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Abstract

Social media is taking an increasingly bigger part of people’s everyday life and companies have
started to incorporate it in their strategies. The purpose of this study is to investigate how social
media can be used for companies, and to demonstrate the possibilities of social media and how end-
user involvement can work as a strength for companies and the spread of their products and
services. The main question for this study is “How Should Nordic Music Companies Use Social
Media With Inspiration From The Kpop Business?” supported by the subquestion “How Can
Engagement Of Followers Be Encouraged?” Qualitative interviews with Swedish Kpop
organizations and a digital marketing expert as well as a quantitative questionnaire for Kpop fans in
the Nordics was used as data collection. The findings show that companies should know their target
group to choose the platforms where they exist as well as which media and content to share with
them to create value and engagement. Further, companies should be fun, honest but still
professional in order to build a strong relationship with their followers. Being active and announcing
competitions and giveaways can also encourage engagement. This study also indicates that similar
interest and passion is a motivational force for people to interact and engage with social media

content.

Sammanfattning

Sociala medier tar en allt storre del av méinniskors vardag och foretag har ocksd borjat anvinda det.
Syftet med denna studie 4r att underséka hur sociala medier kan anvindas av fretag, att
demonstrera méjligheterna med sociala medier och hur slutanvindarens engagemang kan fungera
som en styrka for féretagen och spridningen av deras produkter och tjdnster. Huvudfrigan for
denna studie dr "Hur ska Nordiska Musikforetag anvinda sociala medier med inspiration frain Kpop
branschen" denna friga stéds av en underfriaga "Hur kan anvindares engagemang uppmuntras?".
Kvalitativa intervjuer med svenska Kpop organisationer och en digital marknadsforing expert samt
en kvantitativ enkdt f6r Kpop fans 1 Norden anvindes som datainsamling. Resultaten visar att
féretagen bor vara kunniga om sin malgrupp; vilja plattformar dér de dr aktiva pa samt vilka vilja
innehall de tycker om att dela, detta for att skapa virde f6r dem och uppmuntra engagemang. Vidare
bér féretagen vara roliga, drliga men dndd professionella pa sociala medier f6r att bygga en stark
relation med sina foljare. Engagemang kan ocksd uppmuntras genom att vara aktiv och genom
tavlingar och giveaways. Denna studie visar ocksa att liknande intresse och passioner ir en
motiverande kraft f6r médnniskor att interagera med sociala medieinnehall.
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1 Introduction

In this section social media, the Kpop phenomena and its background will be introduced. Further, the problem statement,

subquestion, limitations and target group are presented.

1.1 Background

Social media is a phenomenon that is taking up an increasingly bigger part of people's everyday life.
It has also had a great impact on the economy, especially for those companies that have a clear
presence on social media. Social media has revolutionized the way of marketing, as it allows for
easier segmentation of target groups and farther-reaching. It is also more cost efficient in
comparison with traditional marketing tools and it encourages users to interact (Kaplan and
Haenlein, 2010). Sweden is one of the top users of Internet in the world where 90% has access to
both Internet and computers (Finndahl, 2014). 72% of the Swedes use social networks, such as
Facebook, Instagram, Twitter and so on, and the amount of users keeps growing (ibid.). Kaplan and
Haenlein claim, that social media should be of interest to all companies operating at all (2010). Many
companies’ use social media to strengthen their brand image and market themselves, and even artists
use social media for marketing and communicating with their fans.

To illuminate the role that social media can play this research will be focused on Kpop (South
Korean pop music) and lessons that can be learned from that business’ social media usage. The
Korean Cultural Wave, also called Hallyu, is the term used to describe the rapid spread and
popularity of Korean culture and entertainment. Hallyu includes music, food, movies, dramas, and
language among others. In a report from Thomson Reuters it is stated that Kpop music may
become Korea’s most influential and worldwide export in the near future (Thomson Reuters, 2012).

Social Media, such as YouTube, Twitter and Facebook, has contributed to the spread of Kpop since
artists are very active on different social media platforms (Cha and Kim, 2011). Further, initial
research indicates that fans seem to be great distributors of Kpop on social media, where they share
information about their Kpop interests. Due to the great success of Kpop worldwide this study will
investigate Kpop organizations active on the Nordic market and how they have reached success and

how other music businesses can copy their way to increase their prosperity.

1.2 Purpose & Target Audience for This Research

The purpose of this study is to investigate how social media can be used for companies, in this
research for music companies or artists operating in the Nordic market. The goal is to show the
possibilities of social media and how a versatile tool it can be for business. Another purpose is to
demonstrate how end-user involvement can work as a strength for companies and the spread of
their products and services. Thus, this research will be applicable for Nordic music companies and
the focus of this research is learning from Kpop organizations. This study might be valuable for
music companies that want to improve their social media presence and in that way expand their

markets and generate more profit.



1.3 Problem Definition

How Should Nordic Music Companies Use Social Media With Inspiration From
The Kpop Business?

1.3.1 Subquestion
- How Can Engagement Of Followers Be Encouraged?

1.4 Limitations

This study will mostly investigate the Swedish market but it was chosen to include the whole Nordic
markets as it is assumed that fans from several Nordic countries have a similar social media usage
because of the resembling culture. Additionally, the questionnaire will be open to fans from all the
Nordic countries. However, the interviews will only be conducted with representatives from
Swedish companies that work with Kpop. Further, the whole Hallyu phenomenon will not be
studied, but this research will rather focus on Kpop music fans and no other cultural or

entertainment exports even if they might be linked or be similar.

In this study recommendations for music companies will be investigated. Thus, when companies are
mentioned it is referring to companies in the music business. However, artists will also be referred to
as a “company”’, “brand” or “business” since they can run their own channels for the same
purposes. These businesses and people can receive fans, that is followers that are dedicated to the
industry and/or their work. Thus, it is assumed that Kpop businesses and Nordic music companies

can act similatly on social media.

1.5 Earlier Studies

It seems that the academic study of Korean Wave and their success is not sufficient in terms of
quantity and quality. However, the studies about the Korean Wave that exist cover the whole
phenomena and its contents, such as movies, drama and Korean pop (Cha and Kim, 2011). These
researches are focused on the artists and the industry. This study, on the other hand, will focus on
finding guidelines on how to use social media and investigate the Nordic Kpop companies and fans,
and their opinions. No earlier studies had been made where lessons from the Kpop’s usage of social
media can be applied on a Nordic market for music businesses.



2. Theory And A Glance Into The Kpop World

1n this chapter basic theory about social media and how to use it will be presented. The Kpop phenomena will be briefly
introduced as well as two Kpop organizations in Sweden, Kpop Nonstop and Hallyn.

2.1 Social Media

Social media includes forums, chat-rooms, e-mails from companies, consumer and service rating
websites, and social networking sites (Mangold and Faulds, 2009).

2.1.1 Social Media Statistics

The users of Facebook are constantly increasing but the platform has 1,28 billion monthly active
users. Bennet claim that 75% of the engagement on a Facebook post happens in the first 5 hours
from when it is posted (2014). Further she states that Twitter has over a billion users and 255 million
monthly active users. Everyday 500 million tweets are published, and 48% of the users tweet every
day. (2014)

Instagram has 200 million monthly active users and since it was launched over 20 billion pictures
have been shared according to Bennet. YouTube has over a billion users. 100 hours of video are
uploaded every minute and 6 billion hours of video are watched every month. Further, Bennet states
that 40% of the traffic is from mobile devices (Bennet, 2014).

There are over 6,7 million blogs through blogging sites and 77% of the Internet users read blogs.

Facebook Twitter Instagram YouTube Blogs

Users Still counting | 1 billion + Still counting 1 billion + 6,7 million blogs

MAU* 1,28 billions 255 million 200 million - -

Table 1: Overview of users and MAU (monthly active users) on different social media.

Through social media, customer-to-customer, company-to-customer as well as customer-to-
company interaction and communications are possible. (Mangold and Faulds, 2009). However, there
are differences between social media, Kaplan and Haenlein mentions for example the type of
contact possible through a media, e.g. acoustic, visual or physical, as well the amount of information
that can be sent during a set time (2010).

2.1.2 Presence on Social Media

Social media has been, and continues to be a revolutionary trend and tool that can be used by

companies (Kaplan and Haenlein, 2010). Even in 2009, 20 hours’ worth of video content were put

on YouTube each minute (Kaplan and Haenlein, 2010). Content, usually media content, which is
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made and uploaded by users, is called User Generated Content (UGC) (Kaplan and Haenlein, 2010).
The development of social media is very rapid and it is important to be up to date. Kaplan and
Haenlein say that if a company is not on social media they are not part of cyberspace (2010). But the
information shared to customers through different platforms should have a unified message, which
shows the company’s values. (Mangold and Faulds, 2009)

Social media has become an integrated part of many people's’ life whom ate now expecting firms
and companies to be present on a multitude of social media platforms. Consumers expect that the
companies shall use the platforms well (Kietzmann and Canhoto 2013).

Further, according to Mangold and Faulds are clients less interested in traditional soutrces of
marketing such as TV, magazines and radio, as they want to control their consumption of media.
(2009). Mangold and Faulds recommends that social media should be a part of the promotional mix,

which includes relations with customers, sales, advertising and company’s image (2009).

2.1.3 Effects of Using Social Media (experiences, word-of-mouth)

The point with social media is to create participation, collaboration and sharing with the end-users
and not only as an advertising and selling platform (Kaplan and Haenlein, 2010). Through social
media, consumers now have platforms to share their thoughts and experience with a product or
service (Chen et al, 2011). Kietzmann and Canhoto claim that social media evolves around
conversations between different actors. Social media gives users a place to share their experiences
with companies and their services or products. (2013)

<

Chen et al claims that online “word-of-mouth” affects other consumers (2011). Kietzmann and
Canhoto agrees as they state that word-of-mouth is more convincing and credible than traditional

marketing, and it affects consumers purchasing decisions (2013)

Kietzmann and Canhoto mention electronic word of mouth (EWoM), which they define as
“EWoM refers to any statement based on positive, neutral, or negative experiences
made by potential, actual, or former consumers about a product, service, brand, or
company, which is made available to a multitude of people and institutions via the

12

Internet (through web sites, social networks, instant messages, news feeds...).
(Kietzmann and Canhoto, 2013, p.147)

Kietzmann and Canhoto state that EWoM is not as personal as traditional word of mouth but more
powerful as it is instant, has a great reach, is trustworthy and available for all publicly. EWoM can
have a strong effect on a firm, either negatively or positively. Positive conversations that spreads can
lead to free marketing, improve profitability and increase brand awareness and so on. On the other
hand, negative conversations can create damage to the brand, which might be costly to repair - if it is
possible to repair. (2013)

Companies have the ability to influence conversations of the customers. However, Mangold and

Faulds claim that the clients have great power over brand and companies as they can reach out to

8



millions of people overnight and share a negative or positive expetience of a company, product or
service (2009). With this power consumer behavior has also changed and consumers are able to
demand more than before. Thus, companies need to include social media as a part of their strategies.
(Mangold and Faulds, 2009)

Companies can reap great benefits of their consumers being active online and on social media as this
creates awareness of product without additional cost (Chen et al, 2011). Social media allows users to
be engaged, have lower cost and is more effective than traditional communication channels (Kaplan
and Haenlein, 2010).

For information acquisition and to decide about purchasing clients are now using social media as it
is seen as a reliable source. (Mangold and Faulds, 2009)

2.1.4 Consumer Sharing
Kaplan and Haenlein states that there is a will in people to control how others see them, therefore
users of social media are aware that they can choose personal information to share, to create the

image they wish to present of themselves on social media (Kaplan and Haenlein, 2010).

Kietzmann and Canhoto claim that it is essential to understand what motivates users to share their
experiences publicly. Further, they state that the media that usually are widely spread contain
elements that initiate emotional responses and feelings, have an element of surprise or amuse the
consumers. (Kietzmann and Canhoto, 2013)

Mangold and Faulds state that consumers like and prefer to interact with other users with similar
interests and hobbies. Organizations or companies can provide this by creating communities for
similar-minded people. (Mangold and Faulds, 2009)

2.1.5 Recommendations For How to Use Social Media

Kaplan and Haenlein give recommendations on how to use social media. Firstly, one needs to
choose a social media that fits the purpose and where the customers are present. Further, if a
company uses several social media and/or combines with traditional marketing it is important that
all the channels are aligned and integrated with each other to avoid ambiguity and sending mixed
signals. Lastly, there should be a framework for how to use the social media channels. (Kaplan and
Haenlein, 2010)

Kaplan and Haenlein give 5 tips about being social on social media:

1. Be active - Engage users
Be Interesting - Provide reason for customers to interact with you and themselves
Be humble - Learn how to use the social media

Be unprofessional - Tty to mix with other users and avoid being stiff

A

Be honest - Respect the rules (if any) of the social media of use (2010)



Mangold and Faulds provide some tips for how companies should use social media for their benefit
some interesting are:

1. Engage consumers by letting them provide feedback since in a community where feedback is
accepted consumers are more likely to be encouraged to communicate and engage with
other customers and/or the brand.

2. Share information because when customers feel knowledgeable about a company, product or
service they are more likely to talk about them.

3. “Be outrageous” as user are mote probable to communicate about things that are
uncommon.

4. Give exclusivity because consumers enjoy feeling special which can be made by offering
special products, services or deals only for a part of the customers. (2009)

2.2 Kpop - Korea’s Success Story

Among Organization for Economic Cooperation and Development countries (OECD) South Korea
has one of the fastest growing economies, and a government that wants to produce new
technologies and industries (Thomson Reuters, 2012). Hallyu is the cultural wave that is rapidly
spreading Korean culture and entertainment over the world. In 2005, The South Korean
government invested $1 billion to the pop industry and has supported the industry since then (The
Economist, 2014). After a large drop in music sales, the South Korean government implemented
tough anti-piracy laws in 2009 leading to rising music sales in the following years. Further, new
music streaming and website services has been created, which has strengthened the success of Kpop
since it enhances the distribution of the music. These laws, has thus improved Korea’s cultural
export (Thomson Reuters, 2012). Further, South Korea embraces the trend going towards digital
and streaming services for music. Consequently, they have entered the top 10 countries with the
highest generating revenue in the music business for the first time in 2014, while other countries
have declining revenue in sales of music (Smirke, 2014). In a report from Thomson Reuters it is
claimed that Korean pop music may become Korea’s most influential and worldwide export in a
near future (Thomson Reuters, 2012).

The national image of South Korea has been changed due to the Korean Wave, Hallyu, and has
become a great success story for the country. National branding, when countries change their image,
is used for reputation as it affects their power, influence and also success in global markets (Lee,
2011).

In South Korea, artists need to go through systematic training, which can take years. The training
includes singing, dancing, languages, and performance (Cha and Kim, 2011). There is a strong focus
for Kpop groups to have the whole package with all these mentioned factors but the visuals, fashion
and looks are equally important. This only exists in Korea and through this Kpop groups become
close to being products (Cha and Kim, 2011) created in an entertainment industry.

10



Picture 1: Popular boy group Big Bang,
http://upload.wikimedia.org/wikipedia/commons/c/ce/BIGBANG _Extraordinary_20's.JPG available 2015-05-22

i
A

Picture 2: Popular girl group Gitls Generation, https://www.flickr.com/photos/protocolsnow /3682692959 availabele at
2015-05-22

The Korean government wants technology that mediates culture to be one of several technologies to
push Korean economy forward (Lee, 2011). Social Media, such as YouTube, Twitter and Facebook,
has contributed to the spread of Kpop (Cha and Kim, 2011). Now, Kpop has its own YoTtube
channel with multi-million views on the more popular artists. Further, KKpop artist are very active on

11



different social media platforms (Cha and Kim, 2011). Through social media the artist can create
interest and build relationships with fans. Further, fans seem to be great distributors of Kpop, some
starting their own companies, magazine or pages on social media. In 2013, South Korea accumulated
$5 billion from Hallyu exports and has set a goal to double that for 2017 (The Economist, 2014).

2.2.1 Kpop in Sweden

Kpop has never been seen as a “mainstream” music genre in Sweden. However, it is starting to
receive more attention in Swedish media. When the hit Gangnam style reached Sweden, a flash mob
was organized in the middle of Stockholm where over 300 people gathered to dance to the trendy
song (Fahl, 2012). A few days after, an article was published in Dagens Nyheter (DN), a popular
news magazine in Sweden. The article, called “The Korean pop train has reached Sweden”,
discussed how big the Korean Kpop industry has grown and its success in the Western World (Fahl,
2012). The day after the flash mob, two of the organizers Nadia Norell and Julyssa Diaz were invited
to Nyhetsmorgon (a morning news program shown on channel 4) to talk about Kpop and why they
believe that Kpop has become so popular (TV4 Play, 2012). In 2013, a book called “Loverholic
robotronic: en reportagebok om k-pop, fans och Sydkorea” was released by Adlibris. The book was
about South Korea, the Kpop phenomena and its fans but it also discussed the viral success of
PSY’s Gangnam Style and the colorful Kpop business that is growing everyday (Adlibris, 2015).
Further, tips to new “crazy” Kpop songs were published in Metro, a news magazine, three times in
2013 (Metro 1, 2, 3, 2013). The most recent occurrence was in Sveriges Radio (Swedish Radio),
2015, were a Kpop playlist were played in the music guide (Sveriges Radio, 2015).

2.2.2 Kpop Organizations in Sweden - Introducing Hallyu and Kpop Nonstop
Hallyu is an online magazine with over 6200 subscribers, Hallyu publish articles about South Korea
and its food, fashion, entertainment, sport, society and so on. They have almost 8,000 followers on
Facebook, 2,000 followers on Twitter and 250 followers on Instagram. (Hallyu, 2014)

]
S =/  KOREA
-8 ®  10° C(SKY IS CLEAR) TIDSKRIFTEN Q

e HALLYU

MAJ 12,2015

KRONIKOR LEDARE MAT MODE NOJE NORDKOREA RECENSION SAMHALLE SKONHET SPORT

BREAKING NEWS e I ve Reports: NU’ES ONSE in Helsinki “ Bang ? in Stockholm = An yu.se exclusive report “ 4nyamedlemm ©

Picture 3: Screenshot of Hallyu’s home page www.hallyu.se, taken 2015-03-13

Kpop Nonstop is a company founded in 2012; they arrange events such as concerts, flash mobs,
events and parties related to South Korean culture. Their events have been very successful with sold
out concerts and full house during their parties. They have over 8,000 followers on Facebook,

around 1,600 followers on Twitter and 1,700 followers on Instagram. (Kpop Nonstop 2014)
12
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3. Method

In this section the mixed methodology will be explained as well as the reason for using it. The procedure of the three data

collection methods; interviews, questionnaire and a case study will be presented.

Combining different methods in research, for example using both qualitative and quantitative
approaches and focusing on the link between the two methods, is called mixed methods
(Denscombe, 2010). Focusing on the link between the methods and why it is beneficial for the
research is called triangulation (Denscombe, 2010). Mixed method allows both the quality of
qualitative findings and quantitative data to be compared, and thus it can be used to take the
strengths from both methods. Denscombe claims that controlling and comparing the results from
one method with the other gives improved accuracy and credibility to the findings as well as
enhances the possibility to find bias (2010).

However, there are some issues linked with mixed methods, such as comparing the methods, how to
prioritize them and in what order the methods should be conducted (Denscombe, 2010). Further,

Denscombe claims that the cost and time of the project might be increased by using mixed method
(2010).

Qualitative studies are relevant when the intention is to investigate personal experience (Kvale, 2007)
whereas quantitative methods collect statistics that can be compared. This research study will use
mixed method as it gives a complete picture of the problem and more credible findings
(Denscombe, 2010). There will be enough resources and time since this research is a relatively large
study carried out over a time period of several months. The mixed method will include interviews
and a questionnaire. However, the interviews will be seen as the main data collection method.

In this study, the data collection will be categorized into four different themes that will be valid for
both the interviews and the questionnaire. This was done in order to compare and investigate the
results from two different actors and perspectives, that is the companies’ as well as the followers’
point of view. The themes are the following: “Kpop and You”, which investigates demographic
information and the personal relation with Kpop if any exist. “Social Media” covers how the
participants use social media for Kpop. The third theme “Sharing” investigates the sharing behavior
and the last theme “Fanmade pages” studies the feeling toward pages not made by the artist or
official entertainment company and the participants’ relation to fanmade channels.

3.1 Data Collection Methods

Data collection methods issues are cost, time constraints and credibility of the results (Randolph
2008). Interviews are generally more time consuming as the actual interview takes longer time and
the text-based results are more difficult to compile. Additionally, it is common to have more than
one interview per research. However, through one questionnaire it is possible to generate many

answers and then compile the statistics in easily in graphs.
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3.1.1 Study 1: Questionnaires to Fans

Randolph claims that questionnaires are easy to administrate at a low cost and good for collecting
data from a large number of people. However, the questions should be defined clearly without
ambiguity (2008, pp.74). The questionnaire will both have open and closed questions, and can thus
begin to unravel the subquestion.

In a web-questionnaire, there is no possibility to explain unclear questions to the respondents thus
there is a risk for receiving answers to unclear questions that lower the credibility of the research. To
resolve ambiguity or unclear questions posed in the questionnaire, two review groups with four
people in each answered the questionnaire, inspected the questions and participated in group
discussions. After the first review group, the questionnaire was improved in accordance with the
recommendations of the participants before the next group. Thus, the questionnaire has been
reviewed and improved twice to resolve ambiguity. Each group reviewed and discussed the
questions for around one hour. All the participants of the review groups have earlier conducted
bachelor theses and thus have experience with different methodology approaches.

The purpose of the questionnaire was to collect quantitative data on how Nordic Kpop fans use
social media when consuming Korean pop music, what their preferences are and sharing habits as
well as some demographic facts.

3.1.2 Study 2: Interviews

Interviews was conducted with a founder of the company Kpop Nonstop (Kpop promoters,
concert management, events) and the founder from the management team at Hallyu, a Swedish web
magazine that spreads Korean culture and is active on social media. The intention of these
interviews were to find out how Swedish Kpop organizations are active on social media, how they
use it and to what purpose as well as how they recommend other companies to use it. Further, an
interview with marketing expert Nils Von Heijne was held in order to gain an overview of how
companies should use social media from another perspective than the Kpop business.

Randolph state that interviews have the advantage to let researchers get deep information and to be
able to find and solve complex answers. However, interviews are difficult to conduct without proper
training and are time-consuming (Randolph, 2008).

The interview was semi-structured with four themes to be covered. In accordance with Kvale’s
recommendations, the questions were brief, simple and had an openness that allowed changes in
sequence and the possibility to follow up with new questions during the interview and also open in
the sense that the interviewees could freely answer the questions (2007). These are characteristics for
semi-structured interviews. Questions were not sent to the interviewees before the interview but
they knew about the topics that would be covered. The interviewees could also ask questions both
before and after the interview.

When compiling the data from the interviews, distinctive features of the study have been searched
for, as well as how the data relates to the original problem statement and sub-questions of this study.
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Further, it was investigated if there were any potential new insights that could shed new perspective
on the research area (Yin, 2011 p.183).

In the compilation of the data, patterns and links between the interviewees were investigated;
especially patterns involving the frequency of specific word usage has been important in the analysis
of the content (Yin, 2011 p. 191-198). Links were looked for between results from the interviews
and the questionnaire, as well as the theory.

3.2 Participants/Sampling

3.2.1 Sampling of Interviewees

This study includes representatives from a Swedish company and an organization that works with
Kpop mainly on the Swedish market, but is also operational in Northern Europe and other parts of
Europe. Elin Térnqvist, the editor-in-chief and accountable publisher of the online magazine Hallyu,
agreed to participate in an interview. The magazine writes about Korean entertainment, society and
culture. Further, the former marketing and media coordinator and also a founder of Kpop Nonstop,
Julyssa Diaz, agreed to participate in an interview. Kpop Nonstop is one of the leading Kpop
promoters in the Nordic countries (Kpop Nonstop, 2014) and arranges different events such as
concerts, dance workshops, nightclubs and so on. Nils von Heijne, who has been working with
digital marketing for 9 years and is a founder of the digital communications company Pronto agreed

to participate in an interview to share his experience in how to use social media as a company.

3.2.2 Sampling of questionnaire respondents

The questionnaire was released as a post in four Kpop-fans group on Facebook:

The European Kpop Club - 6,265 members

Swedish K-pop fans ™" - 1,320 members

Swedish K-poppers - 135 members

Scandinavian Kpop friends - 142 members

It can be assumed that a user that is member in one Kpop group may be member of other Kpop
groups as well, thus the total of followers is just not the sum of the members of these groups.

The post, in which the questionnaire was released, contained text about the time length of the
questionnaire and that it was for Nordic fans only. Further, a gift voucher of €30 at YesAsia was
announced to be gifted to one random fan if the participant answered the questionnaire as well as
commented “KPOP” on the post. This was to increase the number of willing participants as well as
to keep the post high up on the groups, through the comments, so that more members would see it.
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4. Results from Data Collection

In this part the results will be presented in _four different themes: “You and Kpop”, “Fanmade”, “Social Media” and “Sharing”.
In each theme the interviewees answered to different questions and subject are presented. Both the qualitative results from the

interviews as well as the quantitative data from the questionnaire will be introduced here.

4.1 Kpop and You

4.1.1 Respondents of the Survey

158 people answered the questionnaire but 29 participants were excluded from this study, as they
did not live in a Nordic country. Out of the 129 eligible participants 85%were female, 14% male and
1% that defined as other. 72% lived in Sweden, 12% Norway, 8% Finland, 7% in Denmark and 1%
in Iceland. The age of the participants varied between 14-55 however about 69% of the participants
were in the age gap from 16-21 years old. (survey)

4.1.2 About The Interviewees

Julyssa Diaz, 30 years old, started working with digital communication in 2010. She has been
working in a variety of businesses - music, books, movies and so forth. Diaz is passionate about
social media, digital marketing and Kpop. Her favorite bands are Shinee, Vixx and A-pink. Diaz was
one of the founders of Kpop Nonstop but decided to leave the company in 2014 to try new things.
(Diaz, 2015)

Elin Térnqvist, 34 years old, is the founder and editor-in-chief for the online magazine Hallyu,
which was created in September 2012. The magazine focuses on Korean culture including Kpop,
North Korea politics, food and recipes, social and cultural phenomenon and so forth. Térnqvist
works full time for a state agency and works with Hallyu during her free time as a hobby. (Térnqvist,
2015)

Von Heijne has worked in the communication business for 12-13 years, of which 9 years has been
fully focused on digital marketing. He is a creative director and partner at Pronto, a digital
communications company. Further, he works with different start-ups as advisor, investor and
sometimes as founder. He also lectures at Berghs School of Communication and at different

companies and conferences. (Von Heijne, 2015)

4.1.3 First contact with Kpop

About 44% of the respondents from the survey encountered Kpop for the first time through social
media and 38% through friends and family. 74% of those that encountered Kpop through social
media did so through YouTube. 14% of the participants encountered it through blogs and the other
12% through other sources such as Tumblr, Facebook, Google and websites. (survey)
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Diaz first came in contact with Japanese music through a relative and was then introduced to Kpop
through a friend. At first she researched about the Kpop idols to learn more and then an interest of
understanding the culture grew. Diaz has now worked a bit with African music and in the same way
some questions arise about the culture, thus she research to understand more. However, she is not
as passionate about African music as Kpop. (Diaz, 2015)

Tornqvist had a “wow”-experience when she saw Korean artist BoA’s music video on MTV, and
felt that she needed to know more. After doing some research she got hooked on Kpop and from
that she became interested in Korea in general. She claims that Kpop usually is a gateway in to the
Korean culture, as many people start listening to the music and then get interested in TV-shows,
series, food and so on. Térnqvist has now also studied Korean Culture at Stockholm University.
(Torngvist, 2015)

4.1.4 Fans

In the questionnaire, a fan was defined as “enthusiastically listening/following Kpop”. Out of all
respondents, 91% considered themselves as fan, and 5% didn’t know if they were fans or not. More
than 86 % listened to Kpop once a day or more, and more than 9% listened to it a few times a week.
(survey)

Only 1 person said that he or she had no further interest in Korea or its products, while all the
others said they had an interest in either cosmetics, drama, food, TV shows, language or movies
from Korea. 75% said that this interest started due to Kpop, while 18% said no and the remaining
7% did not know. (survey)

Diaz defines a fan as a person that has a passionate love for something and is willing to do a lot to
show their love towards e.g. an idol. For example from Diaz’s own experience as a fan she worked a
lot in 2009 just so she could fly to Japan and see her idol’s concert instead of watching concert
videos. Diaz considered herself as a Kpop fan when she just discovered Kpop, however after
working with it for so long it has become a habit and she does not have the emotional longing for it
as she once had. (Diaz, 2015)

Similarly, Térnqvist defines a fan as a person who follows and likes the artist, both the person and
their music. Fans also supports the artist almost unconditionally, e.g. if an artist gets married a real
fan supports it. Térnqvist consider herself as a fan. (Térnqvist, 2015)

Tornqvist has now a more realistic view of Kpop while other fans have a romanticized picture of
Kpop and Korea in general, believing that the idols are pure, nice and courteous but this is an image
that the labels create and it does not always correspond to the reality. Térnqvist has worked a lot
behind the scenes having interviews and working with the groups, so she sees the idols as individuals
and real people. (T6rnqvist, 2015)
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4.2 Fanmade

For this study fanmade refers to an organization or channel, which is created by a fan, about what
they idolize.

There is a great number of fanmade channels or pages for fans to Kpop artists, 87% of the
respondents of the survey follow fanmade pages, 12% does not and 1% did not know if they were
following any fanmade pages. The most popular social media on which the participants follow
fanmade pages are listed below in Figure 1. (survey)

Follow Fanmade Channels on Social
Media

100%

80%

60%
40%
—

Facebook  Youtube Tumblr  Instagram  Twitter

Figure 1: Shows on what social media the participants follow Kpop artists on.

Half of the participants said that they were equally active on fanmade pages in comparison to official
accounts (accounts belonging to artist or the entertainment company). However, 22% were more

active on official accounts, 12% on fanmade and 16% were not active on either. (survey)

4.2.1 Starting your own organization/channel
A whole 45% of the participants have created a fanmade channel about Kpop or an artist. Figure 2
shows on which social media the participants created their own channels/pages on. (survey)
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Created Fanmade Channels On
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Figure 2: Shows on what social media the fans created their fanmade channels

Diaz, a Kpop fan at the time, and a group of friends started a company, Kpop Nonstop that would
arrange Kpop events for Kpop fans in Stockholm, as they noticed there were a lot of fans and a
demand for it. First they had a nightclub with only Korean pop music and it was extremely
successful. Diaz claims that the timing was a contributing factor to the success as it was at the same
time as the Gangnam style song went viral, thus giving a lot of free marketing outside of their target
group. There are a lot of Asian parties in Stockholm but Kpop Nonstop wanted to differentiate
themselves from feeling that they could not do the same thing over again. Thus, in 2013 the idea of
having a concert was born. (Diaz, 2015)

Through contacts with they were introduced to the company Jellyfish and their Kpop group Vixx.
In a meeting in the summer 2013 in Korea with Jellyfish, they decided to have a concert in Sweden
in November the same year. The timing was perfect as Jellyfish wanted to reach further than Korea,
so they were willing to risk working with a young company. Vixx were also known enough in
Europe to gather enough fans and there were no doubts that the tickets would sell out. (Diaz, 2015)

Kpop Nonstop’s events include dance workshops, nightclubs, concerts and Kpop in the Park. Kpop
in the Park is an event where fans meet and try out different things from Korea, for example
cooking. This initiative is, according to Diaz, a PR campaign to create relationships with the
customer and all marketing is about creating loyalty since a loyal customer has a high value. Kpop

Nonstop is a company but also an organization that provides different events so the customers feel
relevant. (Diaz, 2015)

Tornqvist started Hallyu as a blog with a fellow fan that she got to know through her university.
They felt that the existing blogs about Kpop were updated very sporadically and that they were not
so informative but rather more personal views and feelings towards the phenomena. When they
were on social media and seeing fans asking a lot of questions about Kpop and Korean culture, they
felt that there was a demand for a more informative blog. They started writing about Kpop, with a
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goal to educate and then it grew from there. Now they write about a lot of different topics and have
about 20 people writing around one article a day for Hallyu. (T6rnqvist, 2015)

As they gained popularity, they wanted a more professional feeling and thus created the website,
added categories and also changed the way they wrote. Before, Térnqvist and her team had been
writing very subjectively but now they have more straightforward articles. Today they are an
association but before everything was under Térnqvist’s name, however the new structure allows
other to take over in case Tornqvist would feel less passionate. The webpage has around one to
three thousand people visiting each day and most of the traffic is from Sweden then Finland,
Norway and Denmark. There are also some Swedes in Korea entering the Hallyu website.
(Toérnqvist, 2015)

4.2.2 Goal with the Organization
When the respondents who had created fanpages were asked why many answered that they wanted
to support and share their love for their favorite idols and wished that more would become aware of

them. Here are some of the answers:
“Wanted to share my love for the group”
“I wanted to show my love for my idols.”

“I wanted to sharte what defined love to me and globalize the artist so that the

fanbase could grow bigger, all over the world :D”

“Because I love my idols, and want other People to be aware of kpop”
“I wanted to bring more attention to the artists.”

“I wanted to share my love for the artists I love with other people”

However, many also stated that they wanted to get in touch with other fans to be able to interact

and share their interest with them. These are a sample of those kinds of answers:

“I like to share my thoughts on my favorite artists and group and also get to know

other kpop fans through the fanpage”
“I thought it would be fun. And a bigger chance to get to know other kpop fans”

“Because I wanted to show my gratitude to the artist, and meet people who like the

same artist as me.”
“Getting to know other kpop fans, getting new friends etc”
“Sharing my love for them and talking to other fans :)”
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“To share information with other fans, but also so that we could just bond over
that group and talk about our feelings about them and comebacks, activities and
the likes. For sharing videos/interviews/pictures/etc. that we liked.”

Five people started Kpop Nonstop and for four of them earning money was a driving factor.
However, Diaz wanted to create something new that did not exist before. (Diaz, 2015)

The goal with Hallyu was to give a broad perspective of Korea and not just the “official” picture or
only Kpop. Further, the purpose with Hallyu was never money, and even today the organization
does not generate any profit. Térnqvist works about 10 hours a week or more with Hallyu; she states
that writers in culture magazines in Sweden seldom receive compensation. (Térnqvist, 2015)

4.3 Social Media

4.3.1 Typical Kpop Fans on Social Media

The typical Kpop fans are very active on social media, and Térnqvist claims that the fans receive
95% of their Kpop-news through social media by following pages, entering groups and also through
active sharing with each other. (Térnqvist, 2015)

Tornqvist claims that without social media, Kpop would have never reached as far as it has today,
making social media a core place for Kpop fans. Social media that have been a large factor for the
spread of Kpop are, according to Térnqvist, Facebook, Twitter, Tumblr and YouTube. Many fans
have first discovered Kpop through YouTube or seen music videos from links shared by their
friends. (T6rnqvist, 2015)

The survey results shows that 91% of the respondents follow a Kpop artist or group on social
media. The distribution of on which social media the participants followed Kpop artist or groups are
presented in Figure 3. (survey)

Follow Kpop Artist on Social Media
100%
90%
80%
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60%
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Instagram Facebook Twitter Youtube Tumblr
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Figure 3: Shows on which social channels the participants followed Kpop artists on

A majority of the participants extend their contact with their favorite artist and/or groups by
following other activities that they perform, 76% watch their appearances on TV-shows, 72% follow
TV-series and 54% follow movies that they are acting in. 15 % stated that they did not follow
additional activities of their favorite artist/groups. (sutvey)

4.3.2 Social Media in Organizations
Kpop Nonstop mostly used Facebook since it has such a big existing community, but also have
Instagram, Twitter and a web page as channels to reach out to their target group. (Diaz, 2015)

Diaz says that most Kpop fans use Tumblr. However, from a marketing perspective Tumblr is
difficult since it is harder to interact and communicate with customers, questions need to be
answered privately, which makes the flow of communication more complex and therefore difficult
to use as a tool. (Diaz, 2015)

Organizations can share information on Tumblr but can’t follow hashtags like in Twitter to see how
fast something is growing and how many people are following. For Facebook, there is the tool
Facebook Insight from where information about the Facebook page, amount of followers, how
many followers the posts reach out to etc. are presented. Facebook is fastest and easiest, additionally
paying for tailored ads is a helpful bonus. However, Facebook is constantly changing the rules for
marketing which is a handful; there is often rapid change and new systems. (Diaz, 2015)

Von Heijne states that it is incredibly important to measure the return of investment, e.g. if there is
any value for a company being on specific social media channels. Further, it is also essential to
measure right values for the company such as what generates profit and what can reduce costs, but

also the right values for social media such as engagement. Google analytics is good for measuring
the value of different efforts. (Von Heijne, 2015)

Von Heijne recommends using a combination of tools and the tools available on the different
platforms. Sometimes there is no special tool for a social media and then the company needs to start
measuring by themselves. The velocity of change in social media and trends are so fast that
sometimes a company needs to choose a channel and use it until proper tools for measurements are
developed. (Von Heijne, 2015)

There are a lot of social media channels but Hallyu chose to focus on those where the largest parts
of the target group were active and this was mainly Facebook, Twitter, Instagram and Tumblr.
However, they chose not to use Tumblr since it demands a lot of work and is not as professional as
the other channels and more a place for the fans. Hallyu started using Facebook first as it was the
most convenient and today they still put the most effort on their Facebook channel but they also use
Twitter and Instagram. (Térnqvist, 2015)

Von Heijne claims that a company needs to be present where the target group is, but at the same
time also take into consideration the resources the company has. It is better to have a focused and
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well-operated presence on one social media than half presence on all. But it is favorable to be on as
many as possible. (Von Heijne, 2015)

Tornqvist states that they update Facebook at least once a day and often have intensive contact with
their followers. The Hallyu team share exciting news on their social media channels; on Facebook it
is generally more Kpop-oriented along with news and Twitter is similar to the content on Facebook
but in shorter format. On Instagram, they post a lot of “behind the scenes” photos, concert and
event photos. Tornqvist states that Facebook is their main channel on social media since the
Swedish fans are very active there and there are good interaction possibilities on that platform.
Hallyu also have competitions on all their social media channels to create interactions with their
followers and engagement. (Térnqgvist, 2015)

4.3.3 Purpose With Social Media

Kpop Nonstop used social media for pure marketing reasons and their budget for marketing was
very low. However, Facebook ads is not necessarily expensive as the announcer can choose exactly
which age group that will see your ads, how many, in which regions and for how long. For example,
ads can be visible for only a week. (Diaz, 2015)

Diaz mentioned that Twitter ads, implemented in 2013, is not available for everyone, it can only be
used by a verified company with a certain amount of followers. For marketing purposes, Facebook
is the best tool, and the main tool for Kpop Nonstop. Twitter and Instagram are used as supporting
tools. Twitter has very fast flowing information and Kpop Nonstop use it more for pure marketing
purposes. (Diaz, 2015)

Ads are good for events as they are executed in certain regions. Kpop Nonstop had a concert for
4minute in Barcelona they used ads for a certain target group filtering on age groups and locations
such as cities in Spain, Portugal and France. The ads then become sponsored posts, which are for
example the ads placed on a follower’s page and shown to their friends. Ads can vary for different
customers, for example sponsored post are shown on their timelines while for some customers that
meet other requirements the ads are on the sideline. The criteria could be groups they liked,
locations and so on. (Diaz, 2015)

The goal was that Kpop Nonstop would become a strong and serious brand, thus Diaz means that
they can’t let their customers become too powerful and gain control over the brand. The company
needs to find the right image to have outwards, the fans should feel that the company listens and
cares about them. The fans also have an influence but they cannot believe that they can run the
company. Diaz means that it is a difficult balance and that each company needs to find the limit.
Generally in companies, there is only one person handling social media, so even though they have a

very professional approach it can become too personal. (Diaz, 2015)

Hallyu use social media to gain personal contact and interaction with their followers, as well as
answer their questions. Many followers ask about upcoming concerts, Kpop idols daily life and so
on. (Térnqvist, 2015)
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4.3.4 How Social Media Affects the Organization

For Kpop Nonstop, social media has been the only way to communicate with the customers and
thus the most important tool in the company for spreading information. Diaz stated that it was also
the only tool, as almost no traditional marketing was done except one ad in a newspaper and posters
for the first nightclub. Other than that, traditional marketing was not needed since it was possible to
reach to the core market through social media. (Diaz, 2015)

According to Tornqvist, the readership began to grow when Hallyu started their Facebook account.
However, Hallyu does usually not buy ads but let their channels spread more naturally by the way of
fans. TOrnqvist gives an example of how it is possible to gain readers through the usage of ads on
Facebook and Google. A competitor magazine Koreaboo received an investment last fall and
decided to buy ads on social media and in only two weeks their views per day rose from 135,000 to
4,500,000 views per day (Toérnqvist, 2015). The few times Hallyu uses ads is for making surveys to
gain statistics or when they need to engage people more than usual, and then they only use
Facebook ads. (Térnqvist, 2015)

4.3.5 Difference on Social Media

On Instagram, a company needs to create pictures or videos to attract interest, and the more creative
the better. There is always an interest for exclusive content or photos e.g. backstage photos
according to Diaz, these posts will always be shared, liked and have comments. It is also possible to
post on Twitter and Facebook through Instagram, which makes it an efficient tool. (Diaz, 2015)

Facebook mixes the best from both Instagram and Twitter according to Diaz and many have a
Facebook account so there is a great chance that core target group exists there. However, Diaz
claims that Facebook is slowly losing popularity. The digital revolution today makes people demand
newer and better tools and constant change. These tools, as social media, are developed after the
existing demand. (Diaz, 2015)

4.3.6 Recommendations for Other Companies on How To Use Social Media

Companies that use social media should have the insight that they compete for engagement not only
with other companies and brands, but also with the followers’ circle of friends, which puts high
demand on the quality of posts of the companies. Von Heijne claims that a brand needs to earn their
place in a follower’s newsfeed and therefore needs to act as a friend instead of a traditional
marketing company. Further, it is important for companies to differentiate themselves and stand out
from all the other posts and create value for their followers. (Von Heijne, 2015)

Diaz claims that the most important factor is to know how the target group uses social media.
Companies on social media need to adapt and know how to communicate with their clients. Kpop
Nonstop knew how a general Kpop fan used social media and could thus adapt strategies for that.
Companies need to know what social media their target group uses the most and how they use it.
(Diaz, 2015)
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Von Heijne mentions his personal recommendations for companies using social media. He starts by
stating that companies need to understand why people use social media for communication. He
claims that it is not possible to have a traditional “marketing”’-mind when using social media as a
company because no user wants to see ads on their feeds. It is important to add value for the users
in the social media experience in a nice package. Content marketing is, according to Von Heijne,
better than ads. (Von Heijne, 2015)

The second factor, for Diaz, is to find a way to attract attention since there are so many companies
on social media and the “normal” media user might already follow around 25-50 brands, each of
which might update a few times a day. This leads to a constant flow of information for the users;
therefore a company needs to find a way to attract attention. For example, pictures are prioritized on
Facebook, they create more engagement and are shared more than only text posts. (Diaz, 2015)

Value is different for different individuals. Therefore it’s important to understand them. For
example, for health-interested users, value could be in the form of getting inspiration, tips and
information. Von Heijne means that the company needs to test what is a good promoting and
engagement ratio; he recommends having 80% focus on engaging and 20% focus on promoting. But
it varies for different markets and products. On Facebook, it is important to work with visual
content such as photo and videos since they are generally more engaging than text. Further it is also
important not to have too long texts. (Von Heijne, 2015)

A strategy can be to tell the followers that there will be giveaways and that they should keep an eye
on a certain channel. The company needs to give values to their customers so that they will come
back to the company’s channels and feel that it is worth their time. Diaz brings up an example from

when they had a concert and could give away tickets just to create a hype around the event. (Diaz,
2015)

A company would need to update every couple of minute to ensure that every follower sees the
post. However, this would be considered spam, which can affect a brand negatively. Companies
should be wary of what the limit to spamming is, how to use social media on in right way and keep
track of current trends. The content needs to be interesting for the followers since many users will

stop following a brand if they post too much unnecessary or itrelevant content. (Diaz, 2015)

On social media it is vital for a company to have continuous presence, since users have constant and
rapidly flowing stream of information that passes them quickly. There is a risk that the company will
disappear and not be shown if they do not have continuous presence. Von Heijne claims that
Facebook has a filter algorithm that chooses what the users will see and not see. There is a higher
probability to see a post for a user if he/she has engaged in that company’s posts before. It doesn’t
matter if the company has 1 million fans, if they are not engaged the company’s posts will not
appear on their streams. Therefore, it is important to have highly engaged fans. Thus, the focus of
the company should be to create engagement, which is done through understanding people and
creating value. (Von Heijne, 2015)
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The relation to the users is very important according to Diaz, it should not be too personal and
casual but at the same time not too formal. A brand needs to constantly try and understand what the
followers really want from the subscription and try to accommodate after their needs. Diaz
emphasizes that a brand should not be too focused on selling, as this might be perceived as pushy.
However, a brand can create opportunities and moments where customers want to purchase for
example giving a discount for a limited time. Social media is a place where the users have created
their own place with their rules for communication, at these channels the users can also very openly
criticize a brand so there is a huge press on companies to communicate correctly. There are
companies that do this brilliantly, and have the perfect balance with humor and language which
makes the followers see them more like friends. This creates good relations with the customers and
it shows them that they are worth following according to Diaz. (Diaz, 2015)

Tornqvist recommend companies to be professional but personal when using social media channels.
According to her, the content published on social media should aim to be fun, engaging and create
interactions with the followers. It’s very easy for companies to become sterile and impersonal, but
Tornqvist claims that they should not be afraid to make it a bit fun. (Térnqvist, 2015)

Tornqvist talks about a traffic attracting strategy using click-baits that relies on exciting titles to get a
lot of traffic. However, this brings a large number of people that usually do not stay or return to the
site. Térnqvist instead advises companies to not set their goals on only large numbers but to try and
start small, successively growing and focusing on building a long-term relation with the followers
and creating loyalty. (T6rnqvist, 2015)

Facebook wants to have a user-friendly platform and thus they reward companies that have post
with high and good engagement, while it “punishes” other companies by not showing their posts in
their followers” newsfeeds, according to Von Heijne. Facebook does this to create the best platform
as possible for their customers. Von Heijne believes that this system is good and fair because
companies can force and buy themselves into people's newsfeeds but this is not long lasting and not
cost efficient for the company if it does not create engagement. This happened before when
companies paid for TV-commercials, however now they have to earn their right to be seen even
though some companies can pay to be seen a bit more. (Von Heijne, 2015)

Diaz recommends that a company should have a maximum of two Twitter tweets each hour but
during online events the limit might be higher. The brand needs to pay attention to the newsfeeds
and answer to followers’ questions. On Facebook, the maximum limit is around five per day
according to Diaz, and the newer posts should have higher priority than older ones. But generally,
one post per day is good. The absolute minimum to update on a social media channel should be
once a week. If a company’s channel suddenly is quiet it might reflect badly on the company. A loyal
customer will always visit the main channel to see the latest updates and if there has been none
recently they might be questioning what is happening to the company. (Diaz, 2015)
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Tornqvist has some heuristic rules for how much to update their Facebook channel; her maximum
limit is around one post per hour and minimum is one post per day. She does not have any rules for
the other channels. Hallyu is not as active on Twitter and thus that channel is more sporadically used
depending on current events, e.g. they tweet a lot during concerts. On Instagram, their purpose is to
convey experiences and engage followers and posting is thus very connected to Hallyu’s activities
and events. (Térnqvist, 2015)

Von Heijne recommends companies to test and experiment to be able to continuously improve the
usage of social media. Target groups are different and behave differently. Therefore, companies need
to consider how often they should post, which content works and how to create the right sort of
engagement. There are so many parameters that are changing, new emerging trends, social media
evolves and thus companies needs to be up to date. (Von Heijne, 2015)

Diaz claims that the latest trend is viral marketing, creating content that will easily spread can
generate a lot of revenue or PR. PSY’s song “Gangnam Style” is an example of a viral trend.
However, it is extremely difficult to create viral trends as the factors for success is a mix of luck,
craziness and maybe the most important factor, timing. There is an enormous demand and pressure
on viral trending. (Diaz, 2015)

4.4 Sharing

When it comes to sharing behavior fans seems to be generally positive to what Kpop artist share on
social media. When asked what they would like artist to share 87% answered post (or similar)
connected to everyday life, 76% said videos of themselves, 71% messages, 70% selfies, 48% fashion
and 32% said quotes. For this question the participant were able to choose several alternatives.

(survey)

4.4.1 Encouraging Sharing Behavior

When using social media, it is important to delimitate the target group more specifically than with
traditional marketing. Before the categorization was gender, age and where they live. Today, it is
more complex, not only demographical points but also interests and passions. This is possible today
through social media. Von Heijne claims that this works better for marketing as interests connect
people and makes them engaged. Thus, the potential for spreading is greater. Von Heijne
recommends first investigating the interest and seeing how to incorporate the company’s message in
that to create value for the followers. (Von Heijne, 2015)

When using different social media, it is important to adjust the form of communication used,
according to Von Heijne. Some filter on Instagram creates more engagement than others. Von
Heijne means that this is due to psychological motivation forces - the will to share. Thus, companies
using social media need to look at strong feelings that arise quickly such as surprise, “wow-feelings”,
sympathy and anger, which are basic feelings that everyone has and are triggered by. Using this in
the communication on social media can result in sharing behavior that helps spreading a company’s
message. (Von Heijne, 2015)
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Everything that people share is connected to the picture that people want to show of themselves
and it contributes to the social status that people have. Von Heijne continues to say that users of
social media are very aware of what they share and how it affects our image to the surrounding
world. Von Heijne claims that 70% of all Facebook post are edited, and this just shows how much
people think of what they are sharing and how to formulate themselves. (Von Heijne, 2015)

4.4.2 Sharing Information from Other Sources

Kpop Nonstop mostly shares content from other sources when they were promoting artists that
they were going to work with. This content could be new music videos, photos and so on. Diaz said
that Kpop Nonstop has cooperation with Hallyu and shared their posts when it was relevant for
Kpop Nonstops followers. (Diaz, 2015)

Diaz means that they want to share content that is relevant for their followers, but it also has to be
relevant for the company and its image, which should be seen as a serious organization. (Diaz, 2015)

Hallyu shares content from other sources, e.g. news from Korean pages, when they are not going to
write an article about that subject but it is still relevant for the followers. They also share music
videos and comebacks from other sources. (Térnqvist, 2015)

4.4.3 Content That Creates Engagement
Diaz claimed that giveaways and competitions for CDs, concert tickets and posters created the most
engagement from their followers, and this was the company’s own content. Kpop Nonstop’s
followers shares information about concert the most. However, a strategy to generate traffic to the
company’s channel that Diaz used is that the followers had to either like, comment or share it for
the possibility to win giveaways. (Diaz, 2015)

Tornqvist claims that there is very broad type of content on Hallyu but most Kpop fans like posts
that are spread from official artist accounts and behind stage photos. However, Hallyu’s followers
are not only Kpop fans but also huge fans of Korean food, which is very popular on Hallyu’s site.
The followers share information about concert and big news of comeback and alike the most.
However, Hallyu’s own competitions are also very popular. (Térnqgvist, 2015)

Below is Figure 4 presenting what media the followers like to share the most. Photos seem to be the

most liked to be shared, videos and songs shortly thereafter. Text seems to be the least liked to be
shared, and gifs has an even distribution. (survey)
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Figure 4: what type of media the respondents share, 1 is least and 7 is most, Y axis represent percent.

The respondents answered questions about their sharing behavior for each social media that they
use, for those who use that channel. There is a mixed distribution of the sharing behavior not
indicating anything specifically. On Tumblr, 20% of the respondents shared once a day or more but
the same amount did not share on Tumblr at all. However, Facebook seems to be the most popular
channel to share on as 75% of the respondents do share, whether it is often or not. YouTube is the
next popular with 69% of the respondents, following comes Instagram with 67%. Twitter and
Tumblr both had 60%. However, 17% of the respondents stated that they did not use Tumblr, and
16% do not use Twitter. That number is significantly lower for the other channels as 5% do not use

Instagram, 4% do not use Twitter and only 1% does not use Facebook. (survey)
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Figure 5: How often respondents share on different social media. Y-axis represent percent.
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5. Analysis and Discussion

The findings of the results are discussed and similarities between the theory and results will be presented in this chapter
as a part of the analysis. Additionally the researchers own observations and the weaknesses of this study will be
discussed. In this section the problem definition and subqguestion will be answered.

5.1 Findings

Kaplan and Haenlein, as well as Mangold and Faulds state that companies should use social media as
a tool for promotional strategies. However, it is important that a company have aligned messages on
all channels both online and for traditional marketing, to avoid confusing the customers.

5.1.1 Know Your Target Group

Both Diaz and Von Heijne stated that a company needs to know why their target group use social
media, and how they use it. Diaz claimed that the company should figure out what the followers
actually want from the subscription and try to meet their demands. All content posted should aim to
be interesting; since many users will stop following if a company shares what the follower
considered irrelevant. Diaz stated that companies have to adapt on how to communicate with their
clients in a way that suits their tastes. Another reason to why it is important to know the target
group is, as Mangold and Canhoto stated, that the consumers now has a great power and thus
demand much more from a company than what they previously have done. Thus, a customer might
switch from a company’s product or services to another if that company does not live up to their
demands and wishes. The same is applicable for social media usage, if a follower does not receive
what they wish from a subscription they will most likely unsubscribe.

Kaplan and Haenlein recommend companies to choose one or several social media that fits the
company, but it is essential that the target groups are present there. The customers are, according to
Kietzmann and Canhoto expecting companies to be on several platforms, which makes it even more
important for companies to have a presence on platforms where potential target groups exist. Cha
and Kim stated that YouTube, Twitter and Facebook have helped spreading Kpop internationally.
The results of the survey showed that Instagram was the most popular platform to follow an artist
or group, secondly Facebook, then Twitter, YouTube and finally Tumblr. The participants of the
survey also had a favoritism of which platform to share on where Facebook is the channel where the
respondents shared most on, then YouTube and thirdly Instagram. Tumblr and Twitter shared last
place, however many more respondents stated that they did not use Tumblr in comparison to the
other social media. Additionally, the participants of the survey also seem to favor types of media as
photos, videos and songs were most shared by the followers and text the least share.

Further, the results from this research indicates that users of social media are not keen on interacting
with or sharing content which might affect their image on social media negatively. Von Heijne states
that what people share contributes to the picture others have of them and to their social status.
Users of social media are aware of this and also very concerned over the self-picture they show on
social media, and Von Heijne claims that this is supported by the fact that 70% of all Facebook
posts are edited after already being posted. This is consistent with Kaplan’s and Haenlein’s statement
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that people wants to control how they appear to their surrounding world and are thus picky with
what information they share. A company needs to be aware of this as to not share information that
might upset the followers or which they believe might affect their image badly.

5.1.2 Continuous Presence

Due to information overload on social media Von Heijne stated that it is vital for a company to have
continuous presence, which is continuously updating their page and sharing or posting on the
network, in order to minimize the risk of disappearing in a follower’s newsfeed. Diaz continued on
this subject by stating that a company would need to update all the time to make sure that all their
followers would see a post. On the other hand, spamming, posting too much, can be seen as
annoying by the followers and a company that spams risk losing followers. Thus, Diaz said, that
companies should know the target group’s limit to what is considered spamming and adapt to them.
Von Heijne states that companies should experiment to see how often they should post on their
channel as well as which content that is the most appreciated. The testing should be done
continuously as social media is constantly evolving and new trends affects followers’ behavior.
Kaplan and Haenlein, though, state that a company should be active when using social media.
However, they do not define what they consider as “active”. Cha and Kim also stated that Korean
pop idols have been exceptionally good on using social media; this could have been a contributing
factor for Kpop’s international spread. Additionally, Kaplan and Haenlein state that companies that
are active create more engagement from users, which increases the chance that the followers interact
with the company and themselves. Mangold and Faulds encourage companies to share information
as having knowledgeable followers increases the chances that they will talk about the brand with
others.

Diaz personal recommendation for updating social media is once a day; additionally to this the
company needs to observe the conversations and answers question on their channel. The minimum
to post would be once a week, since posting to seldom may give the image that the something might
be happening to the company. Further, if more than one post is posted per day then new post
should have higher priority that the old ones. Tornqvist agrees with Diaz’s statement to update

social media, but she states that the minimum is once a day for posting on Facebook.

5.1.3 Gain Attention and Create Value

A lot of companies and brands are on social media, which usually results in a fast flow of
information in followers’ newsfeeds. Therefore it is essential with updates according to Diaz, to
attract attention and post with the aim of “standing-out” from other companies. Von Heijne claims
that companies need to change their way of marketing, as no user wants ads on their newsfeeds. A
company needs to strive to create value for their followers and deliver it to them. He stated that all
companies trying to use social media as a tool for their organization should be aware of that they are
competing for attention with a follower’s friend and not only other brands and companies. A
company needs to earn its place in a follower’s newsfeed providing qualitative posts and create value
for the followers. Additionally, he claimed, as Diaz did, that a company needs to differentiate
themselves from other brands and posts. A tip to gain attention over a short time span is to

announce free gifts or upcoming competitions for prizes that the followers would want. This way,
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they would pay more attention to the page according to Diaz. However, this will only work if the
prize or giveaway is desirable for the followers. If the company can create value to their customers,
then the followers will always return to the company’s channel since they feel it is worth it. Diaz

claims that giveaways can also work to create hype around an event or upcoming release.

However, what is considered valuable differs for different people and customers as Von Heijne
stated, therefore it is essential for customers to understand their target group to even be able to
create value for them. An example of value creation could be sharing tips for training for a target
group interesting in health and exercise. Further, there should be a larger focus on creating value and
engaging followers than on the actual promoting of products or services according to Von Heijne.
This is in agreement with Kaplan and Haenlein who encourages companies to be interesting when
using social media, as it gains attention from the followers as well as increase the chances of the
followers interacting with the company. Almost half of the participants of the survey found Kpop
through social media; this indicates that having a presence on social media increases the chances of
users encountering that company.

5.1.4 Relationship with Customers

Tornqvist advised companies to act personal on social media, without losing professionalism.
Additionally the content posted should be fun and engage the users. Otherwise it is easy for brands
to become impersonal and too focused on marketing, which can push away followers. Mangold and
Faulds stated that companies should be “crazy” on social media to engage the users, and they also
advise companies to share a lot of information so that the customers feel knowledgeable of the
company. Diaz stated that the relations to the followers are very important. As Térnqvist, she
recommended the content not to be too formal and include some humor but she also warns for
being too casual as this can look as if the company lacks professionalism. Diaz stated that this
creates good relations with customers and makes the followers feel that the brand is worth
following. However, this contradicts Kaplan and Haenlein that encouraged companies to be
“unprofessional”. On the other hand, their goal with that is to be able to interact with the users and
avoid being stiff, which is similar to the interaction with followers that both T6érnqvist and Diaz aim
for. Based on these statements, it is acceptable to interact “unprofessionally”, that is personal and
fun, as long as the company is still seen as credible and professional. Térnqvist recommends
companies to build a strong and long-term relationship with followers as well as create loyalty. Then,
through that the brand will successively get more followers.

Tornqvist warns companies not to use strategies that “trick” the customers to enter a site in order to
attract traffic. This is only a short-term solution, which can give bad long-term effects since
followers might avoid entering the site again due to the eatlier bad experience. Kaplan and Haenlein
also advise companies to be honest, humble, and respect both the customers and the rules of the
social media they are operating on. Mangold and Faulds recommend giving exclusivity to some of
the customers, this way they will feel more special. Exclusivity can be given through offering news,
services or deals only for some chosen customers. Additionally it can also be done through different

bonus systems, giving points to consumers if they do a certain task e.g. purchase or engage.
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5.1.5 Interaction with Users and Engagement

Mangold and Faulds encourage companies to share information as having knowledgeable followers
increases the chances that they will talk about the brand with others. Further companies should
openly receive feedback as this encourages the customers to communicate with the brand or each
other, this content will work as EWoM (electronic word-of-mouth).

Kietzmann and Canhoto stated that EWoM is very powerful and can have a large impact on a
company - for example it can lead to free marketing and increased brand awareness. However,
EWoM posted on a company’s social media is available for everyone and has a great reach, therefore
negative posts can create a bad image of the brand to existing and potential new customers. Diaz
states that users can openly praise or criticize a brand on social media, a platform where the
customers have their way of communication, therefore companies need to communicate correctly.
Chen et al agrees that publicly posts of experiences of a company, product or service affect other
consumers. Additionally, Kietzmann and Canhoto go to the extent and say that EWoM are more
credible than a company’s own marketing and it affects the customers decisions whether to purchase
or not. Mangold and Faulds stated that consumers now search for information about companies,
products or services on social media and see it as a reliable source on which they can build their
decisions on.

Von Heijne stated that Facebook has an algorithm that rewards companies with high engages on
posts by publishing their posts on their followers newsfeeds while companies’, with low
engagements, posts are not shown to the followers. Further, there is a higher probability for a user
to see a company’s post if he/she eatlier has engaged, that is, liked, commented ot shated, one of
the company’s posts before. Therefore, Von Heijne stated that is more important to have a smaller
engaged group of followers than a large group unengaged since the posts will not show in their
feeds. Thus he recommends companies to create engagement through creating value for the
followers. Both Térnqvist and Diaz also stated that it is important to aim to generate engagement
from the followers to in turn reach out to more users. Chen et al agrees as they state that having
active consumers on social media leads to increased brand and product awareness without any extra
cost.

5.1.5.1 Motivational Forces for Sharing

Von Heijne states that companies need to adjust the type of communication used after the users as
some sort of media creates more engagement than others. He claims that the will to share is based
on psychological motivation forces, thus it is essential to try and create feelings, such as “wow-
feelings”, surprise and so on, so followers will be triggered by this and share which helps spreading a
company’s message. Mangold and Faulds also recommends companies to be outrageous or do
something uncommon as their followers are more likely to talk about this. Kietzmann and Canhoto
claimed that media containing elements that give rise to emotional responses, are surprising or
amusing, are more widely spread that other. Von Heijne also stated that as a company share visual
content, photos and videos, since they create more engagement than text. He also states that it is
important not to have too long texts as it can bore the reader. Diaz mentioned that companies
should prioritize sharing picture on the social platform Facebook, as they seem to gain more
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attention of the followers and create more engagement than only text posts. This seems to be in
accordance with the survey participants’ behavior as they share some media more than other.
Photos, videos and songs seemed to be the most liked to be shared by the respondents, and texts
only seemed to be the least shared. Cha and Kim claimed that the Korean pop industry trains their
idols and focuses a lot on “visuals” such as looks and fashion. This implies that Kpop idols might
have more visual content to share and that this has consequently gained a lot of attention and
engagement, spreading the idols’ fame further.

As Diaz claimed, a company can encourage engagement by having competitions where the
customers need to like, comment or share for the possibility to win. As for Kpop Nonstop,
giveaways and competitions created the most engagement while concert information retained the
most shares. Térnqvist has similar experience as the competitions executed by Hallyu also gained a

lot of engagement.

5.1.5.2 Interest and Passions

Von Heijne claimed that it is even more important than before to delimitate the target group and
not only look at demographical factor but also interest and hobbies. This, he claims, connects
followers and increased the chance of keeping them engaged and also increases their sharing. Thus it
is essential, Von Heijne says, to know how to create value for the followers. This is consistent with
Mangold and Faulds result which states that users prefer to interact with other who are like-minded
and have similar interests. They continued to state that companies could create communities for
consumers with similar interest to encourage engagement. As long as this interaction is beneficial to
the company.

Almost all respondents of the survey (91%) considered themselves as fan of Kpop and most of the
participants also had an interest in Korean culture. Thus it could be said that Kpop is seen as an
interest or hobby for these respondents. Further, almost half of the respondents had created a fan
page, which could be seen as the “ultimate” form of engagement since the user creates their own
channel which they would run and share information. The largest reasons was to either share and
support their idols trying to increase their fan base or to meet like-minded fans whom they could
interact with, which confirms the idea that users want to interact with people with the same
interests.

Mangold and Faulds claimed that customers are more likely to share if they have emotions
connected with the information or cause. Additionally Kietzmann and Canhoto states that it is
essential to know the motivation forces that drives users to share. From this a conclusion can be
drawn that interest and hobbies can be a motivational force for users to share and engage. Further,
followers enjoy interacting with people with similar passions.
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5.2 Conclusion
5.2.1 How Should Nordic Music Companies Use Social Media With Inspiration From The
Kpop Business?

It is important to have a framework for how to use and how to act on social media. The following
subjects that will be discussed aims to work as a framework for companies that want to use or are

already using social media.

5.2.1.1 Step 1: Know and Keep Followers

For companies it is vital to keep their customers, on social media that means keeping them
subscribed to the company’ channel. In order to do this several prerequisites are needed. The first
one is to really know the target group as this lays out the foundation for the whole social media
strategy, and it can thus be seen as a threshold capability. Companies should try to adapt after the
target group and their demands. That is, first a company should choose a platform where the target
group exist and are active. Secondly, the company needs to investigate what the followers want from
their subscription and what type of content they prefer. Users of social media do not follow
companies to see ads but to get value. If the content does not meet the followers’ demands, is
considered irrelevant or boring followers will most likely unsubscribe from the brand. By knowing
the target group a company can develop strategies on how to act on social media to keep the
customers. Knowing the target group’s behavior and demands on social media will also work as a
foundation for almost most strategies and can seen as the basic prerequisite to keep followers.

5.1.1.2 Step 2: Remind Followers of the Company

Content is constantly being uploaded to social media platforms. For users, they see content from
their friend, families as well as brands that they follow. Companies need to have continuous
presence on social media to make sure that their users are aware of them and encounter their posts.
From step 1, the company should already know the target group enough to be aware of how often
the company should post and update their social media channels to please the followers. Around
half of the survey participants encountered Kpop through social media platforms which indicates
that having a presence on the right platforms increases the chance of new users finding the
company. Therefore, companies need to be active on social media in order to remind the followers
about them and increase the possibility of new customers. The companies need to find out how
often they should post and update their channel. However, recommendations from the results are
varying from about once a day to minimum once a week.

5.2.1.3 Step 3: Become Important

Continuously updating and reminding followers of the brand is not enough if the company’s content
does not attract attention or bring any value to the customer. With the large amount of content
being uploaded to different platforms companies need to differentiate themselves and stand-out
from the “ordinary” content. Companies are competing for attention with not just other brands but
also the follower’s circle of friends and families and thus needs to deserve their place in the
followers personal newsfeed. Announcing giveaways or competitions to gain attention from the
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followers, but this will only work if the prize is wanted of the customers. This can also work create
hype for a upcoming event or release. The content posted has to contain value for the customers,
and value varies for different people. Example of valuable content can be posts containing what the
target group is interested in or wants to know more about. Companies should put more effort in
creating value that trying to sell their products or services. Thus, in order to create true value it is of
significance to be innovative and standout from competitors as this will also catch the attention of
the followers. Additionally, it is essential to create value for the customers as this in return makes the

channel important and valuable in the eyes of the followers.

5.2.1.4 Step 4: Create Loyalty

Having enjoyable interactions is the foundation for building good relations with the customers.
Giving exclusivity for a group of the customers (through extra services, sales etc.) which fulfill some
requirements set by the companies (e.g. purchased for a certain sum, has a high level of interaction)
will make the customers feel special in the eyes of the company which in turns leads to increased
loyalty. Additionally, in order not to jeopardize the relationships with the customers the company
should always aim to be transparent, honest and not use tricks to gain a lot of traffic as this can hurt
the relationships. It is important to show respect towards the followers and be humble to create
good feelings towards the brand. The goal with good and strong relationship is to eventually make
the customers loyal to the brand. Companies should aim to act personal and fun on social media
without losing the professional feel of the brand. The aim should be to build strong bonds with the

followers and create long-term loyalty towards the company, its products or services.

5.2.1.5 Step 5: Reach out to More Users through Engagement

Publicly published EWoM affects consumers purchasing decisions, thus it would be beneficial for
companies if their loyal customers shared their positive experiences with the brand, as this is seen as
more credible than the company’s own marketing and can lead to new customers deciding to
purchase from this company. However, it also puts pressure on the company to perform well, to not
give reason for negative experiences, which might get published on social media. Additionally, there
is a bigger chance that a customer will choose a company with more positive engagement from its
customers than one with less. A company with more positive engagement from its customers can
expect to reach out to more new users than other firms. Further, the more the followers engage and
interact the higher probability it is to reach out to their circle of friends and thus the company gets a
chance to gain new followers. If a user has previously engaged with a company’s content there is
also higher possibility for the user to see more of the company’s posts on their newsfeed. Based on

these observations companies should aim to encourage the engagement of their current followers.

Figure 6 recaps the recommendations for how to use social media as a music business on the Nordic
market.
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1. Know and Keep *Know how target group use social media
Followers *Find out what they want from subscription

22 RS «Find out how often to post (minimum once a week)
the Brand *Be active to remind the followers about the company

*Be innovative and different than competitors
*Create value to become important for the followers

3. Become Important

*Be personal, fun, honest but still professional

4. Create Loyalty *Build strong bonds and loyalty

GF R ot 00 a0 W oy ie *Post will reach out to more if the curtrent followers engage
Through Engagement *To increase brand awareness and affect purchasing decisions

Figure 6: Summary of recommendations of how to use social media as a music company operating on a Nordic market

5.2.2 How Can Engagement Of Followers Be Encouraged?

The goal of social media should be to share and communicate with customers as well as create
participation, and not focusing on selling products and services. The results showed that there
should be a larger focus on engaging the followers than on actual promoting product, services or the

brand.

5.2.2.1 Followers’ Self-picture

When it comes to sharing and interacting with content companies need to be aware that people are
very concerned over the image they are showing of themselves to other users. Therefore, a
prerequisite is to understand its target group, what they value and what the followers want to and are
comfortable with sharing and interacting with. This could be considered as a threshold capability.

5.2.2.2 Type of Media and Platform

Different target groups show favoritism on which platform to follow companies on, and where to
share content on thus, it is important to know what the target groups prefer to be able to adapt to
their behavior and in that way increase the possibility for them to either follow the company and/or
share its content. Further, some types of media content create more engagement depending on the
emotional response they produce for the followers. Content that has element of surprise, “wow-
feelings” as well as fun can motivate followers to interact and share. Additionally, the companies
should share visual content such as photos and videos more often as they are gain more engagement
than text. Based on these results, a company needs to adapt to its followers and choose which
platforms to be on as well as what kind of media to share to please the followers. The company
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should know that some platforms work better for certain target groups as it will encourage their
sharing behavior and the same is applicable to the type of media as well as content posted by the

company.

5.2.2.3 Be Active

Companies that want their target group to be engaged needs to set the example and be active
themselves. To make the followers interact with both the company and themselves the content
should aim to be interesting and not too stiff. Sharing a lot of information to make the followers
knowledgeable of the company is also a good way to encourage them to engage. Thus, companies
should be active on social media in order to increase the chances of their followers to engage.
Additionally, when the followers are engaged it is important to follow up and answer their questions

if any.

5.2.2.4 Competitions and Giveaways

Announcing competitions or giveaways has proven to be a good strategy to attract attention as well
as engagements. In order for the followers to be able to participate in this the company can ask for
likes, comments or shares. Through this the competitions, and the company’s brand will reach out
to more. A deduction could be that people are triggered and motivated to do more than what they
usually would if there is a chance of winning a prize of their liking.

5.2.2.5 Like-minded People

Having similar interest and passions connects people and increase the chance that they will interact
with each other. Thus, companies should figure out what their target groups’ common points are
and try to encourage and create a place where they can converse about their similarities and
opinions. The company needs to know what the motivational force their target groups have for
sharing and build upon that. From this a conclusion can be drawn that interest and hobbies can be a
motivational force for users to share and engage. Further, followers enjoy interacting with people

with similar passions as they can ask questions or share their experience with them.

Figure 7 shows a summary of how user engagement can be encouraged.
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)
F Ollower S Self * Users are very concerned with their self-image on social media
P i cture * Know what the followers are comfortable with sharing

Type Of Media *Use platform(s) where target group exist
And Platform

*Share media that please the followers, e.g visual content is more
engaging than text

*Encourage feedback and interactions between customers

B c ACtlve *Be active to increase chance of followers to engage

Compe titions * Gained much engagement for Hallyu and Kpop Nonstop
an d GiV caw ay S * Users get triggered if they can win prize of their liking

lee-mlnded *Followets enjoy interaction with people with similar passions
People *Interest and passion is a motivation force for sharing and engaging

Fignre 7: Summary of how to user engagement can be enconraged

5.3 Method Criticism

5.3.1 Literature Criticism

For this study general theory and studies were read to learn about social media and its usage.
However, some informative studies might have been left out. Further, in the studies used for this
research there has been no detailed explanation of how to use each of the different social media
platform but they have provided an overview of what the researchers claims to work when using
social media.

It has become a relatively new trend for companies to use social media and it has become accepted
wortldwide but there is surprisingly little research about how companies should use social media to
expand their markets and interact with possible customers. Additionally, social media and trends are
constantly updating and changing thus the literature used in this study might be outdated.

5.3.2 Number of Interviews
Kpop Nonstop and Hallyu are two very different organizations that both have reached great success
in penetrating the Nordic Kpop market and gaining followers. When both these organizations
started KKpop was relatively new on the Swedish market, thus they had the possibility to grab a large
market share fast and become the natural choice for the Nordic Kpop fans. It could have been
advantageous to interview a company that succeeded to penetrate an existing market through social
media. The interview with Nils Von Heijne was very instructive and worthwhile. However, it would
have been interesting to have another social media expert as well.
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5.3.3 Interviews

The interviews questions were very open allowing the interviewees to guide the conversations and
subject, therefore the subjects that the interviewees brought up could differ vastly from the others.
This was done to investigate what the interviewees thought was important. However, by not asking
very detailed questions the results of the interviews have given an overall picture of the whole “how
to use social media”-subject and not detailed instruction or recommendations. Further, it has been
difficult to organize and rank the recommendations as well as knowing if some recommendations
are more important than other due to the openness in the interviews.

Nils Von Heijne’s interview was a bit different, and only had 3 themes instead of 4. This is due to
the fact that his point of view is that of a digital marketing expert and he has no connection to
Kpop. However, this has made the interviews to differ a bit from each other making it difficult to

compile them.

When conducting the interviews the subquestion for this study was not fully done which influenced

the questions at the interviews as well as the results.

5.3.4 Questionnaire

The questionnaire was released and spread before the interviews. There were some questions that
arose during the interviews that would have been interesting to pose to the fans to get their point of
view but for that another questionnaire would have to been created. However, there were not
enough questions for a new survey and thus it was decided against doing it. Due to this some
questions were missed and others questions in the survey were deemed unnecessary because of the
direction the research took after the interviews. Further, the subquestion was not complete which

affected the shaping of the survey and thus its result.

The questionnaire was only posted on Facebook and no other social media. Thus, all the participants
are Facebook users. So questions around which social media they use and how often will not be
completely representable for all Nordic Kpop fans and/or followers.

There was no possibility to check if one person had sent several answers to the questionnaire, even
though people were encouraged to only leave one answer. This could thus affect the answer if a

person sent several answers.

5.3.5 Findings

This study aimed to investigate two questions; how Nordic music companies should use social
media and how engagement of followers can be encouraged. These two questions ate intetlaced and
recommendation and tips are overlapping. Thus, some parts of the finding are similar for both of
the questions. This could be because there is some kind of framework for how companies should
act on social media, but these actions can also lead to increased engagement, which explains the

overlapping.
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5.4 Future Research

Interesting questions have arisen during this research. It would be interesting to do a study
connected to social media behavior and its effect on customers/followers purchasing behavior. A
study could be conducted to trace customers’ behavior and information research to investigate how
they retain information before making a decision to purchase. How much information is collected
from social media and other users’ (strangers) experiences with the product, service and/or

company?

Further, another interesting research would be to investigate if there is any difference in customer
value between a customer connected to a brand through social media and those who is not.
Comparing the customer value of these two groups could illuminate this. Methods could be
investigating RFM, that is: when the customer last purchased the last time, how often they buy and
for how much. Additionally to this a customer lifetime value analysis could be conducted to further
value the relationship with the different customers group.
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7. Appendix

In this section the questions posed in the interviews and questionnaire are presented.

7.1 Interview Questions for Swedish Kpop Organizations

Kpop & You
1. Tell me about yourself
2. How did you first come in contact with Kpop
3. What is your relationship to Kpop
4. Are you a fan? What is a fan?
Fanmade
5. Why did you start the organization XX
6. What is the goal with the organization?
Social Media
7. Do you use social media in the organization? Why? To what purpose?
8. How has it effected your organization?
9. How would you recommend other companies to use social media?
10. How do typical Kpop fans act on social media?
Sharing
11. Do you share information from other sources? What kind of sources? From Official pages
or fanmade channels?
12. What content and shares do your followers like the best?
13. What kind of information does your followers share the most?

7.2 Interview Questions for Digital Marketing Expert

About You
1. Tell me about yourself
Social Media
2. What should a company thing about when using social media?
3. Should a company be on all social media platforms or select one or a few?
4. What additional tools can be used together with social media?
5. How should companies use social media? Why? To what purpose?
Sharing

6. How should a company encourage engagement from their followers?
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7.3 Questionnaire Questions

Introduction
This questionnaire is for a Master Thesis about Kpop and Social Media at the Royal Institute of Technology

in Stockholm. None of your answers will be linked to your contact information and you will be fully

anonymous in the thesis. The questionnaire should take about 6-10 minutes to answer.

By answering this questionnaire you have the possibility of winning products of your choosing worth 30€ at
wWww.yesasia.com.

To participate in the competition fill out your email and name on Facebook in the end of the questionnaire
and comment "KPOP" on the Facebook post.

If you have any question feel free to contact me at sflodman@kth.se

Thank you for participating,
Stephanie Flodman

Kpop & You
1. Gender
In which country are you currently living in?
How often do you listen to Korean Pop music (Kpop)?
Do you consider yourself a Kpop fan?
How long have you listened to Kpop?
Have you bought any Kpop music, products or merchandise the last 12 months?

A A i

Are you interested in other Korean entertainment or products?
8. Did this interest start due to Kpop?

Social Media

9. How did you first come in contact with Kpop?

10. Through which Social Media did you first get in contact with Kpop?

11. Do you follow any Kpop artist/group on Social Media?

12. On which Social Media do you follow Kpop artists/groups?

13. Do you follow any other activity of a specific/favorite Kpop artist/group?

14. Have you ever “made” a consert on MyMusicTaste?

15. Have you ever shared an event from MyMusicTaste?

16. What would you like Kpop artists to share on Social Media?
Sharing

17. Do you shate anything about Kpop or a specific Kpop artist/group on Social Media?

18. If you share anything Kpop related, what kind of media do you share the most?
Fanmade

19. Do you follow any fanmade pages/channels about Kpop or a specific Kpop group/artist on
any Social Media?
20. On which Social Media do you follow fanmade pages/channels?
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21.

22.
23.
24.
25.

Have you ever created a fanpage or similar about Kpop or a specific Kpop group/artist on
any Social Media?

On which Social Media have you created a fanpage or similar?

What was your reason for creating a fanmade page/channel?

Are you more active on fanmade pages/channels or official accounts?

Do you prefer fanmade pages/channels or official accounts?
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