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Abstract 
Social media is a rapidly rising phenomenon, providing new opportunities for consumers and 

businesses to communicate and share information. The development of social media has allowed for 

customer relationship management (CRM) to extend its area of use, coining the now common concept 

social CRM. Social CRM allows for new levels of interactivity between companies and consumers, 

however the effectiveness of social CRM is uncertain in many areas, mainly due to it being hard to tie 

customer interaction in social CRM to tangibles for the company. One of these areas is customer 

acquisition, where there are difficulties for companies to see how actions in their social CRM efforts 

affect customer acquisition.  

Being able to reach out to customers in an effective way is not enough for companies to acquire a 

customer. The value the company is proposing also has to be attractive for the customer, to be 

considered. There are several attributes that a company has to consider for its value proposition, in 

order for it to be successful. Depending on the industry the attributes can have different weight, 

emphasizing that companies should know what customers in their industry value. For this reason, 

having better knowledge of what customers value than the competition, thus having a stronger value 

proposition, grants a competitive edge. 

The purpose of this research project is to provide better understanding of how to conduct social CRM, 

while at the same time investigating how value propositions of telecom companies can be improved, 

to eventually increase customer acquisition. In order to fulfill the purpose, extensive literature has 

been evaluated, in addition to data gathered in focus groups. Three focus groups were conducted in 

Luleå, Sweden, with a total of 18 participants of ages 20-30. 

The results of the research project point towards the customer being in charge of social CRM 

interaction with companies, meaning companies have to adapt their social CRM strategies to fit the 

customers’ desires. The social customer have high demands of privacy in social media, which implies a 

thin line companies have to walk to convey their message, while at the same time not intruding on the 

customer’s privacy. The findings also indicate that customers want high flexibility, simplicity, and 

trustworthiness from telecom companies’ value propositions, emphasizing companies to adapt their 

value propositions to meet these demands. 

 

 

Keywords: Social CRM, Social Media, Value Proposition, telecom industry, premium customers 
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Sammanfattning 
Social media är ett snabbt växande fenomen som tillhandahåller nya möjligheter för företag och 

kunder att kommunicera och utbyta information. Utvecklingen av social media har banat väg för att 

utöka användningsområdet av customer relationship management (CRM), under det nu relativt 

vanliga konceptet social CRM. Social CRM möjliggör nya sätt för företag och kunder att interagera med 

varandra, dock är det i dagsläget i många fall osäkert hur effektiva företags social CRM-arbeten är, 

främst med tanke på att det är svårt att knyta kunders användning av ett företags social CRM till 

resultat hos företaget. Ett utav områdena där det är svårt att mäta effektiviteten av social CRM är vid 

förvärv av nya kunder, där företag i dagsläget har problem att mäta hur deras aktiviteter inom social 

CRM resulterar i förvärv av nya kunder. 

Att kunna nå ut till kunder på ett effektivt sätt är inte tillräckligt för att företag ska kunna förvärva nya 

kunder. En annan viktig faktor är att värdet som företaget erbjuder måste vara attraktivt för kunden 

för att det ska övervägas. För att ett företag ska vara framgångsrikt finns det ett antal attribut hos dess 

värdeerbjudande som behöver tas hänsyn till. Beroende på vilken industri som företaget bedriver sin 

verksamhet kommer dessa attribut bära olika vikt, vilket förespråkar tyngden av att veta vad som är 

viktigast för kunden inom målgruppen företaget gör anspråk på. Det företag som har bäst koll på vad 

kunderna värderar högst inom målsegmentet, och därmed har möjligheten att utforma ett mer 

välanpassat värdeerbjudande, bör även ha en konkurrensfördel. 

Syftet med detta forskningsprojekt är att skapa bättre förståelse för hur social CRM bör bedrivas, och 

parallellt undersöka hur värdeerbjudanden hos telekomföretag kan förbättras, för att i slutändan 

kunna förvärva fler kunder. För att uppnå projektets syfte har omfattande litteratur utvärderats, samt 

data samlats in från tre utförda fokusgrupper. Totalt hade fokusgrupperna 18 deltagare i åldrarna 20-

30 år, och tog plats i Luleå. 

Resultat av projektet pekar på att kunden har kontroll över allt interagerande med företags social CRM, 

vilket implicerar att företag bör anpassa sina strategier för social CRM för att kunna möta kundernas 

krav och behov. En annan konklusion som har dragits är att kunder har höga krav på integritet i sociala 

media, vilket medför en balansgång för företag som vill förmedla sina budskap och på samma gång 

inte inkräkta på kundens integritet. Utöver detta tyder resultatet även på att kunder värdesätter 

flexibilitet, enkelhet, och trovärdighet, högt hos telekombolags värdeerbjudanden, vilket indikerar att 

företag bör lägga fokus på dessa egenskaper vid skapande och anpassningar av värdeerbjudanden.  
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1 Introduction 
In this chapter, the background to the research will be presented, attempting to provide the reader with 

a feel for what areas the research project concerns. At the end of the chapter, a problem discussion 

along with research objective and questions will be presented. 

1.1 Background 

Social media is today a mass phenomenon for consumers that is constantly growing. Facebook, being 

the biggest of all social media platforms in terms of users, had 1.23 billion daily active users in 

December 2016 (Facebook, 2017). YouTube today boasts over one billion users – almost one third of 

all people on the internet (YouTube, 2017). With such huge numbers of users, there is no question of 

whether Facebook, YouTube, and other social media can be used by corporations to reach out to parts 

of their customer base or not, it is rather a question of how well. 

According to Elena (2016), companies today primarily use social media for communicating with their 

customers, as well as responding to questions and complaints. The author also claims that over 50 

percent of the companies use social media to promote events, in addition to customer reviews, 

sourcing customer ideas and providing customer support. She concludes that social media is used more 

as a marketing tool rather than a tool for data collection and analysis and further states that social 

media is a key factor in the customer buying decision, where the customers research products services, 

they are willing to buy, through social media. The important role social media plays in affecting 

consumer behavior can without a doubt lead to raised brand awareness, expanded customer base, 

and increased popularity and trust (Elena, 2016). 

1.1.1 Segmentation in the Telecom Industry 

The telecom industry is a highly competitive one, where today’s customer base range from toddlers to 

hundred-year-olds. For telecom companies to create value towards their customers, many variables 

besides age have to be considered. Whether targeting price-sensitive or tech-savvy customers, 

telecom companies can in most cases rest assured their offers will meet significant competition. To 

successfully compose offers towards specific target segments, telecom companies have made highly 

sophisticated segmentations, way beyond traditional segmentation, partly thanks to the vast amount 

of data available in the industry (Bayer, 2010). This in turn allows for precise targeting, with good 

information on what the retention and value drivers are for the customers. In addition to granting 

enhanced business planning, where retention and growth targets can be customized to each segment, 

overall an abundantly segmented customer base results in higher retention and growth, if used 

appropriately. (Bayer, 2010)   

From studying a large telecom company in Sweden, one crucial variable to consider for telecom 

companies when segmenting is whether the target customers are price-sensitive or premium 

customers. Premium customers are characterized by being more status-driven rather than price-

driven. They expect the most out of their service provider in terms of both products, as well as 

customer support and communication. Premium customers are the ones who will buy the latest 

phones, tablets, etc. along with service provider contracts without compromises in terms of quality or 

usage. A typical premium customer could be a recently graduated student early in his or her working 

career with low expenses, such as not having any children yet. Price-sensitive customers value 

functionality higher than exclusivity.  For example, while many are still interested in the latest phone 
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releases, they are comfortable buying last year’s model, since to them it provides a higher value. In the 

telecom industry, the price-sensitive customers represent people who have a more limited budget to 

spend, or just lack interest in what there is on offer and just want a phone. A typical price-sensitive 

customer could be a student or a senior citizen. Natter, Mild, Wagner & Taudes (2008) further confirm 

this in their study, where the company they studied had divided their customer into segments based 

on how price-sensitive and image focused they were. It is important to have a precise value proposition 

to meet the expectations of the major target groups, in order to provide attractive products or services. 

1.1.2 Value Proposition 

A customer value proposition is a short description of the value a firm wants to bring to the customer. 

In order to develop a value proposition, the company needs to analyze customer needs, what the 

competition has to offer, and what the firm’s strengths are. Once a desirable niche segment has been 

selected by the firm, an offering is designed to meet the needs of the customers in the targeted 

segment. The attributes of an offering can be used to fulfill the customers’ functional or emotional 

needs. Functional needs include more practical attributes such as product quality and delivery time, 

whereas emotional needs cater more towards customers’ desire for prestige or inclusion. The final 

deciding factor of what attributes to keep in the offering is how profitable they are in meeting the 

needs of its target customers, compared to the competitors offering. (Sheehan & Bruni-Bossio, 2015) 

Having a proper customer value proposition is a prerequisite for a company to stay competitive in the 

long run, as the value proposition to a large part is going to determine whether customers will buy the 

product or not. However, creating new value propositions, or improving current ones, tend to be a 

difficult task as, Sheehan et al. (2015) point out, there is currently no straightforward tool for managers 

to accurately assess what parts of the customer value proposition and delivery process needs 

improvement. For this purpose social media, and the vast amount of available customer data it entails, 

could be valuable. 

1.1.3 Social CRM 

With social media technologies today seeing huge traffic from an ever-increasing customer base, 

organizations are recognizing the potential of social CRM (SCRM), also known as CRM 2.0, and have 

made considerable investments over the past years (Kevin J. Trainor, 2013). Facebook, LinkedIn, 

Twitter, YouTube, Google+ and analytics, and other peer-to-peer websites such as wikis, podcasts, 

blogs, photo and video sharing, and social bookmarking are some prevalent social media technologies 

currently being used extensively by marketers (Choudhury & Harrigan, 2014). Furthermore, Choudhury 

et al. (2014) point out that 80 percent of business executives consider social media important for 

marketing purposes, while 46 percent of online users make purchasing decisions through social media. 

With 47 percent of under 35 year olds in the UK posting comments or online reviews (Mintel, 2010), 

searching for products has been taken to an entire new level, where prospective customers have more 

peers to go to for product information than ever. There is no doubt social media has taken a big role 

in firms’ relationship building and communication towards their customers (Choudhury & Harrigan, 

2014). O’Brien (2011) means social media today makes up for the largest web presence for many 

businesses, shifting over from their company websites and email programmes. The author also 

mentions that there is a huge opportunity for marketers in terms of word of mouth referrals to be 

found within social media channels. Choudhury et al. (2014) distinguish social CRM from traditional 

CRM by implying that “social CRM focuses on customer engagement with two-way, interactive 
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relationships with customers where they are encouraged to co-create marketing efforts and even 

product offerings”.  

Companies are today using social media to expand communication with customers, with a result of 

better customer interaction. The overall purpose of CRM is getting closer to customers and 

communication with customers. To achieve this today, with all the technology available, social media 

must not be overseen as a way of communicating with customers. In fact, social media is an open book 

on consumers likes, dislikes, preferences, and dissatisfactions. For companies to stay competitive in 

the market in a business-to-consumer perspective, they need to adapt to the rapid uprising of social 

media. The cost, and accuracy in analyzing the result, for using social media are however uncertain. 

(Elena, 2016) 

1.1.4 Customer Acquisition and Retention Costs in the Telecom Industry 

According to McGahan & Ghemawat (1994), a firm with a larger market share is expected to put in 

more effort to keep their customers satisfied. In addition to this, Min et al. (2016) mean a firm can also 

leverage its market share to obtain cost advantages over smaller competitors. If a firm is to increase 

its competitive efforts, it can be compensated for and potentially neutralized by rivaling firms’ counter 

efforts (Voss & Voss, 2008). If firms fail to take competition into consideration they may assess the 

benefits obtained from their acquisition or retention efforts incorrectly, and for this reason make 

suboptimal decisions (Min et al., 2016). In their research, Min et al. (2016) found that the firms’ market 

penetration level, market share leadership, and competition status have interactive effects on the 

firms’ customer acquisition and retention spending. According to a study conducted by Musalem & 

Joshi (2009), customers who show moderate responsiveness to the company’s CRM efforts should be 

the focus for the most aggressive customer acquisition and retention spending. Furthermore, heavy 

investments in acquiring and retaining customers highly responsive to CRM does not necessarily entail 

high firm profit, because competition within the firm for this type of customers often eliminate profit 

margins (Min et al., 2016). Although spending in employee training, customer service, mass 

advertising, sales and marketing employee salaries, and realization of shipping and handling in many 

cases make up for the majority of a firm’s operating costs, they are difficult to categorize into 

acquisition and retention costs (Min et al., 2016). Furthermore, the authors imply there are first-mover 

advantages to be claimed in terms of lower acquisition and retention costs in the telecom industry. 

This is displayed in Figure 1, comparing acquisition costs of a market leading company with follower 

companies. As Figure 1 shows, market leading companies constantly have cost advantages in 

acquisition and retention costs as the market becomes more penetrated.  

Figure 1- The acquisition cost advantage of market-share leader firm over follower firms 
Source: Min et al. (2016) 
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The same conclusion can be drawn from when the number of competitors increases. Figure 2 displays 

the impact increasing competition plays on retention and acquisition costs. As the figure shows,  

acquisition costs rise exponentially with increasing competition. This puts emphasis on early customer 

acquisition, in order to lower acquisition costs. 

 

Figure 2 - The impact of increasing competition on retention and acquisition costs 
Source: Min et al. (2016) 

 

 

1.2 Problem Discussion 

With the telecom industry having one of the highest churn rates of all industries, if not the highest, 

retaining and acquiring customers is of utmost importance for any given telecom company to stay 

relevant in the long run (Joshi, 2014). This emphasizes the importance of successful CRM and SCRM 

efforts and having well thought out value propositions to cater the volatile market. The rapid 

developments within social media, and its increase in users, have had many companies utilize social 

media for CRM and marketing purposes. Using CRM in the social media can potentially influence firm 

performance, researchers suggest, as these applications have higher amounts of customer 

engagement, interactions and information sharing (Choudhury et al., 2014). This means there most 

likely is room for companies to further understand usage patterns of social media and its customer 

behavior, to take a greater advantage of what social media has to offer. 

Considering the massive developments of social media over the past decade, catering over a billion 

people, it is no overstatement that any organization utilizing CRM should also consider SCRM in 

addition. SCRM has the potential to bring companies and consumers closer than ever, with consumers 

doing a lot of the research for the companies by themselves, by showing satisfaction, likes and dislikes, 

and so on with products and services in social media. With more and more people joining the Internet 

and social media every day, SCRM is likely here to stay. As Woodcock, Green & Starkey (2011) point 

out, traditional CRM does not build trust between buyers and sellers, as building trust with thousands 

of customers over mail, e-mail or phone is impossible. For building trust, mere transactions are not 

enough – you have to know your customers well. This is where social media comes in, as it provides 
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the opportunity to interact on a one-to-one basis with thousands of geographically spread out 

customers (Woodcock et al., 2011). Also, by using social media as a way of building relationships with 

customers, it enables companies to go outside of the reaches of the traditional CRM software to 

acquire new customers by targeting audiences outside the CRM software databases. SCRM then, 

logically has the potential of acquiring customers from outside of the company, in addition to 

increasing the value of current customers like traditional CRM. 

With that said, there surely are some question marks within many companies of how to proceed and 

adapt to this new form of communication with their current and potential new customers. Consumers 

will have varying patterns in using social media depending on age, gender, interests, education, etc. 

(Gao & Feng, 2016). Combining these usage patterns in social media with different types of consumer 

profiles pose an interesting question: is there any difference in how different customer segments best 

are reached through SCRM, and how are they best reached? Given the high churn rate in the telecom 

industry, along with promising potential of SCRM, it is not a question of why telecom companies should 

conduct SCRM, the question is rather how should telecom companies conduct SCRM. A problem with 

customer acquisition through SCRM is that it is hard to measure how well the SCRM contributes to 

sales (Woodcock et al., 2011). However, while it may be hard to connect SCRM directly to sales results, 

many still agree SCRM has a positive impact on sales. This emphasizes the need to know how to better 

conduct SCRM for customer acquisition, in order to make most of the efforts. With this in mind, the 

purpose of this research paper will be to find out how current social customer relationship 

management within telecom companies can be improved to increase customer acquisition of premium 

customers. As companies can be uncertain about how successful their SCRM efforts are, this research 

will be based on the customer’s perspective, to help complete the picture for the companies. 

RO: To find out how telecom companies can increase their customer acquisition of premium customers 

through social CRM 

 

1.2.1 Research Questions 

In order to help achieve the research objective, two research questions have been constructed to be 

answered in the given order. The purpose of the first research question is to find attributes of 

consumers that make them more likely to fit into a premium segment. The results from this will help 

companies determine what areas requires the most focus to acquire more customers. After having 

found what makes customers likely to join a premium segment, the aim of the second research 

question is to find how these customers best can be reached, with the mindset of increasing customer 

acquisition. Upon answering both these research questions, a conclusion should be ready to be drawn 

to shed light on how the research has met its purpose. 

Research question 1: What makes a potential customer likely to join a premium segment? 

Research question 2: How are potential premium customers best reached through social CRM? 

To be able to answer these questions, extensive amounts of literature has to be reviewed to grant a 

higher understanding of the area, as a first step. 
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2. Literature Review 
The purpose of the literature review is to provide a foundation for conducting the further research, thus 

creating an understanding of what has already been studied in previous research, and providing some 

background to the investigated topics. 

2.1 Managing for Successful Social CRM Efforts 

In this section, differences between traditional and social CRM along with the current state of social 

CRM, taking into account company and customer perspectives, will be elaborated upon. 

2.1.1 Differences Between Social CRM and Traditional CRM 

To further elaborate on the differences between social and traditional CRM, some key characteristics 

identified in previous research will be described, in order to further clarify the purpose and implications 

of the two different types of CRM. As mentioned earlier, traditional CRM is commonly viewed as 

various software applications used by companies to help increase the customer lifetime value of 

customers, whereas social CRM, or CRM 2.0, focuses more on relationship building with the 

consumers. Some further clarification of the differences between traditional CRM and social CRM can 

be found in Table 1 below. 

 

Table 1 - Differences between traditional CRM and social CRM 
Source: adapted from Greenberg (2010) 

  

Traditional CRM features/functions                      Social CRM features/functions 

 

Definition: “CRM is a philosophy and a 

business strategy supported by a business and 

a technology, designed to improve human 

interactions in a business environment.” 

Definition: Social CRM “is a philosophy and a 

business strategy, supported by a system and 

technology, designed to engage the customer 

in a collaborative interaction that provides 

mutually beneficial value in a trusted and 

transparent business environment.” 

Marketing focused on processes that send 

improved, targeted, and highly specific 

messages from the company to the consumer. 

Marketing focused on building relationships 

with customers, focusing on engaging the 

customer in discussions and activities, 

observing conversations between customers. 

Business focus on products and services to 

satisfy consumers.  

 

Business focus on experiences and 

environments that engage consumers.  

Tools are used for automating functions. Social media tools are integrated in services 

and apps, such as wikis, blogs, social 

networking tools, user communities and 

podcasts. 



7 
 

2.1.2 Company vs. Customer Perception of SCRM 

In a study conducted by Heller Baird & Parasnis (2011), it was found that the usage patterns of SCRM 

are perceived differently from a customer contra business viewpoint. This study shows that customers 

are far more interested in tangible value than perceived by companies earlier. The authors imply that 

consumers, while embracing social media, should not be taken for granted by companies to engage in 

social media with them. Furthermore, the authors mention some other consumer behavior they found 

while conducting their research: 

 While there is a huge number of consumers using social media, they only occasionally interact 

by responding to posts and authoring content. (Heller Baird et al., 2011) 

 Social media to consumers is more about friends and family – not brands. For them, social 

media are about personal connections with friends and family, with more than half not even 

considering engaging with business through social media. (Heller Baird et al., 2011) 

 There are gaps between what consumers expect from social media interactions with 

companies and what the companies think the consumers care about. Consumers were found 

to expect something tangible after putting in time towards endorsements and submitting 

personal data. (Heller Baird et al., 2011) 

 Advocacy is believed to be increased by social media by most businesses, however only 38 

percent of customers agree, and over 60 percent believe a prerequisite for social media 

engagement is passion for a company or brand. (Heller Baird et al., 2011) 

Implications for companies 

While companies are on the way to establishing the fundaments of CRM, the change is not painless. 

For customer-oriented companies, social media is one of the most disruptive forces today. Companies 

feel the pressure to take part of the social media phenomenon, where 79 percent of companies now 

have presence on a social networking site. However, social networking data can be deceiving Heller 

Baird et al. (2011) explain, meaning this is something companies will have to take into consideration. 

They found that only 5 percent of consumers would nearly always respond to comments, or write their 

own posts. The largest proportion of consumers (75 percent) occasionally respond or post their own 

content. The remaining 20 percent are not posting any content, and are simply observing other 

content. (Heller Baird et al., 2011) 

The biggest difference between businesses’ perceptions of their customers and reality in their 

interactions with social media is that consumers mainly use social media for getting discounts and 

purchasing products and services, Heller Baird et al. (2011) found. In contrast, these two purposes 

were perceived by businesses to be the least attractive purposes of social media interaction with 

businesses. Businesses thought that consumers interacted with them to learn about new products and 

acquire general information about the company, which is an overestimation of the reality found in 

Heller Baird et al.’s (2011) study. Furthermore, while a large part of the purpose of social CRM is to 

create relationships with customers and have a dialogue with them, this study points out that the 

customers are more inclined to use social media for receiving tangible benefits from a company, rather 

being part of a community or staying connected to the company. 

Seeking for benefit is the reason for consumers to interact with businesses through social media Heller 

Baird et al. (2011) state, further mentioning that trusting the company is a prerequisite for consumers 

to interact in the first place, in addition to consumers thinking that social media is the right channel for 

finding the value they seek. The authors conclude that the result of engaging in social media can be a 
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feeling of connection towards a business for consumers, but in order to get there, the company has to 

provide something tangible, as a transaction is what customers primarily seek. In addition to this, 64 

percent of customers believe passion for a brand or business is a prerequisite for social media 

interaction, meaning most customers only want to interact with brands they already know and like. 

This puts emphasis on recommendations from friends or family for buying decisions, as participation 

through social media is not guaranteed to increase brand loyalty or spending. Companies can take 

advantage of this knowledge by having a goal with their social media programs to touch customers 

emotionally to have them share their experiences with others. (Heller Baird et al., 2011) 

Investigated attributes 

Heller Baird et al. (2011) chose to investigate the following attributes when comparing the customer 

and business perception of social CRM:  

 Discount 

 Purchase 

 Reviews and product rankings 

 General information 

 Exclusive information 

 Learn about new products 

 Submit opinion on current products/services 

 Customer service 

 Event participation 

 Feel connected 

 Submit ideas for new products/services 

 Be part of a community 

In a study conducted by Kumar, Bezawada, Rishika, Janakiraman, & Kannan (2016), discounts and 

promotions are evaluated as variables in trying to find consumer buying patterns in social media. This 

concurs with Heller Baird et al. (2011), who also evaluates discounts as a factor for customer 

engagement with companies on social media. Elena (2016) implies that customers use social media to 

research products or services prior to purchase. Kim, Li, & Brymer (2016) argue that an extensive 

amount of research point towards a positive correlation between the number of online reviews and 

increased firm performance. Brusilovskiy, Townley, Snethen, & Salzer (2016) propose that “higher 

levels of social media use will be associated with greater community participation and civic 

engagement”, which aligns with Heller Baird et al.’s (2011) thoughts, that people use social media to 

be part of a community and feel connected. Furthermore, Trainor, Andzulis, Rapp, & Agnihotri (2013) 

point out that customers today expect the same level of interactivity with business on social media 

today, as they do with their other peers. As social media is an open diary of likes, dislikes, preferences, 

and dissatisfactions (Elena, 2016), social media has a big role in providing forums for consumers to 

submit opinions on products and services.  

 

2.1.4 Social CRM in the Company 

Social CRM, also known as CRM 2.0 (Greenberg, 2010), requires businesses to adjust their way of 

working with customer relationship management in order to take the best advantage of profitable 

opportunities. Social CRM puts more emphasis than ever on listening to the customers and what they 
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are saying about business through their social networks. Similarly to how they communicate with 

friends and family, customers want to engage with brands on a social level. This displays the value of 

social CRM, as customers take the initiative to be updated and entertained by the company. Whereas 

traditional CRM activities usually are designed to sell or collect customer data, social CRM adds to this 

in the form of enabling customer engagement. (Kubina & Lendel, 2015) This is coherent with 

Greenberg’s (2010) viewpoint, which is that social CRM is an evolved version of CRM, that has gone 

from a strategy being focused on customer transactions to a new strategy that incorporates customer 

interactions in addition to transactions. The author further states that social CRM would add much-

needed information for customer insights if conducted successfully.  Social CRM grants companies the 

possibility to collect extensive socio-demographic customer data from social networks in the forms of 

age, relationship status, or addresses. This data can be used to enrich existing customer profiles, as 

well as posing as a way to include Facebook fans, or customers on other social media platforms, in 

traditional CRM activities. (Kubina & Lendel, 2015) 

The first step towards a successful relationship building is usually a campaign in traditional CRM. 

However, for social CRM the first step should be creating content as grounds for generating 

conversations and meaningful relationships, as shown in figure 3, depicting a model of the differences 

between traditional CRM and social CRM workflow. (Kubina & Lendel, 2015) These conversations are 

now more important than ever, since the customers are acting on them and thus affecting business 

(Greenberg, 2010). Further on, traditional CRM converts the leads generated by the campaigns into 

different categories within the sales cycle, whereas social CRM takes the conversations and attempts 

to turn them into something collaborative between the company and consumer (Kubina & Lendel, 

2015). This way, the company and the customer co-create the necessary knowledge for insight. The 

customers can provide insight to the company, willingly many times, if they see a benefit to be gained. 

(Greenberg, 2010) 

 

Figure 3 - Traditional CRM vs. Social CRM 
Source: Kubina & Lendel (2015) 
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In their model shown in figure 4, Trainor et al. (2013) propose the capabilities of social CRM is 

influenced by how well social media technology usage is integrated and supported in the company, 

and is related to customer-centric management systems. The authors include both complementary 

organizational resources and IT, based on Melville, Kraemer, & Gurbaxani’s (2004) proposition that “IT 

business value is generated by the deployment of IT and complementary organizational resources”. 

Additionally, according to Trainor et al. (2013) the model proposes that “IT and complementary 

resources ultimately may impact organizational performance by enabling new or improving existing 

business processes or capabilities”. 

 

Figure 4 - A conceptual model of factors affecting Social CRM capabilities. 
Source: Trainor et al. (2013) 

 

2.1.5 The Social Customer 

The social customers are unlike previous customers. They rely heavily on peers and can, if they want, 

constantly stay connected to these peers, through mobile devices and computers. (Greenberg, 2010) 

The social customers are highly demanding, cynical, and untrusting (O’Brien, 2011). They have high 

demands in the terms of accessibility of information, and are able to share this information with their 

peers. A prerequisite for this type of information sharing is trust. The social customers need their peers 

and companies they communicate with to be transparent and authentic. As their loyalty towards 

companies to a large extent is attitudinal, and not just behavioral, they are inclined to advocate a 

product or business if they have a good experience. (Greenberg, 2010) The social customer expects 

every company to provide the products, services, tools, and experience needed to form an 

individualized relationship with the company, catered to their personal preferences. As soon a 

company grasps the reality that the customer is now in control of the relationship, the sooner it can 

take advantage of this situation and utilize the full potential of social media (Kubina & Lendel, 2015).  

2.1.6 Gathering Customer Insight 

Social CRM is able to provide the strategies and tools needed for accurate and meaningful customer 

insight. It is capable of measuring the emotional temperature of a customer or a group of customers 

affiliated with the company, subjects of interest to the company, or events that are associated with 

the company. (Greenberg, 2010) These customer insights can primarily be attained from the following 

five components: 
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 Data from individual profiles, text analysis, blogs, and conversations in social networks can be 

combined with regular transaction data to create a fuller picture of the customer. 

 Sentiment analysis can be used to take the emotional temperature of individuals and groups 

to keep track of the customer attitudes in social networks and communities. 

 Social media monitoring can be conducted using social CRM tools designed to analyze social 

media. Solutions are there to help track customer engagement, influencers and topics in blogs, 

forums, image sharing sites, social networking sites etc. 

 Profiles provide personal information that can provide customer insights into how customers 

want to interact with the company. Examples of tools that can pull profile information from 

social networks are LinkedIn and Facebook. 

 Customer experience mapping looks at the expectations of actual customers, the weight the 

customer places on individual results, in addition to examining individual customers in multiple 

environments at multiple touchpoints. (Greenberg, 2010) 

2.2 Value Proposition 

There are varying definitions of value proposition, and what the term entails. Sheehan et al. (2015) 

define value proposition as “a succinct description of the value the firm promises to consistently deliver 

to its customers.” Superior customer value can be interpreted as a combination of service, quality, and 

price, with Smith (2016) defining superior customer value as “a positive trade-off between benefits 

derived and price paid”. In order to deliver a superior customer value, a business experience must be 

created by the company, to satisfy and often exceed customer expectations. To realize this strategy, 

different marketing tasks can be combined such as identifying customer segments, improving service 

quality, strengthening communications, developing strong customer relationships, and avoiding price 

wars (Smith, 2016). 

Lanning & Michaels (1988) presented value propositions as a company’s internal value delivering 

system, consisting of the following three steps: choosing, providing, and communicating the value. This 

is depicted in a model of a value delivering system for successfully creating and delivering a value 

proposition, shown in figure 5. The model is divided into three stages: choose the value, provide the 

value, and communicate the value. It has since this model been additional suggestions that “the aim 

of a business is to create a value proposition for customers which is superior to any offered by a 

competitor” (Ballantyne, Frow, Varey, & Payne, 2011). Lanning et al. (1988) imply that top 

management has to put more effort into choosing the value, proposing that top management should 

take a greater part in this process, rather than delegate it to marketing or planning groups, as a winning 

value proposition is fundamental for any company. In order to choose the right value, Lanning et al. 

(1988) suggest first analyzing and segmenting the market, based on customer desires, upon which an 

assessment of opportunities within the segments should be made, leading to eventually choosing the 

value that can make the most of the opportunities presented within the segments. 

 



12 
 

 

Figure 5 - McKinsey & Co's value delivery system 
Source: Ballantyne et al. (2011) 

 

Skålén, Gummerus, von Koskull, & Magnusson (2014) propose that, regarding value propositions in 

service-dominant firms, “value is co-created in during interactions, and that value is subjectively 

determined by the customer in context, e.g. when the customer uses products or services.” They further 

go on to note that value depends on the interaction as well as the customer context, and thus cannot 

be delivered only based on a value proposition. In his model shown in figure 6, Smith (2016) 

investigates which elements of customer value propositions are influenced by corporate 

transformations. Which elements of customer value propositions are in the theoretical model is based 

on previous studies on customer value proposition by other authors. Hence, the aim of this paper was 

to investigate which of the elements of customer value propositions, gathered from various sources, 

are affected by corporate transformations. Smith (2016) emphasizes focusing on the customer as a key 

area for action for a firm to become a high-performing business. While the purpose of the model is to 

better understand variables that need to be considered in value propositions to enable regional 

expansion, the elements the authors propose affect a customer value proposition are similar to other 

studies, if not adding more depth. Smith (2016) further notes that the value proposition is what the 

company delivers its value through, noting that the value proposition is a deciding factor in how the 

company is perceived by the customer in its delivery of value and associated benefits. According to 

Breur (2006), there is a symbiotic relationship between firm growth and customer value, leading Smith 

(2016) to propose that there is “an alignment between value proposition and regional expansion of 

firms”. Smith (2016) goes on to state that “the crafting of an effective strategy, such as a value 

proposition strategy, will require a transformational change in the organization for successful 

implementation of this strategy”. 

Customer orientation is part of the model since Smith (2016) points out in the there is a connection 

between performance outcomes, such as growth, profits, expansion, etc., and customer orientation, 

in the literature. Furthermore, the author mentions that mergers, acquisitions, and other 

transformation initiatives have to be aligned simultaneously with customer orientation during the 

growth and expansion of firms (Swaminathan, Groening, Mittal, & Thomaz, 2014). 

Consumer confidence has been strongly linked to performance in financial circles, as well as being a 

trustworthy predictor of growth of firms on the stock exchange. Overall Smith (2016) concludes that 

consumer confidence positively impacts growth and stock market returns, regardless of country, partly 

based on suggestions by Wong & Lievano (2009). 
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Prices are expected to be reduced by the companies, as corporate transformation initiatives are 

aligned to the company’s competitiveness Smith (2016) notes. The author further hypothesizes that 

“lowering price to customers is positively associated with regional expansion and growth”.  

Product and service quality improvements are correlated to transformation strategies, such as a 

merger for example, according to Smith (2016). The author further proposes that “quality is positively 

associated with regional expansion and growth”. 

Flexibility is positively associated with corporate transformation, regional expansion and growth Smith 

(2016) argues, basing it on previous researchers stating that flexibility was reported in a study to be a 

top quality required by managers for carrying out change programs, and flexibility is related to growth 

in the banking industry, but with varying outcomes. 

Branding is a part of the model as successful creation of brand value, and increased revenue and 

market power can be the results of corporate investments into mergers and acquisitions. Knowing this, 

corporate transformation, regional expansion and growth is proposed to be positively associated with 

branding. (Smith, 2016) 

Capability is positively associated with corporate transformation, regional expansion and growth Smith 

(2016) proposes, pointing to an earlier study by Penrose (1959) which proposes that excess capabilities 

largely contributes to firms growing to become multinational entities. 
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2.3 Frame of Reference 
The purpose of this section is to link the reviewed literature to the research questions, in order to help 

answer them. Thus, the frame of reference will later function as a basis for the creation of the interview 

guide for the data gathering. 

RQ1: What makes a potential customer likely to join a premium segment? 

For answering research question 1, an understanding of what makes a value proposition desirable to 

customers is needed. As there is no specific answer to this which can be applicable to all segments, the 

target will be to gather more specific information on what makes the value proposition of a premium 

telecom company desirable to customers. To support this, the model of Smith (2016) will be used as a 

starting point for choosing which possible, to the customer attractive, attributes to investigate. These 

are displayed under ‘concept’ in Table 2 and are all based on Smith’s (2016) model. The definitions of 

each concept are further described in the ‘definition’-column in the same table. These definitions are 

all adapted from Smith’s (2016) model, where they have been further described. The ‘operational 

definition/measurement’-column contains the questions for the interview guide, which can be found 

in Appendix A. The questions have been adapted from Skålén et al.’s (2014) research to fit the purpose 

of this research project. Skålén et al.’s (2014) suggestion that “value is co-created in during 

interactions” and Greenberg’s (2010) proposition that social CRM would add much-needed 

information for customer insights, will be kept in mind, as it links RQ1 to RQ2 through connecting 

interaction and relationship building with value creation, and proposes this can be done through social 

CRM.  

Table 2 - Framework for Research Question 1 
Source: adapted from Smith (2016) 

 

Concept 

 

Definition 

 

Operational definition/measurement 

Customer orientation Actions taken by the company 

with growing the customer 

affection towards the company 

in mind, such as showing 

sympathy, building friendships, 

customer intimacy, and 

customer-employee 

relationships. 

How important is it that a company 

shows sympathy for you, and how can 

they do it? 

 

What do customer-company 

friendships and relationships mean to 

you? 

 

Consumer confidence The spending and saving 

intention of customers. Can be 

affected by the customer’s 

feelings of trust, confidence, 

comfort level for doing business, 

safety, openness, and honesty 

towards a company. 

How does trust, honesty, safety, and 

confidence in a company affect your 

buying decisions with that company? 

 

How important is it that a company is 

open with their reasoning and actions 

to you? 

Price Price, fees, and charges to the 

customer. Rewards can also 

affect the customer’s tolerance 

towards a price. 

How important is pricing for you, and 

what other factors do you consider 

when dealing with a telecom 

company? 
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Quality Product quality, service quality, 

product leadership, operational 

excellence 

How important is product and service 

quality to you when considering 

telecom companies and their 

products? 

 

What is more important when 

considering telecom products: getting 

the most popular product, or getting 

the highest quality product? 

Flexibility How flexible the company is in 

designing its solutions towards 

the customer and adapting to 

changing circumstances. The 

areas of flexibility can be 

convenience, customization, 

diversification of opportunities 

for customers, and the 

distribution channels. 

How important is it to you for telecom 

products to be customizable to your 

preferences?  

 

What does a company being flexible 

mean to you? 

Branding The act of developing stronger 

brands. Brands can be 

strengthened by providing 

exclusive products or services, 

improving brand image, and 

individual brands. 

What affects how you perceive a 

brand?  

 

What can a company do to make their 

brand grow on you? 

Firm capability Describes the potential a 

company can achieve. 

Influencing factors are 

competence within the 

company, educated/intellectual 

staff, and knowing of how to 

getting things done. 

Will not be measured as this is not 

relevant from the customer 

perspective. 

 

RQ2: How are potential premium customers best reached through social CRM? 

In order to answer research question 2, reviewed literature concerning social CRM and how to conduct 

it will be used to support the creation of the interview guide and analysis of the results. More 

specifically,  the attributes found in Heller Baird et al.’s (2011) model will be used as grounds for 

investigating in the data collection, contributing with all the concepts and definitions in Table 3. The 

operational definitions have been adapted from Skålén et al. (2014) and adjusted to better suit the 

purpose of the study. 
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Table 3 – Framework for Research Question 2 
Source: adapted from Heller Baird et al. (2011) 

Concept                                               Definition                                           Operational definition/measurement 

Discount Getting discounts or coupons 

towards a product or service. 

How do you view companies 

promoting discounts or coupons over 

social media? 

Purchase Purchasing products and 

services. 

Where do you look for information 

about a company, and its products or 

services, prior to a purchase?  

Reviews and product rankings Customers reading reviews and 

product rankings about a 

product or service when 

gathering information, prior to 

purchase. 

Are you interested in others reviews of 

rankings when gathering information 

about a product or service?  

 

If yes, where do you go to find this 

information? If no, what type of 

information to you prefer instead? 

General information Core information about a 

company and the products or 

services it offers. 

Where do you go to find information 

about a company and what products it 

has to offer? 

Exclusive information More detailed information 

about a specific part of the 

company, a product, or event. 

If you want to find more detailed 

information about for example a 

company, product, or event, what do 

you turn to?  

Learn about new products Information about a company’s 

new product releases. 

In what ways do you use social media 

for learning about a company’s new 

product releases?  

If you don’t, where do you go to find 

this sort of information? 

Submit opinion on current 

products/services 

Using social media to express 

opinions about and criticize 

products/services. 

How do you express your opinions on 

current products/services?  

 

To whom, and through what channels 

do you do it? 

Customer service Using social media as a channel 

to get customer service from a 

company. 

Do you use social media to get 

customer service from a company?  

If so, how do you do it? If not, where 

do you get it? 

Event participation Participating in company-held 

events on social media, i.e. 

contests, quizzes, or promoting 

physical events. 

How do you take part in company 

events on social media, such as 

contests, quizzes, or finding out 

information about physical events?  



17 
 

 

 

  

Feel connected Using social media to feel 

connected to a company and 

stay updated on what it is doing. 

What does feeling connected to a 

company mean to you?  

 

How can social media help you feel 

connected to a company? 

Submit ideas for new 

products/services 

Using social media to submit 

ideas for new products or 

services. 

How do you submit new ideas for 

products/services to a company?  

 

What channels do you think are best 

for this purpose? 

Be part of a community Using social media to be in a 

community with people of 

similar interests or preferences 

of a company, or 

products/services. 

What types of communities do you 

seek to be a part of in social media?  

 

How do you approach company, or 

product oriented communities? 
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3 Methodology 
In this chapter, the methodology used for conducting the research is presented, along with motivations 

of why the different approaches and strategies were used. 

   

3.1 Research purpose Exploratory & descriptive 
3.2 Research approach Qualitative 
3.3 Research strategy Holistic single-case study 
3.4 Data collection method Focus group 
3.5 Sample selection Non-probability 
3.6 Analysis method Explanation-building 

 

3.1 Research Approach 
According to Creswell (2014), there are three approaches to research: qualitative, quantitative, and 

mixed methods. The author further notes that a frequent distinction between qualitative and 

quantitative research is that qualitative research tends to be more focused on words, whereas 

quantitative research is more focused on numbers. Mixed methods, however, is a combination of both 

quantitative and qualitative research.  

This research will be classified as qualitative, as the purpose is to explore and understand human 

behavior. The data collection method, a case study, furthermore is a typical qualitative experiment 

(Creswell, 2014). In contrast, a quantitative approach would entail testing an objective theory and 

investigating the relationship between different variables. In other words, a quantitative study would 

be designed to test a theory which would have to be stated prior to the data collection. Since the goal 

of this research is to investigate and explain human behavior, and not test a theory, it cannot be 

considered to be a quantitative research. Furthermore, since there are no quantitative elements in the 

research, the research cannot be a mixed methods research, as this would require the research to be 

both quantitative and qualitative. (Creswell, 2014) 

3.2 Research Purpose 
There are three types of purposes of a study: exploratory, descriptive, and explanatory studies 

(Saunders, Lewis, & Thornhill, 2007). An exploratory study is adequate for clarifying understanding of 

a problem and further explaining it. This type of research is commonly done in the following ways: 

searching the literature, interviewing persons with expertise within the subject, and by focus group 

interviews. (Saunders et al., 2007) Descriptive studies are meant to describe a situation or 

phenomenon, rather than trying to explain how or why a situation or phenomenon occurs, as in an 

exploratory study. For this reason, it is necessary to have a clear picture of the phenomena that is 

subject to data collection before the actual data collection begins (Saunders et al., 2007). An 

explanatory study seeks to explain the relationship between different variables (Saunders et al., 2007). 

Explanatory studies can be conducted through collecting either quantitative or qualitative data.  

This study will be of both exploratory and descriptive nature, as it looks to try to understand customer 

behavior and preferences in the social CRM setting, while at the same time attempting to describe 

current customer behavior. Furthermore, the data collection will be in the form of a focus group, which 

indicates the study to be exploratory (Saunders et al., 2007). 
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3.3 Research Strategy 
The chosen strategy for this research is a case study. Here, the concept of a case study will briefly be 

presented, along with the reasoning behind choosing to do a case study. Case studies are generally the 

preferred strategy for answering “how” and “when” questions, when the focus is on a contemporary 

phenomenon within a real-life context, or when the researcher has limited control over events (Yin, 

1994). The case study strategy is especially interesting if the purpose is to understand the context of 

the research and the processes being enacted (Saunders et al., 2007). A case study allows for different 

kinds of data collection, ranging from interviews and observations to documentary analysis and 

questionnaires (Saunders et al., 2007).  

Case studies are usually adequate strategies when the research questions are “how” and “why” 

questions (Yin, 1994). As the research questions in this thesis are in the “how”-format, they argue for 

doing a case study. Second, as the data collection is in the form of focus groups, the data source is not 

going to be a sample that is representative of a population. Instead, the purpose of the study aligns 

more with expanding and generalizing theories which, according to Yin (1994) is a symbolic feature of 

a case study.  

Yin (1994) mentions there is a primary distinction in designing case studies between single-case and 

multiple-case designs. As the names hint, single-case implies there is only going to be one case study 

to be used to address the research questions, whereas multiple-case entails conducting more than one 

case study. Furthermore, Yin (1994) explains a case study design can either be considered holistic or 

embedded. A case study being defined as holistic or embedded depends on how many units is being 

treated within each case. Studying a single unit, such as a whole organization, would be considered a 

holistic case study, while if studying multiple units within each case, such as subunits within an 

organization, makes the case study embedded. Since there only is one unit of analysis in this case 

study, this case will be a holistic single-case study. Conducting a holistic case study implies treating the 

organization as a whole, rather than investigating different parts of the organization (Saunders et al., 

2007). 

3.4 Data Collection 
For case studies, the employed data collection techniques can be various and used in combination with 

each other. These techniques may include interviews, observation, questionnaires, and documentary 

analysis, and which of the techniques used depend on the nature of the study and the amount and 

kind of data. Using multiple data collection techniques for a case study is referred to as triangulation, 

with the purpose of ensuring the collected data is interpreted correctly. (Saunders et al., 2007) 

The data collection technique used in this research project was focus groups. Focus groups are mainly 

used for gathering qualitative data. The reasoning behind collecting data through focus groups rather 

than in-depth interviews was that focus groups were thought to provide more data, in addition to 

providing a clearer picture of the opinions of the population. Since focus groups allow for people to 

agree or disagree with statements of other participants, the atmosphere of the focus group can 

provide a better sense of topics the participants though were more important than other.  This allows 

for going more in-depth and gathering information of, to the participants, more relevant topics and 

thus open for the possibility of gathering more relevant data. Focus groups also enables the 

participants to build on each other’s explanations, which may provide more answers than when 

conducting an interview. Lastly, since the focus group participants had no varying expertise within the 

areas, in-depth interviews with experts was not an option. The participants were thought to have 

rather similar values and preferences in the subject, thus focus groups was the chosen data collection 

method. 
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3.4.1 Focus Groups 
Interviews can be structured to various degrees, ranging from using standardized questions for each 

respondent to being informal and unstructured conversations. Saunders et al. (2007) distinguish 

between three main types of interviews: structured interviews, semi-structured interviews, and 

unstructured or in-depth interviews. The data collection for this research project identifies the most 

with semi-structured interviews, by elimination of the other two alternatives. A structured interview 

uses questionnaires based on a standardized set of questions, with the purpose of collecting 

quantifiable data. Thus, structured interviews are more suitable for quantitative studies, which this 

research project is not. Unstructured interviews entail not having a predetermined list of questions, 

giving the interviewee more room to talk freely and lead the interview to a certain extent. (Saunders 

et al., 2007) Since there was prepared material for asking the questions, and all the focus groups 

received the same questions, while at the same time leaving room for changing the order of the 

questions and adding new ones where suitable, the conducted interviews can be regarded as semi-

structured. 

Three focus groups were conducted in order to gain more knowledge from the consumer perspective 

about how premium telecom companies can make their value propositions more attractive, and how 

to improve their social CRM efforts to attract the potential customers. Each focus group had six 

participants of European nationalities, aged between 22 to 30 years old. The focus group participants 

were all male students with two years or less left on their education. Given the economic situation of 

most students, having to save money wherever possible, students are not considered natural premium 

telecom customers, as being a premium customer often entails having to spend more money on the 

service. However, since the focus group participants would leave the student life relatively soon, they 

were considered to be optimal candidates for collecting data about the preferences of soon-to-be 

premium customers. This data would then be important for telecom companies for getting a 

competitive edge in acquiring customers who are about to enter a premium segment. All the focus 

group participants have been chosen because they are inclined to become premium telecom 

customers in the near future, when they have started working and thus have a higher income than the 

average student. The reasoning behind conducting the data collection on people who are about to be 

potential premium customers, rather than people who already fit the target segment, is to gain more 

knowledge of soon-to-be target customers, thus giving the telecom companies using this data a head 

start against the competition. 

 

The focus groups all took place in Luleå, Sweden in a relaxed setting in an apartment living room, and 

were recorded with a mobile device, to later be transcribed and analyzed.  The participants were told 

that everyone did not have to give an answer for each question, they were however requested to 

provide an answer whenever they had one. At least two to three people provided an answer to each 

question. At a few occasions, where none of the participants seemed to have an answer, the question 

was first explained with different wording, to make sure the participants had understood the question, 

and then further elaborated upon to get a discussion going if needed. Rather than cutting off a 

participant, whose presence in the discussions was more prevalent, enough time was given at each 

question to exhaust the focus groups of their answers and give everyone room to contribute. The focus 

groups were conducted in Swedish, although there were international students in the first two groups. 

Focus group Participants Ages Nationality Length Location 

1 6 21, 22, 22, 23, 25, 30 5 Swedish, 1 Finnish 48 min Luleå, Sweden 

2 6 24, 24, 25, 25, 26, 29 5 Swedish, 1 Hungarian 1 h 8 min Luleå, Sweden 

3 6 22, 23, 24, 26, 27, 30 6 Swedish 1 h 12 min Luleå, Sweden 
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The international students had lived in Sweden for a few years and wanted to conduct the focus groups 

in Swedish. English translations for the interview questions, as seen in the interview guide (Appendix 

A), were at hand for possible occasions where language barriers could be an issue. The focus groups 

finished after the last question was answered, and thus had no set time-limit. 

3.5 Sample Selection 
Ritchie & Lewis (2003) distinguish between two main sampling strategies for social research: 

probability sampling, and non-probability sampling. Probability sampling is generally used for 

statistical research, and thus inappropriate for qualitative research. In a probability sample, the 

probability of selecting a unit is known and chosen at random from a population, with the aim of 

producing a statistically representative sample. (Ritchie et al., 2003) 

In qualitative research, non-probability sampling is used for selecting the population to study. Here, 

the sample is not selected to be statistically representative, instead, the population is selected based 

on its characteristics. The units are selected to reflect features or groups within the sampled 

population. (Ritchie et al., 2003) 

Since this research project conducts a qualitative study, non-probability sampling has been the chosen 

method. The conducted focus groups have had their participants selected after being considered as 

viable candidates to become premium telecom customers in the near future. The participants were 

deemed to have relevant input for telecom companies looking to acquire customers who are about to 

be more inclined to increase their spending in telecom products and services. 

3.6 Data Analysis 
Yin (1994) identifies four different analytic strategies for case studies: pattern-matching, explanation-

building, time-series analysis, and program logic models. For this analysis, an explanation-building 

strategy has been chosen. The explanation-building strategy is mostly used for explanatory case 

studies and builds an explanation while collecting data and analyzing them, as opposed to predicting 

an explanation and testing it. (Yin, 1994) 

As the purpose of this study is to attempt to explain customer patterns proposed by previous literature, 

for businesses to better acquire customers through social CRM, an explanation-building strategy has 

been used. The research project seeks to identify behavioral patterns and mindsets of consumers in a 

qualitative manner, through basing proposed explanations on data gathered from conducted focus 

groups, supporting the explanations with studied literature. This choice of this analytical strategy aligns 

well with Yin (1994), who further mentions that explanation-building strategies are suited for 

attempting to explain a phenomenon. 

3.7 Reliability & Validity 
In order to assess the quality or sustainability of a research, reliability and validity are concepts 

commonly used. Reliability is commonly thought to concern the replicability of the findings in a 

research, essentially attempting to explain whether a research’s result can be reproduced or not. 

However, given the complexity of the qualitative research environment, seeking reliability is often 

avoided. In this research project, the sample selection, fieldwork, analysis, and opportunity for all 

perspectives, will be considered for their reliability. (Ritchie et al., 2003) 

The sample selected was a non-probability sample, where the focus group participants were selected 

because of their likeliness of entering a premium telecom segment soon. The variables considered for 

selecting the focus group participants was their age, stage in education, and nationality. The researcher 
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had no prior information about the focus group participants’ telecom providers, thus minimizing the 

risk of composing a biased group. 

In conducting the fieldwork, the focus group participants had the opportunities to express themselves 

freely, as the focus groups were semi-structured. While there was a set interview guide, the focus 

group participants had the opportunity to bring up issues outside the scope of the questions, leaving 

room for them to accurately portray their experiences. 

The analysis has been carried out through comparing data gathered from focus groups to studied 

literature. In this regard, the analysis has been structured, leaving little room for speculation as the 

analysis has been carried out objectively. 

The opportunity for all perspectives has been partly present in this research project, due to the 

interview guides being semi-structured. This means that the focus group participants have had the 

opportunity to cover a wide perspective on the topic, while not being able to go fully off-topic. 

However, the focus group participants had the opportunity to present answers that were on topic, 

regardless of directly answering a question from the interview guide, or answering a question they 

thought was relevant to the subject. As there was no time limit on the conducted focus groups, all 

participants had the opportunity to make their voices heard. If a specific participant would start to take 

up too much room in a focus group, questions would be directed towards other participants to get 

everyone involved. However, this was never an issue when conducting the focus groups. 

The purpose of validity is to assess the accuracy or correctness of the research project. Sample 

coverage, capture of the phenomena, identification, and display are the validity aspects covered in this 

research project. (Ritchie et al., 2003) 

The sample coverage was, as earlier mentioned, selected based on the focus group participants’ 

predisposition to becoming premium telecom customers, with no known bias. The earlier mentioned 

sample criteria were of importance to target a population inclined to become premium telecom 

customers in a soon future, but are not currently premium telecom customers. 

Due to the relaxed environment where the focus groups took place and the nature of the questions, 

allowing the focus group participants to provide data outside what was asked for, the data collection 

was designed to maximize the capture of the phenomena. 

During the focus groups, follow-up questions were asked in order to make sure the correct 

identification of the phenomena was interpreted. Subsequently, the findings from the data collection 

have been categorized to match their corresponding categories in the frame of reference. 

The research findings are displayed in an attempt to present a comprehensive picture of the data 

collected. In order to do this, all the relevant data available has been presented in a manner to clarify 

it, rather than adjusting it to fit the topic.  
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4. Empirical Findings and Analysis 
In this section, qualitative data from focus groups conducted will be presented and analyzed, in order 

to help answer research question 1 and research question 2.  

4.1 Research Question 1 
Here, data concerning research question 1 is presented and analyzed with the aim of answering 

research question 1. 

What makes a potential customer likely to join a premium segment? 

4.1.1 Customer orientation 
During the focus groups, the participants underlined three main features a company should have in 

order to be considered sympathetic: understanding my situation, showing that they value me as a 

customer, and compensation. The focus groups were congruent in thinking that companies should not 

explain sympathy in the form of “feeling sorry” for the customer. Instead, they wanted the company 

to show that they understand that the customer is troubled, and act upon it. In this sense, the 

customers seek a tangible sign of sympathy, in the form of a benefit or compensation, making actions 

speak clearer than words. The interviewees also emphasized the importance of a friendly and 

professional experience when communicating with the company. Some participants went even further 

to state that the treatment by a company is vital in situations where problems have occurred for the 

customer. If the customer is treated poorly, then it might lead to the customer switching companies, 

whereas it instead could lead to additional purchases if the customer is treated well. A company 

“willing to bend the rules a bit” to make sure the customer is happy was regarded as a positive feature. 

By this, the interviewees implied that a company would have to go out of their way to maintain the 

customer’s satisfaction, in scenarios where a problem related to said company has occurred. In this 

sense, the customer orientation can well affect how potential customers are willing to become a 

customer for a company, depending on how the sympathy of the company is perceived by the potential 

customer, before becoming a customer. Here, social media and word-of-mouth can play big roles in 

endorsing the company, as they have a clear way of showing and describing company actions to non-

customers, correlating well with Greenberg’s (2010) proposition, that social media conversations are 

grounds for customer engagements, affecting the business. 

When asked what customer-company friendships and relationships meant to them, the focus groups 

pointed out that the customer service plays a vital part in this regard. If the customer service handles 

a customer well, the customer will be more tolerant to future problems that may occur when dealing 

with the company. The interviewees also pointed out that a prerequisite for a customer-company 

relationship to feel meaningful is that the communication between them is personal, emphasizing the 

importance of companies acknowledging their individual needs and issues. They furthermore 

mentioned that it is harder to build a relationship with a large company than a small company, since 

they expect a more personal and better treatment from companies with fewer customers. The 

reasoning behind this was that smaller companies should have more time to give their lower numbers 

of customers extra attention. For telecom companies, the interviewees thought it is hard to build a 

relationship, as they rarely meet the companies’ representatives in person, in addition to the customer 

call centers feeling impersonal due to the vast amount of customers calling. Long queues lead to the 

customer not feeling as important, and talking to a different person each time they call a company call 

center makes it more difficult to build a relationship or friendship with a company, the focus groups 

mentioned. In order for the communication to feel personal, it should be in spoken form, preferably 

in person. Text chatting, emailing, and long queues to customer service call centers make the 

experience with a company feel impersonal, according to the focus groups. The availability and ease 
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of access of a company, when trying to reach it as a customer, plays a significant role in creating healthy 

customer-company relationships and friendships, agreeing with Greenberg (2010) who states that 

social customers have high demands in terms of the accessibility of information. This emphasizes the 

need for companies to have highly functional communication channels for their customers.  

4.1.2 Consumer confidence 
When considering the trustworthiness of a company, the focus group participants agreed on it being 

of high importance, and in nearly all cases a prerequisite for purchase. This is not very surprising, as 

not knowing if a company is going to trick the customer is not desirable. Many of the focus group 

participants agreed on a company’s perceived honesty and trustworthiness being the most basic 

prerequisite for conducting business with it. However, the interviewees also pointed out that the 

trustworthiness of a company is less significant if its prices are significantly lower than a competitor’s, 

within the telecom industry. In other words, the trustworthiness of a company can be sacrificed for 

lower pricing in this regard, however, the interviewees also pointed out that even the least trustworthy 

telecom companies had to be trustworthy to a certain extent to even be considered an alternative. 

Furthermore, a focus group proposed that the income level of the customer affects the buying decision 

that person makes in this regard, implying that low-income takers would be more likely to lean towards 

the pricing rather than trustworthiness of a company, and high-income takers would be more sensitive 

to the trustworthiness. 

A deciding factor for many interviewees when choosing between telecom companies was the 

company’s values of customer privacy and integrity. A telecom company willing to share its customers’ 

user data with third parties would not be considered a viable candidate for purchasing internet services 

from. Furthermore, if the customer’s current telecom company were to leak or share private user data, 

it would lead to cancellation of the service and a switch to another telecom company, according to the 

focus groups. The interviewees also saw an accidental leak of this kind as an opportunity for the 

company to build trust with the customers, if the company is open about and shows willingness to deal 

with the situation.  

When asked about the importance of transparency and openness of companies, the focus groups 

found openness about the products and their pricing to be an important factor, affecting the 

trustworthiness of a company, where hidden and unexpected costs will affect the trustworthiness of 

a company negatively. Transparency was found to be important for a company’s image, both for 

building trust and for personally affecting changes within the business, such as a change in the service 

coverage of a telecom service provider. This agrees with Greenberg (2010) proposition, that social 

customers need the companies they communicate with to be transparent and authentic. Being 

transparent and clear about costs of services were considered a positive feature of a company, while 

hidden and unexpected costs will most likely incur trust issues with the company, according to the 

focus groups.  

4.1.3 Price 
When asked about the pricing of telecom products, the focus groups all agreed it is important. Along 

with the pricing, as the most important aspects to be considered prior to a mobile service purchase 

was the amount of data the customers get with the service. The interviewees pointed out that the data 

amount is the main point of interest when considering different service plans. Additionally, the 

participants who had been living in the countryside pointed out that the service coverage was a 

primary factor, apart from the pricing, when browsing telecom companies. This is not surprising, as a 

cheaper telecom service is not going to be desirable if it does not work in the customer’s intended 

geographical area of use. Furthermore, it was found that there could be a first-mover advantage to be 

gained if a telecom company was to include international data usage in its regular service plans, as a 
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few focus group participants pointed out the hassle of dealing with the current alternatives abroad, 

and also were likely to go with the first telecom company that is to introduce such a service plan. 

Another finding was the importance of transparency in the pricing of products and services. The focus 

group participants were congruent in thinking that a company not being completely transparent with 

the cost of its products or services could have negative effects on the customer’s trust in the company, 

and ultimately affect the buying decision.  

4.1.4 Quality 
When considering the quality of telecom products, the focus groups were congruent in the quality of 

broadband services to be more important than of mobile services. Quality here refers to the stability 

and performance of the service. The reasoning behind broadband services having to be of higher 

quality was mainly because of the usage patterns the interviewees have when using broadband 

services compared to mobile services. They explained that having a stable and reliable connection was 

more important when streaming or playing online games, than when browsing the internet and social 

media. Furthermore, the focus group participants pointed out that it is hard to grasp what quality and 

coverage a telecom service is going to have beforehand, implying that the official information 

regarding this often is insufficient. Instead, the participants preferred to consult locals, friends, and 

family when searching for information about telecom services’ quality. The interviewees further noted 

that it is not a big issue if a phone call cuts off occasionally, but if the problems were to occur more 

frequently they would start questioning the service. Overall, the people who had been living on the 

countryside were more concerned with the service coverage, while interviewees from cities take good 

service coverage for granted. The focus group participants, for which service coverage historically has 

been an issue, furthermore noted that when researching telecom providers and their coverages, prior 

to a purchase, recommendations from friends and family residing in the area had the most impact on 

their buying decisions. 

All the focus groups were congruent in preferring quality over popularity in telecom products and 

services, pointing towards product quality and service quality trumping product leadership in this 

regard. However, the focus group participants believed that other age groups such as teenagers, and 

older people would be more likely to prefer popularity over quality. The reasoning behind this was that 

the teenagers would have more social pressure on picking popular products, and older people would 

go for popular products for being well-renowned. In other words, when creating a value proposition 

for young adults in the telecom industry, functionality and quality trumps the popularity of the product 

or service. 

4.1.5 Flexibility 
When discussing what a flexible company meant to the customer, two main topics were raised: 

customer service and customization. The focus groups agreed on the flexibility of a company being 

correlated to the availability of the customer service, and how flexibly customer service can solve their 

problems. Here, the participants emphasized having customer service hours outside regular business 

hours, as many people do not have time for customer service errands during business hours. The 

flexibility of the customer service should take shape in the forms of being able to understand the 

situation and customize solutions to the customer, according to the interviewees. The answers were 

quite similar to those of when investigating customer orientation earlier.  

The focus groups found flexibility within the products and services that telecom companies provide to 

be important as well. Here, the mobile service plans were the main topic, where the interviewees 

wanted the plans to be customizable to their preferences. The data usage was the attribute the focus 

groups wanted to be able to customize to their changing usage patterns. They pointed out that usually, 

the only option for customizing the amount of data in the mobile service plan is increasing the amount 
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of data, not the other way around, and the options for increasing the data amount temporarily is 

excessively expensive. This was found to be an area that can be improved, as the focus groups wished 

for flexibility in the service plans when they, as a customer, know their usage is going to change 

periodically.  

4.1.6 Branding 
According to the focus groups, the advertising has a bigger or smaller influence on consumers 

depending on how good it is. A bad advertisement may annoy the potential customer, whereas a good 

one leaves less of an imprint. Furthermore, the interviewees emphasized that socially responsible acts, 

that a company promotes themselves by, must be connected to the business. As an example, Facebook 

promoting using renewable energy for their servers would be regarded as more positive than if a local 

restaurant were to use renewable energy for their server. The interviewees pointed out that such half-

measures could rather have a negative impact on the company’s brand. The partners a company 

associates itself with affects the brand as well, according to the focus groups, further noting that being 

associated with a negatively viewed partner most likely will affect the company’s brand negatively. 

These findings emphasize the importance of well thought out advertising, as the risks may be higher 

than the rewards of advertising, in the context of brand image. 

Social media can be a good opportunity to brand a company positively, if treated appropriately. The 

focus groups pointed out that if a company is to enter a social media platform, it must show its 

presence on the platform with content and by responding to customers. The interviewees emphasized 

the companies having to be professional in handling the social media platforms they choose to commit 

to. Being professional here entailed responding in a professional manner to comments and questions 

in social media, no matter which question is asked.  

4.2 Research question 2 
How are potential premium customers best reached through social CRM? 

4.2.1 Discount and Event participation 
The focus groups found discounts and coupons on social media rather irrelevant and would ignore 

them most of the time. They explained that social media feels bloated with discounts and coupons 

nowadays, so it does not have the same effect as earlier. Additionally, a majority of the focus group 

participants had no interest in partaking in discounts or coupons which requires them to publicly 

display the participation, by “liking” or sharing something for instance. The focus groups also found 

that discounts and coupons were mostly desirable when they already intended to buy something, 

which at many times led them to proactively look for discounts or coupons. However, the interviewees 

mentioned that targeted discounts or coupons which show up without themselves having actively 

“liked”, “shared” a company page, or similar, made them feel uneasy and stalked. These findings do 

not align that well with Heller Baird et al.’s (2011) proposal, that consumers mainly use social media 

for getting discounts and purchasing products and services. Nevertheless, discounts and coupons still 

seem to be somewhat useful as advertising, while their glory days for engaging with customers over 

social media seem to be passing.  

The interviewees were unanimous in not participating in company created events, such as contests 

and quizzes on social media, when asked. A popular reason for choosing not to participate was that 

most competitions require the customer to share or like a message, thus advertising a company. The 

interviewees found it awkward to share company messages on social media platforms such as 

Facebook, because they publicly have to bloat their friends’ feeds with advertising. Another strong 

concern the interviewees had regarding contests was that there at many times was no announced 

winner. They emphasized that if a company is to do a contest, the contest information has to include 
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a deadline for last entry to the competition, the date when they winner will be announced, and publicly 

announce the winner. If these requirements are not met, the interviewees would not be interested in 

participating in the contest. Preferably, they would like to enter as little personal information as 

possible, to avoid getting ‘stalked’ by the company, and not have to share or display to their friends 

that they are participating in the contest. 

4.2.2 Purchase, reviews and product rankings, and general information 
When asked where the focus group participants turned to for information about products and services, 

prior to a purchase, most participants responded that they used the internet for this purpose. Reviews 

on forums were a popular way of gathering information, however, a prerequisite for using a forum was 

that it should be independent of the company, to avoid the risk of being affected by company 

employees endorsing their own products. With that said, forums on company websites were highly 

appreciated by interviewees, as these forums “usually are more serious and can provide answers from 

people with expertise within the area”. However, such forums were mostly used if the interviewee 

already was a customer at the company. There was a distinction between where the customers 

research information, depending on if it concerns a product or service. For products, the internet was 

mostly used, with online forums, browsing company websites, YouTube reviews and comment 

sections, and so on. None of the interviewees found reviews on the company’s website to be 

trustworthy, as they thought they would be heavily biased, thus preferring independent forums and 

reviews for his purpose. However, when researching information about a service, the focus groups 

were more inclined to use word-of-mouth or information on the company’s website. These findings 

party agree with Elena (2016)’s proposition, that customers use social media to research products or 

services prior to purchase, since social media was found here to primarily provide information about 

products, and not so much for services. However, an exclusion from this finding can be that word-of-

mouth spreading of information about a service can be conducted over social media.  

When asked about whether interested in other consumers’ reviews and product rankings, when 

gathering information about a product or service, the response from the focus groups was a 

unanimous ‘yes’, corresponding well to the response to how they find information about a product or 

service prior to purchase. However, it was also found that the product or service had to reach a certain 

price point, before being worthy of being researched through others’ reviews and product rankings. 

Furthermore, the interviewees pointed out that the likelihood of them reading reviews about a 

product was increased if they also were interested in the type of product researched. This agrees with 

Heller Baird et al.’s (2011) suggestion, that a customer’s passion for a brand or business is a 

prerequisite for social media interaction. Facebook was listed as a good source for staying up to date 

on new product releases, while comparisons between products were mostly viewed on YouTube, price 

comparison websites such as prisjakt.nu, written reviews in magazines, and personal comparisons in-

store. In other words, social CRM can play a big part in customer information gathering about products, 

and to some extent about services, where company websites and Facebook pages are adequate for 

posting information about services and new product releases, while product comparisons mostly take 

place on independent websites. Word-of-mouth plays a big role in promoting services, as these are 

harder for consumers to gather comparative information about.  

4.2.3 Exclusive information & Learning about new products 
The focus group participants all turn to the company website, or Google, when looking for more 

detailed information about the company or one of its products, emphasizing the need of having 

organized and sufficient information on the website. They found Facebook more useful for keeping 

track of events arranged by companies. In other words, social media does not see much use, from the 

customer’s point of view, when looking for more specific product or company information, apart from 
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company held events. However, when looking for information about new product releases social 

media is more attractive, according to the interviewees, agreeing with Elena (2016) who implies 

customers use social media to research products or services prior to purchase. In addition to using 

company websites and Google for information, the interviewees found social media useful for creating 

awareness and interest for new products. However, much like with discounts and coupons, the 

interviewees preferred ads from pages they have already “liked”.  

4.2.4 Submitting opinions and ideas 
The focus groups were congruent in submitting opinions on current products or services mostly by 

word-of-mouth to friends. None of the interviewees would take to social media to submit their opinion 

on a product or service, reasoning that there is no need for everyone to know what they think, and 

even expressing that it is awkward to post this kind of content so everyone can see it. The only scenario 

the interviewees could imagine themselves writing a review was if they had an extremely bad or good 

experience with a product. Some interviewees could however see themselves giving advice on a forum, 

given someone has asked a question about a product or service they have knowledge about. This 

supports Greenberg’s (2010) proposition, that customers are inclined to advocate a product or 

business if they have a good experience. However, advocating a product is, according to the 

interviewees, done mainly by word-of-mouth to family and friends and not social media. The only time 

an interviewee mentioned he could imagine using social media to submit an opinion would be by 

Snapchat to his friends. 

When asked about how they go about submitting ideas for products and services to a company, the 

focus groups responded that this is something which is rarely done. They pointed out that for this 

purpose social media is good however, as they emphasized that other people need to be able to see 

the suggestions in order to provide feedback and for the suggestion to be taken seriously by the 

company. They further mentioned that submitting ideas on social media also would give them the 

credit for the idea, if it meets positive response from the company. This supports Greenberg’s (2010) 

suggestion, that customers can provide insight to the company, willingly many times, if they see a 

benefit to be gained. The interviewees mentioned that if they were to send constructive feedback to 

a company, the company had to make sure to show that the feedback has been received and taken 

into consideration. For this purpose, a dedicated email address to handle suggestions, forums, and 

social media was proposed as potent channels for handling customer suggestions and ideas.  

4.2.5 Customer service 
The focus group participants were divided in their opinions when asked about whether social media is 

a good platform for customer service, or not. The main difference between the interviewees preferring 

social media customer service and the interviewees preferring call centers was the amount of time 

they were willing to spend to solve a problem, and the urgency of the problem. Many preferred call 

centers for dealing with customer service errands, as they allow for quicker replies and discussions to 

make sure the customer service understands the customer’s problem. However, call centers entail 

long queues at many times, and do not always have the knowledge to provide an answer, the 

interviewees pointed out. Thus, customer service over social media, in the form of private messaging 

with the company, was seen as positive for many of the interviewees, motivating it by the time spent 

by the customer is less in addition to leaving the company the time it needs to give an appropriate 

solution to the problem. For this reason, many interviewees preferred social media customer support 

for non-urgent matters. Many of the interviewees also preferred to try and solve the problem by 

themselves as a first step, by using Google to find answers for the issue.  
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4.2.6 Feel connected and Communities 
A common denominator for feeling connected to a company is if the company appears to share the 

same interests or values, according to the focus groups. If the customer is able to identify itself with 

the company, a connection is more likely to be established. Personal treatment and offers was also 

found to be a factor in making the customer feel connected to a company, as it shows the customer 

the company cares about him or her at a personal level. In social media, the geographical location of 

the content can also affect the connection between the customer and company, according to the 

interviewees, who pointed out that if the content is related to a nearby location, or another location 

they can relate to, it may create a feeling of connection towards the company.  

The interviewees found that the product or company oriented communities they were inclined to join 

had to align with their genuine personal interests, when asked. All the focus group participants were 

restrictive in the amount of company oriented communities they wanted to participate in, so the 

communities to take part in have to be meaningful to the customer. In this sense, the findings agree 

with Heller Baird et al.’s (2011) suggestion, that social customers are more inclined to use social media 

for receiving tangible benefits from a company, rather being part of a community or staying connected 

to the company. The interviewees further pointed out that, for the telecom industry, service oriented 

communities were less likely to be taken part of than product oriented communities. The reasoning 

behind this being that telecom services struggle to create interest for the customer, whereas the 

products such as iPhones etc., are what the customers essentially are interested in. For this reason, 

the customer is more likely to join a community such as Apple, rather than the telecom service provider 

which also sells Apple products.  

5. Conclusions & Discussion 
In the concluding chapter, the findings of the research project will be discussed, along with possible 

theoretical and practical implications of the findings. Eventually, the chapter will end with a 

presentation of the limitations of the research project, as well as recommendations for future 

research. 

The aim of the research project has been to explore how telecom companies can utilize social CRM to 

acquire more premium customers. As highlighted in previous literature, social CRM can potentially 

influence firm performance (Choudhury et al., 2014), however, it is hard to measure how well social 

CRM contributes to sales (Woodcock et al., 2011). This has put emphasis on finding out how to improve 

social CRM work, from the consumer point-of-view, in order to attract more customers. 

5.1 Research Question 1 Conclusions 
What makes a potential customer likely to join a premium segment? 

The purpose of the first research question was to find out which attributes were valuable to the 

consumer, in order for them to find a value proposition of a premium telecom company more 

desirable. The investigated attributes were adapted from previous research by Smith (2016), with 

other relevant supporting literature.  

In conducting the focus groups, it was found that all the investigated attributes, affecting the 

customer’s appreciation of a company’s value proposition, are relevant. All attributes proposed by 

previous literature were found to be relevant. Furthermore, there were a few features for some 

attributes that were found to be relevant, in addition to the previously proposed features. Simplicity 

and flexibility were found to be important features for customer orientation. The collected data points 

towards customers wanting their interaction with companies to be as simple and comprehensive as 

possible, while at the same time catering to their personal needs and being flexible in finding solutions 
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for customers’ individual problems. Transparency was a feature found to be of high importance for the 

price attribute, affecting the trustworthiness of companies and ultimately customer buying decisions. 

This puts emphasis on companies to be clear with their pricing towards the customer, and avoid hiding 

extra costs as there could be potential customer losses or bad-will otherwise. 

These features have been added to the previous attributes in Smith’s (2016) model for customer value 

proposition. To further visualize and create understanding for the findings in research question 1, 

Smith’s (2016) model has been revised and used to develop a conceptual model, shown below in figure 

7. Here, the previous model has been adjusted to only take the, by the customer, perceived value 

proposition into account. A noticeable adjustment from the original model is the removal of the firm 

capability attribute, due to this category not deemed as relevant to investigate from the customer’s 

perspective. 

 

Figure 7 - Proposed conceptual model for generating value propositions to attract telecom customers. 

 

5.1.1 Theoretical Implications 
The findings from RQ1 seek to add to the current knowledge of attributes affecting value propositions. 

Investigating attributes coined in previous research, in the telecom industry, has resulted in findings 

pointing towards some common grounds for the attributes. In other words, while the different 

attributes may have set definitions or characteristics, there are from the customer’s point-of-view 

common denominators, which apply to several attributes. This is shown in a conceptual model above 

(figure 7), where the common features each attribute should have, according to the customer, are 

combined with the value proposition attributes from previous research, to create an enhanced value 

proposition from the customer’s perspective. 

5.1.2 Managerial Implications 
For management, the implications of the findings of RQ1 are that when creating new or adjusting 

existing value propositions, the proposed value’s simplicity and flexibility of the should be considered, 
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in order to create a customer experience with the company where the customer feels like the product, 

service, or customer service can answer its personal needs in a comprehensive manner. If possible, 

this could happen in the form of solutions specifically fit to a customer, that is outside of the ordinary 

offer of the company. This would show that a company is willing to go the extra mile for an individual 

customer, and may in turn positively affect branding, profits, and word-of-mouth recommendations. 

The price of a product or service should be clear without hidden costs, and it is important to inform 

the customer ahead of time if the price of a service is to be adjusted.  

5.2 Research Question 2 Conclusions 
How are potential premium customers best reached through social CRM? 

The purpose of research question 2 was to find out how customers prefer their social CRM interactions 

with companies, in order to improve companies’ social CRM to become more attractive. To answer 

this question, a handful of attributes proposed by Heller Baird et al. (2011) were used as grounds for 

creating a framework for the data collection, to be used for gathering data from the focus groups.  

If there was only one thing to take from the findings in research question 2, it would be that the 

customer has full control of the interaction between the customer and company in social media. This 

agrees with Kubina et al. (2015), who underline that the social customer is in control of the 

relationship, further pointing out that the sooner a company can take advantage of this situation, the 

sooner it can utilize the full potential of social media. The customer decides which company to interact 

with, when to do it, and how to do it. All interaction is on the customer’s terms, and if a company 

wants to create a relationship with the customer, it must work to provide the assets to interest the 

customer in initializing an interaction. 

The social customer was found to not appreciate unapproved content to be pushed upon it, making 

company created advertisements for social media unwanted at most times. However, the social 

customers are more open towards content and advertisements created by companies they have 

actively shown interest for. In this sense, the social customer has to approve and acknowledge a 

company before the company is allowed to push its content on the customer.  

Trust and privacy were also found to be customer concerns, hindering customers from wanting to 

interact with social CRM. The customers are highly skeptical of reviews and ratings posted on company 

websites, as the reviews are associated with being biased. Additionally, any content created by a 

company in social media which requires the customer to “share”, “like”, or in any way convey to its 

friends that it is taking part of the content, is going to make the customer less likely to participate in 

the content.  

Having a personal interest in the company, product, service, or something that the company is 

associated with can be seen as a prerequisite for customer interaction in social media. The social 

customer wants to deal with low amounts of companies in social media, so for a customer to interact 

with a specific company, that company must pick on one of the customer’s interests. 

5.2.1 Theoretical Implications 
The findings from RQ2 further enforce propositions and findings from previous research about the 

social customer and social CRM. Some of the findings contradict previous research, such as discounts 

and coupons not being the primary reason for customers to engage with social CRM. However, these 

findings are more specifically directed towards the telecom industry, compared to the broader 

spectrum of the compared literature. Furthermore, the findings add to the current body of knowledge 

by contributing with more specific behavioral mindsets of the customers when dealing with social 

CRM, adding on to previously coined behavioral research within social CRM. 
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5.2.2 Managerial Implications 
For managers, these findings point towards acknowledging that the customer is in charge of the 

relationship in social CRM. In addition to this, social CRM cannot be treated as a simple forum for 

advertising. The customer expects interaction with the company on its own terms, thus companies 

have to acknowledge that the social customer is smart and does not appreciate companies attempting 

to fool them into promoting their products. Interacting with a company should be effortless on the 

customer’s side, as it is up to the customer to decide what it wants to interact with on social media. 

Furthermore, as social customers to a large extent cannot control who can see their activities, privacy 

is of a high concern. Social media is successfully becoming more bloated with corporate messages, and 

the social customer has become aware of this, leading to reluctance towards further spreading 

corporate messages to their friends and family. 

5.3 Research Purpose Conclusions 
The purpose of this research project was ‘to find out how telecom companies can increase their 

customer acquisition of premium customers through social CRM’. In order to do this, value propositions 

of telecom companies have been investigated, with the purpose of making them more attractive, in 

addition to investigating how companies better can conduct their social CRM efforts from the 

customer’s perspective. The focus groups were conducted in Sweden, with a total of 16 Swedish 

students, one Finnish student, and one Hungarian student. Since the telecom industry is very similar 

in what it has to offer and customer expectations, regardless of country, the findings of this research 

project should be applicable internationally. The qualitative findings of this work have contributed to 

answering the research purpose, where the findings from RQ1 and RQ2 should help telecom 

companies to increase their customer acquisition through social CRM. To briefly summarize the key 

findings, contributing to answering the research objective, are some points below: 

 While previously proposed attributes for customer value proposition stay relevant, a few 

additional features were found to affect the value proposition in the telecom industry. 

Simplicity and flexibility seems to affect the customer’s perception of a company’s customer 

orientation. Additionally, transparency was found to be of high importance in pricing. 

 In the social CRM environment, the customer is in charge. All interactions with a company are 

on the customer’s terms, and companies must realize this in order to take advantage of the 

situation. 

 Companies have to acknowledge the customer’s wish for privacy. The customer is well aware 

of when it has become the product, as in promoting a company in order to participate in 

contests for example. Essentially, the customers are using social media to stay in touch with 

friends, family, and their interests, so it is up to the company to find a balance between 

promoting their product and intruding on peoples’ personal lives. 

5.4 Limitations and Further Research 
This study has provided an exploratory perspective on how companies better can acquire customers 

through social CRM. Due to the format of the project, there is a number of limitations to be considered, 

in addition to implications for further research. Due to the nature of this research project, being a 

master’s thesis, the time constraint of the project has limited its extensiveness. This has resulted in 

some areas where the research project could benefit from further research. To provide a better picture 

of the extent of this research project, the following limitations possibly affecting the research, along 

with suggestions for further research, should be considered: 

 As the focus group participants consisted of a specific age group, in a certain stage in their 

lives, and the focus group participants being male students, the findings from these focus 
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groups may be less significant when considering people outside of the targeted population. 

Additionally, the focus group participants were all male. This means that the findings acquired 

may or may not reflect on the general population, thus making the insights of this research 

project more or less applicable, depending on the targeted population. This leaves room for 

further research to investigate larger populations, in order to provide a complete picture of 

the phenomena.  

 Although the conducted focus groups all pointed towards the same findings, gathering more 

qualitative data of the same population may result in other findings, in addition to the ones 

presented in this research project. Furthermore, quantitative studies could be conducted to 

further elaborate on the findings of this research project, by providing a statistical viewpoint 

on the attributes investigated in the frame of reference. This could provide a clearer picture of 

which attributes of the value proposition and for social CRM are more important than others. 

 Collecting qualitative data from non-university students may generate other input. Since the 

focus group participants were students at Luleå University of Technology, collecting data from 

people who are not students might affect the findings. For future research, this could be an 

aspect to take into consideration, in order to make the research applicable to a wider 

audience. 

 Due to the rapidly changing environment of social media, new behavioral consumer patterns 

may develop. For this reason, some of the findings of this research project might have had 

different outcomes, if conducted later in time. For future research, this opens up for 

conducting similar studies later in time, as social media develops further and possibly affects 

the consumer patterns. 
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Appendix A – Interview Guide 
Here, the interview guide used for conducting the focus group is presented, containing the core 

questions from the frame of reference, in addition to warmup-questions used for the beginning of 

the focus groups. 

Warmup questions 
 How important is a telecom service provider’s choice of influencers/ambassadors (i.e. 

famous people promoting products)? Can this affect the attitude towards a company 

positively and negatively? How? 

 If every telecom service provider offers the same amount of data, SMS, call time, coverage, 

and are only differentiated by price, what would you expect from the most expensive 

operator? 

 If a telecom service provider says it has “the best service in the world”, what would this 

entail for you? Is this important? Would you choose this operator regardless of price? 

Questions for research question 1 
 How important is it that a company shows sympathy for you, and how can they do it? 

 What does customer-company friendships and relationships mean to you? 

 How does trust, honesty, safety, and confidence in a company affect your buying decisions 

with that company? 

 How important is it that a company is open with their reasoning and actions to you? 

 How important is pricing for you, and what other factors do you consider when dealing with 

a telecom company? 

 How important is product and service quality to you when considering telecom companies 

and their products? 

 What is more important when considering telecom products: getting the most popular 

product, or getting the highest quality product? 

 How important is it to you for telecom products to be customizable to your preferences? 

 What does a company being flexible mean to you? 

 What affects how you perceive a brand?  

 What can a company do to make their brand grow on you? 

Questions for research question 2 
 How do you view companies promoting discounts or coupons over social media? 

 Where do you look for information about a company, and its products or services, prior to a 

purchase? 

 Are you interested in others reviews of rankings when gathering information about a product 

or service? If yes, where do you go to find this information? If no, what type of information 

to you prefer instead? 

 Where do you go to find information about a company and what products it has to offer? 

 If you want to find more detailed information about for example a company, product, or 

event, what do you turn to? 

 In what ways do you use social media for learning about a company’s new product releases? 

If you don’t, where do you go to find this sort of information? 

 How do you express your opinions on current products/services? To whom, and through 

what channels do you do it? 
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 Do you use social media to get customer service from a company? If so, how do you do it? If 

not, where do you get it? 

 How do you take part in company events on social media, such as contests, quizzes, or 

finding out information about physical events? 

 What does feeling connected to a company mean to you?  

 How can social media help you feel connected to a company? 

 How do you submit new ideas for products/services to a company? What channels do you 

think are best for this purpose? 

 What types of communities do you seek to be a part of in social media?  

 How do you approach company, or product oriented communities? 

 


