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Abstract 

 

The introduction of social media has revealed new opportunities for entrepreneurs to 

create innovative marketing strategies to promote their ideas on a global market. 

Current research in the field of marketing strategies and the subsequent effectiveness 

has heavily relied upon quantitative analysis often leading to implications and 

conclusions that may explain this marketing phenomenon in an overly-simplified 

manner. The purpose of this study is to explore and contribute to the understanding of 

how entrepreneurs utilize social media as a promotional tool and how they evaluate the 

effectiveness of their chosen promotional techniques in the context of crowdfunding. 

The study will be supported by pre-existing literature and established theories within the 

fields of social media, traditional marketing techniques, entrepreneurial marketing, and 

marketing effectiveness.  

 

In order to reach our purpose we interviewed 6 Swedish entrepreneurs who had 

successfully crowdfunded their projects on the Kickstarter platform. These semi-

structured interviews were conducted via email dialogue, and the gathered empirical 

information was then coded according to a thematic network which was used to 

organize the empirical material into basic, organizing, and global themes. The 

developed themes of the thematic network were then used to structure and organize the 

analysis to further support the conclusions that were ultimately conceptualized. 

 

The results of this study suggest that entrepreneurs will utilize their promotional 

techniques based on the advantages they provide. These techniques include social media 

marketing in the form of social networking sites, or traditional marketing in the form of 

direct marketing or word of mouth. Each technique has a unique set of inherent 

advantages and therefore the entrepreneurs utilize social media, traditional marketing, or 

a combination of both techniques to fulfill their intentions of increasing exposure, 

communicating with customers, and reaching out to an audience that would be 

unreachable through social media. The entrepreneurs evaluate both social media and 

traditional marketing to be complementary techniques within their marketing activities. 

The implications of this study are of both theoretical and managerial nature. In the 

theoretical context, this study has contributed to the understanding in field dominated by 

quantitative research of entrepreneurship and marketing research. In the managerial or 

entrepreneurial context, the study provides insight for entrepreneurs that are creating 

marketing strategies for their crowdfunding campaign. 
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1. Introduction 

 

1.1 Background 
As of 2015, 70 million photos are being published on Instagram during the average day. 

On that same average day, the photos published on Instagram gain a total of 2.5 billion 

likes (Instagram, 2015). During every minute of the average day, three hundred hours of 

video content are uploaded to YouTube. This is equivalent to just over twelve days of 

video every minute (YouTube, 2015). This extreme sharing of information via social 

media outlets has been the herald of a new age of information. Any individual can 

instantaneously communicate with friends and family across the globe, stay in touch 

with global issues, or simply watch videos of cats being cats. In this sense, social media 

has been used by individuals to narrate their lives or to seek entertainment, but the act of 

sharing information has also opened a new realm of marketing tools for companies to 

reach out to their customer base through unique channels of communication and 

promotion. 

 

To understand how organizations are using social media we will illustrate the concept 

beginning with the most basic fundamentals. One popularly accepted definition of 

social media is “a group of Internet-based applications that build on the ideological and 

technological foundations of Web 2.0, and that allow the creation and exchange of User 

Generated Content” (Kaplan & Haenlein, 2010, p. 61). A decade ago, Web 2.0 was first 

utilized as a term referring to a new way in which individuals began using the web as a 

platform where content and applications could continuously be modified by users in a 

collaborative manner and can be accepted as a broad term that describes in reference to 

online services and technology that does not necessarily include the finer aspects of 

social media (taken as social and media being two separate concepts). Further refining 

of Web 2.0 then brings in the description as the technological and ideological 

foundation of social media, including concepts such as blogs and collaborative projects 

(Kaplan & Haenlein, 2010, p. 61). With the development of social media and Web 2.0, 

consumers are now successively increasing their usage and utility of the Internet to 

create, share, discuss and modify content. Content includes video, text, images, music, 

and other representations of information that is spread with the help of computer-based 

applications, or software (Kaplan & Haenlein, 2010, p. 60-61).  

 

Social media opens up opportunities for organizations. As exemplified in a study 

conducted by the University of Dartmouth (Barnes et al., 2013), these organizations are 

fully embracing new social media communication tools. The use of social media is not 

limited to large organizations but the basic premise of how organizations use social 

media remains as an underlying process. Entrepreneurs and small businesses are 

beginning to adopt social media as a marketing tool, apart from utilizing traditional 

marketing techniques such as direct marketing and word of mouth marketing that are 

often standard practices of larger, developed organizations. Entrepreneurial behavior 

largely revolves around innovation through creative thinking and entrepreneurs are 

applying these characteristics to the way that they use social media (Stokes, 2000). 

These creative and innovative behaviors are exemplified in the way that entrepreneurs 

are solving some of the earliest boundaries such as the challenge of gathering sufficient 

funds to propel an idea into reality. They rely upon traditional methods of financing 

such as angel investors, bank loans, or bootstrapping but one recent method, 
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crowdfunding, has provided a new alternative for financing and will be described later 

in the study.  

 

To understand how entrepreneurs evaluate the effectiveness of their promotional 

techniques, we must introduce the psychological factors of entrepreneurs. There are 

different approaches to analyze and study these psychological factors, but we have 

chosen the cognitive approach which particularly focuses on a more interpretive 

understanding of the psychological processes of an entrepreneur (Wickham, 2006, p. 

71). Cognitive psychology concerns itself with the thought process of an individual and 

the strategies that reflect how they react to certain situations based on prior experience 

(Wickham, 2006, p. 72). Every individual or entrepreneur has their own cognitive style 

that they use to process information and the strategies in which they call upon to solve a 

problem, but we can split these cognitive processes into three types: perception 

processes, problem-solving processes, and task processes.  

 

For the purpose of our study, we will emphasize the latter two processes. The problem-

solving process governs how information is used when the entrepreneur is forced to 

evaluate different alternatives. The pathways the individual takes depend on how much 

information is utilized to solve the problem as well as whether the problem is 

approached linearly or holistically, and lastly whether or not the solution has been used 

before or created through the use of new innovation (Wickham, 2006, p. 72). Task 

processes are concerned with determining the way entrepreneurs approach particular 

jobs. One of the more important measures is the willingness to take on tasks with an 

element of risk; this is one of the cornerstones of entrepreneurial behavior which will 

eventually be discussed (Wickham, 2006, p. 73). One important consideration is to 

recognize that entrepreneurs do not share a particular set of cognitive approaches. The 

normative ‘best’ cognitive approach in any situation is dependent on a wide variety of 

influences but boils down to the behavior of the entrepreneur that has been shaped by 

their own cognitive processes. 

 

There are three types of behavior theories that dominate the field of behavioral study of 

entrepreneurs: normative, descriptive, and prescriptive theory. Normative theory 

concerns itself with the best optimal decision. These conclusions are often based on 

logical and statistical methodologies that assume human beings are rational in their 

decision making; they prefer the ‘best’ possible outcome for themselves (Wickham, 

2006, p. 74). Prescriptive theory suggests that individuals can always improve their 

decision making practices and therefore, contrary to normative theory, there will always 

be a better decision to make. Lastly, descriptive theory concerns the decisions that 

individuals actually make rather than what they should do. This theory is built upon 

psychological behavior, but may also incorporate mathematical testing (Wickham, 

2006, p. 74). We believe descriptive theory is the most appropriate approach to 

understanding entrepreneur’s behavior and decision making considering entrepreneurs 

are affected by a wide variety of environmental factors and therefore each situation is 

subjective in nature. 

 

In connection to this study it is also of importance to define the concept of 

crowdfunding, which will be used as a common denominator among the entrepreneurs. 

Crowdfunding is the process of gathering large amounts of micro-funds from consumers 

that are interested in the entrepreneur’s product or vision (Lambert & Schwienbacher, 
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2010, p. 4), and as Web 2.0 and social media developed entrepreneurs found new and 

convenient ways of launching their ideas and raising the funds needed. The concept of 

crowdfunding is a branch of the concept of crowdsourcing which uses a “crowd” to 

obtain ideas, feedback, and solutions to develop corporate activities (Lambert & 

Schwienbacher, 2010, p. 2). Crowdfunding borrows the aspect of reaching out to a 

crowd for ideas, but in this particular case rather looks for funds to finance 

entrepreneurial ventures and projects. Traditional approaches to financing a project or a 

venture by a group of individuals is initiated through direct investments from their own 

personal savings or through an intermediary such as banks or private investors. Lambert 

and Schwienbacher (2010, p. 4) define crowdfunding as “an open call, essentially 

through the Internet, for the provision of financial resources either in form of donation 

or exchange for some form of reward…” This definition of crowdfunding is rather 

broad, but can be simplified as entrepreneur’s efforts to fund their venture by drawing 

on small contributions from a large pool of individuals.  

 

Numerous crowdfunding websites have facilitated this process by allowing 

entrepreneurs the opportunity to list their ventures in an accessible manner for potential 

investors. RocketHub, Kickstarter, and IndieGoGo are among the most popular with 

Kickstarter bringing in almost $1.6 trillion in pledges to projects (Kickstarter, 2015a). 

Crowdfunding research has primarily focused on consumer behavior and drawing 

conclusions such as why individuals feel the need to contribute to projects that resonate 

with their own personal interests (Kuppuswamy & Bayus, 2014). Other research has 

also focused on the managerial fields such as how the nature of crowdfunding reduces 

geographic boundaries when raising funds (Agrawal et al., 2011) and the success rate of 

crowdfunded projects (Mollick, 2013). 

 

1.2 Research Problem  
As some focus will be put on how entrepreneurs evaluate it is useful to look at the 

contexts in which entrepreneurial evaluation has been researched before. Keh et al. 

(2002) conducted a study that set out to investigate how entrepreneurs evaluate 

opportunities, arguing that evaluation essentially is a cognitive phenomenon. The 

authors constructed several hypotheses to examine how cognitive factors influence 

opportunity evaluation, reaching the conclusion that cognitive biases such as risk 

perception, overconfidence, and illusion of control will affect the way that entrepreneurs 

evaluate opportunities. Smith (2001) also studied how entrepreneurs evaluate, but 

focused his study on the process and criteria utilized by entrepreneurs when evaluating 

venture capitalists. By weighing in easily measured qualitative factors such as 

geographical area, previous experience, industry, and age, the author highlighted 

systematic differences of how the measured factors influenced the evaluation of venture 

capitalists by entrepreneurs. Both of these studies focused on the entrepreneurs’ 

evaluation of a particular subject, and both studies did so in a quantitative manner. 

Previous research on how entrepreneurs evaluate is limited. Particularly, the way in 

which entrepreneurs evaluate has not been researched in connection to the effectiveness 

of social media and other promotional tools, but research has had its focus on more 

common entrepreneurial activities such as opportunity acknowledgement and looking 

for investors.  

 

The effectiveness of the marketing activities of an organization is a central issue to 

many businesses and entrepreneurs as it may heavily affect business performance. The 
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concept of marketing effectiveness may be described as a function of improving how 

organizations perform marketing activities with the goal of optimizing their marketing 

expenditures to achieve improved results in the short as well as long-term (Nwokah & 

Ahiauzu, 2008, p. 862-863). Measuring the effectiveness of marketing is, however, a 

complex and problematic process as the effects of marketing are not always easily 

measured qualitatively. Ambler (2002) distinguishes between tangible and intangible 

effects of marketing; while tangibles such as product distribution, volume of sales, and 

other quantitative measures can easily be assessed, intangible measures such as brand 

equity are often difficult to measure. These intangible aspects are therefore often merely 

subjectively estimated, but are nonetheless important to account for when evaluating 

marketing effectiveness (Ambler, 2002, p. 48). Consistent with the findings of Ambler 

(2002), a literature review conducted by Pont and Shaw (2003) also emphasized the 

importance of reviewing non-financial factors to measure marketing effectiveness and 

performance. The authors argue that accounting for these qualitative factors has become 

increasingly important during the past decades because of developments that have lead 

to globalization and increased international competition.  

 

There have been several attempts at quantifying and simplifying the concept of 

marketing effectiveness. In an extensive review of existing literature Brooks and Simkin 

(2012) distinguished over 250 different developed metrics that partially or wholly can 

assist companies to measure their marketing effectiveness and performance. Pont and 

Shaw (2003) reviewed 46 empirical studies that addressed the subject of measuring 

marketing performance and effectiveness. The findings of the study suggested that 

researchers and organizations prefer subjective measures of effectiveness to objective 

measures, where subjective measures often related a specific organization’s marketing 

effectiveness to its own expectations or competition and the objective measures relied 

on hard numbers and “absolute” measures of effectiveness (Pont & Shaw, 2003, p. 

2065). The reasons contributing to this preference is partially the shift from financial 

factors to non-financial factors, but also because subjective measures such as 

questioning managers about their impressions has proved relevant as managers often 

possess intimate knowledge of their organization and its situation. 

 

The effectiveness of social media and other promotional techniques is another field 

where research has been largely based on quantitative methods. Hoffman and Fodor 

(2010) researched how the effectiveness of social media can be evaluated through 

studying the degree to which organizations can measure the return of investment of their 

social media marketing. The authors concluded that while there are managers that want 

the return in dollar amounts, which ultimately is an issue rooted in traditional 

mainstream media, the effectiveness of social media must also be measured in consumer 

investments related to particular social media applications. That is, while many 

managers consider social media to be just another traditional marketing technique, it is 

in fact largely consumer controlled and its effectiveness must be measured accordingly. 

Further elaborating on the previous research within social media and traditional media 

effectiveness, Colliander and Dahlén (2011) investigated and compared the effects of 

brand publicity in traditional media and social digital media. By analyzing consumer 

responses to identical brand publicity in the two different media settings it was 

concluded that social media generated a higher degree of purchase intentions as well as 

brand attitudes among the consumers. These results were partially explained by the 
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consumer perceptions of the credibility of the writers as well as the relationship the 

writers had with the brand in question. 

 

It is evident that the current trend in these various fields of study is based largely on 

quantitative measurements. Carson and Coviello (1996, p. 52) indicate that current 

research is concerned with testing the validity of literature that has established general 

principles of management and decision making in the entrepreneurship context. This is 

visible in the current understanding of the various concepts we have introduced. 

Marketing effectiveness is often measured by variables that directly relate to profits, 

sales, distribution, and other easily accessible figures that can justify why a certain 

technique was chosen. The effectiveness of promotional techniques follows the same 

premise in which quantitative measurements dictate the degree of impact on marketing 

activities. The behavior of entrepreneurs breaks away from relying on quantitative 

measurements, but a large majority of research emphasizes a broad, holistic approach to 

the general characteristics and behaviors of entrepreneurs rather than applying research 

to a specific facet of entrepreneurial behavior. It is also important to note that each of 

these fields of study are often studied independently and have not previously been 

combined and researched in connection to each other. Would the results and findings of 

these studies be adjusted if substantial research was invested in exploring how 

entrepreneurs evaluate the effectiveness of their chosen promotional techniques in their 

crowdfunding campaigns? Therefore, we are approaching an area of research dominated 

by objective analysis in another direction that may uncover some less obvious 

implications. We will be focusing on the utilization of social media and the evaluation 

of the effectiveness of chosen promotional techniques by investigating the perceptions 

of entrepreneurs. We propose the following research question: How do entrepreneurs 

utilize social media as a promotional tool and how do they evaluate the effectiveness of 

their chosen promotional techniques in the context of using crowdfunding as a source of 

financing? 

 

1.3 Purpose  
To clarify the purpose of this study it is of importance to define the different concepts of 

the research question according to how they will be used in this study. Firstly, utilizing 

crowdfunding as a source of financing has been used as a common denominator among 

the entrepreneurs interviewed, and is not as pertinent to this study as is the 

entrepreneurs’ usage and evaluation of social media. Nonetheless, it is important to 

define the concept of crowdfunding as raising funds using this method was the ultimate 

goal of the entrepreneurs’ marketing activities, and it is the effectiveness of these 

marketing activities that they will be evaluating. In this study, the term promotional 

techniques will be referring to social media marketing and traditional marketing 

techniques, either as exclusive or combined concepts. 

 

To further clarify the purpose of the research question it is necessary to define the 

concepts of an entrepreneur, evaluation, and effectiveness according to us and the way 

in which they will be used and referred to in this study. There is an endless list of what 

constitutes an entrepreneur considering the concept has many dimensions; managerial, 

economic, and individual to name a few (Wickham, 2006, p. 5). In this study we will 

consider the entrepreneur as an individual as we aim to investigate the individuals’ 

personal perceptions and cognitive processes that contribute to the evaluation of 

effectiveness. These entrepreneurs will still be performing certain activities that are 
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related to economic and managerial aspects; undertaking particular tasks that will have 

effects on economic systems. But these individuals will also be different; they will 

differ in the way that they act as well as the way in which they react to similar situations 

(Wickham, 2006, p. 12). 

 

The term evaluation will in this study be used as a cognitive concept. We agree with 

what is argued by Keh et al. (2002, p. 125-126), that there is a cognitive dimension to 

evaluation and that the perception of what is being studied is essentially a cognitive 

phenomenon as it is often constructed in the mind of an individual. In the context of this 

particular study this implies that the effectiveness of promotional tools, which is what 

will be evaluated, is constructed by a process of perception in the mind of the 

entrepreneur. As for effectiveness, the concept that will be evaluated by the 

entrepreneurs, it is a concept that is often associated with objectivity, hard numbers, and 

quantitative data that measures the performance of an organization. We have introduced 

various promotional techniques as an entrepreneur’s tools to communicate an idea or 

product to customers and therefore, in the context of marketing, we will consider our 

measurement of effectiveness as the relationship the entrepreneur has with customers as 

a result of the marketing activities. Considering the qualitative nature of this study, 

effectiveness will be interpreted subjectively by the entrepreneurs, and will be referring 

to how much social media and traditional marketing techniques contributed to their 

crowdfunding success. This can be illustrated in the process of spreading the word 

about the entrepreneur’s product, attracting supporters, raising funds, and reaching their 

crowdfunding goal as a successful campaign. 

 

Ultimately, the main purpose of the study is to investigate how entrepreneurs utilize 

social media as a promotional tool and how they evaluate the effectiveness of their 

chosen marketing techniques. The research question is comprised of two questions. We 

will investigate the way in which entrepreneurs utilize social media as a promotional 

tool and as a result, we can explore how they evaluate the effectiveness of their chosen 

promotional techniques. The aim is to provide further insight and research to the 

proliferation of social media use in entrepreneurial activities, particularly in respect to 

how entrepreneurs utilize and evaluate the effectiveness of a marketing alternative and 

traditional marketing techniques. In a managerial sense, entrepreneurs would also 

benefit from this study by evaluating their own entrepreneurial behaviors and deciding 

the degree to which social media is an appropriate marketing strategy. 
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2. Theoretical Framework 

 

2.1 Social Media 
The purpose of this study is to analyze entrepreneurs’ utilization of social media as well 

as their perspectives of the effectiveness of their chosen promotional techniques when 

using crowdfunding as a source of financing. This chapter will begin with a 

categorization of social media as it pertains to this study and follow with previous 

research that has been conducted in this area. 

 

The usage of social media has grown significantly during the past decade, not merely 

among the young but the older generations have also increasingly started to adopt new 

technology (Kaplan & Haenlein, 2010, p. 59). Social media includes a broad variety of 

internet-based applications. New social media sites emerge frequently, and therefore it 

is useful to distinguish it further and categorize social media sites by certain 

characteristics. This is helpful in order to develop an understanding of what social 

media is and what exactly is included under the concept of social media. Kaplan and 

Haenlein (2010) provide a basic and comprehensive categorization by discerning six 

groups or types of social media based on developed theories within what they believe to 

be the two key dimensions of social media; media research and social processes. The 

theories used to represent the media related aspect of social media in this particular 

classification are social presence theory and the interrelated theory of media richness. 

Social presence is defined as “the acoustic, visual, and physical contact that can be 

achieved” (Kaplan & Haenlein, 2010, p. 61), and the theory states that media differs in 

the extent to which this contact may emerge between two communication partners. The 

social presence theory relies on the two factors of intimacy and immediacy; whether 

communication is synchronous or asynchronous and whether communication is 

interpersonal or mediated. Synchronous communication (e.g. chat rooms) often 

provides for a higher degree of social presence than asynchronous communication (e.g. 

Internet forums, email), and interpersonal communication (e.g. face-to-face 

conversation) will score higher on the social presence dimension than mediated 

communication (e.g. email, telephone conversation) (Kaplan & Haenlein, 2010, p. 61). 

The higher the degree of social presence, the greater the social impact communication 

partners may have on each other as they are able to communicate more personally.  

 

The related concept of media richness is a theory that suggests that the intention of 

communication is to resolve ambiguity and uncertainty, and that media differs in 

“richness” which is the amount of information it allows to be communicated during a 

specified time period (Kaplan & Haenlein, 2010, p. 61). This implies that media that 

allows for more information to be transmitted during a certain amount of time will be 

more effective in reducing ambiguity. This may be related to the definition of 

effectiveness used in this study; if entrepreneurs utilize social media channels that allow 

for a larger amount of information to be shared this can reduce the uncertainty for 

consumers and supporters and thus increase the effectiveness in terms of the 

entrepreneur-consumer relationship. Similarly, utilizing social media sites that allow for 

a greater amount of social presence can strengthen the influence that the entrepreneurs 

have over consumers and the extent to which they are able to influence consumer 

behavior, which in this case could be behavior such as sharing or liking social media 

posts and donating funds to the Kickstarter project. 
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The second key dimension of social media is the social processes, which Kaplan and 

Haenlein (2010) describe by using the concepts of self-presentation and self-disclosure. 

The concept of self-presentation refers to the desire of individuals to control the 

impression other individuals form of them through social interaction. As an example, 

when entrepreneurs choose to create their own website about themselves or their 

projects they will most likely do this with the objective of presenting themselves in a 

way that is consistent with how they want to be perceived as well as with the objective 

of influencing others to gain rewards, in this case gaining funds for their project (Kaplan 

& Haenlein, 2010, p. 62). Linked to the concept of self-presentation is the concepts of 

self-disclosure as the presentation of oneself is typically done through the process of 

self-disclosure; the conscious or unconscious sharing of personal information such as 

feelings, thoughts, and opinions, that is consistent with the impression or image that an 

individual strives to give of him or herself (Kaplan & Haenlein, 2010, p. 62). It is 

important to note that self-disclosure is fundamental is building close relationships, but 

it may also occur between strangers which is often the case on social media.  

 

Combining the dimensions of social processes and media research Kaplan and Haenlein 

(2010) create the table of classifications as can be seen in Figure 1. For example, a blog 

will score highly on self-presentation and disclosure as it is often written from the 

perspective of an individual who portrays him or herself in a particular way through the 

blog where personal opinions and information may be shared. However, blogs do not 

allow for much two-way communication and the social presence will thus be low. A 

game such as World of Warcraft will allow its players to exchange a large amount of 

synchronous as well as asynchronous information, but players do not necessarily 

exchange information about themselves, portray themselves in a way that is consistent 

with their own image of themselves or share information with the objective of making a 

good impression of themselves to others. This classification can be applied to the 

entrepreneurs’ choice of what social media, if any, was used to promote their projects. 

Evaluating a social media platform according to these dimensions can help identify 

what types of social media are used by the entrepreneurs in this study, which in turn is 

useful when analyzing their evaluations of their social media campaigns. 

 

 

 
 

Figure 1: Classification of Social Media by social presence/media richness and self-

presentation/self disclosure (Kaplan and Haenlein, 2010, p. 62). 
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2.2 Traditional and Entrepreneurial Marketing 
 

2.2.1 The Marketing Mix 
For the past half decade, the marketing mix has been the dominant paradigm in both 

marketing theory and practice. The marketing mix is composed of product, price, place, 

and promotion. Each core concept carries different managerial policies that an 

organization may follow to create a marketing strategy. First created in the 1960s in 

context of manufacturer use, the 4Ps allowed for marketing physical products in a 

physical setting that was restricted by the absence of mass communication and digital 

connectivity that is prevalent today (Dominici, 2009, p. 17). Additionally, the concept 

of marketing mix is an operative tool to achieve marketing objects that can be controlled 

by an organization in an uncontrollable environment. For the purpose of this study, we 

will interpret the 4P marketing mix in conjunction with the introduction of a digital 

environment. Dominici (2009) lays out the redefined concept. Product will be referred 

to as “all the benefits through time that the user obtains from the exchange” (Yudelson, 

1999; cited in Dominici, 2009, p. 19). This accounts for the connection between the 

supply side and demand side of product creation. The interactive dialogue between the 

customers will allow for adaptation and personalization of products to account for the 

variability of individuals’ preferences. Price will be referred to as “everything given by 

the acquirer in terms of money, time, and effort to obtain the product” (Yudelson, 1999; 

cited in Dominici, 2009, p. 20). It is obvious that price is presented in a quantitative 

manner and therefore we suggest a different perspective that fulfills a qualitative 

measure of this specific element in the marketing mix.  

 

Grönroos (1997) provides ample support for the need to adjust the current paradigm of 

the marketing mix into a more flexible and practical concept that accounts for the 

changes in marketing practice over the past few decades. In regards to price, he suggests 

the measure of customer’s evaluation of price in terms of elasticity (Grönroos, 1997, p. 

329). Price elasticity is the concept in which customers are not necessarily influenced by 

the price of the product, but rather their perception of the value of the product. This 

forces organizations to price their products based on qualitative aspects that 

differentiates it from the rest of the market. Returning to the marketing mix, place will 

be referred to as “everything that is done and necessary to smooth the process of 

exchange” (Yudelson, 1999; cited in Dominici, 2009, p. 20). The internet has become 

the new store-front and has added a variety of tools with the purpose of building 

relationships with customers. Lastly, promotion will be referred to as “all of the 

information that is transmitted among parties” (Yudelson, 1999; cited in Dominici, 

2009, p. 20). The internet has also enhanced the interactive aspect of digital 

communication with customers by reaching a numerous and demographically diverse 

audience through different channels of communication such as videos, text, and images.  

 

There are various techniques within the promotion mix that should be recognized for 

later evaluation in conjunction to social media marketing and shall be referred to as 

“traditional marketing techniques”. There is a need to differentiate traditional and 

nontraditional techniques based on the introduction of Web 2.0 and therefore it is 

important to distinguish these two classifications. Direct marketing is the use of 

telecommunications and non personal media to communicate products or services to 

customers who then have the ability to purchase these goods through the internet, 

telephone, or in person (Pride & Ferrell, 2009, p. 385). Certain advantages are 
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associated with direct marketing, such as the ability for marketers to selectively target 

potential customers based on certain criteria that has been aggregated through customer 

database management. A similar approach to direct marketing is personal selling. 

Personal selling is characterized as paid personal communication that attempts to 

persuade a potential customer to purchase products (Pride & Ferrell, 2009, p. 458). 

Personal selling is advantageous for marketers due to the freedom they are given to 

tailor messages that will satisfy a customer's’ needs. Another aspect of the promotion 

mix is publicity and public relations. Pride and Ferrell (2009, p. 448) define publicity as 

a part of public relations in the form of communication through mass medium about an 

organization at no charge. Examples of this mass medium are press releases, featured 

articles, captioned photographs, and press conferences. The public may consider news 

coverage as a more truthful and credible source rather than paid advertising because the 

media are not paid to provide the information. 

 

To further expand on direct marketing, one common technique is word-of-mouth 

(WOM) marketing and the following development of electronic word-of-mouth 

(eWOM). Verbal communication embodies word-of-mouth marketing whereas Web 2.0 

communication is classified as electronic word-of-mouth. In general, previous research 

supports that traditional WOM can be more effective and influential than other 

marketing strategies (Buttle, 1998, p. 242). Traditional WOM has commonly been 

referred to as one of the key components in business success. A unique characteristic of 

the traditional WOM is that a product recommendation originates from a person 

acquainted with a potential consumer. This recommendation is viewed as more 

trustworthy (Meuter et al., 2013, p. 241). As the information posted on social media has 

a degree of permanence in contrast to its traditional form, it is easy for an eWOM 

message posted on social media to be processed and reach consumers that are unknown 

to each other (Canhoto & Clark, 2013, p. 523). In a commercial sense, both WOM and 

eWOM are evolving marketing tools of conveying information from person to person 

and subsequently plays a major role in customer buying decisions (Richins & Root-

Shaffer, 1988; cited in Jansen & Zhang, 2009, p. 2169). In this study, we shall define 

WOM and eWOM as the sharing of information between customer and customer 

regarding an organization’s product without the organization’s direct influence through 

incentives or rewards for sharing the information. 

 

For the purpose of this study, the marketing mix (specifically the promotion aspect of 

the 4Ps) will be used as an holistic concept that encompasses the entrepreneur’s choice 

in utilizing social media marketing techniques, traditional marketing techniques, or a 

combination of both to promote their product. These tools hold unique functions and as 

a result, we will analyze the intentions of the entrepreneur and their choice of marketing 

techniques to discover the link between what they chose, and why they chose it. We will 

also analyze the justification of their choices in terms of their evaluation of the utilized 

promotional tools. 

 

2.2.2 Entrepreneurial Marketing 
Another area of research is the relationship between entrepreneurship and marketing, 

often referred to as entrepreneurial marketing. Entrepreneurial marketing is a concept 

that typically is considered to be synonymous with innovative or creative marketing; a 

way for businesses, regardless of size, to attract customers through creative approaches. 

Another aspect of the relationship between marketing and entrepreneurship is to 
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examine the ways in which principles of marketing can be made more suitable to fit the 

entrepreneurial context. In line with this aspect, Stokes (2000, p. 2) defines 

entrepreneurial marketing as “marketing carried out by entrepreneurs or owner-

managers of entrepreneurial ventures”. According to this definition common concepts 

of marketing can be examined within the context of entrepreneurial ventures to examine 

the fit between developed marketing theory and entrepreneurial activity. Stokes (2000, 

p. 2) argues that there are some behavioral differences between entrepreneurial 

marketing and traditional marketing as adopted by established businesses. 

Entrepreneurial marketing can be seen to rely on informal and unplanned behavior 

where focus is placed on innovations and the development of ideas in line with the 

needs of customers. Traditional marketing on the other hand analyzes the needs of the 

customer prior to development of a product and subsequently fills this market demand 

(Stokes, 2000, p. 13).  

 

Stokes (2000) summarizes how entrepreneurial marketing (EM) differs from traditional 

marketing in four different areas: business orientation, strategic level, tactical level, and 

market information gathering. While EM activities begin their business orientation with 

an idea and then pinpoint the relevant market, traditional marketing finds the market and 

creates an idea to fit within that market. The strategic level of traditional marketing 

begins with a top-down approach by defining a sequence of activities to segment, target, 

and position themselves properly when identifying a target market. EM follows the 

exact reverse process; they find a possible market opportunity and shape the product 

based on customer preferences. This process ties into the tactical level of EM which 

forgoes the 4P model (product, price, promotion, place) but rather utilize direct contact 

with customers to shape the product to fit specific needs. Lastly, entrepreneurs gather 

market information through informal methods such as observation or collection of 

information through their connections with customers. Traditional marketing methods 

are formalized in a logical manner as if the future is predictable. The study also 

concluded that marketing practices are not necessarily forced to deviate from traditional 

styles that have been learned based on experiences and teachings, but it is possible for 

entrepreneurs to adopt unconventional styles to play to the entrepreneur’s strength. 

 

For the purpose of this study it is useful to elaborate on the behavioral traits of 

entrepreneurs and how these can affect their marketing decisions. As described by 

Stokes (2000, p. 2) the marketing behavior of entrepreneurs tend to be “much more 

informal, unplanned activity relying on the intuition and energy of an individual to 

make things happen”. Stokes (2000, p. 14) concludes that entrepreneurs may embrace 

traditional marketing methods and apply their own entrepreneurial behavior such as 

innovativeness, risk taking, and proactivity to work to their own strengths. This context 

applies especially in the comparison between entrepreneurs and large organizations. The 

difference in resources that may be allocated to marketing efforts hinder an 

entrepreneur’s ability to exclusively harness traditional marketing techniques but are 

rather forced to rely on alternative measures. 

 

In summary, we can synthesize the concept of entrepreneurial marketing as a 

combination of entrepreneurial behaviors such as innovativeness, informality, and lack 

of planning and marketing techniques such as creating value for customers. These 

marketing techniques deviate from the mainstream application of traditional marketing 

techniques that primarily focus on a top-down style of value creation; traditional 
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marketing techniques often identify a market opportunity and then the product is shaped 

in accordance with customer needs.  

 

2.3 Marketing Effectiveness 
As mentioned previously, the marketing activities of an organization has the potential to 

heavily affect tangible as well as intangible aspects of its performance. It is therefore 

important to evaluate an organization’s marketing effectiveness by measuring or 

estimating the different influences. In this study effectiveness will be analyzed 

subjectively and will be referring to the extent to which social media and traditional 

marketing techniques have contributed to entrepreneurs’ crowdfunding success, which 

in turn includes the process of spreading the word about the product, raising funds, 

attracting supporters, and ultimately reaching their crowdfunding goal as a successful 

campaign. 

 

There have been many attempts and developed models of marketing effectiveness, but 

the vast majority have been focusing on measuring financial factors which is more 

suitable for quantitative research (Pont & Shaw, 2003, p. 2067). By contrast, Nwokah 

(2006; cited in Nwokah & Ahiauzu, 2008, p. 863) simplifies the concept of marketing 

effectiveness by distinguishing four basic dimensions of the concept; corporate, 

competitive, customers, and exogenous factors. These four factors represent a simplified 

construct of marketing effectiveness, where understanding the impact of each factor can 

aid companies and entrepreneurs to take advantage of them when designing promotional 

campaigns as well as mitigating risk (Nwokah & Ahiauzu, 2008, p. 863). The corporate 

dimension of effective marketing represents the bounds within which the organization 

operates, including both quantitative and qualitative aspects that determine an 

organization’s bounds. Quantitative aspects include factors such as size and budget, 

whereas the qualitative aspect of the dimension is the concept of agility. Business or 

enterprise agility is similar to the concept of organizational flexibility and may be 

defined as “the strategic ability of an enterprise to adapt and accommodate quickly 

unplanned and sudden changes in market opportunities and pressures” (Tsourveloudis 

& Valavanis, 2002, p. 330). These changes include adapting services and products to 

meet new consumer demands and needs, adapting the organization to the rapidly 

changing environment, and properly utilize human resources (Tsourveloudis & 

Valavanis, 2002, p. 329). Roberts and Grover (2011, p. 579) define an organization’s 

agility to consist of two distinct yet complementary elements; a consumer sensing 

capability and a consumer responding capability. This approach is called sense and 

respond; an organization has to sense customer based opportunities and respond quickly 

to achieve success. For example, if an entrepreneur is marketing a Kickstarter project 

and receives feedback from a consumer on the product’s functions the entrepreneur can 

acknowledge this (sense capability) and deal with the feedback in various ways, such as 

adjusting the functionality of the product or replying to the feedback (responding 

capability).  

 

The competitive factor of the four basic dimensions refers to the marketing of 

competitors and the information that can be gathered on how competitors act. Typically 

a decent and sufficient amount of information can be obtained, but in many industries 

competitive marketing information can be difficult to collect (Nwokah & Ahiauzu, 

2008, p. 863). Entrepreneurs may thus analyze and draw influence from marketing 

campaigns of other entrepreneurs or larger corporations that they perceive as 
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competitors. This influence includes the type of marketing used (social media or 

traditional marketing techniques) as well as the content of the marketing and can be 

used to improve the marketing effectiveness of one’s own campaign. The third 

dimension is customers and comprises the understanding of how customers make 

purchasing decisions and the ability of an organization to take advantage of this 

knowledge. Information will be communicated to customers through different sources, 

which will help the consumer build brand value (Nwokah & Ahiauzu, 2008, p. 863). 

The fourth and final dimension is exogenous factors; factors beyond immediate control 

of the organization that affect the marketing effectiveness. In summary, defining 

effectiveness in context of marketing can be particularly difficult without the use of 

quantitative measures such as customer count, sales, and profitability. But by applying 

qualitative measurements that have become a more significant driver of marketing 

effectiveness such as the previously mentioned factors, we can gain a richer 

understanding of business performance. 

 

In this chapter of the thesis we have introduced three primary theoretical concepts: 

social media, traditional and entrepreneurial marketing, and marketing effectiveness. 

Each of these concepts can stand alone in their own regard, but for the purpose of the 

study we will be incorporating different aspects of each concept to assist in building our 

understanding of how entrepreneurs utilize social media and how they evaluate the 

effectiveness of their chosen promotional techniques. The entrepreneur will begin their 

marketing activities by choosing different types of medium such as social media or 

traditional marketing techniques. This choice will be dependent on the intentions of the 

entrepreneur; they may seek to increase exposure and spread information of the 

campaign via word of mouth or connect with their customers on social media. Their 

marketing activities will be shaped by their own previous experiences, influences from 

other campaigns, and through application of their own entrepreneurial behaviors. As the 

marketing activities take shape, they will be presented with opportunities of evaluation 

to reflect upon the effectiveness of their chosen marketing methods and make 

adjustments to their existing marketing activities in-line with their cognitive processes. 
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3. Methodology 

 

3.1 Preconceptions 
Flick (2009, p. 79) states that everyday as well as scientific interpretations are grounded 

in preconceptions of social or natural events and human activity. This implies that the 

preconceptions of researchers, referring to the knowledge, experience, and attitudes 

possessed, will have an influence on not only the way in which things are perceived but 

also what is perceived (Bryman & Bell, 2011, p. 30). It is therefore important to account 

for the assumptions and biases that may arise from preconceptions when conducting 

research by describing our preunderstanding of the subject of this research; marketing 

effectiveness and social media. 

 

Our preconceptions of the chosen topic can be divided into two facets of understanding: 

theoretical and practical. During our nearly six completed semesters at Umeå University 

we have had one introductory course to marketing where we learned the fundamentals 

of the area. This included the creation of a marketing strategy, the marketing mix, as 

well as identifying target markets. Our theoretical knowledge of marketing in its 

entirety is thus limited to the basic concepts prior to this study, but it is possible that this 

will lead us to utilizing familiar theories that might not be the most suitable. This study 

is however not the first that we have conducted on the subject of social media 

marketing. During our fourth semester we had the opportunity to write a shorter 

research paper on a business administration related topic. Together with two other 

students we researched the effect of electronic word of mouth, a consumer-to-consumer 

marketing concept, via social media. The study strengthened our interest for social 

media as a marketing technique and spawned the idea for this thesis. 

 

As for the practical knowledge and experience regarding the topic of this study we are 

both daily users of a wide range of social media platforms; networking sites, forums, 

blogs etc. While this may be an advantage as we are familiar with a large variety of 

platforms which can lead to a better understanding of interview questions and 

responses, it can also lead to some bias. Our social media usage may create different 

attitudes and opinions toward different social media outlets which in turn can create bias 

in certain situations as well as to form our definition and understanding of social media. 

Prior to the study we were both familiar with the website Kickstarter and we had a 

positive attitude towards the platform. This superficial acquaintance with the website is 

fairly unlikely to affect the study, but it is possible that have certain underlying 

preconceptions of the people who use the site to fund their projects. In addition, it is 

important to note that our social media use is from the consumer perspective rather than 

the entrepreneurial perspective. 

 

Benjamin Pool has had first hand experience using social media as a marketing tool for 

a start up organization. As an employee, the job responsibilities primarily focused on 

increasing the marketing activities of the organization through the use of social media 

such as Twitter, Facebook, Google Plus and the company’s blog. The organization itself 

is considered to be a start-up in the developmental phase of the organizational life cycle. 

This practical application of understanding how to use social media in an 

entrepreneurial venture prompted extensive research into industry standards when 

marketing a product such as effective outreach to customers, organic reach, market 

research, search engine optimization, content creation, and analytics. This implies that 
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the methods and practices of the organization were largely experimental; this is 

exemplified in how the social media strategies were implemented. Firstly, one of the 

more prominent methods of formulating social media activities was to imitate larger 

competitors that have shown significant success in their marketing activities. These 

strategies ranged from the graphical layout and presentation of the social media pages, 

the type of content that was released to the public, as well as the communicative 

behavior with customers. These preconceptions held by the author may influence the 

manner in which he perceives the difficulty of initiating social media activities and 

therefore result in an overly-critical assessment to the degree in which the marketing 

activities through social media were effective. A few advantages of these 

preconceptions are the tacit knowledge of social media, how customers evaluate those 

interactions with organizations, as well as the internal workings of different social 

media platforms. As a result, these preconceptions can aid the interviewing process to 

reach a deeper understanding of the goals and development of the social media usage of 

each entrepreneurial venture. 

 

3.2 Ontology 
Defining the ontological and epistemological standpoints of research is important as 

they are fundamental assumptions that will influence how research is conducted and 

subsequently the results of a study. The concept of ontology concerns the nature of 

reality and social entities, and whether these entities should be considered objectively or 

as social constructs (Bryman & Bell, 2011, p. 20). These two positions are referred to as 

objectivism and constructionism respectively, and they are the two main approaches to 

ontological questions.  

 

We believe that social entities are constructed socially through the perceptions and 

consequent behaviors of social actors, which in this case refers to entrepreneurs. The 

perceptions and behaviors of the entrepreneurs continuously change as they interact 

with others and gain new insights, which implies that the constructed world is in a state 

of constant revision. These kinds of beliefs and assumptions about the nature of reality 

are in line with the ontological view of social constructionism (Saunders et al., 2007, p. 

108). Social constructionism implies that social entities are considered as “social 

constructions built up from the perceptions and actions of social actors” (Bryman & 

Bell, 2011, p. 21), which in this particular study refers to the entrepreneurs as the social 

actors. Each individual entrepreneur included in this study will have their own vision of 

the world and interpret situations according to that view, which in turn will affect their 

perceptions of the different elements included in this study; the views that they hold of 

the world will influence how they perceive and how they evaluate the effectiveness of 

their chosen promotional techniques. In holding this view of reality we reject the 

objectivist approach; that reality is external to social actors. 

 

To further clarify, the focus of this study is on the entrepreneur. The entrepreneur can be 

considered the social actor that has been shaped by experiences in both academic and 

professional settings in regards to the way they they justify their strategic decision 

making. Therefore, we can consider these underlying elements as the social constructs 

that lay the foundation of the entrepreneur’s continued effort to deliver value through 

their behavioral decision making and innovative approaches facilitated by the use of 

social media. Without these social constructs, the entrepreneur would never exist in a 

socially constructed environment. The entrepreneur has tacit knowledge of each of these 
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social constructs and that knowledge is not universally known to every entrepreneur. 

Ultimately, with the support of our ontological viewpoint, every entrepreneur is 

contextually bound to the foundation on which they are built. 

 

3.3 Epistemology 
In order for us to understand the unpredictable behavior of entrepreneurs and how they 

evaluate we must explore the subjective meanings behind their behavior and actions 

through interacting with them. Epistemology regards the issue of what is or should be 

considered to be acceptable knowledge in a discipline, and whether the social world can 

be studied in the same manner as the natural world (Bryman & Bell, 2011, p. 15). The 

two central approaches when it comes to epistemological issues are positivism and 

interpretivism. While positivism supports the application of natural science principles 

and procedures on the social world the contrasting concept of interpretivism criticizes 

the fit between scientific methods and the social reality, arguing that there are essential 

differences between social and natural sciences (Bryman & Bell, 2011, p. 15-16).  

 

We believe that the social world is too complex to be measured in mere numbers; it is 

important for researchers to acknowledge that there are significant differences between 

individuals in their roles as social actors. That is, because individuals perceive reality in 

a certain way they will behave differently in similar situations, and to understand this 

differing behavior it is the task of the social researcher (us) to interact with the social 

actors (the entrepreneurs) to gain access to how they see reality and interpret their 

behavior from their point of view (Bryman & Bell, 2011, p. 18). This is in line with the 

interpretivist view. By adopting the method of interpretivism we will thus be able to 

interpret and evaluate the internal meanings and actions of subjects according to their 

respective frame of reference. This research method is in line with our assumptions 

about the nature of knowledge, and as with everything regarding social behaviour in 

people the information is open to change as the surrounding world changes. 

 

3.4 Qualitative Research 
By taking our ontology and epistemology into consideration, we will support our choice 

between quantitative and qualitative analysis. We consider the nature of marketing and 

entrepreneurship to be unique for each firm, then we can believe that each firm must be 

analyzed in context of their setting, especially when there are multiple influences on the 

entrepreneurial process. Research within the fields of marketing and entrepreneurship 

has taken different approaches to gathering and analyzing information. According to 

Carson and Coviello (1996, p. 52), one common approach to research in these 

respective fields is by focusing on confirmation and justification. This often involves 

hypothesis testing and adequate sampling. In short, quantitative methods are preferred 

over qualitative techniques because qualitative analysis is seen as costly, time-

consuming, and geographically constraining. Historically, quantitative research has 

been a dominant method of analysis to explain causation, but understanding the 

phenomena and background of why these processes occur is largely undiscovered. 

Carson and Coviello (1996, p. 52) identify two distinct methods of research activity for 

marketing and entrepreneurship; validity and confirmation or identifying new concepts, 

constructs, or paradigms. Ultimately, the choice of research method will be judged on 

the degree to which the approach can provide information that is truly useful for 

researchers and practitioners. 
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This study may be classified as an exploratory study; a study that aims to investigate 

“what is happening; to seek new insights; to ask questions and to assess phenomena in a 

new light” (Robson, 2002; cited in Saunders et al., 2007, p. 133). In short, the purpose 

of an exploratory study is useful to clarify our understanding of a problem and to 

uncover the precise nature of why a specific phenomena exists (Saunders et al., 2007, p. 

133). One advantage of exploratory research is the flexibility and adaptability the 

researchers may utilize to change the direction of the study as new information is 

gathered over time. Adams and Schvaneveldt (1991, cited in Saunders et al., 2007. p. 

134) support this advantage by arguing flexibility and adaptability in an exploratory 

study does not mean that the lack of a pre-defined focus is a drawback, but rather 

provides the researchers with the opportunity to refine the broad focus into a narrow 

area of research. For the purpose of this study, we will seek new insight how 

entrepreneurs utilize social media and evaluate the effectiveness of their chosen 

promotional techniques. This will be conducted through series of in-depth questions to 

assist our understanding and ultimately assess the uncovered phenomena in a different 

aspect that combines the methods concepts that have not been combined in previous 

research. 

 

3.5 Abductive Research Approach 
There are two main approaches to consider when designing a research study; inductive 

and deductive approach. Deduction is the primary approach used within natural 

sciences, where theory is developed and then subjected to extensive testing. The 

approach has been criticized due to the tendencies for researchers to draw a cause and 

effect link between variables without fully understanding the way in which humans 

interpret certain situations about their social world (Saunders et al., 2007, p. 119). 

Induction on the other hand allows researchers to draw alternative explanations of why 

things are the way they are as opposed to the construction of a rigid methodology in 

which the conclusion is narrowed down to a singular point (Saunders et al., 2007, p. 

119). Although the approaches emphasize different aspects of research the division 

between induction and deduction is not absolute, and a combination of the two 

approaches can be used.  

 

One commonly used approach that builds on a combination of deduction and induction 

is the abductive approach. There are traits of induction and deduction within abduction 

itself, but whereas deduction and induction primarily focus on the testing of theory and 

building new theory, respectively, abduction is the process of theory development and 

the refining of current theory (Dubois & Gadde, 2002, p. 559). It is important to note 

that the researchers should be mindful of the broad incorporation of theory that may 

pertain to a certain subject, but Dubois and Gadde (2002, p. 559) argue that researchers 

often will be able to realize what theory is necessary for their own research. After the 

necessary theory has been established, the researcher is then able to alternate between 

the use of theory and empirical findings to reach conclusions and subsequently expand 

the current theory.  

 

The aim of this study is to seek new insight as to how entrepreneurs utilize social media 

and evaluate the effectiveness of their chosen promotional techniques. After analysis 

and formulation of conclusions, we strive to develop a basis for future research. We 

believe that the most appropriate method of drawing conclusions through a developed 

theoretical understanding is through utilizing an abductive approach. This choice is 
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supported by our methodological point of view in which we are studying the behavior 

and consequences in which entrepreneurs evaluate the effectiveness of their utilized 

promotional techniques rather than viewing the entrepreneurs and their behavior as 

mechanistic, procedural, and predictable entities. The abductive process will allow us to 

apply the understandings formed through the theoretical framework to the collected data 

about entrepreneurs. As a result, certain conclusions may be reached that could be tested 

in further studies to reaffirm the link between the theoretical framework and each 

entrepreneur. As a result, the abductive approach supports our choice of applying the 

principles of an exploratory research purpose. 

 

3.6 Literature Review and Source Criticism 
When searching for articles and relevant material it is of importance to assess the 

quality of these sources. The theoretical framework of this research was based on 

secondary sources, using peer-reviewed articles obtained from three different databases; 

Emerald Insight, Business Source Premier, and Google Scholar. These databases were 

part of Umeå University library’s collection of databases. Peer-reviewed articles are 

articles that have been reviewed by academic referees who possess significant expertise 

within the subject area of the particular article (Bryman & Bell, 2011, p. 32). These 

kinds of articles were used to ensure high quality of information and subsequently high 

quality of the theoretical framework of the research. In addition to the peer-reviewed 

articles, one textbook was used to develop the theoretical framework. 

 

The keywords that were used to search for relevant articles on the mentioned databases 

relate to the central concepts of this study; social media, entrepreneurial marketing, 

entrepreneurial evaluation, and marketing effectiveness. Combinations of keywords as 

well as concepts that can be considered to be synonymous with the central concepts 

were also used in order to find relevant articles that described and analyzed 

relationships between the concepts and to thoroughly investigate the different kinds of 

studies that have been conducted on the topics. It became apparent that there had not 

been much previous research on relationships between the subjects that are included in 

this study, and no research incorporating all of the concepts. Additionally, we studied 

the reference lists of articles and books that we used for the study in order to see what 

sources the article and textbook authors had used. To further ensure the relevance of the 

papers we attempted to primarily use articles that had been published as recently as 

possible. This is important to our study in order to build our understanding using 

theories that related to social media because it is a constantly growing and evolving 

phenomenon that has begun to take shape during the past twenty years. All sources but 

the articles written by Carson and Coviello (1996), Buttle (1998), and Grönroos (1997) 

are written after the year 2000. These sources were however mostly used with a 

complementary purpose and are not central to the study.  

 

The theoretical framework of this research is largely based on four articles and one 

textbook. We see that it is of importance to individually assess the quality of each of 

these sources that were used to develop the theoretical framework of this thesis. In 

addition to these primary articles and textbook, we also integrated various articles and 

studies that supported the theoretical concepts that we used for this study. These sources 

were obtained and evaluated on identical standards to retain integrity and reduce or 

eliminate any unethical considerations, but will not be evaluated individually as they 

were used with the purpose to back up and complement the framework. 



19 

 

 

To categorize the central concept of social media we used an article written by Kaplan 

and Haenlein (2010), Users of the world, unite! The challenges and opportunities of 

Social Media. This article thoroughly described the different components of social 

media and its emergence in a comprehensive manner, categorizing social media 

according to certain characteristics. According to Google Scholar this article has been 

cited by 4620 people which strengthens the trustworthiness of the developed social 

media framework. Because social media is such a rapidly evolving area it may be 

argued that despite the article being written in 2010 it is slightly outdated. New social 

media sites are launched every day, and there may have been some changes to what 

dimensions should be included when categorizing social media as well as to what the 

best examples are to portray the different classifications. We believe that the developed 

model is still valuable to our study because it can be applied to newer platforms, and it 

is suitable for this particular study as the dimensions included are relatively subjective 

measures.  

 

From Marketing Mix to E-Marketing Mix: A Literature Overview and Classification, 

written by Dominici (2009), was used to describe the traditional marketing mix. This 

article was published in the International Journal of Business Management, a reputable 

open-access journal published by the Canadian Center of Science and Education. The 

article specifically covers the development of the marketing mix by incorporating a 

variety of perspectives that are both critical and supportive of the marketing mix. This 

leads us to believe that the article provides an unbiased perspective and evaluation of 

the current paradigm. 

 

The textbook used in the theoretical framework was Marketing Foundations written by 

Pride and Ferrell (2009), and was mostly used to elaborate on concepts mentioned in the 

article by Dominici (2009). The textbook provided definitions and explanations of basic 

theories and concepts of marketing, and was used to elaborate on the marketing mix 

model which is a relatively basic theory within the field of marketing. While this book 

was useful to us because we, as mentioned before, lack extensive knowledge within the 

field of marketing, it was also relatively simplistic and might not have gone into as 

much detail about theories and examples as would have been desired. However, these 

general explanations were of great use to further understand the application of the 

marketing mix in this case and provided some useful examples of what traditional 

marketing techniques might be. 

 

Another article that was used in the theoretical framework was Putting 

Entrepreneurship into Marketing: The Processes of Entrepreneurial Marketing by 

Stokes (2000). This article was used to explain entrepreneurial marketing as well as to 

an extent explain the behavior of entrepreneurs in connection to marketing. The article 

provides some information on entrepreneurial behavior, but one critique on the 

suitability of the article is that the author states there is no clear definition of an 

entrepreneur, and subsequently entrepreneurial marketing, but chooses to adopt a broad 

definition of an entrepreneur based on the tendency of former research adopting the 

same definition. Stokes (2002, p. 4) defines an entrepreneur for the purpose of the study 

as an individual that demonstrates innovative behavior to seek and exploit opportunities. 

As we choose to view entrepreneurs as individuals in this study and emphasize the 

subjective aspect of their perceptions and subsequent actions it could be argued that 
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modeling typical entrepreneurial behavior is not suitable. To remain consistent with our 

study’s methodology, we forgo this critique and accept that there is no true definition of 

an entrepreneur because each entrepreneur is shaped by their history, surroundings, and 

external influences. 

 

For marketing effectiveness an evaluation framework developed by Nwokah (2006; 

cited in Nwokah & Ahiauzu, 2008) and presented in an article named Managerial 

competencies and marketing effectiveness in corporate organizations in Nigeria was 

used. We could not get hold of the original article where the framework was developed 

as the particular article was not available online, but because the article was cited and 

used as a source in an article written by the same author we believe the quality of the 

source used is the same as it would have been using the original source. While the 

article used did not have a large amount of citations, approximately 20, one of the 

authors has written an extensive amount of articles on marketing effectiveness and 

marketing performance. These articles include research on the relationship between 

marketing effectiveness and emotional intelligence, competitive intelligence, business 

performance, and various consumer related concepts (Google Scholar, 2015). These 

articles have together accumulated over 200 citations and we perceive that the relatively 

large amount of citations that this author has gained indicates that his work is reliable 

and of high quality. An additional issue with this article, and many other of the articles 

written by this author, is that the underlying research is limited to the country of 

Nigeria. The applicability of the developed model in other countries may therefore be 

questioned; but as it provides a relatively general framework of marketing effectiveness 

and has been cited by others we argue that it can be applied to our study. 

 

For the methodology chapter of this thesis three textbooks acted as the main sources of 

information. The book Business Research Methods by Bryman and Bell (2011) was 

used extensively as it contains a comprehensive overview of what qualitative and 

quantitative research comprise as well as definitions of important methodological 

concepts. In this book a lot of advantages and disadvantages with various methods and 

choices are also described, which was useful to us in the process of designing our 

interview guide. The textbook written by Saunders et al. (2007), Research Methods for 

Business Students, also provides an overview of conducting research. However, it is 

significantly different from the book by Bryman and Bell (2011) as it places emphasis 

on other areas of the research process and provides other explanations of central 

concepts. The books complemented each other well to contribute to a comprehensive 

understanding of theoretical as well as practical issues of methodology. An Introduction 

to Qualitative Research by Flick (2009) was then used as it focused entirely on issues 

regarding quantitative research which was the kind of research used in our study. This 

book provided more detailed information on issues regarding the theoretical aspect of 

the methodology and the research process when it comes to qualitative research. The 

book by Flick (2009) was useful as it developed our understanding beyond the basic, 

but comprehensive, overview that was provided by the books written by Saunders et al. 

(2007) and Bryman and Bell (2011). 

 

3.7 Collected Information 
 

3.7.1 Choice of Entrepreneurs 
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Initially the direction of this study was to conduct a case study of a company that 

utilized social media as a method of promotion. However, our focus shifted to 

entrepreneurs that have created crowdfunding campaigns on Kickstarter to explore an 

emerging alternative to venture financing on a popular platform. Crowdfunding was 

used as the context in which the research was conducted. Our initial search for 

entrepreneurs was refined by geographic location within Sweden. This choice will 

control for any social, cultural, or environmental differences between entrepreneurs in 

other countries that might have otherwise impacted the results of our study. We also 

limited our selection of entrepreneurs to those that have successfully funded a 

Kickstarter campaign. Our research is interested in the promotional activities of 

campaigns that have successfully reached their crowdfunding goal and therefore 

analyzing campaigns that have not reached their predetermined goal would be of little 

value. Each Kickstarter project that we selected for the study was unique in terms of the 

product they were offering. Some examples include funding for documentaries, art 

projects, board games, or innovative gadgets. This variety in the types of products being 

funded may affect the utilization of social media as well as the promotional activities 

that each entrepreneur develops, but as our main focus is to investigate the how rather 

than the what this is not a prominent issue. 

 

To remain consistent with our methodology, we believe the manner in which 

entrepreneurs conduct their activities is shaped by their prior experiences. This 

subjectivist approach does sacrifice generalizability to a degree when compared to a 

quantitative study with rigorous experimental procedures, but we believe our results are 

still valuable. We have selected a very specific phenomenon to research and therefore 

any results that we produce contribute to a larger field of understanding. Contrary to 

quantitative research, we are not necessarily looking for the truth in a phenomenon. 

Instead we are creating a dialogue and drawing illustrations of a certain topic for the 

reader to grasp the idiocracies of our research topic. 

 

3.7.2 Semi-Structured Interviews 
In qualitative research the most frequently used method of information collection is 

through interviews (Bryman & Bell, 2011, p. 465). The two main types of interviews 

that are used in this type of research are unstructured and semi-structured interviews, 

both significantly different from the structured type that is commonly used in 

quantitative research. For this particular research semi-structured interviews are suitable 

as there are a number of relatively specific topics to be covered as will be outlined in the 

interview guide; yet the questions are open-ended and the interviewees will have certain 

freedom in the way which they reply to the questions. Allowing the interviewees to 

answer in the manner they wish is of importance in this study as the focus is on the 

perspective of the entrepreneurs and on their point of view. Semi-structured interviews 

are flexible in nature and there may be adjustments to the emphasis of the research if 

significant issues emerge during the interviews (Bryman & Bell, 2011, p. 467). 

 

Conducting semi-structured interviews will also provide rich and detailed answers 

which suits our purpose; to deepen the understanding of how entrepreneurs utilize social 

media and evaluate the effectiveness of different promotional techniques in the context 

of using crowdfunding as a source of financing. It is also in line with our adoption of an 

interpretivist epistemology, as we look to comprehend the meanings that the 

entrepreneurs assign to various phenomena (Saunders et al., 2007, p. 315). The 
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questions asked may not necessarily follow the developed interview guide for each 

interview, as some questions that are not included may emerge from the answer of the 

interviewee depending on what he or she views as important to explain. Overall, 

however, all interviews will follow the general outline of the interview guide, the topics 

will be covered in the same order, and similar wording of questions will be utilized in 

all interviews.  

 

3.7.3 Interview Guide 
An interview guide is a helpful tool when preparing to conduct semi-structured 

interviews. Preparing an interview guide can aid researchers to organize thoughts, create 

some structure to the topic areas that are to be covered, and formulate questions in a 

way that is comprehensible, relevant, and non-leading (Bryman & Bell, 2011, p. 475). 

The interview guide can thus aid us in developing questions that are in line with the 

purpose of our study. 

 

The interview guide was prefaced with an introductory message to the respondents to 

explain the purpose of the study and our expectations of their participation as seen in 

Appendix 1. We described the procedures of answering the question in relation to our 

intended research question and addressed any ethical considerations such as issues with 

anonymity. The introductory message was concluded with an email address that the 

respondents could contact if there were any questions or concerns. We developed 13 

open-ended questions that relate to the purpose of our study, as can be seen in the 

interview guide (Appendix 2). Open ended questions are not limited by a fixed set of 

answers and cannot merely be answered by a yes or no, and they provide the 

opportunity for interviewees to answer in their own terms. This is very much in line 

with the purpose of this study as focus lies on the perspective of the entrepreneur. The 

answers that can be generated from open ended questions is an advantage, providing 

more detail and depth to fulfill the intentions of a qualitative study. There are however 

also some disadvantages with these types of questions; longer answers are time 

consuming as they may require transcribing and coding to distinguish the different 

themes of the answers (Bryman & Bell, 2011, p. 249). Additionally, they require more 

time and effort from the interviewees. It is of great importance to define specific 

terminology, jargon, or concepts to reduce confusion or misunderstanding. This will 

facilitate constructive discussion in the direction that is intended for this study and 

reducing ambiguity or conflicting information. A final issue that should be addressed 

with our specific study was the limited commitment to administering follow-up 

questions. Considering the advantage of open ended questions is to provide detail and 

depth to the research, the lack of follow-up questions may impair the information 

gathering process. 

 

Before the interviews were conducted, we created an exploratory interview guide to test 

the current interview questions with an entrepreneur that has successfully funded their 

venture on Kickstarter and has utilized some form of social media. 14 questions were 

sent to a co-founder of Ruddy Games, a startup based in Oakland, California and they 

were asked to complete the questions. Ruddy Games was chosen based on a former 

contact with the co-founder and therefore we could openly discuss the strengths and 

weaknesses of the interview guide in an informal yet constructive manner. Because of 

the previously mentioned geographical differences regarding crowdfunding the 

feedback may not be fully generalizable when comparing entrepreneurial behaviors of 
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an American venture to a Swedish venture but the underlying intentions of the interview 

questions would still be relevant in an entrepreneurial context. After receiving responses 

from Ruddy Games, the questions and answers were reviewed to ensure the information 

we received was relevant to the research problem. 

 

3.7.4 Information Collecting Process 
Initially, emails were sent out to 25 different entrepreneurs from the Kickstarter website 

listing all successfully funded projects from Sweden asking if they would be interested 

in participating in an interview regarding their use of social media and their marketing. 

In the email we included some brief information on the purpose of the study as well as 

an introduction of ourselves. The emails were written in English, and it was stated that it 

would be desirable to conduct the interviews in English as well. Out of the 25 emails 

that were sent out 13 entrepreneurs replied stating that they were willing and interested 

in participating in the study. Aside from their willingness to participate, a large majority 

of the entrepreneurs did not respond to our interview.  

 

We contacted the unresponsive entrepreneurs to remind them of the interview. Some 

replied and stated that they were too busy to participate in the interview and others 

simply did not respond. Therefore, our response rate is relatively low, but the nature of 

our study is not dependent on a large group of respondents and will function by 

analyzing a smaller sample size (Bryman & Bell, 2011, p. 395). In total, 6 interviews 

were conducted. The interviews were conducted in English as all entrepreneurs, despite 

being Swedish, launched their campaigns in English on the crowdfunding website 

Kickstarter which is only available in English. In addition, as we were writing our thesis 

in English conducting the interviews in Swedish would have called for translations 

which may cause various errors. Therefore we decided that the interviews would be 

conducted in English, which we informed the entrepreneurs of in the initial emails that 

were sent out asking for their participation. 

 

Because of the geographical distance there was a limited number of ways in which the 

interviews could be conducted, and in the replies from those agreeing to participate it 

was specified by some that they would prefer to conduct the interviews through email 

dialogue rather than through a phone call or video call due to stress and scheduling 

conflicts. Because the majority of potential interviewees suggested a preference towards 

answering interview questions through email, and for the sake of continuity and 

consistency, we determined that email interviews would be used to collect the 

information. Using internet-based methods to collect information is advantageous as 

participants can be geographically dispersed. Additionally, as with all forms of 

electronic interviews, the software used will record answers automatically which means 

that there is no need for transcribing. This will eliminate the problems associated with 

sound recording and transcription, including cost, interviewee apprehension, and errors 

regarding accuracy (Saunders et al., 2007, p. 343).  

 

Further, conducting electronic interviews can eliminate some of the issues that are 

related to the traditional face-to-face interview method. Apart from the different costs 

associated with the face-to-face interview method there is a risk that participants’ 

answers will be influenced by the interviewer’s presence as the presence of an 

interviewer may cause participants to reply in a manner which they perceive to be 

desirable (Bryman & Bell, 2011, p. 206). The answers may also be influenced by the 



24 

 

characteristics of an interviewer such as ethnicity and appearance, which is avoided in 

email interviews. Internet interviews also provide greater remoteness for the participants 

which can make it easier for them to reply to sensitive questions as well as to share 

difficult information about themselves. Participants may be able to fit the interview 

better into their own schedule and answer the questions in an environment which they 

perceive as comfortable and safe without the interviewer having to invade their home or 

workplace (Bryman & Bell, 2011, p. 658). Because of the nature of email 

communication it is likely that there will be some time delay between emails. While this 

can be beneficial as both the researcher and the participant will have time to consider 

questions and responses and might thus be able to provide more relevant and useful 

information, simultaneously there will be less spontaneity of the response which can 

eliminate some interesting aspects of an interview (Saunders et al., 2007, p. 344). 

 

Conducting electronic interviews also has some drawbacks. Firstly, the method requires 

that participants have access to online facilities and know how to operate these. This can 

be seen as a diminishing issue in today’s technologically developed society where most 

people do have access and knowledge of how to communicate via the internet. The 

entrepreneurs that are included in this study have utilized the internet as a platform for 

launching their projects and have to some extent used it as a communication tool. 

Another issue that may arise is that it can be more challenging for the interviewer to 

engage and establish a connection to the participants; there is generally a lower response 

rate and a larger risk that participants discontinue their participation than there is with 

face-to-face interviews, especially if the subject of research is not in line with their 

interests (Bryman & Bell, 2011, p. 659). Lastly, an important disadvantage of electronic 

interviews is that interviewers cannot take advantage of body language and other non-

verbal information that can give more insight to what the interviewee is perceiving. 

With email interviews the tone of voice is also lost which may otherwise be an indicator 

of the interviewee’s current state of mind or feelings (Bryman & Bell, 2011, p. 659). 

 

Email interviews are classified as asynchronous electronic interviews, meaning that they 

are conducted offline as a contrast to synchronous interviews which are conducted 

online (e.g. chat room interviews). Researchers argue that asynchronous type interviews 

often generate more thorough, detailed information than synchronous interviews which 

tend to be more “playful” (Bryman & Bell, 2011, p. 659). Saunders et al. (2007, p. 343-

344) describe email interviews as consisting of a series of emails that each contain a 

relatively small amount of questions. Once the interviewee has replied to the initial 

email the researcher will reply to the ideas with increasingly specific questions. This 

will clarify the points of importance as well as help elaborate on ideas that are of 

particular interest to the study. As mentioned in the interview guide we developed 13 

open-ended questions that constituted the basis of our research. Because they were 

fairly basic to the purpose of the study we sent the 13 questions in the first email, and 

based on the replies the participants provided to these questions we could then reply 

with follow up questions that were more specific to their answers. 

 

3.7.5 Presentation and Analysis of Information 
The collected empirical material will be presented according to the central concepts of 

the study. The presentation of empirical findings in this manner provides consistency 

with the structure of the theoretical framework and will help organize the gathered 
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information in a format that will facilitate the overall analysis process. This will be 

further described in the empirical section. 

 

There are several different methods of analyzing qualitative information, especially as it 

has grown in popularity during the past few decades and more analytical tools have 

been developed. To facilitate a thorough analysis of the gathered empirical information, 

and to break up the text in a manner that is logical and easy to follow, we decided to 

conduct a thematic network analysis. A thematic network analysis is fundamentally a 

process of structuring and organizing a thematic analysis, which in turn is a tool of 

analysis that aims to derive the central themes of textual information (Attride-Stirling, 

2001, p. 387). This type of analysis is advantageous to explore the understanding of an 

issue in an organized process rather than integrating former conclusions to establish a 

broad, generalizable conclusion, and as a result will conform to the methodological 

choices of this study. 

 

Another way of defining a thematic network is as a “web-like illustration that 

summarizes the main themes constituting a piece of text” (Attride-Stirling, 2001, p. 

385). These themes may be divided into three levels; basic, organizing, and global 

themes. Basic themes are themes that are evident in the text much like simple 

characteristics about the gathered information. By themselves the basic themes do not 

provide much information, but they must be read in the context of the other basic 

themes and together they form the organizing themes. Organizing themes group 

together basic themes to summarize more abstract dimensions of the text. In essence, 

they form clusters of similar basic themes which form the main ideas and ultimately 

illustrate the systematic process of breaking down information into manageable sizes. 

Simultaneously, these organizational themes dissect the fundamental ideas of even 

broader themes which are of particular importance to the text in its entirety (Attride-

Stirling, 2001, p. 389). These themes belong to the broadest categorization of themes 

and are referred to as global themes, and by grouping together the organizational themes 

these global themes can summarize what the entire text is about as a whole and function 

as the core of a thematic network. 

 

The process of conducting a thematic network analysis is broken into three main phases; 

breaking down the text, exploring the text, and integrating this exploration (Attride-

Stirling, 2001, p. 390). For the initial stage, breaking down the text, the collected 

empirical material must be coded, themes must be identified, and the thematic network 

constructed. We coded our collected material according to the questions in the interview 

guide which included some specific topics to be covered. The text may then be broken 

down into particular segments of text as the codes are applied, and once the text has 

been coded the themes can be distinguished and arranged to form the thematic network 

(Attide-Stirling, 2001, p. 391-392). In this study, the basic themes are the various 

statements made by the entrepreneurs in the conducted interviews. For example, in 

connection to how customer opinions changed the Kickstarter project one of the 

entrepreneurs stated that, “A few interesting ideas from customers have been applied to 

the project. Opinions are always welcome”, which may be coded as “Application of 

customer opinions”. This statement does not provide sufficient information on its own; 

these basic themes have meanings beyond what is written and immediately noticeable.  
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The next step of the process is dividing the basic themes based on what main ideas we 

believe would facilitate a distinguishing characteristic to then form organizational 

themes. The organizational themes in this thesis are thus constructed by the coded basic 

themes. Regarding the statement that was used to demonstrate what an uncoded basic 

theme looks like in connection to this study it can be identified as supporting the idea of 

sense and respond, and would together with similar statements from other entrepreneurs 

build the organizing theme of corporate as defined in the marketing effectiveness 

evaluation framework. Essentially, the organizing themes are factors that together build 

up the global themes. Thus, by grouping together the organizing themes we can 

distinguish the global themes of the thesis, which we have categorized as social media, 

entrepreneurial marketing, and marketing effectiveness. Below is a table illustrating the 

thematic networks that will be utilized as an analytical tool in this study when analyzing 

the collected qualitative information. The networks are divided into global, organizing, 

and basic themes. 

 

              

  
Basic Themes             
(Coded statements from 

entrepreneurs) 

  Organizing Themes   Global Themes 
  

  
        

  

         
  1. Increased exposure 

2. Build an audience 

3. Interaction with audience 

  Improved communication 

through social media 

 Social Media   

              

  4. No planning of marketing 

activity 

6. Gut feeling approach 

5. Sporadic activity 

  Informal and unplanned 

entrepreneurial marketing 

 Entrepreneurial Marketing   

  7. Influence from other 

entrepreneurs 

8. Adjusting promotional 

activities to customer interests 

  Flexible promotional 

activities 

    

  9. Word of mouth to spread 

information 

10. Use of different techniques  

  Techniques to spread 

information 

    

              

  11. Influence from competitors 

and larger corporations to 

improve marketing effectiveness 

12. Resource limitations 

  Complementary interaction 

between traditional and social 

media marketing 

 Marketing Effectiveness   

  13. Involvement in 

communication with active 

audience 

14. Implementation of customer 

opinions to project.  

  Active communication with 

audience affects marketing 

effectiveness 

    

  

     

  

              

 

Table 1. The thematic network, from basic to organizing to global themes 
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As mentioned, the two latter phases of the thematic network analysis are concerned with 

the exploration and integration of the developed thematic network. The tasks of these 

phases are to describe and explore the established networks to help the researcher grasp 

the deeper meaning of the text. It is important to once again emphasize that the thematic 

network is a tool in analysis, and not the analysis itself (Attride-Stirling, 2001, p. 393). 

In this study the developed thematic networks will be explored and integrated in the 

analysis and conclusion sections where we will focus on investigating, interpreting, and 

linking together the basic, organizing, and global themes and apply the theoretical 

framework to identify underlying factors and patterns of the entrepreneur.  

 

3.7.6 Ethical Considerations 
When conducting research, it is of importance to protect the interests of those who are 

willing to participate in a study. Flick (2009, p. 37) mentions some general ethical 

considerations that have been collectively developed by various codes of ethics and 

must be taken into account by researchers. Firstly, research should be based on 

informed consent; participants have agreed to take part in the study based on 

information provided by the researcher. Secondly, the research should not harm 

participants in any way, including through invasion of privacy or deception of the aims 

of the study. These issues were avoided in this study by sending out emails to the 

entrepreneurs we wished to include in the study, as previously mentioned, containing 

information on the aims of the study as well as ensuring their anonymity if they chose to 

participate and wished to do so anonymously (Appendix 1). Based on the information in 

the emails sent out the entrepreneurs were then able to respond positively if they wished 

to take part in the study. 

 

3.8 Delimitation 
As mentioned previously, a delimitation of this study is that it is limited to 

entrepreneurs who utilized crowdfunding as a method of financing their project. This 

study is confined to the perspectives of these entrepreneurs, not considering the 

perspectives of consumers and supporters. While there are multiple crowdfunding 

websites present on the internet this study only includes entrepreneurs who used the 

website Kickstarter to crowdfund their ideas. Further, Kickstarter allows its users to 

categorize projects depending on the nature of the product idea, where it is possible that 

certain categories will attract more supporters and consequently more easily reach their 

fundraising goals. This study does not account for project categorization. Additionally, 

this study only includes projects where entrepreneurs have reached their Kickstarter 

fundraising goals as these entrepreneurs have successfully promoted and crowdfunded 

their projects and might therefore more rightfully be able to explain how they utilized 

social media as a promotional tool and how they evaluate the effectiveness of their 

chosen promotional techniques. 

 

Previous studies have investigated the geographical dimension of crowdfunding, 

generating results that suggest that there is a correlation between the geographical area 

from which a project originates and what kind of projects are proposed as well as the 

success of the crowdfunding (Mollick, 2013). Further, Kickstarter is an American 

website that was initially launched in 2009, but was not launched in Sweden until 

October 21st, 2014 (Wollner, 2014). This is another factor that may induce geographical 

differences, as the website has had time to grow in usage and popularity where it has 
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been present for a longer time. To account for the differences depending on the 

geographical factor it is appropriate to limit the study to projects initiated by people 

residing in Sweden. This implies that the generated results may not be perfectly 

applicable to other geographical areas. 
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4. Empirical Study 

 

4.1 Introduction  
In this chapter of the thesis the collected empirical material will be presented. To begin 

with each entrepreneur and their entrepreneurial project will be introduced, including 

the location of the project and a short description of the nature of the project. The 

information on each project was retrieved from company websites and from respective 

Kickstarter campaign pages. As mentioned previously, we have chosen to divide the 

collected primary information according to the central concepts to which the empirical 

information relates. From our questions we created three subheadings; social media, 

entrepreneurial marketing, and marketing effetivness. This presentation of the collected 

empirical material is organized in a fashion that will guide the reader through an 

understanding of the what, the why, and the how of the entrepreneurs utilize social 

media as a promotional tool as well as how the entrepreneurs evaluate their chosen 

promotional techniques. Quotations from the collected material will be used to highlight 

particularly relevant aspects of the study, and to present these aspects in the words of 

the entrepreneurs. 

 

Daniel Ceder - Beer Monkey Brewery 
Location: Knivsta 

Description: Daniel Ceder created Beer Monkey Brewery, a nanobrewery that offers to 

brew a variety of craft beers. The campaign was designed to assist in purchasing 

equipment and renovating the facility to meet the legal standards for independent 

breweries (Beer Monkey Brewery, 2015).  

 

Amelia Schroyer - Onehundredforty 
Location: Stockholm 

Description: Amelia Schroyer created a campaign to offer artistic prints of personalized 

art overlayed with a tweet. The project is called Onehundredforty and each design is 

hand crafted by one of the project’s own artists and follows the rules of graphic design 

to portray messages in thousands of different combinations (Kickstarter, 2015b).  

 

Niklas Hjelm - Hemmaoldat 
Location: Malmö 

Description: Hemmaodlat is a non-profit organization from Malmö created by the 

entrepreneur Niklas Hjelm. The Kickstarter campaign was initiated to fund their next 

project, Scandinavian Design Grow Box. The simplistic hand-crafted design and 

utilization of hydroponics will help customers grow some food of their own 

(Hemmaodlat, 2015).  

 

Lorenzo Gaggiotti - Stockholm17 
Location: Stockholm 

Description: Lorenzo Gaggiotti created a campaign to fund the next project of his brand 

Stockholm17, designing custom playing cards based on an alchemy theme and the 

hermetic world. Each card is hand crafted and comes in a unique packaging 

(Stockholm17, 2015). 
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Glynnis Ritter - Bikes vs Cars 
Location: Malmö 

Description: Fredrik Gertten initiated his crowdfunding campaign to fund the 

production of Bikes vs Cars, a full length documentary about the struggle for bicyclists 

in a society that is dominated by cars, and what changes could occur if cities chose to 

distance themselves from car-centric models (Bikes vs Cars, 2015).  

 

Daniel Åkesson - TreadGaming 
Location: Landskrona 

Description: TreadGaming created a campaign to fund the development of a USB 

device to connect a computer and exercise equipment such as treadmills or stationary 

bicycles to move virtual characters in video games. This innovative device lets people 

work on fitness while simultaneously playing games (TreadGaming, 2015). 

 

4.2 Social Media 
The first questions of the interview guide related to the entrepreneurs’ usage of social 

media prior to and during the Kickstarter crowdfunding campaign. To start off the 

interview we asked the entrepreneurs what social media they used to promote their 

project during their crowdfunding campaign. We observed that social networking sites 

were the most frequently used social media by the entrepreneurs when marketing their 

crowdfunding campaigns. All Kickstarter projects must be linked with a Facebook 

account of either the project itself or with one of the founders and therefore, Facebook 

was used by all entrepreneurs to share information about the project. Twitter and 

Instagram were also popular but were not used by all entrepreneurs. When asked about 

their social media choices Amelia Schroyer answered “We chose Facebook because 

according to our research, it had the best conversion for crowdfunding compared to 

other social media sites”. Additionally, two of the entrepreneurs utilized blogs to 

update backers on the project and give more details about the project as well as the 

philosophy behind the idea, and it was not used as a tool to drive the campaign but 

rather as a source to share more detailed information. Similarly, Lorenzo Gaggiotti sent 

out newsletters via email to keep backers up to date and provide them with additional 

information.  

 

The most common reason for choosing a particular networking site for promoting the 

respective crowdfunding campaign was that the entrepreneur already had established a 

significant following on that site prior to the campaign. In that way it was possible to 

reach out to existing followers and inform them of the upcoming Kickstarter project. 

Another common reason was the widespread popularity of the social networking sites 

among individuals as well as businesses. Glynnis Ritter stated “Twitter and Facebook 

are great because material becomes so easily shareable and can help you reach out to 

an audience outside of your own. They are also just such widely used platforms that it 

makes the most sense”. Daniel Ceder used different networking sites to reach out to 

customers in different countries; where the Facebook page was in Swedish and used to 

attract Swedish customers, the other social media platforms used were updated in 

English and thus mainly focused on attracting non-native customers. In addition, 

Amelia Schroyer stated that she utilized Twitter as an inspiration for the product and 

Kickstarter campaign.  
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When we asked the entrepreneurs about their intentions behind using social media, and 

if these intentions were ultimately fulfilled, most entrepreneurs answered that their 

intentions were to spread the word about their project. Glynnis Ritter replied “The 

intention was to both reach out about the campaign to our pre-existing followers, but to 

also encourage them to share the campaign with others on social media”. Similarly, 

when asked about their intentions of social media Lorenzo Gaggiotti responded “Gather 

as much people as possible. Eventually a percentage of them will be a backer of the 

campaign”. Daniel Ceder answered that social media was used more as a complement 

to traditional marketing techniques; “The intention was more of a friendly reminder to 

become a backer for those that already have tried the product and also giving them a 

possibility to easy share the Kickstarter with other (letting them vouch the quality of the 

product)”. The intentions of the entrepreneurs were similar in nature but differed 

slightly, all entrepreneurs stated that their intentions to gather a following of potential 

backers through the means of promotion and spreading the word through different 

channels of social media was largely successful. 

 

4.3 Entrepreneurial Marketing 
In connection to marketing we asked the entrepreneurs about their general experience 

with social media prior to the campaign. Most entrepreneurs mentioned that they had 

previous experience with the actual handling of social media accounts as they had all 

used it prior to the campaign and some pages were not started with the purpose of 

marketing a crowdfunding campaign. Daniel Ceder replied “I wouldn’t claim any vast 

experience from using social media prior the campaign, but since neither of the 

channels used where created specifically for the Kickstarter I have some experience, yes 

(but really no official strategy on how to use it etc. more of a gut feeling approach)”. In 

contrast, Amelia Schroyer stated that for the crowdfunding campaign they worked with 

a social media strategist who had approximately five years of experience within the 

social media marketing field.  

 

The promotional activities on social media of the entrepreneurs changed in a similar 

fashion during the crowdfunding period; initially focus was placed on spreading the 

word about the product, and this phase was followed by continuous updates and 

encouraging people to back the project. Daniel Ceder stated, “First phase was more 

getting the word out… Second phase was more about encourage people to back the 

project and also sharing the good progress…”. Glynnis Ritter replied, “...others were 

spreading our campaign. Instead of coming up with our own content to share, we could 

retweet or share articles that others had written about us”. 

 

A majority of the entrepreneurs drew influences from other Kickstarter campaigns. 

When questioned, Amelia Schroyer answered “We did a lot of research… We looked at 

similar projects as well, but we developed much of our strategy from the research we 

did into successful Kickstarter campaigns”. Some of the entrepreneurs only looked at 

other Kickstarter campaigns for influence. “We looked at other crowdfunding 

examples… but that’s all”. Lorenzo Gaggiotti did not look for influences to develop 

their marketing activities but remained consistent in their initial activities of contests 

and giveaways. He stated, “I do contests with giveaways. I don’t have a real strategy. I 

upload pictures of new things, more or less one picture a day”. Similarly, Glynnis Ritter 

answered that they devised their own social media activities without looking at other 
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influences; “We did get some advice for the Kickstarter campaign itself, but the social 

media strategies were primarily made up on our own”. 

 

Each entrepreneur had a different approach to the types of traditional marketing 

techniques used aside from social media. These methods included relationship building 

with other Kickstarter campaigns to have a symbiotic “shout-out” and cross promotion 

for their projects. This method was used to essentially spread the word of other 

campaigns to a larger group of backers and ultimately raise awareness of the less 

popular campaigns. Glynnis Ritter and Amelia Schroyer utilized email marketing 

campaigns. Amelia Schroyer stated that she used it “to reach out to our personal and 

professional contacts”. These contacts then transitioned into a public relations campaign 

to gain exposure through blogs and other media outlets. Glynnis Ritter collected a list of 

organizations and individuals with similar interests to the nature of the project prior to 

the launch of the crowdfunding campaign, and as the campaign launched sent out emails 

asking them to share the Kickstarter project with their following. Aside from personal 

and professional contacts, Daniel Ceder decided to directly contact potential backers for 

feedback on the product itself through product testing. This marketing activity then 

shaped the product to the needs of the customer, but the product itself remained fairly 

consistent with the original idea.  

 

Many of the entrepreneurs did not feel compelled that their marketing activities or 

strategies during the crowdfunding period could have been improved significantly. 

Lorenzo Gaggiotti did not consider himself to be aware of marketing strategies but did 

believe some popular techniques such as purchasing fake followers for social media 

accounts is “just pointless”. Conversely, Niklas Hjelm would have considered using 

another type of social media, YouTube, to promote their product but were generally 

content with their marketing activities. Glynnis Ritter believed that they could have 

been more active on Twitter leading up to the launch of the campaign and getting more 

involved in active conversations with supporters. She reflects upon this perceived flaw 

by stating, “Had we had a larger following when the campaign started, it would have 

been a huge help. Instead, we were just beginning to build our followers as the 

campaign was already going”. Amelia Schroyer would have revisited their response to 

criticism that they received through their social media accounts; “I would have tried to 

anticipate some negative opinions or questions people could have had about the 

project… and prepared some better answers”. The closeness to her project and idea 

impacted how defensive she was toward criticism and recognized that the inability to 

adjust the product for the consumers “doesn’t always translate to a successful strategy”. 

 

4.4 Marketing Effectiveness 
All entrepreneurs were able to connect with their target customer base and were very 

enthusiastic about their communication with their customers. Glynnis Ritter stated “It 

was difficult to get support, at first…”. But once some attention was drawn to the 

project by larger organizations and blogs, support for the project began to increase. 

Lorenzo Gaggiotti stated “I reply almost instantly to all their comments and questions. I 

provide an active communication, often personal”. While approximately half of the 

interviewed entrepreneurs did not make any adjustments to their social media activities 

based on their communication with the customers, the other half made slight changes to 

better suit the customers’ needs; “We adjusted our communications strategy according 

the feedback we got from our backers”. Daniel Ceder communicated with the backers 
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and noticed that a lot of the project backers shared common interests. The social media 

activity was adjusted according to those interests which generated great results. 

 

We then asked the entrepreneurs whether the customers’ opinions had changed the 

product beyond what was initially developed. Most entrepreneurs said that the final 

product had not been changed as the concept and design had been finalized as the 

Kickstarter campaign was initiated, for example, Daniel Åkesson answered “[The 

product] was complete before I launched the Kickstarter campaign”, and Amelia 

Schroyer; “Our final product was already more or less established prior to the 

Kickstarter”. However, Lorenzo Gaggiotti had taken implemented some customer ideas 

to his project and replied that “A few interesting ideas from customers have been 

applied to the project. Opinions are always welcome”.  

 

Most entrepreneurs considered social media to be a necessary tool for promotion, 

especially when it’s related to an online crowdfunding campaign, because it is a quick 

and easy way to spread the word about the campaign. When asked this question 

Lorenzo Gaggiotti answered “It reaches customers that are not aware of what is going 

on in this specific business. Exposure is the key”. Amelia Schroyer backed up this 

statement by responding “A significant portion of our donations came from Facebook 

and Twitter. Not even that, but people sharing messages about our Kickstarter simply 

helps more people find out about our project”. Glynnis Ritter believed that social media 

is necessary for the purpose of spreading the word of new projects and new content, and 

that customers will not find the projects themselves but rather depend on 

recommendations from social media outlets. The benefit of the low costs of using social 

media as a method of promotion were also mentioned, but also that the necessity of 

social media may differ between projects due to the nature of the project; “...it is needed 

but depending of what type of product/business you’re promoting it has different use 

cases, in my case it’s more of a complement to hard leg work”.  

 

Different opinions were expressed regarding the effectiveness of social media compared 

to traditional marketing techniques, but there was a general agreement that social media 

is more effective due to factors such as the accessibility, speed, and low costs to reach 

potential customers and build relationships. Three of the entrepreneurs, Daniel Ceder, 

Daniel Åkesson, and Amelia Schroyer, believed that there needs to be a complementary 

relationship between social media marketing and traditional marketing activities. “Our 

social media strategy and our e-mail campaign, combined with Kickstarter’s 

willingness to feature our project… did the heavy lifting”. Daniel Ceder stated, “[Social 

media is] very effective but in my case it is not either or”. Glynnis Ritter found social 

media was especially effective considering their target market, and replied that the 

“community is extremely active on social media… and they want to have a dialogue 

with you”. They also believe that traditional marketing techniques would not have 

appealed to their target market. Lorenzo Gaggiotti did not utilize traditional marketing 

methods to promote his project and could thus only comment on the effectiveness of 

social media, which he believed to be effective. 

 

A majority of the entrepreneurs that used different marketing methods believed that a 

combination of social media marketing and traditional marketing were pivotal to their 

campaigns success rather than one being more important than others. “I would say that 

it’s not one or the other - you need both social media and other marketing to make a 
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crowdfunding campaign successful”. Glynnis Ritter and her project team relied heavily 

on a combination of social media as well as direct marketing through an e-mail list. She 

stated, “... we got a good amount of support from reaching out to them with emails”. In 

terms of social media, they believed a majority of supports came from social media and 

their campaign would not have been a success if it were not for the outreach gained 

through social media. As for the other entrepreneurs that relied solely on social media, 

they believed that the exposure gained from social media as well as Kickstarter’s social 

platform that promoted their campaign were sufficient to fully fund their project. About 

the effectiveness of social media Amelia Schroyer stated “I believe it has made more 

people aware of us and also led to some great donations and future customers. I don't 

know for sure whether we could have done without it, but I wouldn't want to try”. 
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5. Analysis 

The analysis of the collected empirical information will support our research of how 

entrepreneurs utilize social media as a promotional tool and how they evaluate their 

chosen promotional techniques. We will structure the analysis according to the 

developed thematic network comprising the basic, organizing, and global themes. We 

will begin with presenting the basic themes, connecting them to empirical support and 

reference to the theoretical framework. The basic themes will then be connected to the 

larger organizing themes that summarize the main points of the analysis.  

 

5.1 Social Media  
Social media is the first global theme. As observed in the interview responses, all 

entrepreneurs primarily utilized social networking sites as their main platforms of social 

media marketing. The first basic theme that we will introduce is increased exposure. 

The entrepreneurs conveyed that the social media that was utilized during the 

crowdfunding campaign was intended to increase the exposure of their campaign. All 

entrepreneurs relied heavily on the use of social networking sites for their campaigns 

and through these social networking sites they were able to spread the word about their 

campaign and ultimately achieve exposure. According to the framework developed by 

Kaplan and Haenlein (2010) social networking sites such as Facebook and Twitter are 

relatively high in media richness, as visible in Figure 1 (p. 8), which means that a 

substantial amount of information can be exchanged between communication partners 

during a specified period of time. The utilization of social networking sites implies that 

entrepreneurs will be able to share more information through their social media than 

they would if they used platforms that are classified as low on the media richness 

dimension. The act of sharing more information through social media and being able to 

update frequently in turn leads to more opportunities for customers and followers to 

share, like, and spread the word about the campaign which consequently supports the 

basic theme of increased exposure.  

 

The second basic theme, build an audience, refers to the goals of the entrepreneurs to 

gather as many people as possible and establishing more personal relationships, with the 

ultimate goal of influencing the audience to become interested in the project. The 

entrepreneurs implied that they intended to utilize social media as a tool to attract and 

establish a following of individuals that were interested and invested in the project. This 

exemplifies the interaction of the dimension of social presence between the entrepreneur 

and the customer through social networking sites. As defined by Kaplan and Haenlein 

(2010, p. 61), social presence is the degree to which communication partners can 

communicate personally and socially impact each other. Social networking sites are 

categorized as allowing for a medium degree of social presence, as visible in Figure 1 

(p. 8). This implies that the social networking sites the entrepreneurs utilized during 

their campaign allowed for them to establish a personal connection with customers. 

Using alternative types of social media platforms that are low in social presence, such as 

relying solely on a blog, would struggle with the objective to build an audience. 

Subsequently, the entrepreneurs were able to socially impact their followers and 

increase the chance of them supporting the campaign. This is also supported by the high 

degree of self-presentation that social networking sites allow for; the entrepreneurs will 

portray themselves in a certain way with the objective of attracting and influencing 

customers to gain funds (Kaplan & Haenlein, 2010, p. 62). The entrepreneurs are 

initiating and maintaining communication with the customers in hopes of building a 
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lasting exchange of dialogue and ultimately bringing more customers to the project’s 

social networking sites. 

 

Lastly, the final basic theme that makes up the organizing theme is interaction with 

audience, and this was also one of the driving intentions behind the chosen social media 

platforms. When questioned about the entrepreneur’s ability to connect with their target 

customer base, most entrepreneurs replied that active and personal communication with 

customers was a necessary activity when using social media. In connection to the 

aforementioned social presence theory, which is relatively high on social networking 

sites, entrepreneurs were able to keep an open communication with the customers on a 

regular basis and maintain communication on a fairly personal level. As a result, the 

entrepreneurs were able to influence the customers and engage them in their campaign. 

The high degree of self-presentation that social networking sites allow for can make 

communication even more personal as the entrepreneurs will portray themselves in a 

certain way which may be appealing to the customers. Kaplan and Haenlein (2010) also 

used the related concept of self-disclosure to describe the social aspect of social media. 

Self-disclosure is the conscious or unconscious sharing of personal information, 

including feelings, opinions, and thoughts (Kaplan & Haenlein, 2010, p. 62). The 

entrepreneurs stressed the importance of interacting with their audience to appeal to the 

audience’s needs of knowing the entrepreneur’s activities as well as creating a dialogue. 

 

These three basic themes can then be assembled into the organizing theme that refine 

the focus of the basic themes into larger, shared issues. This organizing theme is 

Improved communication through social media. As previously discussed, social media 

influences both the quality (the depth of the information) and the quantity (the amount 

of information that can be shared) of information that can be exchanged between the 

entrepreneurs and the customers. With this information, we can observe that 

entrepreneurs are choosing to utilize social media to achieve certain intentions of 

promotional activity. They believe that social media is a tool that helps improve the 

communication between the entrepreneur and customers. Social media also has the 

inherent trait of self-presentation that allows entrepreneurs to portray themselves in a 

certain way that influences customers to continue to follow the entrepreneur’s efforts in 

raising funds for their campaign. The entrepreneurs build their audience by maintaining 

a close relationship with their customers through continuous personal communication 

with their audience on the social media platforms. 

 

5.2 Entrepreneurial Marketing 
 

5.2.1 Informal and Unplanned Entrepreneurial Marketing 
Entrepreneurial marketing is the second global theme that will help analyze how 

entrepreneurs formulate their marketing activities both in terms of the methods as well 

as the objectives. The first basic themes that have been established are: no planning of 

marketing activity, sporadic activity, and gut feeling approach. Because each of these 

themes are intertwined and the same theoretical framework is to be applied, they will be 

analyzed as a group and then combined to form the organizing theme: informal and 

unplanned entrepreneurial marketing. Most entrepreneurs stated that their marketing 

activities were primarily developed on their own with little imitation of former 

campaigns and influences of traditional marketing techniques.  
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Stokes (2000, p. 14) argues that entrepreneurs may embrace traditional marketing 

techniques and apply their own entrepreneurial behaviors such as innovativeness, risk 

taking, and proactivity to develop their marketing activities in a different light that 

differentiates itself from more organized activities. The lack of planning, sporadic 

activity, and gut feeling approach were seen as appropriate activities for most of the 

entrepreneurs. They were able to develop their marketing activities in ways that they felt 

were sufficient to fulfill their intentions, but this did result in a critical reflection. When 

asked what they would have done differently in regards to their marketing activities, the 

entrepreneurs identified certain areas in their marketing activities that could have been 

adjusted for their benefit. Some entrepreneurs were aware of other techniques that could 

have helped the overall performance of their campaign, but chose not to utilize these 

specific techniques and rather remain consistent in their originally developed marketing 

activities. In summary, the entrepreneurs developed their own promotional activities 

which did not necessarily reflect planned and organized strategies of larger 

organizations. They adopted certain activities that were influenced by their own 

innovative behavior and were uncertain how the results would unfold.  

 

This cluster of three basic themes are combined to create the organizing theme: informal 

and unplanned entrepreneurial marketing. As previously discussed, the entrepreneurial 

marketing activities that these entrepreneurs developed were largely informal and 

unplanned; often based on intuition. This entrepreneurial approach to developing their 

marketing techniques is aligned to the entrepreneurial behaviors as described by Stokes 

(2002). The entrepreneurs shape their techniques to reach their goals and intentions in 

ways that they believed would be appropriate and not necessarily the most optimal, 

organized, and planned as those of larger organizations. Regardless of their chosen 

techniques, the entrepreneurs were able to identify different areas that they could have 

improved their overall marketing techniques.  

 

5.2.2 Flexible Promotional Activities 
Moving on to the next set of basic themes, some of the entrepreneurs looked toward 

influence from other entrepreneurs. Some entrepreneurs looked directly to the 

marketing activities of other Kickstarter campaigns and drew influences to develop their 

own marketing activities. This approach to creating promotional techniques conflicts 

with the expected behaviors of entrepreneurs as described by Stokes. Stokes (2000) 

argues that entrepreneurial marketing relies on informal and unplanned behaviors where 

focus is placed on innovation to play to the entrepreneur’s strength. One entrepreneur 

used an email campaign to reach out to their customers, and PR to help promote their 

Kickstarter project. The entrepreneur developed this choice of marketing activities by 

imitating other projects. This type of marketing activity is classified as direct marketing, 

a traditional marketing technique. Within the promotion mix of the 4P model, direct 

marketing is the use of communication tools to communicate products to customers 

who then have the ability to purchase these goods through the internet (Pride & Ferrell, 

209, p. 385). This specific entrepreneur also utilized publicity and public relations to 

deliver information about the product via mass medium in hopes of gathering attention 

through a more truthful and credible source. This approach of utilizing traditional 

marketing techniques suggests that the innovative behavior of entrepreneurs is not 

necessarily a requirement of all the activities that are implemented. The entrepreneurs 

adopt traditional marketing techniques because they have been proven to be successful 

rather than breaking away from the status quo of what is expected from entrepreneurs in 
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terms of informal, unplanned activity relying on the intuition and energy of an 

individual (Stokes, 2000, p. 14).  

 

We found that entrepreneurs are adjusting promotional activities to customer interests. 

To support this basic theme, some entrepreneurs recognized the advantage of 

communication with customers. They were able to identify that the customers had 

specific needs and interests that were ultimately addressed by adjusting their marketing 

activities. As a result of social media activity one of the entrepreneurs was able to 

identify a common interest between some customers and his own. He shaped a new 

product to appeal to these customers with great results. The entrepreneurial marketing 

choice of using social media parallels Stokes’ (2000, p. 2) argument that these activities 

focus on innovation and development of ideas in line with the needs of customers. In 

comparison, traditional marketing techniques follow a top-down approach by defining a 

sequence of activities to segment, target, and position themselves with identifying a 

target market. This process is often followed in a logical manner. In these situations, the 

methods of entrepreneurs may exemplify the reverse approach to adjusting their 

promotional activities based on the interests and needs of the entrepreneur’s customers. 

 

In summary, the two basic themes are further refined into one organizing theme: flexible 

promotional activities. Each entrepreneur created their promotional activities using 

entrepreneurial marketing techniques, traditional marketing techniques, or a 

combination of both. As previously discussed, each marketing technique has certain 

advantages and disadvantages and the entrepreneurs adjusted their techniques to 

combine the inherent qualities of each to formulate their overall marketing activities. 

Some entrepreneurs looked to influences of marketing activities created by other 

Kickstarter campaigns and organizations. They applied traditional marketing techniques 

to complement their social media. Stokes (2000, p. 14) believes that entrepreneurs will 

adopt certain techniques through informal and unplanned activities, but these two 

entrepreneurs do exactly the opposite and conform to traditional techniques. 

Conversely, the activities beyond choosing the initial marketing techniques exhibit the 

characteristics as described by Stokes (2000). The entrepreneurs further develop their 

strategies to be more aligned to the needs of their customers. In summary, regardless of 

the chosen marketing technique, the imitated marketing activities were implemented 

during the campaign but slowly evolved over time as interactions with customers 

shaped how the promotional tools were used.  

 

5.2.3 Techniques to Spread Information 
The next set of basic themes are word of mouth to spread information and use of 

different techniques. Together, these two basic themes will be further refined in an 

organizing theme of techniques to spread information. Firstly, word of mouth to spread 

information builds upon the different activities that each entrepreneur has adopted to 

propel the promotional aspect of their campaign. One entrepreneur used a mix of 

traditional marketing and entrepreneurial marketing techniques to achieve their goals of 

spreading information through social media platforms and email. Similarly, another 

entrepreneur used a variety of social media to achieve their goal of spreading 

information. This was achieved through multiple social media platforms and email. 

Each of these techniques operate differently but the ultimate goal of spreading 

information remains the same. Another entrepreneur utilized social media as a technique 

to spread information and reach customers through the proliferation of word of mouth. 
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The second basic theme, use of different techniques is exemplified by the entrepreneurs 

by combining both direct marketing and entrepreneurial marketing techniques with the 

intention to spread information in two unique ways: through word of mouth and on 

social media platforms. Buttle (1998, p. 242) states that traditional word of mouth can 

be more effective and influential than other marketing strategies, but Stokes (2000) adds 

that entrepreneurial marketing builds upon the possibility for entrepreneurs to adopt 

unconventional styles and add to existing techniques.  

 

We can then combine these two basic themes to form the organizing theme of how 

entrepreneurs adopt techniques to spread information. Overall, it is clear that 

entrepreneurs believe that spreading information of their campaigns is a crucial 

promotional aspect. The method to achieve this goal is not necessarily restricted to one 

particular technique but can also take form in a combination of techniques. 

 

5.3 Marketing Effectiveness 
 

5.3.1 Complementary Interaction 
Marketing effectiveness is the third and final global theme of this thesis, and as 

previously mentioned the concept of marketing effectiveness will in this thesis be 

illustrated by processes such as the success of spreading the word about the 

entrepreneur’s product, attracting supporters, raising funds, and reaching their 

crowdfunding goal as a successful campaign. The first basic theme that will be 

introduced in relation to marketing effectiveness is Influence from competitors and 

larger corporations to improve marketing effectiveness. This basic theme was derived 

from the entrepreneurs’ statements of how they were inspired by others to make 

changes to their campaign and marketing focus. This theme differs from the former 

section discussing the ways in which entrepreneurs adjust their activities, but will 

instead focus on the driving factors behind the adjustments.  

 

By observing and drawing influence from other campaigns, both current competitors on 

Kickstarter and campaigns that had been previously executed and successful, the 

entrepreneurs were able to improve their campaigns. This behavior can be related to the 

marketing effectiveness framework developed by Nwokah (2006; cited in Nwokah & 

Ahiauzu, 2008), specifically the two factors of competitor and corporate. By researching 

what others are doing and what has been proven to be successful in the past the 

entrepreneurs are fulfilling the competitive factor; to obtain information on their 

competitors and their marketing activity, and the corporate factor; researching and 

adopting to the environment in which they are competing. This especially relates to the 

enterprise agility aspect of the corporate factor; the entrepreneurs are adjusting their 

strategies to conform to what customers want by adopting what has been proven to be 

successful and what competitors are doing. This does not only apply to social media 

marketing, but also includes any traditional marketing techniques. An entrepreneur that 

embraces these two dimensions of the marketing effectiveness framework is able to 

improve their marketing effectiveness.  

 

The next basic theme of marketing effectiveness is coded as resource limitations. It is a 

wellknown fact that most entrepreneurs face certain restrictions, especially regarding 

their budget (Nwokah & Ahiauzu, 2008, p. 863). This is a contributing reason as to why 

social media was considered to be such a helpful tool by the entrepreneurs; it is a cost 
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efficient marketing technique in terms of money but also in terms of time. Two 

entrepreneurs considered social media to be a necessary tool for promotion to spread 

information considering the cost and time benefits. This basic theme mostly portrays the 

quantitative aspects of the corporate dimension, where factors such as size and budget 

play a big part in the boundaries of a business as well as the marketing effectiveness 

that can be achieved. This basic theme incorporates quantitative aspects to the analysis 

and it may be argued that this is not aligned with the methodological approach of this 

study. The quantitative elements of social media (cost, time) are some of the driving 

motivations behind the entrepreneurs’ utilization of social media in the first place and 

will affect the way they evaluate the social media’s effectiveness. It is therefore of 

importance to include it in the analysis. Additionally, this basic theme displays the 

consumer dimension of the framework; when consumers build brand value and make 

purchasing decisions the source from which they get the information will matter 

(Nwokah & Ahiauzu, 2008, p. 863). Different audiences will be reached and brand 

value will be built when entrepreneurs choose different channels of promotion.  

 

Together these two basic themes form the organizing theme of Complementary 

interaction between traditional and social media marketing. Some entrepreneurs 

conducted research and drew influences from other entrepreneurs utilizing 

crowdfunding as a source of financing, as well as from Kickstarter campaigns initiated 

by organizations that had previously used crowdfunding successfully. By observing 

what others had done, in terms of both social media marketing and traditional 

marketing, the entrepreneurs adjusted their campaigns to improve their marketing 

effectiveness. Utilizing both traditional techniques and social media proved to be the 

most effective for a majority of entrepreneurs as they could reach a variety of audiences 

and build brand value in different ways. 

 

5.3.2 Active Communication Affects Marketing Effectiveness 
The second and last organizing theme of marketing effectiveness is composed of two 

basic themes. The first basic theme we will introduce is Involvement in communication 

with active audience. As mentioned previously the entrepreneurs were able to connect 

and communicate with their followers and backers, and this communication was both 

frequent and often on a personal level. Through acknowledging the consumer feedback, 

such as comments and questions, the entrepreneurs are sensing what the consumers 

want. By then replying to these comments and questions the entrepreneurs are 

responding to the consumers. Together, sense and respond capabilities form the term 

enterprise agility which is a part of the corporate dimension of the marketing 

effectiveness framework. The entrepreneurs are thus influencing their marketing 

effectiveness positively when they are actively sensing and responding to customer 

feedback. 

 

The second basic theme also relates to sense and respond capabilities of the 

entrepreneurs, and is coded as implementation of customer opinions to project. Whereas 

all entrepreneurs communicated with their audiences, one entrepreneur also 

implemented customer opinions to the project. The other entrepreneurs had finalized 

their products prior to the crowdfunding campaign and thus did not change their project 

based on customer opinions or ideas. The majority of entrepreneurs thus used their 

sense and respond capabilities to respond to customer feedback through interaction, but 

the one entrepreneur went further and implemented customer ideas into the project. 
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Besides sense and respond and thus the corporate dimension, the customer dimension 

also plays a part in this basic theme. The ability to take advantage of knowledge of what 

customers want and how they make purchasing decisions is central to the customer 

dimension (Nwokah & Ahiauzu, 2008, p. 863). Acknowledging the feedback will help 

the entrepreneurs to develop knowledge of what their customers want and potentially 

also how they make their purchasing decisions; thus, when this entrepreneur adjusts his 

product to what the customers want he is taking advantage of the knowledge he has 

gained from the customer feedback. 

 

Together these two basic themes form the last organizing theme of this thesis, Active 

communication with audience affects marketing effectiveness. By optimizing their sense 

and respond capabilities, whether this is through frequent and personal interaction with 

consumers or through implementing customer ideas to their project, the entrepreneurs 

will positively affect their marketing effectiveness according to the framework 

developed by Nwokah (2006; cited in Nwokah & Ahiauzu, 2008).  
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6. Discussion and Conclusion 

The purpose of this study was to investigate how entrepreneurs utilize social media as a 

promotional tool and how they evaluate the effectiveness of their chosen promotional 

techniques in the context of using crowdfunding as a source of financing. This section 

will be focusing on answering our stated research question. The conclusion will be 

structured in a manner that illustrates the process of development of the utilized 

promotional techniques, identifying and fulfilling intentions, and subsequent evaluation 

of effectiveness.  

 

The first conclusion that can be drawn is that entrepreneurs will utilize their 

promotional techniques to exercise the advantages provided from the techniques to 

achieve certain intentions. Regardless of the technique, the main intentions of the 

entrepreneur were to increase the exposure of the campaign and communicate with their 

customers in order to reach their goal of successfully funding their project. 

Entrepreneurs utilize social media in the form of social networking sites to take 

advantage of inherent traits of the medium such as the degree of media richness, social 

presence, self-presentation, and self-disclosure, and time-cost benefit. Through 

exploiting these advantages of social media the entrepreneurs were able to frequently 

communicate with consumers and share their own personal information such as 

feelings, opinions, and thoughts to achieve the intentions of their social media use.  

 

The second conclusion relates to how entrepreneurs have varying approaches in the way 

that they develop their marketing activities. Some choose to imitate the activities of 

other campaigns or organizations while others create their activities without drawing 

influence from others. These imitated marketing activities include the use of traditional 

marketing techniques such as direct marketing and word of mouth marketing. 

Entrepreneurs may exclusively adopt either social media marketing, traditional 

marketing, or a combination of the two techniques into their overall marketing activities 

but they all strive to address the same intentions of improving communication and 

increasing exposure of their campaign. Ultimately, the entrepreneurs have shown that 

they develop their marketing activities by applying their own entrepreneurial 

characteristics such as innovativeness, risk taking, and proactivity to shape their 

marketing activities in ways that will facilitate the process of achieving their intentions.  

 

Finally, the third and final conclusion relates to how entrepreneurs evaluate the 

effectiveness of their chosen promotional techniques. Entrepreneurs evaluate social 

media as being an effective technique to easily communicate with individuals and 

increase the exposure of the crowdfunding campaign, and evaluate it to constitute a 

necessary promotional tool in the context of crowdfunding where the ultimate goal is to 

successfully fund the entrepreneurial project. This is attributed to the certain advantages 

that social media marketing has that traditional marketing techniques do not. However, 

the entrepreneurs evaluate that traditional marketing is needed to supplement social 

media marketing to combine the advantages of the two techniques; social media to 

easily communicate with individuals and increase the exposure of the crowdfunding 

campaign, and traditional marketing to spread information about the product through 

word of mouth or direct marketing to an audience that is not present on social media.  
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6.1 Implications 
The theoretical implications of our research add to the current understanding of how 

entrepreneurs utilize social media as a promotional tool and how they evaluate the 

effectiveness of the chosen promotional techniques. As we justified in the research 

problem, the current research in the areas of social media marketing, entrepreneurial 

evaluation, and marketing effectiveness is largely quantitative, and the concepts 

included in this study have not been combined in previous research. Therefore, we have 

successfully contributed to this field in a different light through a qualitative approach 

and through combining concepts that are typically researched independently. 

 

Regarding the managerial implications of this study, entrepreneurs may adopt this 

information and adjust the ways that they approach formulating their marketing 

strategies to achieve their intentions in the context of crowdfunding. The results of the 

study indicate that social media and traditional marketing techniques may be combined 

to incorporate the advantages of each technique for the entrepreneur’s marketing 

activities. Additionally, considering the qualitative nature, the study provides 

entrepreneurs with subjective insight to a subjective entity: the entrepreneur himself. 

Therefore, the entrepreneur is free to develop their marketing activities as they believe 

is necessary by applying their own entrepreneurial characteristics to their marketing 

activities and achieve their goals of successfully fund their crowdfunding campaign. 

 

6.2 Further Research 
This study is limited to Swedish entrepreneurs. As geographical differences between 

crowdfunding success has been proven in previous studies, an interesting suggestion for 

future research could be to investigate how the usage as well as the evaluation of 

promotional techniques in a crowdfunding context varies between countries. Overall, 

the qualitative knowledge of social media, entrepreneurial evaluation, and marketing 

effectiveness is currently very quantitatively oriented, and more qualitative studies 

should be conducted to expand the knowledge within these fields. 

 

Additionally, in this study we did not take into consideration the different industries or 

product categories that the entrepreneurial projects belonged to. When conducting the 

interviews we noted that some product categories may have audiences that are more 

devoted to the project, and that there may be some differences between their attitudes 

toward crowdfunding. Therefore we propose a study that takes the type of 

project/product into consideration when investigating how entrepreneurs utilize social 

media as a promotional tool and how they evaluate the effectiveness of their chosen 

promotional techniques. 

 

Another interesting area of research that takes the basic premise of our study would be 

to conduct a study outside of the bounds of a crowdfunding context. How would the 

results vary of entrepreneurs that do not have access to crowdfunding alternatives as a 

source of financing? The marketing activities may vary and the chosen techniques may 

deviate from what has been observed in this study. 
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7. Truth Criteria 

Bryman and Bell (2011, p. 41) state that the quality of the findings of research must be 

evaluated according to certain criteria, where the most prominent criteria within 

business research are reliability, replication, and validity. However, these criteria are 

most commonly used in quantitative research as they suit the positivist epistemology. 

Lincoln and Guba (1985; cited in Bryman & Bell, 2011, p. 43) propose some alternative 

criteria that may be applied to qualitative research to support the trustworthiness of 

research. Trustworthiness is comprised of four criteria: credibility, transferability, 

dependability, and confirmability.  

 

Credibility is defined as how others can be sure that the researchers have understood the 

social reality and have properly conveyed this social reality to others. This can be 

achieved by ensuring that research is carried out according to the boundaries of 

acceptable practices (Bryman & Bell, 2011, p. 398). We believe we have achieved a 

high degree of credibility in the research methods that we decided to employ for this 

study. For us to understand the social reality of our interview subjects we received 

written responses. The collected information thus did not require transcribing, which 

can act as a source of misinterpretation issues such as interviewee apprehension and 

errors regarding accuracy (Saunders et al., 2007, p. 343). For this reason the degree of 

misinterpretation is limited as far as our methodological choices concern.  

 

Transferability is the next criteria, and concerns the degree to which researchers have 

properly understood and presented the contextual setting of the the social world. 

Additionally, transferability includes the ability for the results of the study to be applied 

outside of the studied context (Bryman & Bell, 2011, p. 398). We believe we have 

properly studied the context and social world of entrepreneurs, but whether or not the 

results of the study may be applied outside of the context is of little concern. Our 

methodology states that the entrepreneurs are social actors and that their behaviors are 

shaped by their past experiences and the surrounding environment. The environments of 

entrepreneurs in different context will influence how they behave and therefore our 

study is primarily focused on entrepreneurs in the limited context of how entrepreneurs 

utilize social media and evaluate their choice of promotional techniques. 

 

The next criteria, dependability, is described as the researcher’s responsibility to 

properly record all documents and information that has been gathered for the research, 

such as notes, interview transcripts, data analysis, and so on (Bryman & Bell, 2011, p. 

398). We believe we have provided sufficient documentation of our interview guide, 

interview responses, and analysis of the gathered information. We used a large amount 

of quotes from the interviews, written in the words of the respondents, which helps to 

strengthen the dependability of the thesis. 

 

Confirmability concerns the degree to which absolute objectivity may be achieved. 

Considering that complete objectivity is impossible in business research, the researchers 

must be able to show that they have acted in good faith and remove personal values or 

former theoretical understandings from affecting the procedures and findings of the 

study (Bryman & Bell, 2011, p. 398). The prior knowledge of the area of study 

concerning social media use in an entrepreneurial context has been demonstrated by one 

of us in practical application. This fact may have had an impact on the formulation and 

conclusions of the study. Benjamin’s experience with social media marketing at a 
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startup organization could have been beneficial in understanding some of the behaviors 

of entrepreneurs when deciding at what point it is appropriate to initiate a certain 

promotional activities and techniques. Additionally, the specifics of the promotional 

activity such as the types of platforms and the tacit knowledge have been rigorously 

researched which may have resulted in a bias toward the studied entrepreneurs’ 

strategies. It should also be mentioned that both our understanding of social media has 

been influenced by our previous research and our own personal use of social media 

consumers. All of these potential biases should not be treated as a threat to the study 

considering that the methodological standpoint requires a subjective point of view; each 

entrepreneur is uniquely shaped by the experiences and knowledge that they hold rather 

than a through a positivist viewpoint of what is right and wrong. 
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Appendix 

 

Appendix 1. Cover Letter 
 

Dear ______, 

 

Thank you for accepting to participate in our research study. The following interview 

has been designed to collect information on how entrepreneurs engaged in a successful 

crowdfunding campaign utilize social media as a promotional tool and evaluate the 

effectiveness of their chosen promotional techniques. 

 

Your participation in this research project is completely voluntary. You may decline 

altogether, or leave any question blank that you do not wish to answer. Your responses 

will remain confidential at your request. All data gathered from this research will be 

used solely for the purpose of this research. 

 

If you agree to participate in this research, please answer the questions of the interview 

as best as you can. We appreciate as much information as possible to help our 

understanding of the problem at hand. 

 

If you have any questions about our research or need further clarification of any of the 

interview questions, please contact Benjamin Pool at XXXXXX@gmail.com. 

 

Thank you for your help. 

Benjamin Pool and Emma Bergström 
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Appendix 2. Interview Guide 
 

 Which channels of social media did you use to promote your project?  

 

 What was the organization’s general experience using social media prior to the 

crowdfunding campaign? 

 

 What were the intentions of using social media for the campaign, and did you 

fulfill your intentions? 

 

 Do you think social media is a necessary tool for promotion? Why/why not? 

 

 Were you able to connect with your target customer base?  

 

 How did your social media activities change over the course of the 

crowdfunding period? 

 

 How did you develop your social media strategies?  

 

 Did the customer’s opinion shape your final product beyond what was initially 

developed? 

 

 What other marketing techniques did you use to promote your project? 

 

 If you could redo your social media strategy, what would you do differently? 

 

 How effective did you find social media in comparison to traditional marketing? 

 

 How do you believe social media has contributed to the success of your 

campaign? 

 

 How do you believe traditional marketing has contributed to the success of your 

campaign? 
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