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1 INTRODUCTION

1.1 Effect of social media on communication and busines

Social media emerged around 2005 and 2006 as eserajed media started to grow
rapidly and large online social networks becameutaypamong consumers. Although
social media is a rather new phenomenon, it haadyrhad a tremendous impact on the
online environment and online communication. It Aksred the ways we seek informa-
tion and share our opinions to the world. One caudn argue that on a larger scale
social media has changed the whole world of comoatimn and information. (Shao
2009.) Social media has quickly become an acceptedns of communication and
taken its place in our everyday life. We tell otemds what we are doing by updating
our Facebook status and keep our followers postesliolatest moves with Twitter.
Blogging in turn has turned ordinary people intfiuential opinion leaders. Social me-
dia has even played a role in the Arab Spring dpihg the protesters share informa-
tion, organise meetings and post videos online. (dagvard 2011; Beaumont 2011).
Even governments are realising the power of newian&wr example, the Ministry for
Foreign Affairs of Finland used social media tocted&innish citizens in Japan during
the tsunami catastrophe in 2011 and to share ird#om about the situation in Japan
(Ministry for Foreign Affairs of Finland 2011).

The growth and importance of social media can hisalemonstrated by looking at
the growth and size of some of the most populalasoredia sites. Facebook, the most
popular online social networking site of the wonlegs founded in 2004. Today Face-
book is translated into more than 70 languagdsastover 800 million active users and
50 per cent of them log in every day. (Facebookl20th March 2011, Facebook was
valued at 65 billion USD (Reuters 2011). In comgpami, the yearly budget of the state
of Finland for 2011 was about the same (aroundiliibrbEuro) (Ministry of Finance
of Finland 2011). Another example of the explosairnsocial media comes from the
video sharing website YouTube. On average, usdoadpl8 hours of video every min-
ute to Youtube. In other words, more video matasialploaded to Youtube in only one
month than the three largest television channethenUnited States of America (USA)
created in 60 years. Over three billion videos wedched daily. (YouTube 2011.)
LinkedIn, the largest professional networking sitethe world, has over 135 million
members in over 200 countries and more than twdomicompany pages (LinkedIn
2011). In addition to these examples, the intemétll of different social media sites
and many existing sites have added social medla twdeatures.

All this has had an inevitably tremendous influencethe communication and mar-
keting of companies. Social media has changeddherunication tools and strategies



companies have towards customers. In addition,gtieevn ability of consumers to
communicate with one another has decreased the ranobicontrol companies have
over the content and dissemination of informatidiarigold & Faulds 2009). One could
even say that social media has enabled the rewnloficonsumer to consumer commu-
nication. Of course, consumers have always haclbiigy to express their satisfaction
or dissatisfaction to other people, but the amadipeople has been rather limited. Now
in the age of social media consumers can communibair opinion to millions of peo-
ple immediately. (Kapferer 2008; Mangold & Fauld¥9.) This effect can be demon-
strated very well by searching product informatioine — the results are dominated by
information uploaded by consumers (Smith 2009). édger, consumers see the opin-
ions and information shared online by other conssnas more objective (Kozinets
2002, 61). The emergence of highly educated, szspnd demanding consumers has
facilitated social media to become an accepted @fagommunication (Mangold &
Faulds 2009, 359). Thus, one can argue that compard brands have lost the mo-
nopoly on communication (Kapferer 2008) and mansetannot deny the effect of so-
cial media. Some companies and brands have alngadiyrstood the potential and are
now asking us to like or follow them on social nmeethut how well they are actually
performing in social media remains a question.

Because social media is a rather new phenomenadgeatc studies and research
concerning the topic is still lacking (Shao 2009pre research is needed on the impli-
cations of social media for companies. Especialyacial media has a huge potential
as a marketing channel there is a need for acadstmmiies on social media marketing
or branding (Tikkanen, Hietanen, Henttonen & Rokk#®9). Due to the low-cost and
accessible nature of social media, it would beiqaerly interesting to conduct re-
search on how small and medium-sized companies £€Mih limited resources can
benefit from it. More specifically, as only eighe¢mpcent of SMEs export goods or ser-
vices (European Commission 2007) it would be irgting to study how social media
can enhance the internationalisation or internati@ctivities of SMEs. Overall, re-
search on SMEs is important because they makesigndicant part of the economy.
For example, in the European Union SMEs accounbofar 90 per cent of all busi-
nesses and they provide two thirds of the privatg#as jobs. Moreover, SMEs have an
important role in creating wealth and economic gloimside the EU. (European Com-
mission 2011a.)



1.2  Earlier empirical studies on SME branding and sociamedia in
business

Branding and SMEs have both been studied to a grdant but the connection be-
tween the two and SME branding as its own entitgtié an under-researched area
(Krake 2005; Merrilees 2007; Ojasalo, Natti & Olklem 2008; Spence & Essoussi
2010). Most of the branding literature is writtear farge organisations and the exam-
ples of success or failure in branding come mdstiyn large organisations that spend a
considerable amount of money on branding. Instélaglpries and models on SME
branding are scarce. Creating theories for SMEshalenging due to the fact that
SMEs are a highly heterogeneous group of compavitesvarying resources and capa-
bilities. Nevertheless, more research on the stibgs started to emerge during the past
ten years.

One of the early and widely referred studies isrthaétiple case study consisting of
eight Australian SMEs by Wong and Merrilees (200%)eir findings imply that SMEs
interpret branding narrowly as advertising and tlgyeg of name and logo. The case
companies were interested in branding but saw & fdure activity once the company
has grown. Overall, the case companies believedhitzanding is for large organisa-
tions. Furthermore, the results suggest that brgndctivities differ in SMEs and large
organisations. Based on a literature review anddhelts, Wong and Merrilees created
a ladder model of SME branding-archetypes whiatissussed on a deeper level in this
study in Chapter 2.1.

Similar to the results of Wong and Merrilees, KrgR805) found in his qualitative
study of Dutch SMEs that brand management is rmothighest priority in SMEs and
creation of a strong brand is often not a conscgaem when planning the marketing
budget. However, closer questioning revealed thES do want to attain a strong
brand. The responsibility for brand managemeneiained at the highest management
level that being often the entrepreneur who rahely enough time to engage in brand
management or even understands the concept. Trepemteur has altogether an im-
portant role in the brand building in SMEs. Overbaland management is not given the
priority it would require for a strong brand to txreated. Moreover, the case companies
did not exploit the opportunities of co-brandingoaroperation with other businesses.
The study established also that the problems SMeéss ih branding are diverse, limited
budget being the most common. But compared to larganisations, findings showed
that SMEs have a few advantages in branding sudpasd of decision making and
flexibility.

Rode and Vallaster (2005) studied the corporataditauilding of start-ups. They
conducted a deep case study within one German comgurad gathered additional in-
formation through qualitative interviews with eigbunders of Austrian start-ups. Con-
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gruent with the findings of Krake (2005) they fouthét the entrepreneur has a signifi-
cant role in developing the different parts of togporate brand. Especially corporate
identity is highly developed around the foundere Taunder had also strong influence
on the corporate design elements, such as logoame.

Mowle and Merrilees (2005) examined the brandingvedies of eight Australian
SME wineries. Their findings indicate that SME wies can have either product or
marketing driven approach to branding. Companie$ wroduct driven approach to
branding focus on the product and the brand igetddaased on the product characteris-
tics. Companies with marketing driven approach hawee holistic approach to brand-
ing and embrace the experience around the produatidition to product characteris-
tics. Both approaches were used successfully ircéise companies. Additionally, the
results suggest that SME brands can be complexawe both functional and symbolic
values.

Ojasalo, Natti and Olkkonen (2008) conducted a iplelicase study on brand build-
ing in 20 software SMEs. The companies acknowledgedmportance of brands, but
similar to earlier studies (Krake 2005; Wong & Miees 2005) efforts in brand man-
agement were limited and the concept of branding mwterpreted narrowly. Also, the
goals of branding were not defined clearly and sgatly enough due to a lack of re-
sources and skills and brand building had a lestesyatic and minor role in the overall
product development. Brand development took oftenepafter the actual product de-
velopment or even after the product launch. Howes@me companies were innovative
brand builders and used affordable means in branthwnications. The case compa-
nies saw that the main benefit of strong corpobad&d was gaining new customers. In
addition, strong brand was also seen helpful iatang partnerships and contrary to the
findings of Krake (2005), the results showed tludtvgare SMES co-operate with larger
and trustworthy companies in order to strengthenbitand. The results further support
the findings of Krake (2005) concerning the impoda of the entrepreneur in brand
building.

Bresciani and Eppler (2010) studied the brandiragmses of the 15 most successful
start-ups in Switzerland through a multiple caselgt The entrepreneurs had very vary-
ing attitudes towards branding. Some saw it vergadrtant whereas others gave less
importance to branding. But regardless, the stast-conducted a great number of
branding activities. The specific activities variedm company to company. The start-
ups did not use traditional communication meanthag were seen ineffective and ex-
pensive. Unconventional means were preferred.usigitowards online branding varied
a lot but most companies recognised the importahsearch engine optimisation.

From an international point of view, SME brandiregshgathered even less attention
although SMEs are facing the new reality of a maternational operating environ-
ment. SMEs themselves are also becoming more atierral. Wong and Merrilees
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(2008) studied the international marketing commaitidgns of Australian SMEs. The
answers from 297 senior executives indicated titatmational commitment has a criti-
cal role in international marketing communicati@issSMEs. Concerning branding they
found that brand adaptation helped in shaping ribernational marketing communica-
tions. International experience and competitiveiramwnent on the other hand did not
have direct influence on the international markggommunications.

Spence and Essoussi (2010) studied the brand hgileind management of four
manufacturing companies in Monaco through caseeguth line with the findings of
Mowle and Merrilees (2005), they found that SMEngis.can have both functional and
symbolic associations. The case companies also sssmhdary associations such as
country-of-origin to further enhance the brand. e whole, the companies applied a
wide range of branding strategies to sustain gramith diversify their business. Gener-
ally, products were standardised in all marketgpunsuit of production efficacies and
adaptation was not seen as a feasible option. @mycompany developed customised
products for exclusive customers. Due to limitesorgces, the use of media was tar-
geted. Similar to earlier studies (Krake 2005; R&d&allaster 2005; Ojasalo et al.
2008) brand management was in the hands of a snalhgement team who was in
direct contact with major customers. In foreign mivies distributors contributed to the
brand development once an agreement with the maregehad been done. Interna-
tional brand management consisted of hiring thiet@ggents or distributors and manag-
ing them.

The branding of Finnish design-intensive compahi&s also received some interest
among researchers. Gabrielsson (2005) examinebr#meling strategies of 30 Finnish
small and medium-sized born globals. Born globaésscampanies that seek to interna-
tionalise very rapidly from the founding of the ceamy and have a global approach to
business. The study included companies from five@n®mss areas, one being the design
industry. In general, the majority of the companiesl a clear branding strategy in
place. The brand structure was usually simple dube resource limitations. The case
companies usually strived for globally standardibesthd image across target markets.
Especially many design companies had a global Imgnstrategy from the beginning
on. The fact that design companies often used ntadiaare global in nature, such as
internet and international fairs, mediated thedind of a global brand. Furthermore, in
design companies the brand image was largely déat@ternational fairs and compe-
titions. Branding strategy was found to be more antgnt for companies targeting
consumers than for companies targeting other bss@sein their marketing. Internet
was found to be an important marketing channel.

Falay, Salimaki, Ainamo and Gabrielsson (2007) istlithe marketing management
of six Finnish design-intensive born globals trougtse studies. The case companies
were young, small and global. Concerning brandimgytfound that the companies



12

quickly aimed at developing a strong brand idergityilar to the findings of Gabriels-
son (2005). All the companies pursued global markight from the beginning. Adver-
tising as means of communication was not the pgnehannel due to financial restric-
tions. Congruent with the findings of Gabrielss@0Q5), the findings suggest that in-
ternational fairs are an important communicatiomrstel for design-intensive born
globals. Marketing was seen as something that\vi@tb design and product concepts
and although, the entrepreneurs understood thertemue of marketing and business
skills, they felt they had too little time to designd did not want to be involved too
much in the business processes. The importancettifig access to ‘taste elitéh de-
sign world was also noticed. Being unknown wasseen as a disadvantage as long as
the products were interesting because the tadt islialways looking for something
new. Interestingly all the companies gave highesfipy to the concept of products and
quality rather than growing the business or acqgimore customers. Overall, the find-
ings implied that marketing management seems ta bhallenge for Finnish design
intensive born globals.

Lofroos (2010) found in her study that small Fitmgesign-intensive companies ap-
preciate cost-effective, fresh and innovative minkemethods. Some of the companies
were already using social media in their marketifige study concentrated on the inter-
nationalisation patterns of four small design-isiea Finnish companies.

Based on the findings of earlier studies SMEs (ditlg Finnish design-intensive
companies) seem to be interested in branding lm& ¥arious problems. One of the
problems seems to be finding appropriate, costi¥ke and innovative brand commu-
nication channels and tools. Due to its low cost awailability, social media could be
one feasible way of brand communication for SMEswever, as social media is still a
rather new phenomenon, theory of social media lingnd scarce and the few theories
available are rather new and lack empirical testifige research that has been con-
ducted seems to concentrate on the consumer pouitw and on the norms of com-
munication on social media (e.g. Dunne, Lawlor &gy 2010; Huffaker 2010). Prac-
tical guides on how to use social media are aviaidlut from academic perspective a
research gap exists. Especially research on hovwpani®s use social media in branding
is hard to find. As social media has grown extrgniast and become a part of the eve-

! ‘Taste elite’ refers to the global design authesitwho decide what is ‘good design’. Their judgatae
and opinions are followed and their referencesvateed in the design community. These are, for exam
ple, the people who decide which designs are shiavaesign exhibitions and museums, the judges of
design competitions, design professors in desigveusities, and journalists in design magazinealayr

et al. 2007, 885.)
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ryday life of consumers the research gap is evelemand more actual. A few studies
concerning branding in social media are presengedl n

Haenlein and Kaplan (2009) examined the effectidtial flagship store in virtual
social worlds on the real-life attitude towardsrartal and purchase intent. The results
indicate that the online world is connected witk tffline life of consumers. Further-
more, consumers do not separate their offline atideactivities but see both as means
for self-expression. The study established also tiinere is a positive connection be-
tween the attitude towards the virtual flagshipestand the attitude towards the real-life
brand. But the strength of the effect varies betwesers.

Bulearca and Bulearca (2010) studied whether Tryitenicroblogging site, is a vi-
able marketing tool for SMEs. The results of atpiést suggest that Twitter can be used
for networking and relationship building. Additidlya the study found that Twitter is a
platform for e-word-of-mouth and where companies spread commercial messages.
But the findings imply also companies need consisteand commitment in order to
achieve best results with Twitter.

Kozinets, de Valck, Wojnicki and Wilner (2010) caretied a rather large qualitative
research about usage of blogs in word-of-mouth etaryg in order to find out what
elements affect word-of-mouth marketing in onlir@menunities. All in all, they fol-
lowed of 90 blogs for 6 months in North America ajathered and analysed data from
83 blogs that remained accessible throughout tdystThe findings imply that there
are different blogger characteristics and differemategies bloggers use when commu-
nicating about a marketing campaign. The study doalso that the motivations for
bloggers to participate in the campaign are compla culturally embedded. The re-
sults imply that word-of-mouth messages in blogsusth firstly be consistent with the
goals, context and history of the blogs characséerative and with the actual communi-
cation forum. Secondly, the messages should acletmel and discharge the tension
between communal and commercial goals or offer@ngtreason for individualistic
orientation to be suitable. Thirdly, the messadesukl respect the norms of the com-
munication forum and need to be relevant to theesmoe.

Xiang and Gretzel (2010) studied the extent ofalatiedia appearing in search en-
gine results in the context of travel related seesc The main finding was that social
media makes a considerable part of the resultshnhdicates that search engines direct
travellers to social media sites. The study alsengthens the importance of social me-
dia in the online tourism domain.

Reyneke, Pitt and Berthon (2011) studied the brasifhility in social media by ex-
amining five luxury wines. They used data from howtable.com to compare the visi-
bility of the different brands. Their findings stdtthat some of the brands did not have
a clear social media strategy at the time. Butréselts also implicated that social media
marketing offers real opportunities and threatsvime brand managers. They also pre-
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sented a tool for brand managers to monitor anectlthe discussions evolving around
their brands.

The few earlier studies suggest that social mealiebe a useful marketing tool when
companies understand the requirements of it. Hokyekie research is still scarce and
scattered and drawing conclusions might be misteadn addition, it is clear that re-
search on the use of social media in SMEs is lacKiime above presented studies on
SME branding are summarised in Appendix 1 and studn social media in business
are summarised in Appendix 2.

1.3  Objective and structure

Basing on the above discussion, this thesis aimmtributing to SME branding re-

search by studying the use of social media in SK&® the under-researched interna-
tional perspective. The main objective of this sadial, mixed methods research is to
examine the use of social media in internationahtbrcommunication of small Finnish

design-intensive companies. This study focusesampanies that produce consumer
goods. The research objective is divided to suledailyes which are to examine:

1) international branding strategies of small Finrdelsign-intensive companies,

2) international brand communication of small Finnisign-intensive companies,

3) how social media is used in international brand rmomication of small Finnish
design-intensive companies.

The perspective of Finnish design-intensive comgmmas chosen for several rea-
sons. Firstly, there was a listing of a number ofnish design-intensive companies
available for the author. Secondly, typical Finnidbsign-intensive companies are
small, and therefore suit well the purpose of tiesearch to contribute the field SME
research (Salimaki, Ainamo & Salmenhaara 2004,TB}dly, a research on interna-
tional branding could be beneficial to the Finnildsign industry as it has been argued
that Finnish design-intensive companies are pushéaternationalise due to the small
size of their home market (Leino 2003).

The key concepts and definitions of this studydiseussed in the next section. The
theoretical background of this study is describe@lhapter 2 by first looking into SME
branding theory in Chapter 2.1. The internationdESrand communication strategy is
explained Chapter 2.2. Then, in Chapter 2.3 theofadhat affect branding in social
media are examined. In addition, the possible adgg@s and threats of using social
media in branding are discussed. The methodologhu@ces and the empirical research
process are described in Chapter 3. This is a séiglemixed methods study that uses
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the multiple case study method. The instrumentsl usalata collection are an e-mail

questionnaire and theme interviews. The resultgpegsented in Chapter 4. Finally, in

Chapter 5 the conclusions from theoretical and meamnal perspectives are presented.
In addition, suggestions for further research averg The structure of the study is il-

lustrated in Figure 1. FDICs in the figure refefFianish design-intensive companies.

Figure 1 Structure of the study

Examination of the use of social media in intemrad brand communication of small
Finnish design-intensive companies (FDICs)?

/V\

% >
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tional branding
strategies of small FDICY
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munication of small

FDIC<s?
e  — A
Ch. 2.1: Ch. 2.2: Ch. 2.3:
SME branding Dimensions of interna- Brand communication in
tional branding strategies social media
of SME:
Ch. 2 Theory
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Ch. 3: Mixed methods study throug

h a questionnaire aniiipteicase study

A 4

Ch. 4 & 5: Discussion on research findings

A 4

Ch. 6: Conclusions
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1.4  Key concepts and definitions

This chapter provides basic information for a fartbinderstanding of the thesis theme.
Hence, it is necessary to define the central team$ concepts of this study. In the
following these definitions are listed in an alpbatal order.

Brand can be defined in a multitude of ways. For examiptand can be interpreted
as a logo, a risk reducer, an identity, an imagaroevolving entity (de Chernatony
2006, 27). Brands can also be viewed as clustefisnefional and symbolic valuege
Chernatony 2001). According to this view, brandisfathe rational and emotional
needs of the buyer by making a unique promise @&xg@erience based on the functional
and symbolic values of the brand. Successful branelgble to satisfy these needs in a
balanced manner. (de Chernatony & McDonald 2003:hErmore, de Chernatony and
McDonald (2003, 25) define a successful brand as

“... an identifiable product, service, person olpé, augmented in such
a way that the buyer or user perceives relevaniqua added values
which match their needs most closely. Furtherm@gsesuccess results
from being able to sustain these added valuesdriabe of competition.”

According to this definition, brands offer values the customer and a sustainable
competitive advantage for the company against ctitope Companies should under-
stand this duality of brands and perceive them fomth input and output perspective in
order to have balanced view of the brand (de Chenya2006). Successful brands are
created with a clear vision about the purpose efpitoduct or service while having the
specific target group in mind. Successful brandaigp requires commitment to equip
the brand with right kinds of resources neededctoexe the stated purpose. (de Cher-
natony & McDonald 2003.) But it should not be faitgo that although creating a brand
is a complex process of planning and conceptuglisimthe end brands exist only in the
minds of consumers (de Chernatory 2006).

Brand communication can be defined as the communication between a @oyngr
a brand and its customers via different channelsekample, it can include advertising,
direct marketing, newsletters, or the activity ohsumers in a brand community. (Mer-
isavo 2008, 7.)

Designis rather difficult to define as the word itselishmultiple meanings and is
used in various contexts. Another problem in defjndesign is that an appropriate and

2 De Chernatony 2006 and de Chernatony & McDonald32@€e the ternemotionalvalue instead of

symbolicvalue which is used in this research.
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comprehensive definition can be either too broadborexclusive or maybe even un-
necessary. Design can also be defined differendiy fdifferent perspectives and point
of views, but from an economic perspective it canvlewed asthe conceptualiser of
commodities driven by the markgiBello 2008, 30-31.) In business life design can b
further defined as a part of product planning driths essential effect on the structure,
material, production and appearance of a produesi@ for Business 2011a). As this
research belongs to the research of internationsinbss, design is viewed from the
business perspective.

Design industry is in this research defined firstly as consistirigndustrial design,
architecture, and graphic design. Secondly, itrsete the production of consumer
goods that are design intensive. And thirdly, itlies other production which is
expected to be design intensive or could benefihfdesign. The definition follows the
narrow definition of design industry by SalimakinAmo and Salmenhaara (2004, 3).

Design-intensive companyan therefore be simply defined as a company heign
to the design industry. Furthermore, design-intensiompanies can be described as
companies thatuse unique design in their products and invest ieav creating at-
tractive designs”(Luostarinen & Gabrielsson 2006, 781). Design adsours in a
prominent way in the activities, products and sasiof a design-intensive company.
Overall, design is seen as a strategic and operetsource in design-intensive compa-
nies and they execute it in a consistent way. Agtleisitensive company can also be an
expert in design and offer services linked to desibhese are, for example, design
agencies, interior design agencies and graphiguesgencies. (Design for Business
2011b.) A (born) global design-intensive compang hamarketing strategy based on
leveraging design as a competitive edge on worlkets (Falay et al. 2007, 879).

SMEs refer in this study to small and medium-sized gmtses congruent with the
definition of the European Commission. SMEs candbeded into micro, small and
medium-sized companies according to the followirginitions. A micro enterprise
employs less than ten persons and has turnoveslande sheet total that does not ex-
ceed 2 million euro. For small enterprises the esponding figures are less than 50
employees and a turnover or balance sheet totaladimum ten million euro. A me-
dium-sized enterprise employs less than 250 perandshas either turnover of maxi-
mum 50 million euro or balance sheet total of maxim43 million euro. (European
Commission 2011b.)

Social mediais a rather new term that lacks a profound andratiefinition (e.g.
Scott 2007; Wunsch-Vincent & Vickery 2007). Sc@&007) suggests that social media
could be defined as something that describes howplpe“share ideas, content,
thoughts and relationships onlifieA fact increasing the confusion is that somesme
social media can be referred to as user-generatednsumer-generated media (Shao
2009, Mangold & Faulds 2009). Even though thera lack of coherency in defining
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social media, academics seem to share ideas ah#nacteristics of it. One of the main

things that divide social media from traditionaldizeis that it has practically no delays

in publishing of content. The created content iailable as soon as it has been up-
loaded. (Wunsch-Vincent & Vickery 2007.) The contean also be changed or modi-

fied without delays. Another important feature otisl media is that theoretically any-

one can create it (Scott 2007). There are no toadik gatekeepers who decide what
content will be published. On one hand this mighteha negative effect on the quality
of the content. But on the other hand users angivexs define what is interesting and

how valid the information is by commenting on gcommending the content to other
users and rating the content. (Wunsch-Vincent &k¥ig 2007.) Social media is also

under a constant change and users collaborativebte; share, alter and destroy infor-
mation (Evans 2008). For instance, an individual gpload a video on Youtube and

other users can comment and rate the uploaded wdewven share it on some other
website.

Another characterising attribute of social medigh&t most of the content is made
by individuals who use social media for self-exgres and to connect with other users
online (Wunsch-Vincent & Vickery 2007). Furthermptlee usage of social media can
be divided into consuming, participating and pradgc Consuming is similar to the
usage of traditional media as there is no reakracten between the content and the
user. A user purely consumes the content for in&ion and entertainment. Participat-
ing means that the user somehow reacts to therdcate takes part in the communica-
tion in social media. Motivations for participatiing social media are social interaction
and community development. Producing means thealctaation of social media and
is mostly done for self-expression and self-actiradj. These three ways can be used
interdependently too. (Shao 2009.)

From a technical perspective social media can Wi@etk as the content produced
with Web 2.0 tools and features. Web 2.0 can ba asehe collection of open-source,
interactive and user-controlled online applicatitimst have given more power to users
and expanded their online experience (Constansnéd€ountain 2008, 232). In a way
Web 2.0 tools are the enablers of social media.ditferent types of social media tools
(or Web 2.0 tools) have been described in manyigatibns and the author does not
see it necessary to present and discuss themnatlis ithesis. Good presentations of the
different forms and tools are presented, for exampi publications by Mustonen
(2009), Phillips and Young (2009), Kaplan and Haan(2010), and Leino (2010).

The author does not see one definition of socialimever others nor does she try to
make a conclusive definition of her own. Social raed in this research rather inter-
preted through the discussion above. It is esdgcsglen as a way for consumers to
share and create information without gatekeepedsaasna way of communication in
which collaboration and new technologies are endatac
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2 INTERNATIONAL SME BRAND COMMUNICATION
THROUGH SOCIAL MEDIA

SME branding is a growing area of interest andaeteinside the branding literature
but the theory of SME branding is only at the stafylormation (Krake 2005; Merrilees

2007; Ojasalo et al. 2008; Spence & Essoussi 2@Edgpecially, theory on the interna-
tional aspects of SME branding is lacking. The ainthis chapter is to review theory
and create a theoretical framework for internati@ME brand communication through
social media. First, in Chapter 2.1 the charadiesi®f SME branding are discussed. In
Chapter 2.2 strategic aspects of internationaldranof SMEs are deliberated. Then, in
Chapter 2.2 social media as a brand communicahanrel is discussed.

2.1  SME branding

SMEs themselves have a limited and narrow undetstgrof branding (Wong & Mer-
rilees 2005) and brand management is not the Highesity in SMEs. In addition,
they are not always aware of the importance of draanagement nor do they always
have the resources for it. On the contrary, largaltfnational) companies almost al-
ways understand the importance of brand manageim&de the company and have the
resources needed. (Krake 2005.) Nevertheless, Allandnd Vallaster (2007) argue
that a holistic brand management approach actsaitg SMEs better than large com-
panies. SMEs also build brands in a more integeatihanner than large organisations
(Abimbola & Kocak 2007). The advantage of SMEs careg to large companies lies
in more flexible structures and processes. In aidithe information cycle is normally
shorter in SMEs than in large organisations. Tlweeef SMEs can react quickly and
ensure providing positive experiences with the driencustomers and keep them satis-
fied. (Abimbola & Vallaster 2007.)

One of the few models concerning SME branding leenlzreated by Krake (2005).
He has created a model which takes many diffegaiofs that affect branding activities
in SMEs into account. The model is illustrated igufe 2 on the next page.
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Figure 2 Brand management in SMEs
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Source: modified from Krake (2005, 233).

The model has a special focus on the role of theepreneur. This is important as
brand management in SMEs relies heavily on the ownentrepreneur. First of all, the
owner decides the structure of the company and mmoxwh attention is paid to brand
management overall. (Krake 2005.) Secondly, acogrthh Krake (2005, 233) the en-
trepreneur is often:

“... the personification of the brand and, as suyghys a direct role in
communicating the brand to the outside world.”

Therefore, brands in SMEs can even be seen asthi@wgation of the vision, beliefs
and values of the entrepreneur. Overall, in SMEnts are based more on intrinsic
feelings than on extrinsic research and the vabfiebe entrepreneur serve as the main
source of brand associations in the developmegbrd brand identity. (Spence & Es-
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soussi 2010.) As a whole, in SMEs the entreprehasra stronger and more direct in-
fluence on brand management than in large compé@ikirake 2005). In order to create

a strong SME brand, Krake (2005) suggests that S8hesild utilise the character of

the entrepreneur in branding and ensure that gomected with the character of the
brand. As the entrepreneur has such a signifiagdatin brand management, there is a
risk that the personnel might feel left out. Sust@sSME branding, however, requires

involving the personnel in the brand building pexeOtherwise, the personnel might
not commit to the brand building and resist chaingthe process. (Ojasalo et al 2008.)
In addition, SMEs should aim at creating passiontf@ brand inside the company

(Krake 2005). Externally an SME can benefit of tiegwork of the entrepreneur (Bre-

sciani & Eppler 2010).

SMEs differ from large organisations by the faattthe market has a greater influ-
ence on brand management than in large organisat®iMEs are more dependent on
the market and have little power to influence itendas large organisations can affect
the market much more and even create submarkeatskgk2005.) In international con-
text SMEs face even more competition and have mssmarket power (Wong & Mer-
rilees 2008). Also, the type of product or senaoel competitors influence brand man-
agement in SMEs because consumers give differeigthtveo the brand when buying
different products (Krake 2005).

In addition to actual brand building, brand managetin SMEs covers the market-
ing activities and communication which are natyrilighly affected by the marketing
budget and creativity. Compared to large orgammsatsMEs have smaller marketing
budgets in absolute terms (Krake 2005) and brarldibg resources are often limited.
But SMEs can be innovative in brand building byngsaffordable means of communi-
cation and focusing on targeted segments. (Ojaab 2008.) Therefore, an integrated
and focused communication strategy is essentiatréating brand equity in SMEs
(Spence & Essoussi 2010). Moreover, the brand elesnghould be well-integrated
together and they should fully support brand awessrand brand image (Krake 2005).
SMEs should not compare their brand communicaticategjies to large multinational
companies, but instead SMEs should pursue inn@jatikeative and unconventional
branding activities, such as organise events, eneasitive word-of-mouth and develop
online branding campaigns (Bresciani & Eppler 2013ing the country-of-origin im-
age as a relevant secondary association is anotheto enhance brand building at low
cost (Spence & Essoussi 2010). The brand commiumicatogram should not be too
complicated but instead concentrate on one or tgrfecant brand associations that are
the basis of brand equity. The communication shdedonsistent and the marketing
policy should be logical. (Krake 2005.)

It is important to notice that the goal of brandnagement and its activities in SMEs
is two-fold. Firstly, the aim of brand managementa create brand recognition. But
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secondly, while creating brand recognition SMEsdneconcentrate on selling in order
to survive whereas larger organisation can havelevbiepartment focusing solely on
brand management. Therefore, the second goal nfibranagement in SMEs is creat-
ing turnover. (Krake 2005.)

Finally, the overall level of brand orientation exfts the brand-marketing perform-
ance of SMEs. Brand orientation refers to the lef@mportance of branding inside the
company. In a highly brand-oriented firm the bramdl branding are the central focus
of business. Brand-marketing performance, in tuefers to the result how well the
branding strategy and activities achieve competiidvantage over the competitors. It
should be evaluated on multiple ways as brands@mglex entities. Wong and Mer-
rilees (2005) suggest that a high brand orientdtas a positive effect on the brand-
marketing performance. Gabrielsson (2005, 208)phagosed that experience and mo-
tivation of entrepreneurs facilitates achievingrisraecognition on a global level. How-
ever, Wong & Merrilees (2005) note that succesdranding comes from multiple
things and brand orientation is only one variabl¢hie whole process. They name also
brand distinctiveness and brand barriers as importactors affecting the brand-
marketing performance. They have also identifiegdhdifferent brand orientation ar-
chetypes which are minimalist, embryonic and irdégpt brand orientation for SMEs.
(Wong & Merrilees 2005.)

An SME which has a minimalist brand orientatiorofsen short-term focused and
has a selling or production approach to businegpesgd to being marketing or brand-
oriented. The goal of business might be even sahaviented. Brand distinctiveness is
also low. Overall, the company has low-key marlgtwross the board. (Wong & Mer-
rilees 2005.) In SMEs where the role of brand mansnt is low and budget allocated
at brands is minimal or not existing, the branékisly not to succeed in gaining exter-
nal brand recognition. These brands could be calietérprivileged brands and they are
likely to stay in the same level of developmenthé SME does not put more effort on
brand management. (Krake 2005.)

The second orientation is the embryonic brand tateon. Compared to SMEs with
the minimalist brand orientation, SMEs with the eyamic orientation recognise the
need for marketing and development of a competdideantage. They also understand
their current competitive advantage and positior@ng are hence aware of their differ-
ential strengths. However, branding is still segmjtional and it is very informal. The
branding strategy is implicit and the company wsesrrow range of promotional tools.
Word-of-mouth is an important part of communicatiGiWong & Merrilees 2005.)

The third orientation is the integrated brand daéon. Companies with integrated
brand orientation understand their competitive athge and distinctive features al-
ready well in comparison to those of competitorise Brand has become an important
part of the marketing strategy and branding is mwerseen as optional but as an inte-
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gral part of the marketing strategy. This resultsailarger role of branding in imple-

menting the marketing strategy and companies withgrated brand orientation use a
wider range of promotional tools. Marketing messabave also a stronger branding
aspect. In companies with a high level of branértgtion the whole personnel priori-

tise branding and the brand becomes the centteedbtus. (Wong & Merrilees 2005.)

This high involvement in branding and determinatiorbuilding a strong brand create
good possibilities for the brand to gain extermaagnition. Naturally, the management
has to also make budget available for brand managernihrough continuous devel-

opment the brand can achieve a high degree of bemad)nition and become an estab-
lished brand. The SME can now gain the benefitsuotess and extend it to the future
if the situation is maintained and the brand isaligwed further. (Krake 2005.)

However, some brands can sometimes have high meswnition although the
management has not supported this with suitabletsires inside the company. These
brands can be called historical brands. They haveed high brand recognition due to
some past events even without the devotion of tharosation. Moreover, it is good to
remember that SMEs are a very heterogeneous gruijt & difficult to give general
rules of success. There are no common tracks d@esdo success for SMEs. (Krake
2005.)

2.2  Dimensions of international branding strategies oSMEs

Developing and communicating international brand{(sn SME is a multidimensional
task and it is affected by the decisions conceriiiregnternational branding strategy. In
this research the strategic decisions concerniagdstructure, branding approach, and
degree of standardisation are taken into accoumy Bre discussed separately in this
chapter.

The brand structure can be analysed by looking at the type and nurabérands
an SME has. In other words, a brand structure sdtethe current set of brands a com-
pany has across markets and businesses (Douglaig, &rNijssen 2001) and is af-
fected by history, corporate culture, company polproduct range and market structure
(Laforet & Saunders 1994). Decisions concerningndrstructure are strategic and have
a long-term effect on the company (Kapferer 2068ake (2005) and Keller (2003)
have suggested that SMEs should keep their brandtste simple and concentrate on
building only one or two strong brands in orderpi@vent consumer awareness and
budget being scattered over several brands. Smgled strategy suits especially SMEs
that target consumers and aim at rapid interndigateon (Gabrielsson 2005). Another
view argues that even with limited resources SMéfs actually use a number of brand-
ing strategies to enhance their brand. This cawalisk diversification and growth sus-
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tainability. But the chosen strategies have torbéne with the capabilities of the SME.
(Spence & Essoussi 2010.) According to DouglasjgCaad Nijssen (2001) there are
three major patterns for an international brandcstire. These patterns are corporate-
dominant, product-dominant and hybrid or mixed dtrces.

In a corporate-dominant structure the corporatgthe main driver for brand value
and the brand is created around the corporatioa.cbnporate brand serves as a master
brand and provides an umbrella under which diffepgnducts and businesses operate.
(Aaker & Joachimsthaler 2002.) In SMEs the corpoiatind identity seems to develop
around the entrepreneur (Rode & Vallaster 2005 dkvelopment of a corporate
brand in small companies begins often already betfoe establishing the company. The
pre-establishment stage includes corporate bramdif activities, such as planning
and deciding the company name, beginning to forenctire values and developing the
company idea. In small companies the corporateegaserve as the core of the corpo-
rate brand. The corporate values, in turn, areetyasonnected to those of the entrepre-
neur especially in the beginning. (Juntunen, SaraniHalttu & Tahtinen 2010.) The
corporate brand development in SMEs should be guiea clearly defined business
concept, values and philosophy. The entreprendwmgld also make sure that the com-
munication of the corporate brand is consistendroter to create a coherent corporate
brand in the eyes of consumers. (Rode & Vallasi@b2

The corporate brand strategy enhances clarity gndrgy of the brand structure.
(Aaker & Joachimsthaler 2002). In addition, it camplify the brand portfolio and ease
the brand portfolio management (Kay 2006). The a@i@-dominant structure also
enables leveraging the corporate brand and mininmuwastment on new offerings.
From the communications perspective, a single gatpdorand is easier to understand
and remember than multiple individual product bsaadd the exposure of the corporate
brand in any context enhances the brand awarehessghout the business. (Aaker &
Joachimsthaler 2002.) For SMEs having a single dbrapresenting the company and
its products can be way to prevent loss of atterdiod to heighten the brand awareness
within the company (Krake 2005). Corporate brandiag also be efficient way to build
brand equity in SMEs (Keller 2003). Another advaetas that corporate brands have
more freedom because they are not tied to spegriduct attributes like individual
product or service brands are (Keller 2003). Asdbmgoorate-dominant structure high-
lights the company, it provides a possibility focanpany to defend its reputation and
to express their actions, values and missions anrerently (Melewar & Walker 2003;
Kapferer 2008). On that account, customers camntigt recognise some of the added
value gained from the company. In internationalagmgion corporate-dominant struc-
ture can result in economies of scale because nranage corporate brand is more
cost-effective and simpler than having many diffiéderands across markets (Melewar
& Walker 2003). Another advantage related to irdéional expansion is the capitalisa-
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tion on one single name. A company can profit frim@ awareness and reputation its
corporate brand has elsewhere when moving to netkatsa This existing awareness

can help the public to accept the brand and peromsiderable savings when entering a
new market. (Kapferer, 1997.) A strong corporatnbris also helpful in creating dis-

tribution networks and it can strengthen pricirexibility (Kay 2006).

The disadvantage of the corporate-dominant stredsithat a failure or underper-
formance of the corporate brand affects a sigmfiGanount of sales and profit nega-
tively (Aaker & Joachimsthaler 2002). Especiallyemhentering new markets, a failure
of the corporate brand can be severe and it mightemt the company from entering the
market for a long time. Moreover, it might be coroglted to precisely manage the cor-
porate brand and its components abroad. (Melewaral&®y 2003.) The corporate-
dominant structure is not the optimal choice eitlvben the brand is stretched over a
very heterogeneous group of products or servicags diminishes the power of the
brand because it might become a simple name orupt®and limits the ability to tar-
get specific segments as compromises need to be. d&apferer 1997; Aaker &
Joachimsthaler 2002.) The consumers might alsorbecmnfused of what the com-
pany is actually offering (Melewar & Walker 200¥)verall, true corporate-dominant
structure is rare in companies (Laforet & Saund®@4) and it is mostly found in com-
panies that have a relatively limited range of picid and a clearly defined target mar-
ket (Douglas et. al 2001).

In a product-dominant structure each product (odpct line) has its own brand with
a specific and well defined positioning and indivadl brands have little connection to
each other. Each brand occupies its respective exgigofi the market and tries to maxi-
mise its impact on the market. This structure imetimes called ‘a house of brands’ as
the company behind the brands stays unknown. (A&edoachimsthaler 2002;
Kapferer 2008.) Product-dominant structures tenbeédound in companies that have
multiple local or national brands or in companieatthave leveraged power brands to
expand internationally (Douglas et al. 2001).

The advantage of having individual, unconnectecdhdisas that they can be clearly
positioned based on their functional benefits dmely tcan target well niche markets
(Aaker & Joachimsthaler 2002). By having a prodimtrinant structure a company can
underline the differences between products and haugple brands in the same market
without a conflict. Therefore, the product-dominattucture suits companies which
focus on one market and aim at occupying it onwhele. (Kapferer 2008.) Another
advantage of creating new brands for new produnsiead of using an existing one is
that it enables companies to signal breakthrougfarstdges or innovations without the
weight of existing brand associations (Aaker & Joasthaler 2002). This can result in
the new brand becoming a nominal reference in theket (Kapferer 2008). The prod-
uct-dominant structure allows taking risks wheneenfy new markets because if an
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individual brand fails, the company can try to ente market with another brand (Me-
lewar & Walker 2003). As the company name remainknown and brands are not
connected, there is no risk of negative spilloviégats on other brands or on the com-
pany when a brand fails. But then again in cassuo€ess, the product-dominant struc-
ture does not enable positive effects in a way Hlog corporate-dominant structure
does. (Kapferer 2008.)

Disadvantages of product-dominant structures doss of economies of scale and
synergy effects that come from leveraging one branmss businesses (Aaker &
Joachimsthaler 2002). As SMEs have already limie=surces, building several inde-
pendent brands might not be desirable. It is atpeesive to always create and launch a
new brand for a new product. The structure canubgfied in growing markets where
even a rather small market share can mean higimesluin saturated markets it is more
advantageous to link the innovation to an existingnd than to create a new brand.
(Kapferer 2008.)

The third and most common brand structure is hybrichixed. This structure con-
sists of a mix of corporate and individual prodlestel brands or different structures for
different product divisions. Often both corpora@nd product-dominant structures
evolve towards a hybrid or mixed structure in theg run. Companies with a corporate-
dominant structure tend to add brands to otherdewbereas companies with a prod-
uct-dominant architecture aim at increasing integnabetween brands by decreasing
the number of brands or by creating a corporatacb(®ouglas et al. 2001.) A mixed
architecture is a compromise between the powerir@gents that push for a single
master brand and the personalisation requirembatspush for individual, segmented
brands which have a clearly differentiated idenfi¢gpferer 2008).

In addition to these three major brand structuBMEs can cooperate with other
companies and pursue co-branding (Krake 2005; @jagaal. 2008). In co-branding
brands from two different companies unite openlygiteate an offering in which each
brand is in a driver role of the brand value (Aakedoachimsthaler 2002; Kapferer
2008). Co-branding aims at exploiting the reputatdthe partner brand while attempt-
ing to catch an instant recognition and a posigvaluation from possibleustomers
(Chang 2009). Every brand has its limitations comiog identity and its specificity and
a partner is used to fill the gaps where the brandot competent or legitimate
(Kapferer 2008). Therefore, co-branding can enhdheevalue proposition and differ-
entiation of a brand which might result in increhsgistomer confidence (Aaker &
Joachimsthaler 2002; Chang 2009). Sometimes thHeofjga-branding is to create buzz
around a brand among opinion leaders (Kapferer R@@two companies are involved,
co-branding can be a means to share risks (Chab@).2Bor SMEs co-branding can be
means to speed up and enhance the brand builditigeagputation of an established
partner can give leverage and credibility to a $e@hpany (Ojasalo et al. 2008).
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When partnering with another brand or company Sk should carefully evaluate
the pros and cons of the partnership (Ojasalo.e20f18). One of the most important
issues to evaluate is whether the alliance willdweurable in the eyes of the customers
(Kapferer 2008)A key to successful co-branding is finding a partbeand that will
enhance the offering with complementary associat{@aker & Joachimsthaler 2002).
In addition, it is important that the images ofting brands are complementary in a
way which creates value. The brands need to fietteey and share a common vision
and value. (Kapferer 2008.) Co-branding should dxgelicial for both brands (Aaker &
Joachimsthaler 2002; Chang 2009). At least, thatedeco-brand should not damage
the associations of either brand. When the resméisnadequate for one of the compa-
nies, it might withdraw or lose interest. Overdallshould be remembered that brand
management becomes more complex when two sepapat@anies are involved.
(Aaker & Joachimsthaler 2002.)

After deciding on the brand structure, the SME toasonsider what kind dfrand-
ing approach (sometimes called brand concept) they have. The @muirement for a
brand is to provide value for customers and satisér rational and emotional needs
(de Chernatony, Harris & Dall’OImo Riley 2000). Tiealue of the brand is communi-
cated to consumers through the value propositiangtates the functional and symbolic
benefits (Aaker & Joachimsthaler 2002). Dependingh® weighing of functional and
symbolic benefits in the value proposition comparsan have different branding ap-
proaches (Park, Jaworski & Maclnnis 1986; Bhat &®e1998; Mowle & Merrilees
2005). Investigating a brand through its functiomadl symbolic values suits also SMEs
with limited resources for brand management (Mo&l&lerrilees 2005). Figure 3 il-
lustrates the continuum of different branding ajgtes based on the weighing of func-
tional and symbolic benefits.

Figure 3 Weighing of benefits

Functional Symbolic
e Appeal to rational angractical e Appeal to emotional and self-
needs expressive needs
e Product-related e Non-product related

Functional benefits satisfy the practical and immatxneeds of consumers (Bhat &
Reddy 1998) and they appeal to the rational sidethef consumer (Aaker &
Joachimsthaler 2002). They are often linked todamsitivations such as well-being and
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health (Orth & De Marchi 2007). Functional beneéite usually connected to the actual
product and represent the concrete and tangibieevafl the brand. Consumers evaluat-
ing functional benefits of a brand are thus analysh a practical and rational manner
the concrete advantages of the product, such &rpence, usability and price-quality

ratio. (Fioroni & Titterton 2009.)

Symbolic benefits, in turn, satisfy internally gested needs such as needs of self-
expression, social approval and prestige whiletmacneeds are a side issue (Park et
al. 1986; Bhat & Reddy 1998; Orth & De Marchi 200Bjands with symbolic benefits
can be means for consumers to express their pdityomad proclaim a specific self-
image (Bhat & Reddy 1998; Aaker & Joachimsthale®2)0 Contrary to functional
benefits, symbolic benefits are usually relatedda-product-related attributes (Orth &
De Marchi 2007). Symbolic benefits that appealhie® €émotions of the consumer and
give the consumer positive feelings during the pase or use are often called emo-
tional benefits. Strong brand identities often ud benefits that appeal to emotions
and they add richness and depth to owning and usiveg brand. (Aaker &
Joachimsthaler 2002.) Consumers evaluate symbelieflis with a more emotional
manner than functional benefits and use more stigecriteria such as taste, pride, the
need to strengthen a sense of belonging to a gaodpthe need to express oneself
through consumption decisions (Fioroni & Titter2009).

The decision on a branding approach should be basembnsumer needs, fit with
macro-environmental trends and relevant stakehelddoreover, the internal environ-
ment of the company has to be taken into accouhffators such as resources, image,
production capabilities and product portfolio oethompany affect the decision. The
choice of a branding approach should be regardeddesision with long-term impact
on the overall branding strategy and the chosendimg approach needs to be devel-
oped and nurtured in order to achieve a sustainaimepetitive advantage. It should
work as a strategic plan and guide the positioremgl communication decisions
throughout the life cycle of the brand. This caalda the creation of a consistent brand,
cost-savings in maintaining the brand and longemtitin of the brand’s life cycle.
(Park et al. 1986.)

Park, Jaworski and Maclinnis (1986) proposed inrtiissic article that brands
should be based only on one concept, either ortiimad or symbolic benefits, in order
to enhance the consistency and efficiency of brapdNowadays it is seen that the
value of a brand is a multidimensional construa #rerefore brands can and should
have both functional and symbolic benefits to pdeva strong value proposition (e.qg.
Bhat & Reddy 1998; de Chernatony et al. 2000; A@&dioachimsthaler 2002; Fioroni
& Titterton 2009). Also SMEs can use both functioaad symbolic associations in
brand building without creating confusion amongstoner (Spence & Essoussi 2010).
Viewing the brand too narrowly can actually resnla limited perspective and a weak
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brand. A common problem is to focus solely on fiomal benefits. (Aaker &
Joachimsthaler 2002.) Brands can appeal to botttibural and symbolic needs of a
customer simultaneously as they are separate ctsnaephe minds of consumers.
Companies should take care that the different litsnaffthe brand are in line with each
other in order to avoid confusion among consumedsaaweak brand image that is nei-
ther functional nor symbolic. (Bhat & Reddy 1998.)

Mowle and Merrilees (2005) have created two genbérahding approaches for
SMEs based on the weighing of functional and symbagnefits. The first is a product-
driven branding where the main emphasis is on thdygt itself and the brand is cre-
ated around the product. The value propositiomeflrand is mostly based on the func-
tional benefits whereas symbolic benefits play alln role. (Mowle & Merrilees
2005.) Basing the value proposition on functionahdfits can offer a sustainable ad-
vantage but it might categorise the brand tightld anake it therefore vulnerable to
product-related changes. Product-driven brand tendfarder to transfer to other con-
texts than a brand that highlights the symbolicdfigs (Aaker & Joachimsthaler 2002.)
Differentiation based on product-related benestslso easily copied and needs there
fore continuous improvement (de Chernatony et @002 Kapferer 2008). In addition,
when the functional benefits play the main rolgha value proposition, the company
should take particular care that the actual prodetivers the promised benefits. This is
important because the post-experience evaluati@omgumers affects more brand im-
ages with emphasis on functionality than brand mesagghlighting symbolism. When
the consumer experience is inconsistent with tlenged benefits, repeat sales can be
strongly affected. (Orth & De Marchi 2007.)

The second approach is a marketing-driven branidirvghich the company focuses
on the experience around the brand additionallihéoproduct. The value proposition
has a stronger appeal to the symbolic needs ofucogrs while the functional benefits
play a minor role. (Mowle & Merrilees 2005.) An ahtage of this approach is that
while some customers may attach greater importémdanctional benefits, symbolic
value helps the brand stand above others. Brandfilemssociated with beliefs and
values are the most powerful and difficult to irntetaTherefore, intangible, symbolic
benefits that represent the essence of the brash@eress the core value of the brand
are more likely to be sustainable than functioraidiits based on the physical features
of the product. (de Chernatony et al. 2000.) Anotleason favouring the marketing-
driven approach is that nowadays consumers tetakéfunctional benefits for granted
while looking more and more for products that guadé help them to survive in a soci-
ety which is more complex and selective than ek@réni & Titteron 2009). But sym-
bolic benefits are harder to evoke through advarients and they are less effective in
creating initial purchasing intent. But once beewgpked, symbolic benefits are not as

vulnerable to the post-experience evaluation ofsaarers as functional benefits are.
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Thus, in the long-term it might be wise to concatgmmore on symbolic than functional
benefits. (Orth & De Marchi 2007.)

On international markets SMEs have to decide orddggee of standardisation(or
adaptation) across markets. According to the exdreiew of Levitt (1983), only global
companies using a global strategy will succeechanlong term. The global strategy
aims at standardisation at all levels and seewtinkel or respectively major regions as a
single market where products are sold in same \wayitt 1983). This approach has a
strategic appeal when consumers with similar needstastes around the world can be
segmented in a meaningful way in order to creatgelamarkets (Hassan & Katsanis
1994; see for reference Pitta & Franzak 2008). 8irapstrategies that aim at standardi-
sation are often justified with economies of sd@levitt 1983, Schuiling & Kapferer
2004) as standardised international brand can eedosts in all business areas, includ-
ing R&D, manufacturing, and logistics (Schuilingksapferer 2004).

Standardised brand communication results in sicgmfi cost reductions when the
same campaigns and programs can be used in mutplgries with no or only a little
adaptation (Aaker & Joachimsthaler 2002). Becabsenumber of brands and local
variations is reduced, standardisation enablegitargmmunication budgets to support
a single global brand. This is especially imporiarthe context of high advertising and
media costs(Schuiling & Kapferer 2004.) The opportunities fetandardised brand
communication become even greater and more atteab&cause of the rising interna-
tionality of media (Kapferer 2008). Standardisat@@n also enhance the effectiveness
and profitability of international branding as leettesources are available when assets
are concentrated and duplicated tasks such asngeatvertisement can be cut (Aaker
& Joachimsthaler 2002; Kapferer 2008). In additistandardisation can speed up the
process of bringing new products to the markeiras-tonsuming local modifications
can be reduced or left out. When the company do¢suse a standardised branding
strategy, the process is much more time-consunieff 1999 see for reference Pitta
& Franzak 2008; Schuiling & Kapferer 200450m an internal point of view standard-
ised branding strategy can help a company to iatedts activities worldwide (Douglas
et al. 2001), and from an external point of vieanstardisation can facilitate the crea-
tion of a common image and identity across marietaiglas et al. 2001; Schuiling &
Kapferer 2004). Once a globally standardised bramdeated it is also easier to manage
than multiple country- or market-specific brandsarflardised brands benefit from
cross-market exposure. (Aaker & Joachimsthaler 2088 SMEs have limited re-
sources, targeting a global niche market with stagide strategy could be suitable for
SMEs. Especially SMEs targeting consumers seemhtmse standardised strategy
(Gabrielsson 2005). Moreover, one man companieanganies that use the creators
name have from the beginning more standardisetegiralobally. In addition, the fact
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that if products are produced in single factoryaistor pushing towards globalization.
(Kapferer 2008.)

However, a standardised strategy is not the ontypo@nd many of the brands that
are viewed as standardised global brands are bctaddpted to local needs to some
degree. For example, McDonald’s has regional atiapg&in its menu and the Coca
Cola taste varies in different parts of the wofBlobal brands often have local varia-
tions in order to compete and serve the local needswants. This approach decreases
the efficiencies in production but enables savimgslownstream activities, such as
communication, that result from effective globahtding. (Pitta & Franzak 2008.) The
benefits of standardised communication do not abwvayist as sometimes localised
communication is more effective and economical thiamg and possibly adapting
global campaigns (Aaker & Joachimsthaler 2002).uiting the brand to local needs
has also the possibility to enhance the overadridtional marketing communication of
SMEs (Wong & Merrilees 2008). Sometimes growth tenachieved only through
market adaptation which can function as a driveirfoovation (Kapferer 2008).

Following the standardisation strategy can be daliffi because while it is already
challenging to find a superior brand strategy ie eountry, the situation becomes even
more complex and challenging on an internation#linge (Aaker & Joachimsthaler
2002; Pitta & Franzak 2008). It is difficult to @ina position that works across markets
and sometimes the differences between the market®a fundamental for an interna-
tionally standardised brand to be the optimal oereVeasible choice (Aaker &
Joachimsthaler 2002). Standardised brands arepadddematic when they are used by
different segments in different countries. This Imitgad to a situation where the stan-
dardised branding strategy might not work in atbé countries (Kapferer 2008). In
addition, differences in the legislation and cudtstill exist between countries and they
might cause a standardised branding strategy tatnfabme markets. Finally, consump-
tion habits vary in different countries and globahnds must cut down their ethnicity.
(Kapferer 2008.)

Svensson (2002, 578-579) even argues that a ginhedeting strategy that strives
for maximising standardisation and homogenisatiomarketing activities across mar-
kets is fikely to be a managerial utopiathat can exist at its best only on a strategic
level. It is less suitable on an operative or @id¢atlevel, if even realistic or feasible to
implement. Based on this view, standardised brandirategies might be sensible on a
strategic level, but on an operational level bragdictivities have to be developed from
the perspective of the target market. (Svensso@.200

Rather than seeing standardisation and adaptasidsiagk and white options, the
standardisation process should be seen as a vaguoptions (de Chernatony, Halli-
burton & Bernath 1995) and every company has to five right balance between stan-
dardisation and adaptation in international bragd single solution which works for
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every company does not exist. (Kapferer 2008.) Yhgvthe development of an interna-
tional brand as a two stage process can alleiatel¢cision of which elements to stan-
dardise. In the first stage the core essence obritned is developed. This core essence
refers to the added value positioning of the brandn other words what the brand
stands for. It should be unaltered across marketdeveloping the core essence, the
company should first identify the added values #red positioning of the brand. After
establishing the core essence of the brand, theugga of the brand’s benefits on an
international level can be planned and implemenBrdnd execution handles issues
concerning the implementation of the brand sucpaagaging, product content, tactical
promotions, creative and media policy. Contraryht® core essence, execution may be
adjusted to local needs. In order to know to whagtent the brand should be standard-
ised, the company should analyse the external mtednial environments. (de Cherna-
tony et al. 1995.)

2.3 Brand communication in social media

“It is clear that we have entered a digital age dathe strong brands of
this era will be those that best utilise the Welbaiding tool.”

The above quote from Aaker and Joachimsthaler (2P8Q) is more up to date today
than when it was published. Nowadays, the inteisy@in important branding environ-
ment that needs specific models and theories. ¥ample, social media can be used for
advertising and promotion purposes (Mustonen 2068).SMEs the internet offers a
great number of innovative brand communication ofymities due to its low cost and
wide reach (Bresciani & Eppler 2010). As social raed global in nature, it suits SMEs
that aim at creating a standardised brand imadeatijo(Gabrielsson 2005). However,
it seems that most SMEs have still a lot to ledvaua online branding (Bresciani &
Eppler 2010). It can be argued that brand is bresghrdless of its environment, but the
execution of branding has to be modified to differenvironments (de Chernatony &
Christodoulides 2004).

Simmons (2007) has created a conceptual framewarkofline branding. The
framework includes four different elements that laighly interrelated. In order to suc-
ceed in online branding, the integration of all f@lements is crucial when planning
and executing an online branding strategy. (Simn2@@¥.) The four different elements
of the framework and their interconnectedness eesgmted in Figure 4.
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Figure 4 The four pillars of i-branding

Understanding < > Marketing
Interactivity 4—p Conten

Source: modified from Simmons (2007, 545).

The first elementynderstanding customersis the basis of all branding. In order to
succeed in online branding it is critical that c@migs build genuine relationships with
their customers. To do that, companies need torgtadel their visitors. (de Chernatony
& Christodoulides 2004.) In social media understagaan be enhanced by listening to
customers and by engaging in discussions with tfieaplan & Haenlein 2010; Leino
2010). Success in online branding comes from thisway communication with the
customers opposed to the monologue by companigaditional media (de Chernatony
& McDonald 2003; Mangold & Faulds 2009; Leino 2010pmpanies that do not listen
to consumers will be left behind (Smith 2009).

Companies should also realise that consumers dfusiopassively consume brands
but instead they are co-creators of value in oninenmunities. This consumer in-
volvement in the value creation does reduce theepa# brand owners who have to
control their brands. However, as consumers beaoore involved in brand building,
they are also more likely to forgive some of thetadkes of the brand as they might feel
partly responsible. (de Chernatony & McDonald 2p@Engagement with consumers
will be the key in turning consumers into long-temvocates of the brand because they
will share their positive opinions online and af#li in addition to purchasing loyalty
(Smith 2009). Hence, companies should focus moreoommunities and start reacting
more rapidly to new suggestions from consumers.r@yecompanies should aim at
relaxed control over brands even though the classinding literature promotes tight
control. (de Chernatony & McDonald 2003.)

In addition to understanding customers, compareesi io be humble and learn how
social media itself works before entering it. Brand social media should act and be-
have like other users and not aim at being perpatished and overly professional. The
stories and texts published need to be authenticbafievable. Therefore, companies
should not be afraid of doing mistakes in sociatlime(Kaplan & Haenlein 2010; Leino
2010.) Moreover, consumers do not appreciate corapam brands that focus only on
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selling and pushing marketing messages in socidian&eino 2010). In order to have
a coherent image in social media, companies shalatil consider how social media is
managed inside the company and create the socdiarmelicy accordingly. Companies
should always be honest in social media as theaenisjor chance that any dishonesty
will come out. (Kaplan & Haenlein 2010.)

Concerning marketing communications companies should accept that a great
amount of information concerning products and sewiis already communicated be-
tween consumers in social media and the abilitgarhpanies to control the timing,
content and frequency of the information has erdémvley 2004; Mangold & Faulds
2009). Compared to traditional promotion channetsad media is unique as it enables
consumers to communicate with other consumers. ddnsbe seen as an extension of
traditional word-of-mouth communication. (MangoldFaulds 2009.) Online commu-
nication combines the reach of mass media withpttesibility for personalised mes-
sages characteristic for a two-way dialogue (Simsn2007). Personalised brand com-
munication can offer extra value to customers assages can be made more relevant
to specific situations (Merisavo 2008). Anotherfetiénce between social media and
traditional promotion channels is that social medianore of a mind-set than a true
channel although it can be used as a promotiorairel, too. Social media itself con-
sists of multiple channels such as blogs, sociakorks or wikis. These channels en-
able the creation and sharing of social media teerousers of the internet. (Evans
2008.)

However, companies should not forget that all thditional channels still exist and
social media is a complementary extension to thewargs 2008). Therefore, it is im-
portant to remember that like branding in any othedia, branding in social media has
to be integrated with other channels in order ib&successful (Haenlein & Kaplan
2009; Tikkanen et al. 2009). Overall, traditionatiaonline channel strategies need to be
aligned to avoid inconsistent or conflicting messagrhis is important as the offline
and online worlds are connected in the minds ofaorers. (Rowley 2004; Haenlein &
Kaplan 2009.) On an operational level this can beedby using both traditional and
online promotional tools (Mangold & Faulds 2009)invay that every media is used to
its fullest potential (Clauser 2001). It is essainthat companies make sure that each
social media channel works efficiently on its owurt s at the same time integrated to
all other marketing channels (Keller 200Bgsides, the preferences of the priority audi-
ence have to be taken into account when plannipgoenotion using social media
(Thackeray, Neiger, Hanson & McKenzie 2008). Whimping brand communications
online, the company should notice that customey® lthfferent relationships with the
brand and the communication should be adaptededliffering needs of customers.
One customer might have recently encountered tiedbior the first time whereas an-
other might already have a genuine relationship wie brand. (Merisavo 2008.)
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Online brand communication should be frequent ardsages should be repeated to
a certain extent. However, companies must be dangfia repetition as too much repe-
tition might turn the effect negative due to irtiken. Relational communication that
aims at enhancing the customer’s attitudes andtioga long term can be more fre-
quent than promotional advertising. Relational camioation can be for example pro-
viding hints, information or invitations to eventRecipients might view relational
communication more as service than advertisemamim@®tional advertising on the
other hand focuses on generating sales and otsigonises on a short term. Promotional
communication is often not profitable on the loegat and it does not create true cus-
tomer loyalty as customers might be running aftexdgdeals. (Merisavo 2008.)

Onlineinteractivity is needed in order to understand the customeerbetid to cre-
ate more personalised marketing communication (ingm2007). Overall, enabling
greater interactivity is a critical success faabéronline branding (de Chernatony &
Christodoulides 2003). Creating interactivity ishaee stage process. In the first stage
an organisation distinguishes one visitor from hantIn the second stage an organisa-
tion should collect and memorise the inputs ofititgvidual visitors. The aim of this is
to understand the customers better through their @mmmunication. In the third stage
the previously gathered data is used to give &doesponses to individual customers.
(Simmons 2007.) Using social media channels is @ iwaenhance interactivity itself
but the actual channels to be used should be cheghnconsideration. Companies
should not aim at being present in too many forfsogial media as success in social
media requires active participation. The decisidmclv type of social media to use
should be based on the target market and the neesglaigh the company wants to
communicate. After choosing the type of social ragtlie company has to choose the
particular social media application or create a mew. (Kaplan & Haenlein 2010.) In
any case companies should provide consumers wittonidng platforms or communi-
ties where to communicate and interact with oth@msamers with similar interests
(Mangold & Faulds 2009) because internet users@fdiay want to interact with other
users and actively participate in communication pfi€éeer 2008). These networking
possibilities can stimulate extensive brand comweation that would maybe not occur
or come to public otherwise (Aaker & Joachimsth&@®2). In order to encourage in-
teraction between members in networking platformscomunities, companies should
promote communication and group cohesion (Casaiyidh & Guinaliu 2008). It is
important that the company manages the commundyitarsustainability in a long term
perspective and creates shared experiences fandéhgbers of the community (Casalo
et al. 2008; Tikkanen et al. 2009).

The fourth element of online branding and the om&racteristic to an online envi-
ronment iscontent (Simmons 2007). Companies should provide inforomatnd rele-
vant content to consumers. This encourages consuimexctually talk about the prod-



36

ucts and services of the company as they have ia tiastart the discussion from.
(Mangold & Faulds 2009.) Providing information is@means for the company to ex-
press values and opinions (Kaplan & Haenlein 2G@®) explain their reasons behind
branding activities (Keller 2009). But companie®wdld understand that social media
users are also more critical toward the informa#ierthey themselves decide whether to
follow a company or brand or not (Leino 2010). Tere, the published content has to
be up to date, interesting (Kaplan & Haenlein 204:@) even outrageous as the attrac-
tiveness of social media is highly based on eritertant and excitement (Mangold &
Faulds 2009).

In addition to being interesting a company has fferasomething exclusive to the
engaged consumers online (Mangold & Faulds 2009pther words, companies need
to create value for consumers and satisfy theidsi@aline in order to give them a rea-
son to visit and return to the community or cont@dsald et al 2008; Tikkanen et al.
2009). This can be for example entertainment, itexas, service (Tikkanen et al. 2009)
or special offers for the members of the commuf@gsalo et al. 2008). The special
offers should be tailored to the needs of differmmtomers (de Chernatony & Christo-
doulides 2003). Providing a motivation to revisitther helps in the relationship build-
ing (Aaker & Joachimsthaler 2002). But companiesusth bear in mind that promises
made online have to fulfilled offline too (Clausz®01). Consumers need to be able to
relate to the conterand to the company, brand or product the commusityased on.
This can be done by supporting causes which areriiaumt to consumers (Mangold &
Faulds 2009). The whole content should also barogdid so that search engines such
as Google can find them.

If the above discussed factors are taken into atoebien planning and implement-
ing branding strategy in social media, it can hehmpanies in creating an emotional
connection with the members and in consequencéeci@zl customers (Clauser 2001,
282). Overall, successful use of social media andrcommunication can lead to vari-
ousadvantages Some of the largest advantages are shown iné&ur

Figure 5 Advantages of using social media in breamdmunication

Successful use of social media in brand commumicati

/ V\

Engaged consumers & | Enhanced communication &| Speed up brand building
emotionalconnection to increased informality process & cost-
the brand effectiveness

One of the main advantages of social media isitltain effectively engage consum-
ers to a brand or company. The engagement resaits\farious things. Firstly, the par-
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ticipation of consumers in networking platformscommunities around a specific brand
has a positive effect on their affective commitmtenthe brand (Casalo et al. 2008) and
it can stimulate or even passionate extensive btantmunication. Interaction between
consumers can create the potential for a meanirggiaial experience involving the
brand. This might lead to the situation where trentd becomes an important part of a
person’s life. This is the highest level a brand meach. (Aaker & Joacimsthaler 2002.)
Social media also allows consumers to have daitpenters with the brand and give
feedback which might make consumers feel more estjag the brand (Keller 2009;
Mangold & Faulds 2009). Consumers might also feslialy belonging as they can
communicate and bond with other consumers in sooedia. For companies, social
media offers a way to explain consumers the realsehsd branding activities. (Keller
2009.) Furthermore, if the factors that affect suecess of social media branding are
taken into account, a trust between consumers tandittual community will be built.
This will ease turning community visitors into meand who become contributors and
finally from contributors into highly engaged evafigts of the community and the
brand around which the community is developed. Tasults in consumers who de-
velop greater emotional feelings and commitmenth® brand. (Casalo et al 2008.)
Clauser (2001, 279) has stated that

“Appropriate use of online tools can maximize tl@sumer’s emotional
connection, thereby increasing repeat visits, tgspent on the site and
number of page views, a group desirable charadiessthat can be
summed up as online brand loyalty.”

The interactive quality of social media eases theetbpment of an emotional con-
nection between consumers and a brand. Using soedia in branding can strengthen
consumers’ sense of loyalty, ownership and belangm a brand. (Clauser 2001.)
Online branding capitalises on the ability of usergo-create value (de Chernatony &
Christodoulides 2004). In social media consumenrshEcome active co-creators in the
creative process of branding instead of being megraksive receivers like in the past
(Aaker & Joachimsthaler 2002; Thackeray et al. 2008is is significant as consumer
perceptions have always affected and defined ttenmg of brands (Kay 2006). More-
over, the consumer participation might commit conets to the brand and moreover,
increase buying and customer loyalty. Furthermategn consumers are part of creat-
ing the online promotional strategy, it has greaiatiential to resonate with the priority
audience. (Thackeray et al. 2008.) The ability @fial media to combine and deliver
sight, sound and motion in all forms helps to aaatpactful, experiential and lasting
feelings in the minds of customers (Keller 2009).
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Social media and active participation of consumers good way to enhance com-
municationand make the information look more informal andecbye (Kozinets
2002). Already the online environment itself is rsemore flexible and informal on a
conceptual level (Syed Alwi & Da Silva 2007). Thesan advantage as positive infor-
mal information may have a positive effect on cansu perceptions of a company
(Karaosmanoglu & Melewar 2006). Informality andegpbleness are especially impor-
tant factors in the success of online corporatedsgSyed Alwi & Da Silva 2007). So-
cial media also encourages consumers to spreaahafmn and opinions and therefore
fosters word-of-mouth to spread (Thackeray et @08 Mangold & Faulds 2009). So-
cial media channels complement other channelsmratat and they can be used to en-
hance the versatility of the overall brand commatan (Keller 2009).

The use of social media can speed up the brandibgiprocess by facilitating the
creation of affect and attachment to the brands T$because the company can receive
immediate feedback from the consumers which caexaenined by segments or even
by individual consumers. If the company acts onfdezlback and makes changes and
the consumer notices this, it will increase thesgattion of the consumer in question.
(Kapferer 2008.) Companies can also gather valuabiesumer insight by listening
consumers on social media. Consumers are postfogriation and user experience
stories online all the time and these postingsraftenpanies valuable and high quality
market information at low cost. (Constantinides &uRtain 2008.) Online marketing
research is more unobtrusive, convenient and abdesban research done tradition-
ally. It is also far more economical (Kozinets 202

The global nature of social media can be seen aglaantage especially when used
for international branding. Social media is a ceféective way for companies to do
branding and build their trust and credibility (Tharay et al. 2008; Galt 2009; Kaplan
& Haenlein 2010). Informing the new online opinie@aders (such as bloggers) of new
products, services or offers is an economical wagetch target markets or even spe-
cialised niche markets. Advertising on carefulljested social media sites and popular
search engines can be relatively low cost commtinic@ption compared to traditional
media. (Constantinides & Fountain 2008.)

Social media poses al$loreats to companies. One of them is that companies might
lose control over their brands and communicatiogafsumers are given too much
freedom in the creation or usage of the conterthercompany website. This might lead
to a situation where consumers upload even harotfatent (Clauser 2001; Wunsch-
Vincent & Vickery 2007). As a result there might &doss of trust or credibility, nega-
tive effects on the image, sharing of negative rimf@tion, or even illegal issues with
consumers using the company website for illegalidiets (Clauser 2001). Overall, on
the internet it is almost impossible for compani@gontrol discussions and conversa-
tions about themselves. The information generayeaskrs is mostly unverified and can
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be true or false. Problems arise when the infownadiffers a lot from the information
published by the company itself. (Aula 2010.)

The company or brand reputation might be quicklgnted when consumers do not
see the online brand community trust-worthy, opeigresting and relevant and engag-
ing with the audience (Palmer & Koenig-Lewis 2008pmpanies create reputational
risks in social media themselves too by hidingrtimeiolvement or by generating con-
tent disguised to be from an external consumer.eixample, companies have created
blogs that look like they have been written by aoners and appeared as consumers
posting messages praising the company or its ptedilibese activities might be ini-
tially good for the company until these acts areeaded and become harmful to the
reputation. This leads to the situation that inidomedia companies have to be good
and not just look good. (Palmer & Koenig-Lewis 208@ila 2010.) Because of social
media everything a company does is public (Aula®201

Companies should realise that putting existing ethaments and press releases
online is not enough but instead understand ther@atf social media and commit to it
(Kaplan & Haenlein 2010). Social media is not jastadvertisement billboard; it is a
communication channel between consumers and thedbraccordingly, companies
should not view online branding opportunities prityaas a way to save costs. The
internet does enable cost-savings in many areawibiuintelligent search engines con-
sumers can easily compare different brands aneép@nd are able to switch brands
easier. (de Chernatony & McDonald 2003.) Compasiesild therefore concentrate on
other factors than cost savings such as the quaflipnline content available to con-
sumers.

Another challenge of branding in social media &t tine power shifts from distribu-
tors and manufactures to consumers. As consumeesrttavadays access to a growing
amount of information online with reduced searcktgpthey become more able to sig-
nal their discontent against companies. Consunrerbecoming more cautious online
(de Chernatony & McDonald 2003.) and as they deffireerules of engagement, they
are able to insulate themselves easily from thenconication if they want to (Keller
2009).
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3 METHODOLOGY

Methodology is a general approach to scientifieaesh concerning the preferences for
the large components of the research process (i€efdlfashakkori 2009), such as
choices about the subjects to study, methods usedata gathering and forms of data
analysis. In other words methodology defines hogphanomenon is studied and re-
searched. (Silverman 2001.) Research methods mate specific strategies and re-
search techniques used in conducting the researeddlie & Tashakkori 2009;

Silverman 2001). Research methodologies or metlaoesnot true or false, they are
only more or less useful depending on the theaie$ research questions (Silverman
2001). In this chapter the overall empirical resbarocess is presented and discussed.

3.1 Research approach

Research approach means the chosen methodologalazh to conduct a research.
There has been a debate for a long time aboutitfeeethces between quantitative and
gualitative research approaches and for what kindesearch they are suitable for
(Bryman 1992; Hirsjarvi, Remes & Sajavaara 2004)e Two research approaches are
often described as opposing approaches to each (@&hHksson & Kovalainen 2008).
The quantitative approach incorporates methodsntiagtsimply be defined as the tech-
niques associated with collection, analysis, imgiion, and presentation of numerical
data whereas the qualitative approach employs rdsttitat concentrate on narrative
information (Teddlie & Tashakkori 2009). CreswelDQ9) adds that a more complete
way to compare the two research approaches issesaslso the basic philosophical
assumptions and types of the overall researcregiest used. But rather than seeing the
two approaches as contradicting or competing agpex they can also be seen as
complementary to each other (Hirsjarvi et al. 20@d)l one research can combine the
two approaches (Creswell 2009; Yin 2009). Combiriiregtwo approaches is especially
attractive because of the distinctive charactegstif each approach (Bryman 1992).

A research approach that combines both quantitatiequalitative methods in one
research is called a mixed methods research. Alser mames such as multiple meth-
ods or integrative research exist. (Creswell 200%¢ research tradition of mixing
methods has developed during the last 20 yeargsatiterefore less established than
gualitative and quantitative research traditionse Tesearch approach of mixing meth-
ods advocates the use of whatever methodologio#d teeeded to answer the research
guestions under study and is often guided by préignmhilosophical assumptions.
(Creswell 2009; Teddlie & Tashakkori 2009).Yin (3)Gven argues that rather than
concentrating on the differences between quanéatnd qualitative research ap-
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proaches, the researcher should concentrate otypgbkeof data. This defines how the
data should be handled and interpreted. Both tgpdata can produce data driven, out-
come-oriented, and truly scientific research. (2003.) It is not to be forgotten that

although mixed methods research is seen as pragamiroach, it is guided by the re-
searcher questions which are answered both intnarrand numerical forms (Teddlie

& Tashakkori 2009).

In this study the approach of mixing methods wasseh because the aim of this re-
search is to examine a rather new phenomenon ancbtlection of diverse type of data
was seen to best provide a holistic understandirgsivell 2009). A mixed methods
research occurs either in parallel or in sequentiakd designs (Teddlie & Tashakkori
2009). The sequential design of this researchustibted in Figure 6.

Figure 6 lllustration of the sequential desigrio$ research
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The qualitative part is given greater importancd amight in the research over the
quantitative part (Brannen 1992; Creswell 2009) fhantitative part is used to facili-
tate the qualitative part of the research by helpuith the choice of subjects which are
then further examined with qualitative methods (Bren 1992; Bryman 1992). In addi-
tion, the quantitative method is used to gathek@amind data in which the intensive
qualitative research can be contextualised (Brai9éR).

The approach of mixing methods was favoured becalufee many advantages it of-
fers compared to a single approach research. \iesttesearch conducted with mixed
methods can enable the researcher to address woEex research questions. It also
allows the researcher to collect a richer and geomarray of data compared to the data
collected by using only single method. (Yin 2008herefore, a mixed methods re-
search provides stronger inferences than singleoapp designs (Teddlie & Tashakkori
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2009). It also forces the researcher to confroatdifferent theoretical perspectives and
the relationship between the data sets collecté aviferent methods (Brannen 1992).
Mixing methods is also a means to create methaddtilation (Creswell 2009) which
means using multiple methods to study a singlelproblt is recognised as one way of
increasing the trustworthiness of a research. kamele, a research studying a new
phenomenon like this research can triangulate tihatiahas been collected through sur-
vey and case study methods in order to providetteroenderstanding of the phenome-
non. (Teddlie & Tashakkori 2009.)

The mixed methods research also provides the pliysior a wider array of differ-
ent views(Teddlie & Tashakkori 2009). Using mixed methods b&lp the researcher
to study a phenomenon both in micro and macro $eaglquantitative research can pro-
vide clarification to larger scale structural feat of life and qualitative research can
enlighten the small-scale behavioural aspects (Bryi©92). The use of both quantita-
tive and qualitative methods might also secureaitess easier than using just one or
the other method (Bryman 1992). In this researetas important to conduct a quanti-
tative survey to provide information on the widthsocial media usage amongst Fin-
nish design-intensive SMEs and to examine whetierphenomenon exists at all. In
addition, the survey was used to facilitate with tmoice of case companies and getting
access to them. The qualitative part is used twigeeoscope and depth on how the case
companies incorporate social media into internaitidnanding.

A clear disadvantage of mixed method researchasithis more difficult to conduct
than research relying on only one approach (Yin9200he researcher needs to be fa-
miliar with both quantitative and qualitative resgaapproaches (Creswell 2009) and it
is rare that a researcher is equally competenhenmethods of both approaches. Re-
searchers are often naturally more talented orasted in the other approach and train-
ing is not always available. (Brannen 1992.) Thaswot seen as such a large problem
in this research because the author has an equalrarmf experience from both ap-
proaches. But as the author does feel a bit mangrally competent and interested in
the qualitative approach, it is given more weight.

Another challenge with a mixed methods researdhas it requires extensive data
collection and analysing both text and numeric dattime-intensive (Creswell 2009).
Silverman (2000) also notes that relying on muttiphethods on revealing a holistic
picture of a phenomenon can easily lead to po@aret based on under-analysed data
and imprecise research problems. Therefore, it ldhba remembered that research
guestion should impose which method(s) to employrfin 1992). In planning this
research, the time and resources needed were thougbarefully. In order to ensure
proper data analysis, it was carried out in phagefirst analysing the quantitative part
and then the qualitative part. After analysing plagts alone, the results were analysed
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in combination. Research questions themselves asedbon the literature review and
the questions guided the researcher to use mix#ubohe

3.2 Research strategy

Before conducting any empirical research a liteateview was conducted in order to
find research gaps and form sharper and meaninggebhrch questions of the topic (Yin
2009). This led the researcher to examine the tiseaial media in international brand-
ing in Finnish design-intensive SMEs. Based ondbjective a research strategy of ap-
plying the case study method was chosen. The @setategy itself refers to the entity
of methodological solutions of a research andll$ i&s how a certain research question
is studied. Common research strategies are for pbeaexperimental research, surveys
and case studies. (Hirsjarvi et al. 2004.)

Case studies are a research strategy in whichetearcher explores in depth a pro-
gram, event, activity, process, or one or moreviadials (Creswell 2009). Yin (2009,
18) adds that in case study research a contempoin@ryomenon is investigated

“... within its real-life context, especially whehe boundaries between
phenomenal and context are not clearly evident.”

Case studies are sometimes thought of as a me#lodding to the qualitative re-
search approach but they can combine both quamtitahd qualitative research meth-
ods (Creswell 2007; for reference Yin 2009) andcampatible with many data sources
(Swanborn 2010). Therefore, case study researshwil to the mixed method ap-
proach of this research.

A case study as a research strategy was choseuseetallows the researcher to re-
tain the holistic and meaningful characteristicsesl-life events such as organisational
and managerial processes and international refatibhis was seen important as the
aim of this study is to study exactly the organdel and managerial processes of de-
sign-intensive SMEs in an international contextofker reason for preferring the case
study method was the objective of this researamtterstand a real-life phenomenon in
depth. A case study is also the preferable chaiceskearches examining contemporary
events when the researcher cannot control or meé@the relevant behaviours which
was the case in this research. Moreover, as treetlg of this research was to examine
a new phenomenon and no clear, single set of owsarould be expected, the case
study was seen appropriate to enlighten the sitmaflyin 2009.)

The opponents of the case study method see catiessas time-consuming projects
that result in massive and unreadable documents.miight be a problem in some case
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studies, but Yin (2009) argues that case studiesbeaconducted in sensible time and
the case reports do not have to be lengthy. Beaanigefour case companies are stud-
ied in depth in this research, the length of thmreshould stay sensible.

The ability of the case study method to provideasaid for generalisation is often
guestioned as some opponents of the case studpdnsde a single case study insuffi-
cient. But Yin (2009) notes that a case does muesent a sample and the results there-
fore cannot be generalised to populations or usasrbut instead the aim is to general-
ise and expand theories. But there is a problern geheralising results from case stud-
ies to theory because the results are tied to ahéext and by changing the context or
certain variable many other variables might chasigaultaneously. Therefore, results
obtained with case studies need further testinga(®orn 2010.) The problem of gen-
eralisation is not a critical factor in this resgabecause the main objective is to ex-
plore and describe a real life phenomenon andmotdate generalisations. Yin (2009)
admits that a case study is not suitable for estaibly a causal relationship but neither
is this the aim of this research.

Case studies can be conducted as single-casesstudére only one case is studied
or as multiple-case studies where the researclasgedoon several cases (Swanborn
2010). A multiple-case design was chosen over glesicase design as it offers substan-
tial analytic benefits. The conclusions drawn fromaltiple cases will be more powerful
than those that arise from a single case. (Yin 2089 Swanborn (2010, 46) notes:

“... a multiple-case design is considered to besdes of replications of
measurement of the same phenomenon under difféngnhopefully ir-
relevant, conditions. The idea is that the moreesasne studies, the bet-
ter the chances to separate the general from tlexiBp features of a
case.”

Multiple case studies also offer more independefirmation for the researcher
(Swanborn 2010). Whereas a disadvantage of multasée studies is that they might
require extensive resources and time (Yin 2009).

3.3 Data collection

The data of this research was gathered in two ghasehe first data collection phase
an e-mail questionnaire was sent to a group of isinkdesign-intensive companies.
Then based on the results of the questionnairedase companies were chosen. After
choosing the cases, theme interviews were conduttie four case companies.
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These two different methods, a questionnaire atehirews, were chosen because
their strengths complement each other. On the and,ithe questionnaire allowed col-
lecting a large number of responses inexpensivetyder to explore the overall use of
social media in design-intensive SMEs. On the ottaerd, the interviews enabled the
collection of in-depth information on the four casmmpanies. (Teddlie & Tashakkori
2009.) These two methods and selection of casedisressed in more detail in the fol-
lowing three subchapters. Additionally, the reskaraitilised secondary sources, such
as company websites, to familiarise with the casapanies before the interviews and
to reinforce the interview data. Overall, secondswyrces played a minor role in the
data collection and data analysis.

3.3.1 E-mail questionnaire

The aim of the first data collection phase wasdlbect background data and a list of
eligible case companies for further investigatiod hence, a cross-sectional survey was
seen the most suitable for this purpose (Brann&2;1@reswell 2009). The survey was
conducted as an e-mail questionnaire. This methasl ehosen because it is quick and
inexpensive as the questionnaire can be e-maildtietiaespondents (Creswell 2009;
Teddlie & Tashakkori 2009). Questionnaires alsobeneaffective data collection. The
e-mail questionnaire was developed and planned watke so that the data could be
quickly transformed into an analysable form. (Hirgj et al. 2004.) An e-mail survey
was also a convenient solution (Creswell 2009) bseahe researcher had a program
designed for internet questionnaires, Webropoheatdisposal free of charge. It was
possible to reach and check the answers anytiméhanel were no financial costs to the
researcher. The handling and technical functiomhthe questionnaire was examined
before sending it to the respondents.

The problem with questionnaires is that the researcannot be sure how seriously
the respondents have answered the questions.ntitislways clear either how well-
defined the questions and answer options were themespondent’s point of view. The
researcher cannot control either how well inforntteel respondents are concerning the
topic of the questionnaire. Another disadvantagéh&é questionnaires must be kept
short and therefore they might be missing infororatiFurthermore, the planning and
creation of a good questionnaire requires a ldinoé and skills. A typical threat is that
the response rate might stay low. This leads tdfdbethat the researcher must do an
extensive follow-up consisting of reminders andnaiings to non-respondeni@lirs-
jarvi et al. 2004; Teddlie & Tashakkori 2009.) Irder to overcome these problems a lot
of thought was put to the layout and structureniog and word order of sentences, and
readability of the questionnaire. The questionnaias intentionally made short to keep
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the questionnaire light and attractive to answerthke cover letter the researcher asked
the receiver to pass the questionnaire on to a méyamative person if the receiver did
not feel well enough informed of the topic. To et encourage the respondents to an-
swer the researcher offered a small incentive dcheesponse.

The e-mail questionnaire was sent to 139 Finnidigdeintensive companies. The
companies were listed on the website of Design mdfinland. Design Forum Finland
is an organisation promoting Finnish design andasntained by the Finnish Society of
Crafts and Design (Design Forum Finland 2011). dginal list was a compilation of
181 organisations and was selected because idsinépurposes of this research. It
does not include all design-intensive companieSiotand, but it represents the compa-
nies of the industry well. The list has also besadubefore in researches concentrating
on Finnish design-intensive companies (e.g. Falal.2007). The selected list did not
include any contact information of the organisasioand therefore, the researcher had
to find them herself. The researcher collectedethpail addresses for the companies
mostly from the websites of the companies or fraimpany data lists available online.
Some of the organisations were deleted becausecthdy not be identified, or they
were not of Finnish origin, or a working e-mail aglss simply could not be found. The
list had also some double entries and includedrisgéion that do not represent the
pure business world (such as schools and non-mn@fénisations).

After collecting the e-mail addresses and elimimgathe unsuitable organisation dis-
cussed above, the questionnaire was finally seh8&companies on the "1 Bf March
2011. From these 139 addresses two e-mail addrdsse®t work and the question-
naire could not be delivered. In order to motiviliee companies to answer the question-
naire the researcher promised to deliver a summiatlye main findings to those com-
panies who would answer the questionnaire. A reerirgmail was sent on 98of
March 2011 when a total of 24 companies had anglvtdre questionnaire. The re-
minder gave the companies five more days to fél gmestionnaire before it was finally
closed on T of April 2011. A total of 49 companies answered tluestionnaire giving
the survey a response rate of 36 per cent (n=137§-mails and the questionnaire it-
self were written in Finnish as the target wasttmg Finnish companies and the ques-
tionnaire was meant to be as easy as possiblesstwearand understand. An English
version of the questionnaire can be found in Apped

The questionnaire consisted mostly of multiple chojuestions combined with a
few open questions. The allocation and purposkefjtiestions can be seen in Table 1.
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Table 1 Allocation of questions in the question@ai
1-5 All companies | Background information on companies
6 All companies | Background information on compandgide com-
panies to exporters and to non-exporters
7 Non-exporters | Inquire future plans
8-10 Exporters More information on exporting activities
11-15 Exporters Information on marketing activities and the use of

social media

Some scales of the multiple choice questions (fanmgle in questions 6, 9 and 14 in
the Appendix 3) were intentionally denser from liineer end as most of the companies
were expected to belong to those groups. HavingMiae scale with the same accu-
racy would have made the questionnaire lengthidrhamder to visualise.

3.3.2 Sdection of cases

The logic behind the selection of cases shouldelpécation. The cases should be se-
lected carefully so that they either predict simikesults (a literal replication) or predict
contrasting results but for anticipatable reas@héoretical replication). (Yin 2009.)
The researcher should also seek cases that arenatfee or in other words cases that
are expected to represent the phenomenon under gtute clearly (Swanborn 2010).
The selection of cases can also be based on pragygnatinds where cases are selected
by a certain simple objective criterion. Random glamy on the other hand is not suit-
able for case studies as ‘sample-to-populationclaginot applicable for case studies.
Random selection would require a sampling frameatbunits in the domain which
often does not exist. However, random selectionlmamsed as an additional method
for choosing cases after creating a list of elgibhses on other grounds. (Swanborn
2010.)

Following these guidelines, a total of four comgsnivere selected as case compa-
nies from the 49 questionnaire respondents. Thects@h process was conducted in
stages. First the researcher identified all comgmifor whom exporting accounts for
over 10 per cent of the total turnover. Companiéh Yower export rates seemed not
internationalised enough. The second step waseantifidation of companies who actu-
ally use social media for marketing purposes. Amg been suggested that social media
could be especially suitable for business-to-coresumarketing, the companies that
targeted only companies in their marketing wermiglated. Then the researcher chose
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all companies that manufacture products which @awdrn, such as accessories, cloth-
ing, shoes or jewellery. A smaller group inside design industry was chosen in order
to enhance the comparability between the cases.grbup included six companies and
was chosen because it was the largest group. @¢&nesining groups were textile,

kitchenware and interior decor. The researchereastgd all remaining companies to
take part in the research. Two companies did neivanthe request while the remaining
four companies agreed to take part in the resed@atie 2 presents the case companies.

Table 2 Case companies

Company Branch of industry  Employees Exporting rate
Chao & Eero Jewel Jewellery 2 26-50%
Costo Accessories 3 16-20%
Outo Wear & Gear Clothing and shoes 1 11-15%
St. Vacant Footwear Clothing and shoes 1 21-25%

The case companies are presented in more det@hapter 4 where the main em-
pirical findings are reported.

3.3.3 Themeinterviews

The empirical qualitative data was collected witlurf theme interviews in the case
companies. Qualitative interviews were chosen asdtita collection method because
they permit the researcher to collect in-depthrimiation flexibly (Creswell 2009; Ted-
dlie & Tashakkori 2009). Interviews are a good rimstent when the aim is to study an
unknown area and when it is hard for the researthé&now the direction of the an-
swers beforehand. They are also suitable whenexpected that research problem will
have multiple and complex answers. (Hirsjarvi e@I04.) This was indeed the case in
this research as social media is a rather new phenon and research on how SMEs
use it is lacking. Interviews allow the researckercontrol the interview (Creswell
2009) as the researcher can change the orderraether questions and ask for clarifi-
cation if needed (Hirsjarvi et al. 2004).

The problem of interviews is that information ikeffed through the views of the in-
terviewee and the quality of data might vary asppeare different and not equally ar-
ticulate and perceptive (Creswell 2009). Furtheenmahe presence of the researcher
might affect the responses (Creswell 2009; Teddlleashakkori 2009). From the prac-
tical point of view in-person interviews are expgasand time-consuming. Especially
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the analysis of open ended interviews might be -toesuming. (Hirsjarvi et al. 2004;
Teddlie & Tashakkori 2009.) Interviews are alwaygamised events in designed places
and therefore, they do not provide information lve thatural field setting (Creswell
2009). But despite these disadvantages interviesys seen as the most suitable way to
collect data as the case companies could not betljiobserved.

The interviews were conducted as theme intervigwiacludes that the themes are
known beforehand, but the exact form and orderualstions is unknown or loose. The
researcher can also change the order of the théhliesjarvi et al. 2004.) Theme inter-
views were favoured for their flexibility. On the® hand, the researcher could modify
some questions during the interview or ask for @latton on certain topics when
needed. On the other hand, the interviewees calidhe researcher to repeat or clarify
a question if needed. The themes of the interviesse sent to the interviewees ap-
proximately one week before the interview took plée give interviewees time to pre-
pare themselves. All interviews were recorded \ligh permission of the interviewees
in order to facilitate the data analysis. The redear took notes too, in case that re-
cording equipment would have failed.

One interview was conducted as face-to-face it@rwhereas other three were
Skype-interviews. Skype was chosen as the reseadatheot have resources to travel
around Finland, yet alone to Australia where onghefrespondents was at the time of
interviewing. Skype was also convenient as it al@asy recording of the calls and the
recordings are automatically saved in electronienféo the computer. Information of
the interviewees and the interviews themselvesdsgnted in Table 3 on the next page.

Table 3 Interview information

Company Interviewee Position Date Interview Duration
type
Chao & Eero Owner- 17/05/2011 Skype with 30 minutes
Eero Jewel Hintsanen manager video
Costo Anders Owner- 20/05/2011 Face-to-face 35 minutes
Bengs manager interview
Outo Wear Ville Owner- 16/05/2011 Skype with- 47 minutes
& Gear Lahtinen manager out video
St. Vacant Janne Lax Owner- 06/06/2011 Skype with- 35 minutes
Footwear manager out video

The choice of interviewees was rather easy andgbtfarward as the case compa-
nies were small (1-3 employees). The intervieweeewn charge of activities related to
social media. All interviews were carried out with@ny interruptions. The outline of
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the interview questions in English is presented\ppendix 4. It served as a flexible
frame for the interviews. The order of the questigaried in interviews in order to keep
a natural and relaxed atmosphere during the irgervin addition to the question in the
outline additional questions were asked when needethe end of each interview the
researcher asked for permission to contact thevietgees by e-mail for further ques-
tions.

3.4  Data analysis

The data analyses of quantitative and qualitatata differ from each other. The analy-
sis of quantitative data is normally separate ftbmdata collection whereas the analy-
sis of qualitative data occurs often concurrentithvihe data collection. As this re-
search was a sequential mixed methods researctiathenalysis was conducted in two
phases in a chronological order. (Teddlie & Taslkaikk009.)

First, the data gathered with the e-mail questioenaas analysed. The quantitative
data was analysed with descriptive statistical wdththat aimed at summarising the
data into easily interpretable tables and figuiie=d(llie & Tashakkori 2009) by count-
ing average values, frequencies and percentagesshHnis was seen sufficient taking
the two goals of the questionnaire into account Titst goal was to explore whether
Finnish design-intensive companies use social midianternational marketing pur-
poses. The second goal was to find a suitablefsminopanies for further investigation.
The use of extensive and in-depth statistical m#theould have been useless because
the goal was not to create any causal theories.séhgle was also rather small and
drawing too deep conclusions could be misleading.

The data was in electronic form and could be diyeexported to Excel. Also the
program used in the data collection, Webropol, hidady organised the data and
formed an additional questionnaire report. The aegeer used the report as a prelimi-
nary analysis tool and did further analysis on EXtevas seen as a suitable tool to ana-
lyse the mostly quantitative data because theddilge data was not too extensive.

After writing a report of the questionnaire, theadavas analysed to find suitable
cases for further investigation. The selection ades is already presented in an earlier
Chapter 3.3.2.

Then, the qualitative data gathered with intervieves analysed case by case. The
gualitative part had a greater weighing in thiseeesh and therefore the analysis of
gualitative data was greater and more time-consgitiian the analysis of the quantita-
tive data. Analysing qualitative data is an ongopmngcess that is carried out concur-
rently with data collection, making interpretatipasid writing reports. It involves con-
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tinual reflection over the data, asking analytiesfions and writing research notes.
(Creswell 2009.) The main data analysis was dorstaiges after the interviews.

First, all theme interviews were transcribed fufiyo separate text documents in or-
der to facilitate the analysis. Then the text tcaipsions were checked in case the re-
searcher had done mistakes or left anything ouhduhe transcription process. This
was done to avoid missing or false information. Tta@scriptions were read through
several times and organised according to themesj#ri et al. 2004.) Themes were
partly emergent and partly a priori chosen ther@sergent themes rose from the data
whereas a priori chosen themes are based on togyit{@eddlie & Tashakkori 2009.)
The organisation of data into segments of textsis ealled coding (Creswell 2009).

After transcribing and organising the data, theesasere analysed separately ac-
cording to themes. The theoretical propositions #edresearch objectives guided the
analysis. Relying on theory helps to organise titeée=case study and ignore unrelated
data (Yin 2003). The researcher also used a pattatohing technique in analysing the
data. In pattern-matching the patterns based onirealpfindings are compared with
the patterns that theory and earlier research @rédin 2003). Individual case descrip-
tions were written during this stage. The informatirom the questionnaire and com-
pany websites were utilised in creating the caserg®ions in addition to the main in-
formation gathered with interviews.

After analysing all the cases individually, thee@sher conducted a cross-case syn-
thesis of the findings (Yin 2003; Swanborn 20160)ctoss-case synthesis the individual
cases are treated as separate studies and conpa@ch other. This study utilised the
technique of create a common word table that dyspillae main findings from individ-
ual cases. (Yin 2003.) The aim of cross-case sygigiveas to facilitate finding similari-
ties and differences between cases.

Table 4 presents the operationalisation of thearebeobjective into sub-objectives,
themes and interview questions. The operation@isathart was made to help the
analysis of the data and to make sure that alsparthe research objective were cov-
ered.
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Table 4 Operationalisation of the objective of shedy
Related
Objective of the study Sub-objectives Themes interview
guestions

Brand structure 1-2

Examination of branding
Branding approach3-4, 7

strategies of small Finnish
design-intensive companiegStandardisation of 5-6
core essence

Channels 9-10

Examination of internationaJlStalndalrdisation of11-14

brand communication of smaffemmunication

Finnish design-intensive Challenges in

companies international brand 15

Examination of the use o .
communication

social media in interna-

tional brand communicatidgn Channels used in 16
of small Finnish design- social media
intensive i
. Purpose of using 17-19
companies? social media

Importance of

L . 20
Examination of how social social media
media is used in international ]
o Planning 21
brand communication of smalt -
Finnish design-intensive Follow-up

other channels

Communication on
with consumers

Advantages 25

Challenges 26

3.5 Trustworthiness

All research aims at conducting trustworthy resblis the reliability and validity tend
to vary. Therefore, one needs to evaluate thewnr#tiness of the conducted research.
There are many models and guidelines how to ewaltrs# trustworthiness of a re-
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search. (Hirsjarvi et al. 2004.) Quantitative anglgative approaches have their own
distinctive evaluation criteria and lately writdrave started to develop criteria specifi-
cally for evaluating the trustworthiness of mixe@thods research. But as the guide-
lines for mixed methods research are only statiingmerge, the researcher follows the
advice from Creswell (2009, 220) and considerdiingtworthiness issues of the quanti-
tative and qualitative part separately by taking iaccount the possible effects that oc-
cur from mixing methods. (Creswell 2009.)

3.5.1 Validity, reliability and generalisability of the questionnaire

Trustworthiness of a quantitative research is offemuated through the terms of valid-
ity, reliability and generalisability (Hirsjarvi etl. 2004; Creswell 2009). Validity refers
to the ability of the instrument to measure exaetlyat it is supposed to measure.
Sometimes instruments and methods do not meeetligyr For example, the respon-
dents of a questionnaire might understand the mumsstifferently than what the re-
searcher had thought. If the researcher still femnthie results based on his or her own
understanding, the instrument causes error anddbidts cannot be taken as valid.
(Hirsjarvi et al. 2004.) The researcher tried towidwthis by making the questionnaire
and the questions as unambiguous as possible.tiAéschoice of words and their order
was deliberated properly. For example, the researdid not use the term social media
in the actual questionnaire because it could hawsed confusion as the term is rather
new and not well defined. Instead the researchexdawhether the respondents use the
most common social media applications and gave pkaof these. The questionnaire
was written in Finnish in order to enhance theigjait is still possible that some re-
spondents have understood some of the questiofesedifly than the researcher. The
researcher cannot be sure how well informed theoregents were but as the questions
were rather general by nature the researcher dumieser this as a major issue lowering
the validity. It was possible to enter only onep@sse from each e-mail address which
prevented double entries.

Reliability means how well the measurement reszdtsbe replicated. In other words
it measures the repeatability of the results apdattility of the research to produce con-
sistent results. (Hirsjarvi et al. 2004.) The remmrate of 36 per cent can be regarded
as adequate and positive on what comes to théitdliaThe size of the sample on the
other hand was rather small and it can be seeadaging the reliability. Also the use of
an e-mail questionnaire might have favoured thasepanies who are active users of
internet and social media. The results might haaenkdifferent if the questionnaire had
been sent in post for example. But as one of tims aif the questionnaire was to collect
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an eligible list of companies that actually usei@amedia, using e-mail can be seen as a
positive factor.

Generalisability (or external validity) means howlwthe results can be applied to
new settings, samples or people (Creswell 2009¢. fBsults gathered with the ques-
tionnaire are generalisable with caution to othenish design-intensive SMEs. Gener-
alisations that are more extensive are not advisedddition, the results are heavily
time-bound (Creswell 2009) so they cannot be gdisethto past or future moments.
The phenomenon of social media is growing fasttaedesults obtained with the ques-
tionnaire might ‘expire’ rather quickly.

The answers from individual respondents have beailadle only for the researcher
and the answers were handled with confidence. Noeadse has had access to the an-
swers except the researcher. This has a slightiy@siffect concerning the trustworthi-
ness of the questionnaire, but a major positivectn the ethicalness of the research.

3.5.2  Trustworthiness of the qualitative part

The trustworthiness of the qualitative part is ea#td using the criteria developed by
Lincoln and Guba (1985). According to them qualgtresearch can be regarded as
trustworthy when credibility, transferability, depability and confirmability are estab-
lished.

The results or findings of a research are credidlen the constructions of the re-
searcher actually match the real life constructed(ility can be enhanced with several
means such as prolonged engagement, triangulaeimigues and member checking.
(Lincoln & Guba 1985.) Prolonged engagement meaesding sufficient amount of
time to learn culture, the context and the phenamamder study (Lincoln & Guba
1985). The researcher had done her bachelor’sstlagsiut incorporating social media
into branding and was rather familiar with the ootbf social media. The design indus-
try on the other hand was more unknown to the reBea But in the beginning and in
the course of this research, the researcher readtadied the industry as much as pos-
sible to become acquainted with the industry. Aedixnethods research approach, in
turn, strived for triangulation and for rich arrafydata. Also case studies are strength-
ened by the use of multiple data sources (Yin 20B8) according to (Lincoln & Guba
1985) member checking is the most crucial meansstablish credibility. Member
checking means that the accuracy of findings, pretations and conclusions is checked
from the providers of the information or from otlreembers of the society in question
(Teddlie & Tashakkori 2009). This can happen dumiaga collection or after writing
the findings (Lincoln & Guba 1985). The researcperformed member checking dur-
ing the interviews by asking for clarifications whanswers were unclear or ambiguous.
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Transferability means whether the results fromsibecific context can be transferred
to another context. Transferability can be enhanmggroviding a thick description
with the widest possible range of information oa fietting and context of the research.
The aim of this is to enable other researchersakentomparisons with other research
results from other contexts. (Lincoln & Guba 198®ddlie & Tashakkori 2009.) The
researcher should specify the societal place oitipo<f the data, how it is produced
and what the terms of the production are (Mékel@0).9Following this advice the re-
searcher tried to describe the context of the sagdwell as possible. The fact that the
case companies are identified and presented exteadsansferability of the results.

Dependability refers to the interdependency ofrdseilts and the research itself. The
researcher needs to offer enough information abmtresearch process. The process
itself needs to be logical and well documentedng¢bin & Guba 1985.) Makela (1990)
advises that the researcher explains the categjorisand interpretation rules in such an
unambiguous matter that another researcher cay gpph and come to the same con-
clusions. The researcher paid special attenti@mtmmenting the research process from
the beginning to the end in detail. Another wayestablish dependability is to conduct
an inquiry audit in which another researcher whe wat involved in the research proc-
ess checks the consistency between the researcésprand the results and if the data
supports the results (Lincoln & Guba 1985). Fudjuiry audit was not performed after
writing the results, but the process and methodcébgchoices were presented for
comments in a thesis group led by an experiencef@gsor.

Confirmability refers to the objectivity and nedinaof data and whether there is re-
searcher bias (Lincoln & Guba 1985; Teddlie & Tadioai 2009). Confirmability
means also if other researchers could come toatime gonclusions using the same data
or in other words confirm the results (Lincoln & Bu1985). The researcher had no
previous contact or link to the case companiestatino reason for any bias results.
The researcher pursued objective data analyslstahas.

It is necessary to remember that due to the natugeialitative research, the criteria
of trustworthiness can never be satisfied to aergxivhere the trustworthiness of the
research could be undisputable (Lincoln & Guba }9Bbthe end it is the task of the
reader to assess the trustworthiness of a reselardhis research the researcher has
aimed at giving the reader as much informationtenresearch process as possible so
that the reader is able to conduct his or her exmn of the trustworthiness.
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4 RESULTS OF THE QUESTIONNAIRE

4.1  Description of the survey respondents

A total of 49 Finnish design-intensive companiesveared the research questionnaire.
Out of these companies 48 were small size entegpriseasured by the number of em-
ployees. One company had not answered the queSiinle 5 below presents the de-

tailed distribution of companies in each size catggThe size categories are the same
as Statistics Finland uses (Statistics Finland 009

Table 5 Size distribution of the respondent comgani
0-4 40
5-9 6
10-19 1
20-49 1
No answer 1

The companies operated in diverse areas of desigeriog for example textiles,
clothing, furniture, jewellery and cooking utensiglustries. The biggest groups were
jewellery (ten companies), clothing, shoes and ssm@es as one group (nine compa-
nies), and textiles (seven companies). The agdlisbon of the companies was rather
wide and illustrated in Table 6.

Table 6 Age distribution of the respondent companie
Age of the company in Number of companies
2011
1-5 years 14
6-10 year 18
11-15 6

More than 15 years

Unclear answer 2

About two thirds (68 per cent) of the companiesehbeen existing for 10 years or
less in 2011. Two companies gave an unclear anameéthey were not taken into ac-
count when counting the percentages.
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4.2  Exports of Finnish design-intensive companies

All'in all 78 per cent (38 companies) of the respemis had already exporting activities.
11 companies operated only in Finland but six efrithad plans to start exporting dur-
ing the next five years. Only five companies did have plans to start exporting in the
near future. On average the exporting activitied $tarted three years after the found-
ing of the company (four unclear answers concerttiegstarting year of export activi-
ties were left out when calculating the averagefieNompanies had started exporting
their products already in the first year and seeempanies during the second year.
Overall, 53 (20 companies) per cent of the respoihdempanies had started exporting
within three years of from their founding.

Figure 7 illustrates the exports’ share of theltaienover in the respondent compa-
nies. Note, the categories are of different sizéhenfigure and the dash line indicates
where the size of the categories changes. Thisrie tb provide more detailed informa-
tion of the lower categories where most of theiestbelong to and to eliminate empty
categories on the upper end.

Figure 7 The share of the exports in the turnover

over 75 %

B Number of companies

6to10%
1to5%

We operate only in Finland

Although the majority of the respondent companiad kxporting activities, only
seven of them were already strong exporters formvieaports accounted over 50 per
cent of the total turnover. For most of the respontsl, Finland still remains as the most
important market in terms of turnover as exportsoaat for only a moderate share of
the turnover. For 76 per cent of the companieshhdtexporting activities, exports ac-
counted for only 1 to 25 per cent of the total wer and 39 per cent of the exporters
received only 1 to 5 per cent of the turnover frexports.
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4.3 International marketing and use of social media irFinnish de-
sign-intensive companies

Out of the companies with exporting activities, g& cent (16) aimed their interna-
tional marketing on other businesses. In other wahgy were concentrating on busi-
ness-to-business marketing. About one third (18)eted both consumers and busi
nesses in their international marketing. A minoofy24 per cent (9) aimed their inter-
national marketing only on consumers. Figure 8 destrates the targeting of interna-
tional marketing in the respondent companies.

Figure 8 Target of international marketing actest

Consumers and
businesses
34 %

Social media had already gained a place in intennalt marketing as 21 companies
out of the 38 companies with exporting activitiesrgvalready using at least one chan-
nel of social media (two had not answered). Thetrased type of social media chan-
nels were online communities such as Facebook. Weg used in international mar-
keting by 17 companies. The second most populan fof social media was blogs
which were used by 10 respondents. Videosharingcgs such as Youtube were the
third most popular form of social media. 12 companised two or more types of social
media in their international marketing.

As social media is largely a free channel it wageraoteresting to inquire the time
companies use on social media marketing than monasted on it. On average the
companies who used social media spent 2,8 houra/g@ek on social media marketing
including the planning. 12 of them used only twatsoor less per week. Five compa-
nies used five hours or more per week. Thereforean be argued that on average the
efforts in social media marketing were still ratlserall in most of the companies. How-
ever, for a small number of companies social medis already an important marketing
channel when looking at social media’s share ofarketing activities measured by
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the time invested as Figure 9 illustrates. Noté the categories are of different size in
the figure and the dash line indicates where the of the categories changes. This is
done to provide more detailed information the lowategories where most of the en-
tries belong and to eliminate empty categoriesherupper end.

Figure 9 The share of social media related tonallketing activities in terms of
time used

81 to 100 %
61to 80 %
41 to 60 %

31t040%
21t030%
11t020%
1to10%

Not at all

B Number of companies

Although the usage of social media in internatianatketing is still rather limited in
Finnish design-intensive companies it can be ettt grow as 71 per cent (27) of the
exporting companies were planning to increase timairketing efforts in social media
during the next 12 months and none of the compdraésplans to decrease the use of
social media in marketing. The future plans of gbriedia usage are illustrated in Fig-
ure 10.

Figure 10 Plans to increase the use of socialanednarketing

I do not know
Yes
No, but keep the same B Number of companies

No, but to decrease

Out of the 15 companies who did not use social enatlithe time of the question-
naire nine had plans to start, four did not know aamo companies did not have plans to
start using it. Interestingly, those companies whose the option ‘I do not know’ were
either not using social media in marketing or ugexhly moderately (1 to 10 per cent
of time used for all marketing activities). On tbentrary all of those companies to
whom social media can be seen as an important mragkehannel (social media ac-
counts for at least 61 per cent of the time usedianarketing) plan to further increase
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the use of social media in marketing. In additione company who was already using
social media gave additional information of plansire a person to concentrate solely
on social media marketing. Another company who a@tsusing social media yet had

plans to launch new products using social medign@snain marketing channel. Based
on future plans concerning social media it can téed that Finnish design-intensive

companies see social media as a potential marketiagnel.
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5 THE USE OF SOCIAL MEDIA IN INTERNATIONAL
BRAND COMMUNICATION IN CASE COMPANIES

The results of the second part of this study aesgmted in this chapter. First, the results
of each case are presented separately. Then thiésresa cross-case analysis are dis-
cussed.

51 Chao & Eero Jewel

Chao & Eero Jewel is a Finnish design-intensive mamy producing jewellery. The

company was established in 2005 by a husband afedteam, Eero Hintsanen and
Chao-Hsien Kuo. They both are Master Goldshmithb Wwackground in design educa-
tion. Before founding the company, the entrepreméhad already worked as gold-
smiths. The couple wanted to do their own collewiand so the idea for Chao & Eero
Jewel was born. According to Hintsanen, the compainys to create high quality,

beautiful and durable products that touch peopleadC& Eero Jewel employs only the
entrepreneur couple. They design and make the ptethemselves in Finland.

Straight from the beginning the company has tatheteernational markets. The fo-
cus has been especially in Asian markets. Moredveao & Eero Jewel has concen-
trated on bigger cities and urban areas with westalture such as Hongkong. Going
international was natural for the couple becausg trave been living abroad in many
countries and have contacts around the world. Il 2the company had eight distribu-
tors worldwide. In addition, the company has diades to several countries and on the
whole Chao & Eero Jewel products were exportedOtd(@® countries. In total exports
accounted for 26-50 per cent of the turnover in1201

The (end) customers of the company are rather ainsitross markets. They are
mostly highly educated, well off and often work lit creative industries. In addition,
one clear customer group is Finland fans arounavtiréd. Chao & Eero Jewel products
are sold through retailers and online shops butoousrs can order products directly
from the company too.

International branding strategy of Chao & Eero Jewé

The brand structure of Chao & Eero Jewel is simple company has only one corpo-
rate brand that represents the business and peodraduct lines have their individual

names and stories but the company has not develmaeds for them. The brand de-
velopment has been a conscious choice and an angoicess. For example, the entre-
preneurs have refined the visual look of the brand were planning to improve it fur-
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ther in 2011. The brand is stronly created arotmedeintrepreneur couple and it is there-
fore a sort of person brand.

“The core [of the brand] is — us two. So this ipe@rson brand and other
values in a way grow around us. — The brand is stary which we
really have.” (Hintsanen 2011)

The story of two people from very different backgnds settling up in Lahti and
creating unique jewellery together serves as adation for the brand. Because the
story is a genuine and real, the entrepreneursitfiedsy to build the brand around it. It
also facilitates the brand communication becausetitrepreneurs do not have to make
up anything but instead just rely on their own.léecording to Hintsanen the consum-
ers sense that the story is authentic and readivabg to it. It works around the world
and thus, there has been no need to adapt theessemce of the brand. The brand is
guided by values such as high quality, internationand slow life. These values are in
line with the story and strengthen it. The ovebsminding approach of the company is
marketing-driven.

The brand is strongly connected to Finland andcthentry-of-origin is emphasised
in branding. The company utilises the stereotyplieatures of Finland such as peaceful
and pure nature in creating the image of the brahd. connection to Finland is more
than secondary; it is one brand association andflidar the customers. The entrepre-
neurs have noted that Finland has a very good asitiye image everywhere and con-
necting the brand strongly to Finland has been paokitive.

Going international has been a premise for thedeard has naturally affected the
brand development. The goal has been to creataeral Itihat would succeed internation-
ally. This has been a very natural choice for thigepreneurs because they have a very
international background and networking internaibnhas been logical for them. Es-
pecially the brand communication has been affelstetthe aim of internationalising. All
information and communication was first only in gy and the website of Chao &
Eero Jewel was translated to Finnish only in 20k international brand communica-
tion is discussed in more detail in the next sectio

International brand communication of Chao & Eero Jewel

The company strives for standardisation of inteomal brand communication as much
as possible and to a great extent the brand conwemion is actually standardised
across markets. According to Hintsanen, standatdisand communication has been
natural and rather easy because the story of tredlis so unique and even strange that
it does not need adaptation. It works in all tamgarkets which are all urban and west-
ernised areas around the world. The visual mattvalreflects the Finnish origin of the
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brand is entirely standardised. The company has puit of effort to the visual material
and developed it during the years. Other mateassmerely fine-tuned to the needs of
each market. An exception is Japan where the btamimunication has to be adapted
to a greater degree due to the cultural and litigutkfferences. But the core identity
and especially the Finnish origin work in Japan ¥hat has been important in Japan
is perseverance in all business operations be¢hadausiness culture of Japan requires
building a relationship gradually. Overall, the qmany has put effort to international
brand communication and believe that it has playednportant role in the internation-
alisation process.

On a tactical level the brand communication retissnon-traditional channels. Tra-
ditional advertising is not used at all because $een too old-fashioned and ineffective.
In addition, they bind the company too much to rdade place.

“For example magazine advertisements, we wouldacbieve anything
with them.” (Hintsanen 2011)

The company has taken part in several internatitaied and competitions around
the world. The brand communication at fairs hasetped greatly through trial and
error. Especially in the beginning the company twéind the right fairs and try what
works and what does not. This has led to somenesstments from financial perspec-
tive. But these trials have been important learropgortunities to gather experience
and knowledge. International fairs and competitibase been significant brand com-
munication channels especially in the beginningwhldays their importance has de-
creased because the company has put more efftre tmternet and social media. The
internet enabled online fairs in which the compapatyticipated several times. This has
partly decreased the need of participating in tiawakl fairs.

The brand has also benefitted of several artickéigen about it in magazines. They
have created awareness and credibility for thedorém addition, they are a cost free
form of publicity for the brand. Sometimes the @es have surprised the entrepreneurs
because they have been written in countries winenghiave never been or have no cus-
tomers from.

In addition to Chao & Eero Jewel’'s own brand comioation, some retailers do
their own marketing for the brand. Some of theilets have their own materials and
some use materials provided by the company.

The biggest challenges in international brand comoation are connected with the
small size of the company and time. The companylihated resources and the effect
of any brand communication is rather small and iard to get volume.
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“Two people, for example in Tokio, it is the sametwou do there, mil-
lions of people run past it, and so the effect lisags rather small.”
(Hintsanen 2011)

To overcome the problem the company tries to caipewxith others and take part in
bigger projects and fairs. Bigger projects oftemengreater influence than the activities
the company does on its own. From this perspeddire and events still have their
place in the international brand communicationhef brand.

The use of social media in international brand commmication of Chao & Eero
Jewel

The company uses social media in internationald@mmunication to spread aware-
ness and build the reputation of the brand by slimgathe story as much as possible.
The entrepreneurs believe that in order to createdible online reputation there has to
be a good deal of positive and believable contérih@ brand online. Therefore, one
goal is to get people to link and recommend thadbia social media. The online repu-
tation of the brand is useful when the companyadstretailers and buyers.

“It's clear that if you contact a bigger buyer theyill go to Google as
the first thing.” (Hintsanen 2011)

Social media is also an information channel whereoimmunicate the latest news of
the brand. In addition, the company utilises sogiatlia in networking. Social media is
a suitable brand communication channel for the @mwgor various reasons. Firstly, it
is a cost-effective channel in which the compangsdonot have to invest directly any
money, only time. Secondly, social media enablebilitpand it does not tie the com-
pany to any certain place. It allows the compamnyusianeously to travel and do brand
communication from almost everywhere. There arémaks in brand communication.
Thirdly, communicating in social media is easyttoe entrepreneurs because it follows
the down-to-earth, approachable and personal efytéfline communication in which
the story is told as it is.

“As we are a company of two people, we don’t trpéoanything bigger
or more spectacular than we are. -- We are Chao e also there [in
social media].” (Hintsanen 2011)

The style of communicating in social media is welline with the core identity of
the brand. The language used for communicatiomémsmedia is English. Social me-
dia was only emerging when the company was estedaliand therefore it was not used
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in the beginning. Nowadays it is a very importaminenunication channel for the brand
and the entrepreneurs expect the importance to gréwture.

Chao & Eero Jewel uses social media to communiwéte consumers. Hintsanen
believes that companies should have a close refdtip with social media if they want
to use it successfully. One part of this is beiatijva in the communication.

“One should be social in social media, isn’t thhetbasis?” (Hintsanen
2011)

The company tries to be social and actively resgoncomments and questions by
consumers. Moreover, the company tries to be adaiwside its own social media
pages. For example, if someone writes a blog arti€lthe brand, the entrepreneurs of-
ten personally write a word of thanks to the wriewrerall, they aim at two-way com-
munication in social media.

Chao & Eero Jewel has a strategy guiding the iateznal brand communication in
social media. It is not a written document but aramgible, loose framework of what
should be done in a certain time frame. The entregurs do not want to make too strict
plans so that the communication stays natural @es$ dot become too stiff. However,
the messages in social media need to be planneedited in order to keep a consistent
line and the followers interested. Experience fiatés the use in long-run, but does not
eliminate the need for planning.

“Well, of course when you do it regularly it statts go on its own, but
you need to plan it anyways quite much.” (Hintsa@6h1)

Moreover, the company has noticed that social mededs a kind of “professional
touch” and it is a tool that should be taken sesipuBrand communication activities in
social media require consistency and perseverdrmeexample, Twitter is not used
because the company does not have enough timentemtate on it properly. Keeping
the messages consistent and controlling the conuation is easy for the entrepreneurs
because the company is small. In addition, theepréneurs have found it easy to create
content for social media because the brand isedlemiound the founders and the entre-
preneurs just write about their actual life andgepngs. The strong values behind the
company are guiding also the communication in $ocedia.

International brand communication in social medm @& other channels is inte-
grated to some degree. For example, the compaky lilng and magazine articles writ-
ten about the brand to their Facebook page andgalart in a fair is communicated in
social media. The company website has a link toRdeebook page of the brand. The
main visual material is the same in all brand comication.
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The activities in social media are followed witltsgtics. The most important infor-
mation is checked and evaluated but no heavy felipwdocuments are used. The over-
all traffic and its development is analysed in orgtelearn from where and why people
have found the brand. The lack of resources lithiésefforts put to analysing the data
but the company tries to prioritise and concent@aiethe most important data. The
company also monitors what is written or publisiagdut the brand elsewhere on the
internet. With social media Chao & Eero Jewel ciao follow the consumers to a cer-
tain degree and learn from them.

The biggest challenge of social media for the campa that it requires time and
commitment. There is a threat that one forgets sbatal media should be used for the
purposes of the brand and not for personal needsrder to overcome this threat the
company utilises the strategy described beforetsdiven also believes that the com-
pany should be genuinely interested in using sooedlia and the culture of the com-
pany should support the use of it. In additionpbieves that a company should have a
close relationship with social media channels amdeusstand how they work if it wants
to succeed in communicating their messages théher@se the brand communication
might not work. But the entrepreneurs do not seetthconcern them as the use of so-
cial media is natural to them.

The company tries to develop its brand communigaitiosocial media by following
other companies instead of reading thick guideboGke&o & Eero Jewel tries to find
new ideas and tools which could work for them. €h&epreneurs find it important that
the means fit the needs of the brand. They alsd teteel natural for the entrepreneurs
to use.

Facebook is the most important international bramimunication channel in social
media for the company and the only one they usmdbbses. It works as a kind of
member club in which the followers receive someaatiages or benefits. The company
has not tried to grow the amount of people follayvihe brand by attracting consumers
with competitions or similar activities. Instealletaim has been to grow the amount of
followers slowly with smaller things and gather gewly interested people to follow
the brand.

Although the company does not use blogs or Twitsalif, they have an important
role in spreading the awareness. Many articles rmmderous tweets about the brand
have been published around the world. They fornara @f online word-of-mouth and
contribute to the credibility of the brand.
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52 Costo

Costois a Finnish design-intensive company producing laeid accessories from in-
dustrial leftover materials. The company was eghbtl in 2006 although at that time
the founders did not have a clear idea for the @mpy/et. The founders had studied
design and had decided to start a design relatsthdss. The founders did not have a
clearer idea and it took about a year until the@idémaking hats and accessories was
found. The founders saw a niche in the hat andsaocies market and decided to target
it. Industrial leftover materials as production era&l were chosen for their low costs
and for their ecological aspect as a material. @ljesustainable development is impor-
tant for the founders of Costo and one of the \atire/ing them.

The company sold the first products in December7200 the beginning the foun-
ders manufactured all products themselves. Nowadhgsdesign and models for the
products are made by the company while the prooluds outsourced. Unlike many
companies in the fashion industry, Costo does rakenbig collections that are released
twice a year. Instead, it has a constantly evololection and new models emerge on
a weekly basis. The company does not keep a langk ef items because products are
made upon orders. This enables flexible and queektion to customer needs.

Since the beginning, Costo has grown little byditatnd employs today three full
time workers and four freelancers. The first stepsnternationalising were taken in
January 2010 when Costo participated in an intemnalt fashion fair in Germany. Ex-
porting started later on during that year. On d@ermational level Costo devotes more
on a couple of main target markets but in 2011 pctsl were exported to about 20
countries all around the world. In total, exports@unted for 16-20 per cent of the
turnover. The customers of Costo are very heteregesn and the products are sold si-
multaneously in street and high-end fashion shispernationally the products are sold
through retailers and Costo’s own online shop.

International branding strategy of Costo

The brand structure of the company is simple indganly the corporate brand. Indi-

vidual products have names but they are not braridstkad, they are an embodiment
of the brand and an important part of it. The braadiding of Costo has not been a con-
scious process guided by a clear strategy. Thiewvisl the development of the whole
company as it has developed more on its own witloakear strategy. The founders
have just been developing and growing the comptepytsy step.

“Well, basically it [the brand] has grown on the wand basically we
don’t have any planned strategy for it.” (Bengs 2p1
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However, during the years Costo has become a biidredstrong values of the foun-
ders and a clear idea of the visual image of haneetéd the brand development. They
have also been a stable element in the developaighe brand and the company. For
Costo the products are the basis of the brand ladbriand is created strongly around
these products. Other activities are mostly seesupport the image that the products
create for the brand. The values of the brand ajle quality, strong visual look and
ecological materials of the products. The overedinding approach of Costo could be
evaluated to be product-driven as the emphasigaag@y on the products. The brand
has also symbolic benefits but the company conatason the product-related benefits.
The founders have also had a clear vision thabthed does not stand for low quality
mass production.

The company has aimed at creating a global imadetengoal of the business has
been to enter international markets. This hasypgttided the brand development. Eve-
rything that has been done to create an image dstaChas been done so that it reflects
internationality. The core essence of the bramstaadardised across countries. For ex-
ample, all communication has been in English sitee beginning and Finland as a
country-of-origin is not highlighted in any way. éarding to Bengs, one of the entre-
preneurs, many customers do not know that Costd-isnish brand and believe it to be
Italian, for example. The founders value this g®sitive thing because being Finnish is
not seen as an advantage for the brand.

Costo does not target a certain segment that wguitte branding. Instead, the foun-
ders believe that the products serve the needsvants of a vast, heterogeneous group.
Actually, the company fights against segmentingppe@nd states that the Costo style
is for everyone beyond normal segments. From theegmeneurs point of view seg-
menting complicates selling.

“It is so wide, our repertoire -- that it is way si@r to sell if you don’t
even try to segment it to a certain pigeonhole &riBs 2011)

Moreover, Bengs sees that the only thing that @dsto to a certain segment is
price. The price is the same for all resellers s&mmarkets but Costo has noticed that
the prices vary because resellers have their owegr

Surprisingly, Costo does not fear being copied iarfdct, the products have already
been copied. Inside the company this is seen agmasdoing something right and not
as threat. Bengs claims that the employees belieaethe people who buy a copy
would not buy the real Costo product anyways.
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International brand communication of Costo

Costo does not plan its international brand comeation much and does not have a
strategy guiding it. The company believes that cane go far by concentrating on doing
instead of planning.

“I don’t believe it's even good that it [internati@l brand communica-
tion] is really planned. -- We have always donergihéng contrary to
what the textbooks say. And we have gone quiteifarthat. So | believe
in doing first and thinking after.” (Bengs 2011)

The international brand communication of Costo ddu# described as standardised
on a strategic level with some degree of adaptaiiom tactical level. The brand com-
munication is mainly similar in all markets. On twee hand, the need for concentrating
on the specialities of different markets is ackremged inside the company. In fact, the
company has a couple of target markets in whi¢tast cooperated with native contacts
in order to know the premises of the market. F@neple, the native contacts have done
marketing research for Costo. But on the other h#mel company is so busy running
the business that there is not much time to thihkrand communication. A lack of
time and financial resources are the biggest caimss. Overall, the efforts put to inter-
national brand communication are minimal.

The international image of Costo has been strongdated with visual images and
photos. For instance, in the beginning the foundergelled to different countries to
photograph Costo hats on different people all agddiwe world and used these photos in
international brand communication.

Most efforts have been put to the development efvilebsite of Costo which is the
most important brand communication channel for ¢benpany. The website is the
channel with most visitors and the majority of @mttrequests come through it. The
website is used to communicate and create thenaiienal image of the company. A
strong emphasis is put again to the photos in comwating the wanted image. The
company has constantly developed the website atideatime of interviewing Costo
had its fourth version online. The website of Castudes an online shop where cus-
tomers and distributors can order the manufactinad and accessories. The sales
through the online shop are growing all the time tre percentage of international cus-
tomers is steadily increasing.

The company sees the products as significant bramanunication tools. According
to Bengs, the strong visual look of the producesdr attention and creates interest to-
wards the brand. The products are also the embaodiof¢he Costo style.
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“The best marketing tool that can be is a hat bessapeople put it to
their heads. And especially the hats that we maiee nmticed right
away.” (Bengs 2011)

Interest in the products creates word-of-mouth Wwhias been extremely important
for Costo in both home and international market$iaks enabled growth and entering
foreign markets. On the whole, the awareness ofcCgreads strongly through word-
of-mouth.

The company has not used traditional advertisiranobls at all because there has
not been any need for using them. In addition,iticathl advertising is too expensive,
ineffective and time-consuming for the companytdad, Costo has benefitted from the
publicity in many international magazines. Sevefathem have written articles about
the brand and the company is receiving new requesisnuously. In addition to arti-
cles, Costo products have featured in both intenak and Finnish magazines. The
articles and product appearances have played aortamp role in creating awareness
for the brand. Moreover, they are a credible aee form of brand communication for
the company.

“That’s [articles and products in magazines] alsonsmunication and a
good form of it. Rather so than buying advertisenspace from a maga-
zine.” (Bengs 2011)

Costo has also participated four times in an irgtomal fair in Berlin. The company
has plans to increase the amount of internaticaia$ fwithin the limits of resources.
International fairs are a place for Costo to neknaimd communicate with press, buyers
and importers.

Collaboration with photographers, artists and ottr@nds has been another way to
enhance international brand communication at logt.cim addition, many celebrities
have used Costo products which has created positeeest towards the brand. Finding
partners is rather easy for the company becauseeaives many collaboration requests
so that it can be the reactive part and chooseatmers. The interest in Costo has
spread even over to Hollywood and some celebraresenquiring collaboration possi-
bilities.

The use of social media in international brand commmication of Costo

Social media offers Costo a free channel to dod@mmunication and create aware-
ness of the brand. In addition, it is a means ¢éater the image, and to communicate the
message and values of Costo.
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“It is a free route to do the communication, cre#tte brand and bring it
out so why wouldn’t you use it?” (Bengs 2011)

Like other communication, the activities in soaidia concentrate on developing
the international image of the company. This isedorostly through visual content. A
great part of the visual content is created inatmitation with photographers and ordi-
nary consumers. Costo provides them with productsthey provide Costo photos of
different people wearing the products around thedvd@he company believes that so-
cial media is an important channel for companiesabse it is the place where consum-
ers are. Moreover, the company believes that tipeifgiance of social media will in-
crease in near future. But simultaneously it igihtarestimate the overall importance of
social media for the brand. The company believasttie actual products are more im-
portant.

Social media is a two-way communication channelvbeh Costo and consumers.
For example, the Facebook page of the brand is fipegveryone to post or comment
something and the company tries to react on therecof consumers. The company has
also tried to activate its followers to produce tem by asking them to send photos of
them wearing Costo products. But overall, the nigjaf contacts still come through
the traditional website.

The company does not feel that anything in sociadliamwould be particularly chal-
lenging. The increasing amount of content and spaline create one challenge as it is
harder to differentiate and create interest onliftee company tries to overcome this
problem by relying mostly on visual material. The@repreneurs believe that consumers
are more interested in looking at photos which thag interpret themselves than in
reading announcements. Bengs notes also that ¢theasing amount of spam makes it
more difficult to access consumers as they becaore selective. The language used in
social media is English.

The communication on social media is integrateslaime degree with other commu-
nication channels. For example, the company infattmasfollowers of participation in
fairs on Facebook. Also some articles of the braredlinked to the Facebook page. On
the company website Costo has a link to the Fadepage of the brand. In addition,
the company website includes social media elementgsitors have the possibility to
comment the news. The communication style is simeNe&rywhere.

The company follows the brand communication in @latiedia through statistics and
discussions. The company has several differersstateports available which provide
a great amount of information and the company aeaslyfor example, the amount and
the duration of visits. In addition, the companilidars what is written about the brand
elsewhere in the internet. The company receivaskaflCosto is mentioned somewhere
and often checks what is written about the brahi.i$ an interesting article, the com-
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pany might link it to its Facebook page, for examplrhe company also analyses the
amount of Facebook links and they are clearly anstantly increasing. But following
the effectiveness of certain, individual activigy seen as rather difficult because the
cause-effect relationships are often complex.

Facebook is the most important social media chafunehe company. Firstly, it is
used to communicate the brand image through phdtost of the published contents
are photos and Facebook is used as a kind of phiteog of the brand. Secondly, it is
an information board where the company informsofe#irs of latest news or events. At
the moment all announcements go through Facebabkt &the only channel used for
informing consumers and customers. The companysiarput more effort on Face-
book and it is planning to open an online shopdie$tacebook in future.

In addition to Costo’s own brand communication atial media many blogs have
written about the brand or the products. These lspvead the awareness of the brand.
Collaboration with bloggers has been utilised too.

5.3 Outo Wear & Gear

Outo Wear & Gear (the brand name Outo is used lemniokis a Finnish company pro-
ducing hand knitted hats and accessories. Outosysunly the owner-manager Ville
Lahtinen who manufactures all products himself.ths products are handmade they
can be highly tailored to match customer needsimarfact, a great share of the produc-
tion is unigue pieces. The company was establigh@d03 and since then the business
concept and customers have developed greatly, [Eabtinen made beanies only for
his friends. Soon after he had realised that thetdd be a greater market for his prod-
ucts and he started targeting snowboarders. Nowatlag customers are highly hetero-
geneous and the product line has expanded fromdsetmother types of hats and ac-
cessories. Today, the main emphasis is in highiighithe design aspect of the products
and Outo offers its customers the possibility taak@art of the design process. The cus-
tomer can choose the threads, colours, materidlsiaapes for the product. The product
design is made together with Lahtinen and the costoThen Lahtinen knits the prod-
uct based on the plan and sends it to the custddoenetimes, when the company has
business customers Lahtinen even goes to the premithe company to make some of
the products. Customers can order the productsthfirfom Outo or buy them from
selected retailers who sell the readymade collectio

Outo started exporting its products in 2006. Topeyducts are exported around the
world. At the time of data collection exports acetad for 11-15 per cent of the turn-
over. It is hard to give a stable number for foneigarkets as all orders are individual.
Finland is still the biggest and most important keafor Outo.
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International branding strategy of Outo

The brand structure of Outo is simple and it caasisly of the corporate brand which
represents the company and is an umbrella for tbeéugts. The products have individ-
ual names but they are not branded. The developai¢hé Outo brand has started on a
quite early phase of the business and it has bemmscious process. The brand pro-
vides the company a means to differentiate as tbhdugts themselves can be easily
copied by other companies or by skilful consumé&he main idea and the name of the
brand have remained unchanged throughout the éwolaf the company but otherwise
the entrepreneur has developed the brand quite .nTinehbiggest change has been in
the positioning of the brand. In the beginning toenpany targeted snowboarders and
aimed at having an image that would appeal to theansome point the entrepreneur
wanted a change and decided to target a broadeéermed Thus, the brand was re-
positioned and design became an even more impgpemtof the brand. This brand
development follows the evolution of the whole Inasis.

Although the brand has been developed, the valuemgl the Outo brand have re-
mained the same to a great extent. These valuesndireduality, uniqueness and
handicrafts. In addition to the values and the gteglement of the brand, the story of
Outo is an important part of the core essence@btiand. Overall, the brand is created
strongly around the story of Outo which is the attbistory and development of the
company and the brand. The core essence is stésethracross markets. Today, the
value proposition of Outo is strongly based on sgiicbvalues of uniqueness and ex-
perience of being part of the design process. kumalt product-related benefits play a
minor role. Therefore, the branding approach of ¢benpany is clearly marketing-
driven. The Outo brand has slightly different bésefor the consumers that buy prod-
ucts from the readymade collection as the conswar@not take part in the design proc-
ess. Otherwise the value-proposition is the santeb@sed on the values driving the
brand.

Finland as the country-of-origin is a strong pesitsecondary association for Outo
and the company utilises it in international brawgdiAccording to the entrepreneur,
especially in Japan and in the USA the good rejoumtaif Finland is valued and the
brand has benefitted from it. Lahtinen claims tinathe USA Finland is seen as an ex-
otic and intriguing country and it is clearly beis&fl that the brand comes from
Finland. Similarly he argues that it is an everaggeadvantage in Japan and one reason
for entering Japan is the demand for Finnish prtedu@uto products are made of No-
vita threads and according to the entrepreneurctmmection to Novita is a positive
secondary association in the home market. Novitak#nish thread brand and the en-
trepreneur claims that the Novita brand has a gepdtation and many Finnish cus-
tomers see it as a guarantee of quality. Unfortipdhis effect does not carry over to
international markets as the brand of Novita isnavin abroad.
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The Outo brand is also defined from the oppositetpaf view or in other words
what it does not stand for. These negative poifitpapity are mass production and
someone else except Lahtinen making the produtitstefore, Lahtinen himself is an
important part of the brand and in a way the pefmation of the brand.

“When | put the little Outo-tag to the corner [of@oduct] it is a sign
that no one else has done it except me. It is aaguwee of that, a prom-
ise.” (Lahtinen 2011)

It is acknowledged that saying no to mass prodoatioto anyone else knitting the
products hinders growth but they are not seen tonbme with the brand image and
value proposition.

Internationalisation and needs of different marketge not affected the development
of the core essence of the brand much as it isdbase¢he values and the real story be-
hind the company. Instead, the needs of differeatkets have a greater effect on the
brand communication which is discussed next.

International brand communication of Outo

On a strategic level the aim of Outo is to haveddadised brand communication across
markets. The company has succeeded in keeping dive message of the brand unal-
tered across markets. Also the used communicatieans are similar all over the

world. But the company has had to slightly adat bihand communication to each

market.

“Although one needs to think of it [brand commuiica] separately on
each market, one needs to remember that the messagalways been
the same. -- The material is basically the sameach market and it is
just tweaked a bit to fit the country.”(Lahtinenl2(

The entrepreneur has noted that the basic storksweell in all markets around the
world because it is funny and genuine. The bramdnoonication just needs to highlight
the brand associations and benefits differentlgaoh market. For example, in the USA
the ecological aspect of Outo is highlighted whereathe home market it is a self evi-
dent benefit and need for stressing them is nat@eledged.

The international brand communication of Outo heagetbped through trial and er-
ror. Experiences have taught the entrepreneur whets on a certain market and what
does not. Especially pricing has been challengimg) fanding a suitable price for all
markets is balancing with the requirements of défife markets. The company aims at
having a unified price across markets in ordenmdinconsistent line. But it has been
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difficult to set a global price as consumers ifedgnt markets value the products of

Outo highly different. For example, in the USA thece has to be high or the brand

value will diminish whereas in Finland and Austaaihe consumers are not ready to pay
as much due to the long traditions in handicrafts.

“In Finland you cannot ask a really high price. Biair example, when |
was in the USA they laughed in my face becauseriocg/\was something
like 60 bucks and they were like how can | evergineasking so low
price of myself. They were like put a zero behirahd things are going
take off.” (Lahtinen 2011)

Packaging has created problems for Outo espeamlgpan. Elsewhere, the packag-
ing supports the ecological aspect of Outo by hgpais little packaging material as pos-
sible. In Japan products are traditionally packe@ooden packages. The entrepreneur
feels that wooden packages are inconsistent wihbtland identity and other brand
communication. Finding a solution that suits thanor and Japanese market is difficult.
Overall, Outo has acknowledged that the businelisrewf Japan is fundamentally so
different that a native partner is required th€ato uses native contacts in other mar-
kets too and they are seen helpful in providinggimson the market but in Japan it is
seen as a prerequisite for success.

The international brand communication is purelydolasn non-traditional communi-
cation channels and methods. Traditional advegisihannels such as television or
magazine advertisements are seen inefficient anduitable for Outo. The entrepre-
neur does not see any value in investing in thestehd, word-of-mouth is an impor-
tant part of the international brand communicatadnOuto and the entrepreneur be-
lieves that awareness created with word-of-moutimaése credible than bought aware-
ness.

“I don’t see the value in them [TV or magazine exdisements]. I've be-
lieved more in letting people talk.” (Lahtinen 2011

Word-of-mouth was an especially important commuimdcachannel in the begin-
ning of Outo and the company was establised bectnesetory of the entrepreneur
making beanies spread through word-of-mouth. Aldiclas written about Outo have
been valuable for the development and growth oftitaend. The articles have been a
free and credible form of brand communication amelythave spread the awareness of
the brand. In addition, the entrepreneur valuesfdbethat publicity received through
magazine articles does not look like advertisinige articles written of the brand have
strengthened the effect of word-of-mouth and gisesdibility for it.
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The company website is the most important brandneconication channel that the
company uses itself. It is used to create the vdaimb@age and it has played a significant
role in communicating the renewed positioning af tirand. At that time the website
was renewed and the entrepreneur replaced all mocw@nected with snowboarding to
content emphasising the design element of the brEmel website also means for Outo
to remind its customers that the brand still exi$tse entrepreneur pays attention that
website contains always the most accurate info.

Fairs are another significant part of the inteiai brand communication. Gener-
ally, fairs have their own marketing communicatenmd the company concentrates on
integrating the brand communication with the comioation of the fair. In addition, it
is important that the brand messages are not abatireg with the message of the fair.
Overall, at fairs the brand communication has tatiapted the suit the occasion. The
company has also specific brand communication naddgefor fairs.

The use of social media in international brand commmication of Outo

Social media is an important low-cost channel fat@dto do brand communication
internationally and it is used for several purpogasstly, it is used as a channel to re-
mind consumers of the existence of the brand. SKgosocial media increases the
reach of brand communication and creates a ladgeding surface” for consumers to
find Outo. In addition, the entrepreneur believest the mere presence in social media
gives a younger image for the brand than not beirsgpcial media. Thirdly, social me-
dia is an important feedback channel for the compdaecause more feedback comes
through social media than through other channdis feedback comes faster and more
directly than through other channels as it is adichannel between the company and
the customer. The company sees that the feedbacknsumers is expressed in many
ways in social media. It includes direct commetiksngs, recommendations and re-
linking of the content.

But although social media is a significant feedbelc&nnel for the company, the en-
trepreneur does not see it as a notable commumicaeliannel between consumers and
the brand and real two-way dialogue between thadoend consumers is rare. The
company has more of a reactive perspective andameal media to listen and follow
people. If the consumers ask something, then thgaay reacts on it. A guestbook on
the company website has been the main two-way @hdnun it has lost its importance
gradually.

The importance of search engine optimisation imting online presence and credi-
bility is understood at Outo. Therefore, the compeoncentrates on linking the story of
the brand as much as possible. For example, ifrt@sieaabout Outo is published, it is
linked to the website and Facebook page of thedorAnother part of the strategy in
social media is to get consumers to comment ooradhe content published by Outo.
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Therefore, before publishing anything in social raethe company evaluates whether
the content is up-to-date and interesting or imdudes something that makes consum-
ers link it further to their friends.

“People will naturally follow you more when you pishh better and
more interesting stuff more frequently.”(Lahtinebil)

Lahtinen has noticed that new content must be gl rather frequently so that the
brand would stay in the minds of the consumershbike understood that social media
requires planning but no need for creating a sisates emerged as using social media
is a natural channel for the entrepreneur to usaddtition, the brand communication in
social media is guided by the same values thategthid brand. All communication in
social media is in English.

Social media is a means for the company to integtatbrand communication from
different sources and as said before it adds toctiverage of brand communication.
The different channels support each other and éitleyjommunicate the same message.
For example, participation in a fair is communidate consumer through Facebook. In
addition, the company website includes links to lhend’s Twitter account and Face-
book page. It is seen important that the messatieisame in different brand commu-
nication channels so that increases the credilafithe brand.

The international brand communication in social rmed regularly followed up by
monitoring discussions and statistics. From theudisions the company follows what is
discussed about Outo and how people find the btfamaigh these discussions. More-
over, the reactions of consumers to brand commtioicanessages in social media of-
fer fast and direct feedback of the success ofrtessages. The reactions of consumers
tell the entrepreneur right away if the uploadedtent works or not whereas on the
company website a new announcement can be montheuwiany reaction from con-
sumers. The statistics provide the company detailiedmation on the visitors and their
actions. For example, the company can see how wiaitgrs have clicked something.
The company analyses the statistics of the compesigite but also those of individual
social media channels.

“It is special that it [Facebook] is a totally freehannel and you receive
all feedback like how many people have clicked, hamy people have
viewed it and like how long they've stayed on thgep’ (Lahtinen 2011)

The risk of losing control in social media is wefiderstood at Outo. But the entre-
preneur sees that the beauty of the internet tsnihane can control what people talk
online. He claims that therefore positive commenthe company give instant credibil-
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ity. The entrepreneur has noted that in order &pka consistent line and receive posi-
tive comments, one has to have strong values wifatlbw also online.

From individual social media channels the compailises Facebook, Twitter, blogs
and photosharing services. In addition to the lgefoentioned purposes, Facebook and
Twitter are used as quick channels to inform folbosvof latest news and events. The
blog is embedded into the company website. The islegitten by the entrepreneur and
it has a rather personal touch. For example, tbg ivicludes stories from fairs or other
events.

54 St. Vacant Footwear

St. Vacant Footwear (the brand name Saint Vacaméasl henceforthy a Finnish de-
sign-intensive company producing shoes, bags acesaories. The main products are
handmade bespoke shoes and ready-to-wear shoe<ommany was established in
2005 by Janne Lax. Before founding the company had made handmade bespoke
shoes for over ten years. The idea for Saint Vasastborn when Lax wanted to create
something new by combining the traditional expeseewith a funky and urban design.
Saint Vacant employs only the owner-manager Lax miaies the bespoke shoes and
designs the readymade collection himself in FinlaFfte production of the readymade
collection is outsourced to a small family ownedanpany in Portugal. Other external
services such as graphic design companies arewrssd Lax does not have the knowl-
edge or skills himself.

The first mini-collection of Saint Vacant shoes wasoduced in the end of 2005.
The company started exporting to Sweden in 2007thénbeginning exporting was
rather small-scale. Slowly by taking part in selémngernational fairs the share of ex-
ports grew and in autumn 2011 Saint Vacant shoag weported to five European
countries. During the time of data collection 2145 cent of turnover came from ex-
ports. Lax does not have clear information of thed) customers on an international
level but in Finland a typical (end) customer is4&@Dyear old man living in an urban
area. The products are sold internationally thro8gmt Vacant’s own online shop and
retailers.

International branding strategy of Saint Vacant

Saint Vacant has a simple brand structure. Theeprgneur has created a corporate
brand to represent the business and all produstsvidlual products have their own
names but they are not branded in any way. Thela@vent of the Saint Vacant corpo-
rate brand has been a conscious process whickdmultaneously when Lax began
to work on the business idea. The brand was intreeddor the first time in the end of
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2005 together with the first collection. Since thiba core essence of the brand has re-
mained the same and it is standardised across taailkee core essence of the brand is
based on symbolic values such as love for shoemakonflict between old and new,
weirdness of the visual look, and breaking theswdé shoemaking. The Saint Vacant
products and their general characteristics sugpege values and link functional bene-
fits to the brand. These functional benefits aghhjuality and a good fit of the shoes.
Therefore, the brand offers consumers both prodklated and emotional and self-
expressive benefits. However, the symbolic benéfitge a greater role and the brand-
ing approach is more marketing- than product-drividre values of the entrepreneur are
strongly connected with the brand and they haveeglithe brand development to a
high degree. In a way, it could be argued thatShet Vacant brand represents the
ideas and opinions the entrepreneur has towardsssmal shoemaking.

In addition to the main benefits of Saint Vacahg tonnection to Finland is a posi-
tive secondary association for the brand althotigg mot seen as a significant associa-
tion defining the brand. The connection has beefulisn brand communication and it
has offered one element of differentiation. Accogdio the entrepreneur, the brand is
actually often perceived French or British at fiestd the Finnish country-of-origin
works as a surprising element that appears to aser¢he interest towards the brand.
The entrepreneur has noted that Portugal, the goahmanufacture for the readymade
collection, has positive country-of-image in thelustry. The fact that the shoes are
manufactured in a small family owned company indperis seen as a positive differen-
tiating element.

The goal of the company has always been to entiemiaitional markets and interna-
tionalising is seen as a lifeline for the compahlyerefore, the aim in brand develop-
ment has been to create a brand that could woeknationally and it has had the great-
est effect on the name of the brand. The name Wwasea so that it could work abroad
and reflect internationality. In addition, all bchicommunication has been in English
since the beginning. This fact is discussed imiad paragraph.

International brand communication of Saint Vacant

The international brand communication of Saint \radallows at the moment a stan-
dardisation strategy due to limited resources. (altdifferences between markets and
a need of adaptation to certain extent are ackrdgele and in the future the aim is to
adapt the message according to the market. Alstattkeof language skills and knowl-

edge of target markets’ business culture are sedmnder international activities to

some extent. In the long term the entrepreneuebes that the cooperation with im-
porters should help in fine-tuning the brand messagd in finding the best communi-
cation channels to use in each market. Already lomal contacts have helped the in-
ternational branding of Saint Vacant to some degBeg even if adaptation will in-
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crease in future, the aim is to keep the main braedsage and the brand itself unal-
tered and standardised.

One of the biggest challenges in international dremmmunication is the lack of fi-
nancial resources. It restricts using certain bi@mmunication channels and limits the
efforts put to international brand communicatioheTigesting of all information avail-
able is also seen overwhelming for a one-man comfiie Saint Vacant. In other
words, the company cannot exploit all informatiovaitable in international brand
communication. Another difficulty is to differentea Saint Vacant from competitors.
The Saint Vacant brand is created to differentiate company and its products from
others but on international level the competitasehsimilar brands and the difference
between the brands is small. The retailers alsdoparids to certain segments based on
the price.

“And even if | was totally different they put meyamy to a certain
group based on the price and such.”(Lax 2011)

The international brand communication of Saint \fecig mostly based on non-
traditional channels and means. Traditional adsentients are not seen efficient on an
international level although they are used in tbené market to reach people. More-
over, international advertising is far too expensfor the company. Instead, interna-
tional fairs have been an important brand commtioicaand marketing channel for
Saint Vacant. Firstly, fairs are used to acquirgt@omers. But secondly, they are used to
meet press and buyers and gather contacts. Sam@inV/anforms these contacts when-
ever something interesting happens to the brani. Sthaight contact channel to press
and buyers is a very important communication toa @& has played an important role
in the whole internationalising process. Thirdiyternational fairs abroad have been a
place for the entrepreneur to gather experienceraights of international markets.

Another important channel in international brandhoounication has been the com-
pany website. Saint Vacant has put a lot of etiothe website and developed it during
the years so that it would illustrate the wanteddm The website is entirely in English
and no other languages are available. It also dedwan online shop.

Besides the two described communication channastriational fairs and the com-
pany website, Saint Vacant actively uses socialiantedpromote the brand on an inter-
national level. It is discussed in more detailha hext paragraph.

The use of social media in international brand commnication of Saint Vacant

Social media plays an important role in the intéamal brand communication of Saint
Vacant. It is a cost-effective means for the conypancreate awareness, communicate
directly with consumers and remind them of the drdnis also used to notify the con-
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sumers of latest news and information. The aimrah® communication in social me-
dia is to gather as many followers as possibled@eioto realise the significant potential
of social media as a brand communication channel.

“And then if you do it [social media] for couple péars and get there... |
don’t know three, four thousand fans and some @mtlfollow you more
regularly or haven't blocked you then you have ¢hea big group to
whom you can send the message directly. So itiie gleaming.”(Lax
2011)

In a way social media is seen as a means for #redkio have presence in the life of
consumers. Once a consumer starts liking Saint Macasocial media a connection
between the consumer and the brand is born. Intiaddsocial media is the primary
channel to spread the “feeling” of the brand arehta a personality for the brand. It is a
fast communication channel for Saint Vacant becaits publishing a message it is
instantly available.

The communication in social media is two-way betwége brand and consumers
and it is seen positively at Saint Vacant.

“Well, that it [a communication channel between tirand and consum-
ers] is absolutely. And | believe it is even eaflier the consumers] than
e-mail which is already easy.” (Lax 2011)

For example, many consumers like to post questiormments on the Facebook
page of Saint Vacant. So far all messages have esttive and there has not been any
need to delete any messages from consumers. Nedagdback comes through other
channels. Other activities of consumers such agli&r sharing content are also seen as
a form of communicating.

Saint Vacant has acknowledged that the contemdramedia has to be interesting
in order to keep the interest of the followers.alidition, the content has to follow a
consistent line so that the image of the brand d/bel coherent. This requires planning
and creating a general frame of how the brandiadscial media. In effect, Saint Va-
cant has a general strategy for brand communicaativities in social media. The
strategy is not a written document but insteadiheb®ie head of the entrepreneur. It is a
loose frame or plan of activities. From linguisperspective, the communication is
standardised to a great degree. Almost all of S&attant’'s own communication in so-
cial media is in English. Only some information waHiis useful for only Finnish con-
sumers is in Finnish.
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Saint Vacant integrates its communication in sooaldia with other channels to
some degree. For example, when the company takespa fair it is posted in Face-
book. There might be also a note at a fair thaty@ree who becomes a fan of Saint
Vacant in Facebook during a certain time will tgleet in a lottery. The aim of this is to
increase the amount of people following Saint VacamFacebook. The company web-
site has a link to the Facebook page of Saint tagéth the text “Follow us”. Also
some articles from blogs and magazines are linkelde Facebook page.

The company follows social media channels regularlgheck the “atmosphere” to-
wards the brand. It is not daily routine but doaeesal times a week. Statistics are also
followed and analysed to some extent. The lackesburces is limiting the follow-up
and in fact, the whole brand communication in dooiadia. The entrepreneur men-
tioned that the company would need an employee wdwld dedicate solely to online
communication (including all online communicatidmaanels) in order to utilise the full
potential of social media in brand communicationefall, the challenge in social me-
dia is that it requires time and commitment. Momow is challenging to evaluate what
the actual effect or importance of social medifoighe brand.

“l believe that they [social media channels] argymificant. But one
would also survive without. But yes they are beraff(Lax 2011)

The company follows how other companies use souedia in order to get new
ideas for the brand communication of Saint Vac@he activities of others are analysed
if they could work for Saint Vacant. Overall, thengpany tries to be active in finding
new ways of communication. In future, the aim ihiiee new employees which would
help the company to utilise the potential of socredia more efficiently. Moreover,
Saint Vacant has noticed that the brand commupitati social media should have a
clearer strategy. But from another point of vieve tbntrepreneur has noted that the
communication of small companies in social medime&® across more genuine and real
than the communication of large organisations.

Inside social media, Facebook is the most import@anhd communication channel
for Saint Vacant. The company has a two level gtanactivities in social media.
Firstly, it used to communicate information condegnthe brand (for example partici-
pation in fairs, new collection) to consumers. Selty, it is utilised as a channel to post
more casual messages on a weekly basis to kedpahd in the minds of consumers.
The company has actively tried to increase the amoiupeople liking or following its
Facebook page with competitions and lotteries.Heunore, Saint Vacant has had ad-
vertisements in Facebook. Based on statistics direrasements have created interest
and traffic to the page but it has been hard tduexa the exact effect of these adver-
tisements on the brand or sales.
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Blogs are another social media channel which Séagant uses. The company does
not have a blog of its own but the communicatiothased on cooperation with blog-
gers. The contacts for blogs have mostly been gadhe fairs and events. In Finland,
Saint Vacant uses a PR-agency to organise someabitiggs but it does not extend to
international blogs or markets. Getting bloggersviide about the brand requires some
groundwork and many bloggers want to receive soimgtim return for their efforts.
For instance, many bloggers want free or even oustx products. Therefore, brand
communication in blogs requires time and even fonimresources. Overall, the share of
blogs and how much effort is put to blogs in intgronal brand communication is still
under consideration at Saint Vacant.

5.5 Cross-case analysis

The results of the cross-case analysis are disgussgmilar parts. The discussion of
each part is summarised in a table at the endatf part.

Comparing the international branding strategies

All case companies had a simple, corporate-domibgaatd structure. The corporate
brand was seen to represent the whole businessbréine structure had not changed
during the lifetime of the companies. All comparnies a limited range of products and
having a corporate brand representing the wholthbsis seemed like a natural choice
for the companies.

The branding approach varied between the case coegpaosto emphasised many
times the importance of the products as the caittbe brand whereas the other com-
panies highlighted more symbolic benefits and datioas. All brands had both func-
tional and symbolic benefits and no conflict betwélge different types of benefits was
stated. The entrepreneurs had strong opinions @t thie brand represented and the
values of the entrepreneurs guided the brand dewedat to a great extent. Overall, the
brands were strongly connected with the entrepmsnélhao & Eero Jewel was even
created around the entrepreneur couple and thepeeatreur of Outo played an impor-
tant part in the brand. Outo was the only compahg had re-positioned the brand dur-
ing its lifetime. The re-positioning was triggerbyg the wants of the entrepreneurs to
change the target audience. The brand identityitandhlue-proposition were altered in
this change to some extent. The other three corapdrad not had any needs or desires
to re-position their brands or change its identity.

The association to Finland was seen strongly pesiéit Chao & Eero Jewel and
Outo. Both of the companies stated that the corore¢d Finland was an important
brand benefit especially in Japan. In addition,cChad also recognised that the country
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of origin served as a positive association in tl8AUFor Saint Vacant the connection to

Finland was a positive secondary association buemphasised as much as at Chao &
Eero Jewel and Outo. Costo on the other hand dide® any value in associating the
brand with Finland. Instead, the company aimedaairty a brand image which is as

international as possible.

All companies had targeted international marketenfrthe beginning or early on.
This had affected the brand development to somenéextb all companies. The effect
could be seen most clearly with the decision onbitad name in brand development.
All companies had chosen a name that would workaband Costo and Saint Vacant
had even chosen a name that would reflect intemnality. The case companies aimed
at creating a brand that would succeed on inteynatilevel. But rather than basing the
brand on a research on target markets and custugeels, the values and visions of the
entrepreneurs guided the creation of the brand’s essence. The brand development
was a conscious and planned process at Chao & Jesvel, Outo and Saint Vacant
while at Costo the brand evolved more on its owat &/en at Costo the brand was
guided by a strong vision of the entrepreneurs.cAie companies strived for a unified
brand image globally and therefore the core essefdbe brand was standardised
across markets. No company had recognised a nealtletothe core essence interna-
tionally.

The overall brand orientation of the case compawias difficult to estimate using
the model created by Wong and Merriless (2005) lzdhe case companies had fea-
tures of different levels. Costo did not give higtportance to branding and had more a
production or selling approach to business andetbez it could be characterised as
minimal brand orientation. But at the same timedbmpany is aware of its differential
strengths and it uses different branding tools Wwimdlicates a bit higher level of brand
orientation. The company had also succeeded inirgaiexternal recognition for the
brand. The brand orientations of Chao & Eero Je®eko and Saint Vacant could be
described as mixtures between embryonic and iniegdjtarand orientation. They under-
stood the importance of branding and put effortboand development and branding
activities. Brand development was a clear goaltlier companies and they had suc-
ceeded in gaining external brand recognition. Betlrand was not the only centre of
focus in their businesses and on some levels bigndas even rather informal.

Overall, the role of the entrepreneur(s) in bragdivas significant in the case com-
panies. The entrepreneurs were responsible foryénweg connected with the brand
from creating the core essence to representingrdned at fairs. The interest of the en-
trepreneurs seemed to affect strongly how muchrtetfie companies put to branding on
the whole. The above discussing and the brandnagesgfies of the case companies are
summarised in Table 7.
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Table 7 International branding strategies of casepanies
Chao & Eero Costo Outo Saint Vacant
Jewel
Brand structure Corporate- Corporate- Corporate- Corporate-
dominant dominant dominant dominant
Branding Marketing-driven | Product-driven Marketing-driven  Mamarketing
approach than product-
driven

Association to Strong, positive Not highlighted Strong, positive | Positive
country of origin | association association association
Standardisation | High High High High
of the core
essence
Brand Embryonic / Minimalist Embryonic / Embryonic /
orientation Integrated Integrated Integrated
Role of the High High High High
entrepreneur(s)
in branding

Comparing international brand communication

The international brand communication of the casmpmanies was standardised to a
great degree but all of the case companies hagmeszal a need to do minor adaptation
based on requirements of individual target markéke reasons for adaptation needs
were mostly related to the differences in cultund aonsumption habits. Saint Vacant
relied on fully standardised communication due tilack of resources and skills. The
entrepreneur had plans to adapt the communicaligintlyg in future once the company
has more resources and knowledge on foreign markémo & Eero Jewel, Costo and
Outo had already done some minor adaptations toititernational brand communica-
tion. Costo had done some marketing research omr soarkets in order to know the
needs of the market. Both Chao & Eero Jewel and @w@ntioned Japan as the market
where the brand communication has to be adaptedgieater extent. But overall the
brand communication of the case companies was sligitly adapted and the main
brand communication message was kept the samesaneokets.

In addition to adaptation requirements, the casepamies have faced other chal-
lenges in international brand communication. Thesthna@mmon was a lack of (finan-
cial) resources. This problem limited the tools ahdnnels available for the companies.
In addition, a lack of time was restraining therfslacommunication activities. Costo
even noted that the company does not actually tiemeeto concentrate on branding or
marketing because other business areas take diintbe For Saint Vacant the lack of
skills was another limiting factor. Also Chao & Befewel noted that in the beginning
missing experience led the company to some findnusinvestments. But these trials
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have been important learning opportunities andrgibe company the needed experi-
ence. Outo had also learned what works in diffenegrtkets by trial and error.

Traditional brand communication channels (espeacipdlid advertising) were seen
ineffective and expensive by all case companiesit S&acant had used magazine ad-
vertising in the home country but noted that thegy reot suitable internationally. Over-
all, traditional channels were seen unsuitabldherneeds of the companies. For exam-
ple, the entrepreneurs of Chao & Eero Jewel regatdaditional channels as old-
fashioned and too binding for them. The companiezgt Saint Vacant did not even
see any value or reason in using traditional chianfide companies believed that they
achieved better results more cost-effectively witier brand communication means.

Instead, the international brand communicatiorhefdompanies relied largely on in-
ternational fairs and events, the company websiteaticles written about the brand.
Fairs and the company website were mentioned bgoatipanies as significant brand
communication channels. The international fairs badrall a significant role in the
internationalisation process of the companies. Twese a place to network and spread
awareness of the brand.

The company website played an important role iratong the brand image in the
case companies. All companies had developed thelisiles and some even several
times. Costo and Saint Vacant had even integratdideoshops to their websites. All
websites were in English and Chao & Eero Jewelddated Finnish and Japanese ver-
sions.

Articles written about the brand were significamtcreating the awareness and inter-
est towards the brand. The articles had given lbilagli for the brands and helped in
reputation building. The companies mentioned fags&n important place to meet press
but it seemed that the articles were written frém initiative from the magazines and
the companies were in a reactive role. For exan(ptesto mentioned that it receives
requests for interviews and Chao & Eero Jewel hatdemen known of some articles
before they were published. Only Saint Vacant nosetil that it used services of a PR
company but only in the home market.

Word-of-mouth has also played its part in interoradl brand communication al-
though it is not something that the company caactly affect. It has been especiallly
important for Costo and Outo. Costo underlineditmgortance of the products in creat-
ing the interest towards the brand and the compapg them as one brand communica-
tion tool. This company had also benefitted frora fhact that its products had been
worn by celebrities. Chao & Eero Jewel was the adgpany which mentioned that
their retailers have done some marketing of thein for Chao & Eero Jewel. The re-
tailers had used their own material as well asitagerial from Chao & Eero Jewel. The
above discussion and the international brand conration of the case companies is
summarised in Table 8.
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Table 8 International brand communication of theeceompanies
Chao & Eero Costo Outo Saint Vacant
Jewel
Degree of High with some High with some High with minor | High
standardisation | adaptation on adaptation on adaptation on
tactical level, tactical level tactical level,
Japan an excep- Japan an excep-
tion tion
Challenges in e Lack of « Lack of financial | ¢ Pricing * Lack of financial
international resources and resources and | » Adaptation resources and
brand communi-| time time needs of indi- skills
cation « Before also vidual markets | ¢ Information is
missing experi- overwhelming
ence
Traditional « Ineffective « Ineffective * Ineffective * Ineffective
channels viewed| « Not suitable for | « Expensive « Expensive * Expensive
as the company, « Time-consuming| « Not suitable for
* Old-fashioned, | « No value for the | the company
 Binding company
Channels and « Fairs and events « Fairs and events| « Fairs and eventg ¢ Fairs and events
means used in | « Website » Website » Website » Website
international « Articles « Articles « Articles
brand communi- | . Retailers’ » Word-of-mouth | « Word-of-mouth
cation (not sociall  marketing « Products
media)

Comparing the use of social media in internationabrand communication
Social media was used for various purposes in #ise companies. All of them used it
as a channel for public relations. For example,cirapanies informed their followers
of latest news or new products through social medigerall, social media was used to
share information of the brand for the public. Earto social media was a significant
channel to gather feedback from consumers. Anatbermon purpose of using social
media was to spread awareness of the brand. Thepesteur of Outo mentioned that
social media increased the reach for brand commatiaic or in other words it created
more possibilities for consumers to find the bra®dcial media was also used to influ-
ence how consumers perceive the brand. The congpasea it to create the brand im-
age and build the reputation of the brand throughas media. Outo and Saint Vacant
named social media also as a channel to reminduomers of the brand. Moreover, the
entrepreneur of Saint Vacant stated that socialar@avides a possibility for the brand
to have presence in the life of consumers andeditess a connection between the con-
sumer and the brand.

In addition to the above mentioned purposes, soo&lia was used to communicate
with consumers. Chao & Eero Jewel and Saint Vafamid it to be an important two-
way channel. The companies understood communicatisacial media widely to con-
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sist of all actions such as commenting, liking iakihng content. The entrepreneur of
Saint Vacant claimed it to be an especially easynohbl for the consumers to communi-
cate towards the brand. The entrepreneurs of Chaer& Jewel aimed at being social
beyond their own social media pages. Chao & Eewelwas also the only company
who stated that it tries to offer exclusive bersefidr its followers in social media. Costo
and Outo had more reactive perception towards camuation with consumers. Con-
sumers were welcome to communicate on their soc&lia pages and the companies
responded to consumers. But neither one of thegaw@ special importance to social
media as a two-way channel. None of the comparsed social media to really include
consumers in the brand development.

All case companies stated cost-effectiveness amdaantage of social media. This
was not unexpected as social media is known aseachannel and one of the biggest
constraints limiting the international brand comreation of the companies was lack of
resources. Outo and Saint Vacant appreciated #sdspf social media as a communi-
cation channel. Through social media the consumecsive the brands messages
quicker than through other channels. The companesioned also that in social media
the company can see the actions of consumers fasteit is possible to give quick re-
sponse to it. Saint Vacant emphasised that soaalianoffers a channel for the com-
pany to communicate directly to the consumer. Sirlyij Costo noted that social media
is the place where consumers are nowadays andnitpigrtant for the company to be
there too. For Chao & Eero social media has enaflekility and continuity of brand
communication regardless of where the company iigatity. In addition, it seemed like
social media was an easy channel for all of thepzonies but only Chao & Eero Jewel
stated that as a separate advantage. The entrapar@hao & Eero Jewel stressed that
communicating in social media is natural for thenpany. Moreover, no company
stated that social media is difficult to use anel tbmpanies talked about social media
like it was an obvious brand communication chanoeise.

The case companies had not faced any overwhelnhialleages with social media.
The entrepreneurs of Costo and Outo even claimedhiey had not faced any specific
challenges. Closer interviewing revealed that thle of losing reputation in social me-
dia was understood at Outo. But the entreprene@uid did not consider it to concern
the company that much because it had a consisbteninl the brand communication and
it followed its strong values in social media. @okad noticed that differentiation and
attracting consumers online becomes more and mffieuti because of a continuously
increasing amount of online content and more sekeconsumers. But it was not seen
as a significant challenge concerning Costo. FaacC& Eero Jewel and Saint Vacant
limited resources and time created challenges. Bothpanies had noticed that social
media requires commitment and time. In additior, ¢émtrepreneurs of Chao & Eero
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Jewel had noted that as social media is used tbrfErsonal and business purposes the
line between these might blur and one might fotigat it should be used professionally.

None of the companies had a written strategy foratonedia. However, all compa-
nies planned their actions in social media to sdegree. The actions of Chao & Eero
Jewel and Saint Vacant were guided by a loosengiitée strategy that lied in the heads
of the entrepreneurs. For both companies the giratatlined how the brand acts and
communicates in social media in order to keep taad messages coherent. The strate-
gies were rather general and did not guide singlesages. Although Costo and Outo
did not have a strategy guiding the actions in aogiedia, the communication was
guided by strong values at Outo and by the aimooicentrating on visual material at
Costo. The entrepreneur of Outo also concentratedearch engine optimisation and
evaluating whether the content would be interesiintpe eyes of consumers and what
would make them link it forward.

The integration of social media with other brandhoounication channels was simi-
lar in all case companies. Participation in faingl articles about the brand were linked
to social media. By linking magazine or blog agg&ko the brand’s social media page,
the companies integrated the content created bgrotto their own communication.
Linking articles was seen as a way to increaseitbéibility of the brand. All company
websites included a link to the social media pagekCosto and Outo had incorporated
social media elements to their websites. Saint Malbad had competitions at the fairs
that encouraged people to go to the Facebook pa8aiot Vacant. The style of com-
municating was similar in all channels.

All case companies followed the activities in sberedia through statistics. From
these the companies analysed the traffic and itsldpment. The statistics provide in-
formation on where the visitors come from, how tHieynd the brand and how long
they stayed on the site, for example. The stasigitovide the companies a very large
amount of data and the resources of the compainishiow much of the information
they can actually analyse. For example, Chao & BHewel simply cannot go through
all the data due to limited resources. In additiorstatistics, the companies followed
discussions and comments about the brand or conmpasocial media. These also pro-
vide information on the consumers and their thosigiout the brand.

Facebook was used in each case company and iheasdst important brand com-
munication channel in social media. Outo was thg oampany to use other channels,
Twitter and a blog, in its own brand communicatiblowever, especially blog articles
elsewhere on the internet played an important ipatthe brand communication of the
companies. Blog articles can be compared with magaarticles and they spread the
awareness of the brand. They are also a form ohe@nmn/ord-of-mouth. Blog articles
from respected blog writers provided credibility ihe brands. The entrepreneurs of
Chao & Eero Jewel had noted that there were nursdweeets about the brand on Twit-
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ter but the company itself did not have resouroasse Twitter. Overall, the companies
used a limited amount of different social mediarstes or applications themselves but
in social media the communication of other parteems a significant part of the inter-
national brand communication. It was especiallyontgnt in spreading the awareness
of the brands and enhancing the reputation. Tablen®mnarises the above discussion.

Table 9 The use of social media in internationahldrcommunication of case
companies
Chao & Eero Costo Outo Saint Vacant
Jewel

Time used for | 10h/week 5h/week 1h/week 3h/week
social media
Purpose of » Public relations | ¢ Public relations | » Public relations | » Public relations
using social « Awareness e Awareness * Increase the * Awareness
media in creation creation reach of brand creation
international | « Reputation « Image creation communication | « Personality
brand building « Remind con- creation

communication

* Networking

sumers of the
brand
» Image creation

* Remind con-
sumers of the
brand

» Feedback » Connection to
channel consumers
Communication| « Important « Communication | « Communication| * Important
with consumers| « Communication from consumers from consumerg « Communication
in social media| understood is welcome but is welcome but understood
widely not seen as an notseenasan | widely

Company com-
municates with
consumers out-
side own chan-
nels too

important chan-
nel

important
channel

Advantages of

» Cost-effective

» Cost-effective,

Cost-effective

» Cost-effective

social media | « Enables mobility | « Consumers use | » Fast * Direct
» Easy to use social media  Fast
Challenges * Lack of resources « No clear chal- * No clear chal- | « Lack of re-
and time lenges for the lenges for the sources and
 Line between company company time
personal and « Difficulty of  The risk of
company use differentiation losing reputa-
might blur * Increasing tion understood
* Need of amount of spam
commitment
Planning of Intangible, general| No clear strategy | No clear strategy| Intangible, gen-
international strategy that serves but concentration | but content eral strategy that
brand commu- | as a frame for on visual content | evaluated and serves as a frame
nication in actions in social planned before | for actions in
social media media publishing social media
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Integration with
other brand
communication

Events connectec
to social media
Company web-

Events connected

to social media
Company web-

Events con-
nected to social
media

Events con-
nected to social
media

channels site linked to so- site linked to so- Company web- | « Company web-
cial media cial media site linked to site linked to
* Articles linked to | * Social media social media social media
social media elements on Social media « Articles linked
company websitg elements on to social media
« Articles linked to| company web-
social media site
Articles linked
to social media
Follow-up of » Statistics  Statistics Statistics  Statistics
brand commu- | « Discussions « Discussions Discussions « Discussions
nication in Feedback
social media
Brand commu- | « Facebook » Facebook Facebook » Facebook
nication chan- | « Twitter * Blogs Twitter * Blogs
nels in social « Blogs Blogs

media
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6 CONCLUSIONS

6.1  Theoretical implications

The aim of this study was to examine the use ofatanedia in international brand
communication of small Finnish design-intensive pamies. In order to answer the
main objective, it was divided into three sub-ohjaxs. The results of this study pro-
vide theoretical implications for SME branding rass and social media research. The
theoretical implications are discussed in the oodesub-objectives.

The first sub-objective was texamine the international branding strategies of
small Finnish design-intensive companiesThe theoretical framework included three
different elements of the international brandingtelgy. The first element wdsand
structure. Keller (2003) and Krake (2005) recommend SME$due a simple brand
structure and concentrate on building only oneaar $trong brands in order to prevent
scattering the customer awareness and budget.eBa#s support these propositions. It
was established that limited resources hinder lkbngnactivities in small design-
intensive companies. Developing and managing meltpands could have been over-
whelming for the case companies. The findings gtiean the results of earlier empiri-
cal studies which have shown that Finnish desigenrsive SMEs targeting consumers
seem to favour branding strategies relying on glsibrand (Gabrielsson 2005, Falay et
al. 2007) as all case companies had simple brandtstes. The decision on a simple
brand structure seemed to be guided by the visidheoentrepreneurs rather than ex-
tensive research.

The brand structure wasorporate-driven in all case companies. The theoretical
framework partly supports this. The general bragditrategy suggests that corporate-
driven brand structures are found in companieshheg a limited range of products and
target a well-defined market niche. The case comegdmad a limited range of products
which were strongly connected to each other. Tihgetaon the other hand was not
clearly defined in all case companies. The thecaeframework claimed that a corpo-
rate-driven structure suits companies that warttaee simple brand management and
unite resources rather than dividing them. As baifbre the brand structure seemed to
be guided by the inner vision of the entreprenathiar than analytically evaluating dif-
ferent brand structures. But based on the resutislimitations of the companies, the
corporate driven brand structure seems to be deifabsmall design-intensive compa-
nies on an international level. Laforet and Sausnd&994) have argued that a true cor-
porate-driven brand structure is rare in compabhigsin the light of the results of this
study it could be expected that the corporate-drsteategy is common in small design-
intensive companies.
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The theoretical framework and earlier empiricaldfigs (Rode & Vallaster 2005;
Juntunen et al. 2010) suggested that corporatelbr@specially corporate identity) in
SMEs tend to be built around the entrepreneurscespein the early phases of the
company. This proved to be partly supported byréselts. At Chao & Eero Jewel and
Outo the entrepreneurs were an important part efotfland identity whereas at Costo
and Saint Vacant the entrepreneurs were not sblyipart of the brand. But also at
Costo and Saint Vacant the background of the emnepirs served as the foundation
for the brand. Moreover, the results establishad ttie brand building in small Finnish
design-intensive companies is strongly affectedngyvalues and the vision of the en-
trepreneurs. The entrepreneurs followed their clesions in brand development. This
is in accordance with the theoretical framework alhproposed that brands in SMEs
are based more on the intrinsic thoughts of theepregneur than on extrinsic research
(Spence & Essoussi 2010).

The second element of the branding strategy wabrdreding approach of the case
companies. Findings from earlier studies have éstad that SME brands can simul-
taneously address both functional and symbolic seddcustomers (Mowle & Mer-
rilees 2005, Spence & Essoussi 2010). This wasidésdified among the case compa-
nies. In addition, the results propose that desitgnsive SMEs can use both product-
and marketing-driven approaches in internationahting. In the case companies the
value proposition of the brand was strongly cone@atith the values of the entrepre-
neurs. This underlines again the importance ofetmeepreneur in the brand building
process.

The final perspective to international brandingt&gy was thestandardisation of
the core essencacross markets. The degree of standardisationaisedra lot of dis-
cussion among scholars and it has been researdldety wut the perspective of SMEs
lacks examination. The findings of this study ardime with earlier empirical findings
on Finnish design-intensive companies (Gabriel0b, Falay et al. 2007) which in-
dicate that design-intensive companies targetimgwmers are likely to aim at having a
standardised core essence across markets. Allcoaspanies had a standardised core
essence across markets and it seemed like a natutaasy choice for the case compa-
nies. The main reason for a standardised strategytle strategic aim of having a uni-
fied brand image across markets. The case comphaagkrot recognised a need to alter
the core essence or the story of the brand. Tlknfys imply that standardising the core
essence of the brand is a suitable option for designsive SMEs. The brand commu-
nication in turn was adapted to some extent. Tiyipsrts the proposition of de Cherna-
tony, Halliburton and Bernath (1995) that the degoé standardisation of the core es-
sence and brand execution can differ from eachr @hé they should be treated indi-
vidually. The standardisation of the brand commaidn is discussed separately in the
following section.
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The second sub-objective wasedxamine the international brand communication
of small Finnish design-intensive companiedt was examined from three different
perspectives. First, thaternational brand communication channels of the case
companies were examined. The case companies foaditidnal brand communication
channels expensive, ineffective and not suitabletfeir needs. Instead they seemed to
prefer unconventional and innovative brand commatioo means on an international
level. These findings are consistent with the tBBorrecommendations and results
from earlier studies (Falay et al. 2007; Bresci&nktppler 2010; Léfroos 2010). The
case companies used the same channels (interrafi@arsa internet, word-of-mouth,
articles) which have been identified in earlierds&s on Finnish design-intensive SMEs
(Gabrielsson 2005, Falay et al. 2007, Léfroos 20T@g results further strengthen the
proposition that international fairs are an impotthrand communication channel for
design-intensive SMEs targeting international merK&abrielsson 2005, Falay et al.
2007, Lo6froos 2010). They are important in creatihg communication network to
buyers and press. In addition, the case compaa@bénefitted greatly from magazine
coverage. This can be seen as one form of gettiogsa to the ‘taste elite’ introduced
by Falay, et al. (2007). Overall, the results ardéirie with the suggestion that word-of-
mouth is a relevant brand communication activityS3®Es (Bresciani & Eppler 2010).

Secondly, thestandardisation of brand executionacross markets was studied. The
results of this study suggest that small desigerAsive companies seem to standardise
their international brand communication to a gréegree. However, also SMEs en-
counter differences between markets that requiegptation and they need to evaluate
how much effort is put to adapting the communicatib seemed that adaptation could
have been greater in some case companies if theydwmave had the resources and
skills needed. Therefore, one reason for the hggree of standardisation is a lack of
resources. Differences in culture and businessipescbetween markets seemed to be
the main factors pulling towards adaptation. Thennteiand communication channels
(international fairs, internet and social mediayavglobal channels and this might have
had an influence on the high degree of standardisat international brand communi-
cation as Gabrielsson (2005) has suggested thag nsedia which is global in nature
facilitates design-intensive SMEs to create a stedided brand image.

Finally, thechallenges in international brand communicationwere studied. Draw-
ing from the results of this study, a lack of reses, time and experience create chal-
lenges for design-intensive SMEs on an internatiteveel. Based on the findings from
this and earlier empirical studies, it can be adgteat due to the lack of financial re-
sources SMEs cannot use different brand commuaitathannels as extensively as
large organisation and they need to concentratiewar channels. In addition, the lim-
ited budget makes creativity in using affordablenomunication a crucial part of in in-
ternational brand communication. These propositamesin accordance with the theo-
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retical framework which claimed that brand commatian in SMEs is affected by the
budget and creativity.

The lack of time is connected with the small sizeh® companies. In SMEs the
amount of employees is limited and one person nbghtesponsible for multiple issues
and time given for brand communication might be.l&specially in micro sized com-
panies the employees might not have time to coratenbn international brand com-
munication as other daily activities take the tifier example, three of the case compa-
nies employed only the entrepreneurs and among oilgness activities they could
use only a limited time for international brand coomication.

The lack of experiences was another challengedrcéise companies. The results in-
dicate that if the SME does not have an experiercgaepreneur or employee, the in-
ternational brand communication develops througdl &nd error. This might lead to
financial misinvestment like in one case companyaddition, a lack of skills hindered
the adaptation of brand communication at leastn@ company. All entrepreneurs had
also acknowledged a need for native contacts ierdhave better information on the
target market and overcome the lack of skills. @Nethe adaptation needs of different
markets created challenges for the case compamésimed for a standardised brand
image.

The third sub-objective was txamine how social media is used in international
brand communication of small Finnish design-intensie companies The theory on
social media as a brand communication channeilisistierdeveloped and a research
gap exists. The results of this study contributéhs development by offering the per-
spective of SMEs and insights of their use of dogiadia on an international level.
These results can be taken into account when oge#teoretical models or planning
further research.

First of all, the results of the questionnaire lelsshed that the use of social media in
international marketing among small Finnish desigensive companies is already
common. In addition, many different forms of socredia were used. Some companies
were even using several channels simultaneouskedan the future plans of the com-
panies the use of social media can be expectedote gmong small Finnish design-
intensive companies.

The use for international brand communication wesyened in more detail through
four case companies. It was established that somdia can besed for various pur-
posesin SMEs. In line with the theory, social media wasost-effective way for the
case companies to build the image, credibility amareness of the brand. In addition,
for small companies it is an important PR-channleére to inform stakeholders of the
latest news because small companies do not gediyrmpublicity in traditional media
as large organisations. The results suggest th&sSidn publish different kind of con-
tent without contradiction. The case companies ipbbtl, for example, promotional
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messages, announcements and informal messagescial soedia. The results
strengthen the proposition that social media itaagfor e-word-of-mouth. Companies
can try to foster word-of-mouth in social mediagrgviding content in which consum-
ers can react upon.

The findings indicate that social media is@nmunication channel between con-
sumers and SMEs The case companies communicated with consumer$adiowed
their actions in order to understand them betthrs Was also widely recognised in the
theoretical framework as one of the main ways ofaasing the understanding of con-
sumers in social media. In addition, it was suggpkshat companies should try to in-
volve consumers in the brand development in ordesnigage them to the brand. This
was almost non-existent in case companies and ghtnsuggest that the companies
want to be in control of their brand in social needr that they do not know how to en-
gage consumers. The attempts of Costo to involvswoers in the creation of visual
content can be seen as one way of engaging consu@negrall, it seems that the com-
panies did not yet see consumers as co-creatohg dfrand.

All case companies found the use of social mediatarnational brand communica-
tion easy. However, the companies had noted tleattivities in social media need
planning. This is in line with the theoretical framework i argues that companies
should create a social media plan and policy ifdbepany wants to have a coherent
image in social media (Kaplan & Haenlein 2010). Penning in the case companies
was rather informal and it seemed that the valmesvésion of the entrepreneurs were
once again guiding the actions of the companiesvéder, Kaplan and Haenlein (2010)
and Leino (2010) have proposed that companies dhmileven aim at being perfect or
too polished in social media. Mirroring this profiims with the results of this study,
the advantage of SMEs in social media can be liggt ¢an keep the brand communica-
tion natural and genuine. Another advantage mighthat as the international brand
communication in small companies is mostly handigda limited amount of people,
the communication stays easily consistent and eolhd&retween different channels.

The case companies had understood that in socdibantteecontent has to be inter-
esting and pushing only promotional messages willwork. The findings indicate that
the companies had understood that social mediaresgts own content and publishing
only existing messages is not enough as the thealrétamework claimed (Kaplan &
Haenlein 2010). In addition, the companies had eskadged that in social media the
consumers are more critical towards the contemtrgised in the theoretical framework
(Leino 2010). Mangold and Faulds (2009) recomméiatl tcompanies should even offer
something exclusive for the online followers bustvas not common in the case com-
panies. It seemed that the companies believedkdgging the content interesting is
enough.
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The case companies used oaliimited number of social media formsthemselves
but drawing from the results of this study the lbr@ommunication in social media is a
larger entity and includes the communication okotbarties. For example, blog articles
and actions of consumers can be seen as a paisdatger circle of brand communica-
tion. This can be regarded as an extension oftibadi word-of-mouth communication
(Mangold & Faulds 2009). The companies cannot cbmthat is written about them or
their brands but they can try to collaborate witbggers in order to get their brand
messages through, for example. The number of usadl snedia forms was limited in
the case companies because they did not have cescamd time to use more channels.
Moreover, the companies understood that social anejuires commitment like earlier
empirical results (Bulearca & Bulearca 2010) anel ttmeoretical framework proposed
(Kaplan & Haenlein 2010).

The case companidsllowed the international brand communication in sociatirme
but evaluating the importance of social media srrésults was difficult. This might
imply that either the follow-up means are not gawssbugh or the companies did not
perform follow-up activities adequately. The casenpanies appeared to measure the
results of international brand communication ratbgperficially which indicates that
the latter reason is more suitable in this case. ddse companies had a lot of informa-
tion available but analysis was constrained dubedack of resources. This might also
indicate that there are no suitable tools for SNMEsse in evaluating the successfulness
of international brand communication in social neediloreover, the results established
that analysing statistics is the most importanbfelup activity in small companies.

The case companiegppreciated the cost-effective nature of social media as an in
ternational brand communication channel. To beipeesocial media was seen as a free
channel that requires only time. However, the casepanies might be underestimating
the opportunity costs because they cannot be seertld through their bank accounts.
Social media was also valued because it providkeeat communication channel to the
consumers. However, in social media companies teathke the consumers come to
the brand and brand communication cannot be fosodtie consumers.

The case companies had not faced any majatlengeswith social media. This
might be because they used social media rathemmalty and seemed to understand the
uncontrollable nature of social media. The entnepues were rather humble and fol-
lowed their values in social media which might h&aedped them to avoid the reputa-
tional risks proposed in the theoretical framewg@kkla 2010). In addition, the compa-
nies had not faced problems with consumers uplgadarmful content on their social
media sites which was introduced as another rigkentheoretical discussion (Clauser
2001; Wunsch-Vincent & Vickery 2007).

Overall, social media as a brand communication célbseems to suit SMEs well. It
is a channel that does not require intensive mgioir substantial financial investments.
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Therefore, SMEs can start using it rather easiyaddition, it seems that especially
micro sized companies can easily control their camication and keep it consistent in
social media. Thus, the results of this researgblyinthat social media is a suitable
channel for SMEs to use in international brand camication. However, it appears
that the full potential of social media was notduse SMEs and the lack of results is the
main issue limiting the full use of social media.

Naturally, all propositions and findings need ferthesting to be verified as this was
more of an introductory research on the use ofasmsedia in international brand com-
munication in SMEs. In addition, the case studiesewconducted in micro size design-
intensive companies and the findings might not wpgl larger SMEs or to other indus-
tries.

6.2  Managerial implications

This research provides insights to branding prastiof SMEs on many levels. The
theoretical discussion of results provided alreatiny managerial implications as this
study was conducted from the managerial perspeciitis discussion concentrates
more on the implications specific for design-inieasSMEs.

Based on the results, it appears that design-ive8VIEs face problems in interna-
tional branding and brand communication. One ofltiggest challenges is the lack of
resources. In order to overcome this challenge SBteaild evaluate in depth which
brand structure suits the resources of the companguse it affects largely other deci-
sions concerning the international branding stsatagd communication. When the
company has a simple brand structure consistingnbf one brand, all efforts can be
put to develop this brand. This does not meandbsign-intensive companies could not
have other brand structures but they need to eteatbair own resources carefully.

Design-intensive companies have to consider alsothey want their brands to be
perceived across markets. They should decide yfdime at a standardised image across
markets or if they want to adapt the brand to thet needs of individual markets. A
standardised strategy might be easier for compahagsface resource constraints but
they should realise that the brand communicatioghiminevitably require adaptations
to some degree.

Following the inner vision and values of the entesygur appears to be a strong
guiding force in the overall branding of designeimsive companies. On the one hand
entrepreneurs should benefit from this and undedsthat following one’s own in-
stincts can offer direction for activities. On tb#her hand the entrepreneurs should be
conscious of the effect and try to evaluate theitislons from other perspectives too.
But overall, the values of the entrepreneur shoelih line with those of the brand.



99

Finnish design-intensive companies should congidking the country-of-origin to
the brand because it has the possibility of enlmgnthe image and communication of
the brand at low-cost. Especially companies tangelapan should evaluate this oppor-
tunity carefully. But on the other hand it is pdsifor Finnish design-intensive com-
panies to create an international image succegstat.

For design-intensive companies international fdirs,internet and word-of-mouth in
its different forms are useful and suitable chasirief international brand communica-
tion. Receiving magazine coverage facilitates tlvaraness creation and creates credi-
bility for the brand. Companies can try to creaiareections to press especially in inter-
national fairs. Once a company receives publicitynagazines or blogs, the company
should integrate it to its own brand communicatiGollaborating with others can also
be means to overcome the challenges resulting &tank of resources.

Social media is another possible brand communicatfannel for design-intensive
SMEs. It offers a cost-effective channel for companAnother advantage of social
media for design-intensive companies is that itsdoet require great financial invest-
ments or extensive training. The communicationania media does not need to be
perfect but it should be consistent. Therefore, games need to be ready to plan the
activities in social media and invest time in it.

Before joining companies should ponder whethergisiocial media is in line with
the company culture and if the company truly reslithe nature of social media. Com-
panies are required to learn the communication sannsocial media and commit to the
use. Thus, it might be easier to concentrate cgwasbcial media channels at first and
learn how they work. In addition, companies shauiderstand that they cannot control
consumers in social media but instead they shawldot discuss and listen to them.
They should try to find means to engage consunmeitsei communication.

6.3  Suggestions for further research

This research examined the use of social mediamwiiimnish design-intensive compa-
nies that produce consumer goods. Moreover, the campanies were companies that
targeted either only consumers or consumers anddsses in their marketing. In order
to gain a larger perspective on the topic, it wobkdinteresting to study how service
companies or companies that target solely otheinbsises use social media in brand
communication. In addition, research on how theatbreommunication on social media
affects the perceptions of the brand in the mirfdsoasumers would be useful although
it might be difficult to conduct.

As the case companies belonged to the design mydsanilar research in other in-
dustries could provide information on whether timelihgs of this research are specific
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to design-intensive companies or apply to a wideupg. Alternatively, similar research
in other countries could inform if design-intensis@mpanies elsewhere view and use
social media similarly. In addition, research omgéa SMEs could provide different
results as this study was conducted from the petiseeof micro sized companies.

Due to a lack of resources and time this study avaoss-sectional study. A longitu-
dinal study that would concentrate on how the dsmoial media in brand communica-
tion develops over time would be highly interestangd it could offer insights on how
companies can develop the use of social medialstegtep. Overall, this study was
more an introduction to the use of social media prodides a starting point for deeper
research on the elements handled in this study.ekample, studying in depth how
SMEs communicate with consumers in social medanesof the elements that could be
interesting and beneficial for the field. Largedanore detailed study is needed to test
the propositions of this research.

Overall, research that aims at theory formation lkdae especially beneficial be-
cause specific theories on the use of social medBMEs is lacking. Moreover, the
international perspective of SME branding is stillunder-researched area although this
study tried to lessen this gap. To conclude it ddag even argued that because the re-
search gap on SME branding from international pEatye and on social media in
branding is wide, all research on the area woulbdyeeficial to the development of the
field.
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APPENDICES

Appendix 1 Earlier empirical studies on SME branding

Main empirical findings

Wong, Ho Yin — 2005 A brand orientation typology fo - SMEs interpret branding narrowly
Merrilees, Bill SMEs: a case research approac - SMEs believe branding is for large
companies
- Branding activities differ in SMEs

and large organisations.

Krake, Frank 2005 Successful brand management irBrand management is not given the
B.G.J.M. SMEs: a new theory and practicaimportance it requires
hints - The central role of the entrepreneur

in branding in SMEs

- SMEs face diverse challenges in

branding; limited budget common
Rode, Verena — 2005 Corporate branding for start-up - The important role of the entrepret
Vallaster, Christine the crucial role of entrepreneurs neur in developing the corporate

brand in start-ups

- The corporate brand is created

around the entrepreneur

Mowle, James — 2005 A functional and symbolic per- SMEs can successfully use differ-
Merrilees, Bill spective to branding Australianent branding approaches
SME wineries - SME brands can be complex and

have both functional and symbolic

benefits
Ojasalo, Jukka — 2008 Brand building in software - Branding goals not clearly defined
Natti, Satu — Olk- SMEs: an empirical study. in Finnish software SMEs
konen, Rami - The minor role of brand building in

product development
- Strong brand a means to facilitate
customers acquisition and partner-
ship creation
- Cooperation with larger companies
to strengthen the brand
Bresciani, Sabrina 2010 Brand new ventures? Insights onThe attitude towards branding var;
— Eppler, Martin J. start-ups’ branding practices ied a lot in the case companies
- The start-ups conducted a great
number of branding activities; spe-

cific activities varied between com-
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Wong, Ho Yin —

Merrilees, Bill

Spence, Martine —
Essoussi, Leila

Hamzaoui

Gabrielsson, Mika

Falay, Zeynep —
Salimaki, Markku
— Ainamo, Antti —

Gabrielsson, Mika

Lofroos, Riikka

panies

- Traditional brand communication
channels seen as ineffective and
expensive while unconventional

means were preferred

2008 Determinants of SME interne - Brand adaptation facilitates shaping

tional marketing communication:

the international marketing commu-

nications of SMEs

2010 SME brand building and man- Secondary associations, such as the

2005

agement: an exploratory study

Branding strategies of bor

globals

country-of-origin utilised to enhance
the brand

- Production largely standardised
across markets as adaptation was nhot
seen feasible

- International brand management
consisted of hiring the right agents pr
distributors and managing them

- Brand structure was usually simplg
due to resource restrictions

- Especially many design companies
had a global branding strategy from
the beginning on

- Internet and international fairs
important communication channels
for design-intensive companies

- Branding strategy more important

for companies targeting consumer

2007 Design-intensive born globals: a Advertising seen as expensive

2010

multiple case study of marketing- Contradiction between design and

management

The small firm in global market
— a descriptive case study on t
internationalization patterns ¢
small design-intensive Finnis

firms

business processes

- Importance of getting access to
‘taste elite’

- Marketing managementa challenge
for Finnish design-intensive SMEs

- Cost-effective, fresh and innovative
marketing methods appreciated

- Some small Finnish design-
intensive companies already using

social media
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Appendix 2 Earlier empirical studies on social medi in business
Main empirical findings
Haenlein, Michael — 2009  Flagship brand stores withi - Consumers do not separate
Kaplan, Andreas M. virtual worlds: the impact ol online and offline activities but see

virtual store exposure on rea both as means of self-expression

life attitude toward the bran: - Positive attitude towards virtual

and purchase intent flagship store affects positively to
the attitude towards the real-life

brand; strength varies between

users
Bulearca, Marius — 2010 Twitter: a viable marketing tool- Results suggest that Twitter
Bulearca, Suzana for SMES? could be viable marketing tool for
SMEs

- Twitter is platform for e-word-
of-mouth and for companies to
spread commercial messages

- Twitter requires consistency and
commitment

Kozinets, Robert V. — 2010 Networked narratives: undel - There are different blogger char-

de Valck Kristine — standing word of mouth mar acteristics
Wojnicki, Andrea C. keting in online communities  -Bloggers use different strategies
— Wilner, Sarah J.S. when communicating about a

marketing campaign

- Mativations for bloggers to take

part in a marketing campaign are

complex and culturally embedded
Xiang, Zheng — Gret- 2010 Role of social media in online- Social media make a consider-
zel, Ulrike travel information search able amount of travel related

search engine results

Reyneke, Mignon — 2011  Luxury wine brand visibility in - Most of the brands studied did
Pitt, Leyland — Bert- social media: an explorator not seem to have a clearly defined
hon, Pierre R. study social media strategy

- Social media marketing offers
opportunities and poses threats for

brand managers
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Appendix 3 E-mail questionnaire

Answer to the following questions by choosing tiptian that represents your answer the best
or by writing your answer in the given space. Wigen have answered all of the questions,
press “Send”. Thank you!

1) Is the domicile of the company you are represeritifginland?
o Yes o No

2) How many employees does the company employ?

o0-4

o 5-9

o 10-19

o 20-49

o 50-99

o 100-249

o over 249

3) What is the company’s branch of industry? (Chobsentost appropriate or write your own
answer)
o Textiles
o Clothing and shoes
o Furniture
o Fabrication of glass, ceramics and stone products
o Lighting
o Jewellery
o Personal tools
o Cutlery and cooking utensils
o Something else, what? :

4) When was the company founded?

5) Does the company export?
o Yes o No
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6) How big percentage of the turnover comes from detsif Finland?(This is an obligatory
question) *
o We operate only in Finland
o 1-5%
o 6-10%
o0 11-15%
o 16-20%
0 21-25%
0 26-50%
o0 51-75%
o over 75%

7) Does the company plan to start exporting duringie five years?
o Yes o No

8) When did the company start exporting? (year)

9) How big percentage of the turnover comes from detsif Europe?
o We operate only in Finland
o 1-5%
o 6-10%
o0 11-15%
o 16-20%
0 21-25%
0 26-50%
o0 51-75%
o over 75%

10) Of total exports, how big is the percentage offile biggest markets?
o 1-20%
o0 21-40%
o0 41-60%
0 61-80%
0 81-100%

11) Is the company targeting consumers or companiis international marketing?
o Consumers o Companies o Both groups
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12) Does the company use the following internet chanimelts international marketing? (You
can choose multiple options)
o Online communities (such as Facebook, MySpacdedim...)
o Videosharing services (Youtube, Vimeo, Viddler...)
o Photosharing services (Flickr, Picasa...)
o Microblogs (Twitter, foursquare...)
o Blogs
o Podcasts
o Skype
o Social bookmarking (Delicious, Digg, Reddit...)
o Discussion forums
o Something else, what? :

13) How many hours does the company use on averageadketimg in the previously men-
tioned internet channels? (Your estimate, takeactopunt also the time used for planning)

14) How big percentage of the time directed to all m#irlg activities the previously men-
tioned internet channels take?
o 0%
o 1-10%
o0 11-20%
0 21-30%
o 31-40%
0 41-60%
0 61-80%
0 81-100%

15) Is the company planning to increase marketing &ffior the previously mentioned internet
channels during the next 12 months?
o No, but decrease
o No, but keep the same
o Yes
o | cannot say / | do not know

Thank you for your answers! Press “Send” beforgifegpthe webpage.
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Appendix 4 Interview questions

Background questions:

Name and company:

Position in the company:

Number of employees:

Number of foreign markets (countries):
Describe briefly the story of the company

International branding strategy

Has the company consciously aimed at creating rdiffveands?

Describe the brand(s) briefly

What is the basis of the brand?

What are the values of the brand?

Is the brand the same across markets?

How was the possible internationalisation takew iatcount in the brand crea-
tion process?

7. Has the company used the connection to Finlandt@rnational branding?

ook whE

International brand communication

8. Describe briefly the internationalisation processd #e role of brand communi-
cation in it?

9. How has the brand communication evolved duringitibernationalisation proc-
ess?

10.What are the main brand communication channelsnat®nally?

11.What kind of international brand communication &gy the company has?

12.1s the strategy similar across markets? Or doesdhgany have market specific
strategies?

13. Are there differences between markets that affecbrand communication?

14. Are some brand communication activities adaptdddal needs? What? How?

15.What kind of challenges has the company facedtermational brand communi-
cation?

Use of social media in international brand communiation

16.What specific social media channels does the coynpae?

17.How do you use social media in international breoshmunication?

18.What is the objective of international brand comination in social media?

19.What is the role of social media in the brand bogdprocess and in the creation
of the pursued image?
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20.How important is social media in the internationeind communication?
21.How do you plan the activities in social media?

22.How the brand communication activities in sociadmeare followed?
23.How different channels (including social media) mntegrated to each other?
24.Does the company use social media to communicdteonstomers? How?
25.What are the advantages of social media?

26.What kind of challenges have you faced in sociadiaf®



