloogia ning telen ndgus disain annab Sulle talest uve
fimielamuse, més sunnib Sind kBike fime uuesti ja uuesti vaatama! Tahaksid seda

oma simaga nana?

| O

samsung Eesti k ega Katlin Maasik Jz Veljo Raudsepp

AUHINNALOOS ON LOPPENUD!

Palju 5nne, Jevgeni Joks! Kirjuta meie FB postkasti hiljemalt 16.04.2014 ning me
anname Sulle teada, kuidas Sa oma auhinna katte saad ©)

Kas Sina leiad dige kdrvaklappide paari, mis viivad telefoni?
Vaata veel

Post 1

Post 2

Post 3

Post 4

Samsung Eest|
om Oled Sa kunagi rubiku kuubiku ara lahendanud? Samsung Galaxy S4 tegi seda
3,253 sekundigal Vaata actionit sit hitp /it Iy/timauzK

Samsung Eesti
11042014 kel 11,111 See on okaine aeg sest Samsung
Lisa ennast juba tana farjek: le vingete auhindade

hitp fion

-
o=

Kas S 0saled juba mangus, sis Kikl _Meeidid

My Life powered by

samsung GALAXY 55,
.
- ’ -
I’ ‘ S
OSALE MANGUS -
KASUTADES

Samsung Eesti

arF lausa nduab enda kandmist Sinu kael! Selle disain uhendab
b0gia vimase s3na ning kasutajamugavuse, mida on raske mujait
D ekraaniga nutikell, mis on Sinu

o

am Samsung
endas tehnc

Kaaslaseks ka sportimisel Liiga meeidib!

samsung Eesti
Kas Sa oled valmis olema esimene? Juba sellel reedel tasub olla Viru keskuse
EMT ja Elioni poes, kell 11:111 10 esimest Samsung #GalaxyS5 ostjat saavad
endale taiesti TASUTA Gear Fit nutikeliad! ©

11. aprill
11:11

OLE ESIMENE®

Meeldib - Kommenteeri - Jaga €261 (I8 32 e

Post 8
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Samsung Eestl Samsung Gaiary

ory majas esmeti Lut Samsungl Ipuiasva Galary S5 |a Gear 2 Gear
Gear Fi nutikellasid Samus anfi Sievaade mobifteleforido kasutamise
utajate pooil ok aku Kestuse

jamine

m ST
tarbysuuringus!. Kus peamsed Soouid K
niskusKIgiUse i) NGMesKIe kirus:

Vaata ek 1omunug riuse gaienia sith

R

samsung Eesti
2
om Kuidas Sina oma paeva tavaliselt sisustad!

Meeldib - Kommenteeri - Jaga - £326 925 B 1 - 9. aprill kell 14:00

samsung Eest

=

Viimane vBimalus osa saada Samsung Galary
nutikeliz loosimises!

5 mangus ning osaleda Gear Fit

n D me QY

Vaata. mica Sa sebeks tegema pead

Kul osaled juba, sits vajuta Meeldit

OLE ESIMENE®
Samsung:
GALAXY.SS

OSALE MANGUS
KASUTADES
Endomondo

Samsung Eest!

Samsung Galary S5 teeb seda esimesenal See on esimene nutitelefon ajaloos
mis tuleb maogile samai ajal Gle maailma - kohaliku ajajargl loomulikult

Homme kel 1111 Viru keskuse EMT ja Elion poest 10 esimes!t Snnefikku saavad
tasuta kaasa Samsung Gear Fit nutikelial

Ara jaa rongist maha ning ole esimene!

JUBA HOMME!
OLE ESIMENE®

ESIMESTELE
TASUTA GEAR FIT

Post 9

Post 10

Post 11

Post 12

Samsung Eesti

‘o Uus Samsung #GalaxyCamera2 aitab Sul taasavastada pidistamise Ja jagamise
tahendus! Kellega Sina oma pite tavaliselt jagad?

R
N S

Meeldib - Kommenteeri - Jaga - £323 £39 53 - 10. aprill kell 14:00

Samsung Eesti
= Tuttav tunne? Ara siis Galaxy Tab Pro tahvlit maha unusta &

Meeldib - Kommenteeri - Jaga - €332 £212 [ 3 - 10. aprill kell 17:0

samsung Eesti

‘om Kas Sina oled juba kGik floppy diskid ara visanud? Need, kes veel ei tea, siis neid
on super hea kasutada tassialustena ©

i-Jaga - €527 32 - 1. apill kel

Meeldib - Kommentey

Samsung Eesti
‘o Vimane aeg vétta suund Viru keskuse poole!

10 esimest Galaxy S5 ostjat saavad TASUTA Gear Fit nutikellal

Sa ju tahad olla esimene! &

TANA!

KELL 11:11
VIRU KESKUS

OLE ESIMENE®

Post 14

Post 15

Post 16

Samsung Eest
- i

o Hallko
Tana. 11 aprill tapselt kell 1111 hakati Uledmselt muuma uut Samsung Galary
S5 teletoni Eests sai felefoni esmeseks danelikuks omaniuks Aleksander, kes
on sele telefon) Eestisse udmist 00danud aiates veebruar kuust Uus Galary S5
telefon mG3tis ara ka esimese ostja sudameioogd vahetuit enne muug! aigust
mieks ofl 08 ¥k minutls

Vaata galerid pidutkust Indiikamisest ning esimestest ostatest

Samsung Eest!

PILDIMANG ON LOPPENUD!

Paju Snne. Mairin Kask! Palun Kifuta hijemalt 18,04 2014 meie Facebook
postiasti ning me anname Sulle juba edasised juhised. kuidas Sa oma kingftuse

Katte $aad &2

Kas Sina leiad pildiit Smart TV logo?

Samsung Eesti

mm Naerata, pidistan! Mis Sina selle pildi pealkirjaks paneksid?

Meeldib - Kommenteeri - Jaga - €963 £272 (53 - 12 aprill kel

Samsung Eesti

1980 vs 2014 Vinaiid on unustatud ning SSD kettad on tuinud. Hoia oma
muusikat kindlalt Samsungi SSD kettal ning vaheta juba téna oma HD ketas SSD
vastu

Kas Sina oled juba upgrade'i ara teinug?

1980 o
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Post 17

Post 18

Post 19

Post 20

Samsung Eesti
@ Kas Sina juba osaled Samsungl sotsiaalmeediauuringus?

Palume Sul taita mese ksimustik ning vib-0lia oled Sina (ks vilest kes saab
endale Samsung! kingikoti. Ankeed leiad sitt- hitp //svy mk/1e201g3

Kui Sa oled juba vastused andnud, sés vajuta .jaga” (&

Post 22

Post 23

Post 24
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