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Abstract 
The marketplace has recently faced a large transformation and has become more digital. As a 
part of the digital transformation the social media has taken an increasing part in companies’ 
marketing strategy. The use of social media within the B2C context is already very common, 
while it is still in an early phase in the B2B context. To use of social media as a marketing tool 
could bring lot of advantages to the B2B companies, though there are still several challenges 
which is a reason to why companies hesitate to apply it to their strategies.  

An essential step when applying social media in the marketing strategy is to develop clear goals 
and metrics. Though, this has been identified to be one of the major challenges for using social 
media. Therefore, the propose of this study has been to describe the main goals and objectives 
of using social media marketing towards external business customers and to create an 
understanding of how its effectiveness can be measured by describe the necessary financial and 
non-financial social media metrics. To fulfill the purpose following research questions were 
developed: 

RQ1: How can the goals and objectives of social media marketing towards external business 
customers be described?     

RQ2: How can the use of financial metrics, when measuring effects of social media marketing 
towards external business customer, be described?   

RQ3: How can the use of non-financial metrics, when measuring the effects of social media 
marketing towards externa business customers, be described?   

In order to answer the research question, thus the purpose, a case study was performed. 
Qualitative data were collected through observations and interviews whit respondents from 
B2B companies, a B2C company and experts within the field of digital marketing. There reason 
of the selected sample was to enable an understanding for the social media use in B2B 
companies, and examine which knowledge could be retrieved from B2C companies. 

The study emphasizes to make the goal setting and measurement simple. The result connects 
essential goals and measurements in a framework, which gives an holistic view of the social 
media goals, financial and non-financial metrics. This framework aims to deepen the 
understanding of what can be achieved by applying social media in the marketing strategy 
towards external business customers.  

 

  



 

  



 

Abstrakt  
Marknaden genomgår en stor förändring och blir allt mer digital. Som en del av den digitala 
utvecklingen har social media fått en allt större plats i företags marknadsföringsstrategier. 
Användandet av social media hos B2C företag är redan mycket vanligt, hos B2B företag är det 
däremot i ett tidigt stadium. Användandet av social media kan bidra med stora fördelar för B2B 
företag, men det finns fortfarande ett flertal utmaningar som gör många företag tveksamma att 
göra social media till en del av sin marknadsföring.  

Ett väsentligt steg när social media implementeras i ett företags marknadsföringsstrategi är att 
sätta tydliga mål, samt ta fram lämpliga mätinstrument för dessa mål. Detta har dock blivit 
identifierat som en av de huvudsakliga utmaningarna för att använda social media i B2B 
sammanhang. Därav är syftet med denna studie att beskriva huvudmålen för användandet av 
marknadsföring via social media mot externa företagskunder, samt att skapa en förståelse av 
hur marknadsföringens effektivitet kan mätas genom att beskriva vilka de nödvändiga 
finansiella och icke-finansiella mätvärdena är. För att uppfylla syftet har följande 
forskningsfrågor utvecklats; 

FoF1:  Hur kan målen med marknadsföring via social media mot externa företagskunder 
beskrivas? 

FoF2:  Hur kan användandet av finansiella mätvärden, för mätandet av effektiviteten av 
marknadsföring via social media mot externa företagskunder, beskrivas? 

FoF3:  Hur kan användandet av icke-finansiella mätvärden, för mätandet av effektiviteten av 
marknadsföring via social media mot externa företagskunder, beskrivas? 

För att besvara forskningsfrågorna, och därmed syftet, har en fallstudie genomförts. Kvalitativa 
data har samlats in genom observationer och intervjuer, där urvalsgruppen innefattade 
respondenter från två B2B företag, ett B2C företag och experter inom digital marknadsföring..  

Resultaten av studien betonar vikten av att göra målsättning och mätning enkelt. Resultatet av 
studien visar en sammankoppling mellan de huvudsakliga målen och mätverktyg för social 
media marknadsföring i ett ramverk, vilket ger en överskådlig bild av vilka mål, finansiell och 
icke-finansiella mätvärden som är lämpliga vid användandet av marknadsföring via social 
media. Detta ramverk syftar till att öka förståelsen och ge en holistisk bild av vad som kan 
uppnås genom att implementera social media i marknadsföringsstrategin för marknadsföring 
mot externa företagskunder.   
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1 Introduction 
This section aims to introduce the problem area and starts with a background, followed by a 
problem discussion. The problem discussion culminates in the research purpose, which later 
has been divided into three research question, presented at the end of this section. 

1.1 Background 

In recent years, the marketplace has been undergoing a transformation and companies are facing 
a new digital marketplace (Berman, 2012). Customers have access to a larger amount of 
information (Berman, 2012), which force the companies to change from being business-centric 
to become more customer-centric (Matt, Hess & Benlian 2015; Sharma, 2002). Berman (2012) 
argues that the transformation will depend on the industry, but that every industry is under a 
pressure to undergo a major change. Social media, which can be defined as “a new era 
revolutionizing tool that allows communication between individuals, companies, different 
groups from all around the world, sharing and exchanging information and ideas in an 
interactive way. Social media platforms such as Facebook, Instagram, Twitter, LinkedIn have 
offered the opportunity for clients to discuss their online reviews, recommendations, agrees or 
disagrees or dissatisfaction regarding different aspects such as product quality or customer 
service” (Elena, 2016), has become an important part of the digital transformation. With the 
opportunities it includes, social media has had a major impact on how companies communicates 
with their distributors and customers, thus the traditional marketing is no longer enough (Rapp, 
Beitelspacher, Grewal, Hughes, 2013; Crumpton, 2014; Agostino & Sidorova, 2016; Kumar, 
Bezawada, Rishika, Janakiraman & Kannan, 2016).  

According to Peters, Kaplan, Ognibeni and Pauwels (2013), the use of social media within 
marketing has become more frequent and significant for companies.  Social media marketing 
is already widely applied in business-to-consumer (B2C) context, but is now starting to occur 
in business-to-business (B2B) context as well (Kho, 2008; Michaelidou, Siamagka, 
Christodoulides, 2011; Rapp et al., 2013). Kho (2008) argues that the use of social media might 
lead to a greater outcome in the B2B context, than it has in the B2C context. This as the social 
media allows a high degree of personalized interactions and can enhance the relationships with 
customers and suppliers, which is of high value in the context of exchange between companies 
(Kho, 2008).  

Both Rapp et al. (2013) and Järvinen, Tollinen, Karjaluoto and Jayawardhena (2012), argue the 
impossibility for B2B companies not to adopt social media. The adoption is demanded as 
customer increasingly rely on social media to connect with the company and to collect 
information (Rapp et al. 2013). Also Sharma (2002) has identified the need of B2B companies 
to increase their activities on the Internet, this to better serve the needs of the customers. 

According to Rapp et al., (2013), companies in a competitive market can improve their 
performance by using social media. A recurring reason why B2B companies can benefit from 
using social media in their marketing strategy is the possibility to interact and create strong 
relationships with their existing, as well as with new, customer (Järvinen, et al., 2012; Rapp, et 
al., 2013; Kho, 2008). The social media allows the companies to listen and respond to customers 
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and to solve customer concerns. This will, in turn, increase the customer satisfaction, thus the 
customer loyalty (Järvinen et al., 2012). 

While several authors argue that strengthening and building new relationships is the major 
reason for B2B companies to adapt to social media (Rapp et al. 2012; Kho 2008; Michaelidou 
et al. 2011), Järvinen et al. (2012), found the creation of awareness and enhancing the brand 
image as the most important objective. However, Järvinen et al., (2012) agrees on the social 
media’s contribution to the build of stronger relationship.  

Not only does the social media bring the opportunity of a stronger relationship with the 
customers and two-way conversations. It has also been shown to increase the communication 
efficiency, thus lowering the marketing costs and at the same time create more sales 
opportunities, which makes a decreased cost and an increased sale possible goals for B2B 
companies (Järvinen et al., 2012). Though, the cost decreases have been shown to be the least 
important objective for using social median in marketing (Järvinen et al., 2012).  

Even if social media is becoming more common in B2B marketing, companies are still in an 
early stage of the adoption and are struggling to integrate it in the marketing strategies 
(Järvinien et al., 2012; Kho, 2008). Järvinen et al. (2012) have identified an uncertainty in what 
the business goals of social media use, within the B2B sector, actually are. It has also been 
shown that B2B companies still prefer to use one-way communications rather than two-way 
communication (Järvinen et al., 2012).  

In their research Leefang, Verhoef, Dahlström and Freundt (2014) found three major challenges 
for adopting social media in the marketing. The challenges all include data, how to analyze it, 
and how the digital marketing can contribute to a better performance (Leefang et al. 2014). 
While Järvinen et al. (2015) argues that the use of digital marketing has facilitated the 
measurement of marketing effectiveness, Leefang (2012) states that there often is a lack of 
understanding among marketers of how to analyze and measure the data gained from social 
media. The availability of social media metrics is continuously increasing, which has made the 
measuring of social media complex (Leefang et al. 2014, McCann &Barlow, 2015). Also Fisher 
(2009) argues that the complexity of measuring the outcome is a major obstacle when adapting 
social media in the marketing strategy, as the social media require qualitative measurements 
rather than quantitative.  

As an effect of the inability to measure the effectiveness of social media it is hard to prove the 
importance of using social media as a marketing tool in a B2B context, which might be a reason 
to the skepticism around social media (Michaelidou et al. 2011). In addition, many marketers 
are still skeptical to measure the performance of social media marketing (Järvinen & 
Karajaluoto 2015). However, an understanding of the value of measuring the impact of 
marketing activates has started to grow and marketers are also more often asked to use 
measurement tools, in order to determine the effectiveness of the activities (Spiller & Tuten 
2015; Ling-Yee, 2011; O’Sullivan, Abela, 2007; Michaelidou, et al., 2011). It has also been 
shown that companies, which succeed to measure their marketing effects, usually perform 
better than their competitors and the success of measuring could also contribute to a higher 
CEO satisfaction (O’Sullivan & Abela, 2007). Developing a measurement framework that 
combines financial and nonfinancial metrics would allow marketers to compare the marketing 
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performance against competitors, as well as, demonstrate whether the marketing activities 
fulfill the marketing plan and objectives (O’Sullivan, Abela, 2007).  

The issue of measuring the effects of marketing efforts and connecting them to a firm’s overall 
performance is a recurring problem, which has become hard to ignore (Wiersema, 2013). 
Marketing activities often have effects that does not immediately show, this might be seen as a 
challenge when it comes to connecting the effects to performance (Stewart, 2009). Marketing 
activities can have long term, as well as, short term effects, however, marketers mainly focus 
on the immediately effects (Stewart, 2009). Because of the focus on short term effects, 
measurement for such effects has been more successfully developed (Stewart, 2009). According 
to Stewart (2009), the short term measurements are connected to cash flow, e.g. leads generated, 
web visits and incremental sales, while the long term effects are harder to measure. 

Several authors (e.g., Murdough, 2009; McCann and Barlow, 2015) suggests different methods 
to measure social media activities. However, even if the methods vary, there is an agreement 
that it is essential to set measurable goals for the social media marketing strategy in order to 
enable measuring its effectiveness (Fisher, 2009; McCann & Barlow, 2015; Järvinen & 
Karjaluoto, 2015). Different goals require different measurements. For example, while 
measuring numbers of clicks and comments is necessary when evaluating to what extent a 
social media platform creates interactions,  measuring time spent on the platform or website is 
appropriate when evaluating the creation of attention (Fisher, 2009).  

Weiguo and Gordon (2014) suggest a three steps process to measure the outcome of social 
media, including the steps; capture, understand and present. Capture represents the collection 
of social media data and Understand is about selecting relevant data and remove non-relevant 
data, Present is performed to display the data from the previous step in a proper way. McCann 
and Barlow (2015), on the other hand, have developed another three step method, which 
includes planning, implementation and evaluation. In the planning stage goals and objectives 
and methods for measuring those are set, followed by the second stage where the proper social 
media is selected and the measuring method are selected. In the third stage the short-term and 
long-term effects should be evaluated, which will include both qualitative and quantitative 
effects. 

Even if several authors VEM have suggested methods to understand the effect of social media 
marketing the different methods are often criticized due to their complexity (McCann & 
Barlow, 2015). In order to create an overarching view of the effects, both qualitative and 
quantitative data needs to be considered (McCann & Barlow, 2015). However, to obtain an 
understanding of how the marketing activities create value for the firm, marketers need to 
present the effects in financial terms (Seggie, Cavusgil & Phelan, 2007; McCann & Barlow 
2015). 

1.2 Problem Discussion  

Recently the marketplace has faced a large transformation and has become more digital 
(Berman, 2012). Due to the transformation, social media has gained importance in many firms’ 
marketing strategy (Kumar et al., 2016). The social media marketing has become more 
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significant, however, while it is commonly used in B2C context, it is still in an early phase in 
B2B context (Kho, 2008).  

Several studies have shown that the B2B firms’ use of social media can lead to great advantages, 
such as, strengthen relationship with customers and create awareness. However, there are still 
challenges that decrease the incitement to adapt social media in the marketing strategy.  Leefang 
et al. (2014), Fisher (2009) and McCann and Barlow (2015), all agree that the major challenge 
is the lack of well-developed measurements to measure the effects of the activities. Previous 
literature agrees upon the need to carefully develop a strategy for the use of social media, which 
include clearly defined goal and objectives, as well as, what metric to use in order to ensure 
that the objectives are met (McCann & Barlow, 2015; Järvinen et al. 2012). The measuring 
process should then be an ongoing process for companies to ensure that social media are used 
in an appropriate way (McCann & Barlow, 2015).  

According to O’Sullivan and Abela (2007), no matter how important a single metric is, it is 
always more valuable to have the ability to measure the marketing performance across all the 
marketing activities. Existing models for doing so are often criticized due to their complexity 
(McCann & Barlow, 2015), and several authors has highlighted the need of linking financial 
and non-financial metrics together in order to develop an overall measure of the effect of social 
media marketing (Seggie et al. 2007; Leefang et al. 2014; Agostino & Sidorova 2016). The 
purpose of this study was therefore stated as follows: 

 

“The purpose of this study is to describe the main goals and objectives of using social media 
marketing towards external business customers and to create an understanding of how its 

effectiveness can be measured by describing the necessary financial and non-financial social 
media metrics.” 

 

The result of his study not only help marketers to gain support from board, but also increase the 
understanding of the importance of using social media also in a business to business context. 
In long-term this could lead to stronger relationships, greater awareness, a higher loyalty among 
customers and a competitive advantage.  

1.2.1 Research Questions 

To enable answering the research purpose three research questions were developed. The first 
question aimed to describe the goals and objectives of using social media marketing and is 
stated as follows;  

RQ1: How can the goals and objectives of social media marketing towards external business 
customers be described?     

In order to create an understanding of the measuring of the effectiveness of social media 
marketing the next two research questions were developed. The second question aimed to 
describe which financial metrics are needed and how these can be measured and is stated as 
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follows;  

 

RQ2: How can the use of financial metrics, when measuring effects of social media marketing 
towards external business customer be described?   

To get a proper picture of the social media marketing effects not only financial metrics, but also 
non-financial metrics need to be considered. Therefore, the third question aims to describe 
which non-financial metrics are needed and is stated as follows:     

RQ3: How can the use of non-financial metrics, when measuring the effects of social media 
marketing towards externa business customers be described?   

By answering the research question, thus fulfill the research purpose, this study aims to 
contribute to a greater understanding of why social media is important to apply in marketing 
towards external business customers. This by highlighting the most important goals of social 
media marketing, as well as combining these goals with appropriate financial and non-financial 
metrics. The purpose and the research questions have been the foundation for the method 
selection, as well as the frame of reference, which in turn has been the foundation of empirical 
data collection, findings and conclusion.  
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2 Literature Review 
The following chapter introduces a review of literature within the field of social media and 
marketing. It aims to give the reader a deeper understanding of the research area and starts 
with a general introduction of social media followed by social media as a marketing tool and 
its measurements.  

The spread of the Internet has led to a significant change in how people communicate and 
exchange information (Östamur & Karakadilar, 2014), thus it has also result in a major 
transformation in the field of marketing (Walters, 2008). Social media has an important role in 
the transformation and has now become a part of many businesses strategies (Öztamur & 
Karakadilar, 2014). But what is social media and how can it be applied in marketing strategies? 

2.1 Social Media as a Marketing Tool 
Social media has been defined many times in various ways, by many different researchers. 
However, a contemporary definition which is used for this study is “a new era revolutionizing 
tool that allows communication between individuals, companies, different groups from all 
around the world, sharing and exchanging information and ideas in an interactive way. Social 
media platforms such as Facebook, Instagram, Twitter, LinkedIn have offered the opportunity 
for clients to discuss their online reviews, recommendations, agrees or disagrees or 
dissatisfaction regarding different aspects such as product quality or customer service” (Elena, 
2016).  

The appearance of social media platforms have become one of the major changes when it comes 
to interaction between people (Tiago & Verissimo, 2014). Social relationships have been 
relocated from the real world to a virtual world, where the users can connect with people all 
over the world (Tiago & Verissimo, 2014; Chen, Lu, Chau & Gupta, 2014). Not only has the 
social media platforms become a place for relationships, it has also become an important source 
of information (Shad Manaman, Jamali, & AleAhmad, 2016; Chen et al., 2014), where users 
can search for others’ experiences and opinions about, for example, a certain product (Tiago & 
Verissimo, 2014).  

As social media has become a widespread way for people to communicate and exchange 
information (Moore, Hopkins & Raymond, 2013), it is necessary for firms to apply it to their 
communication strategies as well (Tiago & Verissimo, 2014). With the spread of social media, 
the organizational communication has been democratized and the individuals that are active on 
social networks have received a greater power (Kietzmann, Hermkens, McCarthy & Silvestre, 
2011). The social media has led to a transformation from a one-way conversation to a two-way 
interaction with customers (Lacka & Chong, 2016; Öztamur & Karakadilar, 2014). The 
customers rely increasingly on social media to interact and stay connected with companies and 
their business processes (Rapp et al., 2013). Öztamur and Karakadilar (2014) propose the ability 
to engage people on social media as key to business success. As social media has become a 
major information source, it has also become an essential factor when customers are making 
buying decisions (Elena, 2016). The great impact which social media has on the customers’ 
behavior has made it to one of the most powerful marketing tools, a tool which in the future, 
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most likely, most organizations will adapt in their marketing strategies (Michaelidou et al., 
2011). According to Kietzmann et al. (2011), people communicate around brands on social 
media, with or without the companies’ knowledge and consent, and firms need to decide 
whether they want to start focus on social media and become a part of the conversation or not.  

It has been proven that social media, indirectly, can have a positive impact on the 
responsiveness, which can increase the customer satisfaction, both in the B2C context, as well 
as in the B2B context (Agnihotri, Dingus & Krush 2016). Customers have expectation of how 
social media channels should be used as a communications tools. These expectations are vital 
for the managers to understand, as they are expected to become even greater in the future 
(Agnihotri et al., 2016). If the social medias are not treated in the right way it can negatively 
impact on the company, as a negative world-of-moth can result in great damage (Öztamur & 
Karakadilar, 2014). 

The use of social media as a marketing tool includes many advantages, but it also entails several 
challenges. There is a lack of understanding of how social media can contribute to the 
company’s purpose in a B2B context (Lacka & Chong, 2016). Michelidou et al. (2011) argues 
that this might be one of the main reasons to why B2B companies has been slow in the adaption 
of social media. The absence of understanding has contributed common belief that social media 
does not fit into the B2B settings and negative attitude towards marketing trough social media 
has emerge among B2B marketers (Lacka & Chong, 2016, Michaelidou et al., 2011). One 
argument to why social media would not fit in the B2B context is that their stakeholder requires 
face-to-face interactions, which is impossible online (Lacka & Chong, 2016).  

According to Kritis and Karahan (2011), the use of social media contributes with cost reducing 
effects and is therefore preferred in an economic perspective.  Öztamur and Karakadilar (2014), 
on the other hand, argues that if social media is used as a marketing tool in a proper way, there 
are several costs to consider. The use of social media not only requires plenty of time, but also 
people, finance etc., requirements which might be easy for big companies to fulfill, but more 
difficult for smaller companies (Öztamur & Karakadilar, 2014). Crumpton (2014) suggests 
several costs which are connected to the use of social media. These include the cost of the time 
it takes to create the content, the time for implementation, the time for interaction and cost of 
software and back-up systems (Crumpton, 2014).   

2.2 Social Media Goals and Objectives 
To achieve a successful social media strategy, several authors (e.g., Kritis & Karahan, 2011; 
Agnihotri et al., 2016; Schlinke & Crain, 2013) stress the importance of defining a clear set of 
goals and objectives to guide the process, before investing any time or money. In order to 
maximize the customer satisfaction through social media, it is essential to follow these goals 
(Agnihotri er al., 2016). Schinke and Crain (2013) have defined a number of possible goals that 
might be obtained by using social media, these includes to establish a good reputation, spread 
of information, be more accessible, create relationships and brand building. When the goals are 
set, the next step is, according to Schlinke and Crain (2013), to develop a strategy to reach 
these, followed by identification of what tools are needed to implement the strategy and risk 
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identification.  

The use of social media within the industrial context has been proven to bring several 
advantages (Kirtis & Karahan, 2011; Brennan & Croft, 2012; Agostino & Sidorova, 2016; 
Wang, Pauleen & Zhang, 2016; Weinberg & Pehlivan, 2011). By using social media, 
companies can achieve a number of goals and purposes (Wang, Pauleen & Zhang, 2016). A 
majority of the previous literature (Elena, 2016; Tiago & Verissimo, 2014; Weinberg & 
Pehlivan, 2011; Lacka & Chong, 2016; Michaelidou el al., 2011; Kumar et al., 2016) agree that 
the main advantage of introducing social media in the marketing strategies, is its ability to 
contribute to stronger relationships and to build new relationships. With the use of social media 
comes a great opportunity for companies to engage with and listen to customers (Elena, 2016). 
According to Tiago and Verissimo (2014), it is preferable to use strategies that emphasize co-
creation of content to develop digital relationships.  However, direct personal integration is 
often required when developing strong relationships, in that case social media can be supportive 
to use to communicate pre- and post-meetings (Walters, 2008). Using social media in a B2B 
context could help companies to find new business partners and opportunities, as well as, 
communicate and engage with already existing customers, which can be related to greater sales 
and an increased return on invest (Lacka & Chong, 2016; Kumar et al., 2016). One reason why 
the social media encourage relationships is the two-way communication it allows. This gives 
an idea of the company to be closer to the targeted market, which in turn leads to a higher trust 
and loyalty (Lacka & Chong, 2016; Michaelidou et al., 2011).  

While most authors have found relationship building and strengthening as the most important 
advantage of social media, Järvinen et al., (2012) disagree and suggest the creation of awareness 
and enhancing the brand image to be the most important. However, Tiago and Verissimo 
(2014), Lacka and Chong (2016) and Michaelidou et al. (2011) are just a few of the authors 
who agree that social media can be an efficient tool to use for brand building. The use of social 
media allows the companies to share information (Michaelidou et al., 2011) and to build unique 
brand identities (Lacka & Chong, 2016). Tiago and Verissimo (2014) found that managers have 
a great trust in social media to build brand, however, only a few put effort in promoting social 
media activates. Social media gives a great opportunity to create a positive reputation through 
word-of-mouth, though, if the customers are unsatisfied the reputation and word-of-mouth can 
rapidly shift to negative (Killian & McManus, 2015). Michaelidou et al., (2011) highlight the 
possibility to create a greater brand awareness through word-of-mouth, which in turn could lead 
to competitive advantages.  

2.3 Social Media Measurements  
Marketers in B2B companies are under a constant pressure to present the marketing 
performance to corporate leaders (Wiersema, 2013; Edeling & Fischer, 2016). This is not a new 
issue and the need of a tool for measuring marketing performance is contiguously growing 
(Wiersema, 2013). Creating an understanding of how the marketing assets can be connected to 
the company’s value and outcome, could help managing the marketing (Edeling & Fischer, 
2016).  
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Järvinen et al., (2012) has identifies the resource requirements as one of the major obstacles to 
adapt to social media. Also, Mehmeth and Clarke (2016) have found resource requirements, 
especially time, to be major challenge, and it is hard to demonstrate the return from such 
activities. The pressure to demonstrate the effectiveness of marketing activities is increasing 
(Michaelidou et al., 2011). Though, as the effectiveness of social media often comes in 
qualitative terms, this is a challenge many marketers face (Michaelidou et al., 2011, Rapp et 
al., 2013). As a result of this, only a minority of the marketers evaluate the effectiveness of their 
activities at social medias and how these supports their brand (Michaelidou et al., 2011). The 
inability of showing the result of social media marketing efforts has developed a skepticism 
among marketers toward the use of social media (Michaelidou et al., 2011). Leefang et al., 
(2014) has identified three major challenges, all connected to each other, as al include data and 
the capability to analyze it. They identified the lack of understanding of how to handle digital 
metrics and digital data among marketers. A factor contributing to the complexity concerning 
the metrics, is the increasing number of new metrics (Leefang et al., 2014). Leefang et al., 
(2014) suggest the need of marketers to develop and understanding the importance of and which 
metrics are needed. 

Murdough (2009) argues the area of social media measurement to be immature and has 
identified it as challenging and sometimes nearly impossible. Likewise have Risus and Beck 
(2015) identified a limitation in the previous literature regarding tools to measure social media 
effectiveness, and argue the need of such. As with other marketing tools, marketers need to be 
able to evaluate the effectiveness of the social media activities (Michaelidou et al., 2011; 
Weinberg & Pehlivan, 2011). Agostino and Sidorova (2016) and Tiago and Verissimo (2014) 
have identified the need of measure the outcome of the use of social media, which should 
include financial data, as well as data from user’s conversation. By developing a measurement, 
marketers can assure that goals are being meet and that the social media use is advantageous 
(Agnihotri et al., 2016). Michaelidou et al., (2011) argue the need of developing proper metrics, 
as the traditional does not suit the social media very well. Peters et al., (2013) agrees and argues 
the major difference between social media and the traditional marketing tools, mainly due to 
their network structure, which is one of the reasons to why the traditional measurements do not 
fit the social media. According to Järvinen and Karjaluoto (2015), the metrics system needs to, 
on order to be as efficient as possible, depend on the certain company, and that there are not 
possible to create a metrics system which is successfully applicable at every company.    

An easy way to define and calculate the costs and benefits, thus the ROI, would be to measure 
certain campaigns or efforts, though it would not provide an overall picture (Agostino & 
Sidorova, 2016). As the ROI does not measure interactions and reactions, a number of 
supporting indicators need to be considered in order to measure the social media contributions 
(Agostino & Sidorova, 2016). According to Agostino and Sidoriva (2016), does a Performance 
Measuring System (PMS) consist of metrics and methods. They argue that the metrics can be a 
lot more than just financial indicators, it can also be interaction indicators, network structure 
indicators etc., a complete list is presented in Table 1. Tiago and Verissimo (2014) found brand-
awareness to be one of the most important factors when evaluating marketing effectiveness, 
followed by word-of-moth buzz, customer satisfaction and user-generated content. Fisher 
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(2009) suggest that in order to evaluate the effectiveness of a social media site companies need 
to consider following metrics; unique visitors, cost per unique visitor, page views, visits, return 
visits, interaction rate, time spent, video installs, relevant action taken. Several authors 
(e.g.,Fisher, 2009; Kritis & Karahan, 2011; Agnihotri et al., 2016; Schlinke & Crain, 2013) 
agree that goals are essential conditions to even have the opportunity to measure the 
effectiveness, otherwise there will be nothing to measure towards. 

Table 1 List of performance measuring system  metrics with their reference formulas 

PMS metrics Detailed metrics Main reference formula 

Financial 
indicators Social media ROI 

Profit from social media activities 

Investments on social media activities 

Network 
structure 
indicators 

Multiplexity Numbers of exchanges per each relationship between two nodes of a relationship 

Numbers of relationship between a generic nove (i) and other nodes in the network 

 Density Actual connections between actors inside a network 

Maximum number of potential connections 

 Centrality Number of the shortest paths to connect two generic nodes l and m passing from a reference node 
(i) 

Number of shortest paths to connect two generic nodes (l) and (m) 

 Closeness M                                                 1                                                  m 

Length of the shortest path between two generic nodes (i) and (l) 

Interaction 
indicators 

Awareness Total number of “Likes” on a Facebook post 

Total number of posts on Facebook 

 Engagement  Total number of comments on a Facebook post 

Total number of post on a Facebook page 

 Word-of-moth Number of post on Facebook wall 

 Virality Total number of “Shares” on Facebook 

Total number of Facebook posts 

Content 
indicators 

Relevance Term-vector space representation of the SM message at a given minute of time 

Transcript for the minute when the message occurred 

 Uniqueness 
Term-vector space representation of the SM message 

Centroid term-vector space representation of all the SM messages 

Sentiment 
indicators 

Subjectively ratio Number of tweets with a positive and negative sentiment 

Numbers of tweet with a neutral sentiment 

 Polarity ratio M                   Positive sentiment                    m 

Number of tweets with a negative sentiment 

 Sentiment divergent 
metrics 

Sentiment of post by customer (i) – sentiment of post by customer (l) 

Total number of investigated customer 

Source: Agostino & Sidorova, 2016 p.44  

McCann and Barlow (2015) also suggest the need of non-financial indicators to evaluate the 
effectiveness of social media and provide a number of objectives and associated metrics which 
are shown in Table 2. 
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Tabell 2 Social media objectives and metrics  

Objective Metrics  

Improve customer service • Track level of positive/negative comments 
• Analyze sentiment of customer comments 
• Measure time taken to resolve a customer, service request 

Increase sales • Analyze sales volume by product, categories and location 
• Monitoring landing pages/click-through that lead to purchase, from specific social media 

platforms  

Improve brand awareness • Analyze volume of mentions through channels, e.g. count numbers of likes, visitors, 
followers, brand mentions 

• Track level of positive/negative comments 
• Analyze sentiment of comments 
• Analyze source of comments  
• Ranking in search engine 

Reduce costs • Track change in costs 
• Benchmark number of customers reach through specific social media campaigns 

compared to other campaigns 

Improve promotion of company 
products/services • Assess customer feedback via social media channels 

• Number of page views 
• Number of RSS feeds 
• Number of comments 
• Track level of positive/negative comments 
• Analyze sentiment of comments 

Building relationships with 
business contacts/customer  • Amount of user generated content 

• Track number of followers/subscribers 
• Track number of unique visitors/regular visitors 
• Analyze sentiment of comments 
• Analyze source/quality of author 

Increasing volume of traffic to 
web site 

• Number of incoming links 
• Number of visitors 
• Monitoring landing pages/click-throughs that lead to purchase, from specific social 

media platforms 
• Ranking in search engine  

Source: McCann & Barlow, 2015 p. 277 

Murdough (2009) points out that brands are on the market to make money, which is not to 
forget. It is therefore important to monitoring outcome by measuring the economic value social 
media brings. Financial indicators are indicators which are used in order to evaluate the social 
media’s financial contribution and its return on investment (Agostino & Sidorova, 2016). 
Öztamur and Karakadilar (2014) argues the importance of revealing the revenue from social 
media, also the rate of return on investment should be calculated. However, they have identified 
issues with measuring the return on investment. There are several definition of social media 
ROI, though, to calculate it is argued to be a challenge (Agostino & Sidorova, 2016; Fisher, 
2009).   

In order to understand the effects of social media, it is necessary to understand the value of the 
customers (Fisher, 2009). A customer is worth much more than their first spend, to evaluate the 
customers value following questions need to be answered (Fisher, 2009).  
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• How much is a customer worth? 
• How much does the average customer spend per transaction? 
• Is a customer more likely to purchase a product after some sort of social media interaction? 
• How important is it to transform an unhappy customer to a happy customer? 
• On average, how many people does a happy customer tell about the product or service? 
• How much can an unhappy customer hurt you? 

According to Killian and McManus (2015), there are two types of formulas used to measuring 
the effectiveness of social media, those are cost-benefit analysis and ROI. McCann and Barlow 
(2015) argue that there are several similarities among the different models for measuring social 
media ROI. The majority includes the need for defining clear goals, objectives and metric 
before implementing social media (McCann & Barlow, 2015). McCann and Barlow (2015) 
suggest a three stages framework to evaluate social media ROI, which is shown in Figure 1, 
including planning, implementation and evaluation. In the first stage goals and objectives are 
set and metrics should be outlined (McCann & Barlow, 2015). In the second stage an 
appropriate the social media tool and methods for analyzing are chosen, followed by the third 
stage where both long-term and short-term benefits are evaluated (McCann & Barlow, 2015). 

 

                                          Figure 1 McCann and Barlow's social ROI framework 

                                               Source: McCann & Barlow, 2015, p. 284 

 

Murdough (2009) has also developed a framework to measure the social media effectiveness 
as a five-step process, presented and briefly explained in Figure 2. Murdough’s framework 
consists of five steps, including concept, definition, design, deployment and optimization.  
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        Figure 2 Murdough's social media measurement framework 

        Source: Murdough, 2009, p. 94 

The first phase, concept, includes the definition of goal and objectives, as well as how these 
can be measured and targets to measure success (Murdough, 2009). Table 3 shows an example 
of how the result of the concept phase might look, and Murdough (2009) highlights the 
importance of focusing on a limited number of metrics per objective to make it more easy to 
carry out.  

Table 3 Example of the concept phase in Murdough's framework  

Goals Objectives Metrics 

Deepen relationship  

with customers 

Achieve a critical mass of 
audience through social media 

• # of advocates (Fans, followers, authors) 
• # comments posted 

Encourage ongoing interactions 
with the brand 

• Comments/advocates 
• Advocate influence profile 

Learn from the 
community 

Uncover common themes among 
interactions 

• Rank of topics discussed 
• Decipher positive vs negative sentiment 

Drive purchase 
incitement 

Persuade engagement with 
website content and utility  

o Leads to e-commerce partners 
o Retail locater results activity  
o Product brochure downloads 

Source: Murdough, 2009, p. 95 

2.4 Frame of Reference 

In the following section the frame of reference is  presented. The frame of reference was made 
in order to structure the input from the literature review and connect it to the research question 
to help answering the purpose of this research. The purpose of this study was to describe the 
main goals and objectives of using social media marketing towards external business customers 

Concept

Definition

DesignDeployment

Optimization

Define what is trying to be 
accomplished and how 
we’ll know if we’ve succeed 

Outline social media 
strategy and insight and 
optimization approaches to 
achieve goals 

Enumerate social tactics and 
measurement enablement 
methods for program 

Implement and launch 
program ensuring proper 
execution and accurate 
performance data collection 

Synthesize social 
performance drivers and 
identify actionable 
opportunities for program 
adjustments 
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and to create an understanding of how its effectiveness can be measured by describing the 
necessary financial and non-financial social media metrics. 

The frame of reference consists of three tables, one for each research question and form the 
foundation of the interview guide, used to collect the empirical data.   

The first research question aimed to describe the goals and objectives of social media marketing 
towards external business customers. In order to answer this the literature connected to social 
media and its goals and objectives was concluded in table 3.    

Table 3 A conclusion of the concepts which will answering research question 1 

Concept Conceptual Definition Reference Measure 

Social Media  “a new era revolutionizing tool that allows 
communication between individuals, 
companies, different groups from all around 
the world, sharing and exchanging 
information and ideas in an interactive way. 
Social media platforms such as Facebook, 
Instagram, Twitter, LinkedIn have offered the 
opportunity for clients to discuss their online 
reviews, recommendations, agrees or 
disagrees or dissatisfaction regarding 
different aspects such as product quality or 
customer service” 

Elena (2016)  Type of social media 
used in 
communications 
with external 
business customers 

Social Media Goals 
and Objectives 

Improve customer service 

Increase sales 

Improve brand awareness 

Reduce costs 

Improve promotion of company 
products 

Build relationship 

Deepen customer relationships 

Increase traffic to web page 

Learn from community 

Share information 

Elena (2016)  

Järvinen et al., 
(2012)  

Kritis & Karahan 
(2011) 

Kumar et al., 
(2016) 

Lacka & Chong 
(2016) 

McCann&Barlow 
(2015)  

Michaelidou et al. 
(2011) 

Murdough (2009) 

Tiago & Verissimo 
(2014) 

Weinberg & 
Pehlivan (2011) 

 

Description of 
goals objectives 
or the use of 
social media in 
communication 
with external 
business 
customers 

 

The second research question aimed to describe the financial metrics, used when measuring the 
effects of social media marketing towards external business customer. Thus, the connected 
literature was concluded in table 4.  
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Table 4 A conclusion of the concepts which will answer research question 2 

Concept Conceptual Definition Reference Measure 

Financial Metrics Social ROI 

Social Media’s Economic 
value 

Cost-benefit analysis 

Cost per Unique Visitor 

Customers’ value 

Agostino & Sidorova 
(2016) 

Fisher (2009) 

Killian & McManus 
(2015) 

McCann & Barlow (2015) 

Murdough (2009) 

Öztamur & Karakadilar 
(2014) 

 

Description of the financial 
metrics used to measure the 
effects of social media activities 
toward external business 
customers   

 

The last research question aimed to described the non-financial metrics, used when measuring 
the effects of social media marketing towards external business customers. Thus, the connected 
literature was concluded in table 5. 

Table 5 A conclusion of the concepts which will answering research question 3. 

Concept Conceptual Definition Reference Measure 

Non- Financial 
Metrics 

Network Structure 
indicators: 

Multiplexity, Density, 
Centality, Closeness 

Interaction indicators: 

Awareness, Engagement, 
Word-of-moth, Virality, 
User Generated Content, 
Number of Unique 
Visitors, Page views, 
Number of Return Visits, 
Interaction rate, Time 
spent, Relevant action 
taken 

Content indicators: 

Relevance, Uniqueness 

Sentiment indicators: 

Subjectively ratio, Polarity 
ratio, Sentiment divergent 
metrics, Customer 
Satisfaction 

Agostino & Sidorova 
(2016) 

Fisher (2009) 

Tiago & Verissimo 
(2014) 

 

Description of the non-financial 
metrics used to measure the 
effects of social media activities 
toward external business 
customers  
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3 Method 
The following section presents the methods which have been used in order to conduct the 
research. Starting with the research purpose, followed by strategy approach, sample selection, 
data collection, data analysis and critical review of methods.  

3.1 Research Purpose 

According to Saunders, Lewis and Thornhill (2009), there are three different types of research 
purposes, it can be explanatory, descriptive or exploratory. An explanatory purpose aims to 
describe relationships between different variables, while a descriptive research purpose aims to 
describe a certain situation or phenomena (Saunders et al., 2009). An exploratory purpose, on 
the other hand, aims to seek new insights (Saunders et al., 2009). As this study aimed to describe 
a certain situation the purpose of this study was descriptive. Though, it also had an exploratory 
part, as a B2C company was used to discover what knowledge B2C companies possesses which 
could be transferred to a B2B context.  

3.2 Research Approach and Research Strategy 

According to Saunders et al. (2009), the research approach could be either quantitative or 
qualitative. When applying a quantitative approach, qualitative data is used to achieve a 
generalizable result (Saunders et al., 2009). A qualitative on the other hand, is more appropriate 
when using qualitative data to develop a deeper understanding for a certain situation (Saunders 
et al., 2009). As the purpose of this study was to describe, as well as deepening the 
understanding of the studied area, a qualitative approach has been used.  

There are several research strategies to apply to a research, however, some of them are more 
suitable for qualitative studies than others. Surveys is a commonly used method within business 
and management research, though, it is more useful to collect quantitative data (Sunders et al., 
2009). Another research strategy which, according to Saunders et al., (2009), is useful when 
exploring management and business issues is grounded theory.  When using grounded theory, 
data is collected through observations, which is then used to develop predictions, which are 
tested in further observations (Saunders et al., 2009). A case study, on the other hand, is when 
a real-life situation is empirically investigated and where multiple sources are used (Saunders 
et al., 2009). Using a case study helps creating a deeper understanding of a certain situation or 
phenomena (Saunders et al., 2009). This study aimed to seek a deeper understanding within the 
research area, therefore case study was used as research strategy. As several companies, have 
been involved, this study can be defined as a multiple case study.  

3.3 Sample Selection 

There are two ways of sample selection, probability sampling and non-probability sampling 
(Saunders, et al., 2009). Probability sampling are usually connected to surveys and experiments, 
and are best suited for studies where the data is randomly collected from a decided population 
(Saunders et al., 2009). Probability is inappropriate for qualitative studies, and are therefore not 
used in this research. Non-probability sampling, on the other hand, suits well for qualitative 
studies and are used in this research. When non-probability sampling is employed, the sample 
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is intentionally selected to represent the chosen population. The sample included the available 
people in the case companies, with most appropriate knowledge and experiences, which 
included marketing managers, market coordinators and area experts.  

The case companies included both B2B, as well as, a B2C companies. The first B2B company, 
later referred to as B2B 1, is a B2B marketing company, which is in the forefront of offering 
services for digital marketing. The reason for selecting this company, was due to the industry 
they operate in, which indicated a great knowledge about the field of this study. The second 
B2B company, later referred to as B2B 2, is an international IT-consultant company. The reason 
for choosing this company was their frequent presence on social media platforms. As the 
previous literature argues a higher level of social media adoption in B2C companies (Kho, 
2008; Michaelidou et al., 2011; Rapp, et al., 2013) it was of interest to also investigate a B2C 
company. This to understand the differences, as well as, identify what B2B companies can learn 
from a B2C company. The chosen B2C company is an interior company and was, during the 
study, performing a social media test, where different social media strategies were tested and 
evaluated, which was closely related to the area of the research  

The respondents called experts, are people with a great knowledge in the field of social media 
marketing. The first expert, called Expert 1, worked in a social media advisory company, and 
helps B2B company to develop social media strategies. The second expert, Expert 2, has been 
working with digital marketing in different types of companies since the beginning of 2000. He 
owns a marketing agency, which helps companies with marketing, including social media 
strategies. The third expert, Expert 3, works as a client partner at a major social media platform. 
He works with some of Norway’s largest corporations and provides strategic consulting around 
social media marketing.  

3.4 Data Collection  

This research combines primary and secondary data. The majority of the secondary data used 
in this study has been documentary secondary data. This kind of data includes collected written 
data, e.g. meeting documents, emails and reports (Saunders et al., 2009). The secondary data in 
this study consisted of documents and reports from the case companies, and includes results 
from recent social media marketing tests etc. To collect primary data there are several methods 
to apply, including different types of interviews, observations and questionnaires (Saunders et 
al., 2009). However, different methods are more suitable for qualitative studies than other, 
therefore semi-structured interviews and observations were used in this study. A summary of 
the data collection methods employed in this study is presented in table 6. 

Table 6 Summary of data collection methods 

Data collection method Quantitative/Qualitative  Data classification 

Documentary secondary data Quantitative  Secondary 

Interviews Qualitative Primary 

Observations Qualitative Primary 
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3.4.1 Interviews 

One of the methods used to collect data for this research was semi-structured interviews. This 
since semi-structured interviews is a method well suited for qualitative studies (Saunders et al., 
2009). During the interviews a list of questions and subjects were covered, three different 
interview guides were used, Appendix 1, 2 and 3, depending on if the respondent were from a 
B2B company, the B2C company or an expert in the field of social media marketing. The 
interviews were conducted face-to-face or through video conferences, depending on the 
location of the respondent. A summary of the interviews is presented in table 7. 

 

 

Table 7 Summary of conducted interviews 

Interview subject Respondent’s Role Interview purpose Length 

B2B 1 Marketer Knowledge and Results 45 min  

B2B 2 Head of Digital Marketing Knowledge and Results 50 min 

Expert 1 Social Media Advisor Knowledge and Results 40 min 

Expert 2 Marketing Advisor Knowledge and Results 50 min 

Expert 3 Social Media Representative Knowledge and Results 30 min 

B2C Market Coordinator Knowledge and Results 60 min 

3.4.2 Observations  

Another form of primary data collection method used in this study is observations. The 
observations in this research consisted of attending meeting related to the case company’s social 
media work. The observation aimed to gain knowledge about how the company applies social 
media in their marketing strategy, their goals and objectives, as well as, the measuring process 
and future plans. A summary of the observations is presented in table 8.  

Table 8 Summary of conducted observations 

Date Type Purpose Participants Length 

26/9-16 
Facebook campaign 
meeting (B2C) 

Situation analysis, 

Knowledge 

Case Company representatives  

Experts  
120min 

8/11-16 
Facebook follow-up 
meeting (B2C) 

Situation analysis, 
Knowledge 

Case Company Representatives 90min 

21/11 -16 
Social media test 
evaluation (B2C) 

Situation analysis, 
Knowledge 

Case Company Representatives,  

Experts 
5h  
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3.5 Data Analysis 

All interviews were recorded and then transcribed, this to prevent a loss of important 
information and to enable to give the respondents full attention during the interviews. When 
the data had been transcribed the results were summarized and categorized according to topics. 

The observations were not recorded, due to the nature of the meetings. However, notes were 
taken continuously throughout the meetings. After each observation, the data was summarized 
and categorized according to the interview topics. After, key themes and patterns were 
identified, in order to enable theory building and conclusions (Saunders et al., 2009). 

When choosing which analyzing technique to use, the number of conducted cases need to be 
considered. An explanation building process are used to identify patterns based on a cause-
effect relationship and seeks for underlying explanations, and are a common method to use 
when a single case is performed (Runeson, Höst, Rainer, & Regnell., 2012). When performing 
a multiple case study, a cross-case technique is suitable (Runeson el al., 2012). When applying 
a cross-case analyzing technique the different cases can be compared (Runeson el al., 2012). 
As the sample group included people from different companies, both in the B2B, as well as in 
the B2C sector, it was of interest to make a comparison in order to understand what knowledge 
can be spread between the different companies. 

3.6 Critical Review of Research Method 
Performing a qualitative research can involve issues connected to the research quality. This 
section discusses the actions taken to avoid such risks. Starting with discussing the reliability 
followed by validity and last the preparation necessary to successfully perform a research.   

3.6.1 Reliability 
Reliability refers to whether a repetition of the study would give the same results or not (Ritchie, 
Lewis, Nicholls, Ormston, 2014; Saunders et al., 2009). Due to the unique nature, a qualitative 
study usually holds, replicability is not likely, nor the target and therefore there are less actions 
taken to prevent it than in a quantitative study (Ritchie et al., 2014). However, a few reliability 
concerns have been taken in this study, these were the sample design, the fieldwork, the analysis 
and the research design.  

The sample selection was made due to the respondents’ level of knowledge and position in the 
companies. The level of knowledge within the research area was therefore considered a core 
criterion. To make the fieldwork consistent and still allow the respondents to express their 
knowledge, semi-structured interviews were used. The same interview guides were used for 
respondents with the similar roles, to ensure that certain areas where covered in each interview. 
The analysis was made by sorting the interview data according to the interview questions and 
research question. To minimize the transforming effect of the analyzed data, the data, 
collected in the interviews, were compared to the existing literature, rather than 
correlated.  

3.6.2 Validity  

According to Ritchie et al., (2014), the validity refers to the correctness of the research and can 
be divided into internal and external validity. The internal validity is about whether the research 
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investigates what it claims to investigate (Ritchie et al., 2014). The external validity is about 
whether the results are applicable on other parts of the population (Ritchie et al., 2014). To 
ensure the validity following areas should be considered; sample coverage, capture of 
phenomena, identification or labelling, interpretation and display (Ritchie et al., 2014). 

The core criteria for the sample selection has been knowledge and the sample were selected 
based on their knowledge and experience. To capture the phenomena the data collection has 
allowed the respondents to discuss their thoughts and experiences freely, were the interview 
guide was just as complement to ensure covering all areas.  

3.6.3 Preparation  

To make a study successful Saunders et al., (2009) argues preparation to be essential. Before 
developing the interview guides and performing the interviews, a literature review were 
conducted, and the case companies were studies, to gain a greater level of knowledge. After the 
interview guide were developed it was tested on a company representative to discover potential 
improvement opportunities. In order to prepare the respondents, they were briefly introduce to 
the topics which would be discussed during the interview, before the interview were held. This 
to increase the credibility, as well as the reliability and validity of the study (Saunders et al., 
2009). To avoid any bias during the interview the questions were open, neutral and easily 
understandable. A several times during each interview the understanding were tested by shorty 
summarizing what the respondent said, this to avoid misconceptions. By audio recording every 
interview and complementing it with notes, the reliability of the collected data was increased. 
To prevent risks of loss of data, the recording was transcribed directly after the interviews. 

� 
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4 Empirical Findings and Analysis 
In the following chapter the empirical findings are presented and analyzed. The chapter is 
divided into three sections, according to the frame of reference.  

4.1 Social Media Goals and Objectives 

The first question in the research aimed to create an understanding of what goals can be 
achieved by using social media as a marketing tool toward external business customers. To 
answer the first question the part of the frame of reference concerning the social media and its 
goals and objectives was combined with the information obtained from interviews with 
company representatives and experts.   

RQ1: How can the goals and objectives of social media marketing towards external business 
customers be described?  

The first step toward an answer to RQ1 was to examine the social media platforms used in the 
purpose of marketing towards external business customer. The respondent from the B2B 
company argued Twitter and LinkedIn to be the most appropriate platforms to use towards 
external business customers, due to its professionalism, and concluded;  

 

“Twitter and LinkedIn are, more or less, the only platforms suitable for marketing  
towards external business customers. Even LinkedIn has start to lose its  

professionalism and are mainly used by sellers and recruiters nowadays.” 

– B2B 1 respondent 

 

Moreover, the B2B 1 respondent argued that LinkedIn are still widely used among professionals 
in Scandinavia, while Twitter is more common internationally. He also stated that people are, 
undoubtedly, influenced by what they see on social media, why he saw great B2B and business 
opportunities within the field of social media. The respondent from the other B2B company, 
B2B 2, had a different opinion regarding the social media platforms. He argued the importance 
to see social media as a whole, rather than multiple channels and that it is the combination of 
different channels which leads to the best results. According to the B2B 2 respondent, there 
should not be any difference between the platforms used in B2C context and B2B context, 
because in the end everyone aims to reach out to customers and customers are people. Though, 
he argued that the way different platforms are used may differ, depending on whether the 
company is a B2B or B2C company.  

 

“The social media marketing can be compared with cooking. First of all, you need to find the 
right ingredients, then you need to find a good way to use different ingredient and then find 

the good mix, which creates the perfects balance. The same goes for social media.” 

- B2B 2 respondent 
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He continuously argued that the use of social media allows companies to match the targeted 
people to the companies claims. The combination of different social media platforms will then 
make it possible to see who is watching the content on a certain media and then target them on 
other platforms.  

The experts agreed with the B2B 1 respondent, on LinkedIn to be the most professional social 
media platform, and therefore more suitable for marketing towards external business customers. 
Facebook are mainly used for personal reasons and therefore it is questioned if the platform is 
useful in a B2B context. While Expert 1 argued Facebook to be a useful platform also in a B2B 
context, Expert 2 and Expert 3 were more doubtful and pointed out that for B2B companies to 
succeed and reach out to their customer on Facebook, their brand needs to have a very strong 
and well-known brand. None of the expert, nor the B2B respondent, believed that Instagram 
would be a useful media in B2B settings.  

As the B2C company rather aimed to reach people in private settings with their marketing, 
Facebook and Instagram is used. However, B2C respondent was not all convinced whether the 
use of social media is the most powerful media to use for marketing.   

To summarize, the respondent had a very varying opinion regarding which social media 
platforms that are appropriate to use in a B2B context. While the B2B 2 respondent suggested 
the mix of all major social media platforms to be essential, the B2B 1 respondent was not sure 
if any of the existing social medias is entirely suitable in B2B context.  

The experts and the B2B 1 respondent found LinkedIn to be one of the most appropriate social 
media to use for marketing towards external business customer. They also agreed that Instagram 
is not very useful for this purpose. All experts agreed that Facebook could be used for marketing 
toward external business customers to some extent, however some were more convinced then 
others. The opinions whether Twitter where appropriate in a B2B setting were divided, the B2B 
1 respondent suggest twitter to be one of the best social media, while one of the experts argued 
that Twitter is not very useful.  Table 9 shows a summary of the different respondents opinion 
about using different social medias in purpose of marketing towards external business 
customers, except the B2C company where it is towards consumers.  

 
Table  9 A summary of the respondents attitude towards the use different social media platform in marketing 

Social Media 
platform 

B2B 1 B2B 2 Expert 1 Expert 2 Expert 3 B2C 

Facebook Uncertain Yes Yes Yes Yes Yes 

Instagram No Yes No No No Yes 

Twitter Yes Yes Yes No No No 

LinkedIn Yes Yes Yes Yes Yes No 

 

Figure 3 summarizes the respondents’ opinions regarding the usefulness of different social 
media platforms, where LinkedIn were the most advocated, and Instagram the least.   
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The next step towards answering the first research question was to examine the goal which can 
be achieved, and which companies actually apply, by using social media in marketing towards 
external customers. The area has been discussed by several authors and they agree relationship 
building and strengthening, as well as, create awareness to be the most important goals of social 
media use (Elena, 2016; Tiago & Verissimo, 2014; Weinberg & Pehlivan, 2011; Lacka & 
Chong, 2016; Michaelidou el al., 2011; Kumar et al., 2016).  

The B2B1 company does not work according to any certain strategy with marketing on social 
media. They do updates and posts, but they have not set up any specific goals. Though, social 
media helps them create a greater brand awareness and to build relationship. The social media 
is sometimes also used as a sales support in major deals. The company was also using employer 
branding at LinkedIn, where the employers endorse content, suggested by the marketing 
department, to gain a greater awareness in a cost-efficient way.  

According to the B2B 2 respondent, their overall goal is to generate leads, which in turn can 
increase sales and ROI. He also suggests that one of the most important things with social media 
is to drive traffic to the website, where the company has a greater opportunity to introduce 
themselves to potential customers.  

Expert 1 argues spread of information and to show interest in issues which are connected to 
customers and potential customers, as two of the main goals when using social media towards 
external business customers.  This to show the customer a knowledge and interest in areas which 
are important for them, thus, the ability to solve the customers’ problems. She suggests that 
different platforms could help to achieve different goals;  

 

“Facebook is more a personal platform, where focus should be on people and branding. 
LinkedIn on the other hand is a professional platform, with a high focus on carrier and 

business, while Twitter is more like: Hello, this is what we are up to right now!” 

 – Expert 1 

 

Expert 2 suggests that the social media marketing should have the same goals and objectives as 
the traditional marketing, including create attention, brand building, preferences and 
connections. He also believes that many companies’ main goal with marketing is to reach out 
to as many customers as possible, and increase sales in a cost-efficient way. He continued;  

 

 

Instagram Twitter Facebook LinkedIn 

Figure 3 The figure shows how the social media platforms should be prioritized according to the respondents 
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“The most important goal is to build the band’s position on the market and increase the 
market share, this is not done by put all attention to loyalty. Focusing only on loyalty can help 

companies to protect their market position but it does not increase the market share, brand 
building and increasing shares are done through increased market penetration.” 

- Expert 2 

 

Expert 3 also argued that the social media marketing should have similar goals and objectives, 
as the traditional marketing. He suggested that social media should be used to influence the 
customers throughout the whole sales funnel, starting with building brand awareness, followed 
by consideration, acquisition and loyalty. He states that which goal is more important is up to 
the company, however, goals that he mentioned to be appropriate for social media use were 
brand awareness, increase sales, build relationships with customers and increase sales.  

The main reason why the B2C company started to implement social media in their marketing 
strategy was to enable pinpointing their target groups. Previously, the main channels used for 
marketing towards external customer were television and direct advertising. As these two 
channels are slowly disappearing, a need of change in the marketing strategy was identified. 
The marketing coordinator argued digital marketing to be expensive and that digital marketing 
many times are used without any extent of control. Thus, before implementing their social 
media strategy thorough tests were performed. The B2C company had a Facebook and 
Instagram profile before test, however, the previous social media use did not follow any certain 
strategy, nor goals or objectives. Moreover, the marketing coordinator argues; 

 

“When working with marketing, the main goal should always to be increase the revenue, 
which in turn will lead to other results. Focusing on brand building and attention does not 

lead to more money. The goal always has to be earning money, otherwise it does not matter.” 

- B2C respondent 

 

To summarize, all experts and the B2B respondents believed the improvement of brand 
awareness to be an appropriate goal for social media use. Even if the B2B 1 company has not 
set up any certain goals for the social media use, is creation of brand awareness a major reason 
why they are present on social medias. To increase sales and improve and build relationships 
in a cost-efficient way are also goals advocated by both experts and the B2B respondents. The 
B2C company mainly focuses at increase the profit and their goal are to increase the sales by 
reaching out to more possible consumers, in a cost-efficient way. Something which was 
highlighted by several respondent, was the importance to not forget the fundamental goal of 
marketing, which is to generate more customers and increase revenue. 

The literature clearly advocate the importance of defining clear goal and objectives before 
investing time or money in social media activities (Kritis & Karagan, 2011; Agnihotri et al., 
2016; Schlinke & Crain, 2013). The interviewed experts also argued clear goal and objectives 
to be important to know how to build a successful strategy and to ensure progress. The B2B 1 
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company, however, worked with a number of social media, but without any goal or strategies. 
This as they were not convinced that social media is an efficient tool to use as a marketing 
channel yet, though they saw the potential and are looking for a good way to apply it in their 
organization.  

When comparing the literature with the case companies and experts’ responses, it was shown 
that many studies advocate a large number of goals, while the respondents suggest to just use a 
few to keep it more simple. Several authors (Elena, 2016; Tiago & Verissimo, 2014; Weinberg 
& Pehlivan, 2011; Lacka & Chong, 2016; Michaelidou el al., 2011; Kumar et al., 2016) had 
found the creation and strengthening of relationship to be the most important goal for social 
media. Also the respondents brought up this as one of the goal which can be achieved by using 
social media. Expert 2 argued social media to be in important tool to reach out with information 
to the customer, which also Muchaelidoi et al., (2011) discussed in their study.  

All the respondents highlighted the creation of brand awareness and brand building to be a 
useful goal for social media strategies. According to Järvinen et al., (2012), brand building and 
the creation of awareness are the most applicable and important goals within social media 
activates. Also other authors (e.g., Schinke & Crain,2013; Tiago & Verissimo, 2014; Lacka & 
Chong, 2016; Michaelidou et al., 2011) agrees that brand building is important.  

According to the B2C company, one of the main goals in their social media marketing strategy 
is to reduce the cost and increase the sales. This goal was also directly or indirectly brought up 
by the experts. The B2B 1 respondent also saw the potential to save costs by using social media 
in a greater extent. In the previous literature, however, the opinions were divided. Kritis and 
Karahan (2011) argued social media use to have a cost reducing effects and to be advantageous 
in an economic perspective. Öztamur and Karakadilar (2014) and Crumpton (2014), on the 
other hand, argued that social media brings considerable costs, including plenty of time and 
human resources. 

Table 10 provides an overview of what goals were brought up in the previous literature 
compared to the different interview respondents’ opinions regarding goals for social media 
marketing activates.   
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Table 10 Overview of goals brought up by the interview respondents 

Social Media Goal in 
Previous Literature 

B2B 1 B2B 2 Expert 1 Expert 2 Expert 3 B2C 

Improve customer 
Service 

- - Yes - - - 

Increase sales Yes Yes - Yes Yes Yes 

Improve brand 
awareness 

Yes Yes Yes Yes Yes Yes 

Reduce costs Yes  - Yes Yes Yes 

Improve promotion of 
products 

- - - Yes  Yes Yes 

Build relationship Yes Yes - Yes Yes - 

Deepen customer 
relationship 

Yes Yes - Yes Yes - 

Increase traffic to web 
page 

- Yes - - Yes Yes 

Learn from community - - - - - - 

Share information - - Yes  - - - 

 
Table 10 shows that five of the goal brought up in the literature to be more frequently mentioned 
by the respondents, these are summarized in Figure 4.  

 

                 
 

4.2 Financial Social Media Metrics 

The second research question aimed to describe which financial metrics are necessary to use in 
order to follow up goals, and to understand the effectiveness of the social media use. To answer 
this the litterateur from financial metrics part of the frame of reference has been used, in 
combination with the data collected from the interviews.  

RQ2: How can the use of financial metrics, when measuring effects of social media 
marketing towards external business customer be described? 

To answer this question experts, as well as, B2B and B2C company representatives were 
interviewed. It was discussed what financial metrics the companies currently used, and which 
metrics would be relevant or of interest to add. The literature has identified the measuring of 
the social media outcome to be a challenge for many companies, but suggested several financial 
metrics which can be useful.  

Brand 
Awareness 

Increase    
Sales 

Decrease   
Costs 

Build 
Relationships 

Strengthen 
Relationships 

Figure 4 The most frequently mentioned goals during the interviews 
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The B2B 1 company did not measure their social media activities at all, however the respondent 
called for a way to connect the social media activates with its actual outcome. The main problem 
today, is the difficulty to motivate that a rise in income depends on certain social media 
activities. Also the B2B 2 respondent highlighted the difficulty to connect certain purchases to 
the social media marketing to be one of their major challenges. He suggested the use CRM 
systems to try to trace customers who visit their website, after seeing a campaign on social 
media, though, it is very difficult.   

Expert 1 also highlighted the importance of connecting the social media activities to the income 
and suggested this to be done by tracking the sales and connect them to the social media 
activates. Expert 1 explained this through following example;  

 

“If a company post a campaign on LinkedIn, that costs 1000SEK, and gets 10 notification, the 
cost of each notification would be 100SEK. One person became a new customer to the 
company, meaning, it costed the company 1000SEK to get one new customer. Then the 

company needs to evaluate whether a customer is worth this or not, and budget according to 
customer value.” 

- Expert 1 

 

Expert 2 argued the ROI to be the only financial metrics that are necessary to use and that there 
is no need to make it more complex. According to him, this is easily done by comparing the 
costs with the revenues. Though, he emphasized that to know the exact contribution of social 
media it would be necessary to use isolation, meaning picking out a location and eliminate other 
marketing activates for a period of time and then measure the results.  

Expert 3 also argued isolation to be the only way to get the exact ROI from social media 
activates. Though, he believed isolation can be a challenge to many companies. This as many 
companies realize the importance of social media and allocate about five percent of their 
marketing budget to such activities, beside other activities. But to actually see the effects of 
social media marketing, a higher risk need to be taken, e.g. isolation, a risk many companies 
are reserved to take. Expert 3 also suggested the development of a connection between CRM 
systems and social media, to enable mapping who interact with the company on social media 
and then made a purchase. This would make it possible to measure the cost to reach a customer 
and help the company to evaluate the customer value.  

The B2C company’s main goal was to increase the income and to find a media where it is 
possible to reach an audience in cost efficient way. To measure this, they worked with isolation, 
meaning focus is put on social media, while other marketing is eliminated in a number of cities 
and then compared to the cities where the traditional marketing is used. This is done by 
comparing the sales and costs in the test cities, with the sales and costs in the other cities.   

To summarize, the B2B respondents and two of the experts highlights the need of connecting 
social media and sales, meaning create a connection which enable the measuring of how many 
sales the social media activates lead to. Which they argue, would also allow companies to 
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evaluate the marketing cost connected to each sales opportunity generated by Facebook. Expert 
2 and 3 and the B2C respondent advocates isolation to be a good way to measure the ROI of 
social media marketing activities.  

The previous literature shows the need of demonstrating the return of social media activities, 
and identifies this as an obstacle to apply social media in marketing strategies (Järvinen et al., 
2012; Mehmeth & Clarke, 2016, Michaelidou et al., 2011). According to Agostino and 
Sidorova (2016) and Tiago and Verissimi (2014), it is needed to measure the financial outcome 
of social media, though Michaelidou et al., (2011) and Perters et al., (2013) argues that the 
traditional metrics are not proper to use.  

Two of the experts however argues that the traditional ROI can be applied also in social media 
marketing. Though, to expose the exact contribution from social media it is needed to use 
isolation. Agostino and Sidorova (2016) suggested a similar solution, by suggesting the 
measuring of ROI for certain campaigns or efforts. Agostino and Sidorova (2016) also agree 
on the difficulty to provide an overall picture. Expert 1 and the B2B 1 and B2B 2 respondent, 
as well as Fisher (2009), suggested cost per unique visitors and customer value to be useful 
parameters to determine the effectiveness of social media usage. This to connect the economic 
outcome to the social media visitors.   

Table 11 shows the financial metrics brought up in the previous literature compared to the 
financial metrics brought up by the interview respondents.  

Table 11 The financial metrics needed to evaluate the effectiveness of social media 

Financial Metric B2B 1 B2B 2 Expert 1 Expert 2 Expert 3 B2C 

Social ROI Yes Yes Yes Yes Yes Yes 

Social Media’s 
economic value 

- - - - - - 

Cost-benefit 
analysis 

- - Yes - - - 

Cost per unique 
visitor 

Yes Yes Yes - Yes - 

Customer’s value Yes Yes Yes - Yes - 

 

Table 11 shows that three of the financial metrics, of the five brought up in the literature, where 
repeatedly mentioned by the respondents. These are shown in Figure 5. 

 

 

 

 

Social ROI Cost per Unique Visitor Customer’s Value 

Figure 5 The most frequently mentioned financial metrics from the interviews 
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4.3 Non-Financial Social Media Metrics 

The third research question aimed to describe the non-financial metrics necessary to use in order 
to follow up goals, and to understand the effectiveness of the social media use. To answer this 
the litterateur form non-financial metrics part of the frame of reference has been used, in 
combination with the data collected from the interviews.  

RQ3: How can the use of financial metrics, when measuring effects of social media 
marketing towards external business customer be described? 

The B2B 1 company did not work towards any certain goals with their social media activities. 
Therefore, the effects were not measure, more than the traffic, including clicks, likes, shares 
and views, though mainly for internal use and interest. However, the company applies social 
media activities within their regular advertising, that is measured with the same benchmarks as 
other advertising. This includes non-financial metrics such as brand views, clicks, visitors, what 
other pages they have visit and source. 

The B2B 2 company measures all the engagement metric which social media shows, including 
clicks, likes, shares, band preferences etc. When data is collected, it is interacted with data from 
other platforms, to find new solutions and mix of platforms. The B2B 2 respondent argued 
social media content to be continuously tested and optimized to find the perfect way of exposing 
the content. This to generate as many clicks as possible, thus get more visitors to the company’s 
website.  

The experts suggested a number of non-financial metrics, and argues the reach to be the most 
important. This includes how many have seen and received the message, as well as, the 
frequency, meaning how many times the message has been shown. To determine whether the 
audience has received and understood the message, Expert 2 suggested pre- and post-campaign 
measuring together with brand tracking. This is done by continuously asking a number of 
questions to a specific sample of the target group, to see how they perceive the brand. This 
would help the company and their marketing to develop in the right direction.  

Expert 2 also suggests recognition, preferences and brand knowledge to be of interest to 
measure. He advocates the measuring of social media activities, but argues that it is usually 
hard to convince companies to invest in measuring.  He further explained the importance of 
using non-financial metrics, to understand the market and to know if the marketing focus is 
right for the target group. 

According to Expert 2, it is essential to measure to ensure that the marketing is done correctly 
in relation to the target group. However, he argued that it is difficult to convince companies to 
invest in measurement, even if the investment in the end will require less costs, than to make 
marketing in the wrong direction. He suggested to keep it as simple as possible and pay attention 
to what is most important rather than try to measure everything.   

In addition to reach and frequency, Expert 3 suggested to measure if the marketing activates 
drives people to the website, and what value what value it brings. Though, he stated that the 
metrics of interest depends on where in the sales process the activities aims to reach the 
customers. In an early stage, the expert argued, target reach and brand awareness to be 
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important. While later in the process metrics such as cost per visitor and ROI are more 
interesting to use.  

As the B2C companies main goal was to find a cost-efficient marketing tool, they focused on 
financial metrics. Though, a part of that goal was to reach out to a larger part of their target 
group, than what they did with previous marketing. Thus, reach and frequency was used to 
understand the effectiveness of the social media activities.  

To summarize, all respondent mentioned that the reach, meaning how many have seen the 
campaign and how many times, to be an important non-financial metric to use. To make sure 
that the customers understood the message in the way the company expected, Expert 2 
suggested the use of per- and post-campaign measuring. Expert 2 and 3 and the B2B 2 
respondent also argued the importance of measuring brand awareness, brand recognition and 
preferences to ensure that the customers perceive the brand as the company desire.  

Previous literature highlights the importance of use both financial and non-financial metrics, 
when evaluating the social media effectiveness (Agostino & Sidorova, 2016; McCann&Barlow, 
2015; Murdough, 2009). While the respondents suggest keeping the measuring simple and only 
apply a few basic metrics, the previous literature provides many different metrics.  

Agostino and Sidorova (2016) has divided the non-financial metrics into four categories; 
network structure indicators, interaction indicators, content indicators and sentiment indicators. 
During the interviews the respondent only advocated the metrics connected to interaction 
indicators, such as brand awareness. The literature suggests that the sentiment of customers' 
comments should be analyzed to understand their brand perception (Agostino & Sidorova, 
2016; McCann & Barlow, 2015). One of the expert also mentioned the importance of 
understand customers’ brand perception, but suggest pre- and post-campaign measuring to do 
so.   

To measure the brand awareness Agostino and Sidororva (2016) suggests the measurement of 
number of “likes” in relation to number of posts. Though both experts and company 
representatives were skeptical to use “likes”, and argued that a “like” might give an indication 
of something, but not more than that.  

According to the respondents, the creation of customer relationships is a goal which can be 
achieve by using social media. However, none of them suggested any measurement to control 
progress towards this goal. According to Murdough (2009), relationships can be measured by 
analyzing number of advocates and number of comments. 
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In Table 12 the metrics mentioned in previous literature has been summarized and compared to 
the metrics advocated by the interview respondents.  

Table 12 The non-financial metrics needed to evaluate the effectiveness of social media 

Non-Financial 
Metric 

B2B 1 B2B 2 Expert 1 Expert 2 Expert 3 B2C 

Network Structure 
indicators 

- - - - - - 

Interaction indicators 

 

Yes 

(Number of 
visitors, page 

views, 
number of 

return visits) 

Yes 

(Awareness, 
page views, 
engagement, 
number of 
visitors) 

 

Yes 

(Number of 
visitors, page 

views) 

 

 

Yes 

(Awareness, 
page views, 
number of 
visitors) 

 

 

Yes 

(Awareness, 
page views, 
number of 
visitors, 
relevant 

actions taken) 

 

Yes 

(Page views, 
number of 
visitors) 

 

Content indicators - Yes - - - - 

Sentiment indicators - Yes - - - - 

Other 

 

Yes 

(Clicks, likes, 
shares) 

 

Yes 

(Clicks, 
likes, 

followers, 
shares, traffic 

to website, 
brand 

preferences, 
brand 

recognition) 

 

Yes 

(Clicks, likes, 
followers, 

shares) 

 

Yes 

(Frequency, 
understanding, 

brand 
preferences, 

brand 
recognition) 

 

Yes 

(Frequency, 
brand 

preferences, 
brand 

recognition) 

 

 

Yes 

(Followers, 
shares) 

 

The most frequent mentioned metrics in Table 12 have been summarized in figure 6, to give 
and overarching picture of the non-financial metrics which have been advocated both in the 
previous literature and during interviews.  

 

                

4.4 The connection between goals and metrics 

 
. 

Frequency Awareness  Reach Followers  Clicks and 
Likes 

Brand 
Preferences 

Figure 6 The most frequently mentioned financial metrics from the interviews 
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5 Discussion and Conclusion 
This section discusses and concludes the findings and result of the research. In addition, 
theoretical and practical implication are presented, followed by recommendations for further 
research and the limitation of the research.  

5.1 Discussion 

The purpose of this study was to describe the main goals and objectives of using social media 
marketing towards external business customers and to create an understanding of how its 
effectiveness can be measured by describing necessary financial and non-financial social media 
metrics.  

The first part of the empirical data and analysis aimed to understand which social media 
platforms that are appropriate for marketing towards external customers. The analysis showed 
that the opinion regarding the different platforms were very varying among the respondents. 
However, the experience of successfully applying social media strategies also vary among the 
respondents. While one company had a very well developed social media strategy were all 
major platforms were included, another company lack a social media strategy and the belief 
that some platforms were useful for B2B marketing. However, while the company who apply 
several platforms had proof of possible success, none of the skeptical respondent had proof that 
it would not be successful and rather based their thoughts on intuition.   

Based on the analysis of empirical data, the goals and measurement has been connected in 
Figure 7, below. The figure presents the most frequently mentioned goals in the green boxes, 
which are then connected to metrics in the orange boxes, which in turn are connected to the 
data, the blue boxes, needed to evaluate each of the goals.  

 
             Figure 7 The connection between goals and metrics 

Based on the analysis of empirical data the increase ROI is an important goal when using social 
media marketing towards external business customers, which is directly connected to the 
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increase of sales and decrease in costs. Whether social media marketing can decrease marketing 
cost were discussed by the previous literature, and all authors were not convinced that it was 
possible. However, this study indicates that social media marketing can decrease marketing 
costs. To measure how the social media contributes to the goals of increase revenue and 
decrease costs, thus the ROI, it is needed to use the metrics social media revenue and social 
media costs.  

The social media cost corresponds to how much has been spend on social media and is easily 
measured. Though, the analysis indicates that the social media revenue on the other hand is 
more complex to measure. The collection of empirical data resulted in two options of how the 
revenue can be measured. The first one were advocated by two of the experts, how argued 
isolation to be the most appropriate way of finding out the exact profit obtained from social 
media. The other option the empirical data resulted in was that in order to find out the outcome 
of social media the connection between customers and social media presence can be mapped. 
Based on the analysis, this can also be used to evaluate the customer value. Using the social 
media cost together with the number of page views will then reveal the cost per visitor, which 
also is a part of the customer value evaluation.  

The analysis indicates the important of using the metrics frequency and reach, which tells how 
many customers and potential customers who received the message, which in turn indicates the 
progress toward the brand awareness goal. Another conclusion drawn from the analysis of 
empirical data is the importance of setting brand awareness goals for the social media usage. 
The analysis also indicates shares, likes and followers to be interesting numbers to use as 
indicators, though, they are not to be completely trusted when making major decisions. To 
ensure that the audience get the right perception of the brand, the analysis indicates the 
impotence of using brand preference measurements, which can be done by using pre- and post-
campaign measuring. The increase of the brand awareness can contribute to achieving the goal 
to increase the sales, by reaching customers with new products and offers, and by attracting 
new customers.   

Related to the brand awareness is the goal to create and strengthening customer relationships. 
Based on the analysis, this goal was highlighted as one of the most important goal. The 
measurements connected to this goal is number of followers, likes and shares as well as the 
number of new customers. The creation and strengthening of relationship can help companied 
to increase the ROI by increase sales and potentially decrease costs 

5.2 Conclusion   

The first research question aimed to describe what goals and objectives companies should 
focus on when applying social media as a marketing tool. The conclusion drawn from the 
analysis is that the main goals which can be achieved by applying social media in the marketing 
strategy toward external business customers are increasing the ROI, build brand awareness and 
to create relationships. The experts argued that all marketing directly or indirectly aims to 
somehow increase the ROI, but to increase the ROI it is needed to work with relationship and 
brand awareness. As shown in Figure 7, all the major goal within the field of social media 
marketing is somehow connected and by making progress with one goal could help archiving 
the other goals.  
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The second research question aimed to describe the use of financial metrics, when evaluating 
the effects of social media marketing toward external business customers. The respondents 
argued the increase of sales and ROI as one of the most important goal when working with 
social media marketing, and it is therefore one of the most important part to measure. To 
conclude the analysis, the most important financial metric is the ROI, however it can be difficult 
to deduce the revenue derived from a certain social media activity. To succeed there are two 
possible options, either using isolation or trace each purchase back to the marketing channel.   

The third research question aimed to describe the use of non-financial metrics when evaluating 
the effect of social media towards external business customers. To conclude the analysis, the 
reach, frequency and to ensure spreading the right message are the most important non-
financial metrics, which can be applied when measuring brand awareness, one of the most 
important goals. Likes, shares, clicks and followers can be used as indicators both when 
measuring brand awareness and relationship.  

The purpose of this research was to describe the main goals and objectives of using social 
media marketing towards external business customers and to create an understanding of how 
its effectiveness can be measured by describing the necessary financial and non-financial 
social media metrics. The purpose was fulfilled by the research question and was summarized 
in the model in figure 7. The model show the major goals of using social media marketing 
towards external customers and the metric which are needed to ensure the effectiveness and the 
fulfilling of the goals. It also shows how the goals are connected and can help to fulfill each 
other. Following, the key insights to fulfill the purpose is presented:  

• It is not to be forgotten that all marketing somehow aims to increase the ROI and sales, 
and should therefore be one of the goals also when working with social media. 

• The creation of brand awareness, relationship building and the increase of ROI or sales 
are the most important goals when using social media marketing towards external 
business customers.  

• The most important financial metric is ROI. The ROI can be measured through isolation 
or derivation.  

• Important non-financial metrics include frequency, reach and brand perception. Likes, 
shares, clicks and followers are useful to get indications on brand awareness and the 
creation of relationship. 

5.3 Theoretical Implications 
Previous literature revealed a need of clarifying the goals and objectives of social media 
marketing toward externa business customers. Järvinen et al., (2012) and Kho (2008) claimed 
B2B companies to still be in an early stage of the adoption and struggle to integrate social media 
in their marketing. Järvinen et al., (2012) identified the uncertainty of what goals can be 
achieved as one major reason to this. This study contributes with a greater understanding of the 
major goals of the use of social media marketing toward external business customers.  

Another challenge identified in previous literature was the measuring of the social media 
marketing outcome. While Järvinen et al., (2015) argues the use of digital marketing to facilitate 
the measuring, Leefang (2012), MCann and Barlow (2015) and Fisher (2009) argues that social 
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media has hampered it. According to Leefang et al. (2014) and McCann and Barlow (2015), 
one reason to the complexity of measuring social media marketing is the increasing number of 
metrics and the difficulty of knowing which to use. Fisher (2009) also highlights the need of 
using not only quantitative, but also qualitative metrics as an obstacle when measuring social 
media marketing. The result of this study contributes with a combination of financial and non-
financial metrics, which could help measuring the effectiveness of social media marketing 
toward externa business customers.  

The study also shows the connections between different goals and metrics, which could give a 
more holistic understanding of the major goals and measurements connected to social media 
marketing towards external business customers. Thus, fulfill the gap of complexity in the 
current methods of understanding social media effects, which McCann and Barlow (2015) 
highlighted. Another gap which were identified of O’Sullivan and Abela (2007), was the 
combination of financial and non-financial metrics. The combination is needed to ensure 
marketing activities to fulfill marketing goals and objectives. This study can contribute to fill 
this gap by describing not only the connection between financial and non-financial metrics, but 
also between different goals.   

5.4 Practical Implication  
This study has important implications for marketing practice, especially in B2B companies. 
The study could guide marketers in the goal setting and measurement of social media marketing 
towards external business customers, by offering a framework of the main goals connected to 
appropriate metrics. This section presents recommendations of goals and objective, followed 
by metrics connected to each goal. Also, the connection between the goal, thus the metrics, is 
presented to give a more holistic view and understanding of how they can support each other.  

Goal and Objectives 

Previous literature highlights the importance of setting clear goal and objecives when working 
with social media strategies (Kritis and Karahan, 2011; Agnihorti et al., 2016; Schilinke and 
Crain, 2013). Though, a large number of possible social media goals have been suggested which 
has been connected to a high complexity (Leefang, 2012). This study, however, emphasizes the 
importance to keep the goal setting simple by suggesting the most important goal of social 
media marketing. The results of this study indicate the increase of ROI, through cost savings 
and sales growth, to be the major goal for all marketing activities, including social media 
marketing. In addition to the ROI goal, the result of this study also highlights the possibility to 
increase brand awareness and strengthening relationship through social media marketing.  

To summarize, there are three major goal which are recommended to focus on when using 
social media marketing towards external business customers. The first on is the increase of ROI, 
followed by create brand awareness and improve relationship to existing and potential 
customers.  

Measuring Social Media Marketing 
The measurement of the effectiveness of social media marketing has been identified as complex 
by both McCann and Barlow (2015), as well as, Fisher (2009). The result of this study could 
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contribute by making it less complex, by connecting social media marketing goal to appropriate 
financial and non-financial metrics. 

The first social media marketing goal which was highlighted in this study was to increase the 
ROI. To measure the progress within this goal, two metrics are needed. First, the social media 
cost, which is how much money the company has spent on social media activities. The other 
metric needed to calculate the social ROI is the revenue gained from social media. The 
appropriate way of calculating the social media revenue has been discussed in this study and  
two methods were suggested. The first method was isolation, meaning other marketing 
activities are removed in a specific geographical area. This to enable seeing the actual effects 
of social media us in that certain area. The second method discussed in this study was tracing. 
This method aims to trace the customers, to see who visit the social media platforms before 
making a purchase. 

This study showed to create brand awareness and to build relationships to two important goals 
when using social media marketing as a marketing tool toward external business customers. To 
measure these goals several non-financial metrics can be used. When measuring the brand 
awareness gained through social media marketing, metrics such as frequency, reach and traffic 
to website are appropriate. The reach refers to how many potential customers have seen a social 
media campaign, while the frequency represents the number of times a potential customer has 
seen a social media campaign. Traffic to website is measured by tracking the number of website 
visitor generated from social media. Another factor, related to brand awareness, which is 
important to measure is the brand preferences. This to ensure that the customers perception of 
the brand is matching how the company wishes to be perceived. To measure this, it is 
recommended to use pre- and post- campaign surveys on a selected part of the target group.  

Other metrics which is useful both to evaluate the brand awareness as well as the building of 
relationship are number of likes, shares, clicks and followers. However, these metrics should 
mainly be used as indicators, and should not be the basis for any major decisions.  

The connection 

The conclusion of this study highlights the connections between different goals and metrics and 
shows the importance of working with the different goals and measurements simultaneously. 
The study indicates the increase of ROI to be the major goal for social media marketing towards 
external business customer. But a contributory would be to increase the brand awareness, as 
that could increase the opportunities for increased sales. The creation of brand awareness could 
also contribute to new and stronger relationship, which in turn could help increase the ROI.  It 
is therefore important for companies to measure the success within all of these areas of goals, 
as poor performance in one of them might affect the others negatively.  

5.5 Research Limitations 

To put research into perspective, it is important to consider the methods which have been 
applied. As the research had a qualitative approach and semi-structured interviews has been 
used as the major data collection method, the result can not be generalized. Though, as the 
research is qualitative, this was not the goal of the research. Also, the sample selection hampers 
a generalization, as the sample only consisted of two selected B2B companies, one B2C 
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company and three experts. By interviewing additional respondents, the validity of the results 
could be increased.  

5.6 Future Research 

As this is a qualitative study the results can not be generalized, for future research it is therefore 
suggested to perform a quantitative study. To generate a more comprehensive result it would 
be of interest to interview more respondents from different industries.   

Previous literature has suggested different strategies for using social media as a marketing tool 
towards external business customers, however, the Leefang et al., (2014) argues that this is still 
very complex. Several authors suggest the development of appropriate goals and metrics to be 
the foundation of a successful social media strategy (Kritis & Karagan, 2011; Agnihotri et al., 
2016; Schlinke & Crain, 2013). This study shows an indication of the major goals and metrics, 
and for future researches it would be of interest to examine the next steps of implementing a 
successful social media strategy.  

Another suggestion for future research is to explore what knowledge and experiences, within 
the field of social media marketing, can be transferred from B2C companies to B2B companies, 
more comprehensive than what has been done in this study. This as the empirical analysis 
suggested not to separate B2B and B2C companies’ social media strategies, as in the end 
everyone want to reach the customer and the customers are people.  
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Appendix 1 – Interview Guide I 
Interview guide I was used when interviewing respondents from the B2C case company, and 
turns to those who have an insight in the case company’s current social media project. The 
respondent to this guide was a market coordinator with a great insight in company’s marketing 
strategy.  

The first part of the interview is performed to get an understanding of the respondent’s 
background and current role in the case company as well as in their social media project.  

• The respondent’s background and current role in the company. 
• The respondent’s role and responsibility in the current social media project.  

 
The second part of the interview aims to obtain a greater understanding of the previous use of 
social media.  

1 When and how did the company start to use social media? 
2 What social media platforms was used initially?  
3 What was the initial reason and goal of social media use?  
4 Which were the incitements of applying social media communication?   

 
The third part aims to develop a deeper understanding of the current use of social media for 
communication with external business customers. 

5 Current social media project and tests 
5.1 Type of social media currently used 
5.2 Goals and objectives, short term and long term 
5.2.1 Improve customer service 

5.2.2 Increase sales 
5.2.3 Improve brand awareness 
5.2.4 Reduce costs 
5.2.5 Improve promotion of company products 
5.2.6 Build relationship 
5.2.7 Increase traffic to web page 
• Result to date 
• Measurement 

o Are any follow-ups or measurements made? 
o Future plans 

 
The fourth part of the interview aims to gather data on the company’s measurement of the 
effects of social media marketing towards external business customers.  
 

6 What marketing measurements are you using today? (not only social media, but in 
general) 

7 How do you measure your social media marketing activities?  



 

 
III 

1. Which financial metrics are used? 
a. Elaborate further on why these metrics are used? 

i. Social ROI 
ii. Social media’s economic value 

iii. Cost-benefit analysis 

iv. Cost per Unique Visitor 
v. Customers’ value 

2. Which non-financial are used?  
o Elaborate further on why these metrics are used? 

§ Network Structure indicators (Multiplexity, Density, Centality, 
Closeness) 

§ Interaction indicators (Awareness, Engagement, Word-of-moth, 
Virality, User Generated Content, Number of Unique Visitors, Page 
views, Number of Return Visits, Interaction rate, Time spent, Relevant 
action taken) 

§ Content indicators (Relevance, Uniqueness) 
§ Sentiment indicators: (Subjectively ratio, Polarity ratio, Sentiment 

divergent metrics, Customer Satisfaction) 
 

• What are the main challenges (related to the measurement of social media effects of 
social media marketing towards external business customers) encountered by the 
company? 
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Appendix 2 – Interview Guide II 
Interview guide II was used when interviewing experts within the field of social media and 
marketing. These included people form a social media platform and marketing advisors.  

Background 

o The respondent’s background.  
o The respondent’s background regarding social media and marketing. 
o The respondent’s current role and company  

 

Social media marketing goals and objectives in general 

o Which marketing goals and objectives can be achieved by using social media 
marketing towards external business customers?  

o Do the possible goals and objectives differ depending on which social media 
platform are used? 

o  If so, please elaborate further on how and why. 

Questions regarding the goals and objectives of company X’s social media project.  

o Which are the goals and objectives?  
o If so, why are some possible goals not included?  

o Which social media platforms are used and why?  

 

Social media measurements in general 

o Which financial metrics are needed to measure the effectiveness of social media 
marketing towards external business customers? 

o Elaborate further how these can be used and why they are important.  
o Which non-financial metrics are needed to measure the effectiveness of social 

media marketing towards external business customers? 
o Elaborate further how these can be used and why they are important. 

o What are the main challenges related to the measurement of social media effects 
of social media marketing towards external business customers? 

Questions regarding the social media measurements in company X’s social media project.  

o Which financial metrics are used? 
§ Elaborate further how and why these are used 
§ If so, why are some measurements not included? 

o Which non-financial metrics are used? 
§ Elaborate further how and why these are used 
§ If so, why are some measurements not included? 

o What are the main challenges related to the measurement of social media effects 
of social media marketing towards external business customers encountered at 
the company? 
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Appendix 3 - Interview Guide III 
The third interview guide was used when interviewing respondents from B2B companies.  

The first part of the interview is performed to get an understanding of the respondent’s 
background and current role in the case company as well as in their social media project.  

• The respondent’s background and current role in the company. 
• The respondent’s background within the field of social media and marketing 

The second part of the interview aims to obtain a greater understanding of the previous use of 
social media. 
 

8 When and how did the company start to use social media? 
9 Which were the incitements of applying social media communication? 
10 What social media platforms was used initially?  
11 What was the initial reason and goal of social media use?  

 
The third part aims to develop a deeper understanding of the current use of social media for 
communication with external business customers. 
 

12 Current social media use 
12.1 Type of social media currently used 
12.2 Goals and objectives, short term and long term 
12.2.1 Improve customer service 

12.2.2 Increase sales 
12.2.3 Improve brand awareness 
12.2.4 Reduce costs 
12.2.5 Improve promotion of company products 
12.2.6 Build relationship 
12.2.7 Increase traffic to web page 

o Future plans 
 
The fourth part of the interview aims to gather data on the company’s measurement of the 
effects of social media marketing towards external business customers.  
 

13 What marketing measurements are you using today? (not only social media, but in 
general) 

14 How do you measure your social media marketing activities?  
3. Which financial metrics are used? 

a. Elaborate further on why these metrics are used? 
i. Social ROI 

ii. Social media’s economic value 
iii. Cost-benefit analysis 

iv. Cost per Unique Visitor 
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v. Customers’ value 
4. Which non-financial are used?  

o Elaborate further on why these metrics are used? 

§ Network Structure indicators (Multiplexity, Density, Centality, 
Closeness) 

§ Interaction indicators (Awareness, Engagement, Word-of-moth, 
Virality, User Generated Content, Number of Unique Visitors, Page 
views, Number of Return Visits, Interaction rate, Time spent, Relevant 
action taken) 

§ Content indicators (Relevance, Uniqueness) 
§ Sentiment indicators: (Subjectively ratio, Polarity ratio, Sentiment 

divergent metrics, Customer Satisfaction) 

 

• What are the main challenges (related to the measurement of social media effects of 
social media marketing towards external business customers) encountered by the 
company? 

 


