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The purpose of the thesis is to examine how a medical device manufacturer can
exploit social networking sites as a part of its everyday marketing
communications. The ultimate goal is to create an ideal process of developing
marketing communications in social networking sites as a medical device
manufacturer with the help of theoretical knowledge and hands-on experience.

Theoretical part examines the traditional process of developing marketing
communications, defines social networking sites and presents marketing
activities carried out on these sites as well as introduces the characteristics of
healthcare technology industry. Empirical part is collected through participation
in medical device manufacturer’s marketing operations and by observing effects
of different factors and actions on social media marketing. In addition, completed
interviews and a meeting with company’s personnel have been utilized for data
collection. This part offers comprehensive information on the examined
company’s current marketing operations, industry, and activities carried out on
social networking sites.

As a result of the thesis a comprehensive process description of integrating and
using social networking sites as a part of company’s marketing communications
was formed. With the help of the process description factors and actions which
have an effect on marketing operations in social networking sites are presented
and methods for further developing these activities are introduced.
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toimialasta sekä sosiaalisissa verkkoyhteisöissä tapahtuvasta toiminnasta.

Työn tuloksena syntyi teoreettisen tietämyksen ja käytännön kokemuksen
pohjalta kattava prosessikuvaus yrityksen markkinointitoiminnan kehittämisestä
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arvioidaan kuinka yritys voi edelleen kehittää toimintaansa.
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1

INTRODUCTION

During the past years social networking sites have become the major media by
which people develop their personal network (Chu & Kim, 2011; Lin & Lu, 2011).
Social networking sites have attracted millions of users, and many of them have
integrated these sites into their daily practices to have conversations, and to spread
and share information concerning everything, including products, services,
companies and brands (Boyd & Ellison, 2007; Mangold & Faulds, 2009). For
several companies these sites have become the major factor in following and
influencing on their customers’ and target audience’s behavior like purchase
behavior, opinions and post-purchase communication and evaluation (Mangold &
Faulds, 2009; Weinberg & Pehlivan, 2011). Today these sites are almost a vital
tool for companies which they can use for communicating and connecting with
their current and potential customers. This is why the huge potential and benefits
of these sites in marketing have been recognized and their importance in
companies’ everyday operations has increased significantly. (Weinberg &
Pehlivan, 2011) Thus, more and more companies join to these sites in search of
more cost-effective and powerful way to increase people’s awareness about their
brand, to get closer to their customers and to increase their sales in the long run.

1.1

Background of the study

Healthcare technology is a term used for drugs, devices and medical or surgical
procedures which are used in healthcare and also for the organizational and
supportive systems within which such care is provided (De La Lama, González &
Marco, 2010). Healthcare technology industry is very diverse and innovative.
New products are brought to market and developed constantly to meet the new
changing requirements. (Eatock, Dixon & Young, 2009; Nass, Paul, Alexis &
Crocker, 2006) The industry consists of a very wide customer base as the
customers vary from public to private organizations and to individual end-users.
As healthcare technology industry is an environment where situations may change
quickly and new requirements may pop up quite suddenly, and as the companies
usually do not have direct connection with the end-users which creates difficulties
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in product development, it is a very difficult sector to operate in. (Eatock, et al.,
2009; Nass, et al., 2006)

Mega Electronics has operated in the field of healthcare technology and medical
devices over 30 years. The company is very used to act in a very conservative
business environment where customers are strongly committed to routines and old
habits which have been used for years and which they are familiar with. This is
why the used marketing methods have been quite conservative as well, and all
marketing has stayed rather similar over the years. Since social media has become
increasingly popular among people and especially in the fields of medical devices
and healthcare technology, the company has noticed that the decision-makers and
influencers of the industry, and users and distributors of Mega’s products are
more and more using social media in their everyday life, also quite increasingly in
their work. Company’s management has recognized the increased possibilities to
have an impact on target audiences’ and potential buyers’ behavior through
Internet marketing and has especially grown interest towards marketing in social
networking sites. In addition, the huge potential of reaching a wider audience and
increasing people’s awareness about Mega all over the world has driven the
company forward to start its marketing development activities.
Mega’s daily activities are highly business-to-business (B2B) based as company’s
current products are mainly designed for professional and institutional use. Since
the company’s technology has developed significantly during the past few years,
the newest products of the company have increased its possibilities to enter the
consumer markets as well. Mega has shown a lot of interest in expanding its
operations also to business-to-consumer (B2C) markets besides B2B markets,
which is why expanding marketing activities to social networking sites can be
seen as very important and interesting opportunity for the company. As there are
already thousands of healthcare technology companies all over the world
operating in social networking sites and social media, Mega has faced an urgent
need to start expand its marketing activities in order to keep up with the industry
competition.
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Until the summer of 2013 Mega had not had the chance to truly start and commit
to expand its marketing activities to social networking sites. During the past year
the company has become more aware on the fact that social networking sites can
offer it the needed tools for increasing visibility, reaching wider audience and
monitoring company’s target audience and competitors as well as provide Mega
the possibility to expand its operations and marketing activities to B2C markets in
the next few years. However, the company has had the constant problem of
lacking time and personnel for starting these expanding activities.

By means of this thesis Mega wants to investigate how a medical device
manufacturer could utilize social networking sites as a part of its daily marketing
activities, how it can develop its marketing communications in this particular
social media environment, and what things it need to take into a consideration
when acting on these sites as a company. Ultimately Mega wants to find out the
answers to these questions by using these sites. Only through usage the company
will be able to form the best possible understanding on the matter and thus, will be
able to continue its marketing activities on these channels more easily. By
building up working social networking site profiles the company wants to create
discussion forums between users and the manufacturer. This allows them to get
immediate feedback from users and makes it possible for the company to develop
products which meet their customers’ needs and expectations better, and are more
competitive against competitors on the healthcare technology market.

1.2

Research problems and objectives

The objective of this master’s thesis is to find out how a medical device
manufacturer can utilize social networking sites as a part of its marketing
communications in the best possible way, and what factors and things needs to be
done and taken into account when carrying out and developing marketing
communications in these sites. The ways and methods of using social networking
sites as a medical device company are investigated both theoretically and
empirically. The ultimate objective is to create an ideal process description of
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developing marketing communications in these sites as a medical device
manufacturer through theoretical and hands-on knowledge. The company can then
utilize this process description in the future for learning methods of marketing in
social networking sites. This way the formed description will also provide the
company the needed experience and knowledge for expanding its social media
activities later by increasing the number of used social networking sites. By
learning the basics of acting in social media environment through usage of social
networking sites, the company will gather valuable knowledge for integrating
totally new services of social media, like blogs, into their everyday operations
later on in the future.

The research problem of the thesis consists of one main research question. This
question will help to bring out and describe the phases that Mega needs to go
through when starting and developing marketing activities in any social
networking site, and the methods and ways of marketing that the company needs
to be familiar with when acting in social networking sites and social media. By
answering to this question, one objective is to offer the company a kind of a
guideline which it can exploit in the future for carrying out marketing in social
networking sites and for evaluating the performance of made marketing to be able
to develop and modify its marketing methods to a better and more beneficial
direction.

Main research question of the thesis:

-

Through what kind of process a medical device manufacturer can develop
its marketing communications in social networking sites?

1.3

Limitations of the thesis

The theoretical part of the thesis is limited to cover the developing process of
traditional marketing communications, the concept and characteristics of social
networking sites, and the definition and characteristics of healthcare technology
and medical device industry. Firstly, the process of developing marketing
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communications is presented very generally. Too detailed explanations on this
traditional process are not needed since this knowledge needs to be applied in a
totally different type of marketing channel that differs significantly from the
traditional ones. From the process the budget establishing phase is left to less
attention and the emphasis is on the rest of the phases, especially in the empirical
part of the thesis. These phases are found more important for Mega itself because
learning to use social networking sites and the experience received through using
these sites is seen as essential task to do before deciding on the investments the
company is willing to make for its social media marketing in the future. In
addition, one idea of the company is to evaluate the possible future investments
based on the results of this thesis.

Since Mega has shown a great interest especially towards social networking sites,
the thesis concentrates specifically on these sites from the wide concept of social
media. The definition of social networking sites and the characteristics of this
environment are introduced. In addition, ways of carrying out and measuring
marketing, and the most significant benefits and challenges created by these sites
are covered as this is also vital information for the company to be able to start and
develop its marketing communications in this particular part of social media
environment. Defining and covering other parts and types of social media is left
out as it is not relevant information relative to the final conclusions.

Healthcare technology industry and medical device market are covered in
theoretical part through describing the situation of the healthcare technology
industry in Finland very generally and by providing relevant explanations and
information concerning medical devices and medical device market. In the
empirical part the industry is described more in detail from the point of view of
Mega. In addition, a general insight on how a medical device manufacturer should
carry out its marketing operations in social networking sites is covered by
providing some guidelines and issues that are good to recognize when carrying
out marketing in the field of healthcare technology and in an interactive
environment such as social networking sites. More emphasis is on the description
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of how to act in social networking sites as a medical device manufacturer because
this is the knowledge that Mega lacks of. Thus, it is more relevant information for
the company to be able to start and develop marketing communications in social
networking sites.

1.4

Structure of the thesis

The thesis consists of nine chapters from which five are concentrated on the
theoretical examination of the research problem and on the methodology. The rest
of the chapters are focused on analyzing and dealing with the empirical material
and conclusions of the research. Figure 1 explains how each part of the thesis
supports and is connected to each other and what is the purpose of each part of the
thesis for making the final conclusions.

Figure 1. Structure of the thesis
The first chapter of the thesis is the introduction. In this part the background of the
study is explained and the reasons for carrying out the research are presented. In
addition, the main research question, objectives, and limitations of the thesis are
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explained. Furthermore, the structure of the thesis is described to explain what
each chapter brings to the thesis and how these chapters are linked to each other.

The theoretical part starts by defining marketing communications and the process
of developing marketing communications in chapter 2. This chapter also
introduces the components of communication process to provide all needed
information for understanding the term integrated marketing communications
(IMC). The next chapter brings a lot of essential knowledge about social
networking sites by defining the terms, explaining the ways and methods of
marketing in this environment, and by introducing the potential benefits these
sites can offer as well as the challenges a company is likely to face when carrying
out marketing on these sites. This chapter also discusses on how the effectiveness
of carried out marketing activities can be measured and on the reasons of
consumers and users for following companies on social networking sites. The
fourth chapter presents necessary knowledge and information about healthcare
technology industry and its characteristics. It also explains the term “medical
device”, and gives suggestions for actions and factors that medical device
company should remember and take into account when acting in social
networking sites. Lastly, this chapter introduces a process of carrying out and
starting marketing activities in social networking sites formed with the knowledge
obtained through literature review. This is why these three chapters are presented
as a one entity in the figure 1, even though these theoretical frameworks are also
used and examined separately.

After the theoretical part, the methodology of the research is presented. In this
chapter the used methodology is introduced, and the methods of collecting and
analyzing the data are explained. Moreover, the validity and reliability of the
research method are evaluated and the whole research process is described. This
chapter also introduces arguments and reasons which support the decision of
using this particular method for carrying out the research.
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Chapter six starts the empirical part of the thesis. In this chapter Mega Electronics
Ltd and its business are explained in more detail. After this the industry it acts in
is described and a clear picture of Mega’s current marketing activities and future
objectives is formed with the help of interviews made for the company’s
management personnel. This chapter is extremely important for the thesis as it
gives vital information about the market the company is acting in, and about the
current customer base and current marketing activities of the company. Also
limitations and important factors concerning marketing in the field of healthcare
technology are introduced. Thus, chapter six provides relevant information on the
starting point of the marketing development process.

The seventh chapter is very relevant chapter. This chapter describes the actions,
observations and decisions made by the company during the process of integrating
social networking sites as a part of its marketing communications and using these
sites in everyday marketing operations. It presents actions and factors that are
crucial for a medical device manufacturer while it carries out and develops its
marketing activities in social networking sites. This chapter together with the
obtained theoretical knowledge provides the needed information concerning the
main research question “Through what kind of process a medical device
manufacturer can develop its marketing communications in social networking
sites?” It also provides relevant information about the usefulness of the selected
social networking sites for the company.

Chapter eight is the most important chapter of the whole thesis. In this chapter
these findings are used for answering to the set research question and for making
the final conclusions based on the knowledge and experience gathered through
theoretical and empirical part. This chapter also evaluates the reliability,
credibility and applicability of the results and provides recommendations for the
company for future operations and future research. In the last chapter the main
actions and findings of the thesis are summarized.
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2

DEVELOPING MARKETING COMMUNICATIONS

When building a good relationship with customers, a company needs to
concentrate on all parts of its marketing mix: product, price, place and promotions.
Just developing a great product, pricing it attractively and making it available to
customer is not enough. (Kotler & Armstrong, 2010, p. 426) Companies must also
inform and remind the customers about the products and brands they sell (Kotler
& Keller, 2012, p. 498; Kotler & Armstrong, 2010, p. 426). To do this a company
needs to concentrate on its marketing communications mix, also known as
promotion mix, which consists of eight major modes of communication:
advertising, sales promotion, events and experiences, public relations and
publicity, direct marketing, interactive marketing, word of mouth marketing and
personal selling (Rowley, 1998; Kotler & Keller, 2012, pp. 498-500). In a sense,
marketing communications are a means by which a company can build
relationships with customers and establish dialogue (Kotler & Keller, 2012, pp.
498-500). Marketing communications enables companies to link their brands for
example to other people, places and brands, and they can also contribute to brand
equity by establishing the brand in memory and brand image. In addition,
marketing communications can drive sales and even have an effect on shareholder
value. (Luo & Donthu, 2006)

2.1

Integrated marketing communications (IMC)

Integrated marketing communications can be seen as the guiding principle
organizations follow to communicate with their target markets (Mangold &
Faulds, 2009). Percy (2008, p. 5-9) provides several definitions for the term
integrated marketing communications. One of the first definitions of the term was
presented by the American Association of Advertising Agency which stated that
IMC stands for “a concept of marketing communications planning that recognizes
the added value of a comprehensive plan that evaluates the strategic roles of a
variety of communication disciplines (e.g. general advertising, direct response,
sales promotion) and combines these disciplines to provide clarity, consistency,
and maximum communication impact.” (Percy, 2008, p. 5)
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Kotler and Armstrong (2010, p. 429) present a more recent definition for the term.
According to them, IMC pursue to integrate and coordinate company’s many
communication channels to create and deliver a clear and consistent message
about the organization and its products. IMC’s goal is to identify all the touch
points where customers may come across with the company and its brand. Each
contact will deliver a message which has an effect on the image of the company.
Of course, the objective of a company is to create and deliver a consistent and
positive message on each contact. IMC is a tool which helps a company to bring
out the fact how the company and its products can help customers solve their
problems, and this way enables creating strong relationships with the customers.
Also, it is very important to pay attention to the fact that every media has its own
role and purposes in informing and attracting customers. Thus, it is very important
to combine these roles in order to form a solid and comprehensive marketing
communications strategy. (Kotler & Armstrong, 2010, pp. 429-430)

Percy (2008) presents one way of planning and developing integrated marketing
communications. This planning process consists of five steps: 1) identify and
select the appropriate target audience; 2) determine how that target audience
makes product and brand decisions; 3) establish how the brand will be positioned
within its marketing communication and select a benefit to support that position; 4)
set communication objectives; and 5) identify appropriate media options
consistent with the communication objectives to optimize message delivery and
message processing. (Percy, 2008, p. 26) After these steps, before implementing
the IMC plan, also the budget must be established in order to be able to allocate
the budget as efficiently as possible (Percy, 2008, pp. 291-292).

According to Kotler and Keller (2012, p. 504) developing effective
communications requires going through eight steps: identifying target audience,
determining the communication objectives, designing communications (designing
message), selecting channels, establishing budget, deciding on media mix,
measuring results and finally managing integrated marketing communications.
This version of the planning process is very close to the one presented by Percy
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(2008). Percy’s version of the planning process consists of bigger entities which
actually contains the same actions and steps as the one presented by Kotler &
Keller. As well as the process presented by Percy, most of the other frameworks
presented in the literature (e.g. frameworks presented by Winer (2007) and
Pickton & Broderick (2001) in their books) have also a lot in common or are even
based on the framework presented by Kotler & Keller. For determining and
identifying the steps and phases needed to develop an effective marketing
communications plan, the framework presented by Kotler and Keller (2012) is
very useful, which is why it is very effective to use it as a base for planning and
developing effective marketing communications. The contents and actions which
are needed in each step can be complemented with the help of other frameworks,
like the one presented by Percy (2008). The planning process according to Kotler
& Keller (2012, p. 504) is presented in the figure 2.

Figure 2. Eight steps of developing effective communications (Kotler & Keller,
2012, p. 504; Rowley, 1998)
Identifying the target audience is crucial for good marketing communications as it
impacts on all following steps in the process (Percy, 2008, p. 248; Pickton &
Broderick, 2001, p. 9). Communication strategies will differ between different
target groups and can also differ between groups of non-customers and customers
(Percy, 2008, p. 248). Target audience may consist of customers and consumers
who will buy or literally consume the goods and services a company offers. It is
also fundamental to consider who else may be involved in the purchase decision
or who might influence on it. If one is able to influence on the influencers or
decision-makers, there is a greater probability that the communications will be

12

successful. (Pickton & Broderick, 2001, pp. 9-10) Only by understanding target
audience in terms of needs, motives, attitudes and behaviors one is able to gain the
understanding on how buyers make their purchase decisions. This is important for
IMC strategy. (Percy, 2008, p. 248; Rowley, 1998; Clow & Baack, 2007, p. 62)
Segmentation may be applicable for this, but it will be also important to gain an
understanding about what kind of messages the target audience is likely to be
susceptible (e.g. is price or quality more important). (Rowley, 1998)

Once

target

audience

has

been

identified,

the

desired

responses

to

communications must be decided, meaning that the objectives must be determined.
Often the response sought is a purchase of the good or service (Kotler &
Armstrong, 2010, p. 433). In his book, Percy (2008, p. 260) identifies four
possible objectives related to category need, brand awareness, brand attitude and
brand purchase intention. First, the target audience needs to be informed about the
product and the brand. After this the objective is to shape target audience’s
attitude or opinion towards the brand and finally get them to take action, in other
words, to purchase the brand. (Percy, 2008, pp. 260-263) An objective for a
company can be, for example, to make 50% of potential customers, who are
unaware of the company, aware of the company and its brand (Kotler & Keller,
2012, pp. 504-505; Kotler & Armstrong, 2010, pp. 433-434). Objectives, if clearly
stated, provide direction for a company to identify whether the purpose of their
actions is, for example, to draw attention or provoke action (purchase) (Pickton &
Broderick, 2001, p. 414; Rowley, 1998).

It is fundamental to design the communications in a way that they are consistent
with the objectives set for marketing communications and that they can
effectively reach the target audience (Clow & Baack, 2007, p. 198; Winer, 2007, p.
281). Generally messages consists of information about the benefits the product or
service is providing to customers (Solomon, Marshall, Stuart, Mitchell & Barnes,
2009, p. 412). Messages and communications need to be consistent between
different campaigns, as organization needs to promote a consistent image through
all its campaigns in order to avoid confusing its target audience (Rowley, 1998).
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The elements that need to be considered to be able to design an effective message
are: content (what to say), structure (how to say it), format (how to say it
symbolically), and source (who should say it) (Kotler & Armstrong, 2010, pp.
434-436; Kotler & Keller, 2012, pp. 506-508; Rowley, 1998).

Selecting communication channels to reach the target audience plays a central role
in developing effective communications. The channels should be selected
carefully based on the characteristics of the target audience (which channels target
audience is using or following) and also based on the objectives what the marketer
is trying to achieve with its communications. (Kotler & Armstrong, 2010, pp. 436437; Kotler & Keller, 2012, pp. 508-509; Pickton & Broderick, 2001, pp. 201-202;
Percy, 2008, pp. 263-264) It is also very important to understand the advantages
and disadvantages of each channel before making the final decision. This will
offer an insight on what channels are the most relevant for a company. (Clow &
Baack, 2007, pp. 242-243) The channels can be divided into non-personal and
personal communications channels. Personal communications channels are the
ones in which people are able to communicate with one another, and where word
of mouth is very important element of carrying out a message. Non-personal
channels are the ones where communication does not happen in a person-toperson way but through some other major media (e.g. television, posters, and
newspapers) without any personal contact or feedback. (Kotler & Armstrong,
2010, pp. 436-438; Rowley, 1998) Because of the changes in marketing strategy,
the need for better efficiency and development of new media (personal media
channels), managers are concentrating their marketing activities to these more
personal marketing channels (Winer, 2007, p. 287).

After these four steps, the marketer needs to establish marketing communications
budget and decide on the communications mix. Establishing a budget is one of the
most difficult stages, as it is very hard to forecast the future sales or revenues
which will be achieved with the developed marketing communications. (Kotler &
Armstrong, 2010, pp. 439-442; Kotler & Keller, 2012, pp. 510-514; Solomon, et
al., 2009, p. 414) Budgets are based on communication objectives and also on
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marketing objectives and they differ between consumer and B2B markets. (Clow
& Baack, 2007, p. 101)

There are different methods for deciding the budget. A company will have to
evaluate these options and choose the most applicable for its own use. (Clow &
Baack, 2007, pp. 104-106; Winer, 2007, pp. 293-296; Kotler & Armstrong, 2010,
pp. 439-440) Establishing the budget is needed for the company to be able to
decide on what mix of modes of communications it will use in its communications
activities. The budget must be allocated over the eight major modes of
communications mix presented in the beginning of this section. In addition, other
factors than budget, like the type of product market and consumer readiness to
make a purchase, must be considered when deciding on the marketing
communications mix. (Kotler & Armstrong, 2010, pp. 440-444; Kotler & Keller,
2012, pp. 512-515; Rowley, 1998, pp. 386-387) When deciding on the marketing
communications mix, the elements of the mix should be coordinated carefully so
the information transmitted through these elements consistently delivers a unified
message that reflects company’s fundamental values. This way the determined
objectives can be achieved. (Mangold & Faulds, 2009)

The final stage of developing integrated marketing communications is measuring
communications results or effectiveness. This is very important for the company
as the managers are always interested in the outcomes and revenues resulting from
the company’s communications. (Kotler & Keller, 2012, p. 516; Hutt & Speh,
2010, p. 398) Also by measuring the effectiveness, a company is able to evaluate
if it should change its communications, keep them as they are or add something in
order to reach higher revenues and better brand awareness among target audience
(Hutt & Speh, 2010, p. 398; Solomon, et al., 2009, p. 419).

2.2

Elements of effective communications

Communication is the process by which individuals share meaning. This is why
all the participants must understand the meaning of other’s communication or
there is no dialogue between the participants. (Holm, 2006) Only through this
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knowledge and understanding the actors will be able to achieve their goals of
influencing attitudes, knowledge and behavior (Fill, 1999). To be able to design
communications in the best possible way, it is important to gain understanding on
the fundamental elements of effective communications.

Figure 3 presents the model of the communications process with the key elements
in effective communications. The major parties are sender and receiver, the major
tools are message and media and encoding, decoding, feedback and response are
the major communication functions. The last element is noise, which means
messages that can interfere with the intended communication. (Kotler & Keller,
2012, p. 502; Solomon, et al., 2009, p. 396)

Figure 3. Elements in communications process (Kotler & Keller, 2012, p. 502)
The sender must be aware of the audiences it wants to reach with its
communications and what kind of responses it might get back. Sender must form
(encode) messages in a way that the target audience can understand (decode) them.
(Kotler & Keller, 2012, p. 502) This means that marketer needs to decide what
words and visuals will be used in the advertisement that will form the message.
After this the consumer will listen, read or watch the ad and interprets its content
(decoding). (Solomon, et al., 2009, pp. 395-397) The message is being transmitted
through media that makes possible to reach the target audience and develop
feedback channels for monitoring the responses (Solomon, et al., 2009, p. 397;
Kotler & Keller, 2012, p. 502).
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3

MARKETING IN SOCIAL NETWORKING SITES

Social networking sites are a part of social media. But what social media actually
means? It consists of two words “social” and “media”. The word “social” refers to
the need of being in contact with other people, which is very human and very
strong as a need. The word “media” is typically understood as mass media or as
an instrument of communication. When combining these two elements you get
social media. Social media can be seen as a tool for creating interactions by
utilizing Internet’s multimedia and networking properties. It is a general word or
expression for different kinds of Internet-based services like social networking
sites, virtual communities and content sharing websites (e.g. YouTube). (Juslén,
2009, pp. 115-116) According to Kietzmann, Hermkens, McCarthy & Silvestre
(2011) social media is an interactive forum which consists of mobile and webbased technologies that enables individuals and communities to share, discuss and
modify user-generated content. The emergence of social media has enabled one
person to communicate with hundreds or even thousands of other people about
their interests, or in the corporate world about products and companies that
provide them, which is why it has become more and more important to be taken
into account when planning company’s IMC activities (Mangold & Faulds, 2009).

3.1

The new communications paradigm

Not a long time ago, the general approach to marketing communications was
more “we talk, you listen” attitude. Products and services were advertised and the
messages were hoped to be absorbed by the customers. The rise of social media
and social networking sites has changed this viewpoint entirely which has turned
this approach around to more “you talk, we listen” way of thinking. (Patterson,
2012) Regardless of the change in the way of thinking, there are still several
managers who consider social media applications to be just another traditional
marketing communications tool. To think this way is a terrible mistake as social
media environment is actually largely consumer and customer controlled.
(Hoffman & Fodor, 2010) This is why a lot of organizations should be, and
several of them are, encouraging customers and consumers to actively contribute
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to the creation of brands they love, for example by creating their own ads
(Patterson, 2012).

According to the traditional communications paradigm, the content, frequency,
timing, and medium of communication are controlled totally by the organization
in collaboration with its paid agents (e.g. advertising agencies, marketing research
firms etc.) (Mangold & Faulds, 2009). Generally, the flow of information outside
the boundaries of the paradigm has been recognized as face-to-face and word of
mouth communications between consumers, which has had minimal effect on the
dynamics of the market place due to its limited dissemination (Mayzlin, 2006).
The rise of social media has changed the ways how customers share, evaluate and
choose information, the way how marketers think and plan their marketing
communications, and all in all the whole communications paradigm into a new
form (Mangold & Faulds, 2009; Smithee, 2011). This new communications
paradigm, presented by Mangold & Faulds (2009), suggests that organizations do
not have a total control of the information changed in the marketplace, but the
information about the products and services also originates in the marketplace
(see Figure 4). This information is based on the experiences of consumers and
customers and it is channeled through the traditional promotion mix. It is very
crucial for marketing managers to recognize the power and critical nature of the
discussions between customers and consumers using social media. (Mangold &
Faulds, 2009)

The traditional promotion mix enables companies to support the messages
disseminated through social media and thus it is very important that organizations
utilize both traditional and Internet-based tools in its marketing communications
activities. Social media, like social networking sites, allows the direct interactions
between the organization and customers as well as between individual customers.
Thus, the disseminated message can be reinforced by letting the customers to
discuss about the brand or by organizations’ participation to the discussions in
social media. (Mangold & Faulds, 2009) The new communications paradigm by
Mangold & Faulds (2009) is presented in the figure 4.
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Figure 4. The new communications paradigm (Mangold & Faulds, 2009)
The usefulness of the new paradigm is emphasized by the fact that the Internet has
become the most important mass media channel for customer-sponsored
communications as it now represents number one media of consumers, which are
more and more turning away from the traditional sources of advertising, like
television, radio, and magazines (Mangold & Faulds, 2009; Rashtchy, Kessler,
Bieber, Shindler & Tzeng, 2007, pp. 82-83). Moreover, consumers and customers
are more frequently turning to various types of social media to acquire
information about products and services, and to make their purchase decisions as
social media is seen more trustworthy source of information regarding products
and services (Lempert, 2006; Mangold & Faulds, 2009; Foux, 2006).

3.2

Social networking sites

When selecting the channels for social media marketing, it is important to identify
different types of channels available and to figure out the characteristics of these
channels, to be able to evaluate which ones will meet company’s needs in the best
possible way. In case of social media, the available channels can be divided into
four different entities based on the half-life of information and the depth of
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information. Factors affecting to half-life of information are easiness of finding
the information, time of appearance of the information on the screen and
attractiveness of the information or the topic. The depth of information means the
richness of the information, and the amount and diversity of perspectives. The
recognized types of social media are blogs, communities, micro-blogs and social
networking sites (see Figure 5). (Weinberg & Pehlivan, 2011)

Figure 5. Recognized social media types (Weinberg & Pehlivan, 2011)
Social networking sites are cyber environments that allows an individual to
construct his/her profile, to share text, images and photos, and to link other
members of the site by applications and groups provided on the Internet (Pfeil,
Arjan & Zaphiris, 2009; Lin & Lu, 2011; Kaplan & Haenlein, 2010). Thus, the
users are able to present themselves, connect to a social network, and also
maintain their existing relationships with others and create new ones based on
shared interests, political views or activities (Kane, Fichman & Gallagher, 2009;
Ellison, Steinfield & Lampe, 2007). By customizing their own profile pages, users
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are also able to have an effect on the information they receive through these
channels as they share their location, interests and gender for example at their
profile page (Wright, Khanfar, Harrington & Kizer, 2010). Boyd & Ellison (2007)
defines social networking sites as web-based services that allow individuals to
construct a public or semi-public profile, articulate a list of other users with whom
they share connection, and view and traverse their list of connections and those
made by others within the same system. Even though services like Twitter are
categorized as micro-blogs, there are several different definitions of social
networking sites, and some of them also consider these kinds of micro-blog
services to be one type of social networking site (Michaelidou, Siamagka &
Christodoulides, 2011).

During the past years, social networking sites have become the major media by
which people develop their personal network (Chu & Kim, 2011; Lin & Lu, 2011).
They provide a new method of communicating, using computer as a tool to
accelerate group formation and to escalate group scope and influence (Lin & Lu,
2011). Since their introduction, social networking sites have attracted millions of
new users and many of them have integrated these sites into their daily practices
to spread and share information on products, services, brands and companies
(Boyd & Ellison, 2007; Mangold & Faulds, 2009). They have become a major
factor in influencing and following consumers’ behavior like awareness, purchase
behavior, opinions and post-purchase communication and evaluation (Mangold &
Faulds, 2009; Weinberg & Pehlivan, 2011). These sites are today a very important
tool that companies can use to connect and communicate with their current and
potential customers, which is why the increasing benefits of these sites in
marketing has been recognized, and their importance in marketing has increased
significantly (Weinberg & Pehlivan, 2011).

3.3

Creating buzz among customers

Social networking sites allow the current and potential customers of a company to
interact in a way that shapes their way of thinking (Fisher, 2009). They compose a
world where customers have full control of their online experiences and where
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their motivations encourages them to connect with other customers while creating
and consuming content which is more and more user-generated (Hoffman &
Fodor, 2010). These sites include comments, opinions, experiences and
complaints published by people and they are about people and customer-centric
matters (Foux, 2006; Fisher, 2009). Traditionally personal communications is
recognized as one-to-one conversations. Emergence of social media has allowed
people to communicate more and more in form of one-to-many. (Patino, Pitta &
Quinones, 2012) This provides a very good environment for consumers to spread
the word of mouth, which is why it is extremely important that companies
concentrate on creating a buzz among customers instead of just concentrating on
creating immediate sales. This is how a company can act more effectively and
profitably in the marketplace. (Fisher, 2009) Even though people are normally not
that active in giving recommendations or sharing information to each other, in the
Internet they are more likely to do so. One reason for this is that nowadays it is
much more appreciated to post or publish an interesting video, an interesting
article or a good review on your profile page. (Juslén, 2009, p. 68) After all, a fact
is that all people like to talk about brands as we speak to each other about
products or services we use. Thus, it can be said that nowadays we are all
marketers whether we realize it or not as we “advertise” brands in a bad or in a
good way when talking about them within our social networks. (Ferguson, 2008)

Word of mouth (WOM) is a powerful marketing technique that can be used to
promote ideas and innovations (Holdford, 2004). It is the process of passing on
information from person to another and it plays a major role in customers’ buying
decisions (Richins & Root-Shaffer, 1988). In commercial situations, WOM
involves sharing attitudes, opinions or reactions about products, services or brands
from consumer to another (Jansen, Zhang & Sobel, 2009). The emergence of
Internet-based media has enabled the development of online WOM, also known as
electronic word of mouth or eWOM (Chu & Kim, 2011). Hennig-Thurau,
Gwinner, Walsh & Gremier (2004, p. 39) defines electronic word of mouth
(eWOM) as “any positive or negative statement made by potential, actual or
former customers about a product or a company, which is made available to a
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multitude of people and institutions via the Internet.” eWOM happens on a wide
range of online channels and social media applications, such as blogs, forums and
social networking sites. Especially social networking sites are an ideal tool for
eWOM as they offer the possibility to freely create and disseminate brand-related
information in users’ own social networks to their acquaintances like friends and
family. Users’ contacts in these sites are mostly members of their existing social
networks which is why these contacts are seen more credible and reliable source
of information. Thus, people are more and more using social networking sites for
obtaining information that helps them in their buying decisions. This voluntary
attitude towards searching for brand information, willingness to share and create
contents with other users is very useful in increasing brand engagement among
customers. (Chu & Kim, 2011)

How can companies then increase eWOM and use buzz marketing as a part of
their marketing activities to build awareness and engage customers to their brand?
To be able to generate buzz and get customers’ attention, it is vital to understand
the motives and the reasons behind customers’ willingness to use social
networking services (Lin & Lu, 2011; Hoffman & Fodor, 2010). Thus, the right
question at first is not which social networking sites to use for marketing purposes
but what objectives need to be achieved and with which tools those objectives can
be achieved (Hoffman & Fodor, 2010). To find out what kind of tools or what
kind of marketing is needed for creating a buzz among customers, companies
need to start monitoring and listening their current and potential customers. This
way it is possible to acquire important knowledge of what customers are talking
about companies’ products and services and what are their main interests.
(Saravanakumar & SuganthaLakshmi, 2012) When a company understands better
why people keep joining social networking sites, they understand what people
expect to find and thus, are able to make their marketing communications more
appealing and interesting to its current and potential customers (Lin & Lu, 2011).
Also before really starting the operations in social networking sites it is crucial to
develop some policies and strategies for social media use (Hanna, Rohm &
Crittenden, 2011; Wright, et al., 2010). This means that companies should have
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some strategies and policies on how to react to certain situations, and how to
operate in these sites. As things are happening in a very fast pace in social media,
it is important to plan your actions forehand to be able to react to these fast
changes (Wright, et al., 2010).

The customers also need to be motivated to share the information within their own
social network and to follow a certain company in social media (Heller Baird &
Parasnis, 2011). To motivate users to become a follower or a fan of a company, it
is good to remember that people like to feel special. This is why providing
something exclusive, like discounts, for the followers of a certain social
networking site profile or to the subscribers of a company’s weekly newsletter, for
example, can have a major effect on the decision whether to become a follower of
a certain company or not. (Mangold & Faulds, 2009) When it comes to
encouraging people to share and spread company generated information, often
different kinds of prizes or rewards are used for motivational purposes. For
example, the most active customers to spread the eWOM can be rewarded with
discounts or special offers and this way can also be motivated to continue talking
about the brand in the future as well. (Heller Baird & Parasnis, 2011; Leskovec,
Adamic & Huberman, 2007) Sometimes companies even buy services from
marketing companies which offer services for creating a buzz and spreading word
of mouth. These companies consists of employees or volunteers to which sample
products are given. These volunteers are then encouraged to use these products
and afterwards talk about the products they have used in form of reviews and
feedback, for example. Sometimes these “agents” are also paid for spreading the
word of mouth. However, these agents are able to give honest opinions about the
products no matter if they are paid or just participating voluntarily in buzz
creating activities. (Ferguson, 2008; Kärkkäinen, Jussila & Väisänen, 2013;
Sprague & Wells, 2010)

Consumers and customers can also be encouraged to talk about a certain brand or
a company by providing them a place to do so. People are usually interested in
networking with persons who have similar interests and desires to their own.
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Companies can leverage this desire and create them a place to do so. This can
mean, for example, creating a group to some social networking site or a forum site
for the customers where they are able to discuss with each other about a certain
theme, for example health care technology or rock music. (Mangold & Faulds,
2009; Foux, 2006) When facilitating customers’ actions to find similar people, it
is possible to increase the positive brand image and as the customers are able to
discuss about their areas of interest, they are also able to provide
recommendations about products, services or companies to other users. In some
cases the forum can also act as a support channel where customers are able to find
support and even help each other with their problems. These kinds of groups and
forums especially meant for discussing about a certain brand or theme can have a
positive impact on how the information is shared and spread among the customers.
(Hanna, et al., 2011; Mangold & Faulds, 2009) Monitoring customers’
conversations is far more easier when most of it is happening in a company
controlled platform (Foux, 2006). In addition to providing a place to have
discussions about a company or its products, it is essential to remember to provide
enough information about the company and its products. A fact is that people are
more likely to talk about companies and products when they feel they know a lot
about them. (Mangold & Faulds, 2009)

It must be remembered that spreading the word and creating a buzz does not
happen in an istant but it will take time, resources and learning from a company.
Regardless of the fact that companies are not in control of the messages or content
the customers and users of social networking sites generate, they still have the
possibility to influence on it by taking part in conversations instead of just giving
all the power to the hands of users and customers. (Foux, 2006) These
conversations between customers are happening all the time, whether companies
want it or not, and ignoring them or participating in them may have a huge impact
(Kietzmann, et al., 2011).
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3.4

Advantages of social networking sites in marketing

Social networking sites provide a lot of opportunities for a company to improve
its marketing communication activities. Through active participation on social
networking sites companies are able to get closer to their customers and to
monitor their competitors and the changing trends of their own industry. By
following competitors’ activities in social networking sites it is possible to be
updated about their actions, new products and such, and this way it possible to
react quickly on the changes of the competition. (Saravanakumar &
SuganthaLakshmi, 2012) Through social networking sites companies can keep in
touch with their own clients and have more intense interactions with them which
makes it is possible to build stronger relationships and trust with the customers
(Saravanakumar & SuganthaLakshmi, 2012; Michaelidou, et al., 2011; Foux,
2006). Moreover, companies are able to monitor and follow the conversations
happening between customers, as these conversations are happening online, and
collect feedback through monitoring the discussions and participating in them.
The collected feedback can then be used more efficiently in the development of
products or services. (Saravanakumar & SuganthaLakshmi, 2012; Wright, et al.,
2010; Kaplan & Haenlein, 2010) Monitoring customers’ conversations is
important since the feedback collected from these conversations can lead to a
higher degree of product success (Patino, et al., 2012). Monitoring conversations,
interacting with customers and collecting feedback actively through social
networking sites can provide an opportunity of using customers as co-creators in
product or service development. This can be done for example through different
conversations held in different forums and groups, or ideation competitions held
by a company in social networking sites for getting new ideas for new products or
services. (Hanna, et al., 2011; Wright, et al., 2010; Mangold & Faulds, 2009)

Customers often appreciate that companies offer them information and content.
This is why providing a lot of information, for example about everyday operations,
shows openness and honesty which can have a huge impact on increasing
customers’ trust towards the brand and the company. (Foux, 2006; Saravanakumar
& SuganthaLakshmi, 2012) Also by giving the opportunity for the customers to
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review and rate company’s products and services can increase the level of
engagement of customers and also enhance the trustworthy image of the company
(Foux, 2006; Mangold & Faulds, 2009). It is very important to recognize the fact
that when customers are talking with each other about your brand, product or
service, they are at the same time promoting your company (Mangold & Faulds,
2009). When recommendations for a certain brand are coming from customers’
acquaintances, friends or family members, the information is seen more reliable
which makes this kind of promoting of a brand far more effective than advertising
made by a company (Chu & Kim, 2011). Thus, people are turning more often to
social media and social networking sites to get information about a certain
company or brand as the recommendations, advices and opinions of other users
can be seen more trustworthy and unbiased. This, plus the rapidity of online
communications and the possibility of finding multiple information sources makes
advertising and marketer sourced promotion much less relevant and effective.
(Patino, et al., 2012) Of course it is equally important to remember that this viral
nature of these sites can always have a negative impact on company’s actions as
the negative feedback can be shared similarly to thousands or even millions of
people in just few minutes (Sandilands, 2011). Nevertheless, giving the
opportunity to give feedback about products or services can increase customers’
feeling of engagement with certain products, services or organizations (Mangold
& Faulds, 2009).
Social networking sites can facilitate companies’ work of finding the target
audiences and reaching wider audiences as there are millions of users using these
services every day (Michaelidou, et al., 2011). As people are sharing a lot of
personal information like their place of living and personal interests in their
profile pages, it is much easier for companies to segment and find their target
audiences with desired interests and from desired locations with little investments
(Sandilands, 2011; Wright, et al., 2010). So in a way, companies are also able to
utilize these sites for market research purposes as the needed information in some
cases may be found without any questionnaires (Patino, et al., 2012). Different
kinds of groups found from these sites, where people share similar interests, can
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be very useful for finding and reaching potential customers more easily (Wright,
et al., 2010). Besides all this, social networking sites are also a very low cost
environment for marketing as most of these sites are free to access, create a profile
and post information. This information which is posted for free can be then
forwarded to hundreds, thousands or even millions of users through word of
mouth which offers a huge potential for companies to make effective marketing
with little investments and low costs. (Sandilands, 2011; Hanna, et al., 2011;
Heller Baird & Parasnis, 2011; Michaelidou, et al., 2011)

3.5

Challenges of social networking sites in marketing

Even though social networking sites offer a huge potential benefits for companies,
it is also extremely important to recognize the challenges these sites may bring.
Firstly, while many may think that entering the social media world is easy for a
company, it is not. The companies need to learn how to act, what to do and how to
do everything which will take time and effort. (Michaelidou, et al., 2011; Kaplan
& Haenlein, 2010) Even after learning, the companies need to have time and
resources to continue using their social networking site profiles which means that
although creating a profile to these sites is often free, actually utilizing these
profiles in marketing is not (Sandilands, 2011). In addition, the unfamiliarity and
lack of skills with certain technologies may cause challenges for a company to
include social networking sites as a part of its marketing activities (Michaelidou,
et al., 2011). Just understanding the technology is not enough. It is also essential
to really understand the reasons why companies are being followed on social
networking sites. In many cases companies have wrong perception of these
reasons which can affect significantly on the effectiveness of marketing made in
social networking sites as it does not provide the kind of content and information
the target audience and users are expecting. According to CRM study made by
IBM Institute for Business Value analysis (2011) companies think that the most
important reason for a customer to follow a company is the possibility of learning
about that company’s new products and getting general information about the
company. The importance of providing discounts and other benefits for customers
who are following them is seen quite insignificant. This perception is quite far
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away from the truth. According to the study, people have ranked getting discounts
as the most important reason for following a certain company. (Heller Baird &
Parasnis, 2011) Of course depending on the industry these results may vary, but
these results offer very valuable information on how to be able to make marketing
communications in social networking sites more appealing. The most remarkable
differences in companies’ perceptions of the reasons why customers follow them
on social networking sites and customers’ actual reasons for following companies
can be seen in the figure 6.

Figure 6. Companies’ perception of why customers follow them via social
networking sites (Heller Baird & Parasnis, 2011)
The challenge of using social networking sites for information sharing is the fact
that the users are always waiting for new and interesting information and news to
be posted. This forces companies to work constantly and use its resources in
finding new angles and things to post not only about the company and its products,
but also about news, articles and other interesting information related to these. In
the field of healthcare technology this may mean, for example, posting interesting
information concerning the industry like news articles about healthy lifestyle,
sports or occupational health. On social networking sites this can be considered as
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marketing, as the obvious type of advertising is unacceptable and the information
must be presented in form of conversation of notification or there might be a
danger of losing followers. (Sandilands, 2011) Furthermore, half-life of the posted
messages on social networking sites is not very long, which means that the
information posted by the company is not visible for a long period of time. This
can mean that companies may need to find and post new and interesting
information several times a day just to be visible. This way they are able to keep
themselves in the minds of their target audience. (Weinberg & Pehlivan, 2011)

Even though using social media for marketing and marketing research is
nowadays a rising trend, this does not mean that all the countries or industries
embrace it in the same way. When planning to use social networking sites for
marketing purposes it is very crucial to find out whether the targeted market is
actually using these services. At times this can be very challenging or even
impossible which creates its own uncertainty to the use of these sites in marketing.
(Patino, et al., 2012) Moreover, the companies can face several difficult ethical
issues when using the personal information shared by the users in their marketing
researches. The main concern for the companies is to think, what personal
information of the users they actually can use for their own purposes without
causing dissatisfaction among their target audience. (Patino, et al., 2012; Wright,
et al., 2010)

One of the biggest challenges of social networking sites, and all social media, is
the viral nature of these sites. Although the viral nature is a huge benefit of these
sites, it also creates a massive challenge for the companies acting in this
environment especially because of one reason: the lack of control over customers.
What this means is that companies have no control at all over what the users are
posting and sharing in these sites. (Michaelidou, et al., 2011; Patterson, 2012;
Kaplan & Haenlein, 2010; Sandilands, 2011; Hanna, et al., 2011) As already said,
both the good and the bad news, information and material are spreading through
social networking sites. The harsh fact is that often the negative feedback and
information is spread more quickly over the Internet than the positive one, and
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this is why it can damage a company’s image in just minutes. (Sandilands, 2011)
On the other hand, the firms also have the possibility to monitor these
conversations and the spreading of negative information, and respond to it even
though it can be very challenging at times. It is impossible to please everyone, but
it is important to cut the wings from false rumors and minimize the damages of
feedback that can do harm for the image of a company. The worst thing to do is to
ignore the spreading of this kind of information. (Patterson, 2012; Juslén, 2009,
pp. 68-69) Besides negative feedback, also materials shared by the company have
the same potential of spreading among customers like wildfire. This is why
sharing or sending any copyright-protected material or classified information
concerning the company, for example between employees, should not be done
through electronic channels as there is always a possibility of information leaking
out to the Internet. Marketers should always bear in mind that once something is
in the Internet, it is extremely hard or even impossible to delete it from there.
(Kaplan & Haenlein, 2010)

3.6

Measuring marketing performance in social networking sites

As a marketing tool, social networking sites should be examined and evaluated for
their effectiveness in order to be able to achieve the set goals (Michaelidou, et al.,
2011). Inability to measure the effectiveness of marketing in social networking
sites or lack of knowledge on what to measure can be seen as a significant barrier
to the adoption of social media marketing tactics (Michaelidou, et al., 2011;
MarketingSherpa, 2009). Often this inability and lack of knowledge leads to using
tactics that are easier and more accurate to measure, without giving a thought
whether these tactics are effective or not. Instead of quantitative measurements, to
be successful in social media marketing it is crucial to use more qualitative
measurements to examine the effectiveness. This means that, for example, a
customer’s value to the company is not just based on the amount of money the
customer spends but also on the influence this particular customer may have
through social networking sites and social media. (Fisher, 2009) Morgan (2009)
states that to be able to value your customers correctly, it is very important focus
on things like how much interaction in social media and social networking sites a

31

customer needs before purchase, how much is it worth to convert an unhappy
customer to a happy customer and to how many people a happy customer will
actually tell about the brand on average (Morgan, 2009). The first thing to do
before even thinking about measuring the effectiveness of your social media
marketing, is to define what you are aiming to do with your marketing activities.
When the goals are clear, it is easier to define what needs to be measured to figure
out the success and thus, the whole process will be clearer. (Fisher, 2009)

Returns from social media investments are not always measured in dollars but
also in customer behaviors which are tied to particular social media applications.
These measurements include some obvious ones like number of visits, but also
some more active ones like the number of updates and posts about the brands on a
certain social networking site which can be used to measure key marketing
outcomes like changes in awareness level or increase in word of mouth over time.
(Hoffman & Fodor, 2010) The narrow focus of concentrating on just returns of the
investments made in social media has two problems. First, it is too short-term
oriented as the hard fact is that developing meaningful relationships with
customers takes time because of the interactive conversations which online
relationships involve. And second, this focus does not take into account objectives
that are more qualitative, long-term and cannot be measured with traditional
media metrics, like the value of a post or tweet about a brand. (Fisher, 2009;
Hoffman & Novak, 2012)

To effectively measure the marketing performance in social networking sites,
companies should turn the traditional ROI approach around and start to consider
the motivations of customers to use social networking sites instead of focusing on
own marketing investments, and then measure the social media investments that
customers make when engaging with company’s brands. This means that instead
of focusing on how much it will cost to start utilizing social networking sites as a
part of company’s marketing communications, companies should concentrate on
thinking what objectives their social networking site profile might satisfy (e.g.
brand awareness), why customers would visit their profile (e.g. to learn about the
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company) and what behaviors customers might engage once they get there that
could be linked to company’s marketing objectives (e.g. giving feedback about a
product). Once these are recognized, they can be linked to company’s marketing
objectives and thus, can be measured. (Hoffman & Fodor, 2010)

All in all, companies should focus on objectives that clearly and explicitly
recognize the value of operating in social media. Hoffman & Fodor (2010) present
relevant metrics to measure effectiveness of marketing in social networking sites.
These metrics are divided under three key social media objectives which are brand
awareness, brand engagement and word of mouth. The metrics presented by
Hoffman and Fodor (2010) does not include all possible metrics which can be
measured, but they provide a useful starting point for measuring effectiveness of
efforts made in social networking sites because of their measurable characteristics.
The relevant metrics of social networking sites can be found from the table 1.

Table 1. Relevant metrics of marketing performance in social networking sites
(Hoffman & Fodor, 2010)

3.6.1

Brand awareness

Brand awareness is traditionally measured through surveys and tracking studies,
but online there are several ways to measure and track brand awareness. Brand
awareness increases every time a customer uses a social media application, like
social networking site, which is designed by or about the company. On social
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networking sites this can mean viewing at a company’s profile page, seeing a post
made by a company (impression), becoming a fan of company’s profile page, or
increase in followers of the company’s profile page and posts made there.
(Hoffman & Fodor, 2010) Some relevant metrics for measuring and tracking
brand awareness are: number of members, fans or followers, number of installs of
applications, number of impressions, number of bookmarks, number of
reviews/rating, valence of posts +/- (qualitative attribute), number of posts or
tweets about the brand (Hoffman & Fodor, 2010; Owyang, 2007; Bensen, 2008).

3.6.2

Brand engagement

It’s very important to engage customers more to the brand. When customers are
more engaged to the brand they will also more probably share information about
the brand and the company to others as well. It is possible to enhance brand
engagement in several ways, like by improving company’s social networking site
profile, by posting interesting information on your profile page and customers can
also be encouraged to post comments to company’s profile page through creating
different kinds of competitions (e.g. a competition to invent or develop a new
product idea for the company). These kinds of actions made to encourage
customers to create and produce comments, material and feedback about a
company may reward that company in form of delayed sales. (Hoffman & Fodor,
2010; Foux, 2006; Mangold & Faulds, 2009; Ferguson, 2008)

According to Hoffman & Fodor (2010) the most relevant metrics for measuring
brand engagement are: number of comments, number of active users, number of
likes on friends’ feeds, number of user-generated items (photos, replies, threads),
usage metrics of applications/widgets, impressions-to-interactions ratio and rate
of activity (how often members personalize profiles, links etc.). By measuring and
examining these metrics, it is possible for a company to make changes in its
actions and this way to enhance the engagement of the customers to the brand.
(Hoffman & Fodor, 2010)
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3.6.3

Word of Mouth

Once the customers are aware of the brand and are engaged with it, they are able
to communicate their opinions and experiences about the brand to others. It is
important to remember that satisfied and loyal as well as dissatisfied customers
will share their experiences, which is why positive experiences are not the only
ones spreading over the Internet. The user-generated content (posts, comments,
reviews etc.) can consists of or include customers’ favorite brands and this way
contribute to word of mouth. Also companies can encourage customers to share
brand related contents, like photos or videos. For example, one of Spain’s leading
online travel agencies, atrapalo.com, offered the possibility for customers to share
travel photos and videos on its website. (Hoffman & Fodor, 2010)

As the significance of word of mouth is increasing in marketing and the
communications about the brands happens with or without the permission of the
firm, it is very important for a company to be able to measure it and this way find
strategies how to participate in it as it may have a tremendous impact. (Kietzmann,
et al., 2011; Hoffman & Fodor, 2010; Fisher, 2009) Measuring the buzz, opinions,
voices and experiences that people are sharing on social networking sites about
your brands is crucial as focusing on the returns of paid-for advertisements is not
enough. (Fisher, 2009) Online, word of mouth can be measured directly instead of
using surveys measuring the likelihood of recommendations. Relevant metrics of
measuring word of mouth are: frequency of appearances in timeline of friends,
number of posts on the wall, number of reposts or shares and number of
responses to friend referral invites. (Hoffman & Fodor, 2010)

35

4

HEALTHCARE TECHNOLOGY AND MEDICAL DEVICE
INDUSTRY

Healthcare technology is a term used for the drugs, devices and medical or
surgical procedures which are used in healthcare and also for the organizational
and supportive systems within which such care is provided (De La Lama, et al.,
2010). Healthcare technology industry is very diverse and innovative. New
products are brought to market and developed constantly to meet the new
changing requirements. (Eatock, et al., 2009; Nass, et al., 2006) The industry
consists of very wide customer base as the customers vary from public to private
organizations and to individual end-users. Often the customer for a manufacturing
company is a private organization or company, government or public institution
which buys the products on behalf of end-users. This is very usual especially in
the medical device market, where companies have difficulties in creating and
building customer-supplier relationships as generally there is a so-called “middle
man” between the manufacturer and its end-user customers. Even though the
industry is very B2B oriented, there are still products and companies which are
acting either only or also, besides B2B industry, at the consumer market selling
products like regular heart rate monitors for basic end-users. (Eatock, et al., 2009)
As healthcare technology industry is an environment where situations may change
quickly and new requirements may pop up quite suddenly, and as the companies
usually do not have direct connection with the end-users which creates difficulties
in product development, it is a very difficult sector to operate in (Eatock, et al.,
2009; Nass, et al., 2006).

The B2B orientation of the healthcare technology industry creates own typical
features for the industry and for the companies which can be found from any other
similar industry. According to Kärkkäinen et al. (2013) the products produced in
B2B companies are more complex and thus, the development of the products is
more time consuming. The customers are often larger organizations, public or
private. In B2B markets there are generally fewer customers compared to
consumer markets and as the products developed by the companies are more
complex, they are usually bought by professionals who consider several factors
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and criteria before making their decision. These kinds of customers tend to search
lots of information about products and make evaluations of different alternative
solutions based on this information available to them. (Kärkkäinen, et al., 2013)
This is why marketing can been seen to play a central role in healthcare
technology markets as the companies need to build up its current and potential
customers’ awareness of the company and products it provides.

4.1

Finnish healthcare technology industry

Healthcare technology is a constantly growing industry in Finland and its
importance for the country has increased significantly in the last 6 years (FiHTA,
2012; FiHTA, 2011). The country has a high-quality healthcare system, and for its
size Finland possesses a large number of healthcare technology professionals. For
decades the industry has been innovating and developing solutions to the global
market which is why the industry employs thousands of people and thus is crucial
for Finland’s economy. Exports of healthcare technology are growing
continuously and currently industry’s exports exceed imports by a wide margin.
Over the last five years the manufacturing and exports of the industry have grown
with average of 8% per year. (FiHTA, 2012) In 2011 healthcare technology
covered 22% of all high-tech industry exports (FiHTA, 2011).

Finnish healthcare technology companies are highly specialized and many of them
are ranked as the largest ones in their own field. The growing importance of the
industry for the country can be seen from the statistics. It presents nowadays
almost 40% of the country’s total high-tech industry and is the second largest
high-tech exports sector of Finland after electronics and telecommunications.
After a growth pause of the industry in 2011, the exports increased significantly in
2012 being 23% higher than previous year. This is one of the reasons why Finland
has become more interesting for a variety of world’s leading healthcare
technology companies. The skilled labor of the sector and their strong expertise in
complex signal processing technologies, material technology and mobile health
solutions with the ability to develop user-friendly systems have attracted a lot of
foreign direct investments (FDI) into the country. (FiHTA, 2012) From this point
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of view it could be said that the industry is still growing and the future for
healthcare technology in Finland seems bright.

4.2

Medical devices and medical device industry

Medical devices are one category of healthcare technology products. Like
healthcare technology, also medical device industry is highly B2B oriented and
can be very complex industry to act in because of the investigational and scientific
nature of the industry. (Eatock, et al., 2009; Kärkkäinen, et al., 2013) What this
means is that products are often sold to research use or for medical use, which is
why before a device can be approved and sold as medical device, it will need to
fulfill certain standards and regulations (Eatock, et al., 2009).

Then what a medical device actually is? According to the medical device directive
93/42/EEC by European Commission (EuropeanCommission, 2009, p. 5), a
medical device is “any instrument, apparatus, appliance, material or other article
whether used alone or in combination, including the software necessary for its
proper application intended by the manufacturer to be used by human beings for
the purpose of:


diagnosis, prevention, monitoring, treatment or alleviation of disease;



diagnosis, monitoring, treatment, alleviation of or compensation for an
injury or handicap;



investigation, replacement or modification of the anatomy or of a
physiological process; and



control of conception

And which do not achieve its principle intended action in or on the human body
by pharmacological, immunological or metabolic means, but which may be
assisted in it functions by such means.”

Because of the nature of the products sold on the market, and the characteristics of
the industry, many customers base their purchase decisions on articles and other
publications made about certain products or measurement methods. This is why
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sometimes there is a strong connection between launching a new product into the
market and the number of publications written regarding this certain product or
measurement method. The increased buzz around a certain technology can
indirectly indicate new sales opportunities for a manufacturer. In fact, introduction
of a new product can be seen as one of the most effective ways for healthcare
technology companies to increase sales. This is why the R&D investments and
activities are often prioritized as the most important ones. (De La Lama, et al.,
2010) When compared to other industries, bigger R&D investments have in many
cases enabled bigger sales growth for the companies in the medical device
industry (Integrated Strategic Group, 2006). Sometimes this can create the
problem of being too engineering oriented and forgetting the importance of
informing about these new innovations in form of marketing for example. Like
Smith (2007) writes in his article “Excellence in medical marketing: Origins,
definition and precursors” that industries which are at embryonic or growth stage
are often led by firms with best R&D capabilities. But, as the industries reach
their mature stage, the industry leaders are usually characterized by their strategic
marketing skills. Smith (2007) also states that the medical device industry is
maturing all the time and it already has achieved its mature stage. Thus, it can be
said that the key to success in this industry is not purely based on the R&D
investments and operations anymore, but also on marketing communications and
marketing skills which are becoming more and more important in order to be able
to succeed and to maintain competitiveness on the market.

4.3

Social networking sites in healthcare technology industry

Using social media is becoming more popular in the healthcare technology
industry. This has raised a question of why should not the medical devices
manufacturers start exploit social media and social networking sites if doctors and
their patients are already using these services. Jumping into social media world is
not an easy task to do, and this is why it should not be done without any planning.
To start with, the companies should find out the possible benefits social
networking sites could offer for them, but they should not forget to take into
account the threats and downsides of these sites. Only this way companies are
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able to prepare themselves better for the social media usage. (Michaelidou, et al.,
2011; Sandilands, 2011)

The instructions for acting properly on social networking sites for a medical
device company are quite the same as for any other company from any other
industry. As social media has turned around the “we talk, you listen” way of
thinking, the main action what companies should use social networking sites for is
to listen to the customers and interact with them (Patterson, 2012; Saravanakumar
& SuganthaLakshmi, 2012). In addition, it is very important for a healthcare
technology company to facilitate the communications about products, promotions,
reviews and such between their own customers. This way they are able to increase
the word of mouth among their target audience. With different kinds of
promotions, campaigns and contests it is possible to attract customers to follow
and interact with a company. In addition, rewarding fans and followers by
providing them specific discounts or sneak peeks at upcoming product will keep
the followers’ interest towards a company. (Saravanakumar & SuganthaLakshmi,
2012) With these kinds of customer engaging activities it is possible to build
relationships with customers, which is the way to operate in social media, and
which is very important in the field of healthcare technology. It is all about the
relationships, not about pushing products and advertisements to a certain target
audience. This will require a different approach than traditional product marketing.
(Saravanakumar & SuganthaLakshmi, 2012; Foux, 2006)

Besides listening to customers and the target audience, companies should be
consistent between different sites and platforms to create consistency of the brand.
This means providing similar or even same information in all the sites which are
used. Also the information shared on the profile page should be interesting
enough to encourage customers to comment and start discussions with you.
(Kaplan & Haenlein, 2010) It is important to remember that the most important
reasons for a user to become a fan or a follower of a certain company is to get
information, receive discounts or other rewards, and to interact with the company
(Heller Baird & Parasnis, 2011). With posts, shared information and profile
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information the profile pages can be optimized to be found more easily with
search engines. This is why it is important to try to optimize the tweets as well as
make them interesting and appealing to customers. To stay on top of what your
target audience is talking about, it is crucial to find the users with the most
influence and follow them. This way it is also possible to start interesting
conversations. Advantage of starting a conversation is that you are also able to
steer the discussions in the wanted direction. (Schadauer, 2013)

Moreover to the previous ones, healthcare technology and medical device
companies should make it easy for researchers, doctors and other users to find the
company from these sites. This can be done by presenting social networking site
logo, like Facebook or Twitter logo at company’s home page, or even better, to
have live streaming of company’s latest updates and posts made in these sites.
(Schadauer, 2013) It is also crucial to be balanced and transparent. What this
means is that a healthcare technology company should choose wisely what
content it will post and really learn how to use different social networking sites, as
they all have certain characteristics which may limit the way a company can act.
(Kaplan & Haenlein, 2010) In addition, it is important that companies do not
make claims that are false or misleading, especially in the field of healthcare
technology, if they want to keep their followers trust also in the future. Moreover,
like many times said, companies need to be interactive by posting, re-posting and
joining conversations. Just pushing marketing to the target audience is not enough.
(Kaplan & Haenlein, 2010; Michaelidou, et al., 2011; Parmar, 2012) This way it is
possible to engage with the target audience, keep their interest and attract new
potential customers.

Using social networking sites as a marketing tool is becoming more and more
popular and also medical device manufacturers should recognize the benefits of
these sites. As nowadays the amount of doctors and other healthcare professionals
using social media and social networking sites for personal and professional
reasons is increasing, it offers a huge potential for medical device companies to
increase the awareness of their target audience about their company’s existence.
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In addition, there is a growing amount of users using social media to explore new
medical information and most of them find social media a good way to get current
and high-quality information. Increasing customers’ awareness concerning these
matters in healthcare technology industry through social media is far cheaper than
through traditional marketing. (Parmar, 2012) So if healthcare professionals are
increasingly utilizing social media and social networking sites in their everyday
life for learning more about the latest healthcare technology and medical devices,
it seems very absurd not to exploit this huge potential of increasing brand
awareness among your target audience and becoming more visible on one of the
hardest markets in the world.

4.4

Process of developing marketing communications in social networking
sites

Based on the presented theoretical frameworks and models concerning integrated
marketing communications, social networking sites and healthcare technology
industry, it is possible to form a process which can help a medical device
manufacturer to get started with its marketing activities in social networking sites.
The process of integrating and using these sites in the field of healthcare
technology and medical devices can be seen from the figure 7. The figure
introduces the phases which a company needs to go through, and also factors that
need to be taken into account or that need to be done during each phase.
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Figure 7. Developing marketing communications in social networking sites
The process of developing marketing communications in social networking sites
differ from the traditional process of developing marketing communications. The
whole process starts with identifying the target audience and determining the
objectives afterwards. Based on the decisions made on these phases, the channels
can be selected. When choosing which social networking sites to use for
marketing, a company need to evaluate which sites helps the company in the best
way to reach the right audience and set objectives. Choosing the channels must be
done before designing any communications as each social networking site has its
own characteristics which may limit the ways a marketing message can be
designed or published. For example, in Twitter the length of one post is limited to
160 characters and it is recommended to use “#” sign when a company wants to
be found through some keyword like “#sports” (TwitterFAQ, 2013). In LinkedIn
however your status updates are not limited and there is no need for using certain
characters in front of words to emphasize them or make them easier to find.

After selecting the channels a company needs to design its communications that
are made in the selected sites. Before starting the actual marketing activities, a
company must establish the budget for its social media marketing. By knowing
the available resources a company is able to decide which marketing methods it

43

can use for building its target audience’s awareness and increasing visibility of the
company. This is why the phase is called “build awareness and increase visibility”
instead of “decide on media mix” as it is more appropriate name for describing
this particular phase. Because this is a totally new phase compared to traditional
development process, it is presented in red color to emphasize that this phase is
more appropriate for the development process of marketing communications in
social networking sites instead of “decide on media mix” phase. All in all, this is
the acting phase where marketing is carried out constantly with determination.
Once a company is actively doing marketing in social networking sites, it is
essential to start measuring the results and effectiveness of made marketing. By
following the performance, a company is able to make changes in their marketing
activities and develop them to a better direction.
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5

METHODOLOGY

The thesis has been carried out according to the principles of qualitative research.
The chosen research strategy and methods provide the best tools for fulfilling the
set research objective, which is to investigate the current state of Mega’s
marketing communications and the process of expanding these marketing
activities to a totally new environment: social networking sites. Qualitative
research is often defined through comparing it with quantitative research
(Eriksson & Kovalainen, 2008, p. 4). However, according to Eskola & Suoranta
(2008, p. 14) often this comparison can be seen as useless and even misleading.
As qualitative research is a combination of variety of different researches and
research methods, one can mean quite different things when talking about
qualitative research in general (Hirsjärvi, Remes & Sajavaara, 2009, p. 161-162).
For qualitative research the starting point is usually describing real life and real
life situations. The research data is normally collected in natural real life
situations and environment. (Hirsjärvi, et al., 2009, pp. 161, 164) Instead of
testing different hypothesis and theories, the purpose and objective of qualitative
research is to make as comprehensive research as possible, in a way that it is
possible to form a clear, holistic and profound perception and understanding on
the investigated issue or phenomenon (Hirsjärvi, et al., 2009, p. 160; Eskola &
Suoranta, 2008, pp. 14-15; Eriksson & Kovalainen, 2008, p. 4). In many situations
participation can be seen as crucial for most of the qualitative research methods.
Thus, field work is often closely related to qualitative research. (Eskola &
Suoranta, 2008, pp. 14, 16)

5.1

Action research

In this thesis action research was chosen as the appropriate strategy and method
for carrying out the research. Eriksson & Kovalainen (2008, p. 193) describe
action research as a research where investigation is often related to practical
questions and issues, for example issues of marketing, and also to research
questions that arises from these settings. In action research, the research problems
and questions are obtained from the practical, everyday life of a company. These
questions are in many cases tried or needed to solve through participation in
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company’s activities by solving specific problems or even by developing some
parts of business or organizational activities to make businesses work more
efficiently. As a summary, it can be said that every research where researcher is
trying to influence on the research object one way or another can be seen as action
research (Eskola & Suoranta, 2008, p. 126).

Action research can be seen especially suitable when research questions are
related to understanding a process of change, development or improvement of
some problem faced by the company. A researcher has a significant role in
bringing the change to a research object like company or organization, since he is
supposed to be involved to some extent in the activities the research is made on.
(Eriksson & Kovalainen, 2008, p. 194) By participating to the daily operations of
a company, the researcher aims to solve some specific problems or issue in
cooperation with the members of this company or organization. The basic idea is
to take along the people affected by the research to the investigation process, and
seek ways to achieve objectives defined together with the members of that certain
company or organization. (Eskola & Suoranta, 2008, p. 127) Action research can
be seen as very effective research approach in a situation where a company’s
marketing operations are being developed since the basic principles of the
approach is to develop practical operations or actions by creating interventions
and by evaluating the effects and usefulness of these interventions.
In this thesis, the purpose is to develop Mega’s marketing communications by
expanding company’s reach to social networking sites. The purpose is to find a
solution to the question of how a medium size company could increase its
visibility and enhance its marketing reach cost-effectively without any major
investments. To investigate this, it was needed to form an understanding on the
process of integrating social networking sites as a part of everyday marketing
operations and utilizing these channels as a medical device manufacturing
company. This is why the research questions of this thesis are fairly practical by
nature, which is one typical characteristic of action research (Eriksson &
Kovalainen, 2008, p. 195). To acquire understanding and knowledge necessary for
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answering to the research questions, it was needed to participate in the
development process as a member of Mega’s marketing team to be able to
understand what actions need to be done, and what factors need to be taken into
account. For designing and carrying out the development process, it was
necessary to combine the competence and knowledge possessed by Mega’s
personnel with the knowledge of the researcher. Thus, action research was seen as
an appropriate and effective way of approaching the defined research problems
since it provides the company personnel the possibility of being a part of the
controlled change and development.

5.2

Collecting the research data

In action research data are gathered in various ways. Methods and data used can
vary from surveys to observations, interviews and action experiments. Other
material such as any kinds of operational statistics, sales reports, figures and
numbers can also be utilized for collecting the empirical data. The data is gathered
through active involvement. (Eriksson & Kovalainen, 2008, p. 202)

The empirical data of this thesis was collected through three interviews, one
meeting, observations that were made throughout the development process, and
by collecting quantitative data from the used social networking sites. In addition,
quantitative data of Mega’s web site’s social media traffic sources was collected.
Interviews were carried out through email by sending participants carefully
designed semi-structured interviews. Two of the interviews were made for Mega’s
personnel and one for a local B2B company, Genelec Oy. The interviewees and
participants of the meeting from Mega Electronics are management personnel of
the company (company’s CEO and COO). Interviewee from Genelec Oy is the
current Marketing Communications Manager of the company.

Thus, it was

possible to assure the quality of these interviews and the meeting held at Mega.
With the help of interviews made for Mega’s management personnel the current
state of Mega’s marketing communications and marketing environment was
examined as well as the main customer segments and the wanted direction for
company’s future marketing operations. Extremely useful knowledge and
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understanding on how to carry out marketing communications in social
networking sites as B2B-company was obtained through the third interview made
for Genelec Oy. This information was used to evaluate which actions made by
Mega were truly important and relevant for the company, which were not
beneficial or incorrectly carried out, and which important actions the company has
not yet utilized in its social media communications. The interviews made for
Mega’s personnel were carried out during June by sending the same interview to
both participants by email. The third interview made for Genelec Oy was carried
out in the last phases of the research process during December. The questions of
these interviews can be found from the attachments 1 and 2.
The information and data concerning Mega’s ideas, plans, tasks and objectives for
marketing in social networking sites was collected in a meeting held in the
beginning of June where these issues were discussed and decided with Mega’s
management and marketing personnel. To be able to design the process and
objectives in the best possible way, it was necessary to combine the knowledge of
the researcher on marketing in social networking sites with the knowledge of
Mega’s management personnel on operating in healthcare technology industry.
The one hour meeting was recorded from word to word and the main points and
decisions were transcribed afterwards. The questions used to lead the conversation
in the meeting can be found from attachment 3.

The interviews, meeting and the literature review provided the needed information
and knowledge for the researcher to start the actual process of integrating social
networking sites as a part of medical device manufacturer’s everyday marketing
operations. With the help of this information the researcher started to carry out the
development process in the most suitable way for the company. Throughout the
process the researcher reflected his own actions and experiences. Observations on
the effects of made actions were made and captured on daily basis. Observations
were collected by making notes on the effects, experiences and results
caused/created by external factors and researcher’s actions. The quantitative data
concerning the traffic to Mega’s web page was collected with Google Analytics
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service. Statistics provided by the used social networking sites for created profiles
were used for collecting the necessary quantitative data concerning each company
page or profile created. The numerical data from these sources was collected on
weekly basis.

5.3

Validity and reliability

Evaluating the validity and reliability of action research can be quite challenging
as there are no generally approved univocal criteria or methods for evaluation.
However, there are some ways of increasing the validity of an action research. To
increase validity of the report, it is needed to explicitly state aims, position and
research interests for all audiences in the report. In addition, it is important to give
valid arguments on why action research is really appropriate method of
approaching and solving the issue presented in the research. (Eriksson &
Kovalainen, 2008, p. 203) The thesis clearly states and explicates the process,
purpose and goals of the research. In addition, consistent arguments have been
introduced to support the decision of using action research in this particular
situation which increases the validity of the report. The goals of the research need
to be explicated clearly since it is extremely important for academic purposes and
for practical needs of the researched company (Eriksson & Kovalainen, 2008, p.
203). Also, illustrating the possible points of inferences, including researcher’s
own attributions and opinions is essential, since it shows the knowledge level
which has been obtained during the research. One other method of increasing
validity of the report is to explicate thoroughly the achieved changes and learning
processes during the research. (Eriksson & Kovalainen, 2008, pp. 203-204)
Explicit gathering and reporting of observations and actions during the research,
and analyzing and evaluating thoroughly this data increases the credibility and
validity of the whole research. Of course not all of the observations were reported,
but those which were seen as the most important for the research.

The reflectivity, credibility and internal consistency of the thesis emerges from the
consistency and readability of content as well as from the quality and amount of
used literature sources. The clear structure of the thesis provides excellent basis
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on understanding the research process and its results. Moreover, credibility and
reliability has been enhanced by gathering data using several different methods
from various sources. This means that because observations are rather subjective
information based on the feelings, experiences and even actions made by the
researcher, it is important to use other sources such as literature and interviews to
evaluate and validate data collected by observing. For example by making an
interview to a neutral party (local B2B company) and comparing this information
to the observations and actions made during the research increases reliability as
the results received with the help of both of these methods partially supported
each other. Also, using quantitative data gathered through company’s social
networking site profiles has provided more credibility for examining the
usefulness of social networking sites for Mega, and the utility of different actions
made in this environment. Using both quantitative and qualitative research
methods and data has been one way of trying to enhance and increase the validity,
reliability and usefulness of the research (Tuomi & Sarajärvi, 2002, pp. 141-142).

5.4

Research process

In action research the research process is iterative. What this means is that new
knowledge is generated through spiraling cycles with 4 steps. These steps are
planning the actions, acting, observing made actions, reflecting. The next cycle
starts after reflecting phase with a revised plan for actions. Then again these
actions are observed and the cycle ends on reflecting. (Eriksson & Kovalainen,
2008, p. 199; Perry & Gummesson, 2004) In spite of this characteristic of action
research, the number of carried out cycles is not seen as meaningful evaluation
criteria of the research. More important is the understanding and assimilation of
the basic idea of the research, and the investigational grasp on the research.
(Heikkinen, 2007; Heikkinen, Rovio & Kiilakoski, 2007, p. 78-82) This thesis
covers one of these research cycles. The research process is presented in the figure
8.
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Figure 8. Research process
The planning phase of this research was done through literature review, interviews
concerning Mega’s current marketing activities and one meeting with the
company’s management personnel. In the planning phase the research problems
were identified. Once the problems were identified, the researcher started to
gather information through a meeting and two interviews, and also through
literature review. With the knowledge and information gathered in the first phase,
the researcher was able to construct a clear plan together with the company’s
management and marketing personnel on the process of how the company would
start its marketing activities in social networking sites.

During implementation of the designed process (acting) and during each phase of
this development process notes were gathered through observation. Based on the
gathered observed data and collected quantitative data from the web page and
social networking sites, it was possible to learn from the made actions and
observations. This way, the researcher was able to evaluate the factors which need
to be taken into account and actions that need to be made or developed when
exploiting social networking sites as a part of Mega Electronics’ marketing
communications in the future.
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The main findings and conclusions of the thesis were composed during the
reflecting phase where learning from the observed data occurred. In this last phase
the researcher reflected on the whole process (reflection on the results of planning,
acting and observing phase) to make findings which are helpful for carrying out
and further developing marketing activities in social networking sites when acting
in medical device industry and reported this information to the personnel involved
in marketing activities. Main findings of this thesis provide the company the
opportunity to continue developing its social media marketing activities by
following the learned pattern or to expand its activities to new social networking
sites by applying the knowledge and experience received from this research. Thus,
the thesis fulfills its purpose as action research since it produces knowledge and
actions that can be directly useful to the company (Eriksson & Kovalainen, 2008,
p. 208).

5.5

Analyzing the research data

The gathered data was approached in an inductive manner, which means that the
data was approached as impartially as possible without any assumptions on the
issue beforehand. Through analyzing the data in an inductive manner, the
researcher is able to construct new information by means of the collected
empirical data (Eskola & Suoranta, 2008, p. 19). The data collected during the
research was analyzed with quantitative and qualitative methods. With qualitative
methods the intention was to clarify the collected data and seek the most
important and repetitive entities and patterns. Thus, it was possible to produce
new information and increase researcher’s knowledge and understanding on the
handled issue. Since the researcher is obligated to interpret the collected data, it
can be said that researcher’s perceptions and richness of imagination have an
effect on the final conclusions and findings of the research (Eskola & Suoranta,
2008, pp. 145-147).

The main data used in analyzing phase was the data collected through
observations. Notes were made constantly on a daily basis concerning the actions
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and observations that were made during the process. Analysis of the data was
carried out according to the content analysis method. Contents of observation
documents were analyzed by searching entities and patterns which were
experienced as important or essential by the researcher or by the company
personnel. Also, effects and actions described and observed as important or
essential were searched and analyzed from the material. In addition, repetitive
observations on certain actions, effects and factors that were seen as beneficial or
non beneficial by the company were tracked down. By finding the most
significant observations, actions, factors and effects, it was possible to form a
picture on what methods of marketing in social networking sites were beneficial
for the company itself. Also actions and methods which were seen as irrelevant
and unbeneficial for the company’s operations were tracked down through
analyzing the collected data.

To validate this observed information, knowledge received from reviewed
literature and data collected from interviews and meeting were used for evaluating
and analyzing the functionality and usefulness of certain activities and methods
appeared in the collected empirical data. In addition, a quantitative method was
used for analyzing the qualitative data by simply investigating and counting which
observations concerning certain actions or factors appeared in the documents most
frequently. This way the researcher was able to track down successful and
unsuccessful actions made by the company and its competitors. By reviewing and
analyzing the collected material this way, also some important factors and things
that need to be remembered, observed and taken into account when acting in
social networking sites were recognized.
Also statistical data from the used social networking sites and company’s web
page statistics was collected. This numerical data was used to evaluate and
analyze the benefits and usefulness of made actions and the overall benefits of
using social networking sites. The researcher tried to find possible reasons for the
changes in the numerical data, for example reasons for increased amount of traffic
from a particular social networking site to company’s web page. Of course the
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absolute truth was impossible to find, but some clear indications on the possible
reasons were revealed and reported in the research. Numerical data was also used
for evaluating and analyzing which site of the used social networking sites is the
most relevant for the company in the light of numerical statistics. Relevancy and
usefulness of selected sites was analyzed also through observation documents.
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6

MEGA ELECTRONICS LTD

Mega Electronics Ltd is a medical device manufacturing company from Kuopio,
Finland founded in 1983. The company develops, manufactures and sells medical
devices and software for monitoring and analyzing human brain, muscles and
heart for several different applications like sport science, rehabilitation,
neurophysiology, occupational health, research use, educational use and home
healthcare. With the devices manufactured by the company it is possible to
measure muscular strength, fatigue and recovery, stress levels of an employee,
work ergonomics and human brain, for example in form of epilepsy monitoring.
Currently the company has 19 employees.

Over the years the company has become more international and nowadays its
business is based much on exporting products abroad. Mega has customers all
over the world and its distributor network is spread out to over 30 countries. Mega
has a long history and experience on the multinational and -cultural customer base
of the medical device industry. The industry is strongly emphasized on selling and
purchasing very specific systems and devices which is why the continuance of
individual customer relationships is varying a lot. Because a great amount of the
customers are from the public sector, carrying out deals takes a lot of bureaucracy
for finding the finance for purchase from the customer side. This is why the sales
proceeds may be scattered very unequally during the fiscal year.
Mega’s biggest customer segments are hospitals, universities, research institutes
and other public institutes. Besides this, the company also has a variety of
different institutes and companies from the private sector. A big part of the made
sales are one time device purchases and new orders from the same customer may
not come for several years. One main reason for this is that innovative products
which replace older solutions are not developed as often as in the home appliance
industry, for example. Most of the competition is based on the software and
service side which are sold with the devices, which is why the software
development is becoming more and more important in the industry. One thing
slowing down the pace of launching new products is the need for getting the
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needed approvals for the devices which takes time. When selling the devices to
public institutes like hospitals, the customers may demand the devices to be
certified medical devices unlike in some sectors of the healthcare industry, for
example in the heart rate monitor market, where products are sold straight to endusers without any need for medical device approvals. The company has a very
strong research and development department, but a lot of development projects
are also carried out in cooperation with different universities and research
institutes. Through cooperation Mega is able to develop new medical solutions
and technology as well as its own operations to be more customer-oriented and
innovative.

6.1

Current marketing communication activities

Marketing at the industry of medical devices is extremely demanding and
challenging. Designing the right kind of message and finding the right target
audience is not always straightforward as the needs of the customers may be very
particular and detailed. Moreover, the specific features of the products create the
need for making very thorough research when searching for potential customers.
This is why advertising in some traditional marketing channels, like newspapers
or television, is not necessary or even rational. Often customers’ needs vary
significantly between different customers, which is why selling a certain product
may demand a strong and wide knowledge base and experience from the sales
person in order to be able to carry out the deal. (Tiihonen, 2013) It is also
extremely important to pay attention to the terminology used in marketing as well
as to different ethical issues. Sometimes using the wrong terminology, for
example when making sales to a research group, can confuse the customer and
even lead to the loss of the deal (Remes, 2013). Thus, the sales personnel need to
be both skillful sellers and specialist of a certain industry branch (e.g. heart rate
variability or cardiology) to be able to provide right and comprehensive solutions
for the customers to solve their complex problems and needs.

Generally, marketing of medical devices has the same principles as marketing of
any other product or service, but in addition, in many cases it is needed to have
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clinical evidence and medical publications about a certain device in order to prove
the suitability and functionality of the device. Sometimes even presence of a
specialist in sales situation, like a researcher or a doctor, is needed to be able to
convince a customer to make the final purchase decision. Also good and
impressive reference customers are vital for sales and marketing. Finding the key
customers from certain market areas can open the doors for successful business in
these markets. On medical device market, meeting these new contacts and
potential customers happens often through different kinds of congresses and
exhibitions where the companies are present. These congresses and exhibitions
are normally very well targeted for certain sectors of the industry like sports
science (ECSS congress), human brain mapping (OHBM exhibition) or
occupational health (Occupational Health fair) which means that a variety of
specialists of their own field will participate to these events. This makes possible
the finding of important customers from certain fields of healthcare and healthcare
technology, and makes planning of marketing communications for these events
much easier as customers’ interests and needs are better known and identified
(Remes, 2013). Moreover, seminars for users or target audiences, product
trainings for end-users and distributors, and Internet are seen as very important
ways of marketing and finding new contacts.

For Mega Electronics, it is fundamental to create a trustworthy, competent, safe,
and “caring about health” type of image through its marketing communications.
Furthermore, all marketing material and the appearance of manufactured medical
devices need to match with the requirements of the environment where these
products are being used. Also, if a device is not used for diagnostic purposes, or it
is not possible to make diagnosis which fulfills the medical device directive’s
requirements with the device, the device can only be advertised for monitoring,
measuring and/or evaluation purposes of these human body functions. In these
situations a company cannot advertise these devices as a diagnostic device, as the
diagnosis are often made by a doctor. There are some automatic diagnostic
technologies available, for example for detecting arrhythmias, but these
technologies need to go through a very time consuming and resource taking
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approval process of different requirements and directives, and for example in the
USA in addition to this process, a clinical proof of functionality is needed.
Obtaining these clinical proofs means researching the functionality of the device
with at least 50-100 patients. (Remes, 2013) These very accurate, precise, strict
and demanding requirements and directives set certain complexities for a medical
device company when talking about marketing. For example, it is essential to
consider very carefully with what words and how a medical device is advertised,
but at the same time it is vital to stand out and create a more attractive brand with
marketing communications in order to succeed in the market. This does not create
an easy starting point for medical device marketing.
Mega’s current marketing consists of both traditional and digital marketing
activities. These activities include participation to different exhibitions and
congresses, product brochures, dealer mailings, distributor meetings, direct
contacting of customers, demonstrations of products directly to end-users with or
without a distributor, web pages, email marketing, web shop and search engine
advertising. As the significance of marketing through Internet and other electronic
channels like email is becoming more important, the company is investing
increasingly on marketing happening in these channels. Email marketing, direct
contacting, product demonstrations, congresses, exhibitions, arranged seminars,
web pages and web shop are seen as functional and good marketing activities. At
the moment the most important and used channels for marketing are without any
doubts email and participation to different congresses and exhibitions (Remes,
2013; Tiihonen, 2013). Through email the company is making different mailing
campaigns, contacting new potential customers and informing them about the
existence of the company. Currently this has been the most effective way of
marketing when talking about increase in sales and requests for quotations. The
biggest problem of email marketing is the extremely time consuming phase of
finding the contact information of the right persons.

As the company is strongly concentrated on technology and the personnel is
highly engineer-based, the internal culture of the company does not create a
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favorable environment for marketing. Technology is emphasized in most
everyday operations leaving marketing to a very little attention. Meetings
arranged for marketing discussions are often turned to product development
meetings where, instead of thinking and inventing new ways of marketing, new
product features are being discussed and developed. Because of the technology
oriented environment and culture, developing marketing communications is often
undermined and seen insignificant as marketing is not considered as intelligent or
important work. In addition, there is sometimes problems in creating clear and
good quality application material, and because of the small number of marketing
personnel, the resources are often insufficient for carrying out comprehensive
seminars for users and target audiences. At the moment there are only 2-3 persons
at Mega who are concentrating on marketing and sales operations and using 100%
of their time for developing and carrying out these activities. (Remes, 2013)

Mega has still a lot to do with its marketing operations. The company is especially
interested in developing further its electronic marketing activities by finding new
ways and channels for reaching target audiences more easily and cost-effectively.
The company is interested in developing handling and collecting methods of
customer feedback. Finding new ways and channels for collecting customer
feedback and utilizing it in product development would offer the company a huge
advantage in its R&D operations. Moreover, increasing interaction between the
company and its customers would be very important as it would offer the
opportunity to increase customers’ trust and engagement towards the company.
Besides increasing trust, in many cases an intensive interaction with the customer
is necessary because the needs of the customers are often very specific, and it is
important to figure out what kind of equipment or combination of equipments
would provide the best solution for their problems. Sending emails between the
parties is not always enough to create an intensive interaction and this way not
enough to create good customer service and satisfaction.

All in all, medical devices cannot be advertised to anyone or with any methods
because the solutions and customers’ needs are often very specific. Therefore the

59

contacts need to be searched and selected carefully, and sometimes it is important
to even make a so-called “background check” to see if the selected person is really
someone who would be interested in getting more information about the company
or its certain products and eventually to make a purchase. Marketing can be very
tricky, but at the same time the company needs to be able to reach target
audiences more easily and focus its marketing communications more accurately
so that the created marketing messages will reach the potential buyers as widely
as possible. Considering the benefits and the potential social networking sites can
provide for solving these problems, they could well be the solution for these basic
problems faced by any medical device company in its daily operations.

6.2

Marketing communications of healthcare technology companies in
social networking sites

There are a variety of companies at the healthcare technology industry already
utilizing social networking sites as a part of their marketing communications. The
most famous channels for sharing content and interacting with customers seems to
be Facebook and Twitter. One reason for this may well be the fact that these two
are currently ones of the most popular social networking sites and they are being
used by millions of people every day.

Companies acting on the healthcare technology industry utilize social networking
sites a lot like companies acting on any other industry. Sites are being mainly used
for sharing content about company, its products and new product applications and
events or exhibitions where they are participating. Moreover, companies are
sharing a lot of other interesting content like articles concerning the applications
of their products. For example one Finnish sports equipment (e.g. heart rate
monitors) company is sharing content concerning sports by publishing different
articles, news topics, photos and videos about different sports events, even those
where the company or its products has not been present. Besides social
networking sites, companies are using other social media types such as blogs and
communities.
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Because every social networking site has its own characteristics, there can be seen
some differences in the ways different sites are utilized but there are also a lot of
similarities. Facebook and Twitter are used for sharing all kinds of content.
Companies are sharing videos, news topics, photos and other material interesting
to their followers but these sites are of course used for advertising companies and
their products and services. Moreover, these sites are often used for interacting
with followers by posting also informal conversation starters like “what are your
plans for this weekend?” These conversation starters can be pointed out to
everyone or just certain followers and they can be in form of questions about
follower’s plans for upcoming weekend or follower’s opinions about certain
topics. This way companies are trying to engage their customers and to get them
more involved. Also, this can be very valuable when gathering information about
the needs of a company’s target audience.

More professional sites like LinkedIn are used in similar ways but the content
published is often more formal. In the field of medical devices this more formal
content can mean scientific research articles which are shared at the profile page
more often than these kinds of informal conversation starter topics or photos.
Although several companies from the healthcare technology and medical device
industry are present in LinkedIn, they seem to be exploiting this site amazingly
little. Many of the healthcare technology companies have only created a company
page but are not utilizing the possibilities of posting information and content on
these pages. Most of them are not using their company page at all and some of
them only for announcing new jobs. Companies from other industries, like
information technology industry, seem to recognize the benefits of using also
LinkedIn as one of their communications channel by sharing interesting content
like articles, interesting news, announcements about upcoming events and
exhibitions, and product or service information.

Most of the healthcare technology and medical device companies are using social
networking sites very similarly in their marketing communications. Companies
are more concentrated on posting content that may provide interesting information
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for their target audience, but providing direct benefits like discount codes is not
very common. As it has been indicated, the followers are more probably to start
and continue following a certain company, if they can benefit from it somehow
(Heller Baird & Parasnis, 2011). Of course getting interesting news and important
topics from followers’ fields of interest through companies’ updates is important,
but the value of providing followers discounts, exclusive information or other
benefits should not be underestimated. Although we are talking about very
specific B2B market, it does not mean that this market does not have any
similarities with B2C market. Always when designing communications, one
should remember to concentrate on figuring out the reasons why customers and
users are actually willing to follow a certain company (Heller Baird & Parasnis,
2011). In addition, by researching which kind of communications and messages
are getting the most attention, it is possible to develop and improve the usage of
social networking sites as a marketing tool.
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7

SOCIAL NETWORKING SITES AS A PART OF MEDICAL
DEVICE

MANUFACTURER’S

MARKETING

COMMUNICATIONS
For a medical device company like Mega Electronics it is crucial to pay attention
to company’s main target audiences, products and value proposition of each
marketing message carried out to different customer segments when designing
company’s profiles for social networking sites. As all other marketing material
needs to be designed carefully, also social media presence and appearance has an
effect on how professional and competent the company looks in the eyes of
potential and current customers. Thus, using right terminology and designing all
marketing communications is essential. (Remes, 2013) As Mega wants to
communicate competent, safe and trustworthy image also through social
networking site profiles, it needs to pay attention to the promises made through its
marketing. Although social networking sites offer more unofficial or informal
place to act where Mega can bring out its humane and non-conservative side, the
company should never forget to be at least some professional. Finding new ways
of making the company more interesting and easier to approach by people is
important for Mega in order to be able to stand out from the crowd. However, a
certain level of formality must be maintained and communications need to be
designed very carefully and with a good taste. The huge potential that social
networking sites create for spreading information like wildfire through the
Internet can be a significant benefit, but it also creates its challenges.

7.1

Identifying target audience

Because of the diverse product range, Mega’s customer base is rather wide. The
main target audiences of the company are public organizations. In addition, Mega
has a lot of privately owned companies and institutes as a customer. Three biggest
target audiences for Mega are corporate health, research (e.g. universities) and
hospitals, and sports (Remes, 2013; Tiihonen, 2013). A lot of the sales are also
made through distributors. This is why also distributors form one important
customers group for Mega. Through distributors the company is able to reach
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more end-customers from the application areas mentioned earlier. “We are mainly
interested in these three application areas. Corporate health is the most
interesting one because of increased awareness of the importance of health
monitoring in working environment. In addition, the field of corporate health
consists more of private organizations which reduce the problems and slowness
created by the bureaucracy of the public institutes in purchase processes” says
company’s Chief Operating Officer (COO), Mr. Aki Tiihonen.

Because Mega already has a wide customer base in the field of research and
hospital healthcare, this customer segment is very important for the company.
Furthermore, sports organizations are one big target audience because of the
nature of company’s products, but as it is a field of harsh competition, Mega is
especially interested in focusing on the corporate health industry and research
industry. The new generation heart rate variability (HRV) product, eMotion Faros,
offers the company a great opportunity to strengthen its position in the corporate
health market. “This is the target audience with the most purchase power which is
why it can provide us the best sales. With our new generation HRV device, we
have a great opportunity in our hands.” points out company’s Chief Executive
Officer (CEO), Mr. Arto Remes. Besides companies or organizations, Mega also
has some individual customers buying products for their own personal use. Mostly
these customers are interested in company’s incontinence treatment device for
women called FemiScanTM and company’s heart rate variability equipments.

Then who are the people in these segments Mega needs to reach and talk to? In
corporate health market Mega’s main target is to sell the equipment and solutions
to service providers. But selling and marketing the product to a service provider is
not enough. The company also needs to convince the management of a company
about the importance of health monitoring in work, and about the functionality
and suitability of Mega’s product for improving working environment. These two
actors are interested in very different facts. One group is interested in how they
can make money with a service combined with Mega’s products, and the other
group on the benefits they receive from using the service provided by the service
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provider. Mega is also selling the products to research institutes which are
specialized in corporate health concentrated researches.

In the field of research the primary objective is to get the leading researcher or
research team convinced about the functionality and suitability of Mega’s
products in their study or project. These are the people who have the best
possibility to influence on the purchase decision. But sometimes even though the
main influencers are convinced, the budget or bureaucracy of a public institute
may become a barrier for the purchase. Sometimes a researcher may know that a
certain product would be the best for his or her project but is forced to buy
cheaper one because of the budget (Remes, 2013). In hospitals the main target
audiences are the doctors with the most authority and also hospital’s management
personnel.

On the sports market it is almost the same as with research or hospital customers:
you need to find or the person making the decisions, or the person or the group
with the most possibilities to influence on the purchase decision. This can mean
doctors and physical coaches of a sports team, owners of gyms or sports centers,
or in some cases a research team. The main problem of sports field is that there
are already a lot of competitors offering very similar products on the market,
which is why it is not Mega’s primary target market. Moreover, both Mr.
Tiihonen and Mr. Remes points out that the budget for purchasing these kinds of
equipment is often very small when talking about sports teams or sports centers
which makes the competition even harder.

7.2

Determining objectives

For a company with no experience from social networking sites, the first thing to
do in order to be able to set any objectives is to find out information about the
metrics of social networking sites which can be used for measuring marketing
performance. Mega started its objective determining phase by investigating what
metrics are generally used for measuring marketing in social networking sites.
After this the management and marketing personnel was gathered for a meeting to
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decide what metrics would be the most useful ones for the company. Based on the
discussions of the meeting (see attachment 3), the goals were set for each month
and also in a longer period of time. The six main objectives for Mega are
presented in the figure 9. These objectives are good and simple way to start
measuring the performance. In the future the company can set even more detailed
objectives once it has increased its experience in using social networking sites as a
part of marketing communications. As the objectives gets more detailed,
marketing can be designed more effectively which helps to develop and improve
overall social media operations. Evaluating the relevancy of the objectives at least
few times a year helps developing marketing in social networking sites to a
wanted direction.

Figure 9. Mega's main objectives for marketing in social networking sites
Once the profiles and company pages have been created, the first step is to
increase users’ awareness of the company and get followers for the profiles. It is
always important to try to increase the amount of followers and share content that
will help to do so. Interesting content helps to keep the current followers and
attract new users to visit the profile and follow the company. One objective for
Mega is to increase the amount of followers and fans every month in every used
site, even with one follower each month. Besides increasing followers, the
company wants to engage their followers with the brand. This means that the
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company is constantly following the success of shared content and trying to see
which kinds of posts are the most attractive ones and have the biggest reach. It is
important for the company to be active to constantly keep a certain level of
impressions, clicks, engagement and page visits each month. The ideal situation is
to have every post liked, clicked, shared and commented by users. Besides
increasing visits and followers to Mega’s social networking site profiles, it is also
important to increase the traffic to company’s web page and web shop. By
following the traffic sources of the web site and web shop with the help of Google
Analytics service it is possible to see how well users are finding these web sites
through social media profiles.

One major objective besides the ones presented before, is to increase the word of
mouth among current and potential customers and followers, and this way to
increase the reach of company’s marketing communications. Mega’s objective is,
eventually, to have followers who are actively commenting and sharing the
content posted by Mega within their own social network and this way increasing
the awareness of other users about Mega Electronics. Not all of those who are
reached by company’s marketing communications need to be from Mega’s target
audience. It is important to remember that even though someone is not from
Mega’s target audience, it does not mean that this person does not know anyone
who would be interested in the company and its products. This means, that even if
the post or message reaches people who are not interested in Mega or its products,
they can still be valuable for the company as they may spread the information
inside their own social network which may include even several people from
company’s target audience. Moreover, with the posts and shared content Mega
aims to enhance the image of the company as professional and high quality
medical device company. When followers are getting more engaged, Mega’s one
objective is to utilize social networking sites when the company is launching a
new generation heart rate variability product to the markets. When Mega has been
able to increase visibility of the company in social media, it can use its channels
for marketing these new innovative products and this way reach and get closer to
more people from the target audience and thus, it is able to increase interaction
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between the company and its customers. “In the future, one goal is to create a
useful forum for new product info and creative ideas where active customer
groups can become a part of company’s developing processes and Mega can
create deeper commitment into that certain product area” says Mega’s CEO, Mr.
Arto Remes.

Increasing sales through social media marketing is also one objective for the
company. But as it has been said, when making marketing in social media, one
should not concentrate too much on the direct sales or purchases received through
social media communications, but more on the amount of interaction and
engagement rates the company is able to create through its actions in social
networking sites. Awareness and engagement of followers and customers, and
spreading the information among them can be seen even more valuable for the
company than immediate sales. High engagement rates and spreading of
information can lead to new long-term customer relationships, partnerships with
new distributors and thus, increased sales in the long run.

7.3

Selecting channels

Mega tried to start its social media activities already in 2012 by creating a
company page to LinkedIn, but was not able to utilize it until the summer of 2013
mostly because of lack of time and personnel. This is one reason why the
company wanted to start its marketing communications in social media by
concentrating on only one type of social media channel, social networking sites.
The company wanted to start its social media communications patiently, which is
why it was decided that the company would select 2-4 social networking sites to
be used as a part of its marketing communications. This way Mega ensures the
sufficiency of its resources for carrying out marketing activities in these channels
and also gives time for its personnel to learn the use of social networking sites in
marketing. After these channels are used effectively in marketing, the company
can start planning on expanding its social media activities to other channels like
blogs or communities.
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One major reason for selecting certain social networking sites to be used as a part
of Mega’s marketing communications was the total amount of users and
popularity of a certain site. The more users a site has, the more probable it is to
find users from company’s target audience. Bigger number of users was also seen
as possibility to increase the potential of spreading the word of mouth and this
way the potential to increase the awareness of people about Mega Electronics.
Two other major factors influencing on the decision making were the amount of
competitors or healthcare technology companies found from these sites, and the
amount of healthcare targeted user groups or profiles in these sites. This way
Mega was able to form a better view on the usability and usefulness of a certain
social networking sites for the company. As the most suitable sites were found
and selected, Mega started learning principles of usage of each site by creating
personal profiles for company personnel to these sites. Only through usage one
can learn possible restrictions of use, rules of usage, and other characteristics of
these sites. It is crucial to find out, for example, what kind of content is normally
shared on these sites, the possible limitations of these sites, the possible ways of
marketing and advertising and the rules of usage of these sites. By finding out
these basic things, the company can utilize the selected sites in the best possible
way and avoid misusage.

Facebook, Twitter, and LinkedIn were seen as the most relevant social networking
sites for Mega for fulfilling the set objectives by the company’s marketing team.
As the company wishes to reach as many people as possible, and this way create
awareness among potential customers, the sites with most users were a natural
choice. Also other factors affected to the selection. Firstly, LinkedIn was an
obvious choice as it is the world’s largest professional social networking site and
thus, it offers the company huge potential to reach potential distributors and
customers. Moreover, one major reason was that Mega already had created a
company page in LinkedIn and gathered some 40 followers already, but the page
was not utilized. So proceeding with LinkedIn was obvious choice as the
company already had a small audience for their communications in LinkedIn.
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As LinkedIn is a business related site, it is a place where its users are intentionally
trying to find information and content about interesting companies, their products
and their vacancies. In addition, because almost every user of LinkedIn has
personal information in their profile about the industry they are working in or
about the field of industry which is the most interesting one to them, plus other
relevant information, it is easier for Mega to find the most relevant contacts and
people through the site. Moreover, in LinkedIn there are a variety of groups for
medical device, corporate health, well-being, research and sports related
discussions. This allows the company to monitor conversations and to examine
what are the hot topics of the healthcare technology industry that interests users
the most. These groups offer a great possibility to find new contacts, to take part
in the conversations, and to let these people know that Mega exists.

The selection of Facebook and Twitter was mainly based on the fact that they are
currently the most popular and the biggest social networking sites in the world.
The huge amount of users creates significant potential for spreading the word of
mouth and creating awareness about Mega among people around the world.
Furthermore, Twitter and Facebook are also very popular among companies from
all industries. There are a variety of companies from healthcare technology
industry present on these sites, and this is why it is also very probable that the
customers are turning more and more to these sites for finding information about
the supply in the industry. Because there are a lot of competitors present at these
sites, as well as in LinkedIn, it is important that users can also find Mega through
the same channels. In addition, being present on these channels allows Mega to
monitor its competitors and their actions. Of course it is vital to remember that
this goes vice versa, which is why Mega need to be very careful what information
to share through social networking sites.
By selecting LinkedIn, Twitter, and Facebook as part of Mega’s marketing
activities, the intention is to have different kinds of channels for information
sharing. Even though all these channels are used for sharing formal and
professional information and content, some channels also allow sharing more
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informal content like pictures about company’s everyday operations like
exhibitions and company celebrations. They provide the possibility to create
content that let customers to get closer to the company, and this way engage them
even more. LinkedIn is more a place where business is made and where new
employees and employers are searched and found. This is why people need to
think about what they are going to post, which is why shared content is often
articles and work related information and opinions. It is rare to see people making
posts about their daily life in LinkedIn. Twitter and Facebook are more for sharing
this kind of information. By sharing informal content, it is possible to bring
people closer to the company. As Facebook and Twitter allow more casual
communication, company can also show that it is not all about business, but also
about their customers and followers.
7.4

Designing communications

Content which a company shares in social networking sites is the thing that makes
users follow or ignore company’s profiles. Thus, it is necessary to plan marketing
communications carefully. Because social networking sites are a totally new
environment for Mega, designing communications can be challenging. Until now
Mega has used more traditional ways of marketing in a less interactive
environment, for example email and Google search engine. Therefore, Mega is
more used to the “we talk, you listen” way of thinking. As it is now starting
marketing in social networking sites, which are extremely interactive
environments where users talk to each other and to companies, Mega needs to
start designing new ways to engage their customers with the brand.
Mega’s intention is to use different types of social networking sites which is why
the company selected LinkedIn, Facebook and Twitter to be used as a part of its
marketing communications. From these sites the company had a vision of using
LinkedIn as more professional channel of communications, where it can present
products, make more specific posts, and also make announcement on possible
vacancies in the future. In Facebook, Mega wanted to have more pictures
available for example about company’s products and exhibitions. As LinkedIn is
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highly professional oriented environment, Mega wanted to have few channels for
sharing also more informal content in addition to the formal information. Twitter
and Facebook were seen perfect for creating Mega a more human and nonconservative profile which would handle Mega as positively peculiar northern
phenomena. As Mr. Tiihonen comments “these channels offer Mega the
possibility of creating fun but still professionally interesting viral content (e.g.
videos) to hook the people into following the company and get them interested in
the solutions that we offer.” Although in many cases a company needs to be very
formal and professional in healthcare technology field, it is also important to
remind people that behind that innovative technology there are great people. This
way Mega can bring the company closer to its customers and make it easier for
them to approach Mega and engage its customers more.

When starting the designing process, Mega noticed that one great way of
designing the content of posts and profiles was monitoring competitors’ marketing
activities and tactics in social media. Even though monitoring your competitors is
a great way to stay on top of what they are doing, especially in terms of products,
Mega noticed that it is equally valuable to monitor them to get ideas and
information for planning company’s own marketing communications in social
networking sites. By monitoring competitors Mega is able to follow what kind of
posts work and what not, and this way avoids making the same mistakes their
competitors have already done. Most important information for Mega is what kind
of contents its competitors share, what time of the day they are posting, how
frequently they are posting, and what content themes they are posting. In addition,
to be able to stand out from the crowd, Mega is finding new and unused ways of
attracting its target audience by investigating the motives and the reasons why
users follow companies in social networking sites. This way the company is able
to capitalize not only on what is working for them, but also on what is working for
competitors. In addition to monitoring competitors, it is also possible to learn
from companies from other fields of industry that are actively using social
networking sites and social media as a part of its daily marketing operations. One
good example of a company successfully using social networking sites in its own
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field of industry is Genelec Oy, a world leading active loudspeaker manufacturer
from Finland. Genelec is mainly operating in B2B markets and has utilized social
networking sites as a part of its marketing communications since 2007 (Luontama,
2013). It possesses now an impressive number of approximately 42
thousand followers in Facebook and over 13 thousand followers in Twitter.

It is essential to remember that a company can also learn from the mistakes their
competitors have done. The same way as you can learn from what works, it is
possible to learn from what is not working. This is why Mega should not forget to
investigate further its competitors’ communications to see if the good engagement
numbers of a company mean that this competitor has actually been able to engage
and reach the right people, in other words the target audience. If some competitor
is focusing too much on engagement numbers and not providing interesting
content to its target audience, Mega can contact these potential customers and turn
them to follow Mega instead. This is also a great reminder for Mega to follow
their own engagement numbers and to evaluate marketing communications’ true
effectiveness based on who it is able to reach, not on just how many it is able to
reach.

In addition to monitoring competitors, Mega is also monitoring its target audience
in social networking sites, but not as strongly as it is monitoring its competitors.
Especially in LinkedIn monitoring users is easy as there are numerous healthcare
oriented groups available. By gathering information about users’ motivations to
follow companies in social media, Mega can receive valuable information on why
users follow companies in social networking sites, and what benefits they expect
to receive from companies. Thus, it is possible to design communications to be
more appealing and interesting. Some of Mega’s personnel are following and
creating conversations in these groups, and finding out what are the hot topics
which interest their target audience the most. By knowing this, Mega can design
its communications to concern more about these topics and start conversations
that generate discussions in groups to increase users’ awareness about Mega. For
example, to advertise company’s heart monitoring products, it is essential to find
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out whether to approach the theme from the viewpoint of sports (e.g. optimizing
recovery), occupation health (e.g. how to reduce stress) or overall heart health (e.g.
monitoring your heart in case of heart attack). By monitoring the target audience
the company is able to find the right approach and use the right kind of
terminology and “language” to get the message through to a certain target
audience. This way Mega will be seen as more trustful and professional in the
eyes of company’s target audience. In the future the company needs to concentrate
even more on monitoring users and its target audience. As Mega wants to move
towards more application emphasized marketing, it is needed for the company to
follow more intensively the target market’s new research findings and hot topics
to be able to create new apps and application areas for its products, and to be able
to start discussions among interest groups (Remes, 2013). Even though it is
important to see what competitors are doing, by the end of the day the people
from the target audience are the ones purchasing company’s products.
Because one goal for the company is to bring its customers and products’ users
more close to product developing activities and to have more intense interaction
with them, one interest for the company is to create different kinds of ideation
competitions in the future to find new product, app or product applications
(Remes, 2013). In the beginning these competitions could be carried out through
company’s social networking profiles but later on in the future Mega could
expand its actions in social networking sites by creating interest groups or
company forums around its heart rate variability products, for example.
Competitions could be a developing contest of new software idea, or the best
possible design for analysis report of company’s heart rate variability analysis
software (Remes, 2013). Also different kinds of questionnaires made through
Internet can be helpful in receiving important information for product
development purposes. To motivate customers to participate in these competitions
or answer in questionnaires, Mega could reward the best solutions with product
prizes or in case of questionnaires raffle the winner of product prize from the
answerers. Other motivation of course is the benefit itself which the customers are
able to get once the software or other product idea is being integrated as a part of
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company’s current solutions or product range. “Creating this kind of ideation or
company forums and questionnaires can be essential for Mega’s success and
visibility in the future”, states Mr. Remes. The Marketing Communications
Manager of Genelec Oy, Saija Luontama, points out that company forums and
communities can be also used efficiently for improving customer support and
customer service (Luontama, 2013). In addition, these places offer users the
possibility of meeting people that share same interests with them. This can inspire
people to talk more about Mega and its products and thus, these places can be
seen also as valuable customer feedback sources for the company.

Designing posts, outlook of each profile page and informing about the existence
of these profiles is not a one man job. Designing and monitoring need to be done
constantly and it takes time and resources to be able to offer the target audience
always something new and interesting. As Mega is highly engineer-oriented
company, introducing new ways of marketing is often challenging. Marketing is
not seen as important which is why also new ways of marketing are often
approached with suspicion. Because marketing in the field of healthcare
technology and medical devices demands extreme knowledge and know-how
from marketing personnel, and social networking sites are already a quite
challenging environment to act in, Mega would need all the expertise available for
its social media marketing activities.

As different areas of healthcare technology industry like brain monitoring
research can be very specific, it is important that the right persons are handling
these specific conversations to enhance the competent picture of the company.
This would mean that one should be able to sell the idea of using social
networking sites in marketing to product managers and management of Mega.
These people know the hot topics of a specific field, like brain monitoring or heart
monitoring, and as the responsibility of monitoring different target audiences can
be shared, Mega can gain better results by providing better targeted content and
information to its followers.
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In case of Mega, the company personnel needed some evidence on the
effectiveness and usefulness of social networking sites. After carrying out social
media marketing for few weeks, couple of shared posts received a very positive
feedback which helped in convincing company’s personnel (especially
management) on the usefulness of social networking sites. Convincing could also
be done by presenting some evidence on the benefits that these sites could provide
for the company, for example through success stories of other companies or
competitors. In a way this idea needs to be sold and marketed to a company with
no experience on social media and social networking sites like a product or
service. Getting people involved in and excited about social media marketing can
provide a great example for the rest of the personnel to do the same. Thus, the
people to whom the idea needs to be marketed first are of course the management
personnel of the company.

With the help of active personnel, Mega would be able to spread the word of
mouth as it can benefit from the networks built by its employees on these sites. By
actively liking, commenting and sharing company’s posts and updates, Mega’s
staff could encourage its fans and followers to do the same. Moreover, as the
responsibility of social media marketing would be shared, Mega could ensure that
marketing in social networking sites is carried out continuously as it would not
dependent on only one person. In this sense, the whole process of developing
marketing communications should be started by marketing the idea internally to
the personnel of the company.

7.5

Establishing budget

Social networking sites offer variety of ways to increase brand awareness and
visibility of a company among your target audience. There are ways to carry out
marketing without extra costs, and also ways which will need some extra
investments from the company. Marketing can be made in form of paid
advertisement or a company can sponsor some updates. Sponsoring updates works
in the same way as Google advertising, certain updates made by the company can
be used as advertisements which are shown on the side of LinkedIn page, for
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example. Advertising can be made for all LinkedIn users, or by choosing certain
people (e.g. only people from healthcare industry) and focus on a certain target
audience with your advertisement. In addition, a company can pay for buzz
creating activities as there are companies which offer services for spreading word
of mouth (e.g. world leading buzz marketing company BzzAgent). Of course, the
mandatory investment for a company is always the time which is needed for
learning and carrying out marketing in social networking sites.

Besides the paid marketing activities, social networking sites provide a great
platform for making marketing without any other costs than mandatory
investment of time and resources. For Mega, as for most of the companies, these
activities were the most interesting ones. Because of limited resources, Mega does
not want to invest huge amount of money to a totally new marketing environment
before it can really see the potential and benefit of these sites. The main decisions
concerning the budget for Mega were to decide whether to use paid
advertisements on these sites and whether to pay for software to measure social
media marketing results or use the free statistics and features provided by most of
the selected sites. So all in all, to make decision whether the company wants to
utilize the free marketing opportunities or use also additional features which need
to be paid for.
Due to the limited amount of resources, Mega’s decision was to start social media
activities by investing only its time first. Paid services or advertisements were not
seen important as the company needed to allocate its resources to other marketing
and R&D activities with higher priority. In the future, after carrying out marketing
in social networking sites for a while, Mega can reevaluate their need for paid
features to support its social media marketing. Once the current social media
activities start to generate benefits for the company, it is possible to see if it is
beneficial to invest more time, money and resources in it.
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7.6

Building awareness and increasing visibility

The first thing to start with for Mega was the creation of company profiles and
pages to the selected sites, and planning how it could advertise these profiles. The
profiles were created to be very similar as the company web page by using the
same logo, pictures and colors that can be found from the home page. The
description of the company was designed to be as similar as possible in every
channel and each profile were decided to have the same profile and cover pictures
to create unified brand image. Mega wants people to recognize the company from
certain colors, shapes and pictures. For profile picture or avatar the company
chose naturally the logo of the company. This is what company wants to keep
unchanged in the profiles. For the cover picture the company decided to use the
main picture of the company as it clearly states what Mega’s core competences
are. Just by looking this picture, anyone can understand what is Mega’s main
business and field of expertise. The logo and the cover photo are presented in the
figure 10.

Figure 10. Mega's cover photo and company logo
After visual planning of the profiles Mega started to design the information which
will be presented in these pages. For a medical device company it is fundamental
to use right terms and keywords in the introduction text about the company and its
products. In addition, it is important for the company to bring out the possible
applications for its products in every company introduction because these are
often the keywords customers use for searching products and solutions for a
certain purpose. For Mega it is important that the social media profiles can also be
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found through different search engines. The same goes to posts and updates,
which is why it would be good to design all made communications in the same
way.

One effective way to advertise the existence of the profiles is to show the logos of
used sites on company’s home page. In addition, advertising the profiles in every
employee’s email signature is effective way to spread the information about the
profiles to the people the company is in contact with, for example customers and
distributors. (Luontama, 2013) This way the customers can access to these
profiles just by clicking on the icons. Besides this kind advertising, Mega has also
informed its distributors and partners about the social media profiles by email and
asked them to follow and engage with the company on these sites. With the help
of distributors Mega has been able to spread the information more as some of the
distributors have liked, shared and commented actively on the updates made by
Mega. Especially in the beginning of social media activities, it was experienced as
very useful to ask help from acquaintances and partners, so that all the activity in
company profile is not made by someone who works for the company.

To bring out the expertise and knowledge, Mega shares content which is highly
concentrated on health, on medical devices and on healthcare issues. It is highly
fundamental to have all marketing material, including social media content,
carefully planned so it is possible to ensure that right terminology is used when
advertising certain product for certain applications (Remes, 2013). This way every
marketing message can enhance and emphasize the image of Mega as world
leading and competent healthcare technology company. Shared content and posts
of the company are related mostly on the field of medical devices, medical
research, and overall health and well-being. In addition, Mega is sharing
information about the products and its daily operations. This means sharing news
and content about products, product features, new product applications, and new
product approvals as well as information and material on past and upcoming
events like exhibitions. Moreover, as articles, publications and research papers are
an important and efficient way to advertise products in the field of healthcare and
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medical device technology, it is only logical to actively share and inform the
public about new and interesting research papers and publications where Mega’s
products have been validated, tested or used. Sharing information and news
concerning gained product approvals, for example new approval of the US Food
and Drug Administration (FDA), is extremely efficient for medical device
company like Mega. One great example of this was the FDA approval achieved
for Mega’s continuous remote heart monitoring solution in December. The news
articles and information about the approval spread rapidly over the Internet during
couple of days and resulted in significant increase of quote requests for this
particular product. A quote request is received when customer fills out a contact
form through Mega’s web site and asks for more information and price of a
certain product. Normally these quote requests are answered by providing this
customer additional and more detailed information on the product, and by making
an offer for a product or product package that would fulfill the customer’s needs.
Quote requests can also be received through email and phone, for example,
depending on the way the potential customer contacts the company personnel.

Because the half-life of the content shared in social networking sites is not very
long, it would be recommendable to be present in social media profiles at least
once a week to stay on top of customers’ mind. Of course this can be very
industry-related and differ a lot depending on the type of business the company
operates in. (Luontama, 2013) This means that Mega should intend to make
updates or other activities at least once a week, preferably several times a week.
However, Mega needs to remember that at times it is better to be less active than
share content that is not interesting or not appealing to the target audience.
Interesting content will more probably increase the engagement rates and number
of followers, even if it would not be shared that often. In this sense, it is better
invest on the quality of shared content, not on the quantity. Besides sharing
interesting content to increase engagement numbers, Mega carried out one
discount campaign through its LinkedIn profile. During November the followers
of Mega’s LinkedIn profiles were offered a -10% discount from company’s heart
rate variability products. The idea of this campaign was to increase the overall
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number of followers in LinkedIn and provide users some concrete benefits of
following Mega in social media. LinkedIn was seen as the most potential channel
for sharing a discount code as it possesses the most followers relevant for the
company if compared to Facebook and Twitter. Almost all of the followers of
Mega’s LinkedIn company page are from research, medical device, healthcare, or
hospital sectors. These customer segments are very important for the company.
As few of Mega’s staff have already created personal profiles in the selected
social networking sites, the company wants to motivate these people to be more
active by encouraging them to comment, share and like company generated
contents as well as take part in conversations happening in groups, especially in
LinkedIn. By acting in social media with personal profiles, the meaning is to give
faces to the company and not just act behind a logo. Participating in conversations
is very important and can be even more effective than posting content frequently
with a company profile, especially when the objective is to increase interaction
with current and potential customers. For Mega it would be fundamental to take
part in the conversations more than currently to bring out the expertise of the staff
and to promote the company in form of conversation. To be able to participate in
conversation from all product areas the company is handling, the whole personnel
would need to be more committed to social media marketing. Even just
monitoring the healthcare and healthcare technology oriented groups in LinkedIn
is essential to keep the company updated on the topics that interests Mega’s target
audiences the most. At the moment company has few people joined to groups like
“occupational health”, “health, fitness and well-being”, “heart rate variability and
cardiac autonomic function” and “psychology and heart rate variability
biofeedback”. Still, there has been very little participation in conversations in
these groups which is why Mega should motivate its personnel to be more active
on these sites and groups in the future. Also actively sharing, liking, commenting
and reacting on activities made by customers, partners and distributors should not
be forgotten as it is an important part of creating more lively interaction and
dialog with them rather than a simple, one-way communication (Luontama, 2013).
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Since each social networking site has its own distinctive limitation and features
which influence on the ways these sites can be used, Mega has had to differentiate
its communications a little between different sites. Although the company intends
to share the same content in all channels, the representation of the messages may
vary among channels mainly because of the restrictions some sites like Twitter
create for the post lengths. In LinkedIn the company wants to maintain the
professional image of the company which is why the messages and content is
shared in a more formal tone. Facebook and Twitter are utilized for sharing
content in more informal way. Facebook is especially utilized for sharing picture
material because of the comprehensive features which support picture sharing.
Facebook and LinkedIn also provide the possibility to target company’s posts to a
certain group of people from certain industry or geographical area (Luontama,
2013). This feature, which can be very beneficial in the field of healthcare
technology, has not been used yet by Mega. Once the number of followers
increase in the future, it will become increasingly important for Mega to be able to
specify certain messages to a certain target audience. This way it can avoid
sharing “useless” information to its different customer segments. Customers may
feel frustrated if they receive often information that does not touch them. For
example, a physiotherapist may not be interested in hearing about the latest brain
research publications or product innovations.

In the future it will be fundamental to notice the existence of social networking
sites and overall social media in Mega’s all daily activities. If Mega wants its
name and reputation to spread over the Internet, it will need to take this into a
consideration already in software and product development phases. Also carrying
out different kinds of viral contents, like YouTube videos, may play a major role
in making Mega known in the world. The company has already started to develop
a mobile phone application, or more of a game, which can be used with
company’s products. Once this application is possible to link with personal social
media profiles, people can share their game results with friends in their profiles
which would be very important part of marketing for Mega. In addition,
introducing new products with different approach than competitors, for example
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by making a fun and crazy YouTube video about a product in use, can create the
wanted increase of awareness among Mega’s target audience. However, it must be
remembered that even though one major objective may be spreading information
to the world about Mega, all the material need to be designed in a way that will
not jeopardize the main goal of the company: to create and enhance the image of
Mega as world leading, competent, trustful and peculiar healthcare technology
phenomena from Finland.

7.7

Measuring results

At the moment Mega is utilizing only the statistics available on the used social
networking sites for measuring the performance of carried out marketing activities.
The statistics offered by Facebook and LinkedIn are rather comprehensive and can
offer a company very good tools for following and improving its activities in
social networking sites. Twitter on the other hand does not offer any statistics for
a person or a company to follow own activities on the site. One reason for this
may be the fact that Twitter does not have an option to create a company profile
or site, but a company profile is created and operated in the same way as any other
individual profile of a person. This is why measuring the performance and
effectiveness of Twitter is somewhat hard without any paid statistic software or
service. This needs to be taken into account when analyzing the collected data.
Table 2 present the metrics Mega sees as the most important when measuring the
performance and effectiveness of its activities in social networking sites. These
metrics were found as the most relevant ones for achieving the set objectives.
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Table 2. Most important social media metrics for Mega

Because Mega is currently relying on the statistics provided by the used sites, its
ability of measuring the effectiveness is a bit constrained. This is one reason why
the company is not able to concentrate on all metrics presented by Hoffman &
Fodor (2010) in their article. Especially measuring marketing performance in
Twitter is difficult since the site does not have any statistical information about
the profile like Facebook and LinkedIn. However, there are many service
providers offering different kind of social media monitoring tools, which will give
more insights also on what is going on in Twitter. Followed metrics should always
support and assist the monitoring of set objectives (Luontama, 2013). The most
followed metrics for Mega are: number of followers, number of impressions,
number of comments, likes, shares and clicks on posts, impressions-tointeractions ratio, and number of shares/reposts. With these metrics the company
tries to make conclusions and find out what kind of posts are working for the
company, and what kind of actions made in these sites will help the company to
achieve its objectives.

Attachments 4 and 5 present the trends of follower amounts, and amounts of post
clicks, post likes and post shares as well as the ratio of impressions-to-interactions
in Mega’s LinkedIn and Facebook company page during 1.6.2013-31.12.2013.
From attachment 6 it is possible to find the statistics of Twitter from the same
period of time. Because Twitter does not provide any statistical services to track
profile’s engagement rates, the company has been obligated to settle following
only the amount of followers, retweets, and tweets concerning Mega as there are
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not any investments made for acquiring a service for measuring the results of
Twitter. With this information the company has not been able to count the ratio of
impressions-to-interactions. In LinkedIn and Facebook interactions measured by
the company have been: clicks, likes, shares, comments, and for Mega the number
of how many people have found Mega through a certain social networking site.
The last one is measured by demanding everyone sending a quote request from
Mega’s web page to give the information through which channel it has found the
company (e.g. Google or other search engine, Twitter, Facebook, LinkedIn,
Referral or friend). Moreover to following social networking site statistics, Mega
has followed the traffic from these used sites to its web page. Tools provided by
Google analytics have been perfect for this because this service provides a lot of
information for the company on the traffic sources. This way the company has
been able to measure which site has been the most effective in directing traffic
through shared links to Mega’s web page. Statistics of the traffic from Twitter,
Facebook and LinkedIn to company’s home page are presented in the attachment
7.

As the statistics in attachments 4, 5 and 6 shows, engagement rates and number of
followers has increased in every site towards the end of the year. In every channel
the company started its communications by sharing more interesting news articles
and publications and less information about the company, its events and products.
This was also because the company did not have that many news to share about
the company in the beginning. After the summer the company increased its
product and company related posts and shared more picture content from different
exhibitions and events which resulted in higher engagement numbers. In
November the company tried to attract more people to follow them in LinkedIn by
providing a special discount code for all LinkedIn followers. This campaign did
not bring any sales, but the amount of company’s LinkedIn followers increased
more than during any other month. However, with Mega’s current customer base
it is typical that different campaigns do not result in immediate sales, but most of
the purchases are done later on, even several months later (Remes, 2013). One
major reason for this is the fact that majority of Mega’s customers are public

85

institutes and organizations which cannot make their purchase decisions as fast as
a privately owned company or individual consumer.

The best month for Mega in the light of Facebook and LinkedIn statistics was
definitely November. During this month the company offered first concrete
benefits for its LinkedIn followers as a reward for following the company. In
addition, Mega launched a new generation HRV sensor called eMotion Faros
while participating in the world’s biggest medical fair, Medica, in Düsseldorf,
Germany. The most popular content in LinkedIn and especially in Facebook were
the photos shared from the trade show. Shared photo album with pictures of
eMotion Faros sensors, and the new exhibition stand of the company in Medica,
got a lot of attention and resulted in great engagement numbers in Facebook by
getting over 250 clicks on the photos. In the same month the company received
the most clicks on its posts in LinkedIn as well, mostly thanks to the shared
content concerning Medica trade show and eMotion Faros.

To enhance measurement of social media marketing, Mega also uses a free service
called “Bitly” to see which shared links interests people the most. Bitly allows
you to shorten links and follow the statistics of how many people have clicked the
links shortened by you. In addition it provides the information from which social
networking site and which country the clicks have come from. (Bitly, 2013) This
has been very helpful for the company to see which types of links are overall the
most popular ones, and to evaluate which type of shared information works on
each site. According to the statistics received through Bitly during the six month
period, the most popular links among followers and users were links that took
people to Mega’s product pages where more detailed information and pictures of
Mega’s latest products, like eMotion Faros series (new generation HRV product
series), was given. Even more popular links were different links to news articles
that concerned the company, its operations or its products. Same observation was
made with the posts that were carried out through the used sites. The most popular
posts in the light of clicks, likes, shares and comments were the ones which
concerned Mega, its everyday operations (e.g. pictures from exhibitions) or its
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products. Also, posts and links with some visual content seemed to be more
popular compared to posts containing only text.
Even though Mega’s Twitter account has increased the amount of followers every
month, the company did not get to see the real benefits of the site until December.
During the first five months the company made a lot of tweets but ended up with
low engagement rates. However, in December the company received a FDA
approval for its remote electrocardiography (ECG) monitoring system, eMotion
ECG Mobile, which revealed the real power of Twitter when it comes to sharing
information. As the approval was noticed by many different web sites and
magazines, the news article was shared in Twitter by dozens of people and
companies all over the world. In three of these tweets Mega was mentioned by
linking the company’s Twitter profile to the tweet. The information of FDA
approval brought Mega several quote requests during December.

Besides measuring marketing effectiveness in social networking sites, Mega also
saw following the traffic from these sites to company’s web page as an important
part of measuring the performance and benefits. This way the company is able to
track down how well people have found and visited company’s web sites from
social networking sites, either through links shared by the company or other users
of these sites. Because the company had some activity on social networking sites
during 2012 carried out by Mega’s employee in Germany, there has been some
traffic directed from these sites also in 2012. Since the company headquarters
started its social media activities, Mega saw a great opportunity to compare these
two years to see the difference of truly carrying out marketing in these sites
constantly and determinedly. Like one could guess, the traffic from all sites to
company’s web pages increased. Facebook experienced the smallest change
during the half a year period with only a 13.46% increase in traffic to web site.
Traffic from Twitter grew by 110%, and the most prominent increase of 127.78%
was accomplished through LinkedIn. All in all, the most of Mega’s traffic from
social media sources during 1.6. - 31.12.2013 to its web page originated through
LinkedIn with 164 visits. This was over 1.5 times more than the traffic originated
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from Twitter (42 visits) and Facebook (59 visits) combined.

In addition to

increased social traffic, by the end of the year Mega had received its first few
quote requests from people that had found the company through LinkedIn and
Facebook.

It must be remembered that half a year is not a long time for evaluating this matter,
but it can still provide a clear direction on where the company is heading with its
social media marketing. Based on the positive feedback gotten from the results, it
is possible to say that using social networking sites as a part of Mega’s marketing
communications can be very beneficial for the company in the future. The longer
marketing has been carried out on these sites, the more positive feedback Mega
has received. This indicates that it would be recommendable for the company to
continue utilizing social networking sites in its marketing activities. Especially
LinkedIn and Facebook have shown their potential in this short period of time.
Twitter has started to show positive feedback after the six month period which is
why it will be interesting to see how this channel will develop in the future.

Hereafter Mega should still concentrate more on measuring the word of mouth by
possibly acquiring a paid service to support its social media measuring activities.
Currently the measuring has been a bit insufficient as the company has mainly
trusted on the statistics provided by the sites itself, and thus, it has not been able to
measure Twitter as thoroughly as the rest of the sites. By investing more on the
measuring tools, Mega will be able to truly see what works for the company and
what not and design its operations in social networking sites more effectively.
This enables the company to receive higher return of investments from its
marketing carried out in social networking sites.

7.8

Process of developing marketing communications in social networking
sites as a medical device manufacturer

Figure 11 presents how a medical device manufacturer can start and develop its
marketing communications in social networking sites. The figure combines the
knowledge obtained from literature, and the experience gathered through acting
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and participative observing. The reddish colored phase indicates a new phase that
has been observed as important or even fundamental for the success of carrying
out the process. The red colored texts introduce important factors and actions of
each phase that the researcher, through observations and participation in Mega’s
social media marketing activities, has identified as vital for carrying out marketing
in social networking sites as a medical device manufacturer.

Figure 11. Developing marketing communications in social networking sites as a
medical device manufacturer
As using social networking sites in marketing demands a lot of time, it is
important to remember that it is not a one man job. Especially in the field of
healthcare technology this is emphasized. Since often a medical device
manufacturer like Mega provide very specific solutions for very specific needs,
the personnel of this kind of company needs to be very qualified and possess a
great knowledge base. To be able to utilize all this knowledge and competence
also in social media marketing, the personnel need to be convinced on the
usefulness of these sites, and need to be shown that using social networking sites
for marketing purposes is not a waste of time. To do this, it is needed to convince
the management of the company first. With the help of different success stories,
or like in this research, with evidence gathered through using these sites for few
weeks, it is possible to try to sell and market the idea to the management.
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Receiving the management’s support will ease the process of getting the rest of
the personnel involved. Through the example of the management, the rest of the
personnel will more probably follow behind. This way all the skills, knowledge
and resources which are needed for attracting potential customers can be exploited
in the future. Thus, instead of identifying the target audience, the first phase of the
developing process is getting the personnel of the company involved in social
media marketing activities.

After getting the needed personnel involved with social media marketing, the
company needs to decide which target audience or audiences it wants to reach
through social networking sites with its marketing communications. From these
customer segments it is also essential to identify the person or persons that have
the most influence on the purchase decisions. In addition, the main interests of
each identified target audiences and the hot topics among the audiences need to be
investigated. This is fundamental when designing the communications. Knowing
the right persons and the main interests of these potential customers enables the
company to design its communications in social networking sites to be as
interesting as possible to this certain group of people. Using the right and
understandable terminology for certain target audience, and arousing conversation
on themes most interesting and appealing to them, is essential if the company
wishes to have an impact on the purchase behaviors of this certain target audience.

The third task is to determine the objectives for social media marketing. In this
phase the company needs to get familiarized with the metrics used for measuring
marketing performance in social networking sites. Determining the objectives
have to be done carefully because the decisions made in this phase have a
significant effect on the rest of the actions. With carefully set objectives it is
easier to choose the most suitable channels and design the most beneficial
communications for the company. Each chosen channel and each marketing
activity made needs to support the achieving of these objectives. Without knowing
the social media metrics it is impossible to set the objectives accurately enough.
One essential thing to remember, in addition to all this, is that social networking
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sites are a very dynamic and fast changing environment. This is why the same
objectives set in the beginning may not be valid or useful anymore after six
months or one year, for example. Thus, it would be recommendable to evaluate
the relevancy and suitability of the set objectives few times a year. Moreover, as
the company increases its marketing experience and knowledge in social
networking sites through usage, it will be more competent to set more detailed
objectives. More precise and detailed objectives will help the company to develop
and design its marketing communications to be more beneficial and profitable in
the future.

Mega concentrated on objectives that were easy to measure and seen as necessary
for the achievement of the set objectives. As inexperienced company, it saw this
as a good way to start the activities in social networking sites. For any
inexperienced company the objectives for marketing in social networking sites
can be the same as some of the objectives of Mega: increase amount of followers
on each site every month, increase impressions-to-interaction ratio each month,
increase traffic from social networking sites to company’s web page, and increase
word of mouth (amount of retweets, shared posts etc.). These objectives are easy
to follow through numerical statistics and thus, effects of different actions can be
evaluated more easily. As the experience is increased, it is possible to set more
detailed objectives and also objectives that can be followed through more
qualitative methods, for example by measuring the valence (+/-) of comments or
information shared concerning the company. Measuring qualitative metrics is very
important as they give the company more rich and detailed information on its
marketing performance.

Once the objectives are set, the channels need to be selected. The reason why in
case of social networking sites the channels are selected before designing
communications is the fact that each social networking site has its own
characteristics, features and principles of usage which have an impact on the way
the communications can be carried out. Selecting channels demands some
research work from the personnel of the company. With Mega, the selecting phase
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started with investigating different social networking sites by looking into the
total amount of users of different sites, by finding out which sites are more
professional and work related and which are not, and by investigating which sites
were the most popular among the company’s customers and competitors. This
way Mega was able to evaluate which sites would offer the company the best
possibility to reach a wider customer base, and also which sites would support
achieving the set objectives. After selecting the sites, it is necessary to start
learning the characteristics, features, limitations and principles of usage of each
site through using these sites with individual profiles before creating any company
profiles. This way knowledge and experience on each site can be gained before
starting daily operations on the selected sites. Based on the gathered data it is
possible to say that business related social networking sites, for example LinkedIn,
are the best fit for a medical device manufacturer like Mega to carry out its
marketing communications. Other sites such as Facebook can be used for
increasing visibility and increasing word of mouth once the company has enough
resources to act in more than 1-2 sites.

After learning and obtaining the critical information and knowledge on each site
selected, communications for the used sites can be designed. For a medical device
manufacturer it is essential that each social media profile it creates, communicates
a consistent and unified image of the company as competent, safe and reliable
healthcare technology leader. This is why the outlook and the content of each
profile and company page need to be carefully designed. In addition, it is
important to design what kind of content and posts the company wants to share.
To be able to share content that engages people as well as increases brand
awareness and word of mouth, the company should investigate the reasons why
people usually follow companies on social networking sites. It is also important to
follow what types of posts and shared content seem to interest followers the most.
In the light of the findings, it is recommendable to try to include photos or other
visual material in the content a company shares. Visual content seems to attract
people to look further what the posts, links, articles or pictures are really about
and thus, make them learn more about the company and its operations.
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In the field of healthcare technology it is important to monitor company’s target
audience’s actions and conversations to be able to find out the hot topics and the
main interests of these people. This way the shared content can be more
accurately focused on certain customer segments by providing them something
they actually are interested in (e.g. discounts, info on a certain product), and by
sharing content on topics most interesting to them using language and terms they
understand. Also, monitoring competitors’ social media actions, and investigating
further the strategies they use to engage people and improve their social media
communications, it is possible to find efficient ways to act and to avoid making
the same mistakes in social media activities as your competitors. This allows the
company to capitalize from what is working for its competitors.

When communications are designed, it is time to think about the budget. The
basic decision that a company needs to make is the decision on whether to invest
money to these social media marketing activities or just use the free features
provided by many social networking site. Decisions need to be made based on
company’s own capabilities for investing time, money and other resources in
social media marketing. Once the learning happens, and more feedback is
received through gathered statistics, a company is truly able to evaluate more
carefully which are the paid activities and features (e.g. sponsored updates or paid
buzz marketing activities) that can offer greater benefits and return of investment
for the company. Since measuring of marketing performance plays a major role
also when deciding on the budget, it is essential to think about investing on
services and tools especially created for measuring and supporting companies’
social media marketing activities.

Carrying out marketing activities in these sites can be started after going through
these six phases presented before. Building awareness and increasing visibility is
done by means of the designed communications in the selected channels to
achieve the set objectives. To be able to really build awareness, engage users and
create word of mouth, the company needs to be actively using its social
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networking site profiles. This means sharing new and updated information
frequently (preferably on daily basis or at least on weekly basis) and participating
in conversations in different groups, for example. To encourage people, partners,
distributors, and customers to interact with your company, it is essential to
remember to interact with them by liking, commenting, and sharing the content
they provide on their profiles. It is good to remember that, just like you, also your
partners and customers are waiting to be noticed in social media by others through
interactions. When a company starts to actively follow and interact with its
customers and partners, it is more probable that it will get more people to engage
with its own posts and content. In addition, advertising the existence of the
created profiles is important. Advertising the profiles can be done by informing
about the social networking site profiles on company’s web page and by
mentioning the used sites in email signatures of all company personnel. Mega saw
these methods as the best ways to spread the information about social media
presence as wide as possible.

The last phase of the process is result measuring phase. To measure the results a
company needs to find out the measurable metrics during objective determining
phase. The metrics can be divided in three categories: brand awareness, brand
engagement and word of mouth. The most important metrics for Mega are:
number of followers, number of impressions, number of comments, likes, shares
and clicks on posts, impressions-to-interactions ratio, and number of
shares/reposts. These are easy to follow, they include metrics from each category,
and they support the company’s goal to achieve the set objectives. Besides these,
one great way of measuring the social networking sites’ effectiveness is to keep
track on how many people have entered company’s web page through social
networking sites. This helps evaluating how well a company is found through
social media and social networking sites, which again helps a company to
improve current ways of acting to be able to attract more people to further
investigate that particular company and spread the information about its products
and its brand.
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Measuring results is one of the most important phases. By constantly following
and measuring the results of made marketing actions, the company is able to
follow the progress and to get important feedback on how to develop its activities,
its communications and overall carry out its marketing operations better in social
networking sites. By monitoring the results and effects of marketing on daily basis,
the company is able to react on the gathered feedback faster. This way it will
avoid, or at least reduce, the possibility of carrying out marketing activities that
are not beneficial for the company. If a company is not investing in its marketing
measurement activities, it will most probably fail to develop and carry out its
marketing in any marketing channel, including social networking sites.
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8

CONCLUSIONS

Since thousands of healthcare technology companies have joined to social
networking sites and started utilizing social media in their everyday operations,
there has been a clear need for Mega to do the same to be able to keep up with the
industry competition. The main goal of this thesis was to bring valuable
knowledge for Mega about social networking sites and marketing in that
particular environment as well as develop company’s marketing communications
in these channels. Although the literature provides very valuable information and
knowledge on the matter, only through usage it was possible to acquire the
information and skills needed for carrying out and developing marketing in social
networking sites when acting in the healthcare technology market. Through usage,
the company was able to receive truly beneficial and advantageous knowledge for
its future business and marketing operations.

This part of the thesis aggregates the main findings and results of the thesis
together. It provides the answer for the research question introduced in the
beginning and evaluates the general significance and applicability of the findings.
Moreover, recommendations and suggestions are given for Mega’s future
operations. Finally, some suggestions for future research of marketing
development and social media marketing are presented.

8.1

Main findings of the thesis

Through what kind of process a medical device manufacturer can develop its
marketing communications in social networking sites?

A medical device manufacturer is able to develop its marketing communications
in social networking sites through the following 8-step process: get personnel
involved, identify target audience, determine objectives, select channels, design
communications, establish budget, build awareness and increase visibility, and
measure results. One of the most relevant steps when starting and developing
marketing communications in social networking sites is to get the personnel of the
company involved in social media marketing. Especially in the field of healthcare
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technology this is emphasized as a lot of specific knowledge is needed to sell
different healthcare technology products. This, plus the fact that carrying out
marketing in social networking sites demands a lot of time, makes it rather
difficult for one man to be responsible for all this. So, before identifying the target
audience, the idea of social media marketing need to be marketed inside the
company and a great way to get the personnel involved is to sell the idea to the
management first. With the help of success stories or concrete statistical proofs of
usefulness of social media marketing, it is possible to show the management that
marketing in social networking sites can be truly beneficial for any company.
Once the management is on board, there is a higher possibility that the other
employees will follow the example given by the management. Only through team
work a medical device company can truly utilize all the knowledge and
competence needed for marketing in social networking sites and enjoy from the
benefits these channels can offer to a company.

Setting clear objectives is also an essential part of the process. The goals should
be set very carefully. Finding out the metrics which are used to measure the
marketing performance is essential to be able to set goals as accurately as possible.
Over time, as the experience increases, the relevancy of these objectives should be
evaluated and more detailed objectives should be set and created. This way, a
company is able to further develop its social media marketing activities and also
able to improve its marketing performance in social networking sites.

For a medical device company it is important to design carefully all its marketing
communications. This means that all social media profiles created and content
shared in these sites need to communicate a consistent and unified image of the
company as competent, safe and reliable healthcare technology leader. It is crucial
to find out through which social networking sites the company can reach the
wanted target audience in the best possible way, and design what kind of content
and posts it wants to share in these selected channels. Also, to avoid misuse,
finding out the limitations and principles of usage of each selected site is
extremely important before starting marketing operations.
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To be able to share content that engages people as well as increases their brand
awareness and word of mouth, a company should investigate the reasons why
people usually follow companies on social networking sites. It is also important to
follow what types of posts and shared content seem to be most interesting for
selected target audience. In the light of the findings, it is recommendable to try to
include photos or other visual material in the content that is shared. Visual content
seems to attract people to look further what the posts, links, articles or pictures are
really about and thus, make potential customers learn more about the company
and its operations. Also, by monitoring competitors’ actions in social networking
sites, and further investigating the strategies they use to engage people and
improve their social media communications, it is possible to capitalize from the
actions and strategies that are working for the competitors. By monitoring
competitors, a company can also avoid making the same mistakes that its
competitors have made in the past.

To increase the visibility of the company and to build awareness through social
networking sites, it is fundamental to actively use and advertise the created
profiles. Providing new and updated information is absolutely necessary, and the
importance of participating in conversations, for example in LinkedIn groups,
must not be forgotten. Moreover, a company needs to remember to interact
directly with its partners and customers by sharing, liking, and commenting the
content they share in their profile pages. Once the company is actively interacting
and engaging with its partners and customers, it is more likely that these people
will do the same and, in return, start to interact with the company more.

Measured

results

play

an

essential

role

when

developing

marketing

communications in social networking sites. Constantly measuring and following
results is crucial if marketing activities are wanted to be improved over time.
Measured results can be used effectively when designing and carrying out social
media marketing because these statistics provide valuable information on what
kinds of communications seem to work and attract people and what not. By
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actively following the statistics a company is able to see what actions are the most
beneficial and most importantly, a company can follow its progress of achieving
the set objectives. The metrics, that a company measures, should be selected in a
way that they support the achieving of the set objectives in the best possible way.
For start, it is possible to use more quantitative metrics, but once the experience is
increased, it would be important to invest more in the tools used for measuring.
With different paid tools and services it will possible to measure more qualitative
metrics that can give more detailed feedback for the company on how to carry out
and develop its social media marketing activities. By means of more detailed
feedback it is possible to evaluate more efficiently what are the most beneficial
ways to operate, and this way further develop social media marketing
communications in the future.

8.2

Recommendations

To be able to use social networking sites as efficiently as possible, further actions
and operations are needed especially in the managerial and marketing level. In the
future, Mega’s personnel need to be more involved in social media activities and
marketing and management personnel should implement social networking sites
as a part of their everyday operations and activities. Just like any other marketing
activity or operation, also marketing in social networking sites should be designed
carefully, and a clear strategy for these activities should be established. Company
should continue using all three channels it has been using so far in its everyday
operations, but it would be important to start investigating more closely what
benefits these sites still has to offer for the company. For example, further
investigating the possibilities offered by different interest groups found from these
sites will be important for improving social media activities in the future.

To still develop its social media marketing, Mega needs to truly consider making
some investments in its social media activities. Firstly, as measuring and
following the effectiveness of marketing is important to be able to develop these
activities, the company should invest in a solution or a service which it could
utilize for making more detailed and accurate analysis of the results. This would
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allow the company to measure more qualitative metrics. In addition, the company
should try the effectiveness of paid advertising and services provided by the used
sites, especially on LinkedIn. As LinkedIn is a place where users are most likely
interested in gathering information through advertisements, Mega should try how
well a paid advertisement campaign through LinkedIn could support the achieving
of the objectives set for marketing. By investing more to the social media
marketing, the company will more likely enjoy the benefits and utilize more of the
potential these sites offer.

As social media and social networking sites are already rather important part of
people’s life, Mega should truly plan and make a strategy on how it can expand its
social media marketing activities. First the company can expand its activities on
other social networking sites by means of the knowledge received through this
thesis. Later on the company should investigate the possibilities of expanding its
activities to different channels of social media by creating a forum or community
where people could share product ideas, opinions about the products, discuss
about the products and find help for their daily problems with the products, for
example. This kind of channels would also be extremely helpful for the company
in collecting customer feedback for further product development. The existence of
the current social media channels of the company should also be taken into
account in current product development activities, especially in software
development by providing customers the possibility to socialize through
company’s future software. This could be done by offering the customers the
possibility to share results of a health game or health test created by Mega in their
personal social media profiles. This would offer the customers the possibility to
be social which would increase the value of Mega’s products in the eyes of its
current and potential customers. In addition, “advertising” made by customers, for
example through shared game results, is very valuable for the company.
Expanding social media activities for example by creating a discussion forum for
customers and taking social media into account in product development activities
may well have a significant impact on company’s future success.
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8.3

Evaluation of the results

Many small or medium sized healthcare technology companies have surely
experienced the same problems and experiences as Mega concerning marketing in
social networking sites. However, in every company the environment for carrying
out marketing and the personnel is different which makes integrating social
networking sites as a part of marketing communications an own kind of process
for each company. In the field of medical devices and healthcare technology the
products and services that companies offer have a major impact on the marketing
which a company carries out in social networking sites. Nevertheless, the benefits
and challenges that social networking sites generate and general principles and
limitations of usage these sites create are globally recognized.

As this thesis is concentrated on investigating the process of integrating social
networking sites as a part of Mega Electronics’ marketing communications and
using them in the company’s everyday operations, the results and findings of the
research cannot be directly applied to all healthcare technology and medical
device firms. One reason for this is the fact that knowledge and experience
gathered through action research is often highly subjective. Still the observations
made during the process provide more detailed information on the factors and
actions that are important when marketing healthcare technology products in
social networking sites than information received just from interviews, literature,
and observing without participation. The interviews made for Mega’s
management personnel, monitoring competitors’ social media activities, and the
meeting held with Mega’s management where objectives for marketing in social
networking sites were set, enhances the fact that the main findings of this thesis
offer a lot of actions and valuable knowledge that can be directly useful for Mega
Electronics and which it can utilize in its later operations.

The applicability of the main findings was enhanced with the help of the third
interview. Through this interview which was made for another B2B company, the
researcher was able to find similarities and differences between the actions of
these two companies, and thus, was able to evaluate more carefully which factors
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and activities were truly important for Mega to notice and remember in the future.
These same activities could be seen as applicable for other companies acting on
healthcare technology industry or any other industry. The thorough literature
review made in the beginning of the research brings great amount of objectivity to
the research and this way reinforces the reliability of the findings with the third
interview. Of course it must be remembered that the subjective nature of this
thesis may have an effect on the reliability and applicability of the findings. On
the other hand a certain amount of subjectivity is needed in this kind of qualitative
research where the main objective is to actually develop activities or operations of
a company.

8.4

Future research

A research is normally very limited and during the research process questions and
new ideas for further investigations often comes up. This particular research
raised few questions on how the company could exploit and expand its already
started social media activities in the future. As Mega now has active social
networking site profiles, it would be interesting to investigate how this kind of
company could utilize these sites in its product development operations. Many
companies are nowadays using social media as a customer feedback channel. But
how could a medical device manufacturer use these channels effectively for
gathering valuable information to support and help the company in its research &
development activities? Should it expand its actions by creating new channels like
forums, or would social networking sites be enough? And how these selected
channels should be used in order to get people and customers to actually share
opinions and to provide the needed information for the company? Also, as Mega
is interested in moving to B2C markets in the future, it would be really interesting
to find out what kind of changes and phases this kind of B2B company would
need go through to be able to act also in the consumer market. What kind of
products it should offer? How the organizational structure should change? And
overall, what this kind of expansion would demand from the company? Mega has
already started its actions in social media, and thus, in a way it has started the
process of moving towards consumer markets. Investigating these issues and
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finding answers to these questions would be interesting from the point of view of
the company if it intends to exploit social media and if it wishes to be able to
expand its operations also to the consumer market in the future.
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9

SUMMARY

The main goal of this thesis was to create a description of an ideal process of
developing marketing communications in social networking sites as a medical
device manufacturer with the help of theoretical knowledge and hands-on
experience. Through thorough literature review fundamental knowledge
concerning integrated marketing communications, social networking sites, and
healthcare technology and medical device industry was gathered. With the help of
this knowledge a plan of a process of how a medical device manufacturer could
start and further develop its marketing communications in social networking sites
was formed. To be able to actually start with the marketing operations in social
networking sites, deeper knowledge on Mega Electronics Ltd, Mega’s target
audience, the market where the company operates and the current situation of
Mega’s marketing communications was gathered through two interviews. The
objectives for marketing in social networking sites were discussed and set in a
meeting with the company’s management and marketing personnel.

Company profiles were created to three different sites, and marketing was carried
out in these channels for six months. During this period observations were made
on the effects that different actions and factors have on the marketing operations
in social networking sites. Through experience and made observations, the
process designed based on the theoretical knowledge was complemented with
actions and factors that were observed and experienced as important or even vital
for starting and developing marketing communications in social networking sites.
The validity and credibility of made observations were enhanced with the help of
one interview made for a successful B2B company operating in a different
industry. As a result an ideal process for developing marketing communications,
where essential phases, actions and factors are presented, was created.

Based on the theoretical knowledge, hands-on experience and made observations,
it can be said that especially in the challenging field of industry of healthcare
technology, it is extremely important to get the personnel of the company
involved in the social media marketing activities to ensure that all necessary
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knowledge and competence can be utilized in all marketing operations made in
social networking sites. In addition, setting the objectives clearly and accurately,
and evaluating the relevancy of these objectives regularly is essential for the
company to be able to develop its marketing operations in these sites. All made
communications need to support the achieving of the set objectives and
communicate a consistent and unified image of the company as safe and
competent world leading healthcare technology company. To develop and
improve marketing communications carried out by the company, it is fundamental
to constantly measure results and follow the received statistics. Through the
feedback received from the statistics, it is possible to evaluate what are the most
beneficial ways to operate, and how to further develop social media marketing
activities in the future.
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Mega’s current marketing activities (Interview questions)
1. What kind of environment medical device and healthcare technology industry
is? What kind of characteristics? What factors need to be taken into account?
2. What qualifications and requirements marketing in healthcare technology
industry sets for the company and for an individual marketer?
2.1. Would you say these same qualifications and requirements are necessary
in social media marketing as well? What else a medical device
manufacturer should take into a consideration when carrying out
marketing in social networking sites?
3. What kind o f marketing methods and techniques Mega utilizes currently in its
marketing operations?
3.1. What traditional methods? (e.g. brochures, exhibitions, magazine
advertisement etc.)
3.2. What digital marketing methods? (e.g. web pages, email, all other
marketing happening in digital environment)
3.2.1. How necessary and significant the company sees digital marketing?
3.3. What problems/development needs Mega current marketing operations
have?
3.3.1. What methods/operations are experienced as difficult?
3.3.2. What other problems concerning marketing and designing marketing
communications?
3.4. What marketing methods and activities are experienced as good and
functional?
3.4.1. What methods and activities are experienced as especially good (or
even the best)?
3.5. What marketing activities and methods (traditional and digital) the
company would like to develop further and improve?
4. What customer segments/target audiences the company mainly tries to reach
currently?
4.1. What are the best methods and techniques for reaching new potential
customers? Is the company interested in finding new methods and ways
which could help the company find new contacts?
4.2. Is there any interests on finding new marketing channels which would
help the company to widen it target audience or even change it? (e.g.
consumer market instead of B2B market)
4.3. What are Mega’s three biggest/most important customer segments?
4.4. Who are normally the people making purchase decisions in:
a) Public institutes?
b) Private companies and organizations?
4.5. To which person(s?) the company tries to have an impact on with its
marketing communications?
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5.
6.
7.
8.
9.

a) Decision-maker of the purchase decision?
b) The actual user of the product?
c) Management of an organizations or an institute?
4.6. Is the customer base of Mega purely B2B based or does the company
have any customers from B2C side?
How Mega has measured and evaluated the effectiveness and performance of
its marketing communications so far? (Which methods, metrics etc. are used?)
How many employees concentrated on marketing operations the company has
currently?
What products/product categories are the most popular at the moment?
Which products/product categories are the most heavily marketed/advertised?
(Which product categories get the biggest investments in terms of marketing?)
Does the company collect any information from its customers/potential
customers concerning the channel through which the person has found
information about the existence of Mega and its products?
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Social media marketing communications (interview questions) - Genelec Oy
1. Your company seems to have chosen Facebook, Twitter and LinkedIn be
used as a part of company’s everyday marketing communication. Why
these particular channels have been selected?
2. Does the company utilize social media more for marketing and reaching
its B2B or B2C customers?
3. Where and how the company informs about the existence of its social
media channels? In other words, how these channels are advertised?
4. Has the company faced any significant difficulties or resistance
concerning the usage of social networking sites in company’s everyday
operations? (e.g. limited resources, rapidly spreading bad feedback among
customers, resistance of company’s own staff)
5. How the company has designed and planned its communications in social
networking sites?
6. What are company’s three main goals which it tries to achieve through
marketing in social networking sites?
7. What are the most significant benefits that marketing activities in social
networking sites have contributed to the company? (finding new
customers? more rapid spreading of word of mouth? increased visibility?
what else?)
8. Marketing communications carried out in social networking sites
a. What kind of communications the company carries out currently?
(e.g making posts, sharing videos and pictures, participating in
conversations in interest groups etc.)
b. How the company tries to activate its followers and fans to create
buzz and spread information? (i.e. how to get followers to like,
comment, share, write reviews on company’s products etc.
c. Is same content and information shared in every channel, or does
the shared content varies significantly between channels?
d. How frequently the company aims to be present and make actions
in social networking sites it uses?
e. Do the partners and distributors advertise your products in their
own social media channels? If yes, has there been need to
encourage/motivate them to do so? How they have been motivated?
9. What kind of activities in social networking sites have clearly not worked
for the company? (what kind of actions have received poor feedback?)
10. What channel(s) are experienced as the most relevant ones for the
company? Why these?
11. How the company measures it marketing performance in social
networking sites
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a. What measures/metrics are being used? Name 3-5 most important
metrics. Why these are seen as the most important?
b. How the company figures out whether the customer, who have
contacted the company, has found the company through social
media channel or not?

ATTACHMENT 3 1/ (1)

Business Meeting - Mega Electronics Ltd
Guiding questions:
1. What customers especially we want to reach with marketing activities
made through social networking sites?
a. What kind of individuals, groups, teams, and communities will be
looked for?
b. How will we monitor the actions of these people?
2. What are the objectives of Mega for marketing in social networking sites?
a. For visibility/brand awareness?
b. For brand engagement?
c. For word of mouth?
3. How will we measure the performance and effectiveness of made
marketing activities?
4. What social networking sites we want to use for carrying out marketing?
5. How will we create uniformity between each profile and between the
company image, web page, and social media profiles?
a. What the profiles should look like? (e.g. which photos, colors etc.
are used)
6. How will we advertise the created profiles?
7. What kind of content we want to share in social networking sites to
achieve the set objectives?
a. Is there any certain sector or product application area we want to
concentrate more to in our social media marketing activities?
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LinkedIn statistics and impressions-to-interactions ratio
LinkedIn company page statistics
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Facebook statistics and impressions-to-interactions ratio

Facebook statistics
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Twitter statistics

Twitter statistics
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Traffic to Mega’s web site from social networking sites

Traffic from LinkedIn
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Total amount of traffic: 164 (72 in 2012); Growth compared to 2012: 127.78%
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Total amount of traffic: 59 (52 in 2012); Growth compared to 2012: 13.46%
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Total amount of traffic: 42 (20 in 2012); Growth compared to 2012: 110%

