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Abstract 
In recent years, with the appearance of social media, traditional print and broadcast media as 

main promotional tools have faced major challenges, as many newspapers and television 

channels have suffered audience reduction. Overwhelmingly, the majority of marketers, both 

business and political, have started to use some form of social media for promotional purposes. 

The overall purpose of this research is to characterise the similarities and differences of the use 

of social media as promotional tool by political parties and companies. 

This research is exploratory in nature and the data collected is qualitative. In order to conduct 

this research, we have interviewed two political parties (Miljöpartiet de gröna and Centerpartiet) 

and two companies (Stockholm-Arlanda Airport and SJ AB). Taking into account the new 

communication paradigm from Mangold and Faulds as a base, we asked questions about how 

they use each element of the promotional mix in social media.  

The findings showed that the use of social media for promotional purposes was rather similar 

between the companies and political parties. The analysed data showed that political parties, in 

their social media activities, were focused on public relations and personal selling in a form of 

online interactions with voters, while companies only focused on public relations. 

This research demonstrates that both political parties and companies have not yet fully integrated 

social media for promotional purposes and that they rely on traditional media for promotion. 
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1 Introduction 
This chapter will provide an overview of political marketing and social media. The chapter 

begins with a brief background of social media, followed by a problem discussion on the topic of 

social media and social media usage by companies and political parties. At the end of this 

chapter, research problem, research questions as well as an outline of the report will be 

introduced to the reader. 

1.1 Background 
In recent years, many newspapers and television channels lost their audience, since traditional 

print and broadcast media as main promotional tools have faced major challenges (Gurevich et 

al., 2009). Research by Forrester Jennings conducted in 2007 shows that audiences and attention 

are shifting to online channels, as 52% of Europeans are regularly online at home. Around 36% 

of European Internet users watch less television, 28% have reduced their newspaper and 

magazine reading and 17% have decreased listening to the radio since going online (Palmer and 

Koenig-Lewis, 2009). Taking into consideration the above facts, we can say that the information 

revolution (Internet, mobile and social media) is significantly changing traditional marketing 

campaigns, which can be adjusted to those new technologies.  

The significance of social media is shown by a recent study which was pointed out that an 

overwhelming 88% majority of marketers are now using some form of social media to market 

their business
1
. The same study, which set out to understand how and why marketers are using 

social media to grow and to promote their businesses, found that Facebook, Twitter, LinkedIn, 

and blogs are the top four social media tools used by marketers
1
. 

Palmer and Koenig-Lewis (2009) define social media as an “online applications, platforms, and 

media which aim to facilitate interactions, collaborations and the sharing of content” (p.165). 

They further point out that the importance of social network media lays in the interaction 

between the consumers and the community, as well as in the facilitation of “asynchronous, 

immediate, interactive, low-cost communications” (Ibid.). 

One of the major examples of social media usage by companies is Victoria‟s Secret‟s Facebook 

page with its more than two million followers. On this page, followers can view videos, photos, 

take quizzes and print coupons
2
. In politics, the most significant example of social media use is 

the United States‟ presidential election in 2008. The Barack Obama campaign used such online 

promotional tools as Facebook, YouTube, Twitter and others
3
.  For the past two years, Facebook 

has overwhelmingly been pro-Obama virtual territory. Some have attributed Obama's victory to a 

"Facebook effect"
3
. 

                                                 

 

1
http://www.marketingcharts.com/interactive/marketers-top-social-media-twitter-blogs-linkedin-facebook-8692/ 

Retrieved on 15/11/09 
2
http://www.facebook.com/#/victoriassecret?v=wall&ref=search 

Retrieved on 03/11/09 
3
http://www.usnews.com/articles/opinion/2008/11/19/barack-obama-and-the-facebook-election.html 

Retrieved on 15/11/09 

 

http://www.marketingcharts.com/interactive/marketers-top-social-media-twitter-blogs-linkedin-facebook-8692/
http://www.facebook.com/#/victoriassecret?v=wall&ref=search
http://www.usnews.com/articles/opinion/2008/11/19/barack-obama-and-the-facebook-election.html
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Political marketing implies the usage of marketing tools, techniques and methods in the political 

process. According to Menon (2008), political marketing is the outcome of the marriage between 

marketing and politics. There are different factors that connect political and business marketing. 

The most obvious is that the political party tries to sell an intangible product and it symbolises a 

certain level of promise about the future. Businesses have the similar characteristics since they 

are also selling a product, as their main product or as a part of their product. These are also 

intangible, promise-based offerings, which are intended to be experienced by consumers in the 

future (Ibid.). 

1.2 Problem Discussion 
In this report, we will examine how both political parties and companies use social media as a 

promotional tool. Social media has shown strong development since it first appeared alongside 

the commercial Internet in 1995. Currently, there are more than two hundred different social 

networking sites and this number is growing daily. The social networking audience is estimated 

to be over 580 million users, whereas the Internet audience is estimated to be over 860 million 

users
4
. Figure 1 shows the timeline of social media evolution. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Social media development from 1995 to 2008 

Source: Trebnick (2008) 

Together with the evolution of social media, the number of users has also grown exponentially. 

Research done by Strategy Analytics shows that currently there are around 630 million users and 

they predict this number will grow to exceed one billion until slowing in 2012
5
. 

                                                 

 

4
http://www.comscore.com/Press_Events/Press_Releases/2008/08/Social_Networking_World_Wide 

Retrieved on 15/11/09 
5
http://www.businesswire.com/news/google/20071213005893/enRetrieved on 15/11/09 
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Classmates.com 
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SixDegrees.com 
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SixDegrees (Closes 

Services) 

2000 

LiveJournal 

AsianAvenue 

BlackPlanet 

CyWorld 

1999 

 

2001  

Ryze.com (1st Business Network)  

CyWorld (Adds SN Features) 

 

2003 

Sk Telecom (Acquires CyWorld for $8.3M)  

HiS OPEN BC/Xing Dealtime (Acquires 

Epinions) 

LinkedIn  

MySpace  

Friendster (1.5 million users in the first 6 month) 

2004 

Friendster (+5 million accounts) 

Facebook  

Orkut  

Flickr  

Dodgeball 

2005 

Yahoo! 360  

YouTube  

Bebo  

MySpace (+22 million members)  

 

BlackPlant and AsianAvenue 

(Relunched) ITV (Acquires Friends 

Reunited for $208M) News Corp 

(Acquires MySpace for $580M)  

eBay (Acquires DealTime) 

Facebook (Rises round $500K angels) 

 

2006 2007 

Facebook has over 7000 apps  

MySpace, Bebo, Orkut, Friendster adopt  

         GOOG OpenSocial  

Facebook Platform API  

CyWorld (photosharing youth 

community) GOOG, OpenSocial API‟s 

released 

2008 

+200 Social Networking sites  

Facebook has over 33000 apps 

MSFT announced alternative 

       to GOOG OpenSocial API 

Facebook adds IM Feature  

GyPSs (Mobile social network) 

Yahoo! 360 (Vietnamese blog) 

AOL (Acquires Bebo for $850M) 

 

MSFT (purchases 1.6% share of Facebook for 

$246M) Twitter  

Windows Live Spaces  

Facebook (New features)  

QQ (Re-launched) 

http://www.comscore.com/Press_Events/Press_Releases/2008/08/Social_Networking_World_Wide
http://www.businesswire.com/news/google/20071213005893/en
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Over the last 3 years, social media has become a natural part of a life for many people of 

different ages. Organisations as well as private persons use blogs, Facebook profiles, Twitter 

accounts, and other parts of social media on a daily basis. According to Palmer and Koenig-

Lewis (2009), over half (54 %) of Internet users between 16 and 24 have set up their own page 

or a profile on a social networking site. In the United States of America, 67% of online users 

between the ages of 18 and 32 use social networking sites, with 60% having set up their own 

profile. Several of them are also heavily involved in other social media activities such as running 

blogs that range from personal purposes to publishing corporate information. Some of the blogs 

became a major success and are heavily quoted by some of the biggest news corporations
6
. 

 

Research on the topic of social media usage by political parties and companies is important 

because of the high attention that marketers are giving to this area. In a Social Media Marketing 

Industry Report, 88% of marketers are using some form of social media for marketing purposes. 

In the same report, another study shows that 64% of marketers are using social media for 5 hours 

or more each week and 39% of marketers for 10 or more hours weekly (Stelzner, 2009). 

Marketers could not overlook these facts and are showing significant interest in using social 

media as promotional tool.  

A study done by Forester Research indicates that social media marketing will show the greatest 

percentage increase (34%) in the next five years. Social Media Marketing will beat e-mail (11% 

growth), search marketing (15%), display advertising (17%), and even mobile marketing (27%) 

in their growth projections (As cited in Tozian, 2009). 

 

The Internet and social media have been moving in the close focus of the political parties. The 

Obama administration was actively using Facebook, YouTube, and Twitter during electoral 

campaign. YouTube users alone spent 14.5 million hours watching official Barack Obama 

campaign videos
7
.  More than 6.2 million people watched his 37-minute inaugural speech on 

YouTube
8
.  Usage of social media has been proven to be one of the key tools to the success of 

Barack Obama‟s victory in the Democratic presidential primary campaign and the US 

presidential elections. 

 

In addition, a Pew Research Center report estimated about three-quarters of Internet users in 

USA, 55% of the voting age population, went online during the 2008 election in search of news 

about the campaign; marking the first time more than half the voting-age population used the 

Internet to connect to the political process
9
. 

 

Companies are also benefiting from the use of social media for marketing purposes. Tozian 

(2009) lists ten benefits for companies who use social media in their promotion. Benefits listed 

                                                 

 

6
http://edition.cnn.com/2009/TECH/10/23/follow.friday.tech.news/index.html 

Retrieved on 15/11/09 
7
http://www.informationweek.com/news/government/showArticle.jhtml?articleID=212000815 

Retrieved on 15/11/09 
8
http://www.youtube.com/watch?v=pWe7wTVbLUU 

Retrieved on 15/11/09 
9
http://www.stamfordadvocate.com/ci_13554776 

Retrieved on 03/12/09 

http://edition.cnn.com/2009/TECH/10/23/follow.friday.tech.news/index.html
http://www.informationweek.com/news/government/showArticle.jhtml?articleID=212000815
http://www.youtube.com/watch?v=pWe7wTVbLUU
http://www.stamfordadvocate.com/ci_13554776
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in the report include provision of widespread brand exposure: to open a vital, previously guarded 

communication channel and differentiate you from the competition (Ibid.). 

 

Many companies have successfully taken advantage of social media to develop viral marketing 

for their products. One example is NewGate, an online marketing company, who distributed 

advance extracts of a new children‟s book to online forum leaders. These forum leaders rapidly 

spread the information to its users, which brought the book to the New York Times bestseller 

list. The company had used more than 400,000 discussion boards and message forums who in 

turn reached 55 million consumers by spreading the word via various social media sites (Palmer 

and Koenig-Lewis, 2009). 

 

Another example of a company taking advantage of benefits of using social media was Burger 

King‟s controversial “Whopper Sacrifice” Facebook campaign. In that initiative, Burger King 

ran an application on Facebook, targeting 200 million users announcing a free Whopper to every 

Facebook member who removed 10 of his or her friends from their existing profile. Over the 

period of the eight weeks while this campaign lasted, Facebook users removed 234,000 friends 

(Tozian, 2009). 

 

As the social media audience continues to grow, the social networks have become a major source 

of traffic for retailers. In December 2009, the share of upstream traffic to the Retail 500 custom 

category was increased by 37%. Compared to the previous year, this is the highest year-over-

year increase among major traffic sources, which alone represented for 13% of all US Internet 

visits
10

. 

 

Facebook, Twitter and other social media tools are playing an important role in people‟s 

everyday life, businesses, and politics. Looking at the vast penetration of social media and 

projected number of active users in the future, we can expect companies and political parties to 

be more and more involved in use of social media as a promotional tool. 

1.3 Research Problem 
Due to the fact that social media is constantly developing, has become widely used for marketing 

purposes in politics and businesses. Thus, further research is needed to provide a better 

understanding of how social media can be used as a promotional tool for both political parties 

and companies. Since there might be a difference between how companies and political parties 

use social media for promotional purposes we will look at the following research problem. 

How can similarities and differences in the usage of social media as a 

promotional tool by political parties and companies be characterised?  

This research problem will be studied by a comparison of the use of social media by political 

parties and companies.  

Therefore, the following preliminary research questions will be considered: 

                                                 

 

10
http://mediaspawn.com/blog/social-media-big-for-retailers-over-the-holidays/ 

Retrieved on 08/03/10 

http://mediaspawn.com/blog/social-media-big-for-retailers-over-the-holidays/
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Introduction 

Literature Overview 

Frame of Reference 

Method 

Data Presentation 

Analysis 

Conclusions 

RQ1: How can the use of social media as a promotional tool by political parties, be 

characterised? 

RQ2: How can the use of social media as a promotional tool by companies, be characterised? 

1.4Outline of the Report 
This report is divided into seven chapters: introduction, literature overview, frame of references, 

method, data presentation, analysis and conclusions. 

Chapter One provides the reader with an introduction, background, and discussion of the 

problem area. It also states the research problem and the research questions. Chapter Two 

consists of an overview of the research field and provides various theories, with the outcome of a 

frame of reference in Chapter Three. In Chapter Four, the method will be addressed, as well as 

issues regarding validity and reliability will be discussed. Collected data will be presented in 

Chapter Five, followed by analysis of this data in Chapter Six. In the last chapter of this report, 

Chapter Seven, the findings, conclusions and implications for management and further research 

will be presented. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2: Outline of the Report 
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2 Literature review 
In the previous chapter, the background, problem discussion, purpose of research, and research 

questions were presented. This chapter will present a literature review on social media, 

promotion and on political marketing. 

2.1 Social Media 
According to B&C (2010), the term “social media” is widely used nowadays. The first time it 

appeared was in 2004, after LinkedIn created its social networking application. The application 

is primarily an online technology tool to allow people to communicate easily, utilising the 

Internet to share and discuss information (B&C, 2010). According to Zarrella (2010), social 

media is defined best in the context of the previous industrial media paradigm. Traditional media 

such as television, newspapers, radio and magazines are one-way, static broadcasting 

technologies. Zarrella (2010) argues that magazines and newspapers are distributing expensive 

content to consumers while advertisers pay for the privilege to insert their ads into the content. 

Readers, in turn, have no possibility to send the editors instant feedback in the case they disagree 

with something. New web technologies have made it easy for anyone to create, and most 

importantly, to distribute their own content. A blog post, a “tweet” on Twitter, or a YouTube 

video can be produced and viewed by millions virtually for free. Advertisers do not have to pay 

publishers or distributors huge sums of money to embed their ads; now they can create their own 

interesting content that viewers will flock to (Zarrella, 2010). Also, Weber (2009), states that 

traditional media such as television, radio and newspapers are providing one-way 

communication; while social media, on the other hand, allows everyone to publish and to 

contribute in online conversations. He defines social media as “the online place where people 

with a common interest can gather to share thoughts, comments and opinions”. He further states 

that social media consists of social networks, such as Facebook, branded web destinations, like 

Amazon.com and ebay.com and companies, such as IBM and Dell. Additionally, Palmer and 

Koenig-Lewis (2009), define social media as online applications, platforms and media which 

aim to facilitate interactions, collaborations and the sharing of content”. The social media is a 

new world of unpaid media, created by individuals and companies on the Internet (Weber, 2009). 

 

According to Zarrella (2010), social media comes in many forms:  

 blogs 

 micro blogs (Twitter) 

 social networks (Facebook) 

 media-sharing sites (YouTube) 

 social bookmarking and voting sites (Digg, Reddit) 

 review sites (Yelp) 

 forums 

 virtual worlds (Second Life) 

 

Palmer and Koenig-Lewis (2009) also divides social media into the following key categories: 

 Blogs – Comprising individuals‟ or firms‟ online journals that are often combined with 

audio or video podcasts. 

 Social networks – Applications allowing users to build personal web sites accessible to 

other users for exchange of personal content and communication. 

 Content communities – Websites for organizing and sharing particular types of content. 
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 Forums/bulletin boards – Sites for exchanging ideas and information, usually around 

special interests. 

 Content aggregators – Applications allowing users to fully customize the web content 

they wish to access. 

 

2.1.1 Blogs 

Zarrella (2010) defines a blog as a Website that contains an online personal journal with 

reflections, comments and often hyperlinks provided by the writer. Blogs provide a variety of 

social features, including comments, blog rolls, trackbacks and subscriptions that make it perfect 

for marketing purposes. Blogs also possess  good connection capabilities for other social media 

marketing efforts, due to the fact that they can be integrated into almost every other marketing 

tool and platform (Ibid.). In addition, Weber (2009) defines blogs in a similar manner and states 

that they are online journals that can be personal or corporate, where people can post ideas, 

images and links to other websites.  

 

Micro blogging is a form of blogging that limits the size of each post (Zarrella 2010). Twitter 

updates, for instance, can contain a maximum of 140 characters. This gained popularity in the 

first half of 2009 due to its use by high-profile celebrity members such as Hollywood star Ashton 

Kutcher, and Twitter being mentioned on the popular Oprah Winfrey Show. Zarrella (2010) 

describes Twitter as an easy tool which requires little time; but can quickly become valuable in 

increased buzz, sales, and consumer insight. Twitter has been used for announcing offers or 

events, to promote new blog posts, or to keep readers “in the know” with links to important news 

stories (Ibid.). 

 

2.1.2 Social Networks 

Weber (2009) defines social networks as “places where people with a common interest or 

concern come together to meet people with similar interest, express themselves, and vent”. 

Additionally, Zarrella (2010) describes social networks as a websites where people connect with 

friends, both those they know offline and those who are online-only buddies. Social networking 

sites are becoming  popular among marketers, as they present a number of opportunities for 

interacting with customers, including via plug-in applications, groups, and fan pages (Ibid.). 

 

Furthermore, the concept of social networks is defined by Boyd and Ellison (2007) as: “Web-

based services that allow individuals to (1) construct a public or semi-public profile within a 

bounded system, (2) articulate a list of other users with whom they share a connection, and (3) 

view and traverse their list of connections and those made by others within the system” (p.2). 

 

Among the social networking websites, Facebook is the dominant social networking site, and 

according to Zarrella (2010), it possesses the most valuable features that can be of use for the 

social media marketer. Facebook first spread through universities and because of that, it now 

boasts a commanding percentage of college students as members. Lately, however, its fastest 

growing segment has been users older than 35, and recent data suggests that the 35–54 age group 

has become larger than the 18 to 24 age group. Facebook also allows businesses to create public 

profiles that have many of the same features as a user‟s profile. Users can connect with a page 

and become fans. Nearly every company engaged in social media marketing should have a 
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Facebook page; it can often serve as a central place for the integration of other parts of a 

campaign (Ibid.). 

 

2.1.3 Media Sharing 

Zarrella (2010) describes media-sharing sites as websites that allow users to create and upload 

multimedia content of their own choice. With the uptake of cheap, easy-to-use digital cameras 

and camcorders and the increase of high-speed Internet connections, media-sharing sites have 

become  popular. Marketers can create videos with  little expertise and upload them to YouTube 

to reach millions of users. Started in 2005 by three PayPal employees and funded by the 

respected venture capital fund Sequoia Capital, to the tune of $11.5 million, YouTube was born. 

It is currently the largest video-sharing site on the web and the third most visited site on the 

Internet. According to Zarrella (2010), it has changed the face of the web, and there is hardly a 

marketing campaign that would not find value in a presence on YouTube. 

 

Marketers cannot overlook the phenomenon of social media due to the fact that it has become 

one of the most convenient tools for interaction with a customer. According to the Carabiner 

Communications (2009) report, more business-to-business companies are now seeing the power 

of social media for marketing and public relations purposes. Furthermore, the authors stated that 

advertisers spent $40 million to reach a business audience on social networks in 2008 and are 

expected to spend $210 million in 2012 (Ibid.). 

2.2 Promotion 
Burnett (1993) defines promotion as the “marketing function concerned with persuasively 

communicating to target audiences the components of the marketing program in order to 

facilitate exchange” (Burnett, 1993 as cited in Chaffey et al., 2006,  p.243).  

 

According to Rowley (1998), promotion is one of the key 4Ps in the marketing mix and plays a 

key role for market success. Promotion can ensure that customers are aware of the products or 

services that the company is offering.  

 

According to Wilmshurst (1993), different types of promotion such as direct mail, exhibitions, 

publicity etc., are described as the promotional mix (Wilmshurst, 1993 as cited in Chaffey et al., 

2006, p.244). Rowley (1998) states that an appropriate promotional mix must be created in order 

to meet the promotional objectives of any given promotion strategy. According to Mintzberg et 

al.,(1998) promotional strategy can be defined as promotional plan or a guide for a course of 

actions, a path from a current state to a desired future end state. Rowley (1998) defines the 

promotional mix as “the combination of different promotional channels that is used to 

communicate a promotional message” (p.384). This will involve an appropriate selection from 

the range of tools that are available for use as part of the promotional mix. Rowley (1998) 

includes following tools in the promotional mix: 

 Advertising – Any paid form of non-personal presentation and promotion of ideas, goods 

or services by any identified sponsor.  

 Direct marketing – The use of mail, telephone or other non-personal contact tools to 

communicate with, or solicit a response from specific customers and prospects. 

 Sales promotion – Short-term incentives to encourage trial or purchase of a product or 

service, such as discounts for access to a database over a limited time period. 



 

Page | 9 

 Public relations and publicity – Programs designed to promote and/or protect a 

company‟s image, or those of its products, including product literature, exhibitions and 

articles about organizations‟ products in professional or in-house newsletters. 

 Personal selling – Face-to-face interactions with one or more prospective purchasers, for 

the purpose of making sales.  

 Sponsorship – Financial or external support of an event or person by an unrelated 

organization or donor, such as is common in respect of the arts, sports and charities.  

 

According to Kotler and Armstrong (2008), the company‟s promotional mix consist of a: 

“specific blend of advertising, sales promotion, public relationship, personal selling, and direct 

marketing tools that the company uses to persuasively communicate customer value and build 

customer relationships” (p.398). Furthermore they explain that:  

 Advertising can reach masses of geographically dispersed buyers at a low cost per 

exposure. 

 Personal selling is the most effective tool at certain stages of the buying process, 

particularly in building up buyers‟ preferences, convictions and actions. 

 Sales promotion includes a wide assortment of tools – coupons, contests, price 

reductions, premium offers, free goods and others. 

 PR is  believable: news stories, features, sponsorships and events seem more real and 

believable to readers than ads do. 

 Direct marketing is interactive: it allows a dialogue between the communicator and the 

consumer, and messages can be altered depending on the consumer‟s response. 

 

2.2.1 Integrated Marketing Communication 

Mangold and Faulds (2009) argues that integrated marketing communications (IMC) is the 

guiding principle that companies follow in order to communicate with their target market. They 

describe integrated marketing communications as methods to organize and control the elements 

of the promotional mix; thus producing an integrated customer-focused message and with that 

accomplishing various company‟s objectives (Ibid.). Elements that marketers need to control in 

order to communicate with the customers are described in the traditional communication model 

(see Figure 3). Source is one of the elements from traditional communication model where the 

communication is initiated. The other element is the message itself, which can be transmitted via 

certain medium (television, radio, magazines etc.). The last element of the traditional 

communication model is one or more receivers that interpret the message according their own 

experiences and beliefs (Solomon, 2009). 
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Figure 3: Traditional communication model 

Source: Solomon (2009) 

 

Social media has influenced numerous aspects of customer behavior including awareness, 

information search, opinions sharing, purchase and post-purchase behavior (Mangold and Faulds 

(2009). According them, the tools and strategies for communicating with customers have 

changed significantly with the emergence of the social media. Thus, the traditional 

communications paradigm, which relied on the classic promotional mix, must make way for a 

paradigm that includes all forms of social media as potential tools for planning and applying 

integrated marketing communications strategies (Ibid.). 

 

2.2.2 New Communication Paradigm 

Mangold and Faulds (2009) have developed a model for a new communication paradigm (see 

Figure 4). In the era of social media, marketing managers are losing control over content and 

timing of the content while information about products and services originates in the 

marketplace.  

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

Figure 4: The new communication paradigm 

Source: Mangold and Faulds (2009) 
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The new communication paradigm aims to show the marketers the rising power and critical 

nature of discussions between consumers using social media. According to Mangold and Faulds 

(2009), the following points can illustrate the impact of the consumers‟ interactions in media 

space on integrated marketing communications strategies (Ibid.): 

 

 The Internet has become a mass media vehicle for consumer-sponsored communications. 

 Consumers are turning away from the traditional sources of advertising: radio, television, 

magazines, and newspapers. They require on-demand and immediate access to 

information at their own convenience. 

 Consumers are turning more frequently to various types of social media to conduct their 

information searches and to make their purchasing decisions. 

 Consumers perceive social media as a more trustworthy source of information regarding 

products and services than corporate-sponsored communications transmitted via the 

traditional elements of the promotion mix. 

 

Mangold and Faulds (2009), cite General Electric and Procter & Gamble as examples where, 

social media demonstrates two interconnected roles in the marketplace. First, social media 

enables companies to communicate with their customers, and second, it enables customers to 

communicate with each other. The first role enables companies to interconnect with customers 

via blogs as well as Facebook and other similar social networks. The second role is more unique, 

giving more power to customers. In conventional marketing, customers will tell seven to ten 

people about the product, but now social media gives opportunity for customers to quickly 

spread the word to ten millions in a short period of time (Ibid.).  

 

By taking into consideration the new communication paradigm and bearing in mind the benefits 

from the use of social media and ultimately social networks for promotional purposes, we can 

gain better understanding how companies are using social networks as a promotional tool. 

 

2.3 Political Marketing 
Newman (2002) states that in political marketing many concepts, which have been utilised by 

profit and non-profit organisations, are used. In the same way that businesses market their 

products and services, politicians market themselves in order to win elections. Generally, 

political marketing involves establishing long-term relationships with their voters (Osuagwu, 

2008).  

 

According to Bowler et al. (1999), all political organisations can apply the technologies or 

strategies of marketing (i.e. market research, market segmentation, market orientation, 

relationship marketing, polls, media consultants, etc.) in order to achieve set goals and 

objectives.  

 

Kotler (1975) states that political campaigns have increasingly been compared to marketing 

campaigns in which the candidate puts himself in the vote market and uses modern marketing 

techniques, particularly marketing research and commercial advertising, to maximize voter 

"purchase”. Interest in political marketing has been stimulated largely by the growth in political 

advertising. There has also been a substantial growth in scientific opinion polling (i.e., marketing 
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research), computer analysis of voting patterns (i.e., sales analysis), and professional campaign 

management firms (i.e. marketing organizations) (Ibid.). O‟Cass (1996) argues that the use of 

marketing “offers political parties the ability to address diverse voter concerns and needs through 

marketing analyzes, planning, implementation and control of political and electoral campaigns” 

(p.40).  

 

Campaigning has always had a marketing character. According to Kotler (1975), prior to the 

“new methodology” (or the increased use of modern marketing techniques), politicians were 

creating positive image through handshaking, baby kissing, teas, and speechmaking. The "new 

methodology" is not the introduction of marketing methods into politics but rather an increased 

sophistication and acceleration of their use (Ibid.).  

 

In order to compare political and business marketing, Kotler introduced a framework (see Figure 

5) in his article “Overview of political candidate marketing” (Kotler, 1975). The business 

marketing map shows a seller dispatching goods, services and communications to the markets in 

return for receiving money and information. The inner loop is an exchange of money for goods; 

the outer loop is a flow of information. The political marketing map shows a political candidate 

dispatching specific promises and favors to a set of voters in exchange for their votes. He uses 

general communications to convey these and gathers voter information to plan the next period's 

marketing effort. Schematically, the structural processes of business marketing and political 

marketing are fundamentally the same (Ibid.). 

 

 
Figure 5: Business and Political Marketing Compared 

Source: Kotler (1975) 

 

According to Gurevich et al., (2009) the Internet has significantly changed territory that was 

previously dominated by television. They state that due to access to inexpensive communication 

technologies people can interact with the media and generate their own content, weakening 

broadcaster‟s and editor‟s gate-keeping monopoly. Television, newspapers, and other traditional 

media are losing their audience. Since 2004, the number of Americans citing the Internet as their 

first source of presidential election campaign news has increased by 23%, during the same time 

the number of those who rely on television dropped by 4% (Ibid.). Pew researchers note that 
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“while mainstream news sources still dominate the online news and information gathering by 

campaign Internet users, a majority of them now get political material from blogs, comedy sites, 

government websites, candidate sites or alternative sites” (Pew 2008, as cited in Gurevich et al., 

2009). According to Zhang et al. (2010), 40% of those who connected to social media sites in the 

United States were engaged in some political activity from signing up as a friend of the 

candidate to discover a friend‟s political interests during the 2008 elections.  

 

Politicians are aware of this media shift and adapting those new channels to their message 

delivery. In the United States, Barack Obama‟s presidential campaign was built on social 

networking sites and their viral capabilities (Gurevich et al., 2009). This allowed them to 

communicate their message directly to voters on an unprecedented scale, without an 

intermediary in the face of traditional media (Learmonth, 2009). Political observers have 

credited Barack Obama‟s understanding of social media as one of the main reasons for his 

success in the elections 2008. By using his own site as well as Facebook and MySpace, he was 

able to raise funds, attract volunteers, and publicize campaign events (Zhang et al., 2010).  

 

 

In Britain, Tom Watson, the minister for transformational government, stated that “the challenge 

is for elected representatives to follow their customers and electors into this brave new world. . . . 

As well as blogs, there are many more MPs using Facebook and Yahoo Groups to communicate 

their ideas and listen to others” (Watson 2008 as cited in Gurevich et al., 2009). 
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3 Frame of Reference 
In the previous chapter, the literature review and theories regarding the research purpose and 

questions were presented. In this chapter, the theories from the literature review will be used to 

build a frame of reference in order to collect and analyse data for our research questions.  

3.1 Research Problem and Research Questions 
The overall research problem identified in Chapter One is: 

How can the similarities and differences in the usage of social media as a 

promotional tool by companies and political parties be characterised?  

Based on the literature presented in the previous chapter, two preliminary research questions, 

which were stated in Chapter One, are confirmed as following:  

RQ1: How can the use of social media, as a promotional tool by political parties, be 

characterised? 

RQ2: How can the use of social media, as a promotional tool by companies, be characterised? 

In order to fulfil the research purpose of this report, we will examine those questions in 

conjunction with conceptual framework. 

3.2 Conceptual Framework 

Political marketing uses many concepts which have been utilised by profit and non-profit 

organisations (Osuagwu, 2008). Kotler, in his article “Overview of political candidate 

marketing,” provides a model to compare business and political marketing showing the way to 

compare them (Kotler, 1975). In order to provide answer to our research questions, the new 

communication paradigm by Mangold and Faulds (2009) will be used. This model shows how 

the impact of the interactions between consumers in the social media space is influencing the 

development on promotional strategies for the companies. Mangold and Faulds‟ (2009) 

paradigm has also pinpointed that the Internet has become the main media vehicle for 

communication with customers, since they are going away from traditional promotional 

channels. Consumers perceive social media as more trustworthy than traditional media, and they 

are turning more and more to it for the search of information regarding their purchasing 

decisions. However, this model does not take into consideration that organisations can use social 

media tools directly without agents or any other intermediaries. Political parties are also not 

included in the paradigm, due to this fact that the new communication paradigm by Mangold and 

Faulds (2009) will be modified by analogy with the Kotler‟s model. Political parties, regions and 

voters will be added to the model. Elements, which are not studied in this report, will also be 

excluded. Traditional promotional mix elements will be studied in our research in cases where 

social media are not used. This new, adjusted model will be the basis for our study, and it will 

allow us to compare political parties‟ and companies‟ activities in the social media using the 

same criteria. Figure 6 presents a modified new communication paradigm. 
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Figure 6: The new communication paradigm 

Source: Adapted from Mangold and Faulds (2009) 

3.3 Conceptual Definitions 
In order to answer our research problem and research questions, related theories were selected 

from literature review and presented in the table 1.  

Table 1: Conceptual Definitions 

Conceptual 

Area  

Concept  Conceptual Definition  Operationalization 

Social 

Media 

Social 

Media 

“Online applications, platforms and media 

which aim to facilitate interactions, 

collaborations and the sharing of content. 

One of principal categories of social media 

is social networks” (Palmer & Koenig-

Lewis, 2009). 

Actively used 

elements, 

Number of 

subscribers. 

Traditional 

media 

(When 

social 

media is not 

used) 

Traditional 

media 

 “All communication means traditionally 

used in the promotional mix that existed 

before social media” (Defined by authors). 

Advantages over 

Social Media. 

Promotion Promotional 

Strategy 

“Promotional plan or a guide for a course 

of actions, a path from a current state to a 

desired future end state” (Adapted from 

Mintzberg et al., 1998). 

Not formed, 

Formed. 

Promotion Promotion 

mix 

“Specific bland of advertising, sales 

promotion, public relationship, personal 

selling, direct marketing, and sponsorship 

tools that the organisation uses to 

persuasively communicate customer value 

and build customer relationships”. 

(Adapted from Kotler & Armstrong, 2008, 

p.398). 

Elements used. 
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In order to investigate how companies and political parties use social media for promotional 

purposes we have selected and adapted elements of the promotional mix defined by Rowley 

(1998). Personal selling is defined by Rowley (1998) as face-to-face interactions with one or 

more prospective purchasers, for the purpose of making sales. Since this definition is not 

appropriate in the online environment, we will use one-to-one interactions as our basis for 

definition of personal selling presented in table 2. In addition, the equivalent of sales promotion 

in political marketing was not identified in the literature available to us, thus it will be excluded 

from the selection. Elements of the promotional mix, presented in the table 2 will be used as a 

basis for the questions in the interview guide (see Appendix I). 

 

Table 2: Elements of the Promotional Mix  

Element of the promotional 

mix 

Definition 

Advertising Any paid form of non-personal presentation and promotion of 

ideas, goods or services by any identified sponsor. 

Direct marketing The use of mail, telephone or other non-personal contact tools 

to communicate with or solicit a response from specific 

customers and prospects. 

Public relations Programs designed to promote and/or protect a company‟s 

image, or those of its products, including product literature, 

exhibitions and articles about organizations‟ products in 

professional or in-house newsletters. 

Personal selling One-to-one or online interactions with one or more prospective 

purchasers or voters, for the purpose of making sales or 

receiving a vote. 

Sponsorship Financial or external support of an event or person by an 

unrelated organization or donor, such as is common in respect 

of the arts, sports and charities 

Source: Adapted from Rowley (1998) 

 

3.4 Schematic Diagram of the Research Problem and Questions 
From the above discussion, the following Figure 7 has been drawn. It shows the relationships 

between the research questions in connection with research problem. 

 

Figure 7: Schematic Diagram of the Research Problem and Questions 
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4 Method 
In the previous chapter, the frame of reference was created. In this chapter, methodological 

issues will be presented in the following order: research purpose, research approach, research 

strategy, sample selection, data collection, data analysis, and validity and reliability. 

4.1 Research Purpose 
According to Saunders, Lewis and Thornhill (2007), there are three types of research purpose. 

Exploratory research is used to clarify understanding of a problem with unclear nature. This is an 

adaptable and flexible approach with initially broad focus, which is progressively narrowing 

down during research. Descriptive research is used to picture the phenomena and conducted as a 

prerequisite or continuation of exploratory or explanatory research. Explanatory studies are 

focused on relationships between variables.  

The purpose of this research is to provide a better understanding of how social media can be used 

as a promotional tool for both the political parties and the companies. This is an exploratory 

study due to the fact that we are trying to get a better understanding of a problem that has not 

been extensively researched. 

4.2 Research Approach 
According to Saunders, Lewis and Thornhill (2007), deductive or inductive approaches can be 

used. An inductive approach allows the researcher to build up a theory that is adequately 

grounded in the collected data. Deductive approach is based on the existing theory which is used 

for analysing collected data.   

In this study, we will use existing theories in order to analyse collected data, and draw 

conclusions, therefore deductive approach will be used. 

According to Saunders et al. (2007), there are qualitative and quantitative approaches available 

for researchers. A qualitative approach is based on interpretation of non-numerical data such as 

words, while quantitative is based on numerical data. 

In this report, we are not analysing numerical data, but investigating and trying to get a deep 

understanding of the problem. Therefore, our report will use a qualitative approach. 

4.3 Research Strategy 
According to Saunders, Lewis and Thornhill (2007), different strategies are available for 

researchers. They are case study, action research, survey, experiment, ethnography, archival 

research or grounded theory. These strategies are based on such factors as time, existing 

knowledge, and other resources available for conducting a study. Yin identifies five main 

strategies for research: experiment, survey, archival analysis, history and case study (1994, p.6). 

Survey and archival research answers who, what, where, how many, and how much questions. 

Research questions for this report begin with how, therefore this makes above strategies not 

suitable, and leaves us with a choice from experiment, history and case study, which can answer 

how and why questions (Yin, 1994).  Saunders et al., (2007) defines case study as a strategy for 

doing research which involves an empirical investigation of a particular contemporary 

phenomenon within its real life context using multiple sources of evidence. It is used to gain rich 

understanding of the context of the research and the processes being enacted.  
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Due to the fact that we are looking at the contemporary events in a real life context, we consider 

case study to be the most suitable strategy for this study. 

Saunders et al. (2007) distinguishes between a single case and a multiple cases study. A single 

case is often used where it represents a critical case or, alternatively, an extreme or unique case 

(p140). According to Yin (1994), when more than one case is used in a study it has to use a 

multiple case study design (p.44). 

In this report we are comparing how political parties and companies use social media as a 

promotional tool, thus a multiple case study will be used as a research strategy.  

4.4 Sample Selection 
When deciding on a sample selection, the researcher has two possibilities: probability or non-

probability sample (Saunders, Lewis and Thornhill 2007). Probability is a random sampling, 

mostly used with surveys (Ibid.).  Non-probability sampling provides opportunity to select your 

sample purposively and is usually used for business studies where the subject of a study chosen 

on objectives suitability (Ibid.).  In order to study how social media is used as a promotional tool 

in political parties and companies, we will select two political parties and two companies which 

are actively using social media in Sweden. Due to this fact, we will use non-probability 

sampling. 

For the purpose of looking at how political parties use social media, we have selected 

Miljöpartiet de gröna and Centerpartiet.  Miljöpartiet de gröna is one of the political parties that 

is currently in the Swedish parliament and is one of the political parties in Sweden that is 

actively using social media elements like Twitter and Facebook. We have contacted Johan 

Schiff, who is responsible for their online activities and social media presence. Centerpartiet is 

another political party that currently has four ministers in the Swedish government and is one of 

the political parties in Sweden that is actively using social media elements like Twitter and 

Facebook. We have contacted Mattias Östmar, who is responsible for their online activities and 

social media presence. Since we already acquainted with these contact at both parties, it was  

convenient and logical choice for us. 

For the purpose of looking at how companies use social media, we have selected Stockholm-

Arlanda airport and SJ AB. Stockholm-Arlanda is Sweden‟s largest airport and is an important 

hub for both the Stockholm region and Scandinavia, with 179 destinations around the world and 

16.1 million travellers per year. We have contacted Fritjof Andersson, who is the Marketing 

Strategist at Stockholm-Arlanda airport.  He is one in charge of designing the strategy for the 

social media presence of the airport.  Another company we have selected is SJ AB, the Swedish 

railway transportation company in Sweden, owned by the government. They have around 350 

train stations with over 70 000 passengers per day. We have contacted Marcus Björling, who is 

the Marketing Communicator and in charge of designing the strategy for the social media 

presence for SJ AB. We consider both to be the right persons for this interview because both of 

them have been working with establishing social media presence for the companies.  

4.5 Data Collection 
According to Saunders, Lewis and Thornhill (2007), different ways of collecting data are 

available. Observation, interviews, questionnaires, and secondary data collection can be used. 
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The researcher needs to evaluate all available methods and choose the most suitable approach, 

however is should not be based on the difficulty criteria (Ibid.).  

Saunders et al., (2007) describe observation as the systematic observation, recording, 

description, analysis and interpretation of people's behaviour. Questionnaires are described as 

combination of all techniques of data collection in which each person is asked to respond to the 

same set of questions in a pre-determined order (Ibid.). Secondary data is described as data that 

have already been collected for some other purpose (Ibid.). According to Kahn and Cannell 

(1957 as cited in Saunders et al., 2007), an interview is a purposeful discussion between two or 

more people. Interviews are useful in gathering valid and reliable data that are relevant to 

research question(s) and objectives (Saunders et al., 2007). 

Saunders et al. (2007) defines three types of interview: structured, semi-structured and 

unstructured. Structured interviews are used to collect quantifiable data through questionnaires 

based on predetermined and standardised or identical set of questions they are also referred to as 

quantitative research (Ibid.). Unstructured interviews are informal. They are conducted to 

explore in depth a general area of interest. Due to the absence of predetermined questions, the 

interviewer needs to have a clear idea about the aspects he wants to explore. The interviewee has 

an opportunity to talk freely about events, behaviour and beliefs in relation to the subject (Ibid.). 

In semi-structured interviews, a list of themes and questions guides the direction and may vary 

from interview to interview. This provides a possibility for researcher to keep the interviewee in 

a certain area and at the same time provide possibility to develop ideas (Saunders et al., 2007). 

We consider interviews to be the most suitable for this study since that we want to explore in-

depth the similarities and differences in the usage of social media as promotional tool by 

companies and political parties.  In our research, we consider it important to have an option to 

keep the interviewee in our research area and develop ideas, thus a semi-structured interview will 

be conducted in order to collect data for this study. Due to the physical location of the cases 

selected for this study, telephone interviews will be conducted in order to collect appropriate data 

for this study. A developed interview guide is presented in Appendix I. 

4.6 Data Analysis 
According to Saunders, Lewis and Thornhill (2007), there are three stages in the data analysis 

process: data reduction, data display, drawing and verifying conclusions. 

The aim of data reduction is to condense and transform data into more usable material. In order 

to do this, the data is summarised and simplified by focusing on the most important parts 

(Saunders et al., 2007). A within case analysis is usually associated with this type of analysis. 

The data display stage is used to organise and assemble reduced data into visual form, such as 

tables and/or figures, in order to make the data easier to handle (Saunders et al. 2007). A 

multiple case study is associated with this type of analysis due to the convenience of comparing 

data in the graphical form. 

The outcome of those two stages of analysis is drawn and verified in the conclusion. 

For the purpose of this report, the collected data will be analysed within the case and reduced in 

order to pinpoint the most important issues. Then, the data will be displayed and a cross case 
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analysis will be conducted in order to compare the cases with one another. A conclusion will be 

drawn as a result of the analysis. 

4.7 Validity and Reliability 
According to Saunders, Lewis and Thornhill (2007), reliability is concerned with whether 

alternative researchers would reveal similar information. The value of using semi-structured 

interviews results from its flexibility in order to explore the complexity of the subject studied. In 

order to ensure that non-standardized research could be replicated in the future, notes should be 

collected in connection with the research design, to the choice of research strategy and the data 

that was collected. This will help the researchers to reanalyze the data collected and understand 

the process used in the study.  

 

In order to ensure reliability during our data collection process, we will take notes. Furthermore, 

the interviews will be audio recorded to ensure better data analysis.  

 

According to Saunders et al. (2007), validity refers to the degree to which the researcher gains 

access to their participants' knowledge and experience, and are able to conclude results from the 

interviewing the participants. Saunders et al. (2007) uses the following quotation to show that 

high level of validity is possible from using non-standardized semi-structured interviews: 

“The main reason for the potential superiority of qualitative approaches for obtaining 

information is that the flexible and responsive interaction which is possible between interviewer 

and respondent(s) allows meanings to be probed, topics to be covered from a variety of angles 

and questions made clear to respondents” (Sykes, 1991 p.8, as cited in Saunders et al, 2007). 

 

In order to ensure validity, we are going to use a well-prepared interview guide with clear 

research areas to be covered. The interview guide was pretested in research proposal written 

prior to conduction this study. This will ensure that aspects of the research topic will be 

examined. Data will be collected from a well-chosen and representative sample. The persons that 

we are going to interview are expected to possess appropriate knowledge in this field as they are 

working in direct contact with social media.  
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5 Data Presentation 

In this chapter, the collected data will be presented regarding each case. First, data collected 

from two political parties will be presented: case one “Miljöpartiet de gröna” and case two 

“Centerpartiet”, followed by the data collected from two companies: case three “Stockholm-

Arlanda airport” and case four “SJ AB”. 

5.1 Case 1 Political Party: Miljöpartiet de gröna 

5.1.1 Party Information 

Miljöpartiet de gröna was formed in 1981 and has its roots in environmental, anti-nuclear, 

women‟s rights and peace movements. In 1988, Miljöpartiet de gröna was elected to the 

Riksdag, but lost its place in 1991. During elections in 2006 Miljöpartiet de gröna received 

291,121 votes
11

 and now has 19 members in Riksdag and 2 representatives in the European 

Parliament
12

.  

5.1.2 Interview with Johan Schiff, Web Editor 

Johan starts by saying that there are several reasons why Miljöpartiet de gröna has started to use 

social media. The main reason is that social media is a tool that has changed the way people 

communicate. This is similar to the way it happened when email had appeared. He continues 

with another reason that social media has provided good possibilities for organizing political 

campaigns and getting people involved with them.  

Miljöpartiet de gröna is using Facebook and Twitter as their main services. Johan stated that 

these services were chosen since they are the most used in Sweden. Miljöpartiet de gröna started 

using Facebook in December 2008 and Twitter in September 2009. At the time of writing, 

Miljöpartiet de gröna has 2977 subscribers on Facebook and 2884 subscribers on Twitter.  

Further, Johan explains that they use Twitter and Facebook differently. According to him, 

Twitter has less reach, and is used for quickly reaching important journalists, newspaper editors 

and non-governmental organisations.  Facebook has a bigger audience and is used for publishing 

and discussing news and important issues by organising followers into groups.  Press officers, 

while working on an issue, usually write about it on Facebook and receive helpful responses. 

The other social media services that they use are YouTube for video sharing and Flickr for image 

sharing. However, Miljöpartiet de gröna does not use them as much as Facebook and Twitter 

since these sites are not social in the same way. According to Johan, there is not as much 

discussion going on those sites.  Blogs are another important tool that they use and they have 

bloggers who are publishing blog posts on a daily basis. Johan thinks that blogs are an important 

part of political debates in Sweden and they see it as a very positive thing since people who blog 

are attracting new people to political debates. 

Johan pointed out that Miljöpartiet de gröna does not use social media for advertising purposes. 

They have been buying Google ads, but as yet have not started using advertising on Facebook. 

He thinks that advertising for companies and political parties is not the same, and points out that 

people are generally interested in what political parties have to say, thus not much general 
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advertising is needed. He said that in previous elections, Miljöpartiet de gröna had 700,000 

visitors on their website, and for the upcoming elections they estimate that they will have 

1,500,000 visitors.  

In traditional media, they mostly use print advertisements and buy advertisement spots in 

environmental magazines.  They consider television advertisements to be very expensive and 

have not yet decided if they are going to use them for promotion in the upcoming election. 

Currently, they are filming a television advertisement in case the decision will be made in favour 

of television advertising. 

Miljöpartiet de gröna uses social media for public relations, however, Johan stresses that they are 

not reaching as many people in social media as with their website. He considers social media to 

be less effective than other mass communication tools such as traditional media and websites.  

Johan states that they are using social media mostly for communication, debates and discussions 

and for promotional purposes.  However, almost every member of the party who uses social 

media promotes the various activities of the party through the social media services that he or 

she is using.  

Regarding strategy, Johan says that Miljöpartiet de gröna have not yet established a separate 

strategy for each social media tool that they are using, but they have assigned a general 

communication strategy on what to communicate. This includes which words to use, which to 

avoid, and how to get a debate in the needed direction. They try to communicate their 

information the way they want.  

Johan ends with saying that Miljöpartiet de gröna is using social media more and more and they 

are going to continue to invest in it. He expects that in the near future social media will be 

integrated in the party's promotional mix. 

5.2 Case 2 Political Party: Centerpartiet 

5.2.1 Party Information 

Centerpartiet is a centrist political party, which was formed in 1913 as a Farmers' League. From 

1976 to 1978 and from 1979 to 1982, the chairman of the party, Torbjörn Fälldin, was elected as 

prime minister in the Swedish Parliament. In recent years, the party has changed direction to 

become more of a classic liberal party and after elections in 2006 received 437,389 votes
13

. 

Currently Centerpartiet has four ministers, 29 members in Riksdag and 1 representative in the 

European Parliament
14

. 

5.2.2 Interview with Mattias Östmar, Web Editor 

The main purpose for using social media for Centerpartiet is to make the whole organization 

more mobile and to make communication more cost effective and fast. Facebook and Twitter are 

used for outgoing communication purposes. That allows Centerpartiet‟s staff to react and reply 

very quickly. They started using Facebook in May of 2008 and established their presence on 

Twitter in November of 2008. At the time of writing, Centerpartiet has 1107 subscribers on 

Facebook and 1868 subscribers on Twitter. 
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Social media is not used for advertising or for direct marketing activities. Mattias stated that they 

use traditional media for those purposes, and that they have increased their presence in print 

media this year. He also considers social media more suitable for public relations purposes and 

traditional media for advertising. Centerpartiet is not involved in sponsorship though either 

social or traditional media. 

Their effort in social media is concentrated on conversation among people and the strategy 

behind that is very simple. According to Mattias, the strategy is to provide their members and 

followers as well as other parties with a tool and enough information to have a conversation. 

They are using every online channel for conversational purposes. They are also concerned with 

providing the content to discuss, and to engage people in a conversation on Facebook, Twitter 

and various blogs. 

Mattias stated that they are building a larger presence in social media due to the elections.  They 

will do some test advertisements but according to him, the main effort will stay conversational. 

5.3 Case 3 Company: Stockholm-Arlanda Airport 

5.3.1 Company Information 

Stockholm-Arlanda Airport is the largest international airport in Sweden with 167 destinations 

around the world having 18.1 million travelers in 2009. On the first of April 2010, the airport 

ownership and operation was transferred from LFV to Swedavia, a newly formed 100% state 

owned company.  

5.3.2 Interview with Fritjof Andersson, Marketing Strategist 

The main reason why Stockholm-Arlanda Airport is engaged in social media is to have a 

personal relationship with their customers. According to Fritjof Andersson, they want to show 

that they are not only a big company, but also people that their customers can talk with. They are 

building such relationships with their customers in order to make them want to come to 

Stockholm-Arlanda airport, to shop in their stores, to eat in their restaurants, to fly on holidays 

and to go on business trips.  

Right now, they are using Twitter and Facebook and consider to increase their social media 

presence, however they have not decided on which services are going to be added. They joined 

Twitter in January 2010 and shortly after, in February 2010, they joined Facebook. At the time of 

writing, Stockholm-Arlanda airport had 774 subscribers on Facebook and 1068 subscribers on 

Twitter.  Fritjof stated that they are using Twitter differently than Facebook since on Twitter they 

publish much more information. They publish information about anything that could be 

interesting to their clients. For example, if there would be a road accident on the way to the 

airport, they will post a message on Twitter about it with a recommended route to avoid traffic 

jams. Other examples include: a train being canceled, if there is a big event going on or any other 

kind of events happening there. They also answer many questions on Facebook and Twitter. 

Generally, they use Facebook for branding and Twitter for services and support. Fritjof also 

indicated that there is a little bit of cross over between those two services.  For example, both 

Facebook and Twitter can be used for answering questions; Stockholm-Arlanda Airport will not 

only use Twitter and Facebook; they are planning to expand their social media presence in 

future.  
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Stockholm-Arlanda Airport has not incorporated social media into their promotional mix yet, 

since they do not know how to handle it. According to Fritjof, they are “trying things out, seeing 

how things work, what is working, what is not working, and how people react.” He also stated 

that they are not using advertising or direct marketing on social media though they are doing 

television advertisements, web banners and sending personalized emails to their subscribers. For 

direct marketing purposes, Stockholm-Arlanda Airport are uses emails. They are sponsoring the 

Olympics, a royal wedding in the summer and local soccer teams, but those sponsoring activities 

are not shown though social media. 

5.4 Case 4 Company: SJ AB 

5.4.1 Company Information 

SJ AB is a government-owned train operator in Sweden. The company was created in the year 

2000 after Statens Järnvägar, the public transport division, had been divided into six separate 

government-owned limited companies.  The company offers value-for-money, rail-focused travel 

to passengers in Sweden and abroad.   Approximately 70 000 passengers a day choose SJ for 

their journeys
15

. 

5.4.2 Interview with Marcus Björling, Market Communicator 

Marcus begins by saying that SJ AB has started to use social media in order to come closer to 

consumers. They consider social media an important and very good channel for better interaction 

with their consumers.  

Marcus continues by stating that SJ AB uses Twitter and Facebook from the different available 

social media tools.  They had started with Twitter in October 2009 and joined Facebook in April 

2010. At the time of writing, SJ AB has 3308 subscribers on Twitter and 1073 subscribers on 

Facebook. SJ uses both Twitter and Facebook for promotional purposes, but that is not the 

primary reason for their presence in social media. They are focused on dialogue and sharing but 

not on promotion itself.  According to Marcus, SJ‟s brand gets a boost by speaking to consumers 

and creates a closer relationship with them. 

They are not using advertising in social media on a regular basis as they consider traditional 

television, and print advertising to be more effective.   The company does not offer sponsorships, 

however, Marcus stated that if they decide to sponsor some activity or event, it would be 

announced through social media. The main advertising activity will be on the location of the 

sponsored event with printed banners.  

Marcus states that SJ AB uses social media because they think that it is a great channel for 

spreading the message to their customers. They think that one of the advantages of social media 

is that consumers have more trust in companies that use it. Another advantage is that the message 

they want to communicate spreads quickly among the followers on Twitter and friends on 

Facebook.  

Marcus continues by stating that social media, for now, is not integrated in the promotional mix 

but there are plans to fully integrate it into the company‟s promotional mix in the future. 
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However, they have an established communication strategy.  This includes what they are going 

to announce, how they are going to announce it and how often they are going to publish it.  

Marcus ends by saying that they are planning to integrate the selling of tickets via social media. 

In June 2010, customers will be able to share booked trips, bought tickets and articles from SJ 

AB‟s website on Twitter, Facebook and on the travel planning oriented websites like TripIt and 

Dopplr. 
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6 Analysis 
This chapter provides the analysis of the collected data. The data will be analysed within each 

case, followed by a cross case analysis where the four cases will be compared. It will allow us to 

present conclusions in the next chapter. 

6.1 Within Case Analysis 
In order to analyse collected data, we will look at how social media is used for promotional 

purposes within each case. We will look at which elements of social media are used in 

promotional strategy and how each element of the promotional mix, presented in the frame of 

reference, is used in each case. Data collected in the interviews will be reduced accordingly.  The 

aim of data reduction is to condense and transform into more usable material (Saunders et al., 

2007). 

6.1.1 Case 1: Miljöpartiet de gröna 

Miljöpartiet de gröna had started using social media after they recognized that it had provided 

good possibilities for organizing political campaigns and getting people involved in them. 

Another reason why Miljöpartiet de gröna established their social media presence is that they 

consider it as a tool that has changed the way in which people communicate, thus it was natural 

way for them to implement it. The social media services that they are using are Facebook, 

starting from December 2008 and Twitter, starting in September 2009. Since the starting date, 

2977 persons have subscribed on their Twitter page, and 2884 persons have subscribed on 

Facebook. YouTube and Flickr are also present, but Miljöpartiet de gröna is not focused on them 

since they consider that there is not much discussion going on there. Miljöpartiet de gröna has 

not yet established a separate promotional strategy for social media, but they have assigned a 

general communication strategy regarding communication, key words to use and debate 

directions. 

Rowley (1998) states that an appropriate promotional mix must be created in order to meet the 

promotional objectives of any given promotion strategy. She defines the promotional mix as “the 

combination of different promotional elements that are used to communicate a promotional 

message.  Kotler and Armstrong (2008) states that a promotional mix consists of a: “specific 

blend of advertising, public relationship, personal selling, direct marketing, and sponsorship 

tools that the company uses to persuasively communicate customer value and build customer 

relationships. Table 3 shows which elements of the promotional mix are used by Miljöpartiet de 

gröna within social and traditional media. 

Table 3: Elements of Promotional Mix used by Miljöpartiet de gröna 

Elements of Promotional Mix Social Media Traditional Media* 

Advertising - + 

Direct marketing - + 

Public relations +  

Personal selling +  

Sponsorship - - 
* Elements of the promotional mix in traditional media were looked at only if they were not used in social media. 

6.1.1.1 Advertising 

According to Rowley (1998), advertising is defined as any paid form of non-personal 

presentation and the promotion of ideas, goods or services by any identified sponsor.  
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Miljöpartiet de gröna does not use advertising in social media as one of the possible promotional 

channels and this promotional channel is not a part of their social media promotional mix. 

However, they are using advertising through traditional media, mostly through environmental 

magazines. At the time of writing, they are filming a television ad, but have not yet made a 

decision on whether they are going to use it for advertising purposes. They consider that people 

are generally interested in the political parties and their work and due to this fact general 

advertising is not needed.  

6.1.1.2 Direct Marketing 

Direct marketing is defined as the use of mail, telephone or other non-personal contact tools to 

communicate with or solicit a response from specific customers and prospects (Rowley, 1998). 

Miljöpartiet de gröna does not use social media for direct marketing as they have not identified a 

need to start using direct marketing through social media. They state that promoting political 

candidates directly through social media does not have the same effect as in traditional media. 

They are not using social media for direct marketing purposes and have no plans to include it in 

the social media promotional mix, as they consider traditional media to be more effective for 

direct marketing.  

6.1.1.3 Public Relations 

Rowley (1998) defines public relations as programs designed to promote and/or protect a 

company‟s image, or those of its products, including product literature, exhibitions and articles 

about organizations‟ products in professional or in-house newsletters. Miljöpartiet de gröna 

considers social media to have great potential for public relations and is using Twitter and 

Facebook intensively for this purpose. According to them, Twitter has less reach and is used for 

communicating with important journalists, newspaper editors, and non-governmental 

organisations quickly. On the other hand, they state that Facebook has a bigger audience and is 

used for publishing and discussing news and important issues by organising the followers into 

groups. Press officers, while working on an issue, usually write about it on Facebook and get 

helpful responses. From traditional media, they use magazines and brochures in order to 

communicate the party‟s activities and events. Miljöpartiet de gröna actively uses public 

relations as one of the promotional channels through social media.  

6.1.1.4 Personal Selling 

According to definition used in this study, personal selling is one-to-one or online interactions 

with one or more prospective purchasers or voters, for the purpose of making sales or receiving a 

vote. Miljöpartiet de gröna believes that blogs are an important part of the political debate in 

Sweden and they see it as a positive trend. Miljöpartiet de gröna bloggers post on everyday basis. 

This activity allows them to attract new people in to the political debates.  

6.1.1.5 Sponsorship 

According to Rowley (1998), sponsorship is defined as financial or external support of an event 

or a person by an unrelated organization or donor, which is common in arts, sports and charities. 

Miljöpartiet de gröna, does not sponsor any activities or events. Therefore, they do not use 

sponsorship as one of the possible promotional channels in order to communicate promotional 

message and it is not part of their promotional mix. 
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6.1.2 Case 2: Centerpartiet 

Centerpartiet has an established social media presence since it provides a good possibility to 

make the whole organization more mobile and it makes communication more cost effective and 

fast. They have been focusing on social media services such as Facebook since May 2008, and 

Twitter since November 2008. These services allow members of Centerpartiet to react and reply 

to comments and topics quickly. Since they have started using Facebook and Twitter, 1867 

people have subscribed on their Twitter page and 1107 people have subscribed on their 

Facebook page. Centerpartiet have not yet established a promotion strategy but they have created 

a communication strategy that provides their members and followers with tools for discussions. 

Rowley (1998) states that an appropriate promotional mix must be created in order to meet the 

promotional objectives of any given promotion strategy. She defines the promotional mix as “the 

combination of different promotional elements that are used to communicate a promotional 

message. Kotler and Armstrong (2008) stated that a promotional mix consists of a: “specific 

blend of advertising, public relationship, personal selling, direct marketing, and sponsorship 

tools that the company uses to persuasively communicate customer value and build customer 

relationships. Table 4 shows which elements of the promotional mix are used by Centerpartiet 

within social media and traditional media. 

Table 4: Elements of Promotional Mix used by Centerpartiet 

Elements of Promotional Mix Social Media Traditional Media* 

Advertising - + 

Direct marketing - + 

Public relations +  

Personal selling +  

Sponsorship - - 
* Elements of the promotional mix in traditional media were looked at only if they were not used in social media. 

 

6.1.2.1 Advertising 

According to Rowley (1998), advertising is defined as any paid form of non-personal 

presentation and the promotion of ideas, goods or services by any identified sponsor. 

Centerpartiet does not use advertising in social media as one of the possible promotional 

channels and it is not included in their social media promotional mix. They state that the 

traditional media is more effective for advertising than social media is, thus they advertise in 

various printed magazines. They also stated that in the year 2010, advertising through print 

media had increased as they think it is more effective in spreading message to a bigger audience. 

Due to the upcoming elections, they are building a larger presence in social media and are 

considering doing several social media advertisement tests, but at the time of writing, a final 

decision had not been made. 

6.1.2.2 Direct Marketing 

Direct marketing is defined as the use of mail, telephone or other non-personal contact tools to 

communicate with or solicit a response from specific customers and prospects (Rowley, 1998). 

Centerpartiet does not use social media for direct marketing purposes and they have no plans to 

include it in the social media promotional mix. They have been using printed media direct 

marketing. They consider traditional media to be more effective than   social media, since it can 

reach a larger number of people.  
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6.1.2.3 Public Relations 

Rowley (1998) defines public relations as programs designed to promote and/or protect a 

company‟s image, or those of its products, including product literature, exhibitions and articles 

about organizations‟ products in professional or in-house newsletters. Centerpartiet believe that 

social media are more suitable for public relations purposes and they are focused on using social 

media in their public relation programs and activities. The effort is concentrated on conversation 

among other people. Centerpartiet‟s strategy is to provide their members with a tool to have 

conversation with other members and their followers. Every social media service that they are 

using is focused on conversation and promotion of the party‟s activities and events. They use 

social media in order to communicate a promotional message and this channel is an important 

part of their promotional mix. 

6.1.2.4 Personal Selling 

According to definition used in this study, personal selling is one-to-one or online interactions 

with one or more prospective purchasers or voters, for the purpose of making sales or receiving a 

vote. Centerpartiet sees blogs as an important part of their social media presence as it allows 

them to engage people in online political debates. They are actively using blogs in order to 

provide people with content that will lead them into conversation. 

6.1.2.5 Sponsorship 

Sponsorship is defined as financial or external support of an event or person by an unrelated 

organization or donor, such as is common in respect of the arts, sports and charities (Rowley, 

1998). At present, Centerpartiet does not sponsor any activities or events therefore they do not 

use sponsorship as one of the possible promotional channels in a social or traditional media. 

6.1.3 Case 3: Stockholm-Arlanda Airport 

Stockholm-Arlanda Airport has started to use social media since they want to have more 

personal relationships with their customers. They want to show to their customer that they are 

not only a big company but also real people that consumers can talk to. The main goal for 

Stockholm-Arlanda Airport is to build such relationships with customers so it will make them 

want to go to the airport more often, to shop in the stores, eat at the restaurants, fly to holiday 

destinations and take business trips. Stockholm-Arlanda Airport has been using Twitter since 

January 2010 and Facebook since February 2010, and they have plans to integrate several other 

social media services in the future.  Since the starting date, 1068 persons have subscribed on 

their Twitter page, and 774 have subscribed on Facebook. Stockholm-Arlanda Airport has not 

yet incorporated social media into their promotional mix due to the fact that they are still in the 

trial period and want to see what will be the reactions of the people are before it will be fully 

implemented in their promotional mix. 

Rowley (1998) states that an appropriate promotional mix must be created in order to meet the 

promotional objectives of any given promotion strategy. She defines the promotional mix as “the 

combination of different promotional elements that are used to communicate a promotional 

message.  Kotler and Armstrong (2008) states that a promotional mix consists of a: “specific 

blend of advertising, public relationship, personal selling, direct marketing, and sponsorship 

tools that the company uses to persuasively communicate customer value and build customer 

relationships. Table 5 shows which elements of the promotional mix are used by Stockholm-

Arlanda Airport within social and traditional media. 
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Table 5: Elements of Promotional Mix used by Stockholm-Arlanda Airport 

Elements of Promotional Mix Social Media Traditional Media* 

Advertising - + 

Direct marketing - + 

Public relations +  

Personal selling - - 

Sponsorship - + 
* Elements of the promotional mix in traditional media were looked at only if they were not used in social media. 

6.1.3.1 Advertising 

According to Rowley (1998), advertising is defined as any paid form of non-personal 

presentation and promotion of ideas, goods or services by any identified sponsor. Stockholm-

Arlanda Airport does not use advertising in social media as one of the possible promotional 

channels and it is not a part of their social media promotional mix. However, they are using 

traditional media for advertising such as television commercials, print and web banners.  

6.1.3.2 Direct Marketing 

Direct marketing is defined as the use of mail, telephone or other non-personal contact tools to 

communicate with or solicit a response from specific customers and prospects (Rowley, 1998). 

Stockholm-Arlanda Airport does not use social media for direct marketing, however, they do 

direct marketing through traditional media in the form of sending out personalized direct 

marketing emails to their customers.  

6.1.3.3 Public Relations 

Rowley (1998) defines public relations as programs designed to promote and/or protect a 

company‟s image, or those of its products, including product literature, exhibitions and articles 

about organizations‟ products in professional or in-house newsletters.  Stockholm-Arlanda 

Airport is actively using social media for their public relations purposes. They use Twitter and 

Facebook differently from each other. Twitter is mainly used for services and support and also 

for publishing all kinds of information, which they consider interesting to their customers, while 

Facebook is mostly used for branding purposes. On both Twitter and Facebook, they are engaged 

in answering questions from their potential or existing customers. Since they have found that 

Twitter and Facebook are working well for their public relations programs, they are exploring 

possibilities to integrate similar types of services in the future.  

6.1.3.4 Personal Selling 

According to definition used in this study, personal selling is one-to-one or online interactions 

with one or more prospective purchasers or voters, for the purpose of making sales or receiving a 

vote.  Stockholm-Arlanda Airport does not conduct any personal selling activities at this time 

and because of that, personal selling is not included in their promotional mix.  

6.1.3.5 Sponsorship 

According to Rowley (1998), sponsorship is defined as financial or external support of an event 

or person by an unrelated organization or donor, such as is common in respect of the arts, sports 

and charities. Stockholm-Arlanda Airport is sponsoring the Olympics, the royal wedding in 

summer, and local soccer teams, but these sponsorship activities are not present in the social 

media services that they currently use.  
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6.1.4 Case 4: SJ AB 

SJ AB has started to use social media because they want to come closer to their consumers. They 

have started to use social media since they have identified that it is a good channel for better 

interaction with consumers. They are using Twitter and Facebook. SJ AB started using Twitter in 

October 2009 and Facebook in April of 2010. At the time of writing, SJ AB has 3308 people 

subscribed on their Twitter page and 1073 people subscribed on their Facebook page. SJ AB has 

not yet integrated social media in the company‟s promotional mix but they stated that they have 

plans to integrate it in the overall promotional strategy.  In June 2010, a one-click information 

sharing system will be introduced This will give SJ AB‟s clients an easy way to share 

information about booked trips and bought tickets as well as being able to publish articles from 

SJ AB‟s website on Twitter and Facebook.  In the future, SJ AB plans to start selling tickets 

through social media and to include a social oriented travel-planning website, such as TripIt and 

Dopplr, in their social media presence. 

Rowley (1998) states that an appropriate promotional mix must be created in order to meet the 

promotional objectives of any given promotion strategy. She defines the promotional mix as “the 

combination of different promotional elements that are used to communicate a promotional 

message. Kotler and Armstrong (2008) stated that a promotional mix consists of a: “specific 

blend of advertising, public relationship, personal selling, direct marketing, and sponsorship 

tools that the company uses to persuasively communicate customer value and build customer 

relationships. Table 6 shows which elements of the promotional mix are used by SJ AB within 

social media and traditional media. 

Table 6: Elements of Promotional Mix used by SJ AB 

Elements of Promotional Mix Social Media Traditional Media* 

Advertising - + 

Direct marketing - + 

Public relations +  

Personal selling - - 

Sponsorship - - 
* Elements of the promotional mix in traditional media were looked only at if they were not used in social media. 

6.1.4.1 Advertising 

According to Rowley (1998), advertising is defined as any paid form of non-personal 

presentation and promotion of ideas, goods or services by any identified sponsor.  SJ AB does 

not use social media advertising.  Instead, they are focused on television and on print since they 

consider traditional media to be more effective. 

6.1.4.2 Direct Marketing 

Direct marketing is defined as the use of mail, telephone or other non-personal contact tools to 

communicate with or solicit a response from specific customers and prospects (Rowley, 1998). 

SJ AB does not use social media for direct marketing, but instead they use channels that are 

more traditional.  They send emails to their subscribed consumers about different promotions or 

special offers.  

6.1.4.3 Public Relations 

Rowley (1998) defines public relations as programs designed to promote and/or protect a 

company‟s image, or those of its products, including product literature, exhibitions and articles 

about organizations‟ products in professional or in-house newsletters. SJ AB uses social media 
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for public relations purposes, mostly for dialogue and sharing. They have established a 

communication strategy which includes what they are going to announce, how they are going to 

announce, and how often they are going to publish. SJ AB considers that social media has great 

potential for spreading the message to their customers. They state that one of the features of 

social media is that consumers have more trust in the company.  Another is that the message they 

want to communicate will spread faster on Twitter and Facebook than in traditional media.  In 

addition, they believe that SJ AB‟s brand gets a boost by communicating with the consumers, 

and also creates a closer relationship with them. 

6.1.4.4 Personal Selling 

According to definition used in this study, personal selling is one-to-one or online interactions 

with one or more prospective purchasers or voters, for the purpose of making sales or receiving a 

vote. SJ does not undertake any personal selling activities at the moment and therefore this 

promotional channel is not included in their promotional mix.  

6.1.4.5 Sponsorship 

According to Rowley (1998), sponsorship is defined as financial or external support of an event 

or person by an unrelated organization or donor, such as is common in respect of the arts, sports 

and charities. At the time of writing, sponsorship is not present in SJ AB‟s overall promotional 

mix, however, SJ AB stated that if they decide to sponsor some activity or event it would be 

announced through social media. Although, the main emphasis would be placed at the venue 

where the event or activity is being held in the form of printed banners. 

6.2 Cross Case Analysis 
In order to gain a better understanding of the similarities and differences between the four cases, 

a cross case analysis will be conducted. The cases will be compared against each other in the 

following Table 7. 

Table 7: Cross Case Analysis 

Case Social media Subscribers 
Promotional 

Strategy 

Elements of Promotional Mix 

Social media Traditional* 

Miljöpartiet de 

gröna 

FB: Dec 08 

T: Sep 09 

FB: 2884 

T: 2977 
Not formed PR   PS A   DM 

Centerpartiet 
FB: May 08 

T: Nov 08 

FB: 1107 

T: 1867 
Not formed PR   PS A   DM 

Stockholm-

Arlanda Airport 

FB: Feb 10 

T: Jan 10 

FB: 774 

T: 1068 
Not formed PR S 

SJ AB 
FB: Apr 10 

T: Oct 09 

FB: 1073 

T: 3308 
Not formed PR    A   DM 

* Elements of promotional mix in traditional media were looked at only if they were not used in social media. 

Legend: FB – Facebook; T – Twitter; A – Advertising; DM – Direct Marketing; PR – Public Relations; PS – 

Personal Selling; S – Sponsorship,  

6.2.1 Social Media 

The analyzed data shows that in all cases Facebook and Twitter are the most used social media 

services. Centerpartiet has recognized the benefits of social media and started to use it sooner 

than the other cases. They joined first Facebook in May 2008 followed by Twitter in November 

2008. Miljöpartiet de gröna followed by establishing a Facebook presence in December 2008 

and Twitter in September 2009. The interviewed companies started using social media in 

October 2009 when SJ AB has joined Twitter, and then later, in April 2010, when they joined 
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Facebook. Arlanda Airport established their social media presence in the beginning of 2010. 

They started with Twitter in January and Facebook in February. The analyzed data shows that 

interviewed political parties have joined social media approximately one year before companies 

and have larger total amount of subscribers on social media than the companies. Miljöpartiet de 

gröna has the biggest total number of subscribers with 2884 on Facebook and 2977 on Twitter. 

Furthermore, the data showed that political parties have started first with Facebook and later with 

Twitter, while companies have started first with Twitter and after several months added 

Facebook in their social media activities.   

6.2.2 Promotional Strategy 

The analyzed data shows that none of the cases has formed a social media promotional strategy 

although they have identified a promotional plan and set of actions in order to promote their 

organization via social media. Miljöpartiet de gröna has not yet formed a separate promotional 

strategy for social media, but they have assigned a general communication strategy that includes 

key words to use and in which direction to steer a debate. Centerpartiet has created a 

communication strategy that provides their subscribers with a tool for conversations and 

discussions, however they have no formed social media promotional strategy. Stockholm-

Arlanda Airport has not formed a promotional strategy since that they are still in the trial period 

and they want to test people‟s reactions before they form a complete promotional strategy for 

social media. SJ AB has stated that they are going to add social media in their overall 

promotional strategy, but it is not clear when it will be done. 

6.2.3 Advertising 

The results from all four cases show that the political parties and the companies in our study do 

not use social media for advertising. All of them have pointed out that they consider social media 

to be less effective in reaching as many consumers as possible, and for that reason, they are 

relying on traditional media in their advertising campaigns. The political parties and the 

companies use magazines for advertising. Miljöpartiet de gröna is mostly concentrated on 

environmental magazines and filming television advertisement, however they have not decided 

yet if they are going to use it. Centerpartiet is not focused on specialized magazines and have 

increased their presence in general print media. Stockholm-Arlanda Airport and SJ AB are also 

using print media for their advertising, however SJ AB also uses television commercials in their 

advertising mix.  

6.2.4 Direct Marketing 

All four cases that we have interviewed stated that they do not use social media for direct 

marketing purposes. The reason for this is that all of them consider tradition media such as 

personalized e-mails and print mail to be more effective in order to market directly their 

offerings to consumers.  

6.2.5 Public Relations 

The data collected from all four cases shows that social media is extensively used for public 

relations purposes. Miljöpartiet de gröna uses both Facebook and Twitter. They use Twitter for 

reaching important journalists, newspaper editors, and non-governmental organizations quickly.  

Facebook is used for publishing and discussing news and other important issues. This is done by 

organizing their followers into groups. Centerpartiet also has a public relations strategy based on 

social media. Their effort is concentrated on conversations between people and on providing 

information for such communication in social media. Stockholm-Arlanda Airport actively uses 
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social media (Twitter and Facebook) for their public relationship activities.  Facebook is mostly 

used for branding purposes, while Twitter is mainly used for the service and support. It also used 

for publishing information, which they consider to be interesting to their customers. Both, on 

Twitter and on Facebook, they are engaged in answering questions from their potential or 

existing customers. SJ AB uses social media for the public relations purposes, mostly for 

dialogues and sharing. They have established a communication strategy which includes what 

they are going to announce, how they are going to announce it and how often they are going to 

publish it. 

6.2.6 Personal Selling 

The interview results have shown that both political parties use social media for personal selling, 

mainly in the form of online blogs. Both parties see blogs as an important part of the political 

debate in Sweden and as a useful tool in engaging people in conversation. Both companies, 

Stockholm-Arlanda Airport and SJ AB, do not undertake any personal selling activities at this 

point and no actions are taken on social and/or traditional media. 

6.2.7 Sponsorship 

At present, none of the interviewed cases use sponsorship as an element of the promotional mix 

in social media. Both of the political parties and SJ AB are currently not involved in any form of 

sponsorship activities. Stockholm-Arlanda Airport however was the only one case that uses 

sponsorship as one of the promotional elements in the traditional media mix.  
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7 Findings, Conclusions and Implications 
In this final chapter, the outcome of our analysis in the form of findings and conclusions will be 

presented. Here, we will try to provide a better understanding of how social media can be used 

as promotional tool for both political parties and for companies by answering our research 

questions. Implications for theory, practitioners and future research will conclude this chapter. 

7.1 Findings 
Findings regarding both research questions will be provided in this section. 

7.1.1 RQ1: How can the use of social media as a promotional tool by political 

parties be characterised? 

In our research, we have found that political parties in our study are primarily using such social 

media services as Facebook and Twitter. Regarding strategy, we can see that political parties 

studied in this report have not yet formed a promotion strategy for social media. Instead, they are 

relying on their communication strategies for social media in order to direct debates and to 

provide topics for discussion. From the interviewed political parties we can conclude that they 

are using Facebook and Twitter mainly for public relations and personal selling purposes. Both 

parties have started to use social media after recognizing that it has great potential for 

implementing public relations programs. From the collected data, we can characterise social 

media in our study as an important tool for promoting ideas to a target audience and for receiving 

feedback. In addition, we have found out that Facebook is used by the interviewed political 

parties to combine the followers into groups, spreading political ideas and reaching broader 

audience.  Twitter was mostly used for reaching journalist and faster delivering party‟s message. 

Personal selling is another element from the promotional mix that political parties in our study 

are using through social media. They are actively using online blogs for personal selling in the 

form of political debates through social media. Both interviewed parties have identified that 

online blogs are an important part of the political debate in Sweden and an important tool for 

engaging people in political debates and discussions. Other elements of the social media 

promotional mix, such as advertising, direct marketing and sponsorship are not used for the 

political parties‟ promotional activities. The analysed data indicates that traditional media are 

more preferred for those purposes. 

7.1.2 RQ2: How can the use of social media as a promotional tool by   

companies be characterised? 

In our research, we have found that interviewed companies are primarily using such social media 

services as Facebook and Twitter.  Regarding strategy, we can see that the companies studied in 

this report have not formed a promotional strategy for social media. Instead, they remain in the 

trial period phase and want to look at the reaction of their subscribers before fully establishing a 

promotional strategy. The analysed data characterise social media as a tool most suitable for 

public relations purposes. Both of the interviewed companies have identified that social media 

has great potential for implementing public relations programs and they are actively using it for 

these purposes. Social media in our study can also be characterised as an important tool for the 

interviewed companies when it comes to spreading a company‟s message.  It is also considered 

to be a convenient way of receiving feedback. In addition, analysed data shows that companies in 

our study use Twitter as operation tool for faster delivery of information. Facebook, on the other 

hand, was considered more appropriate for branding purposes. Other elements of the 

promotional mix, such as advertising, direct marketing, personal selling and sponsorship are not 



 

Page | 36 

used for promotion of companies in social media. The analysed data indicates that traditional 

media in this study are considered to be more suitable for those purposes. 

7.2 Conclusions 
Based on our findings, we can conclude that the use of social media for promotional purposes is 

rather similar between companies and political parties.  Furthermore, all of the interviewed cases 

mainly focus their social media efforts in two social media services: Facebook and Twitter. 

Facebook was the starting point for political parties, while Twitter was the choice for the 

companies. Political parties interviewed in our study have started to use social media earlier then 

the companies.  None of the cases has formed a clear promotional strategy for social media and 

are in a trial period or rely on their communication strategy. All interviewed cases focus on using 

social media for public relations purposes. Social media was identified as a useful tool for fast 

information spreading about the political parties‟ and the companies‟ activities. Our results show 

that political parties have found social media also to be useful for personal selling in the form of 

political debates. Those debates are conducted through various blogs, which provide opportunity 

for people to engage people in different discussions.  

The data collected from all four cases show that elements of the traditional promotional mix, 

such as advertising, direct marketing and sponsorship are still considered to be effective and 

relied upon. Political parties and companies choose traditional media such as television, web 

banners, e-mails, magazines and other print media for their advertising, direct marketing and 

sponsorship  activities. 

From the analysed data, we can conclude that both political parties and companies do not have 

social media fully integrated for promotional purposes. Traditional media is preferred for most 

promotional activities. We expected all of the interviewed cases to be in a more advanced stage 

of social media usage for promotion, however, they are still exploring the benefits and 

opportunities that social media can provide.  To date, they have not implemented all the elements 

of the social media promotional mix. The collected data has also shown that political parties not 

only use social media for public relations but also for personal selling. That makes them a step 

ahead in implementing social media in their promotional activities. None of the cases 

implemented advertising, direct marketing or sponsorship through social media. These elements 

are only used through traditional media. 

7.3 Implications 
This section will provide implications for theory, practitioners and future research. 

7.3.1 Implications for Theory 

The purpose of this research was to get better understanding of the similarities and differences in 

the way political parties and companies use social media as a promotional tool. We interviewed 

two political parties and two companies and drew conclusions for both research questions that, in 

the end, helped us to gain better understanding of our research purpose. This study contributed to 

theory by analysing the new communication paradigm introduced by Mangold and Faulds (2009) 

and in particular, social media as a medium for transmitting information to consumers. The study 

showed that the new communication paradigm adapted from Mangold and Faulds (2009) can be 

used in order to analyse not only organisations but also political parties. In addition, we have 

looked into elements of the promotional mix used for promotion in social media. Our analysis 

has shown that in all cases a combination of the promotional mix elements was used in order to 
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meet promotional objectives. This result supports Rowley‟s (1998) statement, that an appropriate 

promotional mix must be created in order to meet the promotional objectives of given promotion 

strategy. The use of blogs by the interviewed political parties as a personal selling tool indicates 

that there might be a need to redefine Rowley‟s (1998) definition of personal selling for using it 

in the online environment. In such online environment, personal selling might be considered as 

one-to-one interaction with one or many observers. The study also provides more information on 

the characteristics of social media usage for both companies and political parties. It also shows 

similarities and difference in how they use social media as a promotional tool. The result of our 

study can be used to draw separate models for social media usage in political and business 

marketing. 

7.3.2 Implications for Practitioners 

Based on our data analysis, we can make the following suggestions to practitioners. Social media 

can be used as an effective public relations and personal selling channel for political parties and 

as an effective public relations channel for companies. Actions within social media should be 

taken in accordance to the developed strategy, which should cover the selection of social media 

tools for each goal. Combinations of various social media tools are also possible and can be used 

to reach all consumers who are present on different services. This study has shown that 

organisations believe that social media can be used to steer consumers in a certain direction 

through communication with them. It also shown that social media can be used for service and 

support. The analysed data has also shown that social media tools are considered to be less 

effective than traditional media when it is used for advertising, direct marketing and 

sponsorships, however, no supporting data were found.  Thus, practitioners can implement those 

channels on a trial basis in addition to their traditional promotional mix. 

7.3.3 Implications for Future Research 

Social media is a relatively new field which is not extensively researched. In this study, we have 

tried to provide better understanding of how political parties and companies use social media as a 

promotional tool, in particular their similarities and differences.  For future research, we can 

suggest the following issues: 

 Analysing in deeper detail why each element of promotional mix is used or not used in 

social media.  

 Analysing how social media is used as a public relations tool. 

 Analysing how social media is used as customer relations management tool. 

 Further investigation of the effect of social media on internal communication. 

 Further analysis social media‟s effect on branding communication  

 A detailed analysis of each social media element. 
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Appendix I 

Interview guide 

Beginning 

 Introduce self and project 

 Explain recording of interview. 

Interview 

 What are the reasons for using social media? 

 Why is social media important to you? 

 Which elements of social media are you using for advertising? Why they were chosen? Do 

you have separate advertising strategy for each element? What actions are you taking 

concerning advertise in social media, regarding each element? 

o In case of not using social media for advertising, why you are not using it? 

o What are you using instead? 

 Which elements of social media are you using for direct marketing? Why they were chosen? 

Do you have separate direct marketing strategy for each element? What actions are you 

taking concerning direct marketing in social media, regarding each element? 

o In case of not using social media for direct marketing, why you are not using it? 

o What are you using instead? 

 Which elements of social media are you using for publicity? Why they were chosen? Do you 

have separate publicity strategy for each element? What actions are you taking concerning 

publicity in social media, regarding each element? 

o In case of not using social media for publicity, why you are not using it? 

o What are you using instead? 

 Which elements of social media are you using for personal selling? Why they were chosen? 

Do you have separate personal selling strategy for each element? What actions are you taking 

concerning personal selling in social media, regarding each element? 

o In case of not using social media for personal selling, why you are not using it? 

o What are you using instead? 

 Which elements of social media are you using for sponsorship? Why they were chosen? Do 

you have separate sponsorship strategy for each element? What actions are you taking 

concerning sponsorship in social media, regarding each element? 

o In case of not using social media for sponsorship, why you are not using it?  

o What are you using instead? 

 

 

Ending 

 Questions to be asked after interview 

 Appreciation for participation 

 


