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ABSTRACT 
In the recent year’s internet have grown rapidly, and the digital world have grown along with 
it. This have led to new marketing methods such as social media marketing has developed 
which have shown to be good tool for building relationship with consumers and increase 
brand awareness. In the same time traditional advertising, which is a good tool for creating 
brand awareness, is losing its effectiveness for it. The purpose with this study is therefore to 
examine why companies continue using traditional advertising for brand awareness when the 
digital world is growing, and more people spend their time on internet and social media. This 
study was an exploratory with a qualitative and deductive approach. Expert interviews were 
chosen as research strategy and the candidates that was interviewed had a marketing manager 
position or similar that was from different branches and hade much knowledge about the 
topic. 
 
The findings in this study gave some interesting insights and new knowledge regarding social 
media marketing and traditional advertising. Like one of the big advantages with social media 
marketing have shown not be true anymore. In this study’s findings it is shown that traditional 
advertising can still be an effective marketing method to use if companies want to reach the 
older generation. But the findings also show that it is maybe more important to have 
advertising that is of high quality in order to not annoy consumers instead of finding the best 
marketing channel. 
 
This study’s theoretical contribution is more knowledge on the advantages and disadvantages 
between social media marketing and traditional advertising. The study also contribute how 
companies can work with the challenge of decreasing consumers annoyance of advertising. 
Another theoretical contribution is the knowledge that advertising annoyance is happening both 
in traditional advertising and social media marketing and that it is not only important to know 
the best marketing channel. The practical contribution that this study have is the knowledge to 
companies that are struggling with the decision to start using social media marketing or not. 
This study also give knowledge on why social media marketing is good and how companies 
can use social media marketing to establish brand awareness. 
 
 
 
 
 
 
 
 
 
 
 
Keywords: Traditional advertising; Digital marketing; Social media marketing; Brand 
awareness; Marketing.  
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Sammanfattning 
Under de senaste åren har internet vuxit snabbt och den digitala världen har vuxit med den. 
Detta har lett till att nya marknadsföringsmetoder så som marknadsföring via sociala medier 
har utvecklats, som även har visat sig vara ett bra verktyg för att skapa relationer med 
konsumenter och öka varumärkeskännedom. Samtidigt har traditionell reklam, som är ett bra 
verktyg för att skapa varumärkeskännedom, börjat förlora dess effektivitet för det. Syftet med 
detta examensarbete är därför att undersöka varför företag fortsätter använda sig av traditionell 
reklam för varumärkeskännedom när den digitala världen växer och allt mer människor 
spenderar sin tid på sociala medier och internet. Denna studie har varit en undersökande med 
ett kvalitativt och deduktivt tillvägagångssätt. Expert intervjuer valdes som forskningsstrategi 
och kandidaterna som intervjuades hade en marknadschefs position eller liknande som var från 
olika branscher och hade mycket kunskap inom området. 
 
Resultaten i denna studie gav en del intressanta insikter och ny kunskap om marknadsföring via 
sociala medier och traditionell reklam. Som en av de stora fördelarna med marknadsföring via 
sociala medier har visat sig inte vara sant längre. Resultatet i denna studie framgår det också att 
traditionell reklam fortfarande kan vara effektiv marknadsföringsmetod att använda om företag 
vill nå den äldre generationen. Men resultatet visar också att det är viktigt att ha reklam som är 
av hög kvalitet för att inte irritera konsumenterna istället för att hitta den bästa 
marknadsföringskanalen.  
 
Denna studies teoretiska bidrag är mer kunskap om fördelarna och nackdelarna mellan 
marknadsföring via sociala medier och traditionell reklam. Denna studie bidrar också med hur 
företag kan arbete med utmaningen om att minska konsumenternas irritation på reklam. Ett 
annat teoretiskt bidrag är kunskapen om att reklamirritation sker både i traditionell reklam och 
marknadsföring via sociala medier och att det inte bara är viktigt att hitta den bästa 
marknadsföringskanalen. Det praktiska bidraget som denna studie har är kunskapen till företag 
som kämpar med beslutet om att börja använda marknadsföring via sociala medier eller inte. 
Denna studie ger också kunskap om varför marknadsföring via sociala medier är bra och hur 
företag kan använda marknadsföring via sociala medier för att skapa varumärkeskännedom.  
 
 
 
 
 
 
 
 
 
 
 
Nyckelord: Traditionell reklam; Marknadsföring via sociala medier; Digital marknadsföring; 
Varumärkeskännedom; Marknadsföring.  
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1. Introduction 
This chapter aims to give the reader an introduction by starting with the background to the 
topic that this study intends to examine. This is then followed with a discussion about the 
problem this study aims to examine followed with the purpose and research question and ends 
with the delimitations of the thesis. 

1.1 Background 
The fast growing of internet has led to that companies have difficulties to know which 
marketing method they should use in order to successfully reach the right consumers and 
increase the marketing efficiency (Sandberg & Larm, 2018). Marketing is something that 
companies use in order to create demand and communicate to customers. One definition of 
marketing is “the activity, set of institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for customers, client’s partners, and 
society at large” (American Marketing Association, 2013, Definitions of Marketing, para 1). 
There are many kinds of marketing methods that companies can use to inform consumers about 
their product or service and to build and increase brand awareness.  
 
Brand awareness is one of the keystones in brand equity and is said to be necessary for 
consumers decision for purchase (Moisescu, 2009). Kenton (2018) mention that brand 
awareness can be described as the degree of consumers awareness of a brand and its related 
products. Creating brand awareness is said to be one of the key steps in promoting and 
marketing a product (Kenton, 2018). The author also describes that brand awareness is a way 
for companies to differentiate itself from competitors and the higher level of brand awareness 
the more likely it will generate more sales. 

1.1.1 Traditional advertising 
Traditional advertising is a type of marketing that is said to be hard to ignore, and it is something 
that consumers is exposed to daily (Standberry, 2018). Traditional marketing can be defined as 
an offline form of advertising that companies use for promoting (Kumar, Choi & Greene, 2017). 
In traditional advertising, companies use methods like television, radio, catalogs and print ad 
which also can be described as mass advertising (Hoffman & Novak 1996). Mass advertising 
is a way for companies to communicate a short-standardized message to consumers by using 
television, radio, newspaper, catalogs or magazines. Spacey (2017) mention that mass 
advertising is a tool that companies can used to for example establish brand awareness. Times 
have changed though, and social media has opened new avenues for effective advertising. 

1.1.2 Social media marketing 
The term digital marketing was in the beginning used to describe the marketing of products and 
services using digital channels. Today it is according to Kannan (2017) more of an umbrella 
term that describe the process of using digital technologies to acquire customers and build 
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customers preferences, promote brands, retain and increase sales.  Kannan (2017, p.23) define 
digital marketing as “an adaptive, technology-enabled process by which firms collaborate with 
customers and partners to jointly create, communicate, deliver, and sustain value for all 
stakeholders”. 
 
Standberry (2018) states that, social media marketing is one of many methods that companies 
can use in digital marketing to reach consumers. According to Kotler and Keller (2016) social 
media is a platform that is used by consumers to communicate with each other by sharing 
information, text and images, etc. Standberry (2018) states that as technology grows the digital 
marketing world will grow along with it. 
 
Almost all companies use social media marketing today and according to Aichner and Jacob 
(2015), social media have become a more important component in companies promotional mix 
and in the company’s marketing strategy. Tiago and Verissimo (2014) state that companies 
should engage in social media to build relationship with consumers. The authors also explain 
that social media brings several advantages to a company such as publishing, research in 
marketing and support consumers. Companies can use social media marketing to assist in brand 
building by generating word of mouth communication with consumers (Tiago & Verissimo, 
2014). Word of mouth is according to Kotler and Keller (2016) a powerful marketing tool and 
the authors describe that word of mouth is when people passing along information about a 
company’s products or services to others.  

1.1.3 Traditional advertising vs social media marketing 
Companies can use different kinds of marketing methods to promote a product or service and 
there are different advantages and disadvantages between traditional advertising and social 
media marketing. An advantage with traditional advertising is that it can easily reach your local 
audience by using television or radio (Das & Lall, 2016). However, traditional advertising is 
hard to measure and very costly compared to social media marketing which is less expensive 
and is easier to measure (Das & Lall, 2016). There is also some controversy with social media 
marketing regarding Facebook and Instagram because of the presence of bots. A bot is a 
computer algorithm that is programed to create content and interacts with humans on social 
media automatically (Ferrara, Varol, Davis, Menczer & Flammini, 2016). The authors describe 
that bots in social media can manipulate discussions and spreading misinformation which is 
seen as a problem for companies. The authors mention that the reason is because it makes 
consumers unsure if the information on internet is real or not. 

1.2 Problem Discussion 
As mentioned earlier, companies have problem with knowing what kind of marketing method 
they should use in order to reach their specific consumers. Sandberg and Larm (2018) describe 
that today it is more about companies must reach the right consumers with the right message. 
The authors also mention that companies’ message must be relevant for the desired consumers, 
because that can lead to more consumers starting to integrate with the company. A product that 
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is shown on Tv advertising can create an interest about a product for the consumers, the 
consumers then use internet to search for more information about the product. Therefore, some 
companies see traditional medias as an important tool to establish brand awareness.  
 
According to Internet World Stats (2018) there was in June 2018 around 55 percent of the world 
population that uses the internet. Kemp (2018) states that this have led to that there are now 
around three billion that uses social media which show that more people are spending their time 
on social media and the internet every day. Because of this, internet has become a vital tool for 
businesses to use to improve public relations, increasing brand awareness as well as spreading 
their message and advertisement nationally and internationally (Govender, 2013). It is therefore 
interesting to examine why companies continue with traditional advertising for brand awareness 
when it exists companies like Airbnb and Tesla that have manage to build big brands without 
using traditional medias. There have not been many studies about the area of why companies 
continue to use traditional advertising and some companies are also in the transition phase of 
moving over to social media marketing. The advantage with this study is therefore to provide 
more knowledge on the different advantages and disadvantages with these marketing methods 
when it comes to brand awareness.  

1.3 Purpose 
Earlier studies have been on social media's role in marketing and how it has grown to become 
a more important tool for companies today. Traditional advertising is often used by companies 
as a tool to establish brand awareness and social media marketing is used to build relations with 
consumers. The purpose with this study is therefore to examine why companies continue to use 
traditional advertising for brand awareness when we live in a digital world that is rapidly 
growing and consumers spend more time on social media and internet. The research problem is 
therefore formulated as: 

  
RP: What are the advantages and disadvantages of social media marketing contrasted to 

traditional advertising? 
  

In order to help answer the research problem and purpose, the following research questions 
have therefore been developed: 
 
RQ1: What are the benefits of social media marketing in contrast to traditional advertising? 

RQ2: How can companies use social media marketing to establish brand awareness?  
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1.4 Delimitations 

Within the study there are three different delimitation to narrow the scope of the thesis. The 
first delimitation is that the thesis will only examine the platforms Facebook, Instagram and 
Twitter in social media marketing. Secondly, in traditional advertising the thesis will only 
examine Tv advertising and radio advertising (broadcast media) because these are typical used 
media in traditional advertising. Thirdly, the thesis will only look how these marketing methods 
is used to establish brand awareness.  



 

5 
 

2. Literature review 
In this chapter the reader will receive a knowledge on the relevant theory that will be used in 
this study. The chapter starts with explaining social media marketing, how companies use it 
and its advantages and disadvantages. Followed by traditional advertising to describe, how it 
is used by companies and its advantages and disadvantages. Then brand awareness follows 
with describing how it is used and why it is important for companies and the literature review 
ends with the frame of reference. 

2.1 Social media marketing 
Today, social media is part of our everyday lives and in recent years it has start to become 
common practice for companies and consumers to use social media to connect, establish, and 
form relationships (Tuten & Mintu-Wimsatt, 2018). According to Iankova, Davies, Archer 
Brown, Marder and Yau (2018), consumers have increasingly start using social media in order 
to look for information and experiences of companies and brands. According to Assaad and 
Gómez (2011), consumers are using platforms such as Facebook, Twitter and Instagram to 
share experiences, regardless if it is good or negative experiences. Iankova et al. (2018) describe 
that product and company profile along with information in social media networks are assumed 
to be more reliable and trustworthy sources than the traditional advertising. 
  
Social media can be defined as applications that letting consumers to communicate with each 
other by generating personal information profiles and sharing content (Kim & Ko, 2012; 
Iankova et al., 2018). In the recent years social media have started to become a more important 
tool in marketing and therefore it is important that companies know how to use social media 
marketing (Felix, Rauschnabel & Hinsch, 2017). Researchers have investigated specific 
marketing objectives with social media marketing, such as increasing brand awareness and 
improving the companies brand image (Felix et al., 2017). The authors explained that social 
media marketing can be defined as multidisciplinary concept that uses social media in a 
combination with other media channels to achieve organizational goals by creating value for 
stakeholders. The authors also describe that companies can use social media marketing to 
monitor and analyze conversations in social media in order to get a more understanding on the 
consumers view on the company. 
 
According to Öztamur and Karakadilar (2014), if a company want to use social media as a 
marketing tool, the first important and crucial thing to do is to know the market. The authors 
mean that the company's first step is to define what kinds of consumers the company want to 
target. The authors continue with mentioning a few questions that often is helpful for doing this, 
which are, “what are their demographic characteristics? do they have a specific location? what 
are their desires? and what do they currently buy?” (2014, p.513). Social media is a great tool 
for companies to use for build trust between the consumers and the company in a way that have 
never been possible before with traditional advertising medias (Öztamur & Karakadilar, 2014). 
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Mata and Quesada (2014) state that social media marketing can be seen as a pull advertising 
which means that the consumer is in the center and pull at their own will information about a 
product, service or a brand. This can also be a selective advertising, because their consumers 
can choose what kind of information they want about a product, service or a brand. The authors 
also explain that this pull advertising strategy require interactive communication between the 
company and consumers. 
 
Edward (2011) describe that social media marketing has changed the traditional consumer 
funnel for purchase. The author describes that, by flipping the traditional consumer funnel and 
then by using social media to be communicating with consumers the social media marketing 
funnel is created. The new funnel with the use of social media marketing is represented in figure 
1 below. 
 
 
 

 
 
Figure 1: The figure shows how the new consumer purchase funnel can look like with the use 
of social media marketing. 
Source: Adapted from Edward (2011). 
 
In the traditional consumer purchase funnel, advertising have the role to establish awareness, 
consideration, and purchase (Edward, 2011). It is here consumers set their expectations for what 
the brand is promising (Edward, 2011). When the consumer has purchased the product or 
service, companies can then use social media to monitor and participating in discussion with 

 

 

 

 

 

 A  Consideration Purchase Use Form opinion 

Consumers gets 
awareness of the 
product or 
service. 

Consumers start 
researching about 
the products or 
services and then 
starts considering 
purchasing or not. 

Consumers 
purchase the 
product or 
service. 

Consumers start 
using the product 
or service. 

Consumers start 
forming their own 
opinion about the 
product or 
service. 

Consumers starts 
talking with other 
consumers about the 
product or service on 
social media which 
companies can 
participate in, to make 
sure that the 
consumers are 
satisfied. 

Awareness Talk 
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the consumers (Edward, 2011). The author states that, by doing this companies have the chance 
to enhance the delivery of their product or service which can generate positive word of mouth 
and ultimately impact other consumers to consider the company’s products or services. Edward 
(2011) mention that companies can use some tools for encouraging word of mouth which is 
called "talkers", "topics", "tracking" and "taking part". The author describes talkers as a small 
group of consumers that are satisfied about the product or service and want to talk about the 
company and share their experience to others. The author continues with describing that topic 
is important to give consumers something to talk about and is relevant and easy to share to other 
consumers. The author ends with explaining that tracking is to understand what consumers say 
about the company in social media and taking part is to answer consumers questions and 
provide information. 
 
However, today consumers get exposed to advertising every day which have led to consumers 
are becoming annoyed about advertisements that they are not interested in. According to Hutter, 
Hautz, Dennhardt and Füller (2013), social media marketing is considered to be less insistent 
then traditional advertising and is therefore not as annoying. The authors mention that the reason 
that social media marketing is less annoying is because consumers have more control over their 
own exposure to the content. In order to not annoy consumers, companies have learned to adopt 
a more subtle approach on social media with more conversational and playful messaging 
(Campbell & Marks, 2015). Edward (2011) explains that in the social media marketing funnel, 
the “talk” phase is therefore important, because it is in this phase companies can take part in or 
tracking conversation with the consumers by using social media. It is important that companies 
take care of their consumers and make sure that the consumers are happy and satisfied with the 
product or service (Edward, 2011). The author describes that if companies do this, it can 
generate a positive word of mouth which can lead to attracting new consumers to the company 
which can ultimately lead to increasing company’s brand awareness. However, if social media 
marketing starts annoying consumers it is not only ineffective marketing but can also according 
to Hutter et al. (2013) have negative effects for the brand and it can even harm the company. 
 
Social media marketing can be the fastest and best way to connect with companies’ consumers 
if companies know how to use social media in a good way (Icha & Agwu, 2015). Companies 
can according to Icha and Agwu (2015) use social media sites such as Facebook, Twitter and 
Instagram by taking advantage of word of mouth. The authors say that by using word of mouth, 
companies marketing campaigns can spread over social media platforms in order to for example 
create brand awareness. 

2.1.1 Social media platforms 
Social media platforms can be defined as a network site which allows people to create personal 
information profile, connect with friends and colleagues to have access to each other’s profiles 
(Kaplan & Haenlein, 2010; Boyd & Ellison, 2007). These social media profiles can include any 
type of information including photos, videos and blogs (Kaplan & Haenlein, 2010; Boyd & 
Ellison, 2007). 
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Facebook is the biggest social media platform with 2271 million active users according to 
Statista (2019), and Facebook allows users to share information, images and connect with each 
other. Companies can use the social media platform Facebook for advertising which offers 
consumers the opportunity to interact with the company and the advertisement on their home 
page (Dehghani & Tumer, 2015). The authors continue with explaining that this allows 
consumers to like, share and see which of their friends also liked or shared the same 
advertisement. The authors also describe that social media platforms like Facebook can work 
as a check to see the credibility of brands. When measuring the success of advertising, it should 
consider consumers evaluations of the interest aroused by the advertisements (Dehghani & 
Tumer, 2015). Because advertisers develop word of mouth by using Facebook which means 
Facebook is an effective tool for enhancing the brand image of various goods and services 
(Dehghani & Tumer, 2015). 
 
Instagram is owned by Facebook and according to Statista (2019) have 1000 million active 
users. Instagram is according to Sheldon and Bryant (2016) a social media platform where users 
can upload and share pictures and communicate by liking and commenting on other pictures. 
According to Djafarova and Trofimenko (2018), companies use Instagram for marketing in 
order to reach large audiences. Voorveld, van Noort, Muntinga and Bronner (2018) describe 
that Instagram is one of the most used social media in consumers spare time and the author also 
mention that Instagram advertising is experienced as more entertaining compared with other 
platforms. The author explained that companies advertise on Instagram by posting attractive 
pictures to interact with consumers. 
  
Twitter was founded by Dorsey, Williams, Stone and Glass and launched in 2006 (Icha & 
Agwu, 2015). Twitter is an online social networking and microblogging service that allows the 
users to send and read short text messages which is called tweets. According to Statista (2019), 
Twitter have 326 million active users in January 2019. Icha and Agwu (2015) explained that 
twitter gives the users the ability to either retweet, favorite or reply on any initial tweet and this 
will enable companies to know what the consumers are buying at that period. Companies have 
also the opportunity to purchase ads which means according to Icha and Agwu (2015) that 
companies can buy space on individuals timeline. The author mention that since 2013 Twitter 
made it possible for companies to send advertising only to people who mention specific 
keywords that may relate to the company’s product or service and that the advertising will show 
in the consumers timeline. 
 
Ferrara et al. (2016) state that for every social media platform, there are social bots that 
companies use to help care for their consumers. The authors explain that social bots are a 
computer algorithm that produce content on social media and interact with companies’ 
consumers automatically. There are also social bots which are designed to harm other people 
or companies. According to Ferrara et al. (2016), these bots are used to mislead, exploit and 
manipulate consumers on social media by conversing with false rumors, misinformation, spam 
or just create noise. 
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2.1.2 Advantages and disadvantages with social media marketing 
Now that we know what social media marketing is and how companies have start using it as a 
marketing tool, perhaps the advantages and disadvantages with social media marketing will be 
highlighted. Social media marketing has shown to be more cost effective compared with 
traditional advertising (Todor, 2016). Tardik and Adnan (2018) describe that social media lets 
companies access the end users at very low costs compared with traditional advertising. Another 
advantage with social media marketing is that consumers gets less annoyed with it and the 
reason is that consumers can choose when to initiate contact with the ad and for how long by 
choosing the amount of time they want to use social media (Todor, 2016).  
 
Social media marketing has also made it easier for companies to measure how effective the 
advertising is for a company and it have also made it possible for companies to target their 
advertising to desired consumers (Todor, 2016; Das & Lall, 2016). An advantage with social 
media is that companies can communicate directly with groups or individual consumers and 
build relationship with them (Das & Lall, 2016). Social media is also letting consumers express 
their opinion regarding the product or service the company offer (Todor, 2016). Tarik and 
Adnan (2018) mentioned an advantage with social media is that companies can build close 
relationships with consumers to understand their values, which is an effective marketing tool 
for maintaining and raising brand awareness. 
  
With social media marketing, companies have the opportunity to reach consumers all over the 
world and there is a possibility that content goes viral that gives companies a lot of exposure 
without having to put in extra effort or paying more for it (Das & Lall, 2016). If a marketing 
campaign turns out to not be effective then an advantage with social media marketing is that 
the campaign is easy to change (Das & Lall, 2016). However, there are not only advantages 
with social media marketing, there is some disadvantages with social media marketing as well. 
In social media marketing there are disadvantages such as competitor can copy a marketing 
campaigns more easily on internet and trademarks or logos which can be used to deceive 
consumers (Todor, 2016). Tuten and Mintu-Wimsatt (2018) describe that consumers can write 
false reviews which can be either positive or negative and endorsing products or services for 
profit without actually using or buying them. Companies that use social media marketing is 
relying on the consumers which spends a lot of time on internet and according to Todor (2016) 
many in the older generation still don’t trust what is shown on social media. Another 
disadvantage with social media marketing is that it can take some time to see result compared 
with traditional advertising and according to Das and Lall (2016), social media must 
continuously care for the content. But another disadvantage with social media marketing is the 
social bots which have been around for some years. Ferrara et al. (2016) describe the social bots 
can interact with consumers on social media in order to alter their behavior, slander, spread 
false information and rumors. 
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2.2 Traditional advertising 
Taherdoost and Jalaliyoon (2014) state that marketing is a way for companies to communicate 
to the consumers. The authors continue to explain that marketing have always been an important 
part for every company, because without marketing, the consumer would not know about the 
product or service that the company offers. Today companies can use different kinds of 
marketing methods such as traditional advertising and social media marketing. Taherdoost and 
Jalaliyoon (2014) describe traditional advertising as using media like television, radio, 
newspaper and billboards to mention a few. These tools are typical one-way communication 
advertising because these are mainly focusing to reach as many consumers as possible and this 
can also be called as traditional mass advertising (Hoffman & Novak, 1996). Traditional mass 
advertising means that the companies transmits content through a media such as television or 
radio to consumers (Hoffman & Novak, 1996). 
  
Advertising has an important role in increasing brand awareness and Yamamoto and 
Matsumura (2011) explain that consumers can not follow or tweet about something they don’t 
know about. Traditional advertising has therefore an important role in creating the awareness 
level which work like an entrance point to the consumer purchase funnel which leading to 
interest in products and services that the company is offering (Yamamoto & Matsumura, 2011). 
The traditional consumer purchase funnel is shown in figure 2 below. Yamamoto and 
Matsumura (2011) also mention that advertising is information that companies create to send 
through different mediums in order to reach consumers.  
 

 
 
Figure 2: The figure represents the traditional consumer purchase funnel which also shows 
that awareness is the entrance point. 
Source: Adapted from Jansen & Schuster (2011). 

 

 Purchase 

Awareness is when the consumer is conscious of a need 
and have a desire to address that need with a product or 
service. 

Research is when the consumer start engaging in 
information seeking process in order to address their 
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The key differences between figure 1 and 2 is that, in figure 1 the consumers journey continue 
after the purchase phase by companies using social media to enhance the delivery of their 
product or service which can generate a positive word of mouth by communicate with 
consumers online. But in figure 2 the consumer journey ends after the purchase phase. 
 
Mata and Quesada (2014) describe that traditional advertising can also be seen as push 
advertising strategy which means that the company is forcing information about their products 
or brand to consumers faces. The author explains that in push advertising, companies push their 
products through mass advertising by using medias such as radio and Tv and this kind of 
advertising is making consumers easily annoyed.  
 
Social media have start to change the power structures in the marketplace and some researchers 
state that mass advertising is not an effective marketing tool anymore because consumers are 
trying to avoid that kind of marketing as much as they can today (Thomas, 2007; 
Constantinides, 2014). The reason why consumers try to avoid this kind of advertising is 
because an average person are exposed around 1500 advertisements in a single day (Hsu, Yang 
& Su, 2007; Hutter et al., 2013), and thanks to this, consumers are getting tired and annoyed of 
advertisements that they are not interested in. Hutter et al. (2013) describe that annoyance can 
result from advertising that is unwanted. One of the reasons that companies continue with 
traditional advertising and do not use digital marketing methods is that companies insist that 
traditional advertising is the right way in order to succeed despite that there are research that 
state the opposite (Thomas, 2007; Talafuse & Brizek, 2014).   
 
Many argue that traditional advertising has start losing its effectiveness and Taherdoost and 
Jalaliyoon (2014) mention that traditional advertising is now like companies throwing things 
on a wall and hoping it will stick. However, traditional advertising is a very effective marketing 
tool in creating brand awareness which De Vries, Gensler and Leeflang (2017) mentions. The 
authors explained that a reason for traditional advertising effectiveness in creating brand 
awareness can be that traditional advertising can broadcast over lots of different medias and can 
therefore reach large amount of people. 

2.2.1 Broadcast media 
TV and radio advertising are marketing tools that companies have used for a long time and 
television and radio are the two most commonly used tools in traditional advertising. Hsu et al. 
(2007), describe that television is a well-used tool for marketing due to popularity and its 
capability to reach audiences of all ages. The authors also explained that television and radio 
advertisements are alike because both television and radio use sound effects and themes in order 
to impress the audience. When it comes to receiving information from television and radio 
advertising, it has turned out that radio is a great tool for retain attention and Hsu et al. (2007) 
mention that consumers can form a positive attitude toward the products or services that being 
advertised. Kumar et al. (2017) describe that television is one of the most trustworthy and 
reliable sources of information. Television advertising is also good to generating brand 
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awareness, knowledge and interest in new products (Liaukonyte, Teixeira, & Wilbur, 2015). 
The authors also mention that television advertising that are effective can generate viewers to 
starts seeking out more information about these products and brands. However, radio 
advertising is a good tool for companies to use because according to Hsu et al. (2007) it is low 
production costs for radio advertising compared to television advertising. 
 
A survey was done about the Swedish population usage of media and media consumption, the 
survey show that tv is the only stable media with 81 percent while radio have decreased from 
69 percent to 62 percent in two years when it comes to traditional media (Myndigheten för 
press, radio och tv, 2018). The survey also explained that it is mainly the older generation that 
continue to watch tv and listening on radio (Myndigheten för press, radio och tv, 2018). 
However, despite that the statistics shows that consumers still watch much on tv it doesn't 
necessarily mean that it is a good and effective marketing method. Talafuse and Brizek (2014) 
stated that television advertising has start being questioned if it is still an effective marketing 
tool to use. The reason is because consumers have started to use different methods to avoid 
advertising such as changing the channel on the TV or radio as soon commercials start (Thomas, 
2007; Tarik & Adnan, 2018). Tarik and Adnan (2018) mention other reasons for television 
being questioned as well such as that there are devices like a TiVo which are a recording device 
that allowing consumers to skip the commercials. Consumers are also multitasking while 
watching television and they do not have full focus on the program or the commercials (Tarik 
& Adnan, 2018). 

2.2.2 Advantages and disadvantages with traditional advertising 
Companies continue to use traditional advertising despite that researchers states that it has lost 
its effectiveness and below some advantages and disadvantages will be discussed in order to 
get a better picture how good traditional advertising is. The advantages with traditional 
advertising are that it can produce results much faster (Todor, 2016). The author also state that 
it can be more effective if ads are placed well and is suitable to the desired consumers. Another 
advantage with traditional advertising is that it has long durability (Todor, 2016). In order to 
reach the older generation Das and Lall (2016) mention that traditional advertising may be the 
best method for doing that, and as the statistics (Myndigheten för press, radio och tv, 2018) 
shows it is the older generation that spend the most time with traditional media. However, the 
strongest advantage with traditional advertising is the level of trust in traditional medias such 
as television and radio (Todor, 2016). But there is a couple of disadvantages with traditional 
advertising as well. 
  
Traditional advertising has as mentioned earlier started losing its usage and effectiveness and 
(Todor, 2016; Das & Lall, 2016) mention that there are some disadvantages with traditional 
advertising. All three authors mention that it is more difficult to measure the results when it 
comes to for example brand awareness and sometimes traditional advertising can't be measured 
at all. All three authors also explained that in traditional advertising, media is quite expensive 
and that many companies must hire outside experts. When it comes to traditional advertising it 
can be a bit static which means that companies do not interact with the consumers and the 
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consumers cannot interact with the company (Todor, 2016; Das & Lall, 2016). As the statistics 
(Myndigheten för press, radio och tv, 2018) it shows that consumers are spending more time on 
internet such as social media instead on television or radio which is not good for companies 
that uses traditional advertising. 

2.3 Brand awareness 
According to Percy and Rossiter (1992) brand awareness can be defined as consumers ability 
to identify a brand within a category. According to Langaro, Rita and Salgueiro (2018), 
awareness is created through consumers memorable exposure to a brand element that is repeated 
such as name, slogan or the logotype. The authors continue to describe that these exposures are 
then contributing to creating brand nodes in the consumers memory. Keller (1993) describe that 
brand awareness can be divided into two dimensions, brand recall and brand recognition. The 
author also explains brand recall as the consumers ability to remember the brand from memory, 
for example when mention a product category. The author also concludes with explaining that 
brand recognition is the consumer's ability to justify its earlier experiences with the brand when 
giving the brand name. 
  
Keller (1993) describe that brand awareness is the first necessary dimension of the entire brand 
knowledge system in the consumers’ minds which means that it is reflecting their ability to 
identify the brand under different conditions. Brand awareness which is one of the essential 
keystones of brand equity and it is also often considered to be a necessary part in consumers 
buying decision (Moisescu, 2009). Moisescu (2009) explain that brand awareness can have an 
impact on consumers perceived risk evaluation, which means how confident the consumers are 
in the purchase decision thanks to familiarity with the brand and its characteristics. As 
mentioned, brand awareness has an important role when consumers are making a buying 
decision and a major reason that Keller (1993) mention, is that it is important that the consumers 
think about the brand when they think about the product category. 
 
Both social media marketing and traditional advertising can be used for brand awareness but is 
used for different purposes. Traditional advertising such as broadcast media is as mentioned 
earlier often used as a great tool for establish brand awareness because its ability to reach a high 
number of consumers (Talafuse & Brizek, 2014). The authors also explain that traditional 
advertising is necessary for establish brand awareness and some researchers say is the key for 
companies’ chance for success. But in the recent years the effectiveness for establish brand 
awareness by using traditional advertising have started to decrease. Talafuse and Brizek (2014) 
explain that the reason for that is because consumers have started to move to other channels and 
streaming sites instead. However, the rapidly increasing social network sites users, have brands 
attentions when it comes to integrating them in company’s media communication plans 
(Langaro et al., 2018). Social media marketing is already said to be a great tool for building 
relationship with consumers and increasing brand awareness because companies have begun to 
create their own brand like pages to recruit their consumers (Langaro et al., 2018). But 
traditional advertising as a great tool for establish brand awareness have slowly losing its 
effectiveness and maybe can social media marketing be used to establish brand awareness. 



 

14 
 

2.4 Frame of reference 
To summarize the literature review, marketing has gone from broad marketing such as 
traditional advertising that focus on the push strategy to a more targeted marketing such as 
social media marketing that have more of a pull strategy. Below is a table that summarize the 
biggest advantage and disadvantage with broadcast media and social media marketing. The 
table will work as a frame of reference which will be used as a framework when developing the 
interview questions (see appendix) for the data collection.  
 
Table 1: This table summarizes the advantage and disadvantage with traditional advertising 
and social media marketing. 

Method Pull/ 
Push 

Forced 
vs self-
selected 

Mass vs 
targeted 

Advantages Disadvantages Position in the 
purchase funnel 

Broadcast 
media 
(Television 
and radio) 

Push Forced Mass Broadcast media 
like Television 
and radio is a 
great tool for 
creating brand 
awareness thanks 
to its ability to 
reach a large 
audience.  

Broadcast media have 
the disadvantage that 
it starts losing its 
effectiveness because 
consumer get easily 
annoyed with that 
kind of advertising 
and try therefore to 
avoid it. Broadcast 
media is also quite 
expensive which is a 
disadvantage. 

Broadcast media 
is often used in 
the awareness 
phase which is in 
the beginning of 
the purchase 
funnel were 
companies want 
to establish or 
increase brand 
awareness.  

Social 
media 
(Facebook, 
Instagram, 
Twitter) 

Pull Self-
selected 

Targeted With platforms 
like Facebook, 
Instagram and 
Twitter, social 
media marketing 
has one big 
advantage that 
companies’ 
content can 
spread globally 
without have to 
put extra energy 
or pay extra for it 
to happen.  
Social media can 
also be used for 
analyzing 
consumers 
opinion on the 
brand and 
companies can 
target consumers 
that they desire. 

Social media 
marketing has the 
disadvantage, if 
advertising start 
annoy the consumers 
it can have a huge 
negative impact on the 
brand and even harm 
the company. 
Competitors can also 
easily copy 
trademarks or logos 
which can be used to 
lure consumers.  

Companies use 
social media 
after a purchase 
in order to 
analyze and 
communicate 
with the 
consumers in 
order to enhance 
the delivery on 
the product or 
service. This can 
lead to 
increasing brand 
awareness and 
attracting new 
consumers. 

Source: The author own construct.  
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3. Methodology 
In this chapter the reader will get an understanding on what methodology that have been used 
to answer the study’s research problem and research question. First will the research purpose 
be introduced following research approach and research strategy that have been used. After 
that the reader will be presented by the data selection and sample collection followed by data 
analysis. The methodology will then be describing the validity and reliability to strengthen the 
study and end with summarizing the methodology with a figure.  

3.1 Research Purpose 
Research purpose depends on what the study which to answer and according to Saunders, Lewis 
and Thornhill (2012) the purpose of the study can be grouped into three categories, exploratory 
study, descriptive study and explanatory study. An exploratory study has the aim to discover 
what is happening and gain insight about a topic and these kinds of studies are useful in order 
to get a more understanding of a problem (Saunders et al., 2012). The authors describe that 
exploratory studies often use semi-structured interviews in order to get a deeper understanding 
of the problem. Descriptive studies often have the aim to get a more accurate understanding of 
a specific situation by describing the collected data (Saunders et al., 2012). The last purpose is 
explanatory study which is studying a situation in order to try establishing causal relationship 
between variables and explain the relationship (Saunders et al., 2012). 
 
The purpose with this study was exploratory because the research aim was to get a better 
understanding on why companies continue to use traditional advertising for brand awareness 
when the digital world is rapidly growing, and consumers are spending more time on social 
media and internet. The research problem for this study was to examine what the advantages 
and disadvantages of social media marketing contrasted to traditional advertising.  

3.2 Research Approach 
The approach that were chosen for the study were based on what knowledge and theories that 
exist in the beginning of the study. According to Saunders et al. (2012) there are three different 
kinds of approaches a study can take which are, deductive, inductive and abductive. Below will 
the chosen approach for the study be presented and if the data collection will have a qualitative 
or quantitative approach.  

3.2.1 Deductive, inductive or abductive 
Saunders et al. (2012) describe that a deductive study is used when the study uses existing 
literature and theories to develop hypotheses or interview questions. While an inductive 
approach is the other way around where the aim is to first get an understanding from the real 
world which is then analyzed and from the analysis, formulating a theory that is often expressed 
as a conceptual framework (Saunders et al., 2012). The authors explained that a combination of 
deductive and inductive is called abductive and it can be described as moving back and forth 
between theory and data. The author gives an example that it begins with an observation of a 
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surprising fact and then works out a plausible theory of how it could have occurred. This study 
has used a deductive approach because the research has used existing literature and theories in 
traditional advertising and social media marketing as a foundation for the theoretical 
framework. The theoretical framework was then used as a framework for the analysis of the 
collected data.  

3.2.2 Qualitative or quantitative 
The next step is to decide what approach the study will have when collecting the data and it can 
either have a qualitative or a quantitative approach. Saunders et al. (2012) describe that a 
qualitative research approach is appropriate when the study is trying to discover and understand 
what may cause for certain behaviors. The authors continue to explain that quantitative 
approach is used in studies that involve much data in numbers. Saunders et al. (2012) also state 
that a method to separate qualitative and quantitative approach regard in which form the data is 
presented. This study was interviewing experts in order to get a deeper understanding about the 
topic and by interviewing experts a qualitative approach considered to be appropriate. This 
study used semi-structured interviews which is often used in a qualitative study. 

3.3 Research Strategy 
Yin (2009) explaining that research strategy is based on the formulation on the research problem 
and research question in the study. Research questions that are formulated as “who”, “what”, 
“where”, “how”, and “why” often determine the research strategy (Yin, 2009). The author 
further mentions that the five most commonly used research strategy a study can take is, 
experiment, survey, archival analysis, history, and case study. Below there is a table that show 
the different strategies that can be used.   
 
Table 2: The different strategies that can be used 

Strategy Form of Research 
Question 

Requires control over 
behavioral events? 

Focus on contemporary 
events? 

Experiment How, why Yes Yes 

Survey Who, what, where, 
how many, how much 

No Yes 

Archival 
analysis 

Who, what, where, 
how many, how much 

Yes Yes/No 

History How, why No No 

Case studies How, why No Yes 

Source: Adapted from Yin (2009) 
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Based on table 2 above, the commonly used strategies that this study can have regarding this 
study’s research questions are experiment, survey, history and case study. Saunders et al. (2012) 
describe that case study can be used to answer the questions “why?” and “how?” and they also 
mention that case study is commonly used in exploratory research and explanatory research. 
According to Saunders, Lewis and Thornhill (2009), case study can be defined as “a strategy 
for doing research which involves an empirical investigation of a particular contemporary 
phenomenon within its real-life context using multiple sources of evidence” (2009, p.145). A 
case study was first considered to be the best suitable strategy but after gaining more knowledge 
about different strategies this study will use the strategy, expert interviews. According to the 
authors expert interviews are one of several ways to conduct an exploratory study and expert 
interviews are often used for getting more qualitative data by interviewing individuals that 
considered to be experts in the topic.  
  
The overall purpose of this study was to provide a deeper understanding to why companies 
continue to use traditional advertising in the digital world. This study will therefore conduct in-
depth interviews with experts in the area of marketing strategies in order to collect qualitative 
data. An advantage to interviewing expert in the area is that the candidate has experience about 
the topic that the candidate encounters daily. This strategy was best for this study in order to 
answer the research questions on how companies can use social media marketing to establish 
brand awareness and what the benefits of social media marketing in contrast to traditional 
advertising.  

3.4 Data Collection 
When the research strategy has been chosen the next step is to decide how to gather the data. 
Based on the overall purpose of this study and the research questions presented, this study relied 
mainly on primary data collection. According to Saunders et al. (2009), primary data can be 
defined as collecting new data that is particularly for the research of the specific study. This 
study has mainly used primary data with a little combination with secondary data such as 
statistics on traditional media consumption which is used to form the literature review. The 
reason that the thesis didn’t use more secondary data was because the research area has not been 
fully studied and answered in previous literature. There is some research about how social 
media marketing have become a more important tool for companies and about digital marketing 
and traditional advertising. However, there are no research about why companies continue to 
use traditional advertising in the digital world and how companies can use social media 
marketing to establish brand awareness. 
 
The empirical data for this study will be gathered through semi-structured in-depth interviews. 
The reason for using semi structured interviews is because the study has a qualitative approach 
with an exploratory purpose and therefore semi-structured interviews were appropriate. 
According to Saunders et al. (2009), semi-structured interviews use themes and questions that 
can vary from interview to interview that will be covered. This study used semi-structured in-
depth interviews in order to get as much information as possible out of the people that were 
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interviewed and to have the ability to ask follow-up questions. Also, semi-structured interviews 
let the researcher to ask questions that occur during the interviews. In order to make sure that 
the interviewee was able to answer the question, the themes on the questions were sent in 
advance to the candidate. 
 
The interviews were conducted in two different ways which were either face-to-face or 
telephone interview. Face-to-face interviews were preferred because then the body language 
and the reaction could be read when asking a question, which increases the reliability. If face-
to-face was not possible, telephone interview was chosen, and the reason was that if a company 
had a candidate for me to interview but was in another city it was easy to do the interview 
through telephone. Saunders et al. (2012) explain that conducting telephone interviews have 
some advantages such as access, speed and lower cost. The authors also mention that there are 
some issues with telephone interviews as well such as observing the interviewees body 
language and the struggle to take notes during the interview. An audio recorder was therefore 
used during all the interviews. 

3.5 Sample selection 
Saunders et al. (2009) state that in order to collect empirical data the population must first be 
defined. This study’s population was defined as marketing managers and the study were not 
able to interview all marketing managers in every company. Non-probability sampling 
technique with a purposive sample selection were therefore used in this study. According to 
Saunders et al. (2009), non-probability sampling means that all units or individuals in the 
population don’t have the chance to be selected for the sample. The author continues to explain 
that in the non-probability sampling the researcher uses subjective judgement in order to select 
the sample. Purposive sampling is a sampling technique that is used in non-probability sampling 
and it enables the researcher to choose the sample based on the best judgement to be able to 
answer the study’s research question and objective (Saunders et al., 2009). The authors describe 
that purposive sampling is often used when working with quite small samples and when the 
researcher of the study which to choose individuals to interview that are informative.  
  
When choosing the sample, it is optimal that the sample can represent the entire population 
(Saunders et al., 2009). The authors also mention that it is important that the individuals in the 
different companies that will be interviewed have the knowledge to answer the interview 
questions in order to represent the entire population. To ensure that the selected candidates for 
the interviews were experts in the topic three requirements was established. These requirements 
were that the candidate have a marketing manager position or similar, great knowledge within 
the company’s marketing strategy and that the candidate had work minimum of one years in 
the position. These requirements were necessary in order to make sure that the interviewee had 
the right knowledge. The requirements are shown in table 3 below. The units in the sample 
selection were individuals in different companies in Sweden and the companies that were 
interviewed were in different branches. A total of 3 candidates from 3 different companies were 
interviewed that had the requirements for the interview. Even that there only were 3 candidates 
that was interviewed they had much knowledge in the topic. The candidates represent different 
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branches which made the data more qualitative because they had different experience and views 
on the topic. The candidates worked in different marketing manager positions and they had 
many years of experience in marketing which made them great candidates to interview. 
 
Table 3: Requirements on the interviewee 

Position Marketing manager or similar position 

The time that the candidate had worked in 
the position 

Minimum of one year 

Knowledge Great knowledge within the company’s 
marketing strategy 

Source: The author own construct. 

3.6 Data analysis 
When the empirical data have been gathered the process to analyzing the data can begin. Seeing 
that the qualitative data is not numerical, the data needs to be analyzed in order to understand 
the meaning behind the data (Saunders et al., 2009). The collected data that was gathered 
through interviews were first transcribed which according to Saunders et al. (2009) means that 
the audio recorded interview is word-processed. The data was then analyzed by using the three 
steps of data reduction, data display and drawing conclusions.  
  
According to Saunders et al. (2009), data reduction means that the collected empirical data is 
summarized and simplified. The authors then explained that the data display can be done where 
the summarized data is categorized in order to create an overview of the data to ease the analysis 
which can be done through tables. The last step is conclusion which is made from the data and 
turn into meaning which is the drawing conclusion stage (Saunders et al., 2009). The study then 
used pattern matching which is according to Saunders et al. (2009), comparing the empirical 
data with the theoretical framework to explain the findings and this is appropriate when a deeper 
understanding is needed which were the purpose with this study.  

3.7 Credibility 
In order to ensure that the quality and credibility of the study were high, two different aspects 
must be considered which are reliability and validity. According to Saunders et al. (2009), 
reliability and validity are two areas were problem can occur during the study which can 
influence the quality of the data.  

3.7.1 Reliability 
Saunders et al., (2009) describe that reliability is how consistent the findings are, and if the 
same result will occur on other occasions. Yin (2009) describe that reliability is when repeating 
the data collection process, the same result will occur. The author continues to explain that if 
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the same result is collected when the data collection is repeated, the study will then have higher 
reliability. Saunders et al. (2009) describe that reliability is difficult to ensure when conducting 
interviews because the result is controlled by the interviewer and how the interviewed chose to 
answer. It can also occur that the interviewer is seeking a specific answer and therefore is 
directing the interviewee towards that answer. 
  
In order to ensure that the study would achieve high reliability the researcher discussed with 
people that were able to help contact relevant companies, in order to ensure that the right 
candidate was interviewed. In order to make sure that the interviewee would not keep important 
information the company and interviewee were offered the possibility to be anonymous. The 
companies that were interviewed also got information about what the purpose with the study 
was and how the data would be handled. The data collection and interview were well structured 
and prepared in order to avoid misunderstanding. The study was also focusing on getting the 
best candidate to interview from the different companies to make sure that the candidate had 
the necessary information that were needed.  

3.7.2 Validity 
Saunders et al. (2009) explain that validity is if the findings in the study is really about what it 
appears to be. The authors explain that validity can be categorized as intern validity and external 
validity. Merriam (2014) describe that internal validity is how well the findings in the study 
matches the reality. The author explain that it can be different realities as well because qualitive 
research examine perception from those who are being studied and therefore it is not possible 
to capture a definite truth.  Saunders et al. (2009) describe that when collecting data through 
semi-structured interviews there can occur interviewer bias and response bias. The author 
describes that interviewer bias is affected how the interview questions being asked and affect 
the answers form the interviewee. The author explains response bias as the interviewee avoid 
sharing information for different reasons like anonymity that can be valuable for the study.   
 
To achieve a high internal validity in the study, interview questions that were developed from 
the theoretical framework were discussed with the supervisor and with people that had 
experience in the topic. The study also had a good follow up with the supervisor now and then 
to make sure that the study was in the right direction. External validity is sometimes also 
referred to as generalizability and it means if the findings in the study is generalizable (Saunders 
et al., 2009). The authors mention that it means if the findings can be applicable to other 
organizations or research settings.  In order to achieve high external validity, the study 
compared the data with the literature review. The study also interview expert in the topic which 
have much experience in the area the study is focusing on. The new knowledge will therefore 
hopefully be relevant in other research settings. 
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3.8 Summarizing of the methodology 
Below is a figure that summarizing the choices that have been made in the methodology which 
also can sees as an overview. 
 

 
 
Figure 3: Summary of the methodology that were used 
Source: The author own construct with inspiration from Johansson & Svensson (2017, Figure 
9) 
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4. Results and Analysis 
In this chapter the empirical findings will be presented and analyzed. The reader will first get 
a short information on the profile of the respondents that were interviewed. After that some 
themes will be used as subheadings to guide the reader through the findings in this study were 
the empirical data will be presented and analyzed. The analysis is done by a comparison of the 
empirical data with the theory in order to help answer the overall purpose of the study. 

4.1 The profile of the respondents that were interviewed 
The individuals that was interviewed will be named as respondent A, B and C in order to make 
it easier to know which individual say what and because some individuals wanted to be 
anonymous. As mentioned earlier, there only were 3 candidates that were interviewed but they 
had much knowledge in the topic. The first person that were interviewed was respondent A 
which worked as media manager for Ikea Sweden for 3 years and before that the person had 
work with digital marketing. Respondent A have the responsibility to develop the company’s 
marketing strategy. Also, to find the best optimal marketing mix to reach their desired consumer 
groups. The second person that were interviewed was respondent B which represent 
Länsförsäkringar norrbotten (henceforth referred to as LFnorrbotten). Respondent B work as 
communication manager and have the responsibility for the marketing in norrbotten and have 
worked in the position for 4 years. What is important to know here is that the person only answer 
how it is in LFnorrbotten and not nationally. The last person that was interviewed was 
respondent C which work as client director at the company Iprospects which is like a 
communication agency that help other companies to develop the best optimal marketing mix. 
The candidate has the responsibility to help clients to develop the best marketing mix for 
reaching the desired consumers with the available budget. The candidate also has many years 
of experience working with traditional marketing strategy and digital marketing strategy. In 
table 4 below is an easy overview of the respondents and the company they represent.  

 

Table 4: A easy overview of the respondents and the company they represent. 
ID Company Position in the company Years in company 

Respondent A Ikea Media manager 3 years 

Respondent B LFnorrbotten Communication manager 4 years 

Respondent C Iprospects  Client director 1 year 

Source: The author own construct. 
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4.2 Why do companies use traditional advertising? 
Particular target groups 
Respondent C says that depending on what a company’s targeted group of consumers is and if 
a company want to reach the broad mass, companies usually use traditional advertising such as 
Tv and radio. Both respondent A and respondent B say that the reason they use traditional 
advertising is because they want to reach all consumers and establish brand awareness. This 
goes in line what Hoffman and Novak (1996) expresses when they are explaining that 
traditional advertising such as Tv and radio is good tool for reaching many consumers.  
 

“For us it is easy, we use traditional advertising because we want to reach all kind of 
consumers.” – Respondent B 

 
However, respondent A say that they want to have time with their consumers, and they say that 
Tv is a good channel for that. This contrasts with recently literature Todor (2016) and also Das 
and Lall (2016) when they describe that traditional advertising is a bit static and does not 
interact with consumers. While respondent B says that they use traditional advertising such as 
Tv and radio to have a recognition when they are targeting the older generation. This is 
confirmed by Das and Lall (2016) when the authors explain that traditional advertising may be 
the best method for reaching the older generation. Respondent C agrees that traditional 
advertising is still effective marketing tool if a company target consumer that are in the older 
generation. However, the respondent also say that companies must use other channels as well 
such as social media marketing because today it is not enough to only use traditional 
advertising. Respondent C says that there is a small desperation among marketing managers 
that these traditional medias such as Tv and radio don’t have the same reach as it has for maybe 
5-10 years ago. 
 

“[…] if you want to target consumers that are in the older generation, I think traditional 
advertising is still effective but I think that you have to complement and use other channels as 

well because you can’t build a brand today with only Tv advertising.” – Respondent C 
 
 
Provides good reach across the market 
Both respondent A and respondent B says that Tv and radio is an effective marketing tool to 
use. Respondent A also states that their measurement has shown that using traditional 
advertising is effective tool to reach the large audience and therefore is Tv an important and 
effective media tool to use for advertising. This contrasts with what Talafuse and Brizek (2014) 
expresses when they mention the opposite, they describe that television advertising has start 
being questioned if it is still an effective marketing tool because of consumer different ways of 
avoiding advertising. However, this is not something that respondent A or B have notice or says 
but both respondents describe that they want to make their advertising more meaningful. 
Respondent C says that traditional advertising can still be an effective tool for companies to use 
in order to build brand awareness and if companies want to target consumers in the age of 40 
or older. De Vries, Gensler and Leeflang (2017) confirmed this when explaining that traditional 
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advertising can be an effective marketing tool for creating brand awareness and to target older 
generations. 
 
Better content and lower consumer annoyance 
Both respondent A and B says that Tv and radio advertising is still effective if companies can 
manage to make the advertising relevant and good, so the consumers want to see it. The 
respondents also say that it is important to make their advertisement relevant and bring value 
to the targeted consumers in order to make consumers less annoyed. Respondent B also adds 
that it is important to be honest and not retarget consumers with advertisement to not annoy 
them. This is vaguely in line to Hsu et al. (2007) and Hutter et al. (2013) when explaining that 
consumers get exposed to a lot of ads every day and it makes consumers annoyed. However, 
what is not mentioned in the literature is how companies can work to make consumers less 
annoyed. Respondent C says that companies need to find a balance on the frequency of the 
advertisement so the consumers will not be annoyed. Because if the frequency is to high the 
consumers will remember the ad but will maybe be more annoyed off it which is not good. 
 
“[…] it should be relevant and valuable for you as consumer if you happen to be in our target 

group that we want, and we want to make the advertising interesting and relevant, so you 
want to see it.” – Respondent A 

 
Both respondent A and C mention that one advantage with using traditional advertising is the 
ability to reach the large audience. This goes well in line what Hoffman and Novak (1996) and 
also Taherdoost and Jalaliyoon (2014) describe what traditional advertising is mainly focusing 
on, which is reaching as many consumers as possible. Respondent C also add that if the 
company have consumers mainly in the older generation then Tv and radio is a great tool in 
order to reach them. Das and Lall (2016) confirms that traditional advertising may be the best 
method to use to reach the older generation and it is also statistics from (Myndigheten för press, 
radio och tv, 2018) which shows that the older generation is the ones that spend the most time 
with traditional media. 
 

“[…] none or not many, the only advantage with traditional media is if you manage to find 
the right kinds of consumers.” – Respondent B 

 
Respondent B say that there are hardly any advantages to use traditional advertising such as Tv 
and radio if the company don’t know what kind of consumers to target and how to target them. 
The respondent mention that it is hard to reach the desired consumers and it is not like some 
years ago when a company could reach the consumers just by Tv advertising. Today consumers 
can choose when to watch Tv or their favorite program which make it hard to target these 
consumers whit just traditional advertising through Tv. This is partly confirmed by Todor 
(2016) which explain that traditional advertising must be placed well and be suitable to the 
targeted audience in order to be effective.  
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4.3 Disadvantages with traditional advertising 
Incomplete coverage 
Both respondent A and C say that traditional advertising is good at reaching many consumers 
like Hoffman and Novak (1996) explains, but the respondents also say that the disadvantages 
with traditional advertising is the difficulties for companies to reach the entire Swedish 
population with the use of Tv advertising which is not as easy as it used to be. They say that it 
is a challenge for companies today if they want to reach the entire population and it is not 
enough to only use Tv advertising. Respondent A also add that they have notice that the 
consumptions of traditional media such as Tv has started to decrease among consumers. This is 
confirmed by the theory which describe that traditional advertising has started to lose its 
effectiveness (Thomas, 2007; Constantinides, 2014; Talafuse & Brizek, 2014). Respondent C 
also say that if a company want to target younger consumers then traditional advertising is not 
an effective tool to use today. The respondent says that one of the challenges companies have 
today is to divide their budget on many channels for reaching a large audience and that 
companies usually hire external experts for help. Respondent B says that they hire external 
experts to help them divide their budget on different channels in order to reach their desired 
consumers. This is like what Todor (2016) and also Das and Lall (2016) describes that 
companies usually hire experts to get help with this. 
 
Competition from digital channels 
Both respondent A and B say that many consumers have start moving to different kinds of 
streaming sites which gives the consumers the ability to watch their program at any time and to 
skip commercials which is a disadvantage for companies. This is partly confirmed by Tarik and 
Adnan (2018) which explains that television effectiveness is being questioned because there are 
recording devices like TiVo which allows consumers to skip commercials and there are also 
streaming sites which some of the sites don’t have any advertisement.  
 
“It was easier some years ago, when you came home from work you just look on Tv until you 
went to bed and the advertising came in that way, but today consumers can use different play-

channels and skip advertising which makes it harder for companies.” – Respondent B 
 
Advertising fatigue 
Both respondent A and C say that a disadvantage and a big challenge companies have today is 
to stand out among all the noise of advertising. This is confirmed by Thomas (2007) when the 
author describes that mass advertising is not effective way of marketing anymore because 
consumers have started to get tired and annoyed on the high number of ads they are exposed to 
everyday. Respondent A and C continue with explaining that it is also a challenge for companies 
to handle this problem and in the same time be able to target the desired consumers in a cost-
effective way. Respondent C also mentions that companies have to find a balance between the 
amount of advertising to send out every day, because if a radio for an example, is on the entire 
day and the consumer hear the ad maybe five times a day and then the consumer will eventually 
get tired on the ad, which is not good. Hsu et al (2007) and Hutter et al. (2013) confirms this 
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when the authors explain that consumers are getting tired and annoyed of all the advertisements 
that they get exposed to everyday which is a big problem for companies today. 
 
Cost 
Both respondent A and C says that Tv advertisements is expensive to use because there are 
more companies that wants to use this marketing channel and at the same time the reach have 
started to decrease which is not good. This is confirmed by both Todor (2016) and also Das and 
Lall (2016) when they describe that it is expensive to use traditional advertising. The difficulties 
to measure the result of using traditional advertising is another disadvantage the authors 
mention. However, this disadvantage was not mentioned from the respondents and nearest to 
talk about this was when respondent C explained that companies use an old method to measure 
Tv effectiveness. 

4.4 Why do companies use social media marketing? 
Brand building 
Respondent A say that they use social media marketing for different purposes like to build the 
brand, to inspire, to engage, activate, show a different side of the company and not the least to 
be able to have a dialogue with consumers, customers and fans.  
 
Targeted communication 
Respondent A also mention that social media do have enormous opportunities to be able to 
target their communication to different target groups and individuals. This is also mentioned by 
Icha and Agwu (2015) when they describe social media as a good tool for connecting with 
consumers.  
 

” Social media have been and is still a journey and today you can use social media in 
different ways like creating your own community and communicate with each other and to 

target specific group consumers with different purposes.” – Respondent A 
 
Both respondent A and C say that the advantage with social media marketing is that it is a great 
tool for reaching many consumers and that companies can reach specific groups of consumers 
with their advertising. Respondent C also add that it is easier to have a more finely divided 
marketing that is targeting specific groups of consumers instead of having a radio jingle that 
cannot be targeted to a specific group of consumers. Both Todor (2016) and also Das and Lall 
(2016) mentions these as some of the advantages with social media marketing as well. 
Respondent C also says that with social media a company can control exact what specific group 
of consumers that the company is interested in and want to interact with. 
 
Wide reach 
Respondent A say that they use social media platforms such as Facebook, Instagram and Twitter 
because they want to reach a large amount of people and many of the people are on social 
media. Tuten and Mintu-Wimsatt (2018) confirms this when they describe that social media 
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have become a part of people's everyday lives and that companies have started to use social 
medias as a tool to connect and establish relationships with consumers. 
 

Relationship building 
Another advantage with social media marketing mentioned by respondent A is that company 
can spend time and energy with a topic on social media platforms. Because if there is a topic 
that interest other consumers then companies will get time with these consumers. The 
respondent mean that this can then lead to start a conversation with the consumers and hopefully 
also developing relationship with them. This is an advantage that Das and Lall (2016) mentions 
as well when describing that social media marketing can be used by companies to communicate 
directly with specific consumers and build relationship with them. 
 
Feedback 
Respondent A says that social media is a great tool for companies to use where companies can 
learn from consumers feedback for example their values and thoughts. This is a little similar on 
what Felix et al. (2017) describe social media marketing as a tool to monitor and analyze 
consumers in order to get a more understanding on the consumers view on the company. This 
is similar what Edward (2011) describe how important it is that companies take part in 
conversations with consumers to make sure they are satisfied with the product or service.  
  
Cost effective 
Both respondent A and C says that social media marketing have lost one advantage because 
platforms like Facebook and Instagram have become more commercial orientated pay channels 
today and companies must pay if they want their content to go viral on these platforms. This 
contrasts with recently literature Das and Lall (2016) when they describe one advantage with 
social media marketing is the possibility to make companies content on social media go viral 
without having to pay extra money for it. 

4.5 Disadvantages with social media marketing 
Too commercialized 
Respondent A expressed that they use different social media platforms with different purposes 
when it comes to marketing on Facebook, Instagram and Twitter. However, both respondent A 
and C says that these platforms have start to become more and more commercialized and are 
now almost only commercial orientated. They mention that it is therefore important and a 
necessity to promote the advertisement on Facebook and Instagram, in order to make the content 
go viral so it reaches the targeted consumer group that is desired. This contrasts with what Das 
and Lall (2016) describes social media, when they mention the advantages with social media 
marketing is the opportunity to make content go viral without having to put in extra effort or 
paying more for it. 
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” […] today companies cannot post their own content and make it spread globally because 
Facebook and Instagram have become like pay channels […] and the algorithms on these 
platforms are more controlled so Facebook earns more money and if you don’t pay more 

money the content won’t get many views.” – Respondent C 
 
Respondent C explain that making posts viral were easy to do some years ago, but companies 
cannot do that anymore. The respondent continues with explain that the reason is that Facebook 
and Instagram have changed, to have becoming more of a pay channel in other words more 
commercial orientated. The respondent explain that the algorithms are more controlled because 
Facebook wants to make more money and if companies don’t spend money to sponsor their 
posts and market it the post won’t get high viewings. This is not confirmed by Icha and Agwu 
(2015) because the authors describe that companies can use social media platforms by taking 
advantage of word of mouth to see their marketing campaigns spreading over social media in 
order to for example create brand awareness. Respondent C also mention that companies were 
more interested in likes, comments and followers on their Facebook and Instagram page before 
but now is it more about having money to promote the content in order to reach the desired 
group of consumers. 
 
Negative rumors and fake news 
Respondent B say that they don’t use social media platforms such as Facebook or Instagram 
because when they started to discuss if they should start using social media 9 years ago, they 
saw that many companies had problem with it. Respondent B continues with saying how they 
saw it spread bad rumors that harm the company’s brand. This is partly what Tuten and Mintu-
Wimsatt (2018) means when the authors describe that consumers can write false reviews which 
can be negative and harm the brand and the company. Respondent B mention that the reason 
they don’t have Facebook or Instagram because they already have a strong brand and they don’t 
want to risk harming their brand. However, the respondent mentions that they have started to 
consider creating a Facebook page now to test and see. The respondent also say that they have 
the tools to use digital marketing such as social media marketing because the technology is 
there, but they try to always think how it will work for the consumers and therefore are they 
cautious. Respondent B says that depending on how big a brand is and how many mistakes a 
company can make, it is easy that the content can start a storm on social media which can harm 
the company brand very much. So, companies must always have an ear on the platforms that 
they use and in other platforms to listen what is happening out there in order to take part of the 
good and the bad. Hutter et al. (2013) confirmed this when the authors describe that social 
media marketing is not only ineffective advertising but also have negative effects for the brand 
which can harm the company. 
 
Increasing costs 
Both respondent A and C agrees that companies must produce content that is appealing to the 
consumers and that it is engaging which make the consumer get caught in it so the content can 
stick out from the noise which can be challenging. Respondent C also add that if a company 
want to stick out from the noise it requires a big budget in order to produce material that are 
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both static and moving advertisement. Das and Lall (2016) describe the opposite with social 
media marketing as cost effective and lets companies access the end users at very low costs. 
 
 
Information overload 
Respondent A say that during the last few years it has become harder to stick out from the noise 
because the media map has been rewritten. The respondent continues with saying that today it 
is so many more companies out there which makes the consumer exposed to so many 
advertisements which is a huge challenge for companies. This was mentioned little earlier about 
traditional advertising there Hutter et al. (2013) describe that consumers get exposed of a lot of 
advertisement which have led to consumers getting tired and annoyed. 
 
Consumer annoyance and spam online 
Respondent A say that another disadvantage with social media is that if the advertisement starts 
annoying the consumers it can harm the company. The respondent mention that companies must 
take responsibility to not spam consumers with advertising in order to not annoy consumers.  
 
” […] all companies have a responsibility to have some sort of a hygiene so to say in order to 
not make the annoyance to escalate even more because in the end if advertising continues to 

annoy consumers, they will not be interested at all.” – Respondent A 
 
Respondent A mentioned earlier that they try to make their advertising meaningful in order to 
not annoy consumers. However, in social media marketing the respondent say that they try to 
have a little more playful advertising message were they sometimes joke a bit with people being 
exposed to much advertising. This goes in line what Campbell and Marks (2015) describe that 
companies have learned to adopt a more subtle approach on social media with a more 
conversational and playful message. The respondent mentioned an example that they have one 
and another clip of a teenager that is doing the dishes in the kitchen and the teenager then stop 
and who a bit annoyed is encouraging the viewer to skip the ad since she only is doing the 
dishes and that is not interesting at all to watch. Respondent A say that consumers enjoy this 
kind of advertisement and they have notice how effective this is and that it has started to build 
and grow their brand awareness despite that was not the intention with the clips. This goes a 
little bit in line what Hutter et al. (2013) describe that social media marketing is less annoying.  

4.6 How should companies use social media marketing for brand 
awareness? 
Creative and targeted content 
Respondent C say that a company can use social media marketing in so many ways in order to 
establish and increase brand awareness. The respondent say that companies must be creative 
and have something that is attractive and is branded with logo and have good video material. 
Both respondents A and C expresses that social media is a great opportunity for companies that 
want to target a specific group consumers or individuals. If a company know something about 
a specific consumer the company can develop a message that suits that consumer. The 
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respondents explain that depending on what specific group of consumers a company want and 
how much money a company have in their budget, a marketing strategy is developed. This is 
confirmed by Öztamur and Karakadilar (2014) when describing the first important step a 
company must do in order to use social media as a marketing tool is to define what kinds of 
consumers the company want to target. Respondent A mentions that they have developed a 
communication plan which contains different activities that have different purposes and 
messages. The respondent say that they then use social media as a channel to send out their 
message to the specific consumers that is in their scope in order to for example establish brand 
awareness. Felix et al. (2017) confirmed this when the authors describe that companies can use 
social media marketing with different objectives. 
 
Respondent C say that when companies have both defined what kind of consumers the company 
desires and have developed their marketing strategy, they can use social media marketing in 
different ways for establish and increase brand awareness. The respondent gave an example 
that companies can track consumers that have been on their website and see if the consumer 
has visited the site earlier and if the consumer has been close to a purchase lately. Companies 
can also choose were in the purchase funnel they want to target consumers by for example use 
keywords to attract specific consumers. If companies which to target consumers that are in the 
beginning of the purchase funnel the company can use broad words like running shoes and if 
they want to target consumers that are in the end of the purchase funnel, companies can use 
more specific keywords like Nike and a model for establishing or increasing brand awareness. 
Companies can then make their advertisement appear next time when the consumer is on social 
media platforms like Facebook or Instagram and in that way, it is easy to target more specific 
consumers with social media marketing. This is a little similar what Öztamur and Karakadilar 
(2014) describe the questions to identify a company's desired consumers. 
 
“ Companies can use Instagram and Facebook to show stories […] the stories can be used by 

showing what is happening behind the scenes, campaigns, membership campaigns, or 
whether the company has any new product that they want to promote by integrating and 

engaging the users.” – Respondent C 
 
Respondent C says that if companies have engaging content on their social media platforms, 
they have the possibility to establish and increase brand awareness but also establishing 
relations with consumers. This is partly how Tarik and Adnan (2018) describe social media 
marketing as a tool to build relationship with consumers and to understand their values which 
an effective marketing tool for brand awareness is. 
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5. Conclusions 
In this chapter, the findings of this study are summarized and discussed. The finding is first 
presented to the reader where the result is discussed followed by the research purpose, research 
objectives and research questions and how the findings have helped answered these. This 
chapter also include theoretical and practical contribution, limitations for the study and 
recommendations for further research. 
 
Findings 

The findings in this study show that there are companies that are struggling with decision on 
how companies should proceed with social media marketing. There are also companies that 
have the tools for social media marketing, but they don’t know how they should use them, 
because they don’t have a marketing strategy for it. Another interesting finding is that traditional 
advertising can still be an effective marketing tool to use for companies in order to establish 
brand awareness. But it depends on what kind of consumers the company desires and how 
companies use it. It is also important to know that it is not enough to only use one marketing 
channel like Tv today because if a company want to reach all their desired consumers, 
companies mostly need to divide their marketing budget to different channels.   
 
When it comes to social media marketing, findings in this study show that one of the big 
advantages with social media to make content go viral without having to pay extra for it doesn’t 
have that advantage anymore. The reason is that in the recent years it has become clearer that 
social media platforms like Facebook and Instagram have become more of a pay channel. This 
means that companies must promote their content in order to make it go viral, in other words 
companies must pay extra for it to happen. This is because Facebook and Instagram want to do 
business and earn more money as well. But that doesn’t mean social media marketing isn’t a 
great marketing tool anymore, it is still an effective marketing method if companies have a 
budget for it and compared with traditional advertising it is still a cheaper method to use. This 
is one of the most interesting findings during this study because it shows that social media 
marketing maybe isn’t as great marketing tool as it were few years ago. It also shows that the 
media mix is constantly changing and that companies must have a good marketing strategy to 
reach their specific consumers. 
 
Today consumers are getting easily annoyed on advertising because of the high number of ads 
they get exposed to everyday. What is interesting is that this appears to happen everywhere, 
which means that the annoyance that consumers have on traditional advertising have started to 
appear on social media marketing as well. The findings in this study, there was one respondent 
that mentioned that it is a responsibility that every company have today and that they try to 
make their advertising more meaningful and with playful messages. Which have turned out to 
increase their marketing effectiveness and increased their brand awareness because they have 
notice that they are getting more views on their website etc. This is something that other 
companies should learn from in order to work with this challenge because it is a challenge that 
every companies have today. It is important that companies start to work with this challenge 
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because if companies continue to spam consumers with advertising it can lead to all advertising 
annoy consumers which harms companies. 
 
To summarize the findings in this study, companies still use traditional advertising and the 
reason is because they still find the marketing tool effective for reaching their consumers and 
to establish or increase brand awareness. But they have started to see a decline in its 
effectiveness during the last few years. While social media marketing has started to change as 
well, like losing one of the big advantages it has for making content go viral and to turning in 
to more of a commercializing pay channel. It understandable that companies today have a hard 
time to orientate themselves in order to find the right marketing channel to reach their specific 
consumers and increase their marketing effectiveness. But it also appears that marketing is 
moving more towards the importance to develop qualitative and valuable advertising instead of 
choosing the most optimal marketing channel. It is obviously still important for companies to 
choose the right channel in order to reach the desired consumers, but if a company's advertising 
is not interesting and meaningful for the consumers, then it won’t matter what channel the 
company use because it risks annoying the consumers anyway. 
 
Purpose 

The purpose with this study was to examine why companies, continue to use traditional 
advertising for brand awareness when the digital world is growing, and more people spend their 
time on social media and internet. The finding in this study show that traditional advertising is 
still an effective marketing method to use, but as mentioned earlier it depends on what kind of 
consumers the company desire and that is why companies continue to use traditional 
advertising. Based on the findings it is not only important to know which marketing channel to 
use but also to develop advertising that have high quality, so the advertising don't annoy 
consumers. 
 
The finding also show that companies can not only use traditional advertising if they want to 
reach all the consumers and therefore companies must divide their marketing budget into 
different channels in order to reach the consumers that the company wants. Both big and small 
companies often hire experts for this because some companies don’t know how they should 
develop a marketing strategy in order to reach their specific consumers. 
 
Objective 

Objective for this study was to examine what the advantages and disadvantages of social media 
marketing contrasted to traditional advertising, in order to help answer the purpose. Findings 
have shown that there are many advantages with social media marketing and many of the 
advantages were confirmed by the theory. However, there were not many disadvantages that 
was mentioned in the results except one, that companies must pay extra for their content to go 
viral which was in the beginning an advantage. 
 
When it comes to traditional advertising the findings show that there is still an advantage to use 
traditional advertising but there are not many, in fact the result is only mentioning one 
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advantage which were the ability to reach many consumers. Based on the findings, this can 
mean that traditional advertising effectiveness is slowly decreasing which also some 
respondents mentions as well. When it comes to disadvantages the findings in this study express 
similar things as the theory. The finding in this study have helped to answer the purpose with 
this study and to answer the research questions. 
 
Research Questions 

The first research question for this study was to examine what the benefits of social media 
marketing in contrast to traditional advertising are. Based on the finding in this study, it show 
that the benefit of using social media marketing is that companies can easily target consumers 
that they want. Which lead to as mentioned earlier the ability to build relationship with 
consumers and communicate with consumers to enhance the experience with the product or 
service. Social media marketing has also the benefit to analyze what consumers say about the 
company on social media and can also develop relationship with consumers.  
 
The second research question for this study was how companies can use social media marketing 
to establish brand awareness. Findings in this study show that, if companies want to use social 
media marketing to establish brand awareness, they need to develop a brand intimacy with the 
consumers. The first important step companies must do for this is to define what kind of 
consumers the company want to target. When that is done a marketing strategy is developed, in 
the strategy companies can use social media like Facebook and Instagram. These platforms can 
then be used for creating stories that shows what happen behind the scenes, share interesting 
information about the company, the company’s history and have playful messages to consumers 
in order to build relationships with the consumers that will over time establish and increase 
brand awareness.  

5.1 Contribution 
Below will the contribution be presented that this study will have when it comes to both the 
theoretical and the practical area. 

5.1.1 Theoretical 
To summarize this study’s theoretical contribution regarding on the result is that traditional 
advertising is still an effective marketing method to use if companies want to reach the older 
generation that are in the age of 40 or older. It also contributes more knowledge about 
advantages and disadvantages between social media marketing and traditional advertising. One 
of the most interesting contribution is the knowledge that social media marketing is not as 
effective as it was few years ago when regarding the ability to spread content without extra cost 
on social media. The study is also contributing with the knowledge that companies can not only 
use mass advertising to hope something will stick. Because advertising today is moving more 
towards the importance to have advertising that is valuable and meaningful for consumers 
which means that companies must focus more to develop qualitative advertising in order to not 
annoy consumers. This is maybe more important than to choose the most optimal channel to 
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use. The final theoretical contribution this study have is the knowledge how companies can use 
social media marketing to establish brand awareness and build relationship with consumers. 
Below is a table that represent the new framework that is based on my finding in this study. 
This new framework can work as a guide when companies are about to choose the type of 
marketing and it will also contribute for further research for theoretical implication.  

Table 5: The new framework based on the findings in this study 

Method Pull/ 
Push 

Forced 
vs self-
selected 

Mass vs 
targeted 

Advantages Disadvantages Position in the 
purchase funnel 

Broadcast 
media 
(Television 
and radio) 

Push Forced Mass Traditional 
advertising like 
broadcast media 
is considered to 
still be effective 
marketing tool 
for establish 
brand 
awareness. It is 
also considered 
to be a great tool 
for reaching 
consumers in the 
older generation. 

Traditional 
advertising like 
broadcast media is 
quite expensive, and 
if companies want to 
target younger 
consumers then 
traditional 
advertising is 
considered to not be 
an effective tool. 

Broadcast media 
is often used in 
the awareness 
phase which is 
in the beginning 
of the purchase 
funnel were 
companies want 
to establish or 
increase brand 
awareness.  

Social 
media 
(Facebook, 
Instagram, 
Twitter) 

Pull Self-
selected 

Targeted The benefits of 
social media are 
that companies 
can easily target 
the consumers 
they want and to 
build relations 
and 
communicate to 
consumers 
which enhance 
the experience 
of the product or 
service.  

The platforms like 
Facebook and 
Instagram have 
become more of a 
pay channel and if 
company want their 
content to spread 
globally, they must 
pay extra for it to 
happen. It also has 
the disadvantage if 
advertising start 
annoy consumers it 
can have a huge 
negative impact on 
the brand and even 
harm the company. 

Companies use 
social media 
after a purchase 
in order to 
analyze and 
communicate 
with the 
consumers in 
order to enhance 
the delivery on 
the product or 
service. This can 
lead to 
increasing brand 
awareness and 
attracting new 
consumers. 

Source: The author own construct.  

5.1.2 Practical 
When it comes to the practical contribution, this study’s is most important for companies, both 
big and small, that struggle with the decision to start with social media marketing and want to 
get more knowledge about it. Companies will also get knowledge to what kind of consumers 
traditional advertising can still be effective for, which can prove to be helpful and interesting 
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for companies when they considering what marketing channel to use. The study can also give 
companies knowledge why social media marketing is good and why companies should use it 
by give knowledge about the advantages and disadvantages between social media marketing 
and traditional advertising. This study also contributed with the knowledge on how companies 
can use social media marketing to establish brand awareness. Another important contribution 
that can be useful for companies is the knowledge to focus more to make their advertising 
informative and valuable for consumers rather than focusing on finding the most optimal 
marketing channel to use. Because as mentioned earlier it is still important to know where your 
consumers are and how to reach them, but it is maybe more important to first develop 
advertisement that are of high quality and meaningful for consumers. 

5.2 Limitations 
Even that the study tries to avoid as many limitations as possible it is hard to make a study 
perfect and there are some limitations that have been noticed during the research. Firstly, even 
that the timeframe and schedule were known from the beginning, it took time to start collecting 
data because other elements needed to be finished before the collection of data could begin. The 
timeframe to collect data became therefore limited which affected the number of individuals 
that was interviewed. The limited number of individuals that were interviewed may affect the 
generalization of the results and if more interviews were conducted the results could have been 
stronger. It could also have led to different and more information would been collected that 
could have had an impact on the results and conclusions of this study. 
 
The second limitation were that it was difficult to get response from companies and individuals 
that were contacted. One of the reasons it was difficult to get response was because the 
individuals that was selected and contacted had to work in a manager position or similar position 
to have the knowledge needed to answer the interview questions. The study had to be selective 
in what individuals and companies that were going to be contacted and these individuals are 
quite busy. Most of the contacting was in april and that easter was in middle of the month didn't 
help either. 

5.3 Further research 
Earlier researchers have said that traditional advertising is dead, and that social media marketing 
and digital marketing will continue to grow. The findings in this study show that this is not the 
case and that traditional advertising is still effective marketing tool and social media marketing 
is maybe not as affective it was few years ago. Suggestion for further research is therefore to 
examine how effective different media channels like, print ads, newspaper, YouTube, etc., is to 
reach different group consumers. 
  
Findings in this study have shown that it is not only important to find the right channel to reach 
a company’s desired consumers. It is also important to develop advertising that is qualitative 
and meaningful for consumers. Therefore, the second suggestion for further research that would 
be interesting to examine is what factors make advertising more qualitative and meaningful for 
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consumers in order to decrease the annoyance from consumers and how advertising can be more 
acceptable to consumers. 
 
The last suggestion for further research is to perhaps interview a company that is highly 
regarded and have successes in splendid marketing, for example a well-known brand. In order 
to investigate how the "best" are using marketing in order to see what the close future holds 
regarding to get competitive advantages. This can maybe be combined with the suggestions 
above.  
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Appendix A: Interview questions in English 
Generally 

1. How long have you worked at the company? 

2. What role do you have in the company? 

3. How long have you been working on that position?  

Marketing through traditional advertising 

1. When it comes to marketing through traditional advertising, there are many companies 

that use TV advertising or radio advertising, why do you think companies do that? 

a. How effective do you think it is to use traditional media? 

b. Do you think it is still profitable to using traditional advertising such as Tv or 

Radio? 

 

2. What are the advantages of traditional advertising through Tv or Radio? 

 

3. What disadvantages and challenges are there with traditional advertising through Tv or 

radio? 

a. How can it affect companies marketing? 

b. How can companies ease these difficulties? 

 

4. Researchers say that traditional advertising such as TV is expensive and difficult to 

measure, what are the factors that make you think it is still efficient and profitable to 

continue with TV advertising? 

 

5. Do you use traditional advertising like Tv to create brand awareness? 

a. Why? / Why not? 

b. How effective do you think Tv and radio advertising are to create brand 

awareness? 

 

6. Statistics show that more and more people spend their time on the internet, and it is 

above all the older generation who spend their time with traditional media, have you 



 

II 
 

noticed that this has affected your TV advertising's effectiveness in any way? 

 

7. Today, many are annoyed at advertising that is forced and not interesting, how do you 

avoid this? 

a. Has it affected your brand awareness? 

b. Has it affected in any other way? 

 

Social media marketing 

8. Social media is something more and more companies are starting to use today when it 

comes to marketing such as Facebook, Instagram and Twitter 

a. What do you use these platforms for? 

b. How do you think companies should use these platforms for marketing? 

c. How should companies use social media to reach their desired audience with 

their marketing? 

 

9. What are the advantages with social media marketing? 

 

10. What are the disadvantages and challenges with social media marketing? 

a. How can it affect the company’s marketing? 

b. How can companies ease these challenges? 

 

11. How should companies use social media marketing to establish brand awareness and 

build relation with their consumers? 
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Appendix B: Intervjufrågor på Svenska 
Allmänt 

1. Hur länge har du jobbat på företaget? 

2. Vad har du för roll i företaget? 

3. Hur länge har du jobbat på den positionen? 

Marknadsföring via traditionell media 

1. När det kommer till marknadsföring via traditionell media så är det många företag som 

använder sig av Tv reklam eller radioreklam, varför tror du att företag gör det? 

a. Hur effektiv tycker du att det är att använda sig av traditionell reklam? 

b. Tycker du att det fortfarande är lönsamt att marknadsföra sig genom att 

använda traditionell media som Tv eller Radio? 

 

2. Vilka fördelar finns det med att marknadsföra via TV reklam eller Radioreklam? 

 

3. Vilka nackdelar och svårigheter finns det med att marknadsföra via TV reklam eller 

radioreklam? 

a. Hur kan det påverka företagens marknadsföring? 

b. Hur kan företag underlätta dessa svårigheter? 

 

4. Forskare säger att traditionell reklam som TV är dyrt och svårt att mäta, vad är det för 

faktorer som gör att företag fortfarande tycker det är effektivt och lönsamt att fortsätta 

med TV reklam eller radio enligt dig? 

 

5. Marknadsför ni er genom att använda traditionella medier som Tv eller radio för att 

skapa varumärkeskännedom? 

a. Varför? /Varför inte? 

b. Hur effektivt tycker du att TV och radioreklam är för att skapa 

varumärkeskännedom? 

 

6. Statistik visar att allt fler tillbringar sin tid på internet och det är framförallt den äldre 

generationen som spenderar sin tid med traditionella medier, har du märkt att detta har 
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påverkat företagens marknadsföring via traditionella mediers effektivitet på något sätt? 

 

7. Idag blir många konsumenter irriterad vid reklam som inte är intressant, hur försöker 

ni undvika detta? 

a. Har det påverkat företagets varumärkeskännedom? 

b. Har det påverkat på något annat sätt? 

Marknadsföring via sociala medier 

8. Sociala medier är något som allt fler företag börjar använda idag när det kommer till 

marknadsföring så som Facebook, Instagram och Twitter 

a. Vad använder ni dessa plattformar till? 

b. Hur tycker du att företag ska använda dessa plattformar när de marknadsför 

sig? 

c. Hur ska företag använda sociala medier för att nå sin önskade målgrupp med 

deras marknadsföring? 

 

9. Vilka fördelar finns det att marknadsföra sig via sociala medier enligt dig? 

 

10. Vilka utmaningar och svårigheter finns det med att marknadsföra sig via sociala 

medier enligt dig? 

a. Hur kan det påverka företagens marknadsföring? 

b. Hur kan företag underlätta dessa svårigheter? 

 

11. Hur kan företagen använda sociala medier för att skapa varumärkeskännedom och 

bygga relationer med deras kunder? 
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