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Abstract 

Social commerce has raised with increased interactions between businesses and consumers on 

social media. Social commerce is the new phenomena which is a subset of e-commerce and lets 

customers engage in marketing activities led by businesses. Businesses have started to use social 

media to interact with new and potential customers and customer engagement is a key factor to 

success in social commerce. Social media lets the companies promote new products and sales 

campaigns which benefits them as social media creates exposure to many consumers.  

To get a better understanding on the subject, this study has examined what drives customers to 

engage in social commerce and which type of content on Facebook creates customer 

engagement. The research has been conducted by focus group discussions and content analysis 

on Facebook brand pages. Companies within the home interior branch has been studied in the 

content analysis.  

The results showed that customers engage in social commerce to get information, stay updated 

on news and offers, but also engage themselves with the content on social media by sharing brand 

content to their friends on the platform. Other findings showed that a higher level of customer 

engagement was created in posts that contained information infused with entertainment. 

Contests on Facebook brand pages also created a high level of customer engagement.  
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Sammanfattning 

Social handel har fått en uppgång genom en ökning i interaktioner mellan företag och 

konsumenter på sociala medier. Social handel är det nya fenomenet som är en delmängd av e-

handel, vilket ger möjlighet för kunder att engagera sig i marknadsaktiviteter som leds av företag. 

Företagen har börjat använda sociala medier för att interagera med nya och potentiella kunder, 

och kundernas engagemang är därmed en viktig faktor för framgång i social handel. Sociala 

medier låter företagen marknadsföra nya produkter och försäljningskampanjer som gynnar dem 

eftersom sociala medier skapar exponering för många konsumenter. 

För att få en bättre förståelse inom ämnet har denna undersökning granskat vad som driver 

kunder att engagera sig i social handel och vilken typ av innehåll på Facebook som skapar 

kundengagemang. Studien har genomförts via fokusgruppdiskussioner respektive 

innehållsanalyser av varumärkens Facebooksidor. Företagen inom heminredningen har studerats 

i innehållsanalysen. 

Resultaten visade att kunder deltar i social handel för att få information, hålla sig uppdaterade 

om nyheter och erbjudanden, men också för att engagera sig i innehållet på sociala medier genom 

att dela varumärkesinnehåll till sina vänner på plattformen. Andra resultat visade att en högre 

nivå av kundengagemang skapades i inläggen som innehöll information kombinerad med 

underhållning. Tävlingar på varumärkens Facebooksidor skapade även en hög grad av 

kundengagemang. 
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1. Introduction 
With increased interactions between companies and consumers on social media, a new 

phenomenon has raised, so-called social commerce. This chapter will introduce the topic based 

on previous research followed by a problem discussion including the customer engagement’s 

role in social commerce. Finally, the purpose and research questions will be presented. 

 

1.1 Background  

Social media was created for entertainment, but over the years, companies have found the 

benefits of social media for marketing purposes (Kirtiş & Karahan, 2011). The companies 

advantage of social media is considered to create more favourable conditions for the essentials; 

time, audience, relationships and costs. Social media favours both large and small companies as 

you can reach out to customers globally and even receive valuable feedback directly from the 

customers (Kirtiş & Karahan, 2011). Many companies opt for social media as a marketing channel 

instead of traditional marketing channels, since there are low or no cost for promotion through 

social media. (Kirtiş & Karahan, 2011) 

In recent years, companies have embraced social media as a platform where they can engage 

with their customers. Business reports show that there has been a global increase of advertising 

on this new platform and that the platform is driving sales for businesses (Kumar, 2016). A survey 

shows that the main benefits of marketing in social media is that it generates more business 

through exposure, increases traffic to the companies and provides a better ranking for search 

engines (Schaupp & Bélanger, 2014). These benefits are important for small businesses with 

limited resources, since the owner often have a greater responsibility and often fulfil several roles 

within the company. Schaupp et al. (2014) argues that small businesses can increase traffic and 

create exposure in social media at a fraction of the cost of traditional marketing methods.  

Social commerce is a new wave of e-commerce where the traditional e-commerce is mediated by 

social media to promote shopping related information and online transactions (Gonçalves Curty 

& Zhang, 2013). Social commerce is an important issue and a new area that needs to be explored 

in today's business world. To be successful in social commerce requires a strong brand 

commitment from consumers and well-designed marketing strategies in social media by 

companies (Erdoğmuş & Tatar, 2015). Furthermore, it appears that social commerce is popular in 

various markets such as the clothing market and the housing market, and that social commerce 

is practiced by both large and small companies in a business-to-consumer platform (Erdoğmuş & 

Tatar, 2015).  

Hajli (2014) suggests that customer engagement is a key strategic element in marketing since 

social media lets consumers communicate with brands and create a positive effect on brand 
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evaluation by rating and commenting on the brands’ service or product. Customer engagement 

is “the intensity of an individual’s participation in and connection with an organization’s offerings 

or organizational activities, which either the customer or the organization initiates” (Vivek, 

Beatty, & Morgan, 2012, p. 128). The social media communities give an opportunity for 

companies to produce informational and emotional support, employ digital marketing or enhance 

value of co-creation in branding. Social commerce is based on these commercial activities; thus, 

it is important to study social commerce (Hajli, 2014). Furthermore, companies can implement 

social commerce by using social media as an extension of their own e-commerce website to 

integrate with the users and advertise on social media for commercial purposes, for example by 

using a Facebook brand page (Hajli, 2014).  

Additional studies show that improved customer engagement gives better financial results; this 

also applies to deep involvement with consumers via social media (Stone & Woodcock, 2013). 

Researchers believe that sales-related information and promotions are often used on social 

media as they are strong driving forces for the brand's attention and sales (Erdoğmuş & Tatar, 

2015). Customer engagement is something that allegedly leads to social commerce, by allowing 

customers to engage with the brand on social media creates a kind of relationship between the 

brand and the customers that give rise to social commerce (Erdoğmuş & Tatar, 2015). Yet there 

is little research and no clear definition on what strategies companies can use to engage 

consumers in social commerce. 

 

1.2 Problem discussion 

With the support of the background, we now know that e-commerce is in a developing phase 

thanks to social media's ability to increase customer participation and create greater economic 

value for companies. The development of social media applications has given rise to a new 

paradigm in e-commerce, namely social commerce. Still, there is little research on social 

commerce and no agreed definition of the phenomenon (Huang & Benyoucef, 2013). Recent 

studies have found that companies are facing challenges in aligning their sites to more social 

conditions by implementing features that consider the needs of customers. It is also noted that 

social commerce can be achieved in two ways: either by bringing e-commerce to social media or 

bring social media to e-commerce websites (Huang & Benyoucef, 2015).  

The lack of human presence and other social factors are claimed to be major weaknesses that 

have prevented the growth of e-commerce (Lu, Fan, & Zhou, 2016). However, the rise of social 

commerce can help improve this situation. Social commerce can be viewed as a subset of e-

commerce, which involves using social technologies to facilitate e-commerce transactions and 

activities. Social commerce is essentially a combination of commercial and social activities. (Lu et 

al., 2016). The new challenge for companies is that customers no longer want to be talked to, but 



3 
 

instead want companies to listen, engage and be responsive (Kietzmann, Hermkens, McCarthy, & 

Silvestre, 2011). Small and medium sized enterprises (SME) have started to use social media for 

marketing, communication, sales, customer service and advertising. Companies’ Facebook brand 

page should therefore be managed to increase customers interest and at the same time 

encourage them to create content and share information with other users (Ainin, Parveen, 

Moghavvemi, Jaafar, & Mohd Shuib, 2015). However, the researchers argue that there are not 

enough studies that examine the organizational use of social media and how it effects the 

organisation both a financial and non-financial perspective (Ainin et al., 2015). 

To create customer engagement requires stimuli which then leads to social commerce. Islam and 

Rahman (2016) suggest in their study that companies should develop a content providing relevant 

and timely information to its customers, allowing these customers to visit the contents 

enthusiastically and encourage them to become involved in the content, which in turn leads to 

commitment. Commitment should lead not only to comments and discussions, but companies 

should also encourage customer engagement to a purchase behaviour, as it adds value to the 

company (Islam & Rahman, 2016). Sashi (2012) discusses that a business-to-consumer 

relationship requires trust and commitment towards the company to provide customer 

engagement. Without trust, it is unlikely that the relationship is permanent or intimate (Sashi, 

2012). The studies mentioned above from Hajli (2014), Erdoğmuş & Tatar (2015) and Islam and 

Rahman (2016) argue that customer engagement is an important factor in social commerce, but 

there are limited facts and no clear guidelines on how customer engagement can be created to 

provide added value to businesses through social commerce on Facebook. With the rise of social 

commerce, it is important for companies to identify how customer engagement can be created 

through a marketing channel like Facebook and which content that creates valuable customer 

engagement.  

 

1.3 Purpose 

With support from the background and problem discussion, this study will examine what drives 

customers to engage in social commerce and which type of content on Facebook creates 

customer engagement.  

 

1.4 Research questions 

RQ 1: Why and how do customers engage in social commerce?  

RQ 2: What type of Facebook-content creates customer engagement? 
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1.5 Delimitations 

This study examines customer engagement in a business-to-consumer relationship. Furthermore, 

the research is delimited to Facebook since the platform is the primary marketing channel for 

companies (E-barometern, 2017). This research will only examine Facebook-content created 

through a brand page on Facebook.  

 

1.6 Thesis outline 

This thesis is divided into six chapters as shown in figure 1. Chapter one introduces the subject in 

this study, by providing a problem discussion and presents the research questions. Chapter two 

reviews existing literature and justifies theories used in this research. Chapter three explains the 

research methodology used to collect data. Chapter four present the empirical data followed by 

chapter five which analyses and connects the data to theory. Finally, chapter six concludes 

findings and answer the research questions.  

 

 

Figure 1: Thesis outline 
Source: Constructed by the author 
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2. Literature review 
The chapter presents previous theories that support the research and research questions. 

Theoretical models are presented to understand drivers of social commerce and how customer 

engagement can be created on a cognitive, emotional, and behavioural level. The chapter ends 

with a frame of reference which summarizes the various theoretical parts used in this study. 

 

2.1 Building blocks of social media 

By breaking down social media in various building blocks, we can investigate every aspect of social 

media and its impact on businesses. A framework for the seven functional building blocks have 

been presented from a study made by Kietzmann, Hermkens, McCarthy, and Silvestre (2011). The 

building blocks of social media consists of: identity, conversation, sharing, presence, relationships, 

reputation and groups. Furthermore, the focus on each building block can vary depending on 

social media platforms and by examining each building block companies can gain a better 

understanding on how they should be engaged in the chosen platform (Kietzmann et al., 2011). 

The building blocks do not exclude each other neither do they have to be relevant in a social 

media activity. Each building block is described below by figure 2.  

 Source: Adapted from Kietzmann, Hermkens, McCarthy, & Silvestre (2011, p. 243) 

 

Identity represents the extent to which users reveal their identities. It can include identifying 

information about the name, age, sex, occupation, location and other relevant information. 

IDENTITY 

SHARING 

PRESENC
E 

RELATIONSHIP
S 

REPUTATION 

GROUPS 

CONVERSATION
S 

Figure 2: The seven building blocks of social media 
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Kietzmann et al. (2011) argues that identity is the core of many social media platforms and this 

building block provides basic implications for companies that want to develop their own page on 

the social media. Conversation includes the degree to which a user communicates with other 

users within the same platform. Many people use social media to facilitate conversations 

between individuals and groups, some use conversations to make their message heard and affect 

other users by economic issues, political debates or other humanitarian reasons (Kietzmann et 

al., 2011).  

To be able to integrate with other users requires an exchange and retrieval of information. 

Sharing represents the extent to which users spread content with each other. But if sharing leads 

to conversations and relationships depends on the functional purpose of the specific social media 

platform. Presence represents the extent to which users know if others are available. This includes 

knowing the presence of where users are in the real world. Relationship represents the degree to 

which users can relate to each other, by being able to associate with others can lead to 

relationship conversation, sharing or to just add each other as friends or followers on social 

media. Reputation extends to how users identify with other people's position. Reputation 

encompasses the trust users have the information spread on social media. If the company values 

their reputation, they should effectively engage in social media to provide real information. 

Finally, groups represent to the extent to which users can create interest. If the social network 

has many social functions and users, then larger groups of friends, followers and contacts can be 

created. Kietzmann et al. (2011).  

 

2.2 Social commerce 

Social commerce involves e-commerce activities and transactions delivered through social media, 

where social commerce is a subset of e-commerce (Liang & Turban, 2011). A deeper meaning of 

the phenomenon means that social commerce is the use of internet-based media that allow 

people to participate in marketing activities and sales of products and services in an online and 

offline environment (Zhou, 2013). The platform where social commerce can be exerted is a place 

where people can collaborate online, get advice from trustworthy individuals, find goods and 

services and then complete a purchase (Liang & Turban, 2011). Furthermore, researchers argue 

that social commerce have three major characteristics: social media technologies, interaction and 

commercial activities (Liang & Turban, 2011). The concept behind social commerce is that it 

promotes trade by developing close relationships with customers, reinforces the relationship 

quality, increases sales and then encourages loyalty to the company (Hajli, 2014). 
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2.2.1 Social support 
For social commerce to exist, it’s important to understand the user’s social shopping intention in 

social media. By using underlying factors such as social support and relationship quality, an 

empirical study showed that social support measured by emotional and informational support 

has a significant positive effect for users to conduct social commerce (Liang, Ho, Li, & Turban, 

2011). According to the study “Informational support refers to providing messages, in the form of 

recommendations, advice, or knowledge, that could be helpful for solving problems. Emotional 

support refers to providing messages that involve emotional concerns such as caring, 

understanding, or empathy” (Liang et al., 2011, p. 72). The results showed that social support is 

important in social commerce because it lets the users get closer to each other through a 

supportive interaction. Relationship quality plays a mediating role, measured by trust, 

commitment and satisfaction. Relationship quality is important for customer loyalty and retention 

(Liang et al., 2011). Other researchers found out that the driving factors for social commerce is 

created by social support, social presence and feeds on social media, which in turn is influenced 

by the perceived interactivity, personalization and social features (Zhang, Lu, Gupta, & Zhao, 

2014). The results of the study indicate that these three technological functions (perceived 

interactivity, personalization, social functions) are indirect predictions of social commerce, and 

that social support is a key driver for success in social commerce (Zhang et al., 2014).  

 

2.2.2 eWOM in social commerce 
The Electronic Word of mouth (eWOM) is described as “any positive or negative statement made 

by potential, actual, or former customers about a product or company, which is made available 

to a multitude of people and institutions via the Internet” (Hennig-Thurau, Gwinner, Walsh, & 

Gremler, 2004, p. 39). The social commerce construct is based on social support which includes 

eWOM in terms of forums, communities, ratings, recommendation and referrals (Ahmad & 

Laroche, 2017). In a study based on eWOM in social commerce, where consumer reviews were 

examined as a source for eWOM, researchers found negative reviews to be helpful for potential 

customers since the negative reviews can contain information about shipping, refunds and 

replacements that are valuable for the potential customers, but the positive service-related 

reviews were unlikely to be helpful for the customers since customers took it for granted that the 

associated service would work well (Ahmad & Laroche, 2017).  

 

2.3 Customer engagement 

The most important factor for customer engagement is knowledge-exchange since customer 

engagement can be described as an emotional link between a company and its customers, with 

focus on the interaction with customers and their participation level (Vivek, Beatty, & Morgan, 

2012). Customer engagement is also defined as the intensity of an individual’s participation in an 
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offer or activity initiated by the customer or organization, these customers are defined as current 

or potential. Studies show that customer engagement can be manifested on cognitive, emotional, 

behavioural or social factors. Furthermore, the researchers argue that the cognitive and 

emotional elements of customer engagement include customer’s experiences and emotions, on 

the other hand behavioural and social factors include customer engagement both before and 

after the transaction (Vivek et al., 2012).   

Another explanation for customer engagement is that it is a psychological process that arises from 

a combination of calculative engagement followed by the development of trust and participation 

and ultimately transferred to the emotional engagement (Bowden, 2009). Customer engagement 

is also described as an engagement that does not need to result in a purchase or transaction, 

instead it can be a relationship between a company and a person, where the person helps other 

customers with recommendations by writing reviews and henceforth creates a value for the 

company (Van Doorn et al., 2010).  

 

In a study regarding customer engagement behaviour, behaviour was defined as the level of a 

customer’s cognitive, emotional and behavioural investment in brand-specific interactions 

(Hollebeek, 2011). A cognitive brand activity involves consumer’s awareness or obsession to the 

brand, affective brand activity captures consumer’s brand-related pride or inspiration, while 

behavioural brand activity encompasses physical energy applied in interacting with the brand 

(Hollebeek, 2011). Within the framework of social commerce, the social commerce stimuli include 

promotions, interactivity, personalization, and consumer-generated content on the brand 

(Erdoğmuş & Tatar, 2015). In their study, Erdoğmuş & Tatar (2015) analysed a stimulus-organism-

response model (S-O-R model) showing how stimuli in social commerce effect customer brand 

engagement in three dimensions: cognitive, emotive and activation, which in turn leads to trust 

or a purchase intention to the brand (figure 3). The model is intended to be tested on various 

social commerce platforms to understand if there are any differences related to the effects of 

stimuli on brand commitment, trust and purchase intention. The model includes the most 

relevant stimuli’s in social commerce (Erdoğmuş & Tatar, 2015).  

 

Figure 3: Drivers of social commerce through brand engagement 
Source: Adapted from Erdoğmuş & Tatar (2015, p. 191) 

Social Commerce Stimuli Brand Engagement

Brand trust

Purchase intention

- Sales Campaigns 
- Personalization 
- Interactivity 
- Consumer Generated Content 

- Cognitive 
- Affective 
- Activation 
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Engagement with a Facebook brand page has shown to give positive effects on eWOM activities, 

consumers’ brand awareness and purchase intention, according to a study which analysed the 

influence of a brands’ social media activities on involvement and purchase decision process 

(Hutter, Hautz, Dennhardt, & Füller, 2013). The findings confirmed that social media activities 

influence consumers cognitive and affective stage but annoyance with social media content leads 

to negative effects on purchase intention and decreases eWOM (Hutter et al., 2013).  

 

2.3.1 Customer engagement levels 
From the above literature, a conclusion can be drawn that customer engagement is found in three 

different levels: cognitive level, emotional level and behavioural level (Erdoğmuş & Tatar, 2015; 

Hollebeek, 2011; Vivek et al., 2012). Each customer engagement level is described more 

profoundly below.  

Cognitive level: Customers’ cognitive engagement involves the level of awareness or obsession to 

the brand (Hollebeek, 2011). The cognitive element incorporates the customers’ experience with 

a brand or product (Vivek et al., 2012). Erdoğmuş & Tatar (2015) state that consumers’ cognitive 

engagement level includes the individuals’ thoughts.  

Affective/Emotional level: The emotional level of customer engagement includes a customers’ 

profoundness of brand-related inspiration or pride (Hollebeek, 2011). It can also be described as 

an individuals’ feelings towards the brand (Vivek, Beatty, & Morgan, 2012). Van Doorn et al. 

(2010) point out that the emotional state of a customer can be disgust, regret or anger toward 

the brand. This emotional state can occur unrelated directly to the brand or firm, for example an 

individual can feel regret if the individual has been unfairly treated because of another customer 

has been favoured (Van Doorn et al., 2010). This regret fullness can lead a customer to engage in 

a negative emotional level by searching for alternative brands (Van Doorn et al., 2010). The 

emotional customer engagement can on the other hand be positive; this positive emotion can be 

described as passion for a brand (Hollebeek, 2011).  

Activation/Behavioural level: Behavioural brand activity encompasses physical energy applied in 

interacting with the brand (Hollebeek, 2011). Vivek et al. (2012) describe behaviour in customer 

engagement as the participation by current and potential customers. Furthermore, the 

behavioural and social customer engaging elements are the interactions between individuals 

within the product or a brand. These behaviours can have motivational drivers that go beyond 

purchase, for example by posting a positive brand message or negatively arranging public actions 

against a firm (Van Doorn et al., 2010). Hollebeek (2011) posit that “…activation reflects 

customers reciprocating their perceived brand-related benefits with a degree of positive, dynamic 

energy, and/or time expended on focal brand interactions” (p. 569).  
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Emotional 
Bonds 

2.3.2 Customer engagement matrix 
Sashi (2012) has designed a customer engagement matrix describing different types of customer 

engagement. High or low relational exchange along the horizontal axis shows the connection with 

high or low emotional bond along the vertical axis in Figure 4. It is ideal for a company to have 

many customers who are fans, but Sashi (2012) argues that the seller also needs delighted 

customers, loyal customers and transactional customers as these can be converted into fans in 

the longer term. Social media facilitates the ability to connect with current customers and non-

customers. The interaction of these customers increases the likelihood to satisfy these 

transactional customers, create loyal and delighted customers and later turn them into fans 

(Sashi, 2012).  

 

  

Delighted 
Customers 

Fans 

Transactional 
Customers 

Loyal  
Customers 

 

 
 

 

 

Transactional customers are created when relational exchange is low and the emotional bond is 

low. Transactional customers are price-sensitive and prone to offers. This kind of customer 

engagement has a minimal personal relationship with the seller and entails no expectation of 

future transactions, interaction is limited to a certain transaction. In contrast, Sashi (2012) claims 

that the transactional customers are the source of customers for the other cells in the customer 

engagement matrix. Only if the transactional customers are satisfied, they can turn into either 

loyal customers and satisfied customers, and then into fans.  

Delighted customers have low relational exchange but high emotional ties. This occurs when 

customer expectations are exceeded resulting in positive emotions and a higher level of 

satisfaction. But the low exchange ratio indicates that customers’ interaction with the seller is not 

 

High 

 

 
 

Low 

 

         Low         High 
Relational  
Exchange 

Figure 4: Customer engagement matrix 
Source: Adapted from Sashi (2012, p. 265) 
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frequent and transactions are rare. Yet delighted customers can develop an emotional 

commitment to a seller which can make them a proponent of a product, a company or a brand. 

The emotional involvement is positively related to the word-of-mouth communication as 

delighted customers tend to convey their joy with other users connected to social media. 

Furthermore, Sashi (2012) says that delighted customers can be transformed into fans.  

Loyal customers are not emotionally tied to a vendor, but they are loyal because of rationality. 

This type of relationship lasts over time because there are obstacles to end the relationship. The 

obstacle may be switching costs and the lack of other providers. It is unlikely that loyal customers 

recommend a vendor. A seller can, however, manage to get loyal customers more involved 

through the development of trust, which in turn leads to a higher emotional involvement. This 

development can move the client higher up in the emotional bond and lead the customer into 

becoming a fan (Sashi, 2012).  

Fans arise when relational exchange is high and the emotional bond is high. This relationship is 

based on the collaborative outcome and mutual adaptation. Fans have long-term relationships 

with an emotional/affective and calculative commitment. These customers are both delighted 

and loyal to the seller.  

 

2.4 Content type 

The following literature about content type on social media will help us understand the relation 

between a Facebook brand page-post and customer engagement. The study represents four 

different content type of posts, where liking, commenting and sharing was used as a behaviour 

to measure users’ online engagement (Luarn, Lin, & Chiu, 2015). Informational posts contain 

information about the brand, a product and marketing activities. The informational posts enable 

users to make a better choice while purchasing a product since users are being informed about 

the alternatives (Luarn et al., 2015). The informative content about the brand or product will then 

motivate brand fans to consume or participate in the content (De Vries, Gensler, & Leeflang, 

2012). Entertainment posts contain stories, slogans, wordplay or humorous videos that are not 

product or brand-related. Information enhanced with entertaining posts are positively correlated 

to a higher intent to revisit a web site (Luarn et al., 2015). Remuneration posts contain 

promotions, coupons, trials and offers intended to create attention. Remuneration posts regard 

activities that promote a company and its products. Social posts contain messages that encourage 

user participation by questions and statements which give the users an opportunity to respond 

(Luarn et al., 2015).  
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2.4.1 Engagement typology 

To help us understand the diversity in how social media can be used for interacting with 

consumers, researchers have proposed a holistic typology which includes engagement through 

Facebook brand page messaging (Coursaris, Van Osch, & Balogh, 2013). The typologies in table 1 

are meant to advise future descriptive and explanatory research “…that aims to compute 

correlations between the messaging categories proposed in the typology - and other dimensions 

of Facebook or Social Media marketing - and consumer engagement metrics” (Coursaris et al., 

2013, p. 10).  

 
TABLE 1: Engagement typology 

Typology Engagement through typology on Social Media 

Assistance Posts that include advice, improvement, life tips, recipes for the consumer 

Community Posts that encourage consumers to follow one of the brand’s other social media 

platforms (e.g. Twitter, YouTube) 

Like Posts that specifically point consumer to “Like” a message 

Photos/Videos Posts which directs consumer to look at new photo albums and/or videos posted by 

the brand 

Polls Posts that request information or prompts answers from the consumer through 

multiple-choice questions 

Questions Posts that request information or prompts answers from the consumer through fill-in-

the-blank or open-ended questions 

Appreciation Posts that recognize and show gratitude for consumer support 

Directional Post that direct a consumer to click/do something (except for Liking) 

Source: Adapted from Coursaris, Van Osch, & Balogh (2013, p. 7) 

 

2.4.2 AIDA-model 

According to Hassan, Nadzim & Shiratuddin (2015), the AIDA model can be applied on interactions 

through internet. The AIDA model includes four steps: attention, interest, desire, and action. The 

researchers mean that even in a world of interactive communication and social networks, users 

still need to be aware of an existence of a product, show interest to the product based on the 

information that is given, then be able to express a desire to get the product, and finally take 

action to make a purchasing decision (Hassan, Nadzim, & Shiratuddin, 2015). The AIDA model has 

three engagement levels, the first cognitive level includes when the user draws attention to a 

product or information, the next emotional/affective level lets the consumer get an interest for 

the product or information offered, this leads to a desire to obtain the product. At the last 

behavioural level action takes place (Hassan, Nadzim, & Shiratuddin, 2015). In their study, the 

researchers proposed a marketing strategy in social media, which can be applied by SME. The 
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strategy presented in table 2, shows a guideline to how companies can optimize the use of social 

media for marketing purposes. 

 

TABLE 2: AIDA strategy for marketing on Social Media 

Steps Engagement Strategy 

 

 

 

 

 

ATTENTION 

 

 

 

 

 

Cognitive level 

a) Advertise on social media sites through the social media gateways. 

b) Become a follower in other social media accounts to make 

yourself/business known to others. 

c) Use tagging in social media properly. 

d) Create a controversy on your product so that people will talk about it. 

e) Use search engines to locate potential customers. 

f) Use referrals by existing customers or fans. 

g) Use traditional marketing strategies such as billboards, flyers, stickers, road 

shows and newspapers. 

h) Create cross linkages in all social media and websites to generate visitors. 

i) Advertise on websites of suppliers and collaborators. 

 

 

 

INTEREST 

 

 

 

Emotional/ 

Affective level 

a) Provide clear information about the products, which include a brief 

description of their main features, price and pictures. 

b) Pictures of products (if relevant) should be of different angles. 

c) Provide a clear information about the company, which includes name of the 

company, contact number and link to the website. 

d) Provide timely and up-to-date information about products or service 

offered. 

e) Once a new product is released, advertise quickly in social media. 

 

 

 

DESIRE 

 

 

 

Emotional/ 

Affective level 

a) Give promotions – special discounts, buy one get one, early birds etc. 

b) Organize contest and free gifts. 

c) Update social media wall regularly. 

d) Provide catchy wall notes with attractive pictures of products regularly. 

e) Monitor the comments and feedbacks from followers and responding 

quickly. 

f) Offer good pre-sales customer service. 

 

ACTION 

 

Behavioural 

level 

a) Clear ordering process. 

b) Clear information on payment options. 

c) Delivery options.  

Source: Adapted from Hassan, Nadzim, & Shiratuddin (2015, p. 268) 
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2.5 Frame of reference 

The frame of reference in table 3 summarizes the literature that will be used as a base in this 

study to answer research question one and two presented in chapter 1.  

 

TABLE 3: Frame of reference 

Research question Literature Concept Reference 

RQ 1:  

Why and how do 

customers engage 

in social 

commerce? 

 

Building blocks of 

social media 

- Identity 

- Conversation 

- Sharing 

- Presence 

- Relationship 

- Reputation 

- Groups 

Kietzmann et al. (2011) 

Social support - Informational support 

- Emotional support 

Liang et al. (2011) 

eWOM in  

Social commerce 

- Negative reviews 

- Positive reviews 

Ahmad & Laroche (2017) 

Customer 

engagement levels 

- Cognitive 

- Emotive/Affective 

- Activation 

Hollebeek (2011) 

Van Doorn et al. (2010) 

Vivek et al. (2012) 

RQ 2:   

What type of 

Facebook-content 

creates customer 

engagement? 

 

Content type 

 

- Informational 

- Entertainment 

- Remuneration 

Luarn et al. (2015) 

 

Engagement 

typology 

 

- Assistance 

- Community 

- Like 

- Photos/Videos 

- Polls 

- Questions 

- Appreciation 

- Directional 

Coursaris et al. (2013) 

Source: Constructed by the author  
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RQ 1: Why and how do customers engage in social commerce? The building blocks of social 

media will be used to understand the structure of social media as well as investigate which 

building blocks that are mostly used by customers in social commerce, with Facebook as a 

platform (Kietzmann et al., 2011).  Theory about social support will be used to understand what 

engages customers to involve in social commerce, since these are the underlying factors for social 

commerce (Liang et al., 2011). Ahmad & Laroche (2017) mean that in social commerce, negative 

reviews have a greater affect on consumers than positive reviews, this theory will be used to 

understand if it has the same outcome on Facebook. The customer engagement levels from the 

literature in 2.3.1 will be used to understand how consumers engage with brands and companies 

on the three engagement levels: cognitive, emotional/affective and activation level (Hollebeek, 

2011; Van Doorn et al., 2010; Vivek et al., 2012).  

 

RQ 2: What type of Facebook-content creates most customer engagement? The literature about 

different content types of posts: informational, entertainment and remuneration (Luarn et al., 

2015)., will be used as a foundation to analyse the types of content consumers already are 

exposed to on social media and how they engage with Facebook brand pages. The engagement 

typologies presented by Coursaris et al. (2013) will be used to investigate which type of 

engagement typology that creates customer engagement in social commerce by using Facebook 

as a platform. The typologies are usable since this research is descriptive. Figure 5 below presents 

how the literature will be used in this research on Facebook brand pages. The AIDA-model in table 

2 presents how companies can create customer engagement within the three customer 

engagement levels. The model contains strategies outside social media and will not be used in 

the frame of reference since this study is examining how customers engage on Facebook brand 

pages.  

 

Figure 5: Facebook-content model 
Source: Constructed by the author  

Facebook brand page 
post

Content type:
- Informational
- Entertainment
- Remuneration

(Luarn et al., 2015)

Metrics:
- Reactions
- Comments
- Shares

(Appendix 3)

Engagement 
typology

(Coursaris et al., 
2013)

Typologies:
- Assistance
- Community
- Like
- Photos/videos
- Polls
- Questions
- Appreciation
- Directional
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3. Methodology 
This chapter describes the research methods used in this study to obtain relevant information 

and to answer the purpose and research questions. The chapter presents research purpose, 

approach and strategy followed by data collection and sample selection. The chapter concludes 

by discussing the validity and reliability of the collected material. 

 

3.1 Research purpose 

There are three classifications in the field of research: descriptive, explanatory or exploratory. 

The choice of research purpose depends on how the research questions are formulated. A 

descriptive study is applied when the researcher wishes to describe people, events or situations 

objectively. The explanatory study aims to explain a problem or situation in order to describe the 

connection between different phenomena. An explorative study takes place when the researcher 

wants to investigate different phenomena to create an understanding of the problem. Within 

these three classifications, descriptive research is considered as the most abundant and 

explorative research as the most profound (Saunders, Lewis, & Thornhill, 2009).  

This study investigates why and how customers engage in social media with the emergence of 

social commerce, as per research question 1. Since the phenomena is new and there is little 

research done to clarify how companies can act to create customer engagement in social 

commerce, an exploratory study was applied. An exploratory study aims to create an 

understanding of the problem by investigating different phenomena and thus find out new 

insights in the subject (Saunders et al., 2009), which in this case corresponds to social commerce 

and customer engagement.  

A descriptive study was applied for research question 2, since the character of research question 

2 is best suited to objectively examine what Facebook content creates customer engagement. 

The variables used in the descriptive study are the different content types and engagement 

typologies presented in the frame of reference in chapter 2. These variables will be analysed to 

describe how companies use Facebook brand pages to create customer engagement by using the 

metrics; reactions, comments and shares. Since there is little research done in social commerce, 

the descriptive nature of this study will help to analyse new insights and findings on customer 

engagement. 

 

3.2 Research approach 

A research approach can either be deductive or inductive (Saunders et al., 2009). A deductive 

approach tests already existing theory and an inductive approach builds theory by collecting data 

from hypothesis which generates theory (Bryman & Bell, 2013). This study uses a deductive 
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research approach since theories from the literature in chapter 2 are used as already existing 

theories to answer the research questions by discussing the outcomes. 

The research approach is also defined by quantitative, qualitative or a mixture of both (Saunders 

et al., 2009). This study uses a mixture of both quantitative and qualitative approach as the data 

being analysed will be collected in both ways. A quantitative approach is mainly used when the 

research can be answered by numerical data, such as questionnaire, graphs or statistics (Saunders 

et al., 2009). A qualitative approach is used when the data collection is non-numerical, for 

example by interviews or by categorizing data with words (Saunders et al., 2009). Qualitative 

research places more emphasis on words, contextual understanding and proximity to the people 

being studied (Bryman & Bell, 2013). A mixed method in this research will help us answer the 

research questions. The qualitative research approach followed by interviews will support the 

exploratory characteristic of research question 1 and the quantitative approach will support the 

descriptive nature of research question 2.  

This study uses a multiple data collection method defined as triangulation, which delivers 

stronger validation of a study’s construct (Eisenhardt, 1989). The quantitative and qualitative data 

collection will verify customer engagement on Facebook. Triangulation of data sources in case 

studies help explore the phenomena being studied in multiple perspectives (Baxter & Jack, 2008). 

In this study the phenomena is social commerce on Facebook.  

 

3.3 Research strategy 

The choice of a research strategy is directed by the research questions, the amount of resources 

inclusive time that is available and the amount of existing knowledge (Saunders et al., 2009). 

Considering that the research purpose is exploratory and descriptive, a case study is best fitted 

for this research. According to Baxter & Jack (2008), case study should be considered when the 

researcher wants to answer “why” and “how” questions. Saunders et al. (2009) argue that a case 

study also can be used when answering questions involving “what”. The research questions in 

this study involve “how” “why” and “what” therefore a case study is best suited. An exploratory 

case study is applicable in this research due to the “how” and “why” questions that are being 

examined by RQ 1, have no single set or clear outcomes (Baxter & Jack, 2008). A descriptive case 

study will be used to answer RQ2 involving “what”, because we are seeking to describe what 

Facebook content creates customer engagement, which will objectively be studied in a real-life 

context (Baxter & Jack, 2008).  

A case study can be done with different strategies; single or multiple case and holistic or 

embedded case (Saunders et al., 2009). The case study applied in this study will be multiple and 

embedded since different Facebook brand pages are being examined as each case while doing a 

content analysis, and different focus groups will be examined as each case. While doing a multiple 
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case, several cases are examined to understand differences and similarities between the cases 

(Baxter & Jack, 2008). An embedded case strategy will be applied as the research concerns 

customer engagement through Facebook content, the sub-units that are being examined within 

the organization equals to the number of reactions, comments and shares. A holistic case strategy 

would be applied if the research studied the organization Facebook (Saunders et al., 2009)., 

however this is not applicable in the current study.  

 

3.4 Data collection 

The following methods can be used to collect data in case studies; interviews, observations, 

questionnaires and archives (Eisenhardt, 1989). Primary data is created by focus groups, 

interviews and questionnaires, while secondary data can be defined as already published 

summaries (Saunders et al., 2009). This study uses primary data collection to answer the research 

questions, and secondary sources from appendix 1 which describe customer engagement metrics, 

as a background to collect the primary data. Due to time limit the data collection will be cross-

sectional which means that the study will take snapshots from a time horizon to examine a 

particular phenomenon at a certain time (Saunders et al., 2009). 

Interviews can be structured or semi-structured, which are used to collect qualitative data 

(Bryman & Bell, 2013; Saunders et al., 2009). Interviews let us answer “what”, “how” and “why” 

type of questions (Saunders et al., 2009). This study has used a group interview technique called 

focus group to answer research question 1. Focus groups concentrate on a specific issue, topic, 

product or service and include respondents for an interactive discussion between them (Saunders 

et al., 2009). Two different focus groups were examined in this exploratory study, as this method 

is useful to explore the respondents experience and knowledge (Sagoe, 2012). Individual 

interviews were excluded in this study since the researcher believed that focus group interviews 

would generate new insights between the respondents and create more qualitative data. Bryman 

& Bell (2013) mean that an individual can give a single answer but after hearing other respondents 

reply, the individual may add more of its own opinion.  

A discussion guide was created to collect focus group data (Appendix 3). The questions were 

developed based on theories chosen in the frame of reference. The data collected by focus groups 

will be used to improve previous knowledge and help us get new insight about the topic (Sagoe, 

2012). Since it is difficult to note down what each participant says without losing information, all 

focus group discussions were audio-recorded. The records were later used for data analysis. The 

respondents were informed and asked if they agreed that the session would be audio-recorded. 

Video recording was excluded from the data collection because the respondents can be 

uncomfortable knowing that their opinions and movements are captured (Sagoe, 2012). Audio-
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recording made the discussions less rigid, since the respondents felt more comfortable with only 

recording their voice.  

Observations are used to directly observe people’s behaviour without having to use survey as a 

method to answer same questions (Bryman & Bell, 2013). Observations can be divided into 

participant observation or structured observation. A participant observation lets the researcher 

involve in activities and consequently become a participant itself, this lets the researcher share 

their own experience and feel what is happening in the moment (Saunders et al., 2009). Since 

participant observations are time consuming a structured observation will be used in this time 

restricted study. Structured observations let us quantify behaviours by using coding schedules to 

collect data (Saunders et al., 2009). 

This study will observe data by performing a content analysis of Facebook brand pages to answer 

research question 2. The coding schedule used in this study is based on the literature chapter 2.4 

Content type. The coding schedule tested in this research is off-the-shelf, which means already 

existing (Saunders et al., 2009), since it is based on previous studies made through business 

perspective. However, the coding schedule is adapted to suit this research by consumer 

perspective. The customer engagement metrics that will be used are number of reactions, 

comments and shares (Appendix 1) depending on Facebook content. The strategies on the coding 

schedule address how businesses act on Facebook and the metrics which is collected by 

observations and content analysis are based on how consumers’ response by engaging 

themselves through different metrics. The time interval chosen for collecting the data are all 

informational, remuneration and entertainment posts that have been posted between March 

2017 – April 2017. The consumers have had enough time to interact with the posts since the data 

collection was done in the beginning of May 2017. The usefulness of a post on Facebook is 

between two to three hours, during this time most impressions are produced (Appendix 1). Since 

all posts created by brands on Facebook contained messages which encouraged user participation 

and gave the opportunity for users to respond by reactions, comments and share, the content 

type social post is included in each content type that has been observed and will not be analysed 

as an own category.  

 

3.5 Sample selection  

Due to time restriction and limited sources a non-probability sampling was applied. Non-

probability sampling allows researcher to select samples built on a subjective judgement 

(Saunders et al., 2009). A judgmental sampling is best suited for this research as it allows the 

researcher to choose cases based on own judgement that will allow to answer the research 

questions (Ibid.). Because of time restrictions the study will have small cases and therefore a 

judgmental sampling is used. 
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3.5.1 Focus Group selection 

The respondents selected for the focus groups were chosen based on how familiar they were to 

the topic being discussed. All respondents use Facebook frequently and follow at least one 

Facebook brand page. The respondents were recruited by referrals through word of mouth and 

by personally asking them on Facebook to join in this study. The participants were later combined 

to create an optimal focus group, considering the respondent profile in table 4. The size of a focus 

group is important as it effects the quality of a discussion; small groups can lead to non-active 

discussions but large groups can lead to some respondents not being able to express themselves 

(Sagoe, 2012). A focus group can have between four to twelve respondents (Bryman & Bell, 2013; 

Sagoe, 2012; Saunders et al., 2009). The size can be determined based on if the group is 

homogeneous or heterogeneous. Heterogeneous groups generate diverse opinions without 

respondents having a fear of appearing different to others, while homogeneous group tend to let 

respondents feel comfortable while speaking to each other, but an open response may not 

generate diversity in the discussions. (Sagoe, 2012)  

The focus groups were homogeneous in the sense of each group was a mixture of respondents 

that had studied different fields at University. The respondents knew at least one participant in 

the focus group before the discussion took place. The homogeneous focus groups were chosen 

mainly because respondents would feel comfortable talking to each other. Since the focus groups 

were not heterogeneous there is a risk of not getting a diversity in their opinions.   

 

TABLE 4: Respondent profile - Focus groups 

Focus group  Respondent Gender Age Occupation Duration 

Alpha A Female 24 Student 55 min 

B Female 25 Student 

C Female 28 Student/Young professional 

D Female 24 Student 

Beta E Male  25 Student 60 min 

F Male 23 Student 

G Male 30 Young professional 

H Female 25 Student/Young professional 
 

3.5.2 Content analysis selection 

The content analysis was based on two case studies within the same branch (Table 5). Each case 

study included one brand that is SME and one which is large. Due to time restriction, this study 

examined two brands performing in the same branch. Social commerce is a subset of e-commerce 

that’s why brands that are active on Facebook and have e-commerce were chosen. The Facebook 

brand pages that have been selected are in the home interior branch and mainly target Swedish 
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speaking audience since their Facebook content is written in Swedish. According to E-barometern, 

(2017) the home interior branch in Sweden has grown with 26 percent during year 2016, majority 

of the consumers are women and young adults. Royal Design was chosen since the company is 

the Nordic region's leading e-commerce provider in design, furniture and home furnishings, they 

have an ambition to offer the world's best brands for the entire home. IKEA was chosen since it 

is a large company who offer a wide range of home interior items at as low price as possible, and 

has e-commerce. The number of followers presented in table 5 are per 14th May 2017 

(Socialbakers, 2017a).  

 

TABLE 5: Facebook brand page profile - Observations 

Case Company/brand Facebook username Followers Branch  

Case 1 Royal Design RoyalDesign.se 56 044 Home interior 

Case 2 IKEA IkeaSverige 456 900 Home interior 

Source: Socialbakers (2017b) 

 

3.6 Data analysis 

After collecting the data by focus group discussions and content analysis, it was later analysed 

qualitatively and quantitatively. The quantitative data needed to be summarized with diagrams 

and statistics, while the qualitative data needed to be summarized and categorized by words. 

Saunders et al. (2009) has done a distinction between how qualitative and quantitative data is 

analysed in Table 6.  

 

TABLE 6: Distinctions between quantitative and qualitative data 

Qualitative data Quantitative data 

- Based on meanings expressed through 
words 

- Based on meanings derived from numbers 

- Collection results in non-standardized data 
requiring classification into categories 

- Collection results in numerical and 
standardized data 

- Analysis conducted through the use of 
conceptualization  

- Analysis conducted through the use of 
diagrams and statistics 

Source: Adapted from Saunders et al. (2009, p. 482) 
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3.6.1 Focus group analysis 

The qualitative audio-records from each focus group discussion have been transcribed. 

Transcribing means reproducing an audio-record into written words (Saunders et al., 2009). The 

transcribing took place directly after each focus group discussion had ended, since it decreases 

loss of important information which can occur from poor memory (Sagoe, 2012). The answers 

from discussion guide in appendix 3 were compared to the theoretical frame of reference. The 

transcripts were later coded into different categories based on literature from the frame of 

reference in chapter 2. The categories being analysed are: building blocks, social support, eWOM 

in social commerce and customer engagement levels in social commerce.  

 

3.6.2 Content analysis 

The content analysis was made quantitatively by observing two Facebook brand pages, by using 

an observation protocol (appendix 3). Figure 6 presents how the data collection from content 

analysis was made. All posts between April to May 2017 on Royal Design and IKEA’s Facebook 

brand page were analysed and divided into three categories: informational post, entertainment 

post or remuneration post. These three content types were identified by comparing each post to 

the theoretical frame of reference in chapter 2. The customer engagement within each content 

type was measured by three metrics: reactions, comments and shares. Each content type was 

later examined profoundly and divided in eight different engagement typology sections. The 

engagement typologies were quantitatively analysed to see which engagement typology each 

content type contained (appendix 2). The data was compiled in Excel and summarized by pivot 

tables.  

 

 

Figure 6: Content analysis of Facebook brand pages 
Source: Constructed by the author 

Facebook brand page 
post

Content type:
- Informational
- Entertainment
- Remuneration

Metrics:
- Reactions
- Comments
- Shares

Engagement 
Typology

Sections:
- Assistance
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- Like
- Photos/videos
- Polls
- Questions
- Appreciation
- Directional
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3.7 Validity 

Validity refers to the extent where the findings in a study measured what it was intended to 

measure (Saunders et al., 2009). There are threats to validity which should be considered when 

approaching methodology in a study, the threats are: history, testing, instrumentation, mortality 

and maturation (Saunders et al., 2009). Validity in structured observations refer to if the 

measurements observe what they are meant to measure (Bryman & Bell, 2013). External validity 

in focus group refers to if the results are generalizable in different situations or individuals (Sagoe, 

2012). The validity in focus groups can be strengthened by neutral locations, informing the 

respondents about how long time the discussions will take, size of the group, duration of the 

session and how many focus group sessions the study will examine (Sagoe, 2012). This study has 

taken place in a neutral location such as a home environment, the respondents were informed 

about the duration of the session in the beginning of the recruiting process and two focus groups 

were chosen to fit the restricted time of this study. The validity in observations was strengthened 

by choosing Facebook brand pages which contained the information being measured by the 

observation protocol.  

 

3.8 Reliability 

Reliability refers to the extent where the collected data methods result in consistent findings, 

which means that same data collection can be made by different researchers (Saunders et al., 

2009). The following three questions presented by Saunders et al. (2009) should be considered: 

1. Will the measures yield the same results on other occasions?  

2. Will similar observations be reached by other observers? 

3. Is there transparency in how sense was made from the raw data? 

The data which has been collected and analysed in this study is based on the interpretation by 

presented literature. The reliability in focus group discussions is strengthened as the questions in 

the discussion guide were designed related to the literature chosen in the frame of reference 

(appendix 3). The reliability in this study is strengthened since the observations have taken place 

by minimal interaction. The observed data has been collected by an observation protocol, which 

would give the same results if another researcher performed it. The time period of collected data 

has taken place after the usefulness of a post, which is between two to three hours.  
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3.9 Methodology overview 

Table 7 below summarizes the study's research design regarding purpose, approach, strategy, 

data collection and sample selection.  

 

TABLE 7: Methodology overview 

Research design Method selection Details 

Research purpose Exploratory 
Descriptive 

RQ 1 
RQ 2 

Research approach Deductive qualitative & quantitative 

Research strategy Case study multiple & embedded 

Data collection Focus groups 
Observations 

RQ 1: group interviews, qualitative 
RQ 2: content analysis, quantitative 

Sample selection Non-probability sampling RQ 1: Group Alpha, Group Beta 
RQ 2: Case 1 Royal Design, Case 2 IKEA 

Source: Constructed by the author 
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4. Empirical data 
This chapter presents the empirical data that has been collected through two focus group 

discussions and content analysis on two Facebook brand pages. The empirical data is presented 

under each research question by categorizing each discussion-theme during focus group 

sessions, and the content analysis is presented quantitatively by content type and typology. 

 

4.1 Focus group data  

Each category will present data collected by focus group Alpha and focus group Beta. The category 

social media will present Why and how customers engage with Facebook, to get an understanding 

on what the consumers’ intentions are. The category social support will present Why and how 

consumers engage in social commerce and what their aim is by involving in social commerce. The 

customers’ engagement levels are integrated in the answers below, and will be analysed in the 

following chapter five. 

 

4.1.1 Social media 

Alpha: The group agrees with that the core purpose for using Facebook is to maintain social 

contact with friends and family and not to be spammed with marketing materials like 

advertisements and banners. One participant point out that it enables her to keep in touch with 

both friends that she has in another country, and even shops that has been visited during the stay 

in a particular country. Some use Facebook to communicate with their surroundings and be 

updated on what’s happening in other’s life. Some respondents engage with Facebook to see if 

the companies and brands that they follow have any news or offers. The group also agree that 

Facebook is a place for pastime but also lets the users interact with others who have same 

interests. The respondents agree that the good aspects of Facebook are that they can keep in 

touch with friends just by tagging other Facebook friends in posts that have internal jokes, this 

either done through tagging directly or by sharing a post in a private message through messenger, 

which is Facebook’s chat function. The group agrees with that the chat function is important to 

keep in touch with other people and acquaint who may live far apart. Two participant agreed that 

groups on Facebook are important while having projects together. It is an easy way to reach out 

to targeted people who you are making plans with.  

The respondents mostly follow clothing companies. One respondent said that she follows 

companies on Facebook who are attractive to her, companies who have discounts on their 

products but also companies who may have job offerings through Facebook. Other companies 

that the respondents follow are NGOs and local boutiques. Another respondent says that if you 

are going to follow something there should be a need to quickly be updated. The respondents 
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mean that the positive about Facebook is that if the you are looking for a product launch or a 

special discount, it appears faster to the consumers who already are following the Facebook 

brand pages. One respondent argues that consumers can stay up to date without having to think 

about a product launch or discount, as the Facebook pages automatically reminds the consumers 

through social media, the group agrees. One respondent continues by adding that the companies 

on Facebook should constantly be reminding their existence to the followers, e.g. through 

updates and news on their Facebook brand page, without needing the follower to actively go in 

and look for updates and news themselves. Another respondent agrees and says that she follows 

H&M to see the latest trends and get inspiration, but she follows news sites on Facebook to stay 

updated with the outside world. The third respondent agrees with both and says that there must 

be some kind of personal engagement with the company or page that she follows. There must be 

a connection with the company, either by having lived in the country where the company is 

located. For example, the third respondent had lived in South America for a while and thereby 

followed different companies which she visited during her stay. The respondent says that it is a 

reminder that she has been there and that is why it gives her motivation to engage with the 

Facebook brand pages from South America.  

Beta: The first respondent use Facebook for project work and to keep in touch with old friends 

that the respondent does not see on a daily basis. One respondent says that he uses different 

social media platforms for different purposes; Facebook is used mostly to create groups e.g. for 

project work and to coordinate people, Instagram for pictures and Twitter to follow important 

people and be updated on the stock market. The group agrees. Another respondent says that she 

uses Facebook to keep in touch with her family. The third respondent says that he uses Facebook 

to involve in groups and friends but the primary use of Facebook includes the group function, he 

keeps in touch with his friends through more traditional methods like SMS or by calling them. The 

fourth respondent thinks that the event function on Facebook is the best, since it is easy to create 

events, and easy to invite many people and spread the event to become more viral. The fourth 

respondent uses Facebook mainly to stay updated on events and follows a lot of artists because 

new music is usually shared on Facebook. The fourth respondent also agrees that family members 

can be contacted by other means, thus it is not important to stay in touch with them by Facebook. 

Group Beta mostly follow clothing companies and news sites. One respondent is restrictive with 

what is been liked and followed on Facebook as other Facebook users can see it. Another 

respondent adds that everything was exiting when Facebook was new, but after Instagram and 

Snapchat was created the excitement subsided. The respondent has found himself back to 

Facebook by liking brands and following pages that is of his most interest, and thus has created a 

stream on Facebook which is more exiting and engaging for the respondent. The reason the 

respondents follow different Facebook brand pages is because they are interested in their 

products and they want to buy their products. One respondent point out that if he has purchased 
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a product and become satisfied, then he has started to follow the brand through Facebook. 

Second respondent agrees and says that new companies are often not detected through 

Facebook, you know them through other Sources e.g. has physically purchased in their shop, but 

later add them on Facebook to stay updated.  

  

4.1.2 Social commerce 

Alpha: The first respondent says that the positive effect by engaging with Facebook brand pages 

is that it lets the users see what their Facebook friends like. It gives them the opportunity to share 

a content that they like directly to their Facebook friends, either by tagging them in a comment, 

sharing the post on their wall or sharing it privately through messenger. This is something which 

is impossible to do through other channels. Second respondent agrees and says that on Facebook 

you can almost shop with friends without even having to visit the store, which she thinks is great. 

The second respondent says that online shopping is much bigger and has more options and it's 

growing all the time. The respondent adds that a website is very standardized and it is made to 

suit the user but it doesn’t let a user see for instance that a certain product has also been brought 

by other customers. The respondents argue that there are very few customer reviews on websites 

because few people write reviews on websites as it is more circumstantially. The respondents say 

that they can quickly post a comment on a Facebook page, because they are already connected 

to Facebook with other friends. A respondent says that on Facebook you quickly notice if a 

product is good or bad because people like or dislike by selecting the new reaction buttons and 

comment on posts more quickly. Another respondent adds that the credibility of a product or 

service increases if a Facebook friend shares a post from a Facebook brand page. One respondent 

argues that it is easier to talk to someone in a store but it is difficult to negotiate and make a 

statement that makes a difference, because most of the staff are busy as they are working on a 

“ground level”, and their duty is mainly to help customers with minor issues. The respondent feels 

that you usually need to contact someone who works higher up, which is harder to get hold of in 

a store, but on Facebook you get a quicker response.  

The respondents do not usually contact companies on their Facebook brand pages for customer 

service but as they start to discuss it appears that one respondent has contacted a clothing 

company where she often shops, the respondent now has a more loyal relationship with them 

and the shopkeepers even know her by her name, hence she feels more comfortable to ask them 

for support by Facebook. The respondent does not write on Facebook brand pages because she 

does not want to publicly show what she is satisfied or unhappy with, she does not use Facebook 

to comment on Facebook brand pages. The respondent believes that it if she is unsatisfied then 

it should be discussed between her and the staff, without letting it become viral to others.  
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Two other respondents say that they have contacted companies through Facebook for minor help 

such as opening hours or other questions that they did not get an answer of by other options, 

since they could not reach the company through their other channels. The fourth respondent says 

that she also has contacted companies on Facebook and argues that people often write on 

Facebook brand pages if they have tried to get in touch with the companies’ customer service but 

have not got an answer, the people who write on Facebook are usually not satisfied with the 

customer service and use Facebook brand pages as last resort. One respondent would write on 

the company’s Facebook brand page if she felt that she didn’t had been heard or taken seriously. 

That would lead other customers on Facebook to become aware of how the customer support 

has worked. The respondent continues by saying that she can demand more from the company 

through Facebook by describing the incident and then asking them publicly if they can 

compensate her. The second respondent agrees that as a last alternative it is fantastic that you 

can write on Facebook and it becomes so public. The second respondent adds that if you do not 

get the help you need by email or by calling, you can always reach the company via Facebook, 

because nobody wants bad publicity and by Facebook you get a quicker response. The respondent 

say that even though calls are recorded when calling customer support, people around do not 

know about it. The respondent continues; by writing on Facebook brand pages gives more power, 

if what is written is meaningful. Since people have many opinions on Facebook, the respondent 

believes that any newspaper can snap it up and spread it through media, if the company does not 

respond quickly enough. The third respondent adds that you expect everything to be good and it 

is when something is not good that you share your opinion. When it comes to companies, it's 

usually negative situations that you share. 

The respondents like to engage in social commerce through informational support rather than 

emotional support. They agree that they benefit more from informational support if they want to 

buy a product, but emotional support in social commerce can be good if an issue had occurred 

with a brand or a product. One respondent says that a single customer is extremely small for a 

large company and if a large company shows an emotional support through empathy, it can be 

seen as a mockery for the respondent. On the other hand, if other Facebook users show emotional 

support then it is positive because what you write is acknowledged by other users showing 

empathy by like or commenting the statement you have made. The respondents believe that the 

positive effect in social commerce is that you can get people on your side and an actual answer 

from the company. One respondent adds that she wants more empathy by SME than by large 

companies, because you have more attachment to them e.g. shop in their boutique more often.  

The respondents have engaged in social commerce through discounts or coupons. One 

respondent has seen discount coupons and then used it by continuing the buying process on the 

firm’s website. The respondents have gone to the companies’ website to look closer on what they 

can get by an offer they have seen on Facebook. E.g. by seeing the collection.  The respondents 
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have not bought a product directly on Facebook but become aware of campaigns and later used 

it. Another respondent says that to involve in social commerce it requires that a Facebook friend 

has shared or recommended something. The respondents want reassurance through a friend to 

trust a website and confirm a purchase. All respondents in group Alpha have engaged themselves 

in a Facebook brand page by liking a post. One respondent says that she has liked a product or 

campaign that is good to alert the company that they should continue to have similar content on 

their page. Another respondent says that by liking you create an awareness about the post to 

others on your Facebook because it can show up on their wall. By liking, the respondents agree 

that they subconsciously send awareness to other Facebook friends. The respondent agree that 

it requires more to share a post so that all Facebook friends can see it, the respondents want to 

be private and usually share posts to friends through private message. Another respondent adds 

that she shares posts that include incidents or catastrophe but has not shared marketing 

contents.  

Beta: The group believes that advantages of a Facebook brand page is that it is easy to share posts 

directly to friends if they see a sales campaign or new products. One respondent says that it is for 

example difficult to mention a post through newsletter or share something that you see in a store, 

but by Facebook you have the opportunity to share and engage others directly by one click. The 

respondents also agree that they benefit more if the companies have contests and drawings, one 

respondent argues that it is up to each company how active they want to be on Facebook and if 

they make use of all functions through a Facebook brand page. Another respondent says that he 

does not see Facebook as an e-commerce platform, but more like an advertising platform, where 

you know that local businesses can promote themselves within a certain range. The respondent 

has never bought anything from Facebook, but has seen an advertisement through a Facebook 

brand page and entered their website, the respondent later adds that it is kind of an e-commerce 

he has done via a Facebook website, which in this study is classified as social commerce.  

The respondents have not contacted a company directly through their page but agree that it is a 

great option if you do not get an answer by other means. One respondent says that it depends 

on how active the company is on Facebook; some have Facebook brand pages but do not upload 

so often. If the respondent feels that the company is present, then he can think about asking for 

help. Other respondent says that sometimes they have written to a company regarding a minor 

question, such as asked about the size of the product which the post included. Then the users 

have contacted the brand or company by commenting on the post that regarded the product. The 

fourth respondent adds that he feels that “Facebook is like an interactive website, the company 

has its website, then has Facebook as their interactive part with the customer”.  

The respondents believe that it is important to get informational support on Facebook. The first 

respondent says that informative support is more important, if you have contact with a company 

you want a reply, not an emotional support from the company. The respondent does not care so 
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much if someone else on Facebook agrees, but thinks instead that if the respondent informed a 

company about their bad product, then it is great that others can involve in the statement and 

share their opinion and by doing so get a joint response from the company. The respondents 

agree that some emotional support is also important, especially on Facebook were other users 

can join in a comment or review and support each other.  

All of the respondents have used a campaign or discount which they have seen on Facebook first. 

One respondent points out that a Facebook brand page that he follows sell fishing products. This 

company had a Christmas calendar last year on their Facebook page, every day they had a new 

offer between 1st to 24th December and the respondent has purchased some of the offers from 

the Christmas calendar on Facebook. The fishing company has no e-commerce but uses a 

Facebook brand page to advertise their products, the respondent went and bought the products 

he saw in the Christmas calendar physically at the store. The second respondent adds that she 

follows a chain-company that sell cosmetic products that also have Christmas calendar. The 

second respondent agrees that she has used an offer seen on Facebook. The respondent 

continues to add that SAS and Norwegian has had offers on their Facebook brand pages which 

she has used. The offers were posted on the brands’ Facebook pages and thus was not targeted 

marketing. The third respondent says that he has seen an advertisement for Max hamburger 

restaurant through their Facebook page, which he later has tasted in their restaurant. Some of 

the respondents have used campaigns and offers which they have seen by other Facebook friends 

liking the post. The liked post has later shown up on their wall, some of the offers they have used 

are from brands which they do not follow on Facebook, but their Facebook friend follows and by 

liking or commenting they also have got the opportunity to take part of the campaign or offer.  

The respondents engage in social commerce by looking for launch of new products, but one 

respondent says that if you have already bought a consumable product, it is the price that attracts 

the respondent more. Other respondents engage in social commerce by searching for new 

products. Another respondent shows a ring that he has bought. The respondent bought the ring 

by a brand that uses Facebook to advertise their products. The brand promoted the ring by 

creating a Facebook event which showed the launch of their products, including the ring he had 

bought. The fourth respondent follows a Facebook brand page that he says goes more under the 

lifestyle category, the company sells yachts. The consumer has a dream of buying a yacht in the 

future and by following the company he keeps himself updated with news and what launches the 

company makes. 

The companies that succeed in representing a feeling or lifestyle, they get those followers who 

want that represented lifestyle. The respondents agree with that moving material e.g. short video 

clips and gif, are more appealing in a Facebook post. One respondent continues by saying that 

Facebook has succeeded with moving material, e.g. YouTube is the best platform for moving 

material, but you do not share as much as on Facebook, there is not a same share function as on 



31 
 

Facebook, but on Facebook you can scroll and share and like. The respondents in group Beta also 

agree that they do not like too much advertising on Facebook, but a mixture of ads and moving 

images are more appealing. 

All respondents have engaged themselves by liking a post from a Facebook brand page. The 

respondents like posts to show appreciation to the brand or company. One respondent says If 

there is something you want a friend to see then you tag the person, it could be something you 

have discussed about and then seen on a Facebook brand page. A respondent continues by 

discussing that if the company offers something that seems good, the respondent encourages the 

company by a like, to let them know it is good. The group agreed that they would not share a post 

if they were encouraged to do so. Although the offer is attractive, the consumers do not want to 

share it, because it feels like the company directs the consumer to like, comment or sharing by 

an order. The respondents find it disturbing when the company requires things from them. One 

respondent says that the product or offer should be so good that the brand does not have to ask 

for it to be shared, but adds that there are many Facebook users who share on demand. A second 

respondent gives an example of Volvo’s advertisement with the famous Swedish football player 

Zlatan; the respondent says that it is a good product placement, since the consumers share the 

movie and not the product, but it creates an awareness of the product. The group agrees. 

The respondents get affected by other Facebook users comments to some extent. They believe 

that they automatically get affected with negative comments about a brand. But the reliability of 

a Facebook comment is hard to predict because you do not know what that person has for 

connection to the company. But you still make a small assessment. If the respondents do not 

know the person who has commented, then they have very little confidence to the post. There 

are many so-called trolls on Facebook who can write made up stories. A respondent says if the 

comment on a Facebook brand page comes from someone you know or that the overwhelming 

comments contain same opinions then the trustworthiness increases. However, consumers are 

more critical of Facebook comments if they are negative. The respondents say that negative 

comments let them search for facts through other sources.   
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4.2 Content analysis data 

As described in chapter 3, a content analysis has been executed with two cases representing Royal 

Design and IKEA’s Facebook brand page. Each case is presented separately by three categories 

describing each content type. Each category presents the data with diagrams, where each date 

equals to one post. The categories also present the engagement typologies that have been used 

in each content type. Appendix 2 presents detailed information about the engagement typologies 

used in each post. As mentioned in chapter 2, each content type characterizes as followed (Luarn 

et al., 2015): 

- Informational posts contain information about the brand, a product and marketing 

activities. 

- Entertainment posts contain stories, slogans, wordplay or humorous videos that are not 

product or brand-related. 

- Remuneration posts contain promotions, coupons, trials and offers intended to create 

attention. 

 

4.2.1  Royal Design 

The following figures and tables present results from content analysis on Royal Design’s Facebook 

brand page, made in case 1.  

 

Informational posts:  

 

Figure 7: Informational posts - Royal Design 

 

The informational posts led to reactions as seen in figure 7. The informational posts contained 

product launches and new collections. The informational post on 3rd march led to comments as 

consumers tagged their Facebook friends in the comment. Two posts got shared, one which 
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included information about a brand sponsoring a TV-show and another post on 8th march which 

was a short video clip presenting new products.  

 

TABLE 8: Informational post typology 

Content type Typology Quantity Reaction Comment Share 

Informational 
post 

Photos/Videos 5 163 2 2 

 

The engagement typologies used in Royal Design’s informational posts (table 8) were photos and 

videos which visually showed the products.  

 

Entertainment post:  

 

Figure 8: Entertainment post - Royal Design 

 

During the observation period, Royal Design only had one entertainment post which led to 

reactions (figure 8). The post contained a link which showed the consumers how they can display 

their home before selling their apartment.  

 

TABLE 9: Entertainment post typology 

Content type Typology Quantity Reaction Comment Share 
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The engagement typologies used in Royal Design’s entertainment post (table 9) were both 

assistance, as it guided the consumers, and directional, as the post directed the consumers to 

click on the link for more information.  

 

Remuneration posts: 

 

Figure 9: Remuneration posts – Royal Design 

 

Royal Design had many remuneration posts which led to customer engagement by reactions, 

comments and shares (figure 9). The remuneration posts contained discounts, campaigns and 

contests. The most engaged remuneration posts on 10th and 16th March respective 7th and 21st 

April were contests where the consumers had a chance to win products from Royal Design. These 

contests urged the consumers to like the post and comment on it by motivating why they should 

win. 

 

TABLE 10: Remuneration post typology 

 

The engagement typologies used in Royal Design’s remuneration posts (table 10) included like, 

since the post specifically pointed the customers to like the post. The remuneration posts 

included a photo that presented the products which the customers had a chance to win. The 

remuneration posts had questions which led to customer engagement through comments, and 

162

262

14

217

39

200

40

150

4

198

0

162

1

169

0

128

1

177

2

140

0

148

0

106

0

50

100

150

200

250

300

03-mar 10-mar 12-mar 16-mar 04-apr 07-apr 19-apr 21-apr

mar apr

Remunerational post

Summa av Reaction

Summa av Comment

Summa av Share

Content type Typology Quantity Reaction Comment Share 

Remuneration post 
 

Like 8 1084 662 574 

Photos/Videos 

Questions 

Directional 



35 
 

the remuneration posts were directional as the posts directed the customers how to participate 

in the contest.  

 

Most engaged content – Royal Design: 

TABLE 11: Average customer engagement - Royal Design 

Content type Number of posts Reactions Comments Shares 

Informational post 5 33 0,4 0,4 

Entertainment post 1 13 0 0 

Remuneration post 8 135 83 72 

 

The average customer engagement within each content type is presented by mean values in table 

11. The most engaged content types were the Remuneration posts followed by informational post 

and entertainment post. The Remuneration post containing a contest led to customer 

engagement by reactions, comments and shares (table 12). The engagement typologies that were 

used in these posts were: Like - which specifically pointed the customers to like the post, 

Questions – the post requested an answer from the customers by motivating why they should 

win, Directional – the post included directions on how to participate in the contest and the last 

typology was Photo/Video – the post contained a photo. The other Remuneration posts 

containing campaigns and discounts had less engagement (table 12). The typologies in these posts 

were directional in the sense that they directed the customers to click on a link and the posts 

either contained a photo or a short video which presented the discounts. 

 

TABLE 12: Remuneration post’s content & typology - Royal Design 

Remuneration post Quantity Typology Reaction Comment Share 

Contests 
 

4 Like 829 657 571 

Photos/videos 

Questions 

Directional 

Campaigns  
& discounts 

4 Photos/videos 255 5 3 

Directional 

 

During the observation period, the most engaged post was the Remuneration post on 10th march 

which contained a contest (figure 10). The post led to 262 reactions, 198 comments and 177 

shares. The typologies used in this post contained the typologies presented in table 12 for 

contests.  
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Figure 10: Most engaged post - Royal Design 
Source: https://www.facebook.com/RoyalDesign.se  

 

4.2.2 IKEA 

The following figures and tables present results from the content analysis on IKEA’s Facebook 
brand page, made in case two.  

 

Informational posts: 

 

Figure 11: Informational posts March – IKEA 
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Figure 12: Informational posts April - IKEA 

 

The informational posts on IKEA’s Facebook brand page led to many reactions. Some posts had a 

few comments and some posts got shared as presented in figure 11 and figure 12. The posts 

included launch of new products, temporary collections, information about false campaign on 

Facebook and information about how you can purchase their products and enhance them by do-

it-yourself instructions (DIY). All posts led to customer engagement by reactions. The first post 

that got shared on 6th march included information about a temporary collection, the content 

included moving material; it presented the collection with moving background. The most liked 

and shared informational post on 9th march respective 22nd April (figure 11, 12), included 

awareness about false offers and campaign on Facebook. The other posts that got shared were 

product launches and new collections. The informational posts with new products and collections 

led customers to engage themselves by tagging other Facebook users in their comments. The 

most commented informational post on 16th April (figure 12) got the customers to engage by 

commenting friends, giving their opinion about the product and commenting the post by asking 

IKEA about the product’s functions. IKEA’s Informational posts included typologies presented in 

table 13.  

 

TABLE 13: Informational post typology 

Content type Typology Quantity Reaction Comment Share 

Informational post 
 

Assistance 22 6558 301 1068 

Photos/Videos 

Directional 
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Entertainment posts: 

 

Figure 13: Entertainment posts March – IKEA 

 

 

Figure 14: Entertainment posts April - IKEA 

 

The customer engagement in IKEA’s entertainment posts was diversified. The most liked post on 

2nd march (figure 13) was a mixture of informational and entertainment post. It contained 

information about an unofficial festival that is celebrated on the first Thursday in March. This 

occurs in south of Sweden which is called “fössta tossdan i mass”. The post contained information 

about how IKEA-customers could celebrate the festival in IKEA’s restaurant area, since they sold 

a special pastry on this occasion. Majority of the comments included customers tagging their 

friends and encouraging them to visit IKEA. The most liked entertainment post on 20th April (figure 

14) was IKEAs humorous response to a famous fashion brand who manufactured an expensive 

look-a-like bag to IKEA’s much less expensive carrier bag. The post led to 16 727 reactions, 361 

comments and 599 shares. The top comments included customers who already had bought the 
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IKEA’s iconic carrier bag, but wondered if IKEA would manufacture different variants of the carrier 

bag. Other entertainment posts included recipes, April fool and entertaining facts about 

sustainability. The entertainment post contained typologies presented in table 14. 

 

TABLE 14: Entertainment post typology 

Content type Typology Quantity Reaction Comment Share 

Entertainment 
post 
 

Assistance 8 26153 1151 1329 

Photos/Videos 

Questions 

Directional 

Appreciation 

 

Remuneration posts: 

 

Figure 15: Remuneration posts - IKEA 

 

During the observation period March – April 2017, IKEA only had three Remuneration posts 

(figure 15). The first Remuneration post contained discount for IKEA members, the post led to the 

most engagement of all Remuneration posts. The second Remuneration post presented a GIF 

which is a moving picture, and a discount for IKEA members. The third post presented a contest 

were the consumers had a chance to win a makeover for their balcony. The Remuneration posts 

led to comments which included opinions and tags of Facebook users. The Remuneration post 

included typologies presented in table 15. 
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TABLE 15: Remuneration post typology 

Content type Typology Quantity Reaction Comment Share 

Remuneration post 
 

Photos/Videos 3 562 91 43 

Directional 

 

Most engaged content - IKEA: 

TABLE 16: Average customer engagement - IKEA 

Content type Number of posts Reactions Comments Shares 

Informational post 20 328 15 53 

Entertainment post 8 3178 144 166 

Remuneration post 3 187 30 14 

 

The average customer engagement in IKEA’s content is presented in table 16. The metrics: 

reaction, comment and share show a mean value of customer engagement in each post by 

category. The most engaged content type for IKEA were the entertainment posts (table 16). The 

second engaged content type were informational posts followed by remuneration posts. Figure 

16 shows the most engaged post among all other entertainment posts, the post is a mixture of 

entertainment and information, since it contains information about IKEA’s product but is 

entertaining as the content includes humour. The typology used in this post is basically a photo 

but the post has an informational character as it informs the customers about price and product.  

 

Figure 16: Most engaged content – IKEA 
Source: https://www.facebook.com/ikeasverige  

https://www.facebook.com/ikeasverige
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5. Analysis 
This section analyses the results presented in chapter four by connecting the empirical data to 

the frame of reference in chapter two. The Focus group discussions and content analysis will be 

analysed and presented by comparing the data with theory. 

 

5.1 Focus group  

The collected data from focus group Alpha and Beta will be analysed below by comparing it to 

theory in each section. Table 18 at the end of focus group analysis presents whether the theories 

support the empirical data, in the sense if they differ from the theory or not. 

 

5.1.1 Building blocks 

Group Alpha uses Facebook to keep in touch with friends and family and communicate with each 

other. Their interactivity with other Facebook users are based on shares and private messages. 

Kietzmann et al. (2011) describe sharing to the extent where users can spread content with each 

other, which depending on the platform leads to relationships and conversations. Since the 

respondents in this study share content in private messages which later leads to conversation 

between the Facebook users, Facebook makes it possible for users to share content and create 

conversations. Kietzmann et al. (2011) described conversations to the degree where users 

communicate within the same platform. Group Alpha believes that the chat function is important 

since they keep in touch with other users on Facebook. The groups interact with Facebook brand 

pages by following them, liking them and sharing the content to their Facebook friends in a private 

message. Identity signifies the extent to which users expose their identities (Kietzmann et al., 

2011). Since the users are aware of their visibility to others, some chose to stay anonymous. Even 

though consumers are calculative on how they engage with Facebook brand pages, they want the 

brands to be identified and show presence. Presence is described as the extent to which users can 

recognise if other users are available (Kietzmann et al., 2011). Presence of a brand is crucial in 

social commerce, as it leads customers to engage more if the brand is more present. Group Beta 

uses the event functions and groups on Facebook. Groups on social media represent where users 

can create interest (Kietzmann et al., 2011). The respondents in both focus groups follow clothing 

companies, fashion brands and brands that sell lifestyle products, such as fishing equipment and 

yachts.  

 

5.1.2 Social support 

Social commerce allows people to engage in marketing activities such as sales of products and 

services (Zhou, 2013). The respondents in group Alpha engage in social commerce through 
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discounts and coupons. The respondents have continued the buying process on the firm’s 

website. All respondents in group Beta have used a campaign or discount which they first have 

seen on Facebook. Some respondents have engaged in the marketing activities e.g. the Christmas 

calendar, which led two respondents to buy products. Some respondents have seen a campaign 

or discount and gone further to the brand’s website, and others have physically gone to the shop 

and consumed the offer.  

Social support measured by informational support and emotional support has positive effects for 

users in social commerce (Liang et al., 2011). Group Alpha and Beta engages in social commerce 

more by informational support than emotional support. Informational support refers to providing 

recommendations, advice or knowledge (Liang et al., 2011). Group Alpha believes that they 

benefit more with informational support when buying a product, since they want advice when 

contacting a company. Some respondents in group Alpha have contacted companies on their 

Facebook brand pages to ask about opening hours and advice. Group Beta agrees that 

informational support on Facebook is important, since they want a reply when contacting a 

company and by writing on a Facebook brand page it is great that other users can involve and 

take part of the information. Some respondents in group Beta have contacted companies for 

product information e.g. size of a product.   

Emotional support refers to “…messages that involve emotional concerns such as caring, 

understanding, or empathy” (Liang et al., 2011, p. 72). Both Group Alpha and Beta mean that 

emotional support in not so important since their main aim is to involve in the information that 

the Facebook brand pages provide. The respondents in group Alpha believe that emotional 

support can be good if they experience something bad with a company and can get empathy by 

other Facebook users. One respondent in group Alpha experience emotional support from 

companies as mockery instead. Group Beta also agree that emotional support is important since 

other users can join in a comment or review and support each other.  

 

5.1.3 eWOM in Social Commerce 
Social support includes eWOM in forums, communities, ratings, recommendation and referrals 

(Ahmad & Laroche, 2017). Negative reviews tend to be more helpful for potential customers than 

positive reviews, since customers take it for granted that the products and services function well 

(Ahmad & Laroche, 2017). This theory is supported by the empirical findings in group Alpha, since 

the respondent agree that they expect everything in a product to be good but it is when 

something is wrong that they would share their opinion. The respondent in group Alpha mean 

that writing on a Facebook brand pages gives more power, since many people share their opinion 

and it can become viral if the company does not respond quickly. The respondents in group Beta 

get affected by other Facebook users comments to some extent. They believe that the credibility 
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increases if the comment or review comes from a person they know or if the overwhelming of 

the opinions have same meaning. Group beta is critical of Facebook comments if they are 

negative. Negative comments led them to search for facts through other sources instead. 

 

5.1.4 Customer engagement levels in Social commerce 

Cognitive level: Hollebeek (2011) mean that customers’ cognitive engagement contains the level 

of awareness or obsession to the brand. This theory is supported since Group Alpha engage in 

Facebook brand pages to stay updated about product launches and discounts without having to 

personally think about when the brands launch new products or have discounts. The respondent 

in Group Alpha believe that brands should constantly remind their existence to their followers by 

updating their Facebook brand pages and creating awareness. Consumers’ cognitive engagement 

level include their thoughts (Erdoğmuş & Tatar, 2015), respondents in group Alpha do not 

comment or share content publicly since they are aware of the visibility to other Facebook users. 

One respondent in group Beta particularly point out that he is restrictive with what he likes on a 

Facebook brand page, since he is aware of that other users can see it.  

 

Affective/Emotional level: Hollebeek (2011) mean that an emotional level of engagement includes 

the customers’ profoundness of brand-related inspiration or pride. Vivek, Beatty & Morgan (2012) 

describe it as an individuals’ feelings towards the brand. Respondents in Group Alpha engage in 

brands that they have visited before e.g. one respondent follow brands on Facebook which she 

visited during her stay in South America and follow them because it reminds her of her visit and 

thus has an emotional feeling behind it. Group Beta follow brand pages which sell products they 

want to buy. The respondent has for instance purchased a product and become satisfied which 

has led them to follow the brand on Facebook.  

Van Doorn et al. (2010) point out that the emotional state of a customer can be disgust, regret or 

anger towards the brand, this is supported by the empirical data since one respondent in group 

Alpha would engage herself by writing on the company’s Facebook brand pages if she felt that 

she had not been heard or taken seriously. Hollebeek (2011) mean that emotional customer 

engagement can be passion for a brand. One respondent in group Beta point out that the 

respondent has found himself back to Facebook by following brands that are of his most interest, 

and therefore created a stream on Facebook which now is more engaging and exiting for the 

respondent. Other respondents follow brands who inspire them in their passion and fashion. E.g. 

one respondent who follows a yacht manufacturer to get inspiration to his future purchase.  
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Activation/Behavioural level: Vivek et al. (2012) describe customer engagements behaviour level 

as the participation by current and potential customers; one respondent in group Alpha engage 

herself by liking a content, since she knows it creates awareness to other Facebook users. By 

liking, the respondents agree that they subconsciously send awareness to other Facebook friends. 

Respondent in group Beta engage by tagging friends in a comment. The respondent mean that it 

could be something they have discussed about and then seen on a Facebook brand page. 

Hollebeek (2011) describe behavioural brand activity as physical energy applied in interacting 

with the brand. Van Doorn et al. (2010) mean that these behaviours can have motivational drivers 

that go beyond purchase, this theory is supported since respondent in both group Alpha and Beta 

point out that they like content on a Facebook brand page to encourage the brand/company to 

continue have similar contents on their page.  

Group Alpha mean that the positive about engaging with brands on Facebook is that it gives them 

the opportunity to share a content they like, either by tagging their friends in a comment, sharing 

the post on their Facebook wall or sharing it privately through messenger. As presented before, 

the respondents say that they can quickly post a comment on a Facebook brand page, because 

they are already connected to Facebook with other friends. A respondent says that on Facebook 

you quickly notice if a product is good or bad because people like or dislike by selecting the new 

reaction buttons and comment on posts more quickly. 

Group Beta also believe that advantages of a Facebook brand page are that it is easy to share 

posts directly to friends if they see a sales campaign or new products. As mentioned before, one 

respondent says that it is for example difficult to mention a post through newsletter or share 

something that you see in a store, but by Facebook you can share and engage others directly by 

one click.  

 

5.1.5 Focus group comparison with literature 
The comparison between literature and empirical results are summarized in table 17. The 

literature about building blocks of social media is supported by the empirical results, although the 

group function is not a priority when using Facebook for the respondents in group Alpha, all 

building blocks presented by Kietzmann et al. (2011) are used. The theory about social support is 

fully supported by the empirical results. The respondents in both groups believe that 

informational support is more important than emotional support. The literature about positive 

and negative reviews in social commerce is supported by empirical findings with group Alpha and 

partially supported by group Beta. Group Beta is more critical to both positive and negative 

reviews on Facebook brand pages, the respondents agree that the reliability increases if the 

review comes from a trustworthy person e.g. someone they are familiar with. Both groups engage 

themselves on the three engagement levels presented in chapter 2 and the theory is supported.  
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TABLE 17: Empirical data compared to theory from chapter 2 

Theory Concept Focus Group 

Alpha 

Focus Group 

Beta 

Building blocks of social media: 
(Kietzmann et al., 2011) 

Identity + + 

Conversation + + 

Sharing + + 

Presence + + 

Relationship + + 

Reputation + + 

Groups / + 

Social support: 
(Liang et al., 2011) 

Informational support + + 

Emotional support + + 

eWOM in social commerce: 

(Ahmad & Laroche, 2017) 

Positive reviews + / 

Negative reviews + / 

Customer engagement levels: 

(Hollebeek, 2011) 
(Van Doorn et al., 2010)  
(Vivek et al., 2012) 

Cognitive level + + 

Emotional level + + 

Behavioural level + + 

 

+ support theory 

- do not support theory 

/ partially support theory 
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5.2 Content analysis 

The content analysis presented in chapter 4 will be analysed and compared by literature. Each 

case will be analysed and compared to each other. Table 20 at the end of this chapter summarizes 

the empirical data compared to the literature chapter and shows if the empirical data differs from 

literature or not. 

 

5.2.1 Informational post  
Informational post contains information about a product, brand and marketing activities (Luarn 

et al., 2015). As presented in chapter 4, Royal Design and IKEA’s informational post contained 

product launches and new collections. De Vries, Gensler, & Leeflang (2012) mean that informative 

content motivates fans of the brands to participate in the content. Figure 17 shows the 

engagement level in Royal Design and IKEA. IKEA had more shares compared to Royal Design due 

to their informational posts that contained a warning about false campaigns circulating on 

Facebook.  

 

 

Figure 17: Informational post engagement - Royal Design vs. IKEA 

 

5.2.2 Entertainment post  

Luarn et al. (2015) describe entertainment posts as stories, slogans, wordplay or humorous videos 

that are not product or brand-related. As presented in chapter four, Royal Designs entertainment 

post directed the consumers by a link to another website, which showed the consumers how they 

can display their home before selling their apartment, this post only led to reactions (figure 18). 

Entertaining posts enhanced with information are positively correlated to a higher intent to revisit 

a web site (Luarn et al., 2015). IKEA’s most engaged content were the entertainment posts. As 

presented in chapter 4.2.2, these posts were enhanced with product related information.  
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Figure 18: Entertainment post engagement - Royal Design vs. IKEA 

 

5.2.3 Remuneration post  
As presented in chapter 2, Remuneration post contain promotions, coupons, trials and offers 

intended to create attention and engagement (Luarn et al., 2015). Royal Design had more spread 

on engagement between the three metrics than IKEA (figure 19). Royal Design’s Remuneration 

post were the most engaged during the observation period. Their posts contained coupons and 

discounts. Few posts had contests which offered their products and thus gave the consumers a 

chance to try their products. As presented in chapter four, IKEA’s first Remuneration post 

contained discount for IKEA members, the post led to the most engagement of all Remuneration 

posts. The second Remuneration post presented a GIF which is a moving picture, and a discount 

for IKEA members. The third post presented a contest were the consumers had a chance to win a 

makeover for their balcony. 

 

 

Figure 19: Remuneration post engagement - Royal Design vs. IKEA 
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5.2.4 Engagement typology 

Royal Design used different typologies depending on which content type they posted, as 

presented in table 18. Informational post contained photos or videos displaying new products. 

Entertainment post assisted and directed the consumers, while the Remuneration posts 

contained four different typologies; Like - which specifically pointed the customers to like the 

post, Questions – the post requested an answer from the customers by motivating why they 

should win, Directional – the post included directions on how to participate in the contest and 

the last typology was Photo/Video – the post contained a photo. The typologies support the 

engagement typology theory in the sense that they led to customer engagement within the 

chosen metrics: reactions, comments and shares. (Coursaris et al., 2013) 

 

TABLE 18: Typology - Royal Design 

Content type Typology Quantity Reaction Comment Share 

Informational 
post 

Photos/Videos 5 163 2 2 

Entertainment 
post 
 

Assistance 1 
 

13 0 0 

Directional 

Remuneration 
post 
 

Like 8 1084 662 574 

Photos/Videos 

Questions 

Directional 

 

IKEA also used different typology depending on content type, as presented in table 19. 

Informational post contained a photo or video, assisted the consumers by DIY videos, and 

directed them to click on links for more information. Entertainment post were the most engaged 

content type for IKEA. The typologies used were assistance, photos/videos, questions, directions 

and appreciation. Even if the entertainment post got the most engagement, not all posts 

contained the presented typologies (Appendix 2). The Remuneration posts contained 

photos/videos and direction to click on a link for more information.  

 

TABLE 19: Typology - IKEA 

Content type Typology Quantity Reaction Comment Share 

Informational post 
 

Assistance 22 6558 301 1068 

Photos/Videos 

Directional 

Entertainment post Assistance 8 26153 1151 1329 
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 Photos/Videos 

Questions 

Directional 

Appreciation 

Remuneration post 
 

Photos/Videos 3 562 91 43 

Directional 

 

5.2.5 Content analysis comparison with literature 
Table 20 summarizes the comparison between theory and empirical results. The literature about 

the three different content types are supported by empirical results. Each content type created 

customer engagement but the entertainment post on Royal Design’s Facebook brand page was 

the only post which did not lead to customer engagement in form of comments or shares, hence 

the theory is partially supported. As mentioned earlier, during Royal Design’s observation period 

there was only one entertainment post. The result may have been different if we could compare 

more entertainment posts on Royal Design’s case. The engagement typologies which were used 

on each Facebook brand page led to reactions, comments and shares. Typologies which were not 

used in Royal Design’s content were community, polls and appreciation. The content on IKEA’s 

Facebook brand page did not include the typologies community, like and polls.  

 

TABLE 20: Content analysis compared to theory in chapter 2 

Theory Concept Royal Design IKEA 

Content type 

(Luarn et al., 2015) 

 

Informational post + + 

Remuneration post + + 

Entertainment post / + 

Engagement typology 

(Coursaris et al., 2013) 

Assistance + + 

Community - - 

Like + - 

Photos/Videos + + 

Polls - - 

Questions + + 

Appreciation - + 

Directional + + 

+ support theory 
- do not support theory 
/ partially support theory 
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6. Findings and Conclusion 
This final chapter reconnects to the purpose of this study, which has been presented in chapter 

one. The research questions are answered and the findings from the analysis chapter is discussed 

for further research.  

 

6.1 Reconnection to purpose  

The aim of this study is to examine what drives customers to engage in social commerce and 

which type of content on Facebook creates customer engagement. By using the theories 

presented in the literature review and by collecting and analysing the data, the research questions 

will be answered below.  

 

6.1.1 RQ 1 – Why and how do customers engage in social commerce? 

Customers engage in social commerce through Facebook as they can keep in touch with their 

friends, family and acquainted, and at the same time interact with each other. The building blocks 

of Facebook let them interact in groups, private messages, reactions, comments and shares. Some 

customers engage in social commerce by Facebook events, which are created by organizations. 

Customers engage themselves by following brands that they are familiar with and thus want to 

stay updated on new product launches, sale campaigns and offers. By engaging with Facebook 

brand pages, the customers continue their buying process on the brands’ website or physically in 

their shop. The interactivity on Facebook gives the customers an opportunity to involve with other 

consumers in a social environment, since they can read others’ opinion and get information 

before a purchase intention.  

Social support has its effect in social commerce since customers prioritize informational support 

from the organizational side, and gets empathy from emotional support by other consumers on 

Facebook. The customers feel that if they have been mistreated by customer service, they can 

turn to Facebook to get a quicker response and support from other Facebook users. Customers 

believe the visibility on Facebook puts more pressure on businesses. In social commerce, eWOM 

affects customers if it contains negative reviews, the credibility increases if negative eWOM 

comes from a person the customers trust. But it leads them to search for more information on 

other channels.  

Customers engage in Social commerce on a cognitive level by staying updated on the information 

and content presented by Facebook brand pages they follow. Some respondents are restrictive 

on how they act on Facebook due to visibility on another user’s Facebook wall. On an emotional 

level, the customers engage in brands they trust and have purchased from before. Some 

customers have an emotional bond to the brand as it brings back memories. Customers engage 
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on an emotional level since they have a passion for the brands they follow, they get inspiration 

by following the brands. On a behavioural level, the customers mostly engage by liking contents 

on a Facebook brand page, they are aware of that it creates awareness for other potential 

customers, since some of the respondents have taken part in campaigns and offers which they 

saw on their Facebook wall. Customers engage by liking a brand-content to encourage the brand 

to continue with the feeds. The customers tag their friends in post and share brand content to 

their friends on Facebook. The social commerce in Facebook lets current and potential customers 

interact with each other, which they find is more difficult to do within other channels.  

 

6.1.2 RQ 2 – What type of Facebook-content creates customer engagement? 

The content analysis showed that informational, entertainment and remuneration post creates 

customer engagement. These posts mostly led to reactions followed by comments and shares. 

Informational post mainly led to reactions, but posts that included awareness about false 

campaign circulating on Facebook led to reactions, comments and shares. Remuneration post 

containing offers and contest led to the most spread in the three-engagement metrics: reaction, 

share and comment. Entertainment post led to reactions but entertainment infused with 

information engaged the customers to share and comment the post by tagging their Facebook 

friends and encouraging them to purchase or take part of the marketing activity.  

The most used engagement typology in all observed posts were photos/videos which 

demonstrated the brands’ products. The second most used engagement typology was directional, 

followed by questions (Appendix 2). The engagement typologies did engage the customers. A 

remuneration post which included a contest gave a higher level of customer engagement as these 

types of posts contained a combination of several different engagement typologies. By combining 

engagement typologies which either directed the customers to like the post, write a motivation, 

or share the post to participate in the contest, the customers followed the directions and thus it 

led to a higher level of customer engagement in all the three metrics: reaction, comment and 

share. Other posts containing the engagement typologies assistance, like, questions and 

appreciation also created customer engagement by choosing a reaction, commenting or sharing 

the post.  

 

6.2 Contribution to theory 

The results presented in this research show that some theories from chapter 2 are supported and 

others differ from it. The building block of social media; share, is mainly used in social commerce 

as users share content from Facebook brand pages to other users in the same platform and create 

conversations between them. Customers engage in social commerce as they can interact with 

brands and engage their friends in the brand activity. The results showed that informational 
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support is important in social commerce as customers mainly engage with brands to stay updated 

on news, offers and sales campaign, which makes the customer more interested in informational 

support from brands. Emotional support is not important for all customers who engage in social 

commerce, as some only follow brands to get information. Others believe that emotional support 

is important if the customer have not got a good customer service, as they can turn to social 

media and get support from other users.  

Findings in this study showed that some customers are restrictive on how they engage with 

brands in social commerce, as they are conscious about their visibility for other users on social 

media. The customers engage on a cognitive level with their thoughts but may not act upon it e.g. 

by liking, commenting or sharing a content due to their intent to stay private. On a behavioural 

level, customers engage in social commerce by tagging their close friends on Facebook. The event 

function on Facebook is something that engages customers.  

Even though this research did not analyse different types of customers based on the customer 

engagement matrix presented by Sashi (2012), conclusions can be drawn that social commerce 

gives opportunity for customer engagement regarding various types of customers. The 

engagement level from a consumers perspective can contain high or low relational exchange and 

high or low emotional bond to the brand. Some respondents in this research have engaged in 

social commerce by Facebook brand pages which they do not follow, e.g. seen an offer which 

their Facebook friend has liked and thus tried it. This behaviour would be classified as a 

transactional customer, since the relation and emotional bond to the brand is low, but the offer 

attracts the customer as he/she is price-sensitive. Other respondents engage themselves with 

brands on Facebook which they are familiar with. These respondents engage by liking the content 

as they want the brand to post similar content. This behaviour can be classified as fans, since they 

have a long-term relationship to the brand, with a calculative commitment.  

 

6.3 Implications for management 

Managers of Facebook brand pages should give informational support and be active on social 

media by showing their presence and be responsive. This can be done by actively engaging in 

comments and questions that consumers ask. Customers who engage in social media often want 

to stay updated with news and campaigns but still do not want to be spammed with 

advertisement. To create a balance, the content on Facebook can be mixed with entertainment 

and inspiration. By creating Facebook contest, brands get a great exposure to consumers, as this 

study showed that contest led to a high level of engagement in the metrics reactions, comments 

and shares.  

Facebook is a great platform for promoting products and sales campaign as the content easily can 

get a high level of vividness by customer engagement. This study showed that customers follow 
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Facebook brand pages for news and offers. Managers should post new product launches and 

offers by using engagement typologies such as directional, which leads the customers to make a 

purchase. The engagement typology photos/videos should be used to demonstrate the products. 

Results in this study showed that customers attract to videos and moving material which inspire 

the customers. One recommendation for managers is to mix the content with photos and 

videos/GIF. A last suggestion for managers is to post new offer each day before a festive season 

were people exchange gifts. E.g. the Christmas calendar in Sweden is popular, this research 

showed that customers have stayed updated on Facebook brand pages and purchased an offer 

made during the Christmas period. The brands who used Christmas calendar had a new offer 

every day from first December until Christmas Eve.  

 

6.4 Limitations and recommendations for further research 

There have been some limitations in this study since this research only chose Facebook as a social 

media platform and examined Facebook brand pages through a consumer perspective. The 

results and implications in this research are thus mainly applicable to Facebook. Due to time 

limitation, this study has been cross sectional and not longitudinal. By choosing a longer 

observation period the results may have been different, as brands promote their products and 

have offers depending on season. E.g. during various festive season the content on Facebook 

brand pages may have a variety and the consumers may be more eager to engage in the content. 

This would have given other results in the customer engagement metrics.  

Two case studies have been performed within focus groups respective content analysis due to 

time limitation. If the study had more multiple cases it may would have given other findings and 

more general conclusions could be drawn. Other limitation is that the Facebook brand pages 

chosen in content analysis only perform in the home interior branch, companies on other 

branches may promote their products and use Facebook in a different purpose.  

The following recommendations are presented for further studies within the same research area: 

• Further research can be conducted through a business perspective to gain a better 

understanding on why and how businesses can engage in social commerce. 

 

• Further research can examine if the customer engagement in social commerce differs 

depending on new or potential customers, based on the customer engagement matrix.  

 

• Further research can be done with similar purpose but by choosing other 

branches/industries.  
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• Further research can examine how customers engage in social commerce on other social 

media platforms e.g. Instagram.  

 

• Further research can be conducted to see if customer engagement in content type 

differs depending on seasons e.g. longer observation interval.  
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Appendix 1 – Facebook brand page  

In addition to a regular Facebook account, companies, brands and organizations can create a 

Facebook page where they can share their events and interact with other users. What 

distinguishes a Facebook page from a Facebook account is that other people can follow the page 

by "liking" it, which is done by pressing the like button displayed on the Facebook brand page. By 

liking a Facebook brand page, the follower can keep updated on the content that the 

administrator posts on the platform. The administrator can measure the result via three different 

metrics: range of posts, interaction, and page-by-side markings. If the Facebook page 

administrator uploads a video on its side, you can also read how many people viewed the video 

as well as follow a more detailed viewing trend. (Facebook, 2016) 

The usefulness of a post is between two to three hours, when most impressions are produced 

(Ángeles Oviedo-García, Muñoz-Expósito, Castellanos-Verdugo, & Sancho-Mejías, 2014). This is 

because Facebook generates new posts as other users upload new posts. A contradiction to this 

theory is that not all posts posted by the company through their Facebook brand page are 

displayed to their Facebook followers. This is due to Edgerank, which is an algorithm Facebook 

uses (Bucher, 2012). Edgerank is determined by three components: affinity, weight and decay 

time (Bucher, 2012). Affinity stands for collaboration between two users on Facebook. When it 

comes to a Facebook brand page, collaboration is created when a user integrates with the 

company's posts on their Facebook brand page. The greater the interaction, the greater the 

likelihood that the post will appear on the followers’ wall (Ángeles et al., 2014). The turnaround 

time refers to the period in which the post appears on the company's Facebook brand page. As 

time passes, the less relevant the post will be, and the probability is less likely to appear on a 

follower’s news feed (Bucher, 2012).  

A customer’s first step in brand engagement through social media is by engaging with consumer 

generated content provided on social media, this can be assessed by the metrics: reactions, 

comments, shares, followers, subscribers and links (Crosby, 2017). Reactions are an extension of 

Facebook’s earlier like-button, which got available at Facebook on 24th February 2016. According 

to Krug (2016), the reactions include six emoji’s which express different reactions (figure 20).  

 

     Figure 20: Facebook reactions 
     Source: https://newsroom.fb.com/news/2016/02/reactions-now-available-globally/  

https://newsroom.fb.com/news/2016/02/reactions-now-available-globally/
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The extended reaction-buttons are measured as one combined metric in Facebook’s algorithm, 

but this will give a new potential for advertisers who may target their ad to create specific 

reactions. The reaction-buttons enables consumers to engage with brands more than just a “like” 

and opens new opportunities for engagement which in return can be helpful for marketers. 

(Markelz, 2017)  

Metrics on Facebook are available as soon as the post is published. Administrator of the brand 
page can see following metrics (Facebook, 2017): 

• The number of people reached 

• Post clicks 

• Reactions, comments and shares 

• Total video views and viewing behaviour details   
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Appendix 2 – Engagement typology summarized 

 

TABLE 1: Royal Design Typology summarized 

 

TABLE 2: IKEA Typology summarized 

Post Date Assistance Community Like Photos/videos Polls Questions Appreciation Directional 

Entertainment post 02-mar X     X         

Entertainment post 08-mar             X   

Entertainment post 23-mar X     X       X 

Entertainment post 25-mar       X   X     

Entertainment post 27-mar X             X 

Entertainment post 01-apr       X   X     

Entertainment post 11-apr X     X       X 

Entertainment post 20-apr       X         

Informational post 05-mar       X       X 

Informational post 06-mar       X       X 

Informational post 09-mar               X 

Informational post 09-mar       X       X 

Informational post 10-mar       X       X 

Informational post 11-mar X     X       X 

Informational post 15-mar       X       X 

Informational post 20-mar X     X       X 

Informational post 24-mar       X       X 

Informational post 26-mar       X       X 

Informational post 30-mar       X       X 

Informational post 02-apr       X       X 

Post Date Assistance Community Like Photos/videos Polls Questions Appreciation Directional 

Entertainment post 24-apr X       X 

Informational post 01-mar        X 

Informational post 03-mar    X     

Informational post 08-mar    X     

Informational post 03-apr    X     

Informational post 28-apr    X     

Remuneration post 03-mar    X    X 

Remuneration post 10-mar   X X  X  X 

Remuneration post 12-mar    X     

Remuneration post 16-mar   X X  X  X 

Remuneration post 04-apr    X    X 

Remuneration post 07-apr   X X  X  X 

Remuneration post 19-apr    X    X 

Remuneration post 21-apr   X X  X  X 
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Informational post 05-apr       X       X 

Informational post 06-apr       X       X 

Informational post 07-apr       X       X 

Informational post 15-apr       X       X 

Informational post 16-apr       X       X 

Informational post 21-apr       X       X 

Informational post 22-apr X     X         

Informational post 22-apr       X       X 

Informational post 23-apr X     X       X 

Informational post 28-apr       X       X 

Remuneration post 12-apr       X       X 

Remuneration post 13-apr       X       X 

Remuneration post 14-apr       X       X 
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Appendix 3 – Data collection 

The discussion guide is constructed to collect data for RQ 1, and the observation protocol is 
constructed to collect data for RQ 2. 
 

Discussion guide in Swedish 

Hej och välkomna till fokusgruppen! Tack för att ni valt att ställa upp.  Jag heter Prachi och skriver 
mitt examensarbete inom företagsekonomi med inriktning marknadsföring.  

Under diskussionens genomgång kommer jag att beröra ett fåtal ämnen. Tanken med 
fokusgruppen är att ni deltagare kommer att diskutera ämnet med varandra och jag som 
moderator kommer hjälpa er i diskussionen genom att ställa frågor. Ni kommer att vara anonyma 
men intervjun kommer att ljud-inspelas och jag undrar om ni godkänner detta?   

Syftet med detta examensarbete är att undersöka vad som driver kunderna till att engagera sig i 
social handel och vilken typ av innehåll på Facebook som skapar kundengagemang. Jag vill därmed 
få en förståelse för hur ni agerar på Facebook och vad anledningarna är till att ni involverar er 
med företag på sociala medier.  

Det nya fenomenet som heter social commerce (social handel) omfattar ett företags e-
handelsaktiviteter som levereras via sociala medier, en djupare betydelse av fenomenet innebär 
att social commerce är användningen av internetbaserade medier som tillåter människor att delta 
i marknadsaktiviteter samt försäljning av produkter och tjänster via sociala medier. 

Har ni några funderingar? 

Sociala medier:  

1. Varför använder ni Facebook?  
2. Vilka aspekter på Facebook tycker ni är viktigaste? 

- T.ex.: social närvaro med vänner, familj, grupper, inlägg, konversationer 
3. Vilka företagssidor följer ni på Facebook? 
4. Varför följer ni företagssidor? 
5. Vad får er att följa en företagssida? 

 
Social Commerce (Social handel): 

1. Vad kan ett företag på Facebook ge er som den inte kan ge via andra kanaler?  
- T.ex. hemsida, nyhetsbrev, direkt i butik 

 
2. Brukar ni kontakta ett företag via deras Facebook sida för support eller hjälp? 

- För en positiv eller negativ fråga? 
- Varför? 

 
3. Vill ni kontakta företag via deras Facebook sida för support eller hjälp? 
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4. Vad är viktigast för er: informativ support eller emotionell support? 
 

- Information support är att ni får reda på råd, kunskaper eller rekommendationer 
som kan vara till hjälp för att lösa problem.  
 

- Emotionell support: omsorg, förståelse eller empati. 
 

5. Har ni använt en kampanj eller rabatt som ni sett på en Facebook sida? 
- Vilken typ? 
- Hur? T.ex. direktlänk, klickat på hemsida, fysiskt köpt i en butik 

 
6. Har ni någon gång köpt en produkt efter att ha sett den på Facebook? 

- Varför? 
 

7. Vad skulle få er att köpa en produkt efter att ha sett den på en Facebook sida? 
 

8. Vad vill ni se mer av från de Facebook sidor som ni följer? 
 
 

Kundengagemang: 
1. Har ni någon gång kommenterat, reagerat (gillat) eller delat ett inlägg från företags 

Facebooksidor? 
- Varför? 
 

2. Påverkan ni av andra Facebook-användares kommentarer och recensioner? 
 
 

Avslut: Sammanfattning av diskussion 
1. Är det något ni vill tillägga? 
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Discussion guide in English 

Hello and welcome to the focus group discussion! Thank you for participating. My name is Prachi 
and I am currently writing my thesis in business administration with specialisation marketing. 

During the discussion, I will touch a few topics. The aim of the focus group is that you will discuss 
the topic with each other and I as a moderator will help you all in the discussion by asking 
questions. You will be anonymous but the interview will be audio-recorded and I wonder if you 
all approve of this? 

The purpose of this thesis is to investigate what drives customers to engage in social commerce 
and what kind of content on Facebook that creates customer engagement. I want to get an 
understanding of how you act on Facebook and what the reasons are for you to engage yourself 
with brands on social media. 

The new phenomenon called social commerce, encompasses a business's e-commerce activities 
delivered via social media, a deeper meaning of the phenomenon is that social commerce is the 
use of internet-based media that allows people to participate in market activities as well as sales 
of products and services through social media. 

Do you have any questions? 

Social Media: 

1. Why are you using Facebook? 
2. What aspects of Facebook do you think are the most important? 

- For example: social presence with friends, family, groups, posts, conversations 
3. Which company pages are you following on Facebook? 
4. Why do you follow Facebook brand pages? 
5. What does it take to follow a Facebook brand page? 

Social Commerce: 

1. What can a company on Facebook give you that it cannot provide through other channels? 
- E.g. Website, Newsletter, Directly in store 

 
2. Do you contact a company through their Facebook page for support or assistance? 

- For a positive or negative question? 
- Why? 

 
3. Would you like to contact companies via their Facebook page for support or help? 

 
4. What is most important to you: informative support or emotional support? 

- Information support is that you find advice, knowledge or recommendations that can 
help solve problems. 

- Emotional support: care, understanding or empathy. 
 

5. Have you used a promotion or discount which you have seen on a Facebook page? 
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- Which type? 
- How? E.g. Direct link, clicked on website, physically purchased in a store 

 
6. Have you ever bought a product after seeing it on Facebook? 

- Why? 
 

7. What would it take from you to buy a product after seeing it on a Facebook page? 
 

8. What do you want to see more of from the Facebook brand pages you follow? 

Customer engagement: 

9. Have you ever commented, reacted (liked) or shared a post from Facebook brand pages? 
- Why? 

 
10. Do you get influenced by other Facebook users' comments and reviews? 

End: Summary of discussion 

11. Is there anything you want to add? 
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Observation protocol  

Content type Typology Strategy: 

Engagement through 

typology on Social 

Media 

Quantity Reaction Comment Share 

 Assistance Posts that include 

advice, improvement, 

life tips, recipes for 

the consumer 

    

 Community Posts that encourage 

consumers to follow 

one of the brand’s 

other social media 

platforms (e.g. 

Twitter, YouTube) 

    

 Like Posts that specifically 

point consumer to 

“Like” a message 

    

 Photos/Videos Posts which directs 

consumer to look at 

new photo albums 

and/or videos posted 

by the brand 

    

 Polls Posts that request 

information or 

prompts answers 

from the consumer 

through multiple-

choice questions 

    

 Questions Posts that request 

information or 

prompts answers 

from the consumer 

through fill-in-the-

blank or open-ended 

questions 

    

 Appreciation Posts that recognize 

and show gratitude 

for consumer support 
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 Directional Post that direct a 

consumer to click/do 

something (except for 

Liking) 

    

 

Content type Date Reaction Comment Share Quantity 

Informational post      

Entertainment post      

Remuneration post      

 

 

 


