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1. Background of the Study

1.1 The Definition and Origin of Social Media

According to Mangold and Fauld2009) the concept of social media includes a wide range

of online, wordof-mouth forums including blogs, company sponsored discussion boards, chat
rooms, consumer product or service ratings websites, and social networkingieweser,

there seems toebconfusion among managers and academic researchers alike as to what
exactly should be included under this term andsequently it is difficult to define when and
where social media appearfit. The Useneta worldwide discussion system that allowed
Internet users to post public messages, can be regarded as one of the earliest forms of social
media.lt was created inthe late 1970&€y Duke University student¥om Truscott and Jim

Ellis. (Kaplan & Haenlein,2010). Today there is richand diverse ecolggof social media

sites, which vary in termd ¢heir scope and functionalif)Kietzmann et al., 2011).

1.2 The Finns inSocial Media

Based on the Statistics of Finla(@D10)data abit over 40 percent of all the Finns aged 16 to

74 had joined in some of the social media networks like Facebook or Thyttée spring

2010 Social networking services seem torhest popular among the youth and young adults.

By the spring 2010 aroundB&ercent of 16 to 24 yeatds and about 76 percent of 25 to 34
yearolds were registered to some of social networks. Whereas among the older groups the
interest in social media is still rather low. For example of 55 to 64-oldarless than 20

percent vere registered. In general, thenmber of registered women seetnsbe bit higher



than of registered men. However being a registered user does not necessarily mean active
following or participation. For example, among the registered youth and young adipts,

44 percent use social media on a daily basisat comes to thelder groups the daily usage
percentag@aries between and17 percents(Tilastokeskus, 2010).

1.3How Finnish CompaniesUtilize Social Media

fiThe concept of social media is top of the agenda for many business executives today.
Decision makers, as well as consultantsy to identify ways in which firms can make
profitable use ofapplications such saWikipedia, YouTube, Fzbook, Second Life and
Twittero (Kapl an Capgetini @engting cenducted azinikey i March
2012 where they explored how the largest Finnish companies are involved in social media and
how they use it in their marketing, sales, commurooat customer service, recruitment and
data sharing efforts. The study covered 49 companies and four social media channels:
Facdook, LinkedIn, Twitter and Youlbe. The companies studied weagedon the basis of

their presence on the social media platfe as well as their activity levels withthe six

levels of the value chain that alisted above The survey revealed that 96 percent of the
investigatedfirms are somehow involved in at least one of the four channels. However,
according to Emma Storbleec of Capgemini Consulting there is still room for improvement
what comes to utilizing different channe&he also claims that companies have understood
the importance o$ocial medigbut they have not been able to build processes or systems to

exploit it. (Capgemini, 2012).

Based on th€apgeminisurvey(2012) Facebookis the most preferresharketingchannelas
67 percent of the companies investigated udarikedIn proved to beeven more populaas
96 percent of the companies have an account there but it is used less frequently and mainly for
recruiting purposedn generaltelecommunication, media and entertainmeornpanies are
widely present in different channels atiiey utlize social media most effectively and
2



variously, whereas energy, commodity and manufaoturcompanies are quite passive
However there are some exceptions e.g. of all companies UPM was the mosbraetive
YouTube followed by Stora Ensoeing 7. Further @cording Storbackait is rathertypical
that social nedia related issues aregarded as belonging tbe territory of marketing and
communicatio departmentsConsequentlyhe utilization of social media is planned from the

view point of these faictionsbut still inadeuately (Capgemini, 2012)

How Finnish Companies Are Utilizing Social Media

Marketing 60,5 %
Brand building 5 %
External communicatior 0
Internal working tool 38,6 %
Recruiting 34,6 %
Tracking competitors 31,6 %
Customer service 26,3 % ® % of companies

Sales 22,8 %
R&D and innovation 20,2 %
Nowhere 18,4 %0

Working with partners
Other

0O 10 20 30 40 50 60 70

Figure 1. How Finnish CompaniesAre Utilizing Social Media. Source: EVA (2011).

Figure 1(above)presents the functions where Finnish companies utilize social media at the
moment.Based on the figure &round 60 % of the Finnish companies use social media in
their marketingefforts. Furthei’53.5% of the companiegse social media platforms to build
their brandandonly about 20 % irresearch and development proceskiesnuKauppinen of
Capgemini consulting states théthe majority of companies are clearly in the phageere

they use social media channels for enhancing the current opeddt@apyemini, 2012)Yet

the challengas how to identify the new opportunéds hat the digitalization of théusiness
environmentoffers, thoughe.g. marketingfunction is often on the front edgein exploiting

social media(Capgemini, 2012).



1.4The Opportunities of Social Media in theNew Product Development Process

One of themain goals ofan industrial companis to execute itsiew product development
process in a way where new technological opportunities can be identified and commercialized
before its competitors (Bruce and Cooper, 2000g need for fast and lucrative nevoguct
development has never been greater. Product life cycles are short, competition is intense, and
customers demand more than earlier. Companies that fail to inneMatace a dark future.
However, winning with new products is not easy. Approximaté8y/percent of the resources

that companies apply to developing and launching new products gmjects that do not
succeed.They either fail in the marketplace or never make it to market. (Product

Development Institute Inc., 2012)

A Stage-Gate®® model is a conceptual and operational road mapich combine the
commonly included activities andecision stages of the product development process in
moving a newproduct project from idea to launclihe process starts from the creation or
discovery stage andnds after 5 gates to launch and post launch revi@aoper, 2008;
Cooper 2000; Cooper, 199@ne example of how social media is ugethe creation of new
concepts isStarbucké i My St a rpattoankilsough widch astomers can submit
new ideador the companyKaplan and Haenlein, 2010). h e heseidéas are subsequently
voted onby other users, with the winners being considefed implementation bythe

company (Kaplan and Haenlein, 2010).



2. Purpose and Implementation of the Study

2.1 Purposeof the Study

fiCompanies diligently establish Twitter feeds and branded Facebook oOpages
(McKinsey&Company, 2012)}owever the vast majority of executives do not know how to
interact with consumers in social media to expand product and teeognition, dive sales

and profitability, orengender loyaltyMcKinsey&Company, 2012)

Further it is also rather difficult to see where and how to influence conversations, which take
place across an evgrowing variety of platforms, angthich may ocur either with lightning
speed or over theourse of months. In addition there is no single measursofoal medié s
financial impact. Thus many companies find it difficult to justify devoting significant
financial or human resources to an activity whesact effects and benefits remains unclear.
(McKinsey&Company, 2012).

Generally thditerature around social media is rather scarce not to melitipature about
social media inthe wood productscontext. According to Mustonen (2009) the literature
available mainly offers descriptions of different experiments or tips how to earn a lot of
money.And what comes to utilizing social media in the new product development process,
the area isalsomore or less mcovered. For exampline Capgemini (20123urvey did not
cover research and development functaarall. On tha basis it seems that so farg. the
Finnish forestry gianteave no yet been exploiting social media in thpioduct development

processes.

The purpose of ik study isto investigée how wood processingcompanieslog house

buildersand hardware storesirrently exploitsocial median theircommerciakeffortssuch as

marketingand salesFurther the aim is to find owlo wood processing companies, log house
5



builders and hardware stores use social media in their new product development (NPD)
process, especially in collecting end user driven ideas in the discovery daypudt review

stage of the NPD procesB2ased on the theoretical background, frameworthefstudydesk
researchand company interviews rmodelfor collecting feedback and product development
ideasfrom end userwvill be created.In additionsometips for more efficient social media

usagdn c o0 mp a marketmgand salexctivitieswill be given as well.

2.2Implementation of the Study

In the beginningf this studythe definition and originof social mediaaredescribed. Further

the currentstatus of social media usage and tiiézation of social median marketing and
innovationprocess is briefly described and analyzed. Then the purpose and the motivation of
the study aralefined andustified. The iterature paricoversvariousperspective®f social

media e.gproducing and planning compelling social mectatent the possibities of social

media in the innovation process and the future prospects arus vesocial media The

frame of referencevascreatedon the basis aheliterature survey.

The experimental padf this studyis divided into two different reviewsn the frst review a
bunch oflog housesuppliers hardware stores and wood processingipanies are analyzed

and evaluated regarding their presence and activities on social media plaffbissvas
conducted as deskstudyby expl or i ng c diampayes.i Thes latter segiewi a |
covers severatompanyinterviews The aim of the interviews/as e.gto find out what kind

of communication strategy they have, how they utilize social media especially in marketing
and how long they have been active in sotiatia.Both the desk researeimd the interviews
werecarried out between September 2012 and January 20113 end of the studyhémain
findings areanalyzedand conclusions are made.additiona model forsocial media usage

the innovatiorprocessof wood productswasoutlined. Further some ide&sr more efficient



soci al medi a usage i n ¢ o mpaayivesas ell.ime floweft i n g

the study is also illustrated in figure 2 (below).

Preface/Introduction

U

Motivation & Purpose & Aims

U

Theoretical Background &
Frame of Reference

4

Survey Methods
(Qualitative Research)

U

Results & Analysis

U

Discussion & Model & Summary

Figure 2. Research lPocess



3. Theoretical Background

3.1 Marketing and Marketing Communication

The AmericanMarketing Associatior{2012) defines na r k e t i timegactidtyy set of institutions,

and processes for creating, communicating, delivering, and exchanging offeringavbatalue for
customers, clients, partners, and society at éarge Si mp | y p dhe armand kceence wfg i
getting and keeping profitable and valuable custgmdrichrequires understanding abdbe
needsand comerns of customers and ability teearly explain howthese problemsan be
solved (Meyerson, 201031).

When communicating with the target markets organizations follow the princijiegfated
Marketing @mmunications (IMQin order tocoordinate ana@ontrol the various elements of
the promotional mix- advertising, personal selling, public relations, publicity, direct
marketing and sales promotionandto produce a uniéd customefocused messag8oone

& Kurtz, 2007.

According toScott(2007) prior to the Welorganizations had only two significaichoices to
attract attention. They could eithleay expensive advertising or géird-pary ink from the
media. hen companies were able to control the information available about them through
strategically placed rpss announcements and good public relations managers (Kaplan &
Haenlein, 2010)F o r e x a &96Q, Rroctieé& Gamble (P&G) could reach 80 percaxit

US women with one 38econd Tide commercial aired simultaneously on only tfArde
networks: NBC, ABC andCBS o0 ( Ke | IHewever,the @odntynicationtools and
strategies have changed significarttgcause othe social medigphenomenon (Mangold &
Faulds, 2009)Traditional approaches.g. to branding that put emphasis on mass media
technigues seemow questionableas today awistomers have access to massive amounts of
information about brands, products and compatteagh differenkind of networks(Keller,
2009).



Accor di ng t o hkstattimgeoint i6 glahiing mark@ting communications is an
audit of all the potential interactions that customers in the target market may have with the
company ana | | its pr od ruthes aceonmlidg toshenranketecsalse ltave to
evaluatewhich experiences and impressions will hatree most influene on customersat

each stage of the buying processThis understanding will help them allocate
communications dollars more efficiently and design and implement the right communications
programse ( Kel | eln ,ordeR © Gc@mmunicate effectively and eiintly today,
companies have to go where the customers are, namely online. (Keller, 2009).

3.2 Service Dominant Logic

In supply chain and marketing management models the focus has been on goods and tangible
materials but the focus is moving to moren@el models associated with partnerships, value
networks, service provision, and value creation (Luse&ht al, 2010). Salient parts of this
movementare described in a model known as serdoeninant logic which has been
developed by Lsch et al 2010;2008; 2006; 2004aThe original model that was presented in

2004 faced some critidsut also acceptandgy the academia argenerated lively discussion
among scientist Later in2008 they refined the model by modifying some terexpressions

and premisg (Vargo & Lusch, 2008)

fiServiced omi nant | ogi c sees goods astrviteprovisisn or a
supp!l y(Lusdheatialn 2010)Goods derive their value througfine service they provide.

(Lusch et al., 2010 Vargo and Luschi2008) describe in their serviedominant model 10
different fundamental premisésF P.6 s )

FP1: fService is the fundament al basis of e

FP2:

3t

I ndirect exchange masks the fundament

FP3: AGoods are a distprndwitsiomndnechani sm f o

9



FP4: #nAOperant resources are the fundament al
FP5: fAAll economies are service economi eso
FP6: fAThe custaemeratios alfwayd ua oco

FP7: fAThe enterprise cannot diednsver value,
FP8: i AcedeserVMieone i S i nherently customer ori el
FP9: #AAll social and economic actors are re
FP10: AValue is always uniquely and phenome

From the point of view of this studhere are twdundamental premises that rise above all
others, namely: FP6A T h e c u saltvaysreecec riesat or of wvAaSeurevdi caen d
the fundament al Sdrialsnedia oftefs aneexcellerd tiafaf eotpanies to

create value together with customepss depicted in the chapter 2.fhaof the main purposes

of this study is to investigate how social mediaiscould beused in cecreation of dded

value in R&D. What comes tmarketing and sales ¢dg houses, hard ware store items and

wood products service playsan important role as an opposite to FMCG (Fast Moving
Consuner Goods) businesh this study he use of social media in providing product related

service will be investigateas well

10



3.3 Characteristics and Forms of Social Media

3.3.1 Social Media Platforms

As described irchapter one, social media includes a wide range of online,-@faertbuth

forums including blogs, company sponsored discussion boards, chat rooms, consumer product
or service ratings websites, and social networking sites (Mangold and Faulds, 2009).
Whereas Kaplan and Haenlein (2010) define social media as a group of Intmsed
applications which are builton the ideological and technological foundationsAgéb 2.0,
allowing the creation and exchange of User Generated Contenthe book of Mitch
Meyason 01Q 7, 19 social mediais describedas a giant cocktail party aral strange,
mystifying ard often counterintuitive spac&aplan and Haenlein (201@)soclaim that he

current trend tevard social redia can be seen as an evolution back td thet e r neasdé s r
the Web is retransforming to a platform where usarsexchange informationn Web 1.0

there were only few content creators and the vast majority of users only act as consumers of

contenf while anyone can be content creator in Wégh(@ormode & Krishnamurthy, 2008)

There are several social media platforms but maybe the most popuks aihong social
media users aréaebook, Twitter, YouTube, Linkedland different kind of blog$:acebook

was founded in February 2004 by four Hadrastudents Mark Zuckerberg, Dustin
Moskovitz, Chris Hughes and Eduardo Saverin. For the first two yieavas only available

for college students. Then, gradually, Facebook opepeits API (application programming
interface)to third-party applicatio developersand allowed others to join .ifin eight years
Facebook has become the second most trafficked website in the world, second only to
Google (Meyerson, 2010182). By SeptembeR012 Facebook had already reached the limit

of one billionactiveusers (YLE, 4.10.3012).

Twitter was created in March 2006 by Jack Dorsey, Evan Willams and Biz Stone
(Biography 2012. The company defines itself as a real time information network that

connects the user to the latest stories, ideas, opinions and beutswahatthe user finds
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interesting. A the heart of Twitter are small bursts of information called Tweets which are
140 characters longTwitter, 2013. In 2012 Twitter hasnore than 500 million users around

the world(Mediabistrg 2012 who generate 3million Tweets daily Twitter, 2013.

YouTube isa site where peoplecan share their videodt was founded in February 2005.
Today it isowned by Google and it e most popular online video destination and the
second largest search engine, enabling anyone to upload and shegenerated video
content forthe massegMeyerson, 201229-230).

LinkedIn was launched in May 2003 by Reid Hoffman, Allen Blue, #tantin Guericke, Eric
Ly and JearLuc Vaillant. It is a networkwhere professionalsan get reconnected with
colleagues, find neyob or business opportunities agét advicesrom the experts. In August
2012 it hadmore than 175 million users in over 2@0untries During 2011 Linkedh
members did nearly 4.2 billion professionatisiented searches on the platforghinkedin,
2012).

A blog is a website that is built on wdtlased platform that enable the author/owner to update
the content without a web amter (Meyerson, 2010.166:167). For exampleJonathan
Schwartz, the CEO of Sun Microsystems, maintains a personal blog to improve the
transparency of his company (Kaplan and Haenlein, 20@603ontrast to traditional static
websites, a blog is a dynamic site that encourages visitors to interact witr suough
commenting. A blogs a rather old invention bubecame a popular marketing tool quite
recently after marketers discovered etsyse blogging platforms like Wordpress.
(Meyerson, 2010166-167).
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3.3.2 Possibilities and Pitfallsof Social Media

Social media has become a major factor in influencing various aspects of consumer behaviour
including avareness, information gatheringpinions, attitudes, purchase behaviour, and post
purchase communication and evaluation (Mangold & Faulds, 2008)d acysiomers and

future prospects read blog§oogle their purchases, query followers on Twitter or friends on
FacebookPeopleare acastomedto educating themselves by researching purchases online
before they make theniMeyerson, 2010. 50)\ccording toa Forrester Researcdurvey from

2007, 90 percent of bugg decisions start on the WdMeyerson, 2010 However, the
popular businespress andacademic literaturestill offers marketing ranagers very little
guidance on howo incorporat s oci al me d i BMC strategy(Mangolchpraln y 6 s
Faulds, 2009)

Mangold and Faulds (200%}ates thasocial media enables: IJompaniedo talk to their
customers and Zjustomers to talk to eadther.In addition to these two dimensigrsocial
media enables customers to talk to companies as Wadl. first role of social media is
consistent with the use afaditional IMC tools whereas treecond promotiomelated role of
social media is unique (Mangold & Faulds, 200Based on theconventional marketing
wisdom a dissatisfied customer telten people However, n the new age of social media,
people have tools to tell 10 milliacwsonsumers ivtually overnight. This second role of social
media can be seen as axtension of traditional wordf-mouth communicatian(Gillin,
2007). On the other hanthe possibility to post complaints right away through social media
offers companies a unique opponity to gain authentic insight into the problems that
customers are facing when using their product or se(@c@lman, 2009)These comments
are easy to finde.g. because oftags andtagging Tags are nowstructural and labeled
keywordsthatarelinked o tweets, blog topics amubsts (socialmediatoday, 2011jlowever,

in order to be able tononitar and trackdiscussiongaking place invarious social media
platforms some tools are needed as welbr example Hannilaria Liflander of MBrain
Insight Ltd saidthat they are using a tool called Radiawv6th the help of this tool they skim

through postings made of their customen daily basis(Liflander, 2012).So in practice
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organizatios simply need o search for their eaddhnopga thg 0 s
resulting comments and pages for negatvepositive mentions of their brandQualman,
2009).

According toMangold and Faulds (2009h the new communication paradigm marketing
managers should recognize the power and critical natutleeafiscussions being carried on

by consumeraising social mediaFurther they stat¢hat people are more likely to talk to
others about products when they know a lot about them or when those products support their

desired selimage, or the wathey wanwthers to see the(Mangold & Faulds, 2009)

3.3.3 Examples of the Power of Social Media

In hopes to become the President of the United States, American politicians spend millions of
dollars on commercial advertisement campaigns. Four years ago Babacka, however
concentrated hisesources and marketing efforts on social mediaciaating Twitter and
Facebook account¥his was done because his campaign had very little money when it started
out and social media was considered as an inexpensive way to reach and interact with voters.
As a resultof the successful campaig®bama was elected as the™gresident(White

House, 2012). In addition, the 206&ction had the highest voter turnout since 1908 and the
highest youth participation in histor§Qualman 2009.

In the 2011 Arab Springrotests, social media played an important role in the rapid
disintegration of Tnisian and Egypian regimes and imobilizationof protestin Bahrain and
Syria. Some experts claim #h these regimes would hafadlen sooner or later without social
media because the sociopolitical gap between the small ruling elite and the othknsghad
ago reached critical level§¢Stepanova, 2011YiHowever, the fact that the crisis occurred
sooner rather than laten, direct follow-up to protests in Tunisia, was largely due to the initial
mobilizing effects® | CT and soci (Stepamowd2014). net wor ks o
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I n December 2008 Burger King created and c
Facebook. They developed an application which gave users a free Whopper sandwich for
every 10 friends they deleted from their Facebook network. Asudt rever 230 thousand
friends were sacrificed in exchange for free burgers. (Kaplan and Haenlein, 2010). At the
same year a Canadian musician, Dave Carroll, recorded a music video about his bad
experience on United Airlines fligrgnd posted it on Youlbe In a short period of time it

was seen by millions of people causing unwanted negative publicity to United Airlines.
(Kietzmaan et al., 2011).

Best Buylnc. created an online community forum where consumers can post questions and
get answers from othebnsumeror Best Buy employee#n 2009,2.5 million people visited

Be st s Bnling @ommunity.They viewed more than 80 million messages and posted
almost 80,000 time Only 5 pecent of consumeés questi ons had Buy be ¢
personnel, theest were answered by the community. As a result, complairdegb Buy

were reduced by 20 percent. FurthermBest Buyp s e s t i its&dcial dhedia hctivities

have saved ifive million US dollars.(Acker et al., 2011)

Computer manufacturer Dealevised an online marketing programica d A De | | Swar
appliedgroup buy logic:it he more people join a fiswar mo
networks, the lowethe price for the entire swath{Acker et al., 2011)In hopes to reach

people and mgage potential buyers Dell turned to TwittAs a result of the campaighey

sold outthe inventories allotted to the campaitireir revenues increased 6.5 million US
dollars In addition toDells brand gained positive publicity &srare than 200 blogand 500

tweets applauded the prograrfAcker et al., 2011).

On 14" of October in 2012 Austrian baggmper and test pilot Felix Baumgartner made a
freefall jump in cooperation with Red Bull from 39 kilometers towards earth (redbullstratos,
2013). Accoding YLE (15.10.2012) over 7.3 million people from all over the world followed

t he | i ve stream from YouTube. Further more
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YouTube site over 30 million people have watched the highlights clip made from the

supersonidreefall jump.

3.34 Future Prospectsand Trends

Consumers are turning away from the traditional sources of advertising: radio, television,
magazines, and newspapers. They also consistently demand more control over their media
consumption and requir@n-demand and immediate access to information at their
convenience Rashtchy et al., 200%ollimer & Precourt, 2008) As traditional media is not
anymore considered as an adequate source of informatomisurmers are turning more
frequently to various types of social media to conduct their information searchesraakleto

their purchasing decisioritempert, 2006Vollmer & Precourt, 2008 Mangold and Faulds
(2009) points out that marketingmanagers musaccept the reality that a vast amount of
information about their products and services is being communicated by individual consumers
to other consumers via social media forums. They add dbasumersrespond tothis
information in ways that directly infence all aspects of consumer behaviour, from

information acquisition to pogturchase expressions of satisfaction and dissatisfaction.

Meyerson (201Q 100 states thatsocial media is definitely here to stay because it has
integrated the ageld art of brming relationships with technologiased onPew Reseach
Cented $2008)surveymobile devices will be the primary Internet connection tool for most
people in the world by 202Accor ding to the Internationa
(2012) data, the gwth of smart phone broadband subscriptions have already overtaken the
growth of fixed lines. Today the 3G and 4G services can be accessed via mobile phones
already in 160 countries, while five years ago only in 80 countries (ITU, 2012). Further
accordingPew ResearcRenterby making social mediapplicationsmobile, social media is

likely to tap a currently unexploited base of new sg&@aplan & Haenlein, 2010)For

exampleof one billion active Facebook use®)0 million use Facebookia their mobile
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phones (YLE, 4.10.2012)However it is good to remember that most people use the web very
differently when they are on their phone compared to laptop because of the smaller screen and

keyboard, and reduced computpgwer(Meyerson, 2010278.

Online advetising is on the rise. According to a reportHelsingin Sanomabn the 29 of

July in 2012, over 370 billioEuros were spent on advertising worldwide in 2011 and of all
advertising already 17 percents took place onliflee CEO of Microsoft, Steve Balikr,
predicted inWa | | St r e mtervielv@\EJ ©2a2D08)sthat offline advertising will all

be online within 10 years. Though, online advertising is not always efficient. According to
Bloomberg New§16.5.2012) General Motors would no longer plarativertise on Facebook.
Analyst, Carlos Kirjnerfrom Sanford C. Bernstein &Ce@ ai d i n Bl oomber gos
fif auto ads, generally among the most effective online promotions, fail on Facebook, then
major advertisers includingT&T Inc., Procter & Gamble Co. and American Express Co.
may foll ow GMés | ead and curb spending on
Inc., states that ampanies are struggling to measure the effectiveness of gusadn
Facebookbecause it is1ot as easy to tracksaa 30- second spot on televisiomlpomeber

News 16.5.2012). However, General Motors is not dldoueave Facebook for goodihey

will anywaycontinue using Facebook through normal profile pa@ésE, 16.5.2012).

In the realm of social media, astrdtng, is a new trend which has gained ground among
companies and organizations around the world. Accordihgitoson|l i ne magazi ne
(12.09.2012) the term means a situation where e.g. an advertiser or a political group creates
fake online identies in order to strengthen their message or then as a return of positive social
media coverage pays money to individuals. Especially companies that operate in the
consumer markets have been forerunners in astroturfing. In Finland the astroturfing
phenomeann is so new that it does not even have a counter term in Finnish. Recently the
Hospital District of Helsinki and Uusimaa (HUS) were caught using a fake individual to
defend their new IHproject. (Laitos, 2012). What comes to regulation and legality
astrotirfing exposes companies and organizations to a risk because in theory it is illegal but

almost impossible to control (Text 100, 2011).
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On 30" of October 2012 YLE news reported that Facebook reasntly introducedpaid
status updates in Finland. In priaetthis means that by paying for own status updates one
will get more visibility. Earlier all status updates were visible for those who had been
following e.g. company pages on Facebook but now they cover or®p Jercent of fans.
Further according to YE some parties have already left Facebbek&ause of this change and

started using Google+ or Twitter.

3.4 Strategy and ContentCreation

3.4.1 Aspects for CreatingSocialMedia Marketing Strategies

AA brand is no |l onger -what stwbatomphany 6 4as}
(Meyerson, 2010. 5). However companies still need to influence their brand. It can be done by
encouraging people associated with a brand, and forging direct relationships that are built on

action, experience and cagifMeyerson, 2010. 5).

Social media lowers the barrier between companies and consumers by allowing firms to
contactend users directly and timely at relatively low castl higher levels of efficiency than

can be achieved with more traditional communicatimols(Kaplan and Haenlein, 2010pn

that basis Kaplan and Haenlg®010) arguethat social media is not only relevant for large

multinational firms, but also for small and medium sized companies

According to Meyer sono0s ting’aa dout gBahtty, itfissabouti a |
quality. It is not about transactions or orders or long lists of followers. Rather, it begins with a
sincere desire to grow and nourish genuine relationships and doing whatever it takes to ensure
t hey hap pemilés.for Aiididg relationships online are not that different than the
rules for building relationships elsewhere. One only needs to get involved, listen

empathetically, and look to give more thget. As a return one will gdasting, loyal
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relationshp s t hat can make a difference trika oned
Romantchuck of Fazer Groypr esent s a similar kind of vie
she claims that social media is not a marketing channel but rather a dialogue platfoem wher
companies have to operatgh the rulesof consumers.

Meyerson (201032-33) also states that o mp a prosj@ests will choose to beconits
customers baseal n : 1) their experi enc e sproductorlservicdhh e c
benefits, 3c 0 mp atrugtvioghiness ancteputation, 4) the value they receive, 85 sée

and secure transactions, 6) how well the comgatigulates their most pressing concerns.

Further according to Meyerson (2010. 39) in orderfully participate in social mdia
communities companieshave to answer questions, join in conversations, respond to
comments, upload videpaudios, and photos, and molea company wants to develop a
relationship with someone it must take the lead, be active and engage in discusiche
customers (Kaplan and Haenlein, 2010). Kaplan and Haenlein (28d®)yrther thatsocial

media is all about sharing and interaction.

One of the biggest mistakes new social media users make is that they try to tike=old
marketing methods into the new social media world. Many of the new users see social media
as a place to mar ket with s alrategiedArditheresas a n d
problemi that does nofit in socialmedia (Meyerson, 2010. 108). Asaplan and Haenlein

(2010) describe the essence of social matlis less about explaining why your product is
better than anyone girlgotheissin opem and activie conversatob o u t
AccordingtoMeyer sondés (2010. 121) book the reas:
their social media efforts into money is that 1) companies are selling first, not developing
relationships, and 2) companide not have correct measurement and tracking systems in
place to manage and improve their social media marketing. On the contrary using social
media as an engaging, brabdilding tool and by putting the conversation with the customer

first, business grothk and financial success will naturally follow. (Meyerson, 2010. 122).

Based orNielsen Global Online Consumer Survi@p09) 90 percent of Internet consumers

trust recommendations from friends and 70 percent trust consumer opinions posted online
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According toFoux (2006) social media is perceived by consumers as a more trustworthy
source of information regarding products and services than corsp@isored

communications transmitted via the traditional elements of the promotion mix.

Everything acompany does online should reflect its brand. A firm needs to know exactly
what emotions it wants people to experience when conversing with the company. When the
customers think of the company, they should have a rush of emotions they remember based
on ther last experience with the company and its representatives. (Meyerson, 2010. 205).
Glynn Mangold and Faulds (2009) emphasize the power of stories because usually they are
memorable and the more memorable they are, the more likely they are to be répeateed r 6 s
Online Dialogue Director, Kat i Sul i n, desc
Fazer o0 e xaophentsofTrath (ZMOT)and how a brand should bentected to

online materiaby using storiesFor example if there is a green frog @m advertisement it

might be the only thing a consumer remembers ofStlin, 2012). FurtherSulin (2012)

states thathusa brand has to be awalad offer content for the moment where the consumer

actsandjoogles 6 t he green frog.

Mangold and Fauld$2009) states that consens like to networkwith people, who have
interestsand desires that are similar to their own. According to bteyn (2010. 88)
communities are formed and thrive around the interests of the comnitsaifymeaning that
the peop who join and participate in online communities are those who want more out of

their product or service experience.
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3.4.2 Building Compelling Social Media Content

Meyerson (2010. 17172) states thatontent is the king because it is whe@mpanies
engage people, revethleir expertise and how they build their presence on the kuether he
claims that he best way to build credibility, manage online reputation and brand, get found,
and turn readers into clients is to consistently write fresh, #@dgcaentertaining and
engaging conteriwo or three times a weeReope go online for two reasons: eithier find

soluions to their problems or toe entertainedMeyerson, 2010172.

According to Meyerson (2010. %) good and compelling content has objective, is
trustworthy and engaging, allows for interactmmndialog, speaks the language of customers
and meets the audience where they are, is-exeltuted, experiments a little, is search

optimized and starts a conversation.

When buildingsocial media strategies companies haveslborate Wat are the shorand
long-term business goals andwa will social media marketing be used to achieve thém
additionthere area handful of questions to think aboMYhat resources the company have
available? Where is thearget adience most likely to hang out ithe Interné (Meyerson,
2010).0r whatthe audience would like to heandwha they would like to talk about®/hat

they might find inteesting, enjoyable, and valuable? (Kaplan and Haer2®ihQ). However
social media is a very active and fasbving domain and therefore what may betoyolate

today could have disappeared from the virtual landscape tomorrow. Further Kaplan and
Haenlein (2010) explain that due to the nature of the social naediathe Internet it is

important to have a set of guidelines that can be applied to any form of social media.

According to Mangold and Fauld®009) when people are engaged with a product, service or
idea they are more likely to share their thoughtsuphoboth word of mouth and social
media.Althoughthis engagement may also come naturally for supporters of causes, political
candidates, and trendy new technological products the engagement can also be creatively

stimulated for products and services whibk their nature generate less psychological
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involvement of customers. The opportunity to submit feedback makes consumers feel more

engaged with products and organizatigiangold & Faulds, 2009)

Figure 3 (bel ow) depi cts and whatFmarketels dhink theu s e r
Al i kesd mean. NraaaketérgpelievedthapFacelmoeknusers ke their brand
because of the content they offer on their Facebook page. Howmgr30 percent of
Facebook users think the same wAgsed on the gure 3 nany Facebook users (46 %) like

brand pages in hopes to get rewaoisincentives while only 33 percents of marketers
consider that as a major reason fongumers interest itheir Facebookpage.At the same

time even larger number of Facebook gsseonsider themselves as a loyal customer (49 %)
andthat is why they start following brands on Facehdd&wever only 24 percentsof the

marketers recognize this mindset.

Want to recommend or connect friends

19 %
my favourite brands Why Facebook

Users "Like"
24 % Brands vs. What
Marketers Think

Want to contribute and help custome

Want to engage with other custome

Loyal customer 49 %
m\What Facebook users s¢
Looking for special savings or even % ®mWhat marketers think
Looking for incentives or reward 46 %
Want to be hearc 41 %

Content is agreeabl:

57 %

0% 10 % 20 % 30 % 40 % 50 % 60 %

Figure 3. Why FacebookUs er s fALi ked Brands vs. Wh a 't Ma
Mean, Source: CMOCounsil (2011).
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Forbes Magazing23.01.2012br i ngs up Qé&saté Bgure 3) onvtheiy article
AThe Wi de Di vi dénd Gesumesse nS Ba iaadtdddmmdentthekey
findings Sodgalcdusbtoméronat®nly want but expect to be rewarded for connecting
with brands onlineand there are a variety of ways to go about satisfying éheBocially
savvy brands will reward social customers with greater statlip@vileges not just for their
likes, but for a full range of beneficial behavidrBom voting on product ideas to blogging

about a technical solutiai.

3.5 Social Media in Collecting End User Driven Development Ideas
3.5.1 Social Media in the Front End of the Innovation Process

Ulrich and Eppingef2000) definghe term product development as follows: different phases
and measures companies go through when creating, planningoandercializing a new
product.The StageGae® model(figure 4 combines theecommonly included activities and
decision stages of the product development process in moving -aroduct project from

idea to launchin the StateGate® modelthe processs dividedinto distinct stages which are
sepaated by various management decision gates. Prior to obtaining management approval
and proceeding to the next step a prescribed set of-ftnosonal activities must be
completed in each stagéCooper, 2008; Cooper 2000; Cooper, 1990). Around 70 to 85
percent of leading American companies use S@a® modelto drive new products to

market. (Product Development Institute Inc., 2012).
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Discovery

stage
Idea screen
Second Goto Goto Goto
screen development testing launch
Stage 1 Stage 2 Gate Stage 3 Gate Stage 4 Stage 5
3 W
Scoping —— Buid — Development ——  Testing & — | Launch
business validation l
case

Post-launch
review

Figure 4. The StateGate® Model. Source: Cooper (2008)

The process starts from the creation or discovery stage and ends after 5 gates to launch and
post launch review. In the course of #iscovery stage it is common that comparapply

idea generation activities such as brainstorm®gmetimesin searting for new product

ideas itmight bebeneficial for an organizatiaio extend the scope of sear€@ommunicating

with customersn orderto understand how and why they whfferent products can generate
great strides in idea generation. Specifically, communicating with lead users can provide great
feedback to the developers, as these customest likely feel passionatbout the product.

In addition tq it may be helpful to communicate with supplieBy. trying to understand the
problems othe customers obusinesss in which their materials are usel@velopers may be

able to act upon previously untapped possibiliti€ooper, 2008; Cooper, 2000; Cooper,
1990) However, the idemdonot have to be tally new.According to Oded Shenkar nearly

98% of the value generated by innovations is captured not by the innovators but by the

overlooked and despised copycdtsirther hestatesthat good imitators do not wait. They
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actively search for ideas worth gopg and often they look far from their industry or home

country (Harvard Business Review, April 2010

Crowdsourcing is a term for a Widased business model where companies and organizations
harness the creative solutions of a distributed networkdividuals. In practice this means

that a company posts a problem onliaed thena vast number of individuals offer solutions

to the problem. Eventually the winning ideare awarded some form of a bounty, and the
company masproduces the idea for its omgain (Brabham, 2008aAccording to Brabham
(2010) Athe crowdébés strength | ies thanini t s
coll aborati durofwiieddasd 2809d) states that:
are remarkably inteligene nd ar e often smarter t hiaMdy t he
Starbucksl d e a 0 pdesaribeld dyKaplan and Haenlein (2010% one example of

crowdsourcing.

3.5.2 End User Driven Product Development

In order to be wccessful in the ever changingusiness environment and increasing
competition many organizations have been striving to change tngidss culture for more
marketbased and user friendly (Holt, 2002). Companies can roughly be divided either into
technologyorientated or markebrientated Thosewho recognizethe meaning and central
role of endusers in the new produdevelopment process are markeented, vihereashe
companies who focus on utilizingewest technology m their proceses and products are
technologyoriented (Holt,2002).Howeveraccording to Stendahl (2009) in thentemporary
businessnodelsthe combination of thee approachesather than either one of them solesy,
highlighted.

Even thougthe interest in exploiting endsers in the planning of new produg®n the rise,
there are still major gaps what comes to acknowledging customer needs (Holt,O§#).
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and Vogel (2003discoveredthat especially large corporations neglect customer needs in
their development processéheir studies havalso showrtha succeeding imew product
development irthe best pssible way requires e.g. ability to discover new possibilities, skills

to understand customer needs in a profound way and conjoining the technical planning,

industrial design and marketing functions ¢@a and Vogel, 2003).

3.5.3 Business Modelsand Product Development in Wood Products Context

According to Juslin and Hansen (2003) the Nondiwod industry has traditionallpeen
production and technologyriented. Companies have usegkats and other middlemen

their marketing processesvhich has resulted in poor communicatibetween producers,
furtherprocessing industry and enders(Hansen et al., 2006; Hansen & Juslin, 20@&jt

now, according to Stendahl (200%e role of nddlemen is in a state of change. Value
creation and direct marketing channels have been gaining ground (Hugosso@l&skey,
2008) as the tighteneglobal competition have increased the pressure to find new ways to
compete (Stendahl, 2009).

In the construction industryhe actors ofthe value chainhave historically been tryingto
maximizeonly their own valueThis hasnegativelyaffectedto the efficiencyand profitability
of the whole value chain (Nord, 2005).However,recentlylike the wood indstry alsothe
construction industrjhas noticedthe benefitsof cooperationand now strive for common

goodand maximization ofheaggregatedalue(Stendahl, 2009)

Stendahl (2009)states thatc onst r uct i ontreasedifatussoh regeéffective
constructionmethodsand materialshas also sharpened demands on wood industrg as
supplier.Now theyare required to take larger responsibilgyg. for product development
(Nord, 2008).What comes to the retail industmecent trends are showiragwide product
range, competitive pricing, and product design and -nssrdliness (Stendahl, 2009)
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Consequentlywood product suppliers are faced with demands for large volumes and a wide

range of readyo-use products (Henningsson, 2005).

According to Hasen et al. (2006) onew product developmentery little research specific

to the wood indstry exists whichmight be due to lack of a structured product development
process (Hansen, 2006gtendahl (2009) states thaicent studiekavefound that the drest
sector innovation system focuses mainly on process innovation and that frameworks and
policies to promote crossectionalinteraction could be improved. Based Grespell et al.
(2006) study companies wha&mploy a structured product developmentcpss are usually
more innovative fiProduct development is often discussed from a strategic perspective by
industry experts. A common view is that product development is neceasdrgompanies

are advised to focus their efforts on it. Sometimes advic@ss given on what type of
products should be develoged ( St e n dHawever,Nor@ (2ADD) ytates thab matter

the type ofproduct developmengrocessstrategiesprganizationaforms and structuresood
industry constitute barriers to sudbvelgpment According to Korhonen and Niemela (2003)
conservative customemight beanother chainge.iiRunning aproduct development project

in the wood industry can therefore be assunwede far from a straightforward process
(Stendahl, 2009)

3.6 Frame of Reference

The frame of reference of thesudy is illustrated ifigure 5 (below). In the figurdi t design

of the study (chapter2.1) has beerincorporated into a modified Br and Resonance

of Keller (2009). In the modified moddl f i gur e 6) Kell erds terms

replaced with ideas representedlmgsch and Vargo (2008T.he core message inu s cahdd s

V ar gidedlegy is that all business transactions are principally transaction of services.

Besides extending theeaning of product or brand into servideischand Vargo havee-

named the commonly used terms company and consumer/custoniérotper ant 0O é
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Abenef Kel hey omigingld BO 8 hd RMaebrdescribes the interactions
betweencompany, brandnd customersiAs depicted earlierhis study exploreshow social

media is usedo influence the comparlyrand/serviceustomer interactions. The focusois

how wood processing companies, log house builders and hardware stores are exploiting social
mediain their commercial efforts. Further the aim is to find out how social media is or could
be used in their new product development (NPD) process, especially in collecting end user

driven ideas in the discovery or pdatinch review stage of the NPD process.

Company/
Operant

Social media strategy &
implementation -
2/ 5 \1 I

Product/Brand/
Service

Social Media . ,
Presence

\4 /4 4\.

R&D and Customer ,
Feedback

Customer/
Beneficiary

Customer/
Beneficiary

Figure 5. Frame of Reference:Social Media Interaction Diagram

In order tofind out what knd of strategic approaches wood processing companies, retailers
and log house manufacturdrave regarding to social media and how they are implengenti
the strategy (arrow 1 inigure 5) several interviews were madReasoning, like anticipated
benefits, expectations and pitfalls, behind the chosen strategy were also investigate@ (a
in figure 9. In addition ompanies weralsostudied by analyzing thepresence in different
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social media platformsThis was doneavithout knowing is there some thoughly planned
social media strategy behind the presence. The presence inmsedial contributes tbrand
value @rrow 3 in figureb) or affectcustomers directlpr through service (arrow 4 ingtire
5). Typical examples are a gsive presence of a companyfecebook or an active presence

of the company with some engaging way in many social media platforms.

From soci al me d Canpasyi Peovica interastion wouldengan ég. that,
whena company wasttolive upto its service promises also #ecial media activities should
be inal i ne wi t h t heice prommsp.dmtki® study th€ammpany- Service

interaction is not imestigated.

The exploitation dsocial media in developingroducts or serviceRR&D) is an interesting
option. Companies were asked in the interviews whether or not they are using this
opportunity.Indications of utilizing social media for R & D purposesg. in the nplest case
through some feedback system or throagigphisticated cecreation systemwere one of the

key interest of the desk study part (arrow 5 iigtire5).

There are interesting cassesch aghe Dellcase(Acker et al., 2011yvherethe company has
been able to create a solution to support
added value fothe companyWhat comes tahe companies investigated ihis study an
experience sharing application for terrace constructors vgauia as a relevaekample. The
arrow 6 in fgure 5 presents this interaction and indications of the utilization of this kind

opportunity were investigated in the study, as well.

InKellercs (2009) dAbrand r esonanc ebrandgBRerefictaryt h e
Service)relationship is quantitative: how much and how often do the consumers use the
brand, and how strongly do they feel attached tHatving measurable informatioaboutthe
influence of social media activities on the consutmand relationship is getting more
important (Kauppalehti, 12November 2012)However, his dimension iut of the scope of

this study.
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Service

Beneficiary Beneficiary

Figure 6. Modified Brand Resonance Model(Source: Keller (2009), Lusch and Fargo
(2008))
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4. Data and Methods of the Study

4.1 Introduction

As described in the chapter 2the purpose of this study i® investigate how wood
processing companies (manufacturers), log house builders (constructohgrdwdre stores
(retailers) currently exploit social media in their commercial efforts such as markaatuoidp

wood processing companies, log house builders and hardware stores use social media in their
new product development (NPD) process especialbpllecting end user driven ideas in the
discovery or postaunch review stage of the NPD proce3ased on theeresearch questions

it can be said that this is a qualitative study.

The experimental part of this study was carried out according to thenmptation plan
described in the chapter 2.2 by interviewing six companies from manufacturing, construction
and retail industries and by doiraydesk research concerning social media presence and
performance of a bunch of wood processing, construction and retail compemeekatter

review is conducted by usin@apgemi ni 0s (2012) study fHo
compani es us e asnodeli Tad followmglchapters dea with following issues:

qualitative researcimethods, data of the study and validity and reliability of the study.

4.2 Research Methods

AQualitati ve weresdesadoped imthensotiahstienses to enaddearchers to
study soci al and cul tur al phenomenad ( Meye

disciplines in social sciences there is a diversity of qualitative research forms (Merriam,
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2002). Generally speaking the aim dajualitative research igo study anddepict the
phenomena and events timappenaround usn the real world(Alasuutari, 1999)Instead of
trying to prove something by using statisticaddative research strives tanswerquestions
such aswhy and how(Kolb, 2008).fi Mere arefour major methodsused by qualitative
researchers:observation, analyzing texts and documents, interviews, recording and
transcribing ( Si | v e r hage ,metHod@ %8n) be used either as an alternative, in

parallel orcombined in different ways depédnd the needs and resources (Pitk&aranta, 2010).

In generalthere aregwo different kinds of interview forms practical interview and research
interview. The biggest difference between these two forms is thataitmeof practical
interview isto offer directsolutiors to problens based on the information received. What
comes toresearch intervievthe informationis first scientifically analyzed.(Hirsjarvi &
Hurme,2001).Further according to Preece et al. (2002) these interview forms can beddivid
into more specific interview types based on how much thelgiermined questions affect the

course of the interview.

Hirsijarvi and Hurme (2001Yivide interview types into openguestionnaireand theme
interviews.Based on their definitioan openinterview is a conversatielike situation with a
specific subjectDuring the course of thepen interviewthe intervieweris ableto present
new questions based on the previous answerdepicted by namguestionnaire interview is
carried out by disthuting questionnaires or presenting thgre-set questions to the
participants whereastheme interview proceeds per the determined thenaesl questions
However there is room for maneuvehus the interview might easily be rather free and

conversatiorlike when neededHirsjarvi & Hurme, 2001).

Desk Research is @esearch technique which is mainly acquired by sitting at a deesk
Researchis usedin collecting data from existing resourcd8ecause of thigt is often
considered a low cosechniquecompared tee.g. field research. There are two kinds of desk
research techniques: internal and external desk research. The latter one can be further divided
into three different types: online desk research, government published date and customer desk

resarch.(Management Study Guide, 2012).
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4.3 Data of the Study

In the desk research7 companies among Finnish construction, retail and manufacturing
companies were rated and evaluated based on their presence on Fadettek and
YouTube and their activity within marketing, customer service, sales, communication & PR
and R&D. Whereas in the Capgemini (2012) study 49 Finnish companies were rated on the
basis of their presence on Facebook, Twitter, YouTube and Linkedivell as their activity

within 6 levels of the value chain (recruitment, marketing, research publishing, customer

service, sales and communication & PR).

The companies that were examined in this survey are presentedtabla 1 in chapter 5.1.1.

Six of the 17 companies were also involved in the interview part of the $todyhis review
companies were mainly chosen because of their relative popularity and size. Monester

of the chosen companies seemed tedrmaewhat active in social media ptaths. Facebook,
Twitter and YouTube were chosen as the main area of interest because of their popularity
among the Finns and suitability e.g. for marketing or PR whereas LinkedIn was dropped out

of the list because it is mainly used in recruiting.

Inordee t o be able to evaluate comparnmconeesnhg S oC i
different business functiores well as a scoring scale had to be determined and created first.
Eventuallyboththe scale and the criteria were incorporated into aigpgcoringtable (table
2) which is presented in the chapter 5.1The empircal part of the desk researeias
conducted between October 2012 and December 2012. Because of the astronomical number
of tweets and messages that have been posted duringutse of time, some kind of time
frame had to be determined as well. | decided to focus on messages which had been posted
during 2012 though in some cases what comes to YouTube clips the time frame is not that
important. E.g. videos concerning terrace dinig) techniques do not get old as fast as
commercialsWhat comes to the implementation of the empirical parthe desk study
skimmed through every tweet and status update posted c ompani esd® Facebo
pagessincethe beginning oflanuary 2012ill the end of December 201From YouTube |
checked the playlists and watched the most interesting elips though they would have
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been produced and uploaded before 20¥Bile skimming through the pages | made some
notes.The activity ewaluation wasconducted in January 2013 based on the notes and the
guidelines determined in the tableThe activity and presence score ratiagsl tablexan be
found from the chaptersb1-5.13.

The companies interviewed were UPNK-Rauta, Stora EnsoHonka, Bauhaus and
Alvsbytalo. They were selected baase: 1) they either producesall and marketvood based
products, 2) theygurrently exploitat least one social media platform, (8)) their easy to
reachlocation and 4)of) thar willingness to participate in this surveyhe interviews were
conductd in Finnisheither faceto-face or by phoner email between Septemb&012and

January 2013Before the interviews | naturally had to contact the companies that | wanted to
be induded in the survey. | contacted UPM, Stora Enso and AlvsbytalBadabook and it

proved to be a successful approach. The response came quicker than | expected. From
Bauhaus, Honka and-Rauta | knew some people due to personal connections and earlier
dealings soit was rather easy to contact their representatives-imaiebecause | knew to

whom | should write.

The length ofthe faceto-face and phoneterview sessios varied from 10 minutesto one

hour. The questions were sent to the participants iraade in order to ease their preparation
process and improve the flow of thrderview or thento enable answering questiomespite

the preplanned set of questions ealive interview session proved to be different eiqg.

terms of theaole of theinterviewer. Sometimes | could only listen carefully and take what the
interviewee had to offer and then sometimes | was the one who led the conversation and
asked questionsThe faceto-face interview sessions were recorded with a phone and the
recordingswere later transcribed on paper and translated into English. What comes to the
phone interview the procedure was quite similar, with one exception. Instead of recording the
conversation | made some notes, after which the notestraesformednto logicd English
sentence<Contrary to myoriginal plan | ended up doingne of thenterviews by email, due

to my tight scheduleE-mail interview proved to be the easiest concerning the amount of
work but as a method it is rather boring becausenteeacton between the interviewer and

interviewee is low.
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The questions were formed around followitigemes: 1) social media presence, 2) strategy
and implementation, 3) benefits, expectations and rask$4) R&D and customer feedback,
and hethemes werelerived from the titleof the thesisThe questions are presented in more
detail at the end of this thesis in the appendix section. Ovieeadliin of the questions was to
find out e.g.what social media platforms are used, how they use #sgrecially cacerning

the topic of the thesiand what kind of expectations do they have on the benéfhg?

answers are presented theme wised in the result chapter starting from-thestai 5.2.

4.4Validity and Reliability

What comes to the ressilandanalysis of the desk researdhey cannobe considered as
absolute truthend the main findings are more or less suggesfist of all the results and
analysisaremore or lesased on my personal viswFor exampléhe definitions concerning
e.g. narketing, sales and customer service functions may vary depending on the person who
sets the gidelines.Secondly i is also good to remember thay expectations concerning the
techrological possibilitiesoffered bysocial mediafor different functionscan be either too
high or low because | am ndally aware of the technological aspectssocial mediaApart
from | could only see what has been done in pulblar. exampld do not know what kind of
private messages companies receive through social rmedidhe means faracking the
actions of the fansnd followersare limited.The size of thesampling is rather extensive
covering altogether 17 different kinds of companies fronptleeselected business areas.

Generally speaking | think th#he interviewsoffer a rather good anckliable review of the
current situation regarding the theme of the studgweverit is good to remember that
companies tend to conveyrosy picture of their achievements and operatjdhas thethings
might be bit diferent inthereality. My aim was to get at least six interviewso from each
business aredhe number of the companies intiewed couldof coursehave been bigger
Also the sampling could have been wider imie of the size of the compaayg n this study
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all the companies that were interviewed are quite big.tie otherhand making more
interviews does not necessarily mean better. drtaexampleHerralaTalot refused from the
interview because they felt that they do not have anything & ff the interviewand then
there were a groupf smallercompanies that did not respond to my interviequess which

makes me think that maybe they felt the same.
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5. Results of the Study

5.1 Desk Research

5.1.1 Companies Social Media Presence

Table 1 (below) shows the selected compaaies whether or not they are using Facebook,
Twitter and YouTube. As described in the chapter 4.2 the common nominator for all of these
companies is that they either produce wood based products, or marketl dnensethereas

the platforms investigated in this study were chosen based on their relative popularity in
Finland and suitability e.g. for marketinig. the table ompanies are presented in a business

wisedalphabetical order.

Based on the table (below) it seems that most of the 17 companies within construction,
retail and manufacturing industries can be found from at least one of the channels
investigated. Facebook is clearly the most popular channel as 11 out of 17 companies can be
found from there, wité YouTube being second is used by eight companies. Twitter seems to
be the least popular channel among the 17 companies as only four of them have Twitter

accounts. (Table 1).

K-Rauta, UPM and Stora Enso have accounts on every platform wheva&a, HBauhas,
Rautia and Kosken have accounts on Facebook and YouTube and Metsa Group on Twitter
and YouTubeMammuttihirsi, Alvsbyalo, Herrala Talot, anHastelli are onlyon Facebook
Starkki Kodin Terra,Versowood,Kannustaloand Kontio are not currently prest atany
platform. (Table 1)Actually Kontio had an account on Facebook in October 2012 which they
had been using for quite some time. However in theMadember | couldhot find their site
anymore. In additiorKodin Terracan be found from FacebooB.ased on t heir
information t seems thir pagewas created in July 2011 howevething has appened there

since the opening.
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Companies have also been rated based on their social media presence. For example if a
company has account on threetfdems it has been given 3 points. Further two points has
been given to a company that utilizes two different platforms, one point to companies that are
using some of the three channels and finally zero points for not being present on any of the
platformsexamined. The grades can be seen from the tafileelpresence scores were given

just to make the list more illustrative. These scores are not ugbd second phase of the

desk studwvhere social media activity is in focus

Table 1. Social Media Presece of Retail, Manufacturing and Construction Companies

Company Industry Facebook Twitter YouTube Presence Score

Bauhaus Retail X - X 2

Kodin Terra Retail - - - 0 Legend
K-Rauta Retail X b X 3 X = presence
Rautia Retail X - X 2 - = no presence
Starklki Retail - - - 0

Koskisen Manufacturing X - X 2

Metsa Group  Manufacturing - X X 2

Stora Enso Manufacturing X X X 3

Versowood Manufacturing - - - 0

UPM Manufacturing X b X 3

Herrala Talot
Honkarakenne
Kannustalo
Kastelli

Kontio

Mammuttihirsi

Alvsbytalo

Construction
Construction
Construction
Construction
Construction
Construction

Construction
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5.1.2 Companies Social Media Activity

For evaluaing compani es® soci al medi a ac,tcustomary ¢ O
service, communication & PR and R&D functions a special scaystem (table 2) was
created. The activity scale goes from 1 to 5, the lowest figure representing low social media
activity and the highest respectively high activity.the table sores 1, 3 and 5 have been
defined whereas sc@e& and 4 have been ledpen. Thecsor es 2 and 4 i ndi
better or vo r s e 0 t h a.rGendrally h8 marer thefavere elements for a two way
interaction between company and customer and engagement of austoowmnpany the

higher scores eregiven.C a p g e mi n froinghe gearr 2@llvas used as a model the

planning of the scoringystem (table 2)ven though retailing, timber manufacturing and log
house construction businesses have a lot of common features their business logics differ in
many wag. To createcommon scoring criteria applicable for diffetdyusiness types is not

an easy taskk.g. the information concerning sales pdmtation is crucial for sucesful

retail business but it is not thatucial foratimber manufactureDue to notable differeces

between the businesses involved in the survey, the scoring criteria used in this study works
more as a general guideline in assessing compas@sal media activity. The criteria
described in each block are more like examples of the material atehtexpected to be

found from sociamedia.Comparingcompaniesasedon scores is better justified withime

same business type whereagh comparingcompanies of different business types on the

basis ofthetotal scores should be careful.
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Table 2.Scacial Media Activity Scoring System

Function

Marketing

Customer
service

Sales

Communication
& PR

R&D

1

Basic product
information s
given

Frequently asked
questions and
answers are listed

Sales point
location and
contact
nformation
provided

Company values
and ethical
principles are
described

Customer
feedback system

2;‘:

Scores
3

Besides the basic product
mmformation, a lot of
illustrative material is given as
well

Questions are directed to
service desk, transportation
service available

Sales point location, driving
mstructions, opening hours,
productcatalog and contact
mformation are provided

Company values and ethical
principles are described,
evidence on “walk like talk™ 1s
presented

Besides the customer feedback
system customers are
encouraged to submit ideas to
immprove products and services

4;‘:

5

A lot of audiovisual
information about products,
links to commercials, two-
way communication s
enabled

Service desk, transportation
service, mounting help and
turnkey-projects are
available

Sales point location, driving
nstructions, opening hours,
productcatalog, price lists,
campaigns, special offers
and contact information are
provided

Uses platform as a regular
communication channel,
builds company image
through various PR efforts

Customers are engaged in
communication with the
company or other customers
for creating new or
immproved products and
services for the company

In table 3 (below) Bauhaus,-Rauta, Rautia, Koskisen, Metsa Group, Stora Enso, UPM,

Herrala Talot, Honka, Kastelli, Mammuttihirsi and Alvsbythlave been assessed based on

the criteria and scoring presented in the tabléal®ove) Five companies (Kodin Terra,

Starkki, Versowood, Kannustalo and Kontio) were dropped out from the original list (table 1)

because they did not have any activities ici@omedia.In the table3 companies are

presented in a businessse alphabetical order as it was done in the table 1.

Based on the desk research, which was cabeddeen October 2012 and December 2@12,

seems that large companies such as Stora, B3B8l and kRautagot the best scores from
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the survg. Generally speaking companiegere clearly the most active in marketing,
especiallythe retailers and timber manufacturefdso some log house constructors got good
scores from marketingHowever what comes to retailers and to some extent timber
manufacturers the actual role of wood productsheir social media marketing efforts was
much lower than the given scores impBy average companies got 1.7 poiriteg house
constructors seemed to be thadeactive in social media thougis mentionedherewere

some exceptions. E.g. both Honkarakenne and Alvsbytalo got an average of 2 points which is
clearly above theoverall average performancd-urther n some cases low activity and
performance concernjnthe R&D function lowered the average scores. If R&D is not taken

i nto account e. g. by®bhpoiats fram Z8td3shdkBRauteads oseo
by 0.4 points from 2.6 to 3.@lso the average score is 0.2 points higher if R&D is not taken
into account Most of the companies wegeven one point for their R&D activity even though

they would not necessarily have deserved it because the presence itself gives a possibility to
submit feedbackOtherwise the performance in R&D would have beeanelower. Two
companies, Koskisen and Mammuittihirsi, were left without scores from R&D because it
seemed that they are not using their accounts on a regular asisver there were some
exceptions. Threeompanies(Honka, Kastelli and Alvsbytalopot two points for using
pictures as a discussion and feedback foouraven three points (Rautia) for offering a more
structured mean for submitting feedbaEkll points weregiven only twice. UPM and Stora

Enso scored five points from communication and RRore detailed businesgise analysis

of the given scores is presetiia the following sulchapter 5.1.3
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Table 3. Social Media Activity Scores

Company

Bauhaus
K-Rauta
Rautia
Koskisen
Metsa Group
Stora Enso
UPM

Herrala Talot
Honkarakenne
Kastelli
Mammuttihirsi

Alvsbytalo

Marketing

3

4

Customer
service Sales
2 4
4 4
3 2
0 1
0 0
4 0
2 1
0 1
2 2
0 1
0 2

Business Functions

Communication
& PR

2

0

Average
R&D
1 2.4
1 2,6
3 2,2
0 0.4
1 1.2
1 2,8
1 2.6
1 0.8
2 2,0
2 L0
0 0.6

>

Average

without R&D

2.8
3,0
2.0
0.5
1,3
3,3
3.0
0.8
2,0
0.8

0.8

3

4 0 2 2 2 2,0 2,0

5.1.3BusinessWise Analysis of the Given Scores

Through ables 4, 5 and 6is being furtherinvestigatedhow retailers, timber manufacturers

and log house constructors currentiptilize social media regardingrarketing, customer

service, sales, communication & PR andR&nctions Thedesk researchlso revea some

areas wher thecompaniestudied couldin my opinion toimprove their social media activity

and peformance. However in this chapter the focus is on where companies were goaod at

why. Theimprovement ideawill be given in the chapter 6.2.
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Table 4. Social Media Activity Scores: Reilers

Company Business Function Average
Customer Communication
Marketing service Sales & PR R&D
Bauhaus 3 2 4 2 1 2.4
K-Rauta 4 4 4 0 1 2,6
Rautia

3 3 2 0 3 2,2

Based on theesultsof the desk researcpresented in the table @bove)it seems that
Bauhaus, KRauta and Rautiavere rather active intheir marketing, customer service and
salesefforts but what comego communication & PR and R&iheir performance waseally

weak Generally speaking all retailers proved to be active Facebook users. On YouTube they
had only some videosuch as commercials and renovation tips for do it yourself builders
Howeverit seemed thathey are not actively creaimew content or utilizing the ol@f the
retailers kRauta was the only one who has a Twitter account. What comes to Twitter | got an
impression that they just repeated what they had already pwsteédcebook. The rather low

activity in other platformsvasto some extent taken into account when given activity scores.

K-Rauta got the best average scores (2.6 pontige Bauhausdbeingthe second most active
got 2.4 points. Among the retailers Raugiat the lowest scorg®.2). As mentioned in the
previouschaptern(5.1.2)retailers did not particularly highlightawd productsn social media.
However what comes tthe scoring hey were not punished form théecausen the retall
businesseasons largely define the products or product lines that arghtrout in different
marketing channeldOn FacebookK-Rauta and Rautia offerdtheir fansdifferent kind of
applicationgo be downloaded for smart phong&is is one of the main reasons foeir high
customer service scordstom all of the 12 compaes Rautia got the best scores from R&D
(3 points) becausethey have made it possible to submit stgpecific feedback via their

Facebook pagé&-Rauta and Bauhauwsgere given ongoint from R&D merely due to using
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pictures and being actively present Bacebook These factordhiad a positive effect othe
marketing scores as welh addition tq bothBauhaus and HRautahavea special interleaf on

their Facebook page through which followeran find hformation about the opening hours
andstorelocations Bauhaus earns a special notioeitsSOS Chi | drendés Vi |l |
andfor bringing out an online version of their product catalognd-acebookThen last but

not least it isvorth mentioninghat all retailers have weekly draws where their fansvaan

notableproduct prizes.

Table 5.Social Media Activity Scores: Manufacturers

Company Business Functions Average
Customer Communication
Marketing service Sales & PR R&D
Koskisen 1 0 1 0 0 0.4
Metsa Group 2 0 0 3 l 1.2
Stora Enso 4 4 0 5 1 2.8

UPM 4 2 1 5 1 2,6

Of the timber manufacturers Stora Enso and Ui&ldmed to bactively present on all of the

three platforms studied@’hey had frequent status updates on Facebodkiweets on Twitter

as well as a bunch of nevideomaterial on YouTubé&K o s ki sends sites bott
YouTube looked nearly deaelven though it has had those accounts since 204.@. result,
Koskisengot the lowest averages scores (fointg from the surveyMetsa Grouphad an
accounton Twitter and YouTube. Netss @rdugomed batth e f |
Twitter and YouTuben February 2012In this respecit appeared to be surprisingly active

e.g. compared to Koskisen, though it veaglent that the company was taking its first steps in

the social media realm.
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As mentioned in the previous chapter (5.1.2) UPM and Stora Enso were among the most
active social media users of the 17 companies studied. By average Stora Enso scored 2.8
points and UPM 2.6 pointBased on the table @bove)they were especially strong in
marketing and communication & PR from where they both received five points. Further what
comes to communication & PR, Twitter was used as their w@ammunication channelt

seemed that they tweeted every timBen they had something significam their mind
concerning e.g. interim reports or otlegvironmentalssuesAlso Metsa Group used Twitter

for similar purposes but they were not as active as UPM and Stora Enso.

Compared to Twitter, Facebook0sWhatocones te e e me
ma n u f a cattivuty @ r~acéboqgkStora Enso was clearly ahead of UPM. Stora Enslo ha
sever al accounts on Facebook, one of whi ct
products.Stora Ensdhad own site for forest owneras well These factors had a positive

effect onthe marketing and customer service scafest | gave tdStora Ensan spite ofmy

focusin this studywas on corporate pageddPM6 &acebook pagwas buit aroundissues

related to Helsinki World Design CapitaD12 project. Since the end of the HWDZD12
proectUP M6 s Facebook act i vandthey lthve @lpagyebden searehimga t i
for new strategyHowever, during the project they used Faceb@bker actively e.g. in their
marketing efforts which had a positive effect on the scoreSenerally speaking
manufacturerdéds Facebook pmigfermationa eharma thantao wc

platform for dialogue.

On YouTube Stora Enso, UPM and Metsa@ had different kind of video materstarting

from forestrytoe mpl oyee & CEO interviews andtpbrom ¢
The material on YouTube was surprisingly new and it was also utilized in parallel with other
platforms such ad~acebook. In addition twideos e.g. UPM hadhe basiccompany

informationavailableon written form andfferedlinks to its other social media sites.

As it was the case with the retafigiralsogave one pointrbm R&D to UPM, Stora Enso and

Metsa Grop because of their active presengRich makes contacting them possible and

easy.Koskisen was left without pois because it was one of the least active social media

users of the companies studied. What comes to the visibility of construction related wood
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products on manufacturérsocial media pages they were not especially highlighteabti

taken into account St oandsonterysudubesclip.Li vi ng RoO

Table 6.Social Media Activity Scores:Constructors

Company Business Function Average
Customer Communication
Marketing service Sales & PR R&D
Herrala Talot 2 0 1 0 1 0.8
Honkarakenne 4 2 2 0 2 2,0
Kastelli 2 0 1 0 2 1.0
Mammuttihirsi 1 0 2 0 0] 0,6

Alvsbytalo

4 0 2 2 2 2,0

According to the table (chapter 5.1.1), fahe log house constructors Herrala Talot, Kastelli,
Mammuttihirsi and Alvsbytalohad accounts only ofracebook whereasionkaakenne
utilized both Facebook and YouTuliéowever during the study period Honka was not very
active on YouTubeGenerally speakingdsed ortheresults presented in the tabléabove)
Honkaand Alvsbytalowere clearly the most active social media users among the e ho
constructors studied and Herrala Talot, Kastelli and Mammuttihirsi weraariie least
acive companies in the wholtudy Both Honka and Alsbytalo got an average of 2 points
whereas the others got an average of 1 point or less.

Again @ it was the case with other business grolggs house constructors were the most
acive in their marketig efforts and most of the companies were given at least one point from
R&D if they were active enougtturther what comes to Facebook marketidgnka and
Alsvbytalo shared a lot of picturésom their model houses.HBy also made frequent status
updatesconcerningmainly housing & home related issues well as forthcoming house

exhibitions Also Herrala TalotKastelli and Mammuttihirsi shared some phobeg not as
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actively as Honka and Alvsbytaldhese factors had a positiger negative)effect on the
scores given from marketing and sal&b/sbytalo earns a special notice for its cooperation
with Save the Children foundation. It was the only one who got scores from communication
and PRL.It is also worth mentioning that three companiesr(kh, Alvsbytalo and Kastelli)
received two points m R&D. Those points were givdrecause they encouraged people to
comment on the pictures of their model houses eitbédpally or just by posting tempting

pictures.

5.2 Interviews

5.2.1Company Introduction

Bauhaus is a privately owned hardware stor
Your s el fchain.(ItDaas fpunded in Mannheim, Germany in 1960. Today Bauhaus
employs around 1@Q00 people and it has more than 250 storesiral Europe. Bauhaus
opened its first store in Finland in 2001 and after that they have opened four other stores.
(Bauhaus, 2012) . According to the Finnish
around 169 million euros in 2011 (FHA, 2012).

K-Rautas Bauhausd Finnish counterpart and ¢ omg
which belongs to Kesko Plc.-Rauta employs around 5000 people and it has 92 stores in five
countries. (KRauta, 2012). According to the Finnish Hardware AssociaticRalt® s
turnover in Finland was about 720 milliearos in 2011 (FHA, 2012).

Honkarakenne Group is a Finnish log house manufacturer. It was founded in the 1950s in the
midst of rebuilding after war. Today Honkaan international player, a valuable brand and

the worl ddés | argest manufacturer of genui ni

47



France, Japan and the United Stateerasandidonk a
employed 261 people. (Hka, 2012).

Alvsbytalo belongs to the Swedish Alvsbyhu®ncernwhich was founded in 1960 in
SwedenThe companyroduce and market turnkey, high-quality, 1 or 1.5 story houses that

are made from woqdt the lowest price in the markef®hey haveseverasales officesan
Sweden, Finland and Norway. The production facilities are located in Sweden and Finland.
(Alvsbytalo, 2013).1 n Finland |l vsbytal o06s turnover
(Kauppalehti, 287.2012).

Stora Enso is a Finnish based mantufear of paper, biomaterials, packaging materials and
wood products. Stora Enso consists of four business areas: Printing and Reading,
Biomaterials, Building and Living and Renewable Packaging. The group has aro060 30
employees in more than 35 coungrigorldwide. In 2011 grodps t ur nover r each
euros. (Stora Enso, 2012).

UPM is a Finnish pulp, paper and timber manufacturer. The group consists of three business
groups: energy and pulp, paper, and engineered materials. UPM has producti®nnplar
countriesand it employs around 2600 peopl e wor | dwturdoeer wag n 2 C
around 10 billioreuros. (UPM, 2012).

5.2.2Theme 1: Social Media Presence

Companies have found their way into social media quite rec@&itihe sixcompanieshat
wereinterviewedHonka, UPM StoraEnsoand Alvsbytalovere the first ones in social
media.For exampldJPM joined the foremost in Twitter in 2009. After that they have slowly
but surely opened new social media accounts. Besides Twitter,ddR&&rn currently

utilizes 5 other platforms: YouTube, Facebook, LinkedIn and a blog. UPM bloawashed
during the fall 2011 whered&sacebook is their latest conquest from March 2012. Also some
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major business units like UPM Paper and Raflatac haeedetated their own Twitter

accounts.

Honka haseen active on Facebook since 2009. Facebook is not their only channel but it is
probably the most efficient and important one because of its size, popularity among the Finns
and because thediverse features it offers. Honka have also considered joining Pinterest due
to its photo sharing propés. Pinteresis a platform where people can organize and share all
the beautiful things they find on the web (Pinterest, 2G4&)vever due to ratméow numter

of Pinterest users Honka haat yet started to use

Alvsbytalo has had social media presence since 2010 but it has been really active from the
beginning of 2012, when the company started iteeration with a communications agency.
K-Rautaand Bauhaus were the last ones who found their way into social meutig
joinedboth YouTube and Facebook at #ed 0f2010. Nowadays it also has account on
PinterestBauhaugoined Facebookn December 2011, though officialtiie page was

launched few months later in April 2012.

In some casei seems that in the beginning companies did not know what to expect from
social media They joined ine.g. Facebook or Twittein order to @in experience and
understandvhat kind ofpotentialand possibilities social media offeier businesss Stora

En s 8VP of Global Brand and Rethiskid:iwWe made oufirst experiments in the social
media realm already dimg 2009. In the beginning o@im was just to learmmow the major
platforms work According toUPM srepresentativeBWejumped in the social media wagon
simply because/e wanted to follow the winds of tim&he fact that social media had already

gained a firm foothold by the end of 2010s made the decision @asier

Later companies &ve obviously found clearer motivation to justifiheir presenceén social
media.Amembe of UPM6s mediThet pampoaied behaind UPI
efforts is to stay connected with osttakeholders via relevant channels and at the same time

to serve the needs of obusiness units. In other words UPM uses social media for improving

interaction between the company and stakeholders as well as for creating new relatimnships
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As mentioned earlieafter joining Twitter in 2009 UPM has slowly but sely opened new

social media accounts.

After the curiosity driven phase in 200@e reasons for the mence in social media have

been clarified aStora Ens;as wel | . I n the | ate 2000s Sto
initiated an extensive reform andteicturing program which led to significant organizational

and operational changes. The company basically reinvented itself and developed a totally new
corporate identity and strategluring 2010 they realizethat they have already achieved

quite a lotbut they have nototd anyone about theaccomplishmentsStora Enso”$SVP of

Global Brand and Rethink explaine@fhis gap generated strong need inside the company

to tell stories,share information and video material and discuss with p&ed thisis

where social media stepped inthe picture The of fi ci al sopamediag of
pages was postponed until the launch of the new corporate identity campaign in 2011. Stora
Enso is active e.g. on Facebook, YouTube and LinkedIn. Besidesfftbial acorporate
Facebook page some of ignds and business units such as Multi Copy and Skoghall factory
have their own page ofacebook. For wood products Stora Enso also éaspecial
community on Faceboowhichisc al ILe & i mfg Ro o motheirdimis tb khaw si t

how wood can be used in different kind of construction and furnigwhgions.

The inteest to makehe conpany known among the young generatisas mentioned by

some companies asa source ofmotivation forjoining social mediaplatforms.K-Raut a 6 s
Marketing Director explained thereasoningbehind their decision tgoin in sodal media
communities as followsfiThe reasonwhy K-Rauta joined insocial nedia communities is
simple;ewewant ed to be present isociald r gle that KRautar e mi n
exists and in théongerrun, to offer added value to ogustomers . Faceboohks was
K-R a u tmaid social media platform because it is currently the most popular social network
among the Finns and of all the available platforms it was the most familiar among the
managemeniccording to the Marketing Directoirom K-Raut ad6s per spe&scti ve
considered more as a substitute for text messages than a tempting and useful communication

tool. In generaK-Rauta believes in the power of pictures and videos and uses those social
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media channels where photos and clips can be shared, watched dnth ube most

convenient and profitable way.

Also atBauhaus social media is seespecially as aobl for reacling theyounggeneration
Bauhausd Mar keextpil mgVe Mextided whiéry social media because the world
around us was langing rapidy along with ourcustomer base which nowadays consists
increasingly of young peopie. Further accor danage the decisiorhte Ma
join Facebook was more like a sum of coincidences than a carefully calculated move.

Evenually Bauhausnade thalecision based on journals and current trends.

FromHonka point of viewthe web has played an important role in the log house business
for quite some time because people often use the Internet for searching information, photos
and videos e.g. before g buying decisions. Honka’s Marketingahbgerstated that
fiSocial media fits for this purpose as well and that is why Honka decided to join in social

media platfoms in the first place .

5.2.3 Theme 2: Strategyand Implementation

For ompanies sdal media isa new phenomenoithus as mentioned in the previous chapter

it seems that most companies have not keadughtime for gainng understanding@bout

social media in ordeto be able to makespecific social media strategiowever,there are
different guidelines and practises regarding to social metiah are oftenpart of the
marketing and communication strate@f the companiemterviewedUPM and Stora Enso
havethe cleaeststrategies or at least best defined principles regarding to social media. Their
strategiedliffer in one essentiakespect what comes to managing social media related issues;
UPM lears ona centralized system whereas Stora Enso has given b u s israltos uni

freedom.
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At UPM, the headuartes and its communication department l@strong role in steering the

social media activities of the compani the spring of 2012U P M6 s communi c
depart ment put toget her a engratguiddides fér grewghi a t
level social media usagd.he media team set up several questions to be answered concerning
e. g. soci al medi ads naadatargetngopup sealedtiogpvernimpyarsde c
supervision issues. The guidelines can heriod f r om ¢ o mpThenpufase ih nt r e
being in social media could brieflye describedss it waswritten in the chapter 5.2.ZUPM

utilizes social media to improve owperations and interetion with our stakeholders .

Gr o ugomrsuniation department or more precisely the media team controlsoaidl

media channelsised by the companyith one exceptionthe human resourcagepartment

takes care of LinkedInBesides social media issues the media team is also in charge of

C 0 mp a ntgrridalscomemxinication, media relations and stock exchange announcehhents.
teamrepors  di r e c t ICgmmunicatichB Dot

UPM has defined the role afifferent socialme di a f o r u nbasinassTwittePiM o s
mainly used for sharing news andigds to journalists and stakeholders who want to stay
tuned what is happening in the forestry sector. On YouTube UPM has videos concerning its
products, current topics and responsibility issues. So far the marketing department and some
business units haugeen utilizing YouTube the most. Very often YouTube videos are used in
paral |l el with e.g. Facebook by sharing 1| in
different kind of stories, material and instructions to journalists and consumers. Blogwvriting
have varied between Russian wood tariffs and the Helsinki 2012 World Design Capital
project. New content i's produced three to
started as a pilot project. It was launched in order to increase the visibilitg dfetisinki

World Design Capital 2012 project and in the beginning it worked as a forutinefproject.

Later Facebook has also been used for other purposes but after the end of the project they still
have to think how to develop the site. Unlike with Tt posts on Facebook are marketing

and brand oriented and they are meant for consumers. From Wikipedia anyone can find the

basic information of the company both in Finnish and English.
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In order to share informati omestabligh newoones,er n 0
U P Mdasits have @ consultthe media teaniirst. Establising of a new ofsocial media
channelr equi res profound preparation andli Btbli
The checHist contains following questions: why tlohannel is needed, what is the purpose

of the channel and to whom it is targeted at, what are the objectives and how they will be
measured? Besides the chdisk, also a publication plan is required. Allese measures have

to be taken because tmeediateam wants to be sure of the usefulness of the channels.
However n general most of the communication happens through canagwnial media
platforms because not every unit hasotgses to hold their own account and often target

groups can be reacheddahgh the common channels.

UPM is actively followingwhat is happening around theocial mediaaccountsand in the

social media in general. They are also tracking how many followers they have on different
platforms in order to be abk® evaluate the success of their online efforts and what UPM
related issues people share through their social media profiles. When hétdad capable

to arrange some basi@ining for the employees. If deeper training is required they have to
turn to exernal agencies because they have the latest - kkmowUP M6s communi ¢
policy is based on the rules of thedt@xchange and tHannishSecurities Mirkes Act The

same policy and ruless appliedalso in the social media realin general onlythe CEO,

investor relations directoromunications director, the members of the management group
and some designated partiese eligble to give official statements the name of UPM.

Empl oyees have to acknowl edge UP Mdises meioremmu n i
taking partconversations if they dit as a company representatidevery employee is
ultimately responsible for what kind of information they share and nobody should be offended

by any means.

Stora Enso started the strategy work concerdigdal channels in 2010. According to Stora
Ensods r e pisooctak medis aeteed vssues belong to the widenarketing and
communication package. Stora Ensod6s communiteedtGil b ade
l dentityd unit rgseltyhédyemnalrlesiptonshavye Ifaor c

However lately their role and responsibilities have been decreasing as brands and business
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units have operd new accounts and taken more and more responsibNigy producing

content Whatcomesaa t he vi sual identity of Stora En
is still in charge but otherwise business units have been given free hands to act as long as it is
done in accordance with the company policies. For example every site has to have a
community manager who looks after the channel and makes sure that the dialog is not left

open.

Whit respect taesponding messages and discussions in social medi&the-rr a Ens o006 s
to reply if needed within two working days. However if the message does not contain a

direct question for the company they usually do not replythe past they have had some

cases when they have followed this guideline maybe too accurately which then caused some
troubl es. St or a Ectusedasoratherdaw gs@ thel keyapersoonel are easily r u
available and everyone knows their responsibility ardase internal communitian has to

work well to guarantee that the questionsnado fall to anareahold by nobodyAccording to

St or a SEmoktleedkbal Brand and RethirityVedo not have a need for expiang or

making excuses but wave a need for dialogu€or example if Greermace woul d A a

against usthe CEO would most likely contact them somehow and ask what has happened

Monitor i ng and | i stening soci al media pl atfor
strategyo and for that purpose they have b
According to St or ésocikl medimGedateds ipsoek &lse pnere andre

time from those employees who work with However the time used and resourced needed
vary between different sites. For example their Skoghall Facebook page is much more

i nteractive than Stora Ensobs of fingctheaite Fac
requires moreln general social media has so far been more like a supportive tool for the
company. However depending on the content Facebook might serve them better than their
traditional webpages. During 2013 they will once again rethinkeithmedia content
strategies. There one of the most central questions is do they need the traditional home pages
anymore? At the same time Stora Enso is also renewing their working tools and culture by
introducing an internal social media platform. Theeinal social media will most likely

reduce the time spent working withnaail and lower the communication barrier between their
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employees irthe global scale. The new platform is intelligent. This means that duhniag
course of time the platforrtearns what people are doing and with whom. Based on this
information it can suggest that someone from Finland should contact a colleague in Brazil
because it might be inspiriramd beneficiafor both.

At Honka social media is seen, perhaps entiran inother companiesnterviewed, as a
marketing toolThesente c e of Ho n k a 6 ¥e arecinsacial media tosdrvew e A
customers and the contemé produce e.g. ond€ebook reflects this purpasdescribes well

how Honka sees the role of sociakdm.Honka doesiot post financial data or annual reports

on the wall but instead of thisrnid of information they rather pogroductpictures or other
visual material They have also created own Facebook sites far thain market areas.
However,for Honkasocial media is stilmore likea supportive marketing tool arnidhas not
replaced the traditional ways of doing marketing. Honka did not define specific guidelines for
social media usage in the first place but the strategy has been formed grasltadly know

how and experience has increas&eknerally Honka followshe same principles on every
platform even though each channel hasoiign conformance with the lawVhat comes to
ethical issues Honka follows the values associated with its brardasu€&innishness and
sincerity. Thus questionable means like astroturfing are not acceptegraper way to do
marketing. Ifemployees take part into discussion taking place in social media platforms they

have been instructed it as individuals. ld n k s msanagment is not externally visibia

social media.
Honkads marketing team, which consists of
responsi ble for companyds soci al medi a act

take few hows of the weekly working time from the whole team. According to the marketing
manager evething they do in social media targeting to get fans mobilized and participate.
Honka follows and measures how their fan base develops and what people are balking a
them on their sites. In the future their aim is to develop their systems into morersahtsd
direction in order to get direct sales leads via social media platforms. They are also thinking

of using some tools such as Google Alert for trackingraaditoring online discussion.
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Differently from the other companiesAlvsbytalad sinterview was addressed to a
communication agency, which seems to have a centelrrgllanning and implementatiah
their social media activitied\s it was the case witthe othersAlvsbytalodo noteitherhave

a paricular social media strategyhdr social media activities are carried ontaccordance
with the overall company strategy which has initiddgenplannedby the marketing manager
of Alvsbytalo together vith the communications agency, who rissponsible foproducing
contenton Facebookin Finland, Facebook ithe only social media atform that is widely
used. Faceboolwas chosen because of its popularity &edause it offersnany different

posgbilities to interact withcustomers and fans.

What comes to the ethical issues concerning social madisspokesman of Alvsbytalo
(=communication agency) wrotas follows Thire are no written guidelines regarding
ethical principles or astroturfingbut needless to say the company does support any
unethical practices for gaining positive comments on social media. All the actions the
company executes in social media (or in other communications) should be trangparent n
reality, the posts are dong bre person only. Employees have not so far beexwe@raged to

take part insocial media discussisn T h e s p o k eBatitmayrare Weae totparticipafe

on the conversatian

At K-Rauta the social meguidelines or practices aieked to KeskdP | ¢ 6 s ¢ aommu n i
and marketing strategy. They do not haveeparate socianedia strategyBasically K
Rautads soci al me d i aer thd sbpervian ©f the Marketmg Directoro r | ¢
Marketing Drector of K-Rauta told thatheir communcation and marketing strategy includes

also ethical princiles regarding to social medid/Vhat comes to astroturfing, it is not seen as

a proper method K-Rauta has outsourcellet daily maintenance, supervision and updating
tasks to a digital advertisingqgency which consequently takes care of the strategy
implementation. In order to produce fresh content and take part into conversation the agency
personnel logs into Facebook three times a week. If there is something where the agency
cannot directly respul, e.g. troublesome product reclamations or somethingpeoted, they

will turn to the MarketingDirector who in turngives the responst® an appointed person

according to approved grodgvel communication practices and guidelines.
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Right in the beginimg K-Rauta decided not to bring product pricelists on Facebook. Their
aim has simply been to initiate and take part in conversations and offer new ideas and added
value e.g. through photos and different kind of tools. For the futtRawta has been thimmg

of hiring a social media eordinator, who would take care most of the daily social media
related issues in accordance with the company pdlicg. following statement of iRa ut a 6 s
Marketing Director Sdaifar working with social media has been more less like
extinguishing small fires, which B/ no means seen appropriate i n d i csecialensdiat h a t
has not yet found proper rolekatRauta.

For Bauhaus social media affaings not so fabeen on the top of priority lisAccording to

the Marketing Minagerfiwhat comes to operating in social media platforms, we move on
slowly but surely, in the beginningge did not set special social media guidelines or
strategied . At B aMafketingMan &ager i s the one who i s
social medh efforts and so far other employeeave not beenencouraged to take part in

social media operations and discussiohscording to the Marketing Bihagerestimation,

social media related isssisuch as updating and following their Facebook pakes abou

one dayof her workweek

5.2.4Theme 3: Benefits, Expectations an&isks

What comes to pure financiat numericabenefits ofbeing in social media, theappearedo
be somewhadtifficult to define andneasureOnthe other hand, companies did neport that
social media wouldchave cause@ny harmfor their businesses. One way to measure how
successful the companibave been in utilizingocial media igo follow the number of fans
they have on different social media platfornmal aanalyze thaype of postingghey make;
positive, negative or neutraDue to the differences betwedmsinesses, e.g. B2B vessu
retail; direct comparison digures is not justified but the figures together withalijative
analysis of postinggives sone indicationof the benefits gained frolyeing in social media.
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If measuredsolely with the numberof Faceboolans, K-Rauta has been quite successful.
After two years severe famunting, in October 2012, /Rauta had around ZID0 Facebook
fans.Despite a decent numbef fans theMarketingDirector of K-Rauta said Rdgardless of

a rather large number of followers, generating meaningful conversations on Facebook have
proved to be more difficult than expeaieB u r t h e r  After achievihg a decerit mass

of followers, social media has more or less worked as a supportingada used in building

ourimage and brand

From K-Raut a6 sf vipw it has so dar been very difficult to measuréhe direct
commercialbenefits of social media usage because they have not had pure product offerings
on their social media platforms or offerings that would have been marketed only for Facebook
fans. Regarding to any specific product groups, like wood products, the benefésaar

more difficult to measure because specific product groaps notusually brought out on
Facebookotherwise as via photo&or example during theummer months ¥Rautamight
post on Facebookdos wall a summery whaennery
terrace in thébackyard Further br thosepeoplewho are more intyard and garden related
issues KRauta hasreatedown forum on theirbasic Internet site where they provide e.g.
details about different materialsdatips how to build a terracén the future (during 2013-

Rauta expestto getsomeproof on the direct commercibknefits of social media marketing

by bringing out some product offerings that are only available for Facebook fans with a
special priceThey have not tried this eaeli because it hasebn rather difficult to get the

offering available throughout the chain.

Also Bauhaus reportedhat they have been successful in getting Facebook faree
MarketingManager of Bauhausld: iwhen we joined Facebook ogoal was to get @000

fans before the turn of the yea012. Thiswish came true earlier than expected and by the

mid December we had already more thanOD6 fans following our site . Despite
success in the fan hutitey believe that so far they hamet gainedany major benefits from

being on Facebook, though they have not yet triedacktand measure the benefils.

general Bauhaus does not hdwgh expectations regarding social media and wood products

do not play a special roltnere Accordingto the Marleting Manager in thesocial media

58



realmfipeople are more interested in the Awoaditional hardware store items such as lamps

and decorativetem®. Further according to the Marketingadager social media will not
replace their more traditional marketmgd | s suenagasg i fmldd whi ch i s
one million households twice a month. For Baus social media is meredysupportive tool.
However, n the near future they amgoing track and measure the benefits and perhaps they

will getareason to cange their mind.

From UPMOG6s mmllingoparsahrough socidl medizes so farbeen more difficult

than expectedin September 2012 UPM hawer 1200 followerson Twitter and over 700

fanson FacebookOn LinkedIn they haanore than 4000 subscalr $Ve arésatisfied with

the numbeiof followers what comes to LinkedIin and Twittertlaes latter is mainly targeted

for journalist®, UPMG6s r epr eThenanmbarof Facebooldotioadrseisia small
disappointment but they are not yet worried. After the beginning they have witnessed a slight
increase in the fan base. One reason for the rather weak development might be that in the
beginning they probably marketed their page far marrow group of people bause of the
HWDC 2012 projectHo we v er UPMG6s r e p ri@wralln Faaebdok leas s a i
proved to be an efficient tool what comes to marketing events and projects like Helsinki
World Design Capital .

At Stora Ensothe bemfits of social media presence are seen measlppportunitiesto

improve the transparency of informatioB.t or a Ens o6 s cHyproikaeed thet n i n
somewherdengt r ansparent may be Rskseamntedhts soadal mediss kK b
risecashe | evel of management Gdransparanhis motaariskfoc y d

us but rather a lifeline. If it would be a risk the real problems would bewbere elsé .

Anothergenreconcerning thdenefitsof social mediahat rose up during the interviews was
that social media enablesvo-way information exchangebetween the conpany and
customersFor exampléstora Enso isnonitoring online discussions.h@r aimis to find out
what people are talking about the companyl am what kind of context. Stora Enso
representatiiWer cosnmensedni mg pe edglyimmdantopi n
and useful. Wdavebeen able to utilize the datee have gathered through monitoring the
online dscussion e.g. in planning ovesponsibility strategy
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At the moment also Honkabds Facebookds posit
5000 fans, has grown more or less organically and the mass consists largely of true Honka
fans, employees and people who are thinkingwfing a log housd-donka has not actively

tried to acquire Facebo k f ans. Accor di ng t ofondofrthe dests Ma
things aboutsocial media is that people use it on their own initiatitethermore both
individuals and companies can progk content by themselges |t s eéHenkaebds t h .
Marketing Managerclearly believesn the benefis of social mediaiiwe believe that social

media is here to stay but the platforms may chaAge. t he mo me pdsitioRiBc e b o

pretty strong but the recent changes may have a negative influence on its papularity

Of the companiesnterviewedAlvsbytalo regarded sociahedia most clearly as a tool which
supplemerg marketing. T h e s pokes m8atial medathas leafiused in
communicatinghe same messages as in print advertising but ialsharing other content

that interests the audience. Facebook is clearly a more interactive platform as the
communications does not happen only in-o@gd According to Alvsbytad 6s s pokesm
with respect tesocial media activitiethe company hafllowing targets:1) create a open
communicatiorplatform, where people beconmaore familar with the company and form a
relationship with the brand and 2) ¢treate an appealing age of Alvsbytalo and suppdtte
brand strategy and mission of of fering th

houseo.

The difficulty to control discussi@ntaking place in social medisas seen as a common
worry by the companiesDespite of tie fearso far no one of the companies interviewed have
faced any major troubles caused inyproper writings on social media forum&lvsbytalo
described the business r i s Kiereisialwdysaikk withh s o c
social media that yw get negative feedback. Negative feedback spmgaitks easilyand gets
attention as the channel works in both ways and is open for all people. However, it also
provides means to answer to these claims immediately, and it offers a possibility to remove
comments that might be offensive to some groups or inapptepm some other way.
Regardless of the possibilithe companydoes notusually delete comments. This woblel

done only if there issome material that could be considered offensive or oteerw
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outrageous. If something like this would happare would look at all the options and

consider the outcome of a comment removal prior to continuing with the removal process

Honkads Mar keti ng IMa dificglteto contra hendescudsiend socidh
media...everything is not in our own hands anymore as back in the days. What comes to
negative aspects we have some exper@Bamilarly, UPM6 s s p 0 ke aiplehavé n

not faced any major crisis that would have caused troubléisersocialmedia arena but we

have experienced some smaller cases pogitive and negative. On the other hamden

talking about large corporationghere is always some buzz around them and companies just
have to accept the fact social media lives its owrb.liféko we v e r UPMGs repr
admitted that it is a challenge and in a possible crisis situation they would need more

resources in order to be able to respond.

Accordingto kRa ut a 6 s Mamagér & this adaygthekd dve not been any major crises
that would have caused troublesome writings on the social media forums. He told:
fACompanies alwayget some feedback from thewstomers anérom other stakeholders but

in general people understand that shopping in hardware stores does not always go so
smoothy. However if some kd of crisis would occur wevould be able rgsond rather

quickly because oufacebook site is frequently checked by the agency

Of the companies interviewestora Enso was the only one wéaw the information security
as one of theiggestrisksns o c i a l medi a. Companyb6s | T depsze
in order to keep abreast with the development and to be able to respond to the challenges.
According to Stora Ensods spokesperson in

least one step ahead of the big mass
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5.2.5Theme 4:R&D and Customer Feedback

A typical feature concerningsocial mediaforums is that they allow fastwo-way
communcation betweernarge numbes of forum membes. I n the front eno
innovation process this featcould be a valuable tool during the development phase for
colleding customer driven ideasr feedback e.g. for new product concept®mwever he
interviewsindicatedthat companiesurrentlyutilize social media platformsnithe frontend of

the innovation processes asfeedback collecting channel wrery limited amounts. Mosof

the companies interviewedreported, that they have nosed social media in collecting new
product development ideas at all.€Tteplays of compey spokesmen were rathamiform:

- iSo far KRauta has not been utilizing social media in collecting new ideas from its

customers

- iBauhaus do not consider social media as the best possible channel for receiving feedback.
Instead of social media thdégivor other channels and ways such amail, traditional web

pages or facgo-face communicatian
- ASo far UPM has not yettilized social media irour new product development processes

- iWhat comes to collecting ideas for the new product develogregmbsescrowdsouring

has not yet been utilized 8tora Enso

- AAt the moment Honka do not havstructured system for collecting feedback. Howewver
have already received semvaluable ideas when e.g. oufacebook followers have
commented the phottisat we have posted

- fAlvsbytalohas thought about the various possibilitthat Facebook has to offer, but so far
we have notised Facebooin collecing feedback or development ideas frimtaend users or
customers. Until now, the user driven devebenmt ideas have been related only to the

Facebook content
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However there weresomefuture visions regarding the use of social media as an idea source

or tool inthe innovation processeéc cor di ng t o Stora Ensods re
likely do sone openings in th@earfuture.l n gener al St to changeEtimes o0 6 s
thinking regarding R&Deffortsinto more market driven directioAt the same timéhey are
eager t o g edtraditiond sawihgoprodubtEe mew CLT board is onef the

most notable examples tifis direction.

AccordingtoHonkads Mar keting Manager they have s
use of social media as a source for new ided@slonka recognizes the potential of
crowdsourcing and we are more thdrappy to receive feedback through social media
platforms Similarly, UPMG6s s p o kthastimegracognzedghle poterdialof social

media in collecting feedback and new idedkey are pleased to receive feedback from
people also via social mediRespectively, KRaut adés mar ketd rnngthema n a ¢
future K-Rauta definitely wantdo develop ourthinking towards more customeriented
approach Actually, we have already been planning means of collecting customer feedback
from Facebook folloerson social media issués. K#AR&auta they are going to do a research
whose purpose is e.g. to find out what kind of people follow them on Facebook and what they
want from KRaut a 6 s F a c e b o oekult ipdcgtethat most of thehfalowers have

liked their page because of competitions/prizes it is possible that they have not succeed in
collecting true fans and they have to rethink their strategy and what they are going to offer
people via Facebook-Raut® Mar ket i ng Ma naeugpeimary £ancenh isttoh a t

serve those people on Facebook who are truly interesteeRaua.

If not in new product developmentompanies have used social mefita some other
business devepment purposes:or exampleStora Enso utilized growdsourcing fibre first

time when they were planning their forthcoming global responsibility strategy. They invited
around 60 stakeholders from all over the world into a discussion concerning current issues
around sustainabilityThe discussion took place in an onlplatform. Stora Enso wanted to

hear stakeholder about theroncerns and find out what they should do concerning the
sustainability area. The results from the conversation come to the management desk during

2013. Respectively,during the HWDC 2012 projecUPM carried out eame polls via
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Facebook to in order to UBKds peoypihaémesnopnn

using othemeando collect ideas anteedback from their customers.

The interviews revealed that theaee some things that hinder tbeeof social mediavhat

comes to collecting ideagccording toK-Raut®d s Mar k et j omegreasbifor that t o r
social media is noactively used bythem as an idea source is so called posrketing

me t h tndenerdllarge and conservative corporations, such as Kesko still slightly is, have
been used to offer customers products and services based on supplier desires. It requires new
models and way of thinking to ask from the customers what they really wanmezd .
WhereasU P M0 s essngnsddd: iiFor the moment Facebook and other social media
platforms are seemainly as a channel for spreading information about current issues and

sharing different kind of content like phabos
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6. Discussion, Conclusion andFurther Research

6.1 Discussiorand Conclusions

The purpose of the study was to find odf) how wood processing companies, log house
builders and hardware stores currently exploit social media in their commercial efforts such as
marketing, and 2) do wood processing companies, log house builders and hardware stores use
social media in their ew product development (NPD) process especially in collecting end
user driven ideas in the discovery or plasinch review stage of the NPD process? Besides
trying to find answers to the research questions,amy wasalso to outlinea model for
collectingfeedback and product development ideas from end usesocial mediaFurther
basedon the theoretical background, framewaf the study, desk researemd company
interviews the aim was to providsome ideador more efficient social media usage in
compani esd mar ket i Thg puposeal of thia thapsd6.13 is toidsdussi e s
shortly abait the results of the study especially reflecting them against the research questions.

The model and ideas are presentethe chapter 6.2.

Based on ta desk researcimost of the 17companieswithin construction, retail and
manufacturing industriesan be found from at least one of tiheeesocial medigplatforms
investigated(Facebook, Twitter and YouTubeMoreover all of those six companies that
wereinterviewedhadpresee either on one or several social media channdf®).example
UPM utilizes five different platformsFacebook, YouTube, Twitter, LinkedIn and a bloy.
my opinion to thisclearly irdicates thatmost of thecompanies believéhat social media is
here to stay anthey have realizedlespite of slight hesitation that it is better to jump in than

stay out.

The interviews revealed, interestingly, that none of the manufacturing, construction or retail

companies have a specific sdanedia strateghput social media related issues are rather part

of the larger marketn g and ¢ ommuni c asomemfnthe tgnaaniksawgre 0O , i
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obviouslytrying to find their way One explanatiorior this may be thaas a phenomenon
social media isstill rather newand companies have found their way irgocial mediaquite
recently. For example of thex companieghat wereinterviewedthe first onegoined social
media during 2009 anthe last one in 2012Also the fact thattrends and expectations
regarding social medidevelop andchange quickly makes more difficult to make more

specific strategies.

What comes tdhow companies arexploiting social mediat seems thathe practicese.g.
concerning the daily maintenance tasks and focus arggswitn company or business
thoughsomecommon features as found as well.For exampleof the six companies that

were interviewed-Rauta and Alvsbytaldave outsourced the maintenanoé their social

media accountto a communication agency wherdhs others (UPM, Stora Enso, Bauhaus

and Honka) take care of their sites by themselegherbased orboththe desk researand
interviewsit can be said thattailer& f ocus was o0n , meaufateré®™ nogn an
communication & PRand log houseonstructor86 on mar ket i n gGe&eraltyr and
speaking hese findings are to some extent in a line with the alptesented in the figure 1
(chapter 1.3gven though the data is from the year 2@8dcording to the figure Jaround 60
percentof Finnish companies havesedsocial melia in their marketing efforts, more than 50
percentin brand building,around 46 percenn external communication andss than 25
percentfor sales purpose$Vith respect tanarketing and the topic of the thegiss also good

to mention that wood products were not especially highlighted in social media by retailers and
manufacturingcompanies whereas the content produced by log house constructors was more

or less about wooden houses.

Based on the interviews geemsthat companies have had difficultiaa estimaing the

financial or numericabenefits of social mediasage For exampleK-Raut ads repr es
told thatso farit hasbeen very difficult to measure the direct commercial benefits of social
media usage because they have not had pure product offerings on their socialatfedras

or offerings that would have beemarketed only for Facebook fans. Then on the other hand
some companies highlighted other benefits than financial. For example Stora Enso and Honka

mentioned as a major benefit that social media enablesvayoinformation exchange
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between the company and consumel@wever based on the content analysis mosiesites
were not very interactivédll in all the answergoncerning the benefits or expectatiovere

rather vague and the goals of the companies remaoradwhatnclear.

With respect taising social media in collectirgnd user driven product devetopnt ideas or
customer feedback thatctd from theinterviews and desk researalasratherlame.From

the desk researchompanies got the poorestoresfrom R&D function Generallyl did not

notice that social media would have been actively and orghnized by the companies for
collecting new ideas from customgtiough there were some exceptioRer example on
Honkads Facebook site it was not uncommon
houses that Honka posted on the wdlhat comes to thenterviewsthe main finding was
almost similarln general ompanies do recognize the potentiakotial median collecting

ideas from end useend they have some plans for the fute so farthey have not utilized

it. However companies have used csal media for some other business development
purposes. For example Stora Enso utilized growdsourcing when they were planning their

forthcoming global responsibility strategy.

6.2 Model & Ideasand Further Research

Perhaps the most important message thse up from théterature surveyoncerning social
mediais thatthe content is the kingSocial media is not abouttot about quantityput quality.
The meaning of content willontinue crowingin the future as the supplyf the content
available increases all the time.

Based on the data presented in the figure 3 (chapter 3.4.2) it seemeshaf themarketers
havedifferent understandingboutwh at peopl e want e. g. fnmdom c ¢
why people follow their company drand online In the survey from which the figure 3 was

madeFacebook userarere asked why they likeompany or brand pages on Facebaokl
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vice versa mar keterods wer e aBdadyd0 peftemttof t h e
marketers believed that Faceltousers like their brand because of the content they offer on
their Facebook page. However, only 30 percent of Facebook users think the sari@evay.

same survey revealed also that 49 percent of Facebook likeer@nd follow brands on
Facebookbecause they consider themselves as loyal customers but only 24 percent of
marketers recognize thig/hat comes to these figures there are éssentiabuestionsHow

to fill the gapregardingthe obvioudack of high quality contentandthen on the ot hand

how to harness the loyalty of fans for greater good eiheiiR&D process?

With respect to the first questidghe key words and terma my opinion toare: courage,
innovativeness, learning from othemsd storiesMany companiesuch as Red Buland

Burger Kinghavealreadybeen successfih using social meditor the good of their business.

What can be learned from them? All of theware innovate and theyad courage tohink

outside the box. Normally on Facebook people add new friends fometeiork but Burger

King turned that uhpospi pdeer dSoavcnr.i thiaptee3d!B)ethaym p fa W ¢
encouraged people to delete friends from their Facebook network in exchange for free
burgers.Red Bull seh a man tostratosphereand millions of people couldwitness via
YouTube their man breaking freefall jump recordghat a storyyRed Bul | 6 s e x a mj
be out of scale for most of the companies because of the lack of marketing resources.
However | believe that being innovate does not reguiaving loads of money but using the
resources available as efficiently as possiblew wood processing companies, log house
constructors and hardware stores could improve their social media canteperformance
regarding marketing and safebly advie for them is simple: more stories and videos.

Then what comes to the latter question about harnessing the loyalty of fans for R&D purposes
figure 7 (bedb w) Al nnovation PrioPcoetsesntdamd Fodinals Meo
Contribution to Innovat N P r givee somedideashere and hovsocial media coulde

used.In the model thewhole new product development process frdefining company

mission and values to thpoint when the product offering reachesstomers has been
described. The actual new product development phase has been divided into two parts: idea

management and new product development. When thinking &tdgeGate® model which
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was presented in the chapter 3.8He idea management andew product development
phasesan be regarded dont end activitiesThe feedback flow from the customer back to

the company describes the ptainch review phase of the Sta@ate® model.

In practice he front endactivities includefor exampletracking social media sites with
Radian6, analyzinghe tone of thepostings made from the compargpllecting new ideas

from end userwvia Facebook, anévaluating &rating ideastogether with end user$§Vith

respect to collecting and evaluating ideasSkerhuckscase presentead thechapter 1.4s a

great exampleThr ough AMy Starbucks Il deao platforn
ideas are subsequently voted on by other users, with the winners being considered for
implementation by the compan$ome kindof reward system is crucial for getting the fans
mobilized. The bounties could be material but different kind of honors could work aaswell

the Starbucks example shaws

Innovation Process and Social Media — Potential Points for
Social Media’s Contribution to Innovation Process

*Social media tracking » Idea generation/ » Testing different
(e.g. Radian 6) Collecting ideas concepts/product
* Analysis of postings through social media ideas

* Idea evaluation

<« Flow of feedback

Figure 7. Innovation Process and Social Medid Pot ent i al Points for

Contribution to Innovation Process
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Based on the results of the stutig topic of this thesisiasclearlyslightly ahead ofts time
especially what comes to utilizing social meitiacollecting product development ideas from
the end usersConcerning the futuret iwould be interesting to see haWe situation has
changed e.g. in five yeaos even in shorter time because the field developslifasould also
be interesting tdendimark social media usage IRMCG industrieé innovation processes
because tlre theproduct life cycle is much shorter and new product launenesnore

frequent.
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