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This research is concerning the social media practices for the Association of Finnish Travel
Agencies, AFTA. The aim is to investigate the social media practices of AFTA’s member
companies and how AFTA could benefit from this information to create social media prac-
tices for AFTA. This research evaluates the different social media channels and which
would be the most useful for AFTA by also taking into account AFTA’s objectives.

The goal of this research is to give comprehensive proposal for social media practices for
AFTA and to give insight on the social media practices of the member companies. In addi-
tion, aim of this research is to give development proposals for AFTA’s social media prac-
tices and to evaluate which social media channels would be ideal for AFTA. AFTA’s main
objectives for social media is to increase awareness and inform their members and keep-
ing them updated.

The theoretical part includes introduction to business communication and social media.
The current social media trends and social media content marketing is discussed and four
social media channels are introduced. These social media channels are: Facebook, Twit-
ter, LinkedIn and YouTube.

The empirical part consists of the research and data collection method and the benchmark
of the following associations: PAM, EK and the Finnish Association for Fair Tourism. Fur-
thermore, semi-structured interviewing was applied in this research by four company repre-
sentatives and a social media expert.

Qualitative method and thematic analysis are applied in this research. The data is ana-
lysed by using inductive reasoning. The research started in July when the meeting with the
commissioner took place. The scope of the research was defined in the meeting and the
deadline for this thesis was agreed to be at the end of December.

Findings of this study are presented in the chapter of development proposals. This study
concluded that Facebook and Twitter would be the most useful social media channels for
AFTA. PAIBOC-analysis is conducted in order to identifying the audience and a social me-
dia content analysis is presented to demonstrate the possible content on Facebook and
Twitter.
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1 Introduction

The first chapter is the introduction which gives an overview of the research. The research
problem, objectives and the structure of the thesis are also explained in this chapter. The
commissioner, the Association of Finnish Travel Agencies, is introduced and the aims for

AFTA'’s social media involvement are provided in this chapter.

1.1 Aim and research problem

The commissioner of the thesis is the Association of Finnish Travel Agents, AFTA. The
objective of the study is to shed light on the current social media marketing practices of
the member companies. This is done in order to create development proposals for the as-
sociation, to improve their current social media marketing practices and to inform AFTA

about how their member companies are using social media.

AFTA is eager to know which social media channels are considered useful by their mem-
ber companies and which ones are not found to be effective for marketing purposes.

Through this study, the association is seeking to find out what kind of content their mem-
ber companies are putting on social media and how Finnish travel agencies are applying

social media marketing in the competitive and changing tourism industry.

The aim of this study is to estimate the benefits and disadvantages of different social me-
dia channels and deliberate the future information share and communication practices of
AFTA. This research was also aimed to examine the ideal social media practices for the
association. AFTA is interested to learn how their member companies are affiliating social
media for marketing purposes. Additionally, AFTA desires to receive information about the
type of content their member companies are looking from AFTA through social media and
what improvements could be made about AFTA’s current information share and communi-

cation practices.

Objectives of this thesis are to assess which social media channels could be adopted by
AFTA, which social media channels would be the most beneficial and what kind of content
could be posted on social media by AFTA. The association is currently involved with
LinkedIn which will be taken into account in this research. The association has previously
considered Facebook and Twitter as potential communication tools. The research aim and
scope of the study was discussed and defined during the meeting with the CEO of the As-

sociation of Finnish Travel Agents, Heli Maki-Franti.



The main limitation of this study was to make the distinction between the association’s ob-
jectives for social media engagement compared to their member companies’ objectives.
As an association, AFTA does not have the goal of reaching as many consumers as pos-
sible to increase revenue, in turn, the association does want to reach people interested in
the industry. This particular concern was taken into consideration while conducting this
study and while interviewing the member companies’ representatives. Furthermore, a
benchmark was conducted to get a broader understanding of how associations are using
social media. Moreover, social media expert Lasse Rouhiainen was interviewed in order
to get opinions of how AFTA could affiliate social media from a professional’s point of

view.

AFTA’s member companies target their marketing for consumers, therefore, the member
companies have a commercial aspect in the companies’ social media behaviour. Further-
more, the marketing objectives of the member companies differ from association’s objec-
tives. AFTA’s objectives for communication and social media involvement are to share in-
formation with their member companies, to promote cooperation between travel agents,
assure good and fair practices among the industry in Finland. Anyhow, marketing is im-
portant so that Finnish travel agents are aware of AFTA’s services, help, information,

knowledge when it comes to conducting a travel agency business in Finland.

One limitation of this study is that the tourism industry is currently facing changes. This is
due to the fact that online travel agencies are increasing their market share over tradi-
tional travel agencies. The changing tourism industry is resulting in an increase in social
media marketing and the popularity of different social media channels is constantly chang-
ing. This variety in social media trends leads to a questions whether other social media
channels should have been included into this study, for example, Instagram, Periscope

and Snapchat.

The personal aim of this study is to conduct an academically valid research and to acquire
experience in collecting and analysing qualitative data. The author also aims that the lan-
guage used for this study is written cohesively and coherently by using extensive aca-
demic vocabulary. Furthermore, the student expects to gain more knowledge about social
media channels and how they are used among travel agencies in Finland. The author is
aiming to get insight on the chosen data analysis and collection methods which are the
following: semi-structured interviewing, benchmarking and thematic analysis. The student
also presumes to develop personal interaction skills while conducting interviews for this

study.



1.2 Structure of the thesis

The structure of this thesis consists of the theoretical framework and the empirical part of
the thesis. The first chapter is an introduction which offers insight on the research problem
and objectives. The research methods and the Association of Finnish Travel Agencies are
also presented in the first chapter. Whereas, the second chapter involves communication
through social media through the following topics: business communication, current trends
in social media marketing and social media and content marketing. Additionally, four so-
cial media channels are introduced in the second chapter: Facebook, Twitter, LinkedIn

and YouTube.

The third chapter explains the chosen data collection methods which are qualitative re-
searching, semi-structured interviewing and benchmarking. Additionally, the data analysis
method of this thesis is thematic analysis and this method is explained in the third chapter.
Furthermore, the findings of the study are represented in the fourth chapter of the re-
search. The findings of this study are divided into two sections: interviews and bench-

marking. The thesis process and findings are analysed at the end of the research.

1.3 Research methods used

Qualitative research method can be used for understanding behaviour, opinions and emo-
tions from the participants’ point of view. Qualitative research method is also used to iden-
tify different processes and to understand interaction among people. Therefore, qualitative
research method was chosen for this study due to the fact that it was aimed to understand
the member companies’ social media practices and to evaluate the interaction between

the member companies and AFTA (Hennink et al. 2011, 10).

Semi-structured interviewing was chosen as a method for this study based on the fact that
the commissioner desired to get information about how their member companies are ap-
plying social media. Furthermore, interviewing was considered to be the ideal method to
get suggestions and aspirations about AFTA’s social media operations from the member
companies’ representatives. The interviews were also planned to investigate what kind of
content AFTA could post on social media and through which social media channels. In ad-
dition, interviewing was chosen as a method to detect development proposals for AFTA’s

current communication and information share with the member companies.



A Benchmark was conducted in order to obtain extensive insight on how associations can
benefit from social media and to get an overview of which social media channels are com-
monly used by Finnish associations. Benchmarking was also aimed to investigate the cho-
sen associations’ social media content and to gather practical proposals for AFTA. The
associations selected for the benchmark are: PAM, American Society of Travel Agents

and The Association of Swedish Travel Agents and Tour operators.

The research started with a meeting with the commissioner in July. The aims of the re-
search were defined during the meeting and the deadline was determined to be in Novem-
ber. Semi-structured interviewing was selected to be the data collection method for this

thesis based on the research problem.

1.4 The Association of Finnish Travel Agencies

The association of Finnish Travel Agencies, AFTA, is founded in 1940 and consists of ap-
proximately 160 travel agencies. The total sales of AFTA’s member companies was 1.9
billion euros. AFTA commissions yearly event of MATKA Nordic Travel Fair in Finland,
which is the biggest travel fair and tourism related event in the Northern-Europe (AFTA
2016).

The aim of the association is to assist its members with legislations, public authorities as
well as with domestic and international organizations. In addition, AFTA’s mission is to
promote the industry of travel agencies’ and tourism in Finland. The association monitors
the legal rights of the member companies, operates in order to maintain the good busi-
ness practices within the industry and promotes cooperation with other companies in-
volved in the industry. AFTA will help their member companies, for example, by taking ini-

tiatives, informing, negotiating, contacting companies and authorities (AFTA 2016).

AFTA’s aim for the use of social media is to engage and share information with their mem-
ber companies, to attract potential members and raise awareness of the benefits that
comes along with the membership of the association. AFTA is currently involved with
LinkedIn when it comes to social media. Nonetheless, the association has consider open-
ing at least a Facebook and a Twitter account. The information share is currently done
through email newsletters which are sent on a regular basis. The association also shares

media releases and statistics through their web pages (AFTA 2016).



2 Communication through social media

This chapter introduces business communication and social media from the tourism indus-
try’s viewpoint. Furthermore, the main social media and digital trends are represented in
this chapter. Discussion about content marketing and social media is also included in the
chapter two. The four social media channels are introduced at the end of the chapter and

these social media channels are: Facebook, Twitter, LinkedIn and YouTube.

2.1 Business communication

Business communication is used by companies for multiple reasons. Nevertheless, busi-
ness communication is mainly applied by companies for sending and interpreting mes-
sages about products and services. Business communication can also help with building a
positive company image, to obtain and share information and to gain new relationships
through business communication. Business communication can be divided into informal
and formal communication and it can be either written or oral. The elements of the com-
munication process are as following: the message, the sender, the receiver, the channel
and the feedback (Means 2010, 6-8).

“Communication is the process used to send and interpret messages so they
are understood” (Means 2010, 4).

Communication is important for companies because it is an opportunity to have an influ-
ence on conversations, way of getting more involved and closer with specific matter, solve
problems, increase productivity, make decisions and have a greater engagement with em-

ployees and potential customers (Bovée & Thill 2014, 42-43).

The effectiveness of business communication can be improved with these following five
tips: the information provided should be practical and involve facts and the presentation of
the communication should be implemented in an efficient manner. Possible expectations
and responsibilities should be clearly stated and easily understood. Arguments and rec-
ommendations should be compelling to readers and this way making the reader aware of
the possible benefits of communication. Communication can be conducted in a profes-
sional manner: “Professionalism is the quality of performing at a high level and conducting

oneself with a purpose and pride” (Bovée & Thill 2014, 43).



Successful communication can be divided into six phases: sender has an idea, encoding
the idea, transmitting the message, receiver gets the message, decoding the message
and sender receives feedback (Thill & Boée 2005, 18).

“Effective messages are practical, factual, concise, clear and persuasive”
(Bovée & Thill 2014, 43).

The audiences can be separated into five categories in an organisational setting. First one
being the primary audience which are the ones your message is primarily targeted. Other
audiences are the secondary audience, the initial audience, a gatekeeper and a watchdog
audience. The secondary audience might help with the message or be asked to comment
on it. The initial audience are the ones receiving the message first or even are the ones
who initially asked for the message. A gatekeeper can have an impact on the message,
for example, secretary. Whereas, a watchdog audience does not have an impact on the

message (Locker & Kaczmarek 2007, 19).

Communication barriers can be distinguished into two categories: external barriers and in-
ternal barriers. Internal barriers are, for example, personal experiences, educational back-
ground and other biases affecting communication. Nonetheless, these communication
barriers can be avoided by preparing audience analysis which helps with taking into con-
sideration the characteristics of the receiver, for example, age, attitude, gender, interests
and concerns. Other way of avoiding communication barriers is to observe the sender’s
duties. The sender is responsible of analysing and understanding the receiver and the en-
vironment, select a channel for the communication, select symbols that are easily under-

standable and encourage feedback (Means 2010, 11-12).

Business communication can face cultural differences. People from different cultures can
have different values and assumption compared to one another. Other example of cultural
differences are language barriers and body language, including facial expressions and
gestures (Means 2010, 40-41.) The ethics of business communication involves honesty,
confidential information kept confidential, avoiding plagiarism and taking privacy and elec-

tronic rights into consideration (Means 2010, 53-57).

2.2 Social media

Social media is defined as following:” Website and computer programs that allow people

to communicate and share information on the internet using a computer or a mobile



phone” (Cambridge Dictionary 2016). Whereas, social media marketing is:” methods for
advertising products, services, or brands using the internet, by attracting the interest of
groups of people who discuss them, make suggestions about them, etc. online” (Cam-
bridge Dictionary 2016).

“Social media, or Web 2.0 as it is usually called, are fundamentally changing the way trav-
ellers and tourists search, find, read and trust, as well as collaboratively produce infor-
mation about tourism suppliers and tourism destinations” (Sigala et al. 2011, 1.) Social
media has enabled sharing, storing and retrieving information online (Sigala et al. 2011,
73.)

“Social media represents two-way communication between consumers”
(Sigala et al. 2011, 73).

Social media can also be defined by using the tripartite structure by the Technical Re-
search Centre of Finland: content, people and technologies. This definition emphasizes
the role of the people generating content on social media. Furthermore, Pekka Erkkola
has extended this definition and brought the idea of social media being a process where
people are able to generate and consume content. Erkkola also gave another meaning for
social media which is that social media is a phenomenon which changes the structures of
production and distribution (P6nka 2014, 35).

The users of social media can be separated into six categories: contended users, func-
tional users, information seekers, social user, technological user and active users. Con-
tended users are using social media less than the other types of users. Contended users
are also more satisfied with less content and information on social media. Functional us-
ers are focusing their use of social media on more practical issues and they use social
media for finding information. Functional users are not using social media for keeping in
touch with people as much as the other types of users. Information seekers are mainly us-
ing social media for gathering information and for following news and current topics online.
Social users are using social media for socializing with other people, for example, rela-
tives and friends. Technological users are more interested in games and devices and they
are usually males. Active users are engaged in many social media channels and are using

them actively, for example, through mobile phones (Pénka 2014, 40-41).

The importance and impact of social media has increased during the last decade and the

amount of social media applications is booming. Therefore, the roles and behaviours of



travellers and the social network interaction has changed in the tourism industry. Travel
and tourism companies are in the situation of redefining their businesses in order to fulfil

the emerging expectations and needs of the travellers (Sigala et al. 2011, 1-7).

Social media has become increasingly important for the tourism industry due to the intan-
gibility of the evolving tourism products in the market. Studies has also shown that people

are more likely to consume information than generating it. (Sigala et al. 2011, 73-78).

The development of internet technologies has resulted in increasing contribution of infor-
mation share online, for example, through blogs, tweets, reviews, comments and updates.
Consequently, tourism enterprises are trying to find the ideal procedures which will help

the companies to handle the increasing volume of social media (Sigala et al. 2011, 74.)

“Placing the phenomenon into an appropriate theoretical context that better describes the
complex and dynamic relationships inherent in social media will help enhance our under-
standing of it” (Sigala et al. 2011, 74). Nevertheless, it could be stated that theoretical
frameworks might not be effective when studying social media. This is because many so-
cial media channels have been created without deep understanding of social media theo-
ries. In turn, it is possible to analyse data through social media platforms and companies
are able to get instant feedback from their customers. However, theoretical frameworks
are not supposed to be forgotten even when studying social media considering that theo-
ries can help companies with interpreting online data and discovering new opportunities
within the industry (Sigala et al. 2011, 75).

Social media has many benefits and a study has shown that marketers involved in social
media at least two years agreed that new partnerships were formed. The three most sig-
nificant benefits of social media marketing were found to be increased exposure, in-
creased traffic and development of loyal fans. The benefit of increased exposure was de-
tected by 89% of the respondents, whereas, increased traffic was 75% and the develop-
ment of loyal fans 68%. The weekly commitment for social media was six hours or more
by 63% of the marketers (Stelzner 2016, 19).

Social media is a key contributor for businesses and it has been studied that 90% of mar-
keters considered social media being important for businesses. More experienced mar-
kets were found to spend more time on social media compared to others. More than a half
of the marketers with a two or more years experienced with social media marketing were

spending six or more hours on social media activities. The sales numbers were increasing



after two years of involvement with social media marketing. Furthermore, leads generation
was studied to happen with six hours of weekly involvement with social media marketing.

Loyal followers are built within a year after starting social media marketing. More than half
of marketers who have invested at least 2 years in social media marketing report that new

partnerships were gained.

"A significant 89% of all marketers indicated that their social media efforts
have generated more exposure for their businesses. Increasing traffic was
the second major benefit with 75% reporting positive results” (Stelzner
2016).

The two biggest benefits of social media marketing are increasing exposure and increas-
ing traffic. The other benefits are the development of loyal fans, marketplace insight, gen-
eration of leads, improvement in search rankings and grown business partnerships. Fur-
thermore, Social media can help with understanding peoples’ attitudes and perceptions
(Stelzner 2016).

The International Tourism Research Centers has concluded that 88% of tourism business
representatives are actively using social media and the recommendations that are given
through social media are trusted by 70% of consumers. Studies has shown that 57% of
travel-related website visitors read traveller-written reviews and 40% of online travellers

visit social networking sites to influence destination selection (Jashi 2013).

There are ways to measure social media activities in tourism. The first one being Cus-
tomer Influence Effect which measures the influence between social media users in a spe-
cific network. The second one is Customer Influence Value which is based on the mone-
tary gains and losses of social media campaigns. Lastly, Stickiness Index which identifies
the users who are actively engaging with company’s products and services by discussing

about them on social media (Jashi 2013).

2.3 Digital trends in tourism

The tourism industry is currently facing changes and the internet has becoming increas-
ingly popular. Therefore, the question about the future of Face-to-Face agents will remain
uncertain. Studies has predicted that the future of travel agents will be even more involved

with technology (Amadeus & Oxford economics 2010, 30).



“Agents are likely to reinvent their role as bespoke travel advisors and as a

trusted source of information” (Amadeus & Oxford economics 2010, 4).

Visual online travel content has become increasingly important for travellers. A study has
shown that 78% of the respondents valued images and the content with images got 94%
more views compared to content without images. In the United States, two out of three
consumers told that they watch travel videos online when they are planning their trip. In
addition, travel videos have more than doubled on YouTube since 2014. Mobile-optimiza-
tion in travel digital content has also become a trend: “Mobile’s share of visits to travel
sites grew by 48% in 2015” (MDG Advertising 2016, 4).

Study conducted by Michael Stelzner has found that Facebook, Twitter, LinkedIn and
YouTube were the four most commonly used social media channels. Facebook was most
commonly used by 93%, while Twitter was the second most popular by 76%. LinkedIn
was used by 67% of the participants and Youtube came forth by 53% (Stelzner 2016, 23).

“61% of the respondents conveyed scepticism towards new social networks
and only 6% of marketers adopt new social media platforms on a regular ba-
sis” (Stelzner 2016, 52).

The research by Stelzner shows that the use of Facebook among marketers has in-
creased 67% since 2015. Therefore, Facebook is keeping the leading role of most im-
portant social media network for marketers. Nevertheless, the study showed a significant
difference between B2B in comparison to B2C. Facebook is dominating within B2C by
66%, while LinkedIn is the most commonly used by 40% in B2B and Facebook comes se-
cond with the share of 37%. Twitter was used by 15% and YouTube 4% in B2B. On the
contrary, Twitter was 11% and Youtube 4% in a B2C context (Stelzner 2016, 30).

The most important social platform was Facebook by 55%. LinkedIn was the second pop-
ular by 18% and Twitter the third with the share of 12%. YouTube and Instagram both had
the share of 4% in importance. The importance of Facebook increased by 2%, while

LinkedIn and Twitter showed decrease in importance (Stelzner 2016, 29).

The social media platforms from which marketers would like to learn more about were Fa-
cebook by 73%. LinkedIn by 61%, Twitter by 59% and YouTube by 58%. The percentage
of Facebook did grow from 68% in 2015 to 73% in 2016. It was also demonstrated that the

interest of learning more about Facebook was more common in the B2C context. On the
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other hand, B2B marketers were more interested in learning about LinkedIn than B2C
marketers (Stelzner 2016, 39).

The use of Twitter among marketers has declined from 66% in 2015 to 61% in 2016. Simi-
larly, the use of LinkedIn has declined from 66% in 2015 to 61% in 2016. The increase of
video content on YouTube was planned to be conducted by 63% of the marketers. Social
media marketing has also been considered becoming more difficult in the last 12 months
(Stelzner 2016, 32).

2.4 Social media and content marketing

The most important content for marketers was found to be blogging by 38%. Visual con-
tent consisted of 37% and videos 21%. Nevertheless, the importance of blogging has
dropped by 7% since 2015. Blogging was considered to be more important for B2B than
B2C. Visual content was more important for B2C compared to B2B. The most commonly
used content was visual content by 74%, while blogging reached 68% and video content
60% (Stelzner 2016, 46).

“Content marketing is a strategic marketing approach focused on creating
and distributing valuable, relevant, and consistent content to attract and re-
tain a clearly-defined audience — and, ultimately, to drive profitable cus-

tomer action” (Content Marketing Institute 2016).

Content marketing is often conducted by companies to engage potential customers. Nev-
ertheless, Schaefer’s article “Does every business need content marketing? A reality
check” pointed out that content marketing is not always effective and might in fact spend
resources and there is no single marketing strategy that works for every business.
Schaefer concluded that the content effort of businesses is becoming less effective thus

not making as considerable difference as projected in advance (Schaefer 2016).

Marketers have been studied to be planning on increasing the use of video content and
more than a half of marketers stated that they are planning on increasing visual content
on social media. The most important content for marketers was found to be blogging by
38% of the respondents. Nevertheless, the importance of blogging has declined from 45%
in 2015 to 38% in 2016. Visual content and videos were also found important (Stelzner
2016, 46).

11



Content republishing was done by 32% of the respondents via Facebook and republishing
was conducted by 25%o0f the marketers on LinkedIn. The marketers informed that they
would like to learn more about video content, blogging, visual images, live videos and
podcasting (Stelzner 2016, 50-51).

Slide shares were found to be used 15% more often in B2B compared to B2C. LinkedIn
was also utilized 28% more commonly in a B2B context. Nevertheless, B2C marketers
were more focused on Facebook by 8%. The study deduced that B2B marketers are more
engaged on LinkedIn, Twitter, Google+ and SlideShare compared to B2C (Stelzner 2016,
28).

The top social media marketing trends dominating 2016 are stated by Forbes in their re-
cent article. Quality has become increasingly important over quantity, therefore, less has
become more. Instagram and Snapchat has become more popular and livestreaming is a
growing trend. Personalization in content marketing is booming and the app functionality
has become boarder. Furthermore, new applications are changing the social interaction,

for example, Snapchat (Forbes 2016).

The cycle of key steps for successful social media marketing adapted from Gretzel in-
cludes four steps: attract users, engage users’ interest and participation, retain users and
build loyalty, learn about user preferences and provide relevant, customised information to
users (Jashi 2013).

2.5 Social media Channels

The following social media channels are introduced in this subchapter: Facebook, Twitter,
Linkedln and YouTube. These channels were chosen because these social media chan-
nels are the four most popular social media channels based on recent studies. Notwith-

standing, Facebook is indicated being the current most popular social media channel.

2.51 Facebook

Facebook was created by Mark Zuckerberg, Dustin Moskovitz, Chris Hughes and Edu-
ardo Saverin in 2004. Facebook is considered to be the biggest social media network and
it offers the possibility for organizations to practice organic and paid marketing. Facebook

also offers the possibility to reach new customers (Juslen 2013, 17).
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Facebook had 1.32 billion users worldwide in 2014 and 2.3 million in Finland. The most
important features of Facebook are the profiles of the users and the following of the con-
tent posted on timelines. The publicity of the content can also be changed according to
one’s wish. Facebook enables creating a page for different groups and events (Pénka
2014, 84-94).

There are numerous ways to conduct marketing through Facebook. Nevertheless, a few
tips for successful Facebook marketing could be stated: Facebook should not be used by
using direct and hard-sell tactics, Facebook advertisement should have a clear goal and
strategy, content should be posted on a regular basis, the Facebook page should be pro-
moted and the use of pictures and videos should not be underestimated (Queensland
Government, 2014).

The creative use of Facebook video has become a trend, for example, the use of Face-
book live function, Facebook 360 videos and sharing articles through the function of in-
stant articles on Facebook. This function will make publishing, creating sharing articles
faster and more efficient. Content shared through instant articles is also easily measurable
and trackable (Smith 2016).

Social media marketing industry report has shown that 36% of the respondents agreed

that their Facebook marketing is effective and 10% of the participants strongly agreed with
the statement. On the other hand, the effectiveness of Facebook marketing was uncertain
for 35% of the respondents. B2B marketers were more unlikely to disagree with the state-
ment in comparison to B2C marketers. The report also informed that 23% of the respond-
ents detected a decline in traffic on Facebook within 12 months. Nevertheless, 39% of the

marketers were unsure whether a decline was taken place (Stelzner 2016, 10-11).

The top ways B2B marketers are currently using Facebook are: the use of high-quality im-
ages with simple heading, the use of Facebook live, the generation of audiences with Fa-
cebook ads, the use of instant articles and sharing videos through Facebook (Sweeney-
Burke 2016).

According to Rouhiainen, the eight benefits of Facebook live videos are: greater transpar-
ency and credibility, novelty and surprise factor, consumers prefer live content, lower rate
of abandonment than traditional videos, the convenience of sharing live videos on Face-

book, you will be featured as an expert when using live videos over traditional videos and

live videos are faster to create than normal videos (Rouhiainen 2016).
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2.5.2 Twitter

Twitter is used to create and share ideas and information instantly by using short mes-
sages, tweets. Twitter is technically simple, therefore, it enables efficient communication
and the following of the other users. Twitter users often use these following types of con-
tent on Twitter: tweets, retweeting, links to blogs or web pages and replies to other user’s

tweets. It is also possible to add pictures (P6nka 2014, 97).

“Twitter has become a popular method for tracking and directing the con-
sumer’s attention to travel related products and services” (Sigala et al. 2011,
210).

Twitter is currently expanding dramatically and it has 313 million active users worldwide
and 1 billion unique visits monthly to sites with embedded tweets. In Finland, Twitter had
300 000 active users in 2014. Twitter offers various solutions for businesses, for instance,
targeting, analytics, ads supports, Twitter ads and blogs. Twitter is a tool which can help
with discovering current trends and issues, increase brand awareness and to connect with

potential customers and influencers (Twitter 2016).

There are procedures to increase traffic on one’s Twitter account, for example, by using
hashtags through which people interested in the same topic are able to find tweets con-
cerning the subject. Twitter also enables mentioning a company or a person by using
hashtags. This helps getting attention of a specific group or person. In 2015, Twitter intro-
duced the Twitter polls feature which is an effective way to engage audience. The im-
portance of pictures should also be taken into consideration on Twitter. Tips for making a
picture on Twitter appealing to audience is to use attractive colours and contrast, head-
lines, elegant typography, easily understood icons and symbols and interesting texture. It
is also effective to engage people on Twitter by posing questions and by bringing perspec-
tive and afterthoughts on a specific matter. Retweeting is found to be an easy way to keep

one audience updated and engaged (Feldman 2016).
When replying to someone’s tweet it will be shown also to sender’s followers unless the

reply or mention is not sent through Twitter’s private message. This public-private feature

enables and encourages conversation between users and followers (Ponka 2014, 98).
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2.5.3 Linkedin

LinkedIn is focused on establishing new business contacts, hereby, the users of LinkedIn
can recommend and find new potential employees and employers through LinkedIn. Us-
ers can add their resumes on LinkedIn in order to enhance networking with other users
(Po6nka 2014, 109).

LinkedIn had 186 million monthly active users globally in 2014 and 288 000 registered us-
ers in Finland. Networking can be done by contacting a single person on LinkedIn or by
joining different groups comprised with people involved within the same industry of inter-
est (Ponka 2014, 109).

LinkedIn has an important role in today’s marketing. LinkedIn has more than 450 million
members and 106 million monthly visitors. The revenue of LinkedIn in the United States
has grown dramatically from 638 million US dollars in 2015 to 933 million US dollars in
2016. Only 13% of LinkedIn’s users do not use Facebook and 59% of the users do not
use Twitter. It has been studied that 94% of the B2B marketers distribute content on
LinkedIn and 80% of the social media leads come from LinkedIn (Social Media Today
2016).

The top users of LinkedIn have been noticed to post content three to four times per day
and posting 20 times per month has been noted to reach 60% of one’s audience. The
most popular topics in LinkedIn’s articles were concerning career management, workplace
phycology and talent management. According to 60% of LinkedIn users, articles about in-
dustry insights were found to be interesting, therefore, the users would like to read more
about this particular topic. The most ideal time for posting content on LinkedIn during
weekdays has been studied to be the timeline between eight in the morning and six in the
afternoon (Social Media Today 2016).

2.5.4 YouTube

YouTube has 128 million unique average monthly users around the world and Mike Stelz-
ner considers video content being the fastest growing phenomenon in social media mar-
keting. YouTube is the most popular video service on the internet and it enables sharing
and watching videos online. Users are able to subscribe other YouTube channels and this
way following the upcoming content of the user. YouTube videos are often linked and

shared on different social media channels and web pages. YouTube videos can be posted
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as public or private. YouTube had over billion month users in 2014 and approximately two
million in Finland (Pénka 2014, 115-117).

The use of popularity of video content and livestreaming has increased dramatically and it
can be considered as a current trend in marketing. Furthermore, YouTube content is often
posted on Facebook and through other social media channels. Video content is a powerful
way to: introduce the company, inform and spread messages, reach and engage custom-

ers and potential customers, promote events and products and to explain services. The

average viewing session has risen 50% since 2014 (Litsa 2016).

It has been reported that there were more than 17,000 channels on YouTube and more
than 100,000 subscribers in 2015. One of the reasons why YouTube has become popular
is the increasing use of smartphones and tablets which enables watching videos online. It
has been studied that 87% of online marketers use video content in their marketing (The
Guardian 2016).

Video format has been estimated to reach 90% of internet traffic within the next few years.
Therefore, companies are applying video marketing strategies as a part of their marketing
process. The tips for a video marketing strategy are to define the goal of video, define the
audience, planning the video process and concept, create a list of themes that could be in
the company tutorials and to record a video about frequently asked questions (Rouhiainen
2016).
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3 Research and data collection method

This chapter presents the research aim and objectives and the chosen research and data
collection method. The aim of this research is to give practical development suggestions
for AFTA’s social media marketing. The data collection method used in this thesis is quali-
tative research and the analysis is conducted by using inductive thematic analysis. The

method of semi-structured-interviewing and benchmarking are discussed in this chapter.

3.1 Research aim and objectives

The target of the research is to understand member companies’ practices and how AFTA
could use this information by improving their marketing, information share and communi-
cation on social media. The object is to give practical suggestions for AFTA’s social media
practices based on the findings from the benchmark and interviews. Additionally, the tar-
get of this study is to give insight about the member organisation’s social media practices
and to give comprehensive evaluation for the future social media proceedings for AFTA.
The target is also to assess which social media channels AFTA could start using and
which social media channels would benefit AFTA when taking into account the previously

mentioned aims for the association’s social media practices.

Qualitative research approach was chosen for this thesis based on the nature of the re-
search question. This research is aimed to indicate the member organizations’ social me-
dia practices and apply this information in order to assemble the future social media prac-
tices for AFTA. A benchmark was also conducted due to gain trustworthiness and to get
an understanding of how associations are using social media. Thematic analysis and in-
ductive reasoning were used on the grounds that the interviews answers could be used

applied when outlining AFTA’s social media practices.

This project started in July with a meeting with the commissioner and discussion about the
content of the research and the schedule of the project. The research project started in
August and the semi-structured interviews was scheduled to take place in September.
The research was decided to be finished in December. The phases of the project are as
following: meeting with the commissioner and deciding the scope of the research,
scheduling and conducting interviews with the member companies’ representatives, con-
ducting the benchmark, transcription of the recorded interviews, analysing and coding the

data and analysing the results of the study and the research process.
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This study is aimed to give social media proposals for AFTA based on current social me-
dia trends. Therefore, one limitation of this study is lack of literature which consists of up-
dated and current trends in social media marketing. Hence, articles were used for this re-

search in order to obtain the topicality of the research.

3.2 Qualitative research method

This research is based on qualitative research method which can provide valuable insight
and understanding through different social processes. According to Barbour: “Qualitative
research can make visible and unpick mechanism which link particular variables, by look-
ing at the explanations, or accounts, provided by those involved” (Barbour 2008, 11).
“Qualitative researchers are expected to demonstrate trustworthiness through internal va-

lidity, external validity, reliability and objectivity (Fuchs et al. 2012).

“The word qualitative implies and emphasis on the qualities of entities and on processes
and meaning that are not experimentally examined or measured (if measured at all) in
terms of quantity, amount, intensity, or frequency” (Denzin & Lincoln 2003, 13.) Qualitative
research is aimed to answer and explain different social processes with the emphasis on
analysing and measuring different variables and their relationships (Denzin & Lincoln
2003, 13).

Qualitative and quantitative research methods are commonly considered to have funda-
mental differences. Nonetheless, both of these methods’ purpose is to shed light on a par-
ticular phenomenon. Qualitative method can be used with a view to identifying issues and
explaining them, to study how people understand particular concepts and also considering
the impact on their daily lives. Qualitative method is useful when trying to understand illog-
ical behaviours and provide explanations for particular research problem (Barbour 2008,
12-13).

Qualitative research method is commonly used for gaining in-depth understanding of a
particular phenomenon. Whereas, Qualitative research method allows generalization of
the results from the samples and the main purpose is considered to be the quantification
of the data. Sample selection is often smaller in a qualitative research compared to a
quantitative research. Additionally, qualitative data analysis is non-statistical and the find-

ings are often descriptive (Atlas 2016).
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One limitation of this study is the use of one data collection method, alias semi-structured
interviewing. Hereby, the method of triangulation is applied to improve the trustworthiness
of this thesis. Nevertheless, the research is able to offer information by answering the re-
search problem. Benchmarking was also conducted to receive information about how as-

sociations are commonly operating on social media.

3.3 Semi-structured interviews

Semi-structured interviewing was applied in this research. “Interviews are one of the most
commonly recognized forms of qualitative research method” (Mason 2012, 63.) Interview-
ing is often used for evaluating and assessing the interviewer, to test hypothesis, to sam-

ple opinions and to gather data (Cohen et al. 2011, 411).

Qualitative interviewing and semi-structured interviewing require detailed planning, even
though the interview is not fully structured. Interviewer has to make sure that the interview

generates relevant data (Maison 2012, 67).

Interviewing in the social sciences requires interviewer and interviewee and at least these
two factors will create the reality of the interview to take place. Nevertheless, one limita-
tion that could be brought forward is that the interview is affected by personal characteris-

tics of the both parties, for example, gender (Denzin & Lincoln 2003, 48).

Quality of the data is one of the issues when it comes to interviewing, therefore, the pur-
pose of the research should be clearly defined (Marshall and & Rossman 2006, 102.) An-
other problem with interviewing is the following: “interview depends on to great extent on
the actual interview situation and how it goes off.” (Flick 2006, 153.) The interviewer’s be-
haviour for semi-structured interviews has not been specifically defined and it is highly de-
pendable of interviewer’s situational competence. This ought to require training interview

situations and gaining more experience (Flick 2006, 153-154).

Interviewer should not let their subjective theories to affect the research. Therefore, the
interview must be supported by methodological aids, for example, different types of inter-
view questions, or using structure laying technique to validate their communication. The
interview could contain many topical areas by asking open questions and confrontational
questions. The interview questions should be designed to meet the aim of the research.
Furthermore, the interviewer should cover the research question in many aspects by ask-

ing different interview questions in order to sustain validity (Flick 2006, 155).
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The questioning might also be too deep and personal for the interviewee which results in
avoidance of answering and misapprehensions might occur from communication between
two parties. (Cohen et al. 2011, 410).

3.4 Benchmarking

The method of benchmarking was conducted in this research. The aim of benchmarking is
to gain new ideas which could be applied in a company, for instance, how to increase
sales or improve social media practises. Benchmarking also supplies a broad view of the
industry that is studied (Reh 2016).

“Benchmarking is the process of comparing your own organization or opera-
tions against other organizations in your industry or in a broader market-
place” (Reh 2016).

Benchmarking often evolves these following process: defining the subject, defining the
process in detail, selecting the measures, selecting the comparison set, collecting the
data, assessing and identifying the differences and analysing them (Reh 2016.) Neverthe-
less, the theory of benchmarking has been derived from Deming’s four stages. These

stages are: plan, do, check and act (Pyo 2013).

The method consists of the two parties: the benchmarker and the benchmarkee. The no-
tion of benchmark is traditionally based on the assumption that there must be a cap be-
tween the benchmarker and the benchmarkee. Hereby, the cap is studied in order to ana-

lyse the differences and to gain new ideas and development proposals (Pyo 2013).

Benchmarking can be divided into process-based and results-based benchmarking. Pro-
cess-based benchmarking is related to a particular process, for example, effectiveness.
Whereas, results-based benchmarking is concerning broader issues, for example, cus-
tomer satisfaction (Wdéber 2002, 5).

3.5 Data collection and thematic analysis

The data was assembled for this research through semi-structured interviews, literature,
articles and a benchmark. Semi-structured interviewing was used because this method
can provide deeper understanding of the phenomenon than structured interviewing might

be able provide. This method was found to be the best data collection method for this
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study because the commissioner wanted to obtain information about their member com-
panies’ social media practices. Therefore, a couple of the member companies’ represent-

atives were interviewed (Norman 2003, 74).

The data collection method used for this research is triangulation and the data consists of
primary and secondary data. Primary data is collected through semi-structured interviews
and from the benchmark. Whereas, secondary data was gathered from statistics, litera-

ture, articles and webpages.

The research method of triangulation is conducted when more than one research methods
are implemented in a one study. This is done to obtain more extensive understanding of
phenomenon being studied. This study consists of two primarily method of interviewing
and benchmarking. Triangulation is also applied when using more than one analysing
methods in a research. Nonetheless, thematic analysis is used in this study. The method
of triangulation offers different aspects and assists with overcoming the possible weak-
nesses of using only one research method. The method is applied in this research in order
to obtain reliability and validity of this research (Veal 2006, 107).

The high detailed description of the important aspects of the research is provided in order
to ensure the validity of the research. Furthermore, the idea of holism is considered to
gain validity. Other themes to increase the trustworthiness of the research are credibility,

transferability, uniqueness and dependability (Cohen et al. 2011, 182).

Trustworthiness of this research is improved by the following methods: having enough
data from the interviews and the benchmark, the author consecrated on objectivity when
conducting the research and the large amount of literature and articles utilized in the theo-
retical part of the research. Previous research findings about social media and the resent

findings about social media trends were examined to gain trustworthiness for the study.

The interview questions were designed for member companies’ representatives from the
following companies: Tjareborg, Matkapojat, KILROY and Visit Turku. Additionally, a so-
cial media expert, Lasse Rouhiainen, was interview to gain information from an expert’s
point of view. All of the chosen questions were open-ended questions. The interview
questions were framed based on the research question with an emphasis on the social
media channels and social media content. Additionally, a few questions about AFTA’s cur-
rent communication and information share were added in order to get an idea of the per-

ceptions and opinions of the respondents. The five interviews were held during September
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and October. The interviews were recorded and transcribed in order to make the data

easier to be analysed and coded. The interviews were conducted in Helsinki.

The data gained from the interviews were analysed by using thematic analysis. This form
of analysis is the most common in qualitative research and it is used for identifying pat-
terns from a specific dataset. Thematic analysis is theoretically-flexible and it can be used
for answering different types of research questions within different frameworks. This
method of analysis can be used for questions which are related to people’s experiences.
In this research, thematic analysis is approached inductively. Inductive way of reasoning
is defined as following: “Inductive reasoning is when coding and theme development are
directed by the content of the data” (The University of Auckland 2016).

The benchmark includes three associations which are: PAM, EK and FAFT. The associa-
tions were chosen based on the relativity to the Finnish tourism industry and service in-
dustry in Finland. Thereby, the associations are having similar interests, aims and target
groups compared to AFTA. The content of these chosen associations were also expected
to be similar to what AFTA could post on social media on the grounds that these associa-
tions are operating in the same industry. The associations for the benchmark were chosen
in September. The benchmark was conducted by studying the social media content of
these associations. The social media content was calculated and analysed from the time
period of 26.8.-26.9.2016. The next phase was to calculate the data from the chosen time

period. Afterwards, the data was analysed and the table was formed.

4 Findings of the study

The findings of this study will be presented in this chapter. The findings evolve the inter-
views and the benchmark. The five interviews are summarized and quotes are given to
pinpoint the interview findings. The three association that were chosen for the benchmark
are PAM, EK and FAFT.

4.1 Interviews

The head of sales of Matkapojat Oy in western and eastern of Finland, Lauri Laakso, was
interview in 16.9.2016. He informed that Matkapojat Oy has divided the social media mar-
keting responsibilities among the company’s different departures and the company is cur-
rently active on Facebook, Twitter and Instagram. For personal purposes Lauri Laakso is

mainly using Facebook. For professional purposes Laakso finds Facebook to be most
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useful to share news and information. Laakso added that companies are often using Fa-

cebook for marketing purposes, for example, by conducting competitions (Laakso 2016).

Laakso follows SMAL through email newsletters sent by SMAL. Laakso finds newsletters
to be effective and useful way for getting information regarding the industry. Laakso has
multiply times search for information through SMAL’s web pages. The information was
mainly regarding legislation in the industry in Finland and information about other busi-

ness operators in Finland (Laakso 2016).

Laakso would like to have more information through various social media channels.
Laakso proposed that AFTA could have a closed Facebook page for travel professionals
and also a page for everyone to see. Twitter account could also be useful tool to share in-
formation quickly. According to Laakso, the information shared on Twitter could have an
emphasize on the current issues around the world. Laakso pointed out that email newslet-

ters are often to be a slow way of sharing information compared to Twitter (Laakso 2016).

Laakso suggested that AFTA could share information regarding travelling from the cus-
tomer’s point of view, information about different events among the industry and infor-

mation for travel professionals regarding legislation (Laakso 2016).

“I do think that AFTA’s communication and information share is functional
but it could also be useful for AFTA to share information through Facebook
and Twitter” (Laakso 2016).

Krista Kauhaniemi, social media manager of Tjareborg in Finland, informed that Tjareborg
is using Facebook, Twitter and Instagram. Kauhaniemi is also using these same social
media channels. Kauhaniemi stated out that Facebook is currently the most important so-
cial media channel and generates most revenue and likes through advertisements and
posts compared to Tjareborg’s other social media channels. Kauhaniemi wanted to high-
light the importance Facebook and believes the popularity of Facebook is not in decrease.
Kauhaniemi informed that employees who follow AFTA via email considers email newslet-
ters being a good way to share information and fulfils its purpose. Nevertheless, Facebook
could offer new ways of sharing content and people could be more engaged with the as-

sociation through Facebook (Kauhaniemi 2016).
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‘AFTA’s is followed through email newsletters in our company and this is
found to be a great way of communicating. Anyhow, Facebook could still be
a great asset for AFTA” (Kauhaniemi 2016).

The Marketing Manager for KILROY in Finland, Christina Herrera, uses Facebook and In-
stagram for professional purposes, both organic and paid. This is done in order to get
event attendances, raise awareness and gain website traffic and leads. Herrera uses Fa-
cebook and Instagram also outside work. Herrera considers Facebook, Linkedln and Twit-
ter being useful for SMAL and the content could involve information about upcoming train-
ings and events (Herrera 2016).

“| think that Facebook, LinkedIn and Twitter could be the most useful social
media channels for AFTA. The information could be mainly practical, for ex-

ample, promoting events and sharing current news” (Herrera 2016).

The web editor of Visit Turku, Ryyppd Maija, informed that Visit Turku is mainly concen-
trating their marketing on Facebook and Twitter. The most useful social media channels
Ryyppd found most useful for professional purposes was Twitter and LinkedIn. The social
media channels that Ryypp6 recommended for AFTA was Facebook and Twitter. Never-
theless, Ryyppd added that Instagram could also be a useful addition to SMAL’s social
media plan. According to Ryyppd, the possible content on AFTA’s social media channels
could be concentrated on practical information, for example, announcements of the events
AFTA is involved with, news about the industry and its current employment rate and intro-

ducing the different jobs in the industry in Finland could also be interesting (Ryypp6 2016).

“It could be interesting to hear about the different job opportunities within the
tourism industry in Finland and this way engaging people on social media.
Current news and upcoming events and trainings could also be promoted on

social media” (Ryyppd 2016).

Social media marketing expert, Lasse Rouhiainen, founds Facebook being the most im-
portant social media channels for businesses. In addition, Instagram and Snapchat are
becoming increasingly popular among young people. For AFTA, Rouhiainen recommends
Facebook, the use of Facebook advertising and Facebook videos. The use of live videos

has become a trend in social media marketing, for example, Facebook 360 videos.
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“The best thing for AFTA to use in their social media content would be: Face-
book Live Videos, video tutorials and the use of nice and professional pic-
tures” (Rouhiainen 2016).

The interviews supplied the information that the member companies are considering the
email newsletter as an effective way of communicating. Nevertheless, the companies did
express interest in following AFTA on social media, for example, through Facebook and

Twitter.

Summarising the findings from the interviews AFTA should consider:
e The use of Facebook and Twitter
e Sharing informative content and news
e The use of videos on Facebook: Facebook 360 and Facebook live videos
o Keeping updated about upcoming events and trainings

e The use of professional pictures

4.2 Benchmarking

This chapter includes benchmarking of three different associations: PAM, EK and The
Finnish Association for Fair Tourism. Benchmarking is often conducted by companies in
order to identify the best practises. This is done by evaluating and studying other compa-
nies’ practises and considering which of them could be found useful and taken into prac-
tice. Benchmarking is widely used in many industries to improve companies’ operations.
One method of benchmarking is comparing competitor’s services and products with your
own company. This approach of benchmarking could gain insight on the variance between
prices and services (Smith 2010, 177-178).

“Service Union United PAM is the trade union for people working in private service sec-
tors” (PAM 2016.) The union has approximately 230 000 members from service sector

and helps its members with negotiating with pay levels and agreements (PAM 2016).

PAM is active on Social media through Facebook, Twitter, YouTube and Instagram.
PAM’s cover picture on Facebook announces that when getting five members for PAM
one will receive a gift card for a grocery store. PAM also shares practical and informative
releases and articles from their web pages. The union has its own online news paper and

the content is shared also on Facebook and Twitter. The twitter page consists of discus-
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sions and articles, videos about current issues in the industry and the content is informa-
tive and professional. On the other hand, the content on PAM’s Instagram page has
memes and pictures including questions. This is done in a professional manner even
though the content is more entertainment value compared to PAM’s Twitter page (PAM
2016).

The confederation of Finnish Industries, EK, is a confederation for all organizations in Fin-
land. EK’s aim is to promote domestic and international cooperation between organiza-
tions, communicates with policy-makers, provides training for counselling for companies
and coordinates the labour market policies. EK has 27 member associations and about 16
000 member companies (EK 2016).

EK'is engaged in Facebook, Twitter, Instagram, YouTube, LinkedIn and Flickr. EK also
has a blog and the content is shared on social media. The Facebook page consists of arti-
cles about conducting business in Finland. EK has posted their questionnaires on Face-
book and pictures form different events. EK covers all the industries in Finland, therefore,

the content varies from different industries (EK 2016).

The Finnish Association for Fair Tourism, FAFT, is an association which advocates ethi-
cal, environmental and sustainable practices within the tourism industry in Finland. The
association also encourages people to make ethical choices when travelling. The associa-
tion was founded in 2003 (FAFT 2016).

FAFT does marketing via Facebook and they also have a blog. The blog posts are con-
cerning sustainable tourism and tips for travellers how to do environmental choices when
traveling and the impact of tourism on tourism generating areas. On Twitter, the associa-

tion shares their blog posts and articles about sustainability and tourism (FAFT 2016).

The results of the social media benchmark are presented in the table 1. The data was col-
lected from the chosen associations’ Facebook and Twitter pages. The posts and tweets
which were published during the time period of 26.8.2016-26.10.2016 were calculated and
analysed in this benchmark. The associations which were examined are PAM, EK and
FAFT. The information gained from the benchmark was divided into five segments: fre-
quency of posting content, timing, description of content, reactions and comments and

page likes and shares.
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Table 1. Benchmark of associations

Period of two month

26.8.-26.10.2016 PAM EK FAFT
Facebook and Twitter
Frequency of posting 103 posts on 41 posts on 26 posts on

content Facebook and Facebook and Facebook and
82 on Twitter. More than 500 on 15 on Twitter.
Twitter.
Timing Average: Average: Average:
Morning-afternoon. | Morning-afternoon. | Morning.

Description of content

News, articles from
PAM’s online news-
paper called PAM,
promotional con-
tent, promoting
training events and

seminars.

News from the web
page and blog, web
releases, introduc-

ing people working

for a member com-
pany, events and

current articles.

News. articles from
the web page and
blog, current arti-
cles around the
world, tips how to
minimize the im-
pact of travelling,
news about current

trends.

Reactions and

comments

Average 60 likes on
Facebook per post.
High Variety in en-
gagement (likes
and shares) Aver-
age 1 comment per

post.

Average 5 likes
and shares per
post on Facebook
and Twitter, few

comments.

Average 9 likes
per post. Few com-
ments.

Average 2 shares

on Twitter per post.

Page likes and
Followers (26.9.2016)

22 969 page likes
on Facebook
2 582 followers on

Twitter.

1 192 page likes on
Facebook
17 900 followers on

Twitter.

1 100 page likes
on Facebook and
694 followers on

Twitter.
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The benchmark showed that the content is usually posted between morning and evening.
Nevertheless, the timing did vary rather dramatically and a specific pattern was not de-
tected. PAM has the highest amount of Facebook likes. Nonetheless, EK has considera-
bly more followers on Twitter than PAM or FAFT. PAM was posting content more often on
Facebook than the other association. Anyhow, EK was more active on Twitter due to the

high amount of retweets by EK.

EK has introduced a couple of their member companies’ employees on Facebook (Figure
1.) The post is link to EK’s blog on their web page. This could be useful also for AFTA to
engage with their members by introducing a few of their member companies and employ-
ees. EK has a news room on their web page and the content is often published through

various social media channels.

@ Elinkeinoeldmaén keskusliitto EK

September 26 at 4:00pm - €

Aloitimme uuden juttusarjan, jossa esittelemme ihmisia EK:n jasenyritysten
takana. Ensimmaisené on vuorossa heijastintehtaan rohkea keulakuva
Susanna Blomgqvist. Mistéa kaikki alkoi? Kuinka uskalsit? Miten johdat

henkilostoa? ‘
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Susanna Blomgvist, Saintex: "Isén luottamus nosti
minut yrittdjaksi” - Elinkeinoeldman keskusliitto

Nuori yrittdj& Susanna Blomqvist on pistanyt vuosikymmenen aikana tuulemaan, kun
hén toi heijastintehtaalle design-ajattelun ja innovoi tuotteen uusiksi. Miten kaikki...

EK.FI

Figure 1. EK’s post on Facebook

The Association of Fair Tourism uses Facebook, for example, by sharing articles about
current trends and the future of fair tourism. The Association of Fair Tourism introduces
Afghanistan as a future tourism destination (Figure 2.) SMAL could also post current is-
sues and trends within tourism industry in Finland. FAFT is actively promoting events and

seminars on Facebook, for example, the World Tourism Day.
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i Reilun matkailun yhdistys

N September 19 at 5:31pm - €

Tanaan Kepan vieraskolumnissa Hannele Huhtala pohtii tulevaisuuden
Afganistanin turismia.

http://www.kepa.fi/uutiset/11735

Tulevaisuuden matkakohde: Afganistan | Kepa.fi

Miten kummalliselta tuntuukaan seurata jonkin maan matkaa ajassa taaksepain.
Vierailin vuosi sitten jarjestdmatkalla Kabulissa, Afganistanissa. Turvallisuustilanne
oli jo silloin heikko, kulimme panssariovisella autolla paikasta toiseen.

KEPA.FI

Figure 2. FAFT’s post on Facebook

PAM uses Facebook to inform their members, for example, by writing informative pullet
points for summer employees (Figure 3.) This kind of content is posted in order to advo-
cate their members’ rights as employees and this supports PAM’s objectives as an associ-
ation. PAM actively share content from their online newspaper called PAM. Furthermore,
PAM has published video content to promote their winter event and how the tickets can be
purchased. Similarly, AFTA could benefit from taking video content as a part of their social

media practices.

m Palvelualojen ammattiliitto PAM ry
August 8 - €

Keséan loppuminen tarkoittaa monelle myos kesatydsuhteen paattymista.
Tyon loppuessa kannattaa tarkistaa ainakin, etté tyénantaja on maksanut
tydehtosopimuksen mukaiset lisat ja ylitydkorvaukset seké lomakorvauksen.
https://www.pam.fi/.../kesatyontekija-tarkista-nama-asiat-tyo...

Kesat

tarkistana

- ettd palkka on settu oikein

- sinulla on oikeus vuosilomaan tai
vuosilomakorvaukseen
- muista pyytas tystodistus

PAM

Figure 3. PAM’s post on Facebook

PAM uses Twitter as a tool for sharing practical information, for example, information
about the new opening hours of shops in Finland and how the opening hours will impact

the employees working in the customer service industry. PAM often uses pictures and the

29



content on Twitter varies from sharing opinion pieces to informative statements and ques-
tions (Figure 4.) This method of posting short and informative sentences and questions on

Twitter could also be implemented by AFTA.

B AV Iy uuaeneemwiiasi
Pam-lehti @ pamlehti - 11. lokakuuta
PAM #Aukiolo'jen vapautus lisési hieman ty6ta - ja kiiretta,
#yksintydskentely'a seké vaikeuksia yhdistaa tyo ja perhe. pamlehti.fi
/uutiset/uutine...

PAM ry @pamiliitto - 11. lokakuuta
. Tyottdmyysturvaleikkaukset, osa-aikatyo ja kauppojen aukiolojen
" vaikutukset tydntekijsille huolettavat aktiiveja. bit.ly/2eaMLNe

m PAM ry @pamiliitto - 10. lokakuuta

=== |lIMoittaudu mukaan kaupan alan
#ICT-seminaariin nyt! Seminaari pidetaan
2.11. #tulevaisuus #digitalisaatio #kauppa
pam.fi/wiki/tyoelaman ...

& PAM ry uudelleentwiittasi
SAK @duunarit - 7. lokakuuta
SAK vii 60 maassa juhlitaan tanaan ihmisarvoista tyoté ja hyvaa tydelamaa
#Kunnontydnpaiva'n merkeissé - tule mukaan! sak.fi/ajankohtaista/...

Figure 4. PAM’s tweets

EK is active on Twitter and they often retweet news and articles. EK uses Twitter also for
promoting events, for example, event for immigrants who want to become entrepreneurs
in Finland (Figure 5.) Occasionally, EK uses pictures on twitter, from example, from semi-
nars and events. In addition, EK is very actively retweeting other people’s content on Twit-
ter. This function could also be used by AFTA on Twitter, for example, EK has retweeted
an article which informed that Finland was ranked as one of the top countries based on

energy reporting.
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@ EK ja TEM kannustavat oleskeluluvan
saaneita maahanmuuttajia
yrittdjiksi. Kiertue Lahdessa ma 17.10.
#maahanmuuttajat #Lahti @ TEM_uutiset

& EK uudelleentwiittas
Energiateollisuus “Energiate 3
0 Suomi kymmenen parhaimman joukossa kansainvalisessa
energiaselvityksessa - Tanska oli ykkénen - Talouseldma

Suomi kymmenen parhaimman joukossa kansainva...
Suomi pérjasi hienosti kansainvélisessé energiapolitiikan
o arvioinnissa.

talouselama.f

& EK uudelleentwiittas

Marita Aho ©MaritaAho - 15t

w Olisi mielenkiintoista tietda, miten pitkalle koodaus #osaaminen kantaa
ja mitd muuta tarvitaan @Elinkeinoelama

(R . S

Figure 5. EK’s tweets

The content of associations that were benchmark is rather similar to one another on Face-

book. The content was mainly links to articles and news and content from the associa-

tions’ web pages. The associations also promoted events and the benefits of being a

member. On Twitter, the associations were actively keeping their members up dated by

sharing and retweeting news and current articles.

Based on the benchmarking AFTA should consider the following:

Sharing and using pictures

Sharing practical information, for example, about upcoming events
Posting content between morning and afternoon

The use of video content

Sharing news and articles about the industry

Sharing content similar to what is informed on the web page and through email
news letters

The use of short and informative sentences

The use of hashtags on Twitter

The use of retweet function on Twitter

Approximately 5-10 posts and shares on Facebook per week

Approximately 5-20 tweets and retweets on Twitter per week
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5 Development proposals

This study concluded in development proposals which are provided in this chapter. The
development proposals are based on the findings of this research gained from interviews,
literature and the benchmark. The main finding of this study is that the participants consid-
ered that AFTA could benefit from the utilization of Facebook and Twitter. The email
newsletters were found to be a convenient, interesting and useful way of sharing infor-
mation. The content that the participants considered being most desirable was: the use of
pictures, use of videos, sharing practical information and articles about the industry and
sharing stories about the member companies and employees. PAIBOC-analysis con-
ducted in order to analyse the aspects of social media communication of AFTA and

AFTA’s audience on social media (Table 2).

Table 2. PAIBOC-Analysis (Bovée 2014)

PAIBOC

Purpose: The purpose for social media marketing is to increase awareness of the as-
sociation, engage with current members and potential members, inform, to keep up-
dated

Audience: People interested in the travel agency business in Finland, member compa-
nies and their employees, people working within the industry

Information: Relevant information and news about the current issues in the industry in
Finland, sharing articles and studies/figures about the industry, press releases
Benefits: engage and inform their members, gaining new members, raising awareness
of the association, convenient communication and information share with the members

Objection: AFTA is involved with LinkedIn and not yet with other social media channels

Context: Social media: LinkedIn, Facebook and Twitter

This study suggests two social media channels which could be the most useful for AFTA
and these social media channels are Facebook and Twitter. The table 3 represents the
suggestions for AFTA’s Facebook and Twitter practices which is divided into three seg-

ments: timing, content and audience.

The social media content analysis takes into consideration the functions and trends on Fa-

cebook and Twitter, for instance, Facebook 360 video and Facebook’s instant articles
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which could be beneficial for AFTA. In addition, the use of polls and infographics is also

recommended as a part of AFTA’s social media content.

The audience for AFTA’s social media channels are defined as people who are interested
in the travel agency business and people who are working or involved in the travel indus-
try. The audience on Twitter is estimated to include more travel professionals than the

possible Facebook page.

Table 3. Social media content analysis

Facebook

Timing Morning — afternoon

Content Video content, the use of pictures, Face-
book 360 and Facebook live videos, Face-
book advertisements, sharing current arti-
cles and news, the use of Facebook in-
stant articles, infographics and polls

Audience People interested in the tourism industry,
people working within the industry and
people who are interested in conducting
business within the industry

Twitter

Timing Morning — afternoon

Content Sharing news and articles about the indus-
try, retweeting, the use of pictures, the use
of hashtags, the use of Twitter polls and
infographics, Twitter advertisement

Audience Audience is more concentrated on the

people working and conducting business
within the industry, tourism professionals

The findings suggest that Twitter content should be more straightforward, informative and

professional compared to Facebook content. The content on Twitter is often affiliated with
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current topics and news about the industry and mainly designed for professionals within
the industry. Whereas, Facebook content posted by associations and companies is found
to include more entertaining content compared to Twitter, for example, the common use of

pictures and videos on Facebook.

The social media content proposals for AFTA are provided in the table 4. And this table
consists of long-term and short term proposals. The long-term content is the content
which could be implemented on a daily basis. Whereas, the short-term methods are more
detailed suggestions for the social media content that could be posted irregularly on social
media and it is mainly based on the use of video content. The long-term suggestions are

related to promoting events and sharing information, for example, press releases.
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Table 4. Social media content of AFTA

Long-term social media content

Sharing press releases, for example, the sales of travel agencies in Finland in 2016
Sharing studies and articles about the industry, for example, the current situation of
travel agencies and the future of the travel agency business

Promoting upcoming events, for example, Matka travel Fair

Promoting AFTA’s services: training and consulting

Promoting campaigns, for example, the campaign of package travel

Instructions for the potential members, for example, how to become a member
Sharing pictures, for example, from a seminar

Informing about incidents and happenings around the world concerning the tourism in-
dustry

Informing about the events and projects AFTA is involved in, for example, Travel Fin-
land 2016

Sharing statistics, for example, about the top destinations of the winter season 2016-
2017

Creating a poll, for example, asking were people would like to travel next

Short-term social media content

Introducing member companies by interviewing representatives

Sharing an informative introduction video about AFTA and its services

Answering the most common questions by the members in a video format

An introduction video for the content of the member portal, for example, explaining the
topics that are found on the portal: press releases, law, logo bank, the register of Travel
assistant and the register of Tour leader

Introducing AFTA and the work duties by interviewing the employees

Introducing the different job opportunities within the travel agency business

Example of weekly social media content is supplied in the table 5. This weekly example
was created to present more practical suggestions for what the weekly social media con-
tent could be involved with. This example week was designed for the month of Christmas
and the weekdays are from Monday to Friday and the timing is separated into morning

and afternoon. The list of possible sources for retweeting and sharing is furnished at the
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end of the table 5. Moreover, the list contains different associations, organisations and au-

thorities which are related to the tourism industry.

Table 5. Example of weekly social media content of December

Monday Tuesday Wednesday Thursday Friday
8-12 Facebook and Facebook and Sharing a pic-
Twitter: Promot- | Twitter: ture of the
ing the Nordic Post and season: re-
Matka Travel tweet from a lated to
Fair of 2017. seminar Christmas
and winter,
for example,
picture of a
winter land-
scape
12-17 | Sharing content | Twitter and Twitter: Retweeting Sharing
from SMAL Facebook: Sharing con- an info- content
news: Sharing an ar- | tent from the graphic re- from an-
for example: ticle from Hel- = pages of Fin- | lated to other as-
about Christmas | singin sano- land’s ministry | tourism in- sociation’s
holidays and mat: Lonely of interior dustry, for ex- | pages, for
travelling planet raised ample, how example,
Finland to the many people | IATA

list of the top
countries to
visit 2017

are travelling

for Christmas

List of possible sources:

ASTA, FAFT, EK, PAM, Amadeus, Finland’s ministry of interior, ministry for foreign affairs,
Team Finland, UNWTO, IATA, ECTAA, GBTA, UFTAA, WTTC, USTA, SMY, MaRa, TTR,
ETOA, ATTA, NTA, ICAO, SBTA, SRF, PATA and member companies’ social media

channels.
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The table 6 presents the proposal for the main structure of the social media content for
AFTA. The table includes the main content which could be posted annually on social me-
dia by AFTA. The content consists of press releases which are published annually, for ex-
ample, the yearly sales of the industry in Finland. Additionally, a few examples of the an-

nual travel fairs and events for AFTA has been listed in the table.

Table 6. The main structure of the social media content

Promotion of the Matka Nordic Travel Fair

Press release: Yearly Sales of the industry in Finland

Press release: The market share of leisure package travel trips by plane

Press release: The outbound trips in winter/summer

Content from yearly seminars and events: Travel Finland, WTM London, Balttour busi-

ness forum and travel trade fair, TOUREST, EMITT- tourism and travel fair in Istanbul

The main social media development proposal for AFTA which is presented in this chapter
is the use of at least these two social media channels: Facebook and Twitter. The content
for social media is suggested to be affiliated with the content published on the web page,

for instance, by sharing press releases and statistics.

The social media content analysis provides long-term and short-term content for AFTA.
The long-term content is the content which could be posted on a regular basis on Face-
book and Twitter, whereas, short-term content includes more detailed suggestions of con-

tent which could be posted more irregularly.

The example of the weekly social media content and the list of the possible sources for
social media content are provided in order to delineate the most suitable content for AFTA
in a more detailed manner. The table of the main structure of the social media content
presents the five main topics of the yearly content. This main social media structure is pre-
sented to clarify AFTA’s social media concept and to outline the most important aspects of
AFTA’s annual social media content.

6 Discussion

This chapter includes discussion about the research and the research project. The results
and trustworthiness of this research will also be evaluated. Furthermore, ethical view-

points and the conduction of the thesis process is discussed in this chapter.
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Validity is considered as a requirement for a research. Validity has been considered to be
a demonstration or measurement of the given hypothesis and this way ensuring the valid-
ity of the research. However, the definition of validity has extended to signify the depth,

honesty, scope, richness of the data, the objectivity of the researcher and the use of trian-
gulation in the study. There are many forms of validity, for example, content validity, eval-

uative validity, theoretical validity and systemic validity (Cohen et al. 2011, 179).

“Much qualitative research abides by principles of validity that are very differ-
ent from those of positivism and quantitative methods” (Cohen et al. 2011,
180).

The main aspects to justify the validity of this research are that the method of triangulation
was used in this research and data is analysed inductively. The other points to justify the
validity are that the data is presented in terms of the respondent rather than the author
and the amount of the samples is adequate to analyse the findings. The methodology that
is applied in this research is considered to be appropriate to correspond with the aims of
the research. Furthermore, the interviews were conducted by avoiding leading questions
(Cohen et al. 2011, 201).

The trustworthiness of the research was proved by giving a description of the social media
trends and by examining the previous research findings. The sampling for the benchmark
was done within a specific time frame in order to ensure random sampling of the associa-

tions’ social media content (Shenton 2003).

A research is reliable when the same study can be demonstrated in a similar context and
with a similar group of participants as the study was conducted the first time. The results

should be similar to the previously presented findings (Cohen et al 2011, 201).

Ethical viewpoints of this research are that the honesty of the research was maintained
when analysing and reporting the findings. Furthermore, the objectivity was kept by avoid-
ing bias in data analysis. Carefulness and integrity were also taken into consideration
when conducting this research. Additionally, the objectivity was taken into account by

carefully planning the interview questions in advance (Resnik 2015).
The results of the study are demonstrated in the chapter of development proposals. The
study does outline the social media content and the social media channels which could be

useful for AFTA. The results are based on the interviews and the benchmark of this study.
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Tips are also given what AFTA could take into account when doing communication and
information share through social media. The benchmark does compare the content of the
three chosen associations and the results are presented in a table. In addition, a few
posts and tweets are presented and analysed to illustrate the social media content of
these associations. The interviews are summarized in a detailed manner and quotations
are given to outline specific themes. The results are considered to answer the research
question and filling its purpose by giving detailed suggestions and information about social
media for AFTA.

The research process was conducted as planned and according to the given schedule.
The research was carried out professionally and the data collection and analysis were
conducted within the academic framework of qualitative research method. The research
process included the planning of the research concept, aims and methods, familiarizing
with the literature and sources within the framework of the research, conducting the inter-
views and the benchmark, analysing and coding the data, writing process and analysing

the research project and the results.

The author has gained a deeper knowledge about the current social media trends. The
author also got experience from conducting semi-structured interviews and a benchmark.
The research process has been a learning experience for the author and it enabled the
professional development and growth. Other skills the author has obtained from the re-
search process are: content marketing and social media marketing process, academic
writing skills and the thematic analysis process. The author gained a comprehensive un-
derstanding of the qualitative research method and how to conduct a qualitative research.

The author considers that the personal aims for this research were reached.

Further research could be implemented about the evaluation of social media content of
AFTA, for example, Facebook or Twitter. Another evaluation can be done in the future
whether more social media channels should be included in AFTA’s social media plan, for

example, Instagram and YouTube.

In conclusion, the main trends within the social media marketing are highly concentrated
on video content and livestreaming. Therefore, this study recommends the use of video
content on Facebook. Furthermore, Twitter content is propounded to include short and in-

formative messages about the tourism industry and upcoming events.
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This study resulted in social media development proposals in AFTA and the main sugges-
tion is to add at least Facebook and Twitter as a part of AFTA’s social media marketing.
The content which AFTA could post on social media could mainly be involved with the in-
formation given on the web page as the following: press releases, events, seminars and

fairs and other practical information.
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Appendices

Appendix 1. Interview questions for member companies

Interview questions on social media and AFTA

Semi-structured interview

9)

Could you please describe your work duties and the relation to information share and
social media marketing

How does your company use social media?

Describe how you use social media privately

Describe how you use social media for professional purposes

Which social media channels do you find most useful/least useful for professional pur-
poses?

How do you follow the information from AFTA at the moment?
And what kind of content?

Have you searched for information through AFTA? If yes, what kind of content were
you looking for?

How do you find AFTA’s communication to be like?

10) And information distribution to be like?

11) What’s good and what could be improved?

12) Which social media channels do you recommend for AFTA and why?

13) What kind of content would you find useful? And not useful?

14) Other information
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Appendix 2. Interview questions for Lasse Rouhiainen

1. Could you please describe your work duties and the relation to information share and
social media marketing

2. Could you describe how you use social media for professional purposes
3. Which social media channels do you use privately

5. Which social media channels would you find currently the most useful for professional
purposes

4. Which social media channels would you recommend/be the most suitable for the asso-
ciation for Finnish travel agents to use and why?

5. What kind of content the association could post and through which social media chan-
nel?

6. Would you kindly describe the current trends in the field of social media marketing

7. Which factors/tips would you find important for the association to consider when doing
their communicating and sharing information on social media?

8. Additional information
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