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Summary 
 
Internet is a growing channel for companies to conduct business. The internet is a competitive 
environment and it is hard to attract customers’ attention mostly because of the size of internet 
and the amount of information available it is hard to stick out from the crowd. One way to better 
reach specific customer segments is the use of interaction places on the internet called forums. 
On forums customers can share information regarding interest and experience about products. 
The recommendations that are given by other customers are perceived as more credible than 
commercial information only designed to sell. This communication between customers is known 
as word of mouth (WOM) and is a valuable asset for companies that customers has a positive 
attitude towards. The accessibility and wide reach of internet combined with the aspect of word 
of mouth makes this concept attractive for companies. 
 
There are a number of known approaches for companies to make their products visible on the 
internet forum. The word of mouth spread on the forum is not always positive and can be false 
accusations from unserious users. The forum is an opportunity as well as a threat and there is 
little a company can do to defend them selves against anonymous complaints. Marketers also face 
the challenge of managing the credibility aspect of being percent on a customer forum as a 
marketer since all information is perceived as non-commercial by the users. 
 
Our study concluded that companies should avoid having their own presence on forums since the 
credibility aspect pose a great threat to the company and their image. Companies should also 
consider which forum to be percent on and a guiding tool for this is the presence of moderators 
and rules to preserve the forum quality. This forum is a great information source for a company 
and is a good tool for feedback and the sharing of ideas.  
 
 

 



1 Introduction 
 
This chapter will give a brief background to the development of Internet as a market place and 
narrow it down to deal with specifically with Internet forum marketing. Finally this chapter will 
contain a problem discussion and research questions.  

1.1 Background 
 
Pallab (1996) writes that the increase in globalization of the world economy the market 
opportunities seem to be endless these days for most enterprises. But this fact also causes an 
increase in competition among companies in order to achieve a better advantage. Companies are 
departing from traditional strategies and tactics to explore new ways of competing on a local and 
global basis. The technology will change the way we know business today and the leap in 
technology will be an opportunity for most organizations by gaining access to a huge global 
marketplace.  
 
Rowley (2001) writes that the virtual marketplace requires a significant review of marketing 
communications. Marketing communication has traditionally been striving to direct the right 
message to a target market. In e-communication: The elemental nature of the marketing channel 
is different from previously established channels. The potential customer is global and it is no 
longer possible to view marketing communications online as a united grated part of daily 
business activities. (ibid) 
 
Solman and Youssef (2003) further argue that the turbulence on the Internet based marketing 
environment has forced companies to re-evaluate their strategies. Information technology is 
evolving so fast that it is impossible to predict the future of internet based communication.  
Within the next ten years Internet based business will outstrip the expansion of traditional 
business activities. The earlier companies adopt the new way of business the more likely they 
will survive and compete with their rivals. (ibid) 
 
A final statement by Solman and Youseef (2003) claims that firms must break new ground in 
Internet territory, in order to cease the emerging digital markets often identified as the global 
Internet market. (ibid) According to Chaffey, Mayer, Johnston and Ellis-Chadwick (2003, p. 7) 
one of the things forcing companies to change their marketing approach is due to the size of 
Internet making it almost imposible to select the appropriate marketing place and to define 
potential customers. Pitta and Fowler (2005, B) describes the usage of the customer to customer 
interaction place, called Internet forum, as a marketing place to bypass these problems. 
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1.2 Problem discussion 
 
Chaffey, Mayer, Johnston and Ellis-Chadwick (2003) describe Internet marketing as the use of 
the Internet and related digital technologies to achieve marketing objectives and support the 
modern marketing concept. These technologies include the Internet media and digital media like 
wireless mobile. According to Janal (2000) Internet offers the best multimedia tools for 
presenting information through the World Wide Web, a place where marketers can present their 
information with photographs, animation, sound, and text. 
 
Pitta and Fowler (2005, A) write that the buying and selling of goods and services over the 
internet is growing rapidly both in the business-to-business segment that increased from $406 
billion year 2000 to 1,823 billion in 2003 and in business-to-consumer where the same figures 
where $64 billon in 2000 and $144 billion in 2003. 
 
No doubt that internet commerce is a rising market with great opportunities for companies to 
increase profit, but it is hard for companies to reach a certain category of customers and to be 
recognized on the internet, Chaffey, Mayer, Johnston and Ellis-Chadwick (2003, p. 7) claims this 
to be an environment with over one billion web pages amongst which a companies compete for 
the attention of customers. Rowley (2004) writes in her rapport that the number of web pages 
created each day exceeds two million.  
 
Pitta and Fowler (2005, B) Concludes that the accessibility and the global scope of Internet as a 
tool have made Internet a widely used communication tool for companies and customers. The 
response of the increased usage and interaction interest of internet users has given birth to the 
virtual interaction place often referred to as the internet forum. (ibid) 
 
Pitta and Fowler (2005, B) has demonstrated theories that cover the practice of advertising on 
internet forums, benefits with this type of advertising is that companies can reach a very specific 
target group and have good chances to increase profit compared to the cost for the ad.  
 
Pitta and Fowler (2005, B) claims that a lot of the theory about promotion activities on internet 
forums are similar to theory concerning Word of Mouth marketing. This mainly because the 
communication and interaction process on internet forums is very similar compared to face to 
face communication. Stokes and Lomax (2002) have demonstrated that a broad range of literature 
on the Word of Mouth phenomenon in a marketing and consumer behavior context is already 
recognized. The most commonly used definition of WOM communications is the one written buy 
Arndt in 1976: 
 
“Oral person-to-person communication between a receiver and a communicator whom the person 
perceives as non-commercial, regarding brand, product or a service.” 
 
This early definition carries limitations in terms of classification. Internet forums and the virtual 
communication tools that internet is offering can be considered as word of mouth interaction for 
recommendation, complaints and the sharing of experience and knowledge. The word of mouth 
communication on the forum is viewed as independent from the topic product or service 
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discussed on the forum. (ibid) 
 
Rowley (2001) describes the internet forum as a channel rich in possibilities for users to interact 
with each other. Internet forums depend on the change of information and the communication 
exchanging this information. The nature of forums is learning more about specific topics 
discussed on the forum.  This is done trough e-mail user groups, consumer forums and interest 
forums. Information carried trough these interactions usually originate from those who view them 
selves as opinion leaders in the topic.  
 
Pitta and Fowler (2005, B) also state that marketers can design and implement user forums to 
gain mutual beneficial exchange from the relationship with the owner and/or certain members of 
the forum targeted. The sponsorship can take many forms regarding brand exposure and strategy. 
The author clearly states the difference between the market sponsored discussion websites, 
marketer sponsored forums and independent forums. Market sponsored discussion websites 
designed as an exclusive channel to users and forums working as a potential media for multiple 
companies. These sponsored forums overt the commercial idea of the forum as they generally do 
not welcome advertising from competitors as independent forums often do. (ibid) 
 
According to Pitta and Fowler (2005, B) independent forums have a big advantage towards 
sponsored forums as a credible source for advice and product recommendation. Compared to 
sponsored internet forums the word of mouth information exchanged on the non-sponsored forum 
is uninfluenced by formal forum sponsors. Credibility of the word of mouth processed trough the 
non-sponsored forums is an attractive marketing channel for companies aiming to promote their 
products to key segments in a formal or informal way. Formally meaning that a marketer 
officially sponsors one or several lead users on the forum and informal that they sponsor these 
lead users in a non-official way. (ibid) Stokes and Lomax (2002) write that intervening in the 
recommendation process is a way for companies trying to take control over the message and 
opinions spread among consumers.  
 
Stokes and Lomax (2002) state that several studies have shown that the most important source for 
small businesses is to create new customers is recommendations from existing customers. Many 
businesses are of the opinion that they do not need traditional marketing actions like ads and rely 
totally on WOM marketing; studies have shown this to be a fact regardless of what market the 
corporation is acting on. (ibid) 
 
The downside of word of mouth marketing on Internet forums is according to Rowley (2001) that 
the response can be both positive and negative and is constantly subjected to manipulation. One 
negative aspect is that the voice of unsatisfied customers tends to have a bigger impact on user 
attention than satisfied customers opinions. (ibid) 
 
Stokes and Lomax (2002 writes that previous studies on the process of word of mouth have taken 
place in ways that that might influence marketing strategies. These studies suggest that marketers 
could take a more systematic approach of the word of mouth phenomenon. (ibid) We see the 
word of mouth phenomenon in internet forums as something that needs further exploration.  
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1.3 Purpose & research questions 
 
The purpose of this essay is to illuminate strategies companies can use to promote their target 
group using word of mouth on non-sponsored Internet Forums. 
 
RQ1. How can companies use word of mouth on non-sponsored internet forums as a promotion 
tool? 
RQ2. What does a company see as opportunities and threats using this type of promotion? 
 
RQ3. What characterizes a forum interesting from a marketing point of view? 
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2 Literature review 
 
The purpose of this part of the essay is to demonstrate the theoretical part regarding this 
problem. This part will be implemented as a foundation for empirical data collection and the 
conclusions. 

2.1 Internet as a marketing tool 
 
Rowley (2004) writes that the internet has opened new ways for companies to reach customers 
and has made a major impact on marketing communications. Companies need to remodel Internet 
marketing communications and integrate it as a part of business operations. The internet 
communication is different from off-line market communications in many ways since it provides 
24 hour online interaction for people all over the world.  Internet is considered as an effective 
tool for attracting attention and creating awareness to potential customers using internet. 
 
The degree of internet involvement for companies is based on the stage of development of web 
presence.    
 

2.1.1 Stages of Internet commerce service development  
 

Stages of Internet commerce service development 
 
Stage Characteristics    Web site functionality 
 
Contact Promote corporate image   Content 
 Publish corporate information 
 Offer contact information 
 
Interact Embed information exchange   Communication 
 Targeted marketing effort 
 
Transact Online transactions   Commerce 
 Catalogue order/fulfilment 
 Interaction with trading partners 
 
Relate Two way customer relationship  Community 
 Full integration of internet capability into business 
 Service interface integrated with delivery and – 
 other business operations 
 
Source: Rowley (2004), p. 205 
 
The first stage in the model is a small evolution from printed media and is designed to work as an 
extended arm for other marketing communication activities in the company. Most companies 
today need some form of internet involvement but must take the strategic decision whether to 
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expand internet involvement but not all companies need to extend marketing communications to 
the third stage of the model.  
 
After the first stage of the internet commerce model companies need to establish the relation they 
are striving to establish to customers and design web activities accordingly. The desired result of 
these Internet activities is the emergence of interaction between supplier and consumer in a web 
environment. The web presence and availability of internet interaction applications between 
customer and supplier will establish a link between the parties. As a result of the established 
communication companies might identify and target online marketing efforts.  
 
In the later steps of this model the internet is used for transactions and order placements. The 
final step of the model is a two-way communication process between customer and supplier using 
the full capacity of internet as a tool for market communication. In consumer markets this often 
means that the consumer has full access to the organizational database. 
 

2.2 Objectives of marketing communications 
 
According to Rowley (2004) the intention of online based marketing communications can be 
viewed as an integrated part of the company’s over all strategy, mission and objective. The 
marketing objectives of on-line marketing communications can often be related to qualitative 
improvement of: 
 

• Improving company image 
• Gain better viability 
• Reducing costs trough more efficient distribution 
• Improve brand recognition 
• To educate and inform potential customers 
• To improve promotional efficiency 

 
Marketing strategies to active these objectives can be broken down into models that relate to the 
communication process. The models dealing with the communication process can be 
characterised by a three steps regarding behaviour patterns: 
 

1. The cognitive set where the potential customer becomes aware of the product offered by 
the supplier 

2. The affective stage when the potential customer forms his opinions and attitude 
regarding the product introduced.  

3. The behavioural stage when the customer decide to take action (making the purchase)  
based on the experience of  first and second stage of the model 

 
Rowley (2004) determine the fact that customers approach Internet in different ways makes 
promotional activities a challenge for attracting attention but as all media deriving traffic is 
important and requires lots of resources. Previous literature on the subject identifies that a span of 
interest can be identified. A person almost aimlessly searching the internet for information is 
referred to as (browsers). On the other side of the spectrum is the user searching actively for very 
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specific information. Browsing for information can start aimlessly and sometimes result in a 
focused area of interest for something attracting their attention. (ibid) 
 
Pitta and Fowler (2005, A) Explains that the community consist of groups of people that have the 
same interest or values and are willing to communicate ideas and thoughts with other people on 
the community.  Communities can be sorted in to two different categories, communities of 
practice which is bond together because what they do together for an example solve problems, or 
community of interest that consist of people that share the same interests and values. 
Specialization of these forums is incredible and the trend is that forums get more and more 
specialized which creates a more and more defined group for marketers to target. Over time 
community members will gain knowledge chaired by lead users, overtime this will increase the 
significance of the community and attract more members.  
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2.2.1 Stages of development in the forum life cycle 
 
This model describes the characteristics of the different steps in the forum life cycle from the 
birth of a forum to the inevitable death of it. All forums pass through different stages of growth, 
Pitta and Fowler (2005, A) explains that most forums tend to grow into the “coalescing” stage of 
the model as a technically knowledgeable person or group decides to create the forum. As the 
forum gain members it will develop into the “active” stage, from this stage the forum may 
develop in two directions where it will either constantly gain members remaining active or where 
it will loose members and evolve to the “dispersed” stage. The different stages in the forum life 
cycle may influence the decision for marketers to enter a forum. (ibid)  
 

 
Source: Pitta and Fowler (2005, A), p. 288 
 
One of the strengths of the internet community compared to interest groups is the lack of 
geographical boundaries. This can be identified as one of the key factors making it possible to 
bring individuals from big real communities with possibly few or no citizens interested in the 
same specific area together online with people sharing the exact same interests. This contributes 
to make the possible diffusion of the forum unlimited. An other strength of the internet 
community is the asynchronous interaction, which means that though a new thread is created at 
the forum it does not require an immediate answer, users can post an answer at a time the suits 
them. This also increases the security of the answers as respondents can think their answers over 
before they choose to answer. 
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Communities can be a great resource for customers that have already made a purchase decision; 
the community can help the customer with the ongoing process in several different ways. Such 
help might consist of troubleshooting to product optimization in order to maximize performance. 
A typical way to use this is through Word of Mouth communication, which today is not limited to 
face to face communication. Typically, in online communities as described above communication 
is related to problem solving or educational purposes. (ibid) 
 

2.3 The Word of Mouth aspect of Internet marketing 
 
Stokes and Lomax (2002) Says that one recognizable trend among small business owners 
considering their marketing is that they have a resistance towards formalized traditional 
marketing, instead they tend to relay on Word of mouth to create relationships with new 
customers. Despite this little is known about how Word of mouth (WOM) can be managed.  
 
The definition of WOM, mentioned in the problem discussion, is built on the traditional form of 
WOM and needs an update to suit our modern society with the Internet as a new arising 
recommendation and complaining medium. One other aspect proves that the model needs to be 
revised is that it assumes that the communicator is independent without bounds to brands or 
companies. This contrasts completely towards the growing cynicism on the Internet where third 
party advice is constantly questioned. With this background it is ironic how companies today 
constantly increase their intervention in the recommendation process in an attempt to control the 
communication process. In a traditional point of view WOM is aiming at communication 
between friends and relatives. With the Internet this conception is stretched out to comprise 
contacts on the Internet that can be spread all over the globe with their specific interest as the 
only thing relating them.  
 
Several studies have shown that the most important source for small businesses to create new 
customers is recommendations from existing customers. Many businesses are of the opinion that 
they do not need traditional marketing actions like ads and rely totally on WOM marketing; 
studies have shown this to be a fact regardless of what market the corporation is acting on. (ibid) 
 

2.4 The Internet Forum 
 
Rowley (2004) explains in her report that forums and portals attract a very specific audience and 
is often based on interests and other things people have in common. These portals are a very 
interesting tool for companies in specific market sectors. A portal often attracts a large audience 
but breaks it down to smaller group similar to segmentation efforts. Crucial for attracting an 
audience is the website design. The site design must appeal to the customer that companies desire 
to target and a critical success factor is the personalization of market communication to specific 
groups. Marketing communications in an online environment needs a great deal of sensitivity 
regarding customer behaviour and interests. The message of online communications has to be 
two way in order to be successful instead of broadcasting messages across this channel. (ibid) 
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Pitta and Fowler (2005, B) has found that the internet forum is divided into topic areas which can 
be further broken down into threads. Threads are discussion areas based around topic organized 
by the forum. A tread can run for years and it acts as a kind of website memory update for new 
users willing to participate in discussion held on the forum. A response in a tread written by a 
user is displayed instantly as the user is done composing the reply conversely responses can be 
posted and displayed years after the creation of the tread. Threads are often very active when 
recently posted with bursts of replies from readers. Periods of great activity on the forum can 
often be related to new product releases and new entrants on markets. Activity is often high on 
forums interested in these events but eventually users lose interest of the topic and leave the tread 
to rest until someone finds something interesting to add in the discussion.  This is how the forum 
works in an unsynchronised way allowing users to respond when they are available and feel for 
it. Posts submitted in the forum are available for anyone surfing the internet as well as forum 
members to read.  
 
This is an important convenience aspect of communication and it simplifies the aspect of 
interacting in an efficient way. Technology has made the internet a more accessible place as the 
availability of telecommunication increases. The text based forums are in general the most 
accessible and can be accessed even trough a lap-top or even a modern mobile phone. (ibid) 
 

2.5 The Forum users 
 
Pitta and Fowler (2005, A) writes that three key factors that make individuals join a forum can be 
identified, they share a common interest, forums build relationships with its members over time 
and finally the forum hosts the transaction between the members. Online communities satisfy all 
these three needs to differing extent, some forums may focus on the relationship building process 
and other forums at the transaction of information. The transaction of information is crucial to 
marketers each time members share information, every time a transaction take place it is a 
potential possibility for marketers to make an impression.  
 
New members often start of as so called “lurkers” which reads posts without participating in 
them. This behaviour makes the new member sense the atmosphere at the forum; eventually the 
new member will feel comfortable enough to enter the discussions. Over time when personalities 
start to show members of the forum build trust and relationships with each other. The strength of 
these relationships and the amount of trust gained is in direct proportion to the user’s opinions, 
judgements and recommendations over time. Users of the forum also have their private internal 
network through the PM (Personal Message) function, users’ trade information in a non public 
way and strengthen the relationships even further.  
 
Some users on the community stick out because they are frequent in their communication and 
because of their excessive knowledge and problem solving skills, this group of people on the 
community is usually referred to as lead users. Lead users are extraordinary compared to ordinary 
users of the community in several different ways, they have more experience than others, they 
have more interest in the particular area and they are more innovative. This makes them 
especially interesting for marketers since they act in a teaching way on the community, if 
marketers can influence them in any way the possibility is big that they will influence a great 
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number of ordinary users and hopefully boost sales.  On the other hand the desires of lead users 
must be fulfilled in order to reach out to the wide public and in that way lead users can be 
considered gatekeepers. If products or services do not fulfil the demands of lead users the lead 
user will not spread the good word of mouth and the marketing opportunity will be lost.  
 
Lead users commonly used in the development process in marketing, and have contributed with 
great knowledge and information valuable in the product development process. Their great 
knowledge of discussed subjects their lofty position as opinion leaders makes them extremely 
interesting as target group for marketers. Their problem is how to identify and reach the lead 
users. One way to do this is for marketers to perform focused discrete surveys of the forum to 
identify and categorize its members. (ibid) 
 

2.6 Theories applicable for marketers 
 
Pitta and Fowler (2005, B) writes that evidence has shown that communities of great size are less 
functional in terms of economic gain and effectiveness for members. Communities identified as 
potential marketing segments shows a curvilinear relationship regarding size and attractiveness. 
Forums very small or exceptionally large in size are less attractive for users and marketers trying 
to obtain some constructive information regarding member communication.  Large forums are 
often divided into sub topics to further divided areas of interest for users.  
 
The choice of using internet forums as a channel for promotions is implemented when potential 
customers are consulting other customers already familiar with the product discussed. Users can 
post messages specifically asking for opinions regarding product of interest. Potential customers 
can respond to answers given by other users response to the topic discussed on the public forum. 
As time goes by users becomes more familiar with forum members making the internet forum a 
customer network with virtual relations among users. 
 
This C-C relation formed on the virtual community is a powerful tool that marketers need to take 
in account since it has been proven to influence the choice of brand. Understanding internet 
communities and the purchase patterns of forum users is acknowledged as desirable for 
companies since it increases chances of blending products to appeal to certain predetermined 
groups instead of relying on segmenting on demographical variables such as age income and 
other indirect identification features mostly common for targeted customers.  
 

2.6.1 The WOM aspect  
 
Stokes and Lomax (2002) claim that many businesses actively choose to trust in WOM of tactical 
reasons, one example of this is that a small business could have difficulties to meet the increasing 
demand that a traditional marketing campaign might create. Secondarily this could end up with 
the business loosing the reputation built up over time by WOM, so in some situations it may be a 
good idea for small businesses to grow slowly and controlled by word of mouth. In other 
situations it may be a great disadvantage to use only WOM as it limits the possibility of growth 
and because the negative WOM often gets more wide spread than positive WOM. 
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A common misunderstanding is that WOM can not be controlled; because of this possibility to 
manage WOM can be lost. There are several ways to influence referrals and recommendations, it 
have shown that consumer participation during the delivery and buy process created a higher 
extent of positive WOM. Further studies have shown that especially influential people can be 
identified through active listening and questioning these persons is called opinion leaders or lead 
users. 
 
In order to minimize the consequences of negative WOM Stokes and Lomax (2002) write that 
companies need to have a well developed system to handle complaints. The complaints should be 
handled buy a person in the organisation with a decision making position and generous 
compensations should be standard. This action helps to decrease the number of complaints and 
also solves the problem quickly which minimizes the probability for negative WOM.  
 
Research shows that small gifts on a regular basis to lead users tend to increase the will to give 
positive WOM, if the gifts stop coming the amount of WOM will decrease and go up again if the 
gifts start coming again. (ibid) 
 
Stokes and Lomax (2002) writes that marketers rarely adopt the community view of their 
business, instead companies often rely on their experience and intuition as foundation for their 
marketing decisions even though this will result in marketing decisions based upon an image that 
does not agree with the image spread buy WOM. Informal corporate methods to gain data risk 
being an inefficient way to collect information about the non-commercial process of WOM 
recommendations, instead more formal ways should be used in order to gain proper information. 
(ibid) According to Pitta and Fowler (2005, B) marketers instead focus on needs and 
characteristics of the market targeted. Segmenting using forums can be an effective tool if used in 
a proper manner. Marketers using forums often try to gauge consumer preferences using different 
techniques. Marketers can implement and gain mutual benefit from forum networks by acting on 
the forum or sponsor a forum. The traditional approach of sponsoring a forum is the banner 
visible on the start page of the forum or a “click to view” adds. As with all media advertising the 
nature of mass advertising only allows a one way message. (ibid) 
 
Stokes and Lomax (2002) claims that the main reason why customers visit forums is to interact 
and search consumer-based information. Members seeking advice and help on a forum expect a 
non-commercial discussion about a product. If the information obtained from the forum shows 
sign of commercial influence the perceived value of the information obtained decrease 
significantly. Marketers seeking to use discussion forums as a mean of promoting their products 
must take extreme caution of what users tolerate in terms of commercialised messages 
broadcasted on the internet.  
 
One accepted scenario of broadcasting commercial messages on public forums is when users 
specifically request information about the product or service of interest. People rarely question 
companies answering those questions and share expertise knowledge in the subject. The tolerance 
of commercial companies positioning themselves trough forum advertising is a matter of 
tolerance which can be built over time but also be lost very quickly if abused companies has 
better chance of success if they chose an objective approach to the forum and focus on neutral 
expert advice appealing for forum readers rather than only promoting self interests. Positioning 
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on public forums is therefore be viewed as one of the most critical and challenging activity a 
marketer can use. If managed in a proper way company presence on public forum can be viewed 
by customer and company as a win-win situation. (ibid) 

2.6.2 CMC (computer mediated communication) 
 
Pitta and Fowler (2005, B) writes that CMC or computer mediated communication is a broad 
definition of communication mediated trough internet. The phenomenon of word of mouth falls 
within this definition but is narrowed down to describe only the non-commercial oral person-to-
person communication. 
 
When using CMC WOM marketing on the internet the internets facilitating nature of 
communication is a crucial success factor when designing marketing activities. The internet can 
provide one-to-one one-to-many many-to-many and even in some case many-to-one. The multi 
path communication media that internet is gives the concept of the right circumstances to form 
user groups and forums to create boundaries.    
 
When internet commerce started to form it gave birth to the concept of CMC. The concept of 
CMC refers to the communication in internet mediated environments such as forum discussions 
on the internet. One major difference to face to face communications is that the CMC is based 
mainly on a broad use of typed text as tool for communication. Face to face communications 
have a greater degree of context with body language and the use of senses to form perceptions 
regarding other users. CMC can not display this feature which leads to the influence of cue less 
interaction. In context this means that the message perceived by the receiver as either a clear 
rejection of a considerable source of opinions. The critical effect of the difference between CMC 
and face to face is that it takes much longer to gain trust using only one sense to base perceptions 
on. CMCs can still foster and develop relations between communicator and receiver based on the 
interaction. CMC communications on online forums is not as rich as face to face communications 
but practiced trough the community it becomes a worthy replacement to face to face interactions. 
The community makes it easier fore people to relate to others sharing the same interests or ideas 
as them selves. (ibid) 
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2.6.3 Lead user access 
 
Pitta and Fowler (2005, A) demonstrates that WOM is one of the most extensively practiced 
forms of C-C marketing. This is when customers share ideas and experiences about products and 
services. This practice has a limited scope since it reach one individual. Technology how ever has 
made WOM more effective in practice since it enables large groups to participate in discussions 
hosted on internet. Marketers’ seeking to exploit WOM as a promotion tool tries to make 
customers engage in discussions about the product and share their positive values about the 
product they have experience of. Marketers have taken this even further when aiming their 
promotion to online forums by promoting their message trough lead users. Lead users can start 
the discussion about products but once set in motion marketers have no way of controlling 
opinions spread among users.  
 

Lead user access model  

      
 
 

     
 
Advertiser                        Lead User 

      
 
     Consumers 
 
Source: Writers own design based on theory from Pitta and Fowler (2005, B) 
 
The strength of this promotion is the targeting aspect and the use of WOM in consumer markets 
can be an effective way of promoting specific products to specific people. Previous studies have 
concluded that the single most desirable use of word of mouth is when customers recommend 
other customers to use products. Users must approach this with caution because when doing this 
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the customer puts his reputation at stake by influencing other customers buying decisions. The 
influencer gains a higher status and credibility if after sales emotions is positive and the consumer 
is satisfied. If the product purchased does not meet expectations and does not lives up to the 
words of the other customer influencing the buy. The recommendation results in a loss of 
reputation and credibility for the person recommending the product.  

2.6.4 Static Communication 
 
 Promotion activities on forums can also be carried out without using the multi way 
communication aspect that internet provides. The aspect of one-to-many communication can be 
utilized on the internet forum by introducing press releases broadcasted on the internet 
community. The typical model for this is that organizations chose to send information to forums 
that has users identified by the company as potential customers. The forum acts as a pull medium 
for companies broadcasting this one-way message trough the forum. The press release is usually 
linked from the company website to provide readers with more information if interested. The 
users that access the site will have the opportunity to view the information but has no chance of 
interacting with it. This static pull strategy can be a good way of reaching multiple customers 
considering the limitation of the one way nature communication.        
 

Static communication model 

      
 
 

     
 
Advertiser                          Website 

      
 
         Consumers 
 
Source: Writers own design based on theory from Pitta and Fowler (2005, B) 
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2.6.5 Interpersonal 
 
The discussion approach represents a different approach of the CMC for forum users. In this 
approach customers posts threads to obtain the information they are seeking regarding use or 
features of a product. Once a tread is up any user can comment it and interact with the creator.  
Other people can read the message but also se the message history between the users writing in 
the tread. The interactive information using a thread has both benefits and drawbacks mentioned 
above regarding credibility of advice and the option to ask specific tag questions. The biggest 
issue is that the source of advice and information is often unknown in terms of identity and 
relation to the product discussed.   
 

Interpersonal communication model 
 

   
Consumer A    The Forum    Consumer B 

 
 
Source: Writers own design based on theory from Pitta and Fowler (2005, B) 
 
The final way of approaching the forum as a market place is interacting directly with forum users 
utilizing the contact info provided as a contact service by the forum. Most forums have a private 
message service allowing users to contact each other directly without anyone intervening or 
commenting. E-mail addresses to forum members are also often available and are displayed for 
all users and readers to see.  The e-mail communication takes place outside the boundaries of the 
forum but is a result of the contact services that forums provide. The messages broadcasted using 
this method avoiding public viewing is often to private to be displayed in the public forum. Users 
communicating directly one-to-one often develop a great deal of trust and the relation starts to 
build.  
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Marketer to forum communication model 
 

     
Advertiser        Consumer 

 

 
                 The Forum 

 

     
Consumer        Consumer 

 
 
Source: Writers own design based on theory from Pitta and Fowler (2005, B) 
 
The final outcome of firms interacting directly to users in privacy is off-line interaction and 
visits. The first step towards off-line friendship is often telecommunication but also face-to-face 
visits and meetings between firm representatives and customers. (ibid) 
 
Sponsorship of forums or members is controversial according to Pitta and Fowler (2005, A) since 
sponsoring inflicts with the independency of the forums; however sponsoring can be used on 
forums or members but must be carried out in a very delicate way to be successful. Delicate 
meaning that the independency and member trust for the forum must be obtained at the same 
level as before the marketing action took place. There for it is crucial that the forum remain 
neutral, since users tend to value the forums based on its independency.  
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2.7 Identification of a forum suitable for marketing actions 
 
Earlier in the text we referred to the lifecycle of the forum (page 8), as one can understand after 
studying the figure timing is essential when you want to do marketing on an internet forum, 
especially as the life of the forum is out of marketers control. (ibid) 
 
Flavian and Guinaliu (2005) write that one of the most elemental criteria for defining an online-
forum is the vales and attitudes uniting individuals on the forum. Members of a community often 
have shared interests or attitudes which form the foundation for building an online forum. 
Identification among forum members is not only what they like. Forums often unite opposition 
attitudes held by forum members. A common phenomenon to forums is traditional events that 
give members a greater sense of belonging to the forum. Shared activities on forums also foster 
the shared view of moral attributes among members. Great group cohesion and common respect 
for users is important for the further existence of the forum. 
 
For the community to be recognized as a place worth aiming marketing efforts to the forum it 
must show certain features. Values and ideas common by members must show a sense of stability 
growth and loyalty in order for the marketer to assess the group active on the community. (ibid)    
 
Pitta and Fowler (2005, A) found that one absolutely crucial factor for marketers is the credibility 
of the forum; one common way is that the user must register with a valid e-mail and/or real name 
which may be public or none public. This reduces the risk of fraud and also makes people feel 
accountable for what they write. False e-mail addresses can not be used as the registration require 
the member to answer the mail in order to complete registration, in case of crime a user can be 
traced trough the e-mail supplier using IP-addresses. Off cause a forum that requires the user to 
reveal its real name in public on the forum instead of a nickname increases the validity of the 
forum and decreases the risk for improper behaviour. (ibid) According to Pitta and Fowler (2005, 
B) this is a major issue for internet forum discussion and the sustainability and credibility for the 
forum. A few members misbehaving can spoil an entire forum when displaying their bad 
behaviour in online discussions. The requirements described above must be complemented with 
rules of behaviour within the forum. Forums often have “guardians” referred to as moderators 
preventing misconduct by constantly monitoring activity on the forum and removing users that 
misbehave and controversial material inappropriate on the forum. Other users can also apply 
pressure on misuse by actively take a stand against misconduct. Repeated misconduct eventually 
leads to banning of a user which no longer can access the forum. (ibid) On the other hand Pitta 
and Fowler (2005, A) claims that the forums that do not display the real name have some 
advantages through its anonymous kind, one advantage can be that subjects that would never be 
discussed in public can be discussed without revealing the users true identity. (ibid)  
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2.8 Implementation for marketers (Conceptual framework)  
 
This section will present the edge of the theory found for answering our research questions, it 
will form a framework that will be compared with empirical data in chapter five. 
 

2.8.1 WOM 
 
According to Pitta and Fowler (2005, A) it is important for marketers to consider that the word of 
mouth message spread on a forum does not only include good or bad about their product and its 
performance but also the reception customers get in their contact with the company. One very 
good example of this is www.pricerunner.se where customers review and judge both suppliers 
and products. A good reputation is built upon good service and products over a long period of 
time and might be lost in an instant especially if the marketers take to active role at the forum 
making members’ se the forum as self-serving. This is one of the biggest dangers of applying 
sponsorship to lead users in an unofficial way, it this hidden relationship is revealed there is a big 
risk that both the marketer, lead user and possibly even the forum will loose its credibility 
depending of the extent of the relationship. The way to go might instead be that the sponsor keeps 
in the background of the lead user relying at the positive Word of Mouth created by the lead user, 
taken that the forum members is satisfied with support and the products over time, a solid relation 
with the brand will be built. (ibid) 
 

2.8.2 Lead users 
 
Rowley (2004) writes that Internet communication provides great opportunities for word of 
mouth communications between customers interacting with each other trough user groups’ 
forums portal discussions and other interaction websites. The public opinion can often be traced 
back to people that view them selves as opinion leaders. Word of mouth communications can 
carry positive or negative attitudes towards products. The volatile character of people’s attitudes 
is always a subject for manipulation. A large threat for companies subjected for word of mouth 
judgement by customers is that the voice of the unsatisfied customer is much often more 
interesting for other customers when evaluating suppliers and products on Internet discussion 
sites. (ibid) 
 
Stokes and Lomax (2002) write that firms selling lawn mowers might implement this sponsorship 
by sponsoring garden care discussion forums. By doing so they will have the benefit of reaching 
a in depth segmented group interested in gardening. The sponsorship acts as a possibility to give 
detailed product information. The discussion might be implemented as a source of information 
for a market introduced with a new product. The extended form of this sponsorship is to 
implement the customer-to-customer interaction. Sponsoring customers requires extensive 
knowledge about the nature of the community forum and the risk of devastating strategic 
decisions. To understand this company needs to se the forum trough the eyes of its customers. 
(ibid) 
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2.8.3 Identification of forum 
 
The attitude among members and the administrators of the forum is very important; this reflects 
the stability, credibility and loyalty on the forum. Serious forums often require that you register 
with a valid e-mail address and some times even your real name before any information of the 
forum is accessible. This is one way to safeguard the forum from unserious members that will 
lower the credibility of the forum. Another way to secure the forum is the use of moderators that 
constantly read through threads of the forum searching for discussions that is not in line with the 
rules of the forum. Members that break the forum rules should be warned or excluded from the 
forum in order to secure the credibility of the forum and to remain the members trust. These 
factors are crucial for marketers to identify in the process of identifying a forum interesting from 
a marketing point of view. 

2.8.4 Final implications 
 
According to Stokes and Lomax (2002) marketers could explore the possibility of promoting 
their products using internet forums. The approaches previously explained can be a guiding tool 
form managing this task. The choice of weather to sponsor forums or have their own presence on 
a forum is a strategic choice to make. A key aspect is early involvement with users with a passion 
for the subject they are more likely to boost the positive image of the firm involved in the forum. 
The forum can also be a source of inspiration to new products by listening to the opinions from 
forum users evaluating the product. 
 
Organizations that follow the rules of the forum by acting with care and pursue the quest of 
building trust to forum members in an ethical way may have the benefit of achieving a marketing 
advantage to a low cost. As long as firms act in a proper manner they avoid damaging the 
credibility of the forum and can exploit the benefits. Organizations trying to achieve this task 
may have to reorganize the marketing efforts making forum presence a prioritized task for 
marketing divisions. (ibid) 
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3 Methodology 
 
The purpose of this part of this essay is to identify the methods implemented in order to achieve 
the purpose of this essay. Based on features of this problem, methods for reaching the purpose 
will be chosen. 

3.1 Research purpose. 
“The purpose of this essay is to illuminate strategies companies can use to promote their target 
group using word of mouth on non-sponsored Internet Forums.” 
 
Based on the choice of these strategies we want to be able to see what opportunities and threats 
the forum environment provides as a promotion tool for the firm using forums as a channel. We 
have previously learned that there are many forums out there and we want to know how a 
marketer select and implement a forum suitable for promotion activities.  
 
Our study is designated to be exploratory due to the fact that we are trying to identify and define 
complications and possibilities within the chosen problem area. This way of promoting products 
is quite new and shows unique features in a field that is relatively new as subject of study. The 
vision of this essay is to find something to contribute in this field of word of mouth marketing in 
an online forum environment. The empirical part of this essay will be the imitating factor when 
giving the contribution within this problem area.   
 

3.2 Literature  
 
The availability of scientific studies made specifically on internet forum marketing was very 
limited on the other hand we found a lot of studies on strategic approaches for word of mouth 
marketing and the use of internet as a tool for promotion. Because we could not find any case 
study conducted within our problem area we chose to explain this phenomenon in a descriptive 
manner. We started gathering literature by searching Emerald and Ebsco for previous work 
within the subject. This gave the study a deductive approach to this area of research. We choose 
to keep the amount of information from printed books regarding forums and internet to a 
minimum since the development of internet is taking place so rapid that once printed, books will 
be too old.  
 
Word used searching were:  
Search words: Internet forum, Word of mouth, Forum marketing, Internet Marketing 
 

3.3 Research Approach 
 Given the nature of this problem it seems that the qualitative way of approaching this problem 
area is a better way of describing this matter rather than the quantitative approach. The purpose of 
this essay is better described in words rather than numbers which Denscombe (1998, p.204) 
explains as a central difference between a qualitative and quantitative approach to an area of 
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research.  
 
We also think that the problem is captured more in depth using qualitative data. Still there are 
important potential flaws using qualitative data when drawing conclusions based on the data 
collected. Denscombe (1998, p.36) writes that representatively is a great issue regarding 
qualitative research and that the targets selected for the research might not be representative for 
samples as a group. This is more likely to occur when choosing the qualitative approach as 
research method since it focuses on a limited number of special units. The diversity is the essence 
of the qualitative research approach to a problem and capture complex subtle and sometimes 
contradictory empirical findings. Qualitative research tends to be based on a sequential discovery 
of units targeted for research. This often leads the researcher to a non randomized selection of 
samples as targets for research (ibid)  
 
Given the problem and the nature of the data needed for this essay we found that a qualitative 
research approach was suitable. The essay is trying to capture a way of implementing word of 
mouth marketing and is according to us better described in words rather than numbers. 
Denscombe (1998, p. 203) explains that the distinction between qualitative and quantitative 
research is the handling of data rather than the research method it self. (ibid)   
 
Regarding the fact that this essay will be conducted as a single case study as a result of a limited 
time and resource restraint limits the ability to generalize what we have found for similar 
companies. The main focus given the circumstances will be providing some key concepts 
available for further research or something that both the theoretical and the empirical agree upon 
as elemental in terms of promotion activities on public internet forums.              
 

 3.4 Research strategy  
 
According to Denscombe (1998, p. 42) case studies focus on research units in order to give depth 
to experiences, relationships and processes that occur in this specific research unit.(ibid) We like 
to obtain depth rather than scope in our study and therefore we prefer the case study as research 
strategy. This study is also focusing on a single unit and has no valid chance of making a 
generalization for companies or organizations in general using word of mouth marketing on 
forums. This is why the single case study suits our purpose and research problem in a manner that 
enables us to ask how and why in the questions stated as guidelines for our research and the 
company chosen for this research.  
 
Another valuable asset of the case study is that it does not require control over the environment 
targeted for research. Denscombe (1998, p. 42) writes that the case studied usually already exists 
and is not a situation externally affected by a researcher. Researchers conducting experiments do 
this in order to isolate certain variables that enable them to measure certain data. (ibid) We want 
to reflect reality rather than isolated events occurring under manipulated circumstances. What we 
will find might be contemporary events as well, occurring under special circumstances. Still the 
issue of becoming a “victim of circumstance” is from our perspective a risk worth taking in order 
to conduct this case study. This discussion leads us to the issue of choosing the case we want to 
analyze in this study.  
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Denscombe (1998, p. 44-45) states that disregarding the subject, a case chosen for study needs to 
be deliberately chosen from a large group of potential cases. A well performed case study 
requires a critical discussion based upon this issues regarding case selection. The criteria of 
selection must also be tied back to the purpose stated for the research. Four basic motivations for 
choosing a case can be identified. Depending on purpose a researcher can chose:  

 
• The typical research unit, because it is similar to other units which might allow 

generalization      
• The deviant unit, to identify the factors making it special in terms of difference to other 

units. 
• The theory testing unit, to test or build theories based on previous research. 
 
• The least probable unit, in order to test the validity of theory where it is perceived to be 

least likely to work. 
 

3.5 Sample selection  
 
The company selected for interviews is a small company located in Sweden. Name and branch of 
the company will remain anonymous to respect the sensitivity nature of marketing information 
needed for this study. 
 
Our choice of case and problem area started as a sequential discovery of a company with truly 
unique features in a field of business characterized by focus differentiated products designated to 
fit a very small number of customers. Theory has given us valuable clues about the impact that 
differentiation might have on internet forum-promotion based on previous studies. In this sense 
we see the argumentation of case as a matter of perspective and interpretation of previous 
knowledge. The case we have chosen is deviant in terms of product since there are very few 
companies doing the same thing on a global scale but typical in the scope of comparing it with 
other companies selling highly differentiated products. This industry can be seen as similar to the 
aftermarket automotive components designed to fit only one specific car model. Considering 
these facts we see our research unit chosen for this case study as deviant in the scope of product 
and being one of a hand full in the world within this business. The approach of identifying this as 
a typical research unit characterized by the feature of providing a focused product is not 
something attainable in a single case study. This issue requires multiple case studies but we 
characterize our case as a deviant unit also in regards of company size field of business and 
promotion portfolio.         
  

3.6 Data Collection 
 
In regards of the research approach and the information needed for this essay we consider face to 
face interviews as the only option for sufficient data collection to meet our requirements. We will 
conduct an interview with the executive manager and owner of the company selected and 
construct an interview dealing with how the company is implementing the forums as a promotion 
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tool. The interview will focus on how the manager has implemented the forums as a part of the 
company’s promotion strategy and some aspects around the forum capturing the essence of our 
research questions. 
 
We have created an interview guide based on issues presented in previous studies containing 
topics that need to be discussed in order to provide answers to our research questions. The 
interview will be carried out as a semi structured interview recorded on tape. The semi structured 
interview is the method we consider as one of the most suitable ways of gathering the 
information for this study since the subject requires some extent of flexibility in order for it to be 
more dynamic. Some degree of control is still required to keep the interview on track. 
Denscombe (1998, p.135) writes that the importance of the semi structured interview is the 
response person developing his thoughts and opinions regarding the subject. (ibid) The response 
persons will have the questions two days before the interview in order to prepare his answers and 
if needed refresh his memory regarding the questions we want to ask.  
 
The empirical data collected from the interview will be assessed in relevance to the research 
questions stated and encrypted in the interview. If empirical response is inadequate to be 
compared to theoretical framework for this study a second interview will be carried out face to 
face or over telephone depending on the availability of the manager. However this proved to be 
unnecessary after data collection. Data collected and compared with theory will be analyzed 
within the conceptual framework of the literature review for this case. The tape recorder will be 
vital for us when returning to actual formulating of answers that can be a matter of interpretation. 
Notes will also be a part of processing the empirical findings into written empirical data. 
 

3.7 Validity and reliability 
 
Objectivity is a major issue for us regarding this study since both of us has a good relation and 
positive opinions towards this company as both of us consider his business interesting. A good 
relation jeopardizes objectivity towards a response person and the reliability aspect of our 
research.  
 
Denscombe (1998, p. 244) states that when interpreting qualitative data the identity, value and 
attitudes of the researcher can not be foreseen from the analytical process. In the field of 
qualitative research it is commonly known that the identity of the researcher has an important part 
to play in the analytical processing of data. The researcher could have a critical distance to his 
normal everyday values and attitudes and not take an active part as long as he has the role of a 
researcher. 
 
The risk of glorifying is eminent but will be taken into account while performing this study. The 
conceptual framework designed for this study has been extensively built on arguments made by 
Dennis Pitta and Danielle Fowler making this study relies heavily on their previous work within 
this field. We see this as a way of giving depth to our essay since this is the only reliable theory 
explicitly implemented on internet forums. Without their work the forum aspect of word of 
mouth implementation would be lost taking the edge off this research and making it more 
general. Problem arising from that dilemma would have been serious enough to consider another 
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subject or approach. Other contributions to this study are previous studies about word of mouth 
marketing. In the literature review we can see that the word of mouth phenomenon shows great 
similarities between online and face to face communication but we needed the previous studies of 
Pitta and Fowler to defend and define circumstances that makes the internet forum environment 
truly unique.  
 
Another precaution to defend the reliability of this essay is keeping the response company 
anonymous. The possibility to get reliable empirical data from the response person increases if 
we are able to eliminate the risk of sensitive company information leaking to the public. Another 
aspect is that these promotion activities can be seen as controversial to some and needs to be 
treated with care.  
 
The validity precautions made in this study are supposed to reflect the purpose of this essay 
stated as “a company” not companies in general.  This is why this study needs further evolvement 
to support generalization for a group of companies. Limitations have been determined previously 
in this chapter and must work as a guide for us when drawing our conclusions so that the validity 
aspect of this essay will not be foreseen. The extent of conclusions must reflect the study based 
on a single case and not as a group since little is known about the promotion activities of similar 
companies in similar areas.   
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4 Data Presentation 
 
This chapter will present the data collected from the interview with the respondents. It will also 
give a brief presentation of the company studied in this essay.  

4.1 Conceptual sample framework  
 
The anonymous response company is located in Sweden and is a leading manufacturer of engine 
components and vehicles. The company is relatively new in a young branch of business. The 
branch SNI code is 34300. 
 
According to Affärsdata the response company shows impressive numbers in growth and has 
increased their turnover with 6.5 million SEK the last three years. In 2004 the company had 7 
employees and an impressive profit margin of 1.1 million SEK.  The company manager estimates 
that approximately 80% of total sales are exported to the U.S. The focused differentiated product 
sold has very few potential customers domestically.(ibid) 
 
The respondents at the company were two persons both familiar with the subject. One of them 
was the founder and owner of the company. The other one was an employee at the firm and is an 
experienced forum user.    

4.2 Presentation of collected data 
 
The data collected will be presented by each research question. Note that some of the questions 
in the interview guide are applicable on several questions and therefore the data presented here 
may not agree completely with the order given in the interview guide. 
 
4.2.1 Research Question 1  
 
“How can companies use word of mouth on non-sponsored internet forums as a promotion 
tool?” 
 
The business owner explains that he does not write at any forum he read threads concerning some 
of the company’s products to check out what people think of them. One of his employees is 
active in one Swedish forum for his own personal interest and not as an official representative for 
the company and not taking any stand in discussions about the company products in the forum.  
 
According to the employee you should never enter a discussion regarding attributes of products 
with a competitor or a person at a forum. First of all it is very hard to keep the discussion at a 
businesslike level; secondly it is completely public to everyone at the forum which unavoidable 
will give both participants of the discussion bad reputation. There is a codec that you never ever 
spread bad word about any competitor or their products since it will come back at you. If this 
would happen the company has a certain plan to handle possible smear or slander on the forums, 
they will simply contact the moderator of the forum and the user will be banned from the forum 
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or in some cases even reported to the police. The company representative explains that they have 
never been forced to use this plan probably because of that the forums they pay most interest in is 
forums that pay big attention to how the forum rules are followed and that competitors now that it 
would only strike back on them.  
 
Questions that could be answered on a forum should be straight forward questions that can be 
answered with a short informative answer and should consist of the same information that can be 
found on the FAQ section of the company website. The risks of entering discussions, informal or 
formal, actively trying to influence in favor for the company is according to the respondents to 
big and would create massive credibility losses if discovered. Our respondent is of the opinion 
that all kinds seriously intended questions should be answered through mail or phone. This 
support approach helps the customers using the right channels for support. Frequently helped 
customers share the solutions given through the proper support channels with other users of the 
forum, this lowers the probability for the company to answer the same question several times. If 
problems with products occur this can be identified either through passive reading on the forums 
or through several customers contacting the company. The time frame from where a problem 
occur until that the company hear about the problem is often very short, and gives the company a 
good chance to solve the problem in a quick and smooth way to minimize the extent of negative 
Word of Mouth. When a solution to a problem can be presented information will be distributed to 
customers who will forward the information to the forums and make it available to all members.  
 
This and the fact that this company rely on lead users and satisfied customers to spread the 
positive word of mouth and defend the company against negative Word of Mouth makes it 
pointless for the company to enter any kind of discussions on the forum. One employee tried to 
be active at the biggest forum in the USA which is the main market of the company’s products. 
Even though the was not an official representative and did not perform any kind of marketing 
activities people soon started to grow suspicious about his knowledge about the company’s 
products and soon they found out that he was an employee of the company. This discovery leads 
to a totally unacceptable situation where users started turning to this representative with a huge 
amount of questions which he could or should not answer. The questions where mostly about 
when they could expect delivery of ordered products, this is a question where the company could 
and should not answer mostly because they will bypass the retailer and possibly put him in a 
conflict with the customer. One other issue is the time aspect; the employee stated that over one 
weekend he got more then 20 personal messages in his inbox mostly containing the question 
“When will I get my product” it would simply be to time consuming to answer all these 
questions.  
 
Instead of having their own presence on the forum the company uses what they refer to as Gold 
customers which are customers that are well known among the target group and have reached 
something that could be described as a star status. A lot of users and potential users look up to 
these people and in some sense want to be like them. Their comments, opinions and event 
descriptions are followed closely by a large number of forum members and this makes these Gold 
customers the perfect target group for sponsoring as they will spread the Word of mouth to a very 
high extent. The response company gave the example of three individuals seen as gold customers 
active on internet forums. The company uses these customers to reach out with news about new 
products and to create teasers on the forums. The passive reading of the forums and the Word of 
Mouth spread by the lead users is the key that makes it possible for the company to stay inactive 
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on the forums and stay unexposed to the direct threats of using the forum as a marketing tool and 
still spread the word of mouth.  
 
Information regarding new products is never released on the internet before the product is fully 
developed and available to order, mostly because ideas and solutions is instantly stolen by some 
of the company’s competitors. The same idea goes on with the installation guides where the 
company deliberately sends paper copies with low quality images to make it harder to spread 
copies of material on the internet.  
 

4.2.2 Research Question 2 
 
“What are the opportunities and threats using this type of promotion?" 
 
The best opportunity that internet provides is the fast way of spreading information. The 
communication on the internet forum provides a fast way of receiving feedback from customer 
who bought the product.  
 
If a critical error on products is detected by customers using the internet forum the company can 
solve the problem either by giving supplementary information over internet or replacement kits to 
customers who already made the purchase. The opportunity for the company is the constructive 
feedback given by customers who share their experiences with other members reading on the 
forum.  
 
The feedback on the forum is desired as long as it is constructive. The employee on the company 
is the experienced forum user on the response company and he explained for us about the 
undesired part of the forum feedback. A friend of the employee is running a Swedish forum and 
the employee is a moderator on that forum. He has encountered cases when forum users are 
spreading lies about a company and shows all sorts of offensive behaviour towards others. He 
explains that there have even been cases where the verbal disputes have resulted in police 
investigation as a result of someone threatening a user online.  
 
Anonymity is seen as the key to this problem and explains that a wish would be to require at least 
a valid e-mail address to every user on the forum. The employee states that a completely 
anonymous forum with a poor moderation is nothing but a virtual graffiti wall for people to leave 
their mark on. He also says that if criticized on an anonymous forum you have little chance of 
contradicting the critics spreading lies. Their anonymity makes it difficult for you to defend your 
company against smearing and people spreading lies. The employee calls these troublemakers 
“internet warriors” and the employee knows from experience that they are mostly teenagers that 
are looking for attention. These people spread a lot of negative opinions on the forum but rarely 
in e-mails directly to companies. The comfort of being anonymous behind their untraceable 
school computer allows this sort of activity. The employee seems to have encountered these 
people many times before as a forum moderator and they make the forum uninteresting from a 
marketing point of view since the quality of the forum significantly decreases. The employee see 
most desired solution to the problem would be asking for a full name displayed for users to see 
but the employee think this is hard to achieve in a place like a forum.  
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The American forums are the most attractive since they hold most of their customers. What 
people achieve with the product that the company is selling is what the manager sees as the main 
opportunity to positive publicity on the internet forum. Forum users often tell their story after a 
weekend of using the product. Their stories often carry the message of new sensations in 
performance achievements. The employee states that “this kind of publicity can not be bought 
with money” and is directly tied to the performance of the product.  
 
 There are often stories of spectators witnessing the event and giving their story and there are 
often multiple threads on the forum about the same weekend event and the outcome, often 
including videos and pictures. The manager says that you can sometimes know everything 
without being there only by reading on the internet forum. The forum allows digital movie clips 
for users to see which gives a richer way of sharing experiences.  
 
The customer experience is how ever not always positive. The manager knows that customer has 
experienced problems with the company’s latest creation. Customers have written on the forum 
about material deformation as a result of product usage. Before users knew the problem they 
experienced loss of performance and had no idea of what was causing it.  
Customer experiencing the same problem gave online support to other customer sharing the same 
problem to help them solve it.  
 
The manager explained the circumstances are unique for this product when facing complaints. 
This product is an after market extension that changes the original product specifications given 
by the factory. When changing the original product all guarantee for the product is no longer 
valid. The classification of this product is similar to competition equipment. The manager 
explains that small adjustments made in the wrong way can damage user and in some cases user.  
The company is in no way responsible for damage. The manager explains that they are 
investigating the cause of material deformation and depending on what they find they will 
compensate customers with replacement parts. If something is replaced it is strictly a matter of 
goodwill. 
 
 The manager explained that the company use these acknowledged problems discovered by 
customers using the forum to promote new products. He says that no one expect a product like 
this to work flawless or at least to have some kind of problem. The web promotion for products to 
come explains the past problems and what was causing them. The new product will not 
experience similar problems since a new solution is presented.  
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4.2.3 Research Question 3  
 
“What characterizes a forum interesting from a marketing point of view?” 
 
The employee explains that the forum suitable for marketing activities is free from smearing of 
companies and individuals. The forum interesting for marketing activities gets rid of these 
individuals by having clearly defined rules about acceptable conduct by members. The employee 
sees the moderator role as crucial in the issue of preserving a good quality on the internet forum. 
A good point to start is the requirement of a displayed email address for every registered user. 
The foundation of a healthy forum where companies can promote products and monitor customer 
opinions is not the rules on the forum itself. Forums with strict rules quickly grow bad if the rules 
are not enforced by the forum owner. 
 
The manager and the employee agree that the best forums for market activities are the American 
sites since most of their customers are located there. The employee explains that these forums 
have strict moderation and holds an estimated 80% of the company’s customers. American 
forums are different in the sense that companies active on these forums is granted a “sticky” and 
has a better ability to comment things before the regular user. The company consider these 
forums as desirable for marketing activities since they provide a good source for the company 
without facing the problem of people smearing the company and spreading lies.  
 
When analysing a potential internet forum in the aspect of the forum lifecycle the company points 
out that it is useless to even read a forum that has not reached the active stage in the model. It is 
not until then the character of the forum is starting to show. Depending on what direction the 
forum is evolving in you can decide if it is suitable for marketing activities. 
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5 Data Analysis 
 
In this part of the essay we will compare collected empirical data with theory in chapter three.  

5.1 Research Question 1  
 
“How can companies use word of mouth on non-sponsored internet forums as a promotion 
tool?” 
 
Pitta and Fowler (2005, A) writes about the importance for marketers to consider that the word of 
mouth message spread on a forum does not only include good or bad about their product and its 
performance but also the reception customers get in their contact with the company.  
To handle this respondents say that they never enter a discussion with a competitor on a forum. 
Mostly because it is almost impossible to keep discussions on a businesslike level and because 
the discussion will take place in public where anybody can see and judge their answer. To stay 
away from writing on the forums is a way to keep their good reputation.  
 
According to Pitta and Fowler (2005, A) a good reputation is built upon good service and 
products over a long period of time and might be lost in an instant especially if the marketers take 
to active role at the forum making members’ see the forum as self-serving. Rowley (2004) writes 
that people are growing cynical on the Internet and that third party advice is constantly 
questioned. With this background it is ironic how companies today constantly increase their 
intervention in the recommendation process in an attempt to control the communication process. 
(ibid) 
The company are of the opinion that you could never remain anonymous on a forum and that the 
risk of entering discussions on a forum anonymous or not is too big because the potential 
credibility losses. The company however states that if information should be released it should be 
of informative character and that it should basically be the same information that the customer 
can find on the FAQ section of the company’s website.    
 
Stokes and Lomax (2002) writes that many business owners choose to rely on WOM to increase 
their sales in a slow and controlled way in order to minimize the risk of being unable to meet 
demand that a marketing campaign can create.  
The business owner explains that he rely on WOM to spread positive recommendations regarding 
his products. He does not write at any forum he only participate passively reading threads 
concerning some of the company’s products to check out what people think of them.  
 
Rowley (2004) writes that the public opinion can often be traced back to people that views them 
selves as lead users. Compared to marketing when the marketer is present at the forum the way to 
go may be that the sponsor keeps in the background of the lead user relying at the positive Word 
of Mouth created by the lead user. (ibid) 
The company do not take any active part at any forum; instead they rely in what they refer to as 
Gold Customers to spread the word of mouth. These so called Gold Customers can be recognized 
as what Rowley refers to as lead users.  
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Stokes and Lomax (2002) exemplify that firms selling lawn mowers might implement this 
sponsorship by sponsoring garden care discussion forums. By doing so they will have the benefit 
of reaching an in depth segmented group interested in gardening. The extended form of this 
sponsorship is to implement the customer-to-customer interaction. Sponsoring customers requires 
extensive knowledge about the nature of the community forum and the risk of devastating 
strategic decisions. (ibid) Pitta and Fowler (2005, B) earlier mentioned that one way of 
approaching the forum as a market place is interacting directly with forum users utilizing the 
contact info provided as a contact service by the forum. Most forums have a private message 
service allowing users to contact each other directly without anyone intervening or commenting. 
(ibid) 
The company have tried to be present at one of the forums in USA and soon found out that it was 
an impossible situation since people grew suspicious and understood that he was working at the 
company. This lead to that forum users started bombarding him with questions that he should or 
could not answer, so his presence at the forum became untenable. The idea that Pitta and Fowler 
have about direct personal message is rejected due to that the situation soon would go out of 
control with more questions going in than promotion going out. 
 

5.2 Research Question 2 
 
“What are the opportunities and threats using this type of promotion?" 
 
Rowley (2004) writes that a large threat for companies subjected for word of mouth judgement 
by customers is that the voice of the unsatisfied customer is much often more interesting for other 
customers when evaluating suppliers and products on Internet discussion sites. 
If a critical error on a product is detected by customers using the internet forum the company can 
solve the problem either by giving supplementary information over internet or provide 
replacement kits to customers who already made the purchase. One big opportunity for the 
company is the constructive feedback given by customers who share their experiences with other 
members reading on the forum. In general the company refers to feedback on the forum as 
something positive as long as it is constructive. They also mention that there is always the 
opportunity to turn a flaw in a previous product to a strength when launching a new model. This 
can simply be achieved by specifying that the previous problem have been solved with the new 
product.   
 
Pitta and Fowler (2005, A) saw a big danger with the unofficial official sponsoring of a forum 
and the loss of credibility it would cause. The respondents’ agreed on this by saying that if we 
actively tried to market ourselves on the forum it would result in a massive credibility loss for us 
as a company as previously mentioned in RQ1.  
The opportunity for word of mouth  on the forum that  Rowley (2004) described between 
customers and companies participating on the basis of more than commercial interest was seen as 
by the author as an asset. The response persons had a different approach on this but agreed that 
the information was seen as desirable. They saw the main opportunity of the forum as a fast way 
of receiving feedback from customers who made a purchase. The forum was also viewed as a 
problem solving tool. Problems could be corrected very quickly and customers could share the 
solution with others sharing the same problem.  
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The issue of handling complaints and defending yourself from negative word of moth was 
discussed by Stokes and Lomax (2002) in the conceptual framework. They said that companies 
could have a developed system and staff members that handle these complaints. The author saw 
generous and quick compensations as the right tool to minimize complaints and safeguard the 
company against the negative aspects of word of mouth.(ibid)   
 
The manager agreed that all feedback is not positive. The manager gave an example of such case 
where customers wrote on the forum about material deformation on the product. The manager did 
not know how many who suffered these problems and the cause of the problem. The problem was 
brought to light by the forum and customers familiar with the problem helped each other.  
The manager how ever explained the circumstances surrounding a product like this and the 
impact it has on complaints on a product like this. This product is a little beyond commercial use 
and is categorized as an after market extension. This fact changed the rules of the game and once 
the original specifications on the product were changed no guarantee on the vehicle was valid. 
This leaves the company with no responsibility of compensation for broken products. The 
manager still had considerations regarding compensation depending on the cause of the problem. 
This would be considered a good will towards customers and will be used as an argument when 
promoting next year’s products. 
 

5.3 Research Question 3  
 
“What characterizes a forum interesting from a marketing point of view?” 
 
The theory concluded that the forum climate is essential for the quality of the forum. Pitta and 
Fowler (2005, A) stated that attitudes and administration is a determination of quality. Serious 
forums require a registration with a valid e-mail address and in some case your full name to gain 
access to information. (ibid)  
The employee had a very clear opinion about this and identified the anonymity on the forum as a 
critical problem. The employee called the poorly moderated and anonymous forums an online 
graffiti wall for anyone to leave their mark on. He also said that it is impossible to defend 
yourself against anonymous people smearing companies and products. The employee calls these 
people internet warriors and he knows from experience that they are mostly teenagers looking for 
attention. He says that they significantly decrease the quality of the forum from a marketing point 
of view.  The employee thinks that the most desired solution to this would be the requirement of a 
valid email address along with name. 
 
The conceptual framework also mentioned the moderation to preserve the forum Stokes and 
Lomax (2002) talked about the moderation aspect of preserving the forum. They said that 
moderators must constantly monitor the forum and remove material not in line with the forum 
rules. People creating these treads should be excluded from the forum. (ibid) 
The employee agreed on this and said that a forum interesting from a marketer’s point of view is 
free from smearing of companies and individuals. This forum throws troublemakers out and has 
strict rules for acceptable conduct. The employee sees the moderator role as crucial for preserving 
a good quality. 
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Other features than climate on the forum gave interesting answers as well. Stokes and Lomax 
(2002) previously argued that early involvement in the forum was desirable and that early 
involvement in the forum life cycle gave a better chance of boosting a positive image of the 
company.  
The employee how ever did not agree on this. He did not see early involvement as something 
desirable since the true identity of the forum was still not determined early in the life cycle. He 
said that he did not even read the forum before the true nature of the forum was starting to show.  
 
The aspect of forum size was also a variable when identifying the desirable forum for marketing 
activities. Pitta and Fowler (2005, B) wrote that forums of great size are less functional for 
economic gain. Forums as a potential market segment showed a curvilinear relationship with size 
making exceptionally small and big forums unattractive.(ibid)  
The response persons had no perfectly clear opinion on this but said that the big American 
forums were desirable to visit regularly. These forums hold most of their potential customers in 
America and have a marketer friendly climate with hard moderation. Companies gains a better 
position than the regular forums on these forums by being granted a “sticky” and the ability to 
comment things before the regular user. They also have strict moderation and strict rules for 
conduct.    
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6 Conclusions  
 
In this chapter we will draw conclusions based on our empirical and theoretical studies.  
 

6.1 Research Question 1  
 
“How can companies use word of mouth on non-sponsored internet forums as a promotion 
tool?” 
 
The response persons had a great deal of respect regarding the presence on the forum which we 
see as a sign of careful consideration on how to use this channel. The risk of being present of the 
forum seems too big to personally interact with the forum members as a company. With today’s 
forum climate of constant examples of misbehaving members the risk of being drawn into 
argumentations that lead only to a loss of credibility and reputation is too high.  
 
The respondents abandoned the idea of being anonymous on the internet forum. We came to the 
conclusion that they after attempts to be present at forums realized that it was impossible to keep 
the discussions on an acceptable level and that there were no time or use to answer the majority 
of the questions. They tried to keep a low profile when entering these forums but the high access 
to information soon made forum uses suspicious and they drew the conclusion that the employee 
worked for the company. We think that this is the reason that they abandoned the idea of being 
anonymous at the forum. This clearly demonstrates the issues of trying to act on the forum on a 
self serving basis. It is important to make a clear distinction in this issue. We strongly think that 
there is a difference between keeping a low profile and act in a more distinctive self serving 
manner as a company. The biggest differences between the two as we see it is that the low profile 
scenario will not create a loss of reputation and credibility if discovered compared to the massive 
losses of reputation and credibility with the scenario where the company takes an active selling 
role on the forum. We think that both these scenarios are applicable disregarding if the company 
or marketer is anonymous or not. However we think that the losses may be bigger if the company 
or marketer is exposed while marketing in an informal and self serving way.   
 
We think that the choice made by the company, where the only write or let other users write the 
same information that already exist on the homepage and only participate passively by reading on 
the forum, is the way to go for companies as risks are minimized and the superfluous questions 
are eliminated.   
 
Regarding the use of WOM marketing for small companies we think that there may be a good 
idea to rely in WOM and grow slowly over time since a combination of WOM and traditional 
marketing may result in a demand for the product that the company may not be able to meet. This 
may have severe consequences for company reputation.  
 
We think that the use of lead users on forums in a marketing strategy is a very good way to 
promote your products as long as your product is differentiated. The marketing segment must be 
narrow enough to attract a specific audience. The benefits we see in this type of marketing are 
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that you can reach a very specific target group at a very low cost and that you as a company or 
marketer can remain in the background. In fact as we see it its better if you as a company only 
use the forums passively as a tool for collecting opinions and thoughts from customers and 
potential customers. This can in a fast and effective way create an image of what your target 
group demand and think about your products. In combination with the constructive opinions and 
criticism given directly to the company from customers this is a priceless tool for product 
development. The way to reach out to the forums with information is to let the lead users carry 
the message and to present it at the company website, users of the forum will recognize it and 
then quote or link to the homepage. 
 

6.2 Research Question 2 
 
“What are the opportunities and threats using this type of promotion?" 
 
It is a fact that the voice of an unsatisfied customer gets more wide spread than a satisfied one.  
Our opinion is that the impact of negative WOM is a direct result of how keen the company is to 
opinions from its customers and how fast and effective they solve a problem if a problem occur. 
The forum is a great tool to recognize a problem quickly, this gives the company the opportunity 
to sense the problem in an early stage and start finding a solution. The forum works great to 
distribute the solution to a problem, as an example you could provide a complementary 
installation sheet on the homepage and then let a lead user spread the word on the forum. There is 
always the possibility to turn flaws with old products in to advantages when presenting new 
products if you manage to solve the problems in a good way.  
 
The issue of compensating the unsatisfied customer was a minor issue for this company but might 
still me something needed to take in consideration. Even if the company is not obliged to 
compensate customers we still see the consideration of doing it important from a credibility 
aspect for a company. A compensation as a sign of goodwill might become a big publicity stunt if 
the customer is active on an internet forum. We think it might be important to have the customer 
well informed about the circumstances surrounding the product to safeguard against undesired 
complaints broadcasted over the internet forum.   
 

6.3 Research Question 3  
 
“What characterizes a forum interesting from a marketing point of view?” 
 
Marketers can reach very specific and narrow segments by using forums as a marketing tool but 
needs to be able to identify this forum.  
 
The response persons an especially the employee agreed with much of the theory about 
preserving the quality of the forum. We think that the experience and the internet presence gives 
him this perspective. The fact that he seems to be able to categorize troublemakers and has a 
good idea of how to get rid of them leaves us with the suspicion that he has been dealing with 
them before as a moderator and know what they can do.   
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The actions that he proposed might be a guiding tool for the marketer looking for an interesting 
forum to monitor or act on. Moderation was also something that needed to be taken in account 
when marketing on the forum. Forums with clear rules and little ambition of enforcing them 
might seem like an interesting forum from the outside but can turn out to be something a 
company does not want to be involved in. 
 
We think that if both the moderation and the anonymity aspect of the forum are taken in account 
the forum can be a desirable market and information channel. We believe that a forum that does 
not live up to member expectations in terms of quality becomes the mother of a new forum. 
Theory concluded that the trend of forums is that they become more and narrower in terms of 
interest.  
 
This respondent does not seem to like the other side of the spectrum where the forum is 
anonymous to protect users from sharing sensitive information among others. We think that this 
is heavily dependent on the subject discussed. 
 
The fact that the company did not agree on what theory said about early involvement in the forum 
gives a clue that the interesting forum for a marketer might be hard to identify in an early stage. 
We see the statement that he does not even read these new forums at an early stage as a sign that 
large number of low quality forums exist. 
 
The second contradiction to theory was the size aspect of the forum. The marketer did not agree 
that extraordinary large or small forums are less attractive. The reason might be that the forums 
that evolve around interests that are shared among members is carefully structured with 
subtopics. The response persons were interested in large American forums that hold most of their 
potential customers. We make the conclusion that size is no matter when looking for the 
interesting forum as log as members hare values and attitudes interesting for the marketer. 
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6.4 Implications for management 
 
We recommend the company to continue to pay close attention to forums that are influenced by 
lead users sponsored by the company. We think this is important because of several reasons; one 
is that it is important to let the lead users know that you are present at the forum and that you will 
follow discussions regarding the company and company products. We also think that there can be 
a good idea to have good knowledge about lead users present at the forums. Background to our 
thoughts regarding this is that the company are in a hold and defend, situation with a product 
superior to its competitors. But we think that there may be very dangerous to relax and think that 
the products will sell it self, cause competitors will not relax the will work very hard to close the 
gap between their products and the company’s products. So we think that it is crucial for the 
company to be prepared for a future when there may be a worthy competitor at the market. We 
think that a good idea is to keep a very close overview at forums interesting from a marketing 
point of view and to gain knowledge about lead users on these forums that can be interesting to 
sponsor in the future. In this way the company can stay prepared and take quick action if needed. 
 
We realize that most sponsorship of lead users are built upon long time relationships and genuine 
trust built up over time, but we find that the consequences if a lead user should turn against the 
company could be so severe that the company need to take precautions.  
 
We think that the company should develop an action plan in which they specify which actions 
that should be taken if a lead user for some reason “goes bad” and starts spreading bad word of 
mouth. One part of this plan may be to make a contract with lead users in order to have a better 
control if things turn bad. A written contract will prevent the lead user from using other products 
and break agreements about promoting products directly or indirectly, since legal actions such as 
economical compensation can be taken from the company’s behalf. If no real agreement is made 
between firm and gold customer the chance that other companies might try to convince the gold 
customer to use their products either by a better sponsorship or a leap in product performance. 
 
We also recommend that the company takes a careful consideration to complaints when relying 
heavily on word of mouth. It is important to have a quick response when dealing with complaints. 
Even if the company has no real obligation to compensate the customer they still need to confront 
these people to help hem solve the problem in other ways than compensation if possible. If this is 
made properly it can result in a positive image of a company that take care of after purchase 
issues. 

6.5 Implications for theory 
 
The purpose of this essay was to illuminate strategies companies can use to promote their target 
group using word of mouth on non-sponsored Internet Forums. Theory explained how marketers 
can use the lead users to promote their products to customers relying on the lead user. Much of 
what we found in the empirical findings matched the theoretical background of the subject. The 
empirical findings did not match all theory and in an overall perspective the empirical evidence 
showed even bigger dangers with word of mouth on internet forums than theory showed. The 
response company was aware of them and respected the risks of it. 

 38



 
The remodelling of the word of mouth perspective and the theoretical implications is a relatively 
new field of study and our contribution to this is the evidence of a company that is a good 
example of what theory explains as vital for success. The feature that makes this company a good 
example can not be determined in a single case study.   
 

6.6 Implications for future research 
 
The whole area of how companies can use internet forums and theory applicable is huge and we 
had to narrow the research area down to a very narrow field, therefore we suggest some further 
areas to research: 
 

• How companies can identify and select a lead user from all the users of a forum?  
 

• Further investigate the importance of the product on forum marketing. 
 

• How the field of business affects marketing presence on a forum?  
 

• How can companies use forums as a source for customer information?  
 

• Is the possibilities of forum marketing dependent on company size?  
 

• Further research on how WOM spreads on internet forums. 
 

• Test our conclusions drawn at each research question on a bigger sample. 
 

• How does product differentiation influence the suitability of Internet forum marketing?  
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Bilaga 1: Intervjuguide 
 
Frågor till respondenten, intervju utförd 2006-04-27.  
 
Bild beskrivande forumets livscykel återfinns i slutet av detta dokument. 
 
RQ1. How can companies use word of mouth on non-sponsored internet forums as a 
promotion tool?  
 

• Är det du själv som ägare av företaget som skriver på forumen, om inte vem skriver och 
vilken relation har denne till företaget?  

 
• Vad har du som företagsledare för roll på dessa forum, följer du diskussionerna passivt 

eller deltar du aktivt i dessa? 
 

• Den person som skriver framstår denne som en officiell eller inofficiell representant för 
företaget gentemot forumets medlemmar?  

 
• Har den person som skriver på forumen endast en roll på forumen som representant för 

företaget på eller är representanten aktiv också av eget intresse? 
 

• Är personen som skriver en väletablerad gestalt på forumen en sådan som medlemmar 
vänder sig till för att få råd av varierande slag? 

 
• Startar representanten främst nya diskussioner eller ger denne sig in i befintliga 

diskussioner? 
 

• Hur väljs vilken typ av diskussioner man bör ge sig in i? 
 

• Finns det vissa ämnen/diskussioner som ni medvetet undviker att delta i och i så fall 
varför? 

 
• Vilken typ av information skriver representanten på forumet, informativ/objektiv eller 

ledande/marknadsförande? 
 

• Går representanten medvetet in och påverkar diskussioner till fördel för företaget?  
 

• Hur bemöts eventuell skepsis mot de uppgifter som pressenteras tillexempel vi 
presentation av en ny produkt/teknisk lösning?  

 
• Ger ni någon form av support på dess forum?  

 
• Hur hanterar ni närvaron och eventuell konkurrens från konkurrenter närvarande på 

samma forum? 

 



 
• Har ni någon speciellt tillväga gångsätt som ni kan använda om ni utsätts för 

smutskastning av en konkurrent på forumet?  
 

• Finns det någon medveten strategi för när information släpps på forumen så som 
information bilder på nya produkter/innovationer? 

 
• Finns det någon/några speciella målgrupper ni riktar er till på forumen för att skapa 

publicitet på ett effektivare sätt?  
 

 
 
RQ2. What does a company see as opportunities and threats using this type of promotion? 
 

• Vad ser du som den viktigaste möjligheten med att utnyttja forum i er marknadsföring och 
varför? 

 
• Vad ser du som de viktigaste hoten med att använda forum i er marknadsföring och 

varför? 
 

• Använder ni någon strategi för att hantera negativ publicitet/ryktesspridning på forumen?  
 

• På vilka sätt har ni baserat på er erfarenhet lyckats skapa positiv publicitet på forum ni 
utför marknadsaktiviteter på. 

 
• Kan ni ge exempel på fall då ni har fått positiv publicitet på ett forum och vad som 

orsakade detta?  
 

• Kan ni ge exempel på fall då ni har fått negativ publicitet på ett forum och vad som gick 
fel?  

 
• Känner du till andra forum där någon näringsidkare fått en negativ exponering på ett 

forum och vad som var orsak till detta? 
 

• Vad kan orsaka en reklamation? 
 

• Hur hanteras reklamationer för att minska negativ publicitet/ryktesspridning på 
exempelvis forum? 

 
 

 
RQ3. What characterizes a forum interesting from a marketing point of view? 
 

• Vilka egenskaper vill ni att ett forum ska ha för att vara intressant ur marknadsförings 
synpunkt?  

 

 



• Vilken betydelse anser du att forumreglerna a har för att ett forum ska anses som 
intressant? 

 
• Anser ni att det har betydelse om forum medlemmarna är anonyma eller inte in för om en 

eventuell etablering på ett forum ska vara intressant? 
 

• Tycker ni att det finns något speciellt tillfälle när det är extra motiverat att etablera sig på 
ett forum, med avseende på forumets livscykel. (Figuren visas för respondenten)  

 
 

• Vad skulle kunna få er att upphöra med marknadsförings aktiviteter på ett forum? 
 

• Vad skulle kunna få er att påbörja marknadsförings aktiviteter på ett forum? 
 

• Hur ser du på att etablera dig med marknadsaktiviteter på ett forum där en eller flera 
konkurrenter är väletablerad/e. 

 
• Om en av dina största konkurrenter påbörjar marknadsaktiviteter på ett forum där du inte 

är etablerad, hur gör du? 
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