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Abstract 
 
With the explosion of technology we are finding that our methods of communication are 
changing rapidly year to year. The way that we interact with each other from personal 
levels to more formal business is all being affected. With the birth of the internet we have 
seen continuous growth  of communication methods via this medium and most recently is 
the boom of the Internet Based Networking Websites (IBNWs) that allow the, over 
300million, users to interact with each other. Websites like Facebook, Linkedin, and 
Twitter are very good examples of IBNWs that provide great platforms for communicating 
messages and advertising companies regardless of where in the world they are. Geography 
is quickly becoming an obstacle of the past as IBNWs allow business to reach people based 
on their demographic rather then location. Through the use of IBNWs people can target, 
segment, and filter according to the people they wish to advertise to, all for free. This in 
turn is now having a huge impact on the advertising industry as ad agencies are being 
pressured to change their more traditional marketing structures to fit the modern 
environment, as people, especially young entrepreneurs, are finding a plethora of ways to 
advertise online for free. 
 
Because of this huge reshape of the advertising industry we have chosen to look in to how 
this all affects the entrepreneur and therefore have taken on the task of answering the 
question: 
 
How do IBNWs affect the process of advertising in the development of new ventures? 
 
In this thesis we delve in to the topic of modern advertising in relation to traditional forms 
of advertising (T.V, Radio, Print) to see how and in what ways IBNWs are having an 
impact of company start-ups. With the use of many authors and concepts we build a 
theoretical perspective to help us analyze the data retrieved from 10 entrepreneurs from 
around the world. The theoretical perspective is made of four key elements: Cost, Clutter, 
Interactivity, and Objectives of advertising. With a qualitative interpretivist approach we 
have constructed an in-depth case study that explores the development of 10 different 
ventures from the perspective of the entrepreneurs running them. However to aid us in our 
analysis and understanding of the industry of advertising and business development we 
interviewed the Chief Creative officer at Ogilvy&Mathers, and an Manager at International 
Venture Club.  
 
The final goal of the study is to generate an original framework for entrepreneurs in modern 
advertising. What we found was that due to the lack of resources by the entrepreneurs 
IBNWs provide a great cost effective method of reaching a large and relevant audience. 
Among other findings we found that IBNWs are a great starting point for all entrepreneurs 
in their process of advertising due to its cheap and easy to use platform. In conclusion we 
found that IBNWs do have a huge impact on the process of advertising in the development 
of new ventures.  
 
Keywords: IBNWs, Advertising, Cost, Clutter, Interactivity, Advertising Objectives 
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Chapter 1 – Introduction 
 
1.1 Problem Background 
 
New ways of communication are rapidly changing the way we connect and interact on a 
personal level and also from an organizational perspective. Organizations are increasingly 
aware of the impact that these means of communication have in order to reach their 
customers and have started using such channels to market their products and services. 
Nowadays a large number of applications have emerged that facilitate collective actions for 
content generation and knowledge sharing. Examples include blogs, social networks, online 
product reviews, wiki applications such as: wikipedia, among others (Chen, J, Xu, H, & 
Whinston, A., 2011 p.238). 
 
This modern development in communication is affecting all types of businesses from small 
to large, and for this thesis we will be narrowing our focus to businesses still in the early 
stages of their development. By ‘early stages’ we are reffering to Stage theories but forward 
by authors such as Churchill, Flamholtz and Kazanjian and Bolton (as cited in Chell, 2001; 
Churchill & Lewis, 1982; Flamholtz, 2002; Kazanjian, 1988), and we use these theories to 
help us define business development as the process of developing through the stages of 
business growth (discussed further in the literature review chapter). Having mentioned this, 
developing businesses (in their early stages of development) usually face strong monetary 
resource constraints (Berthon, Ewing & Naploi, 2008, p. 28). These constraints have long 
affected developing business’s advertising budget. Such resource constraints have led new 
ventures to be unable to compete with advertising efforts of larger firms (Morish, Miles & 
Deacon, 2010, p,307). However with the ‘boom’ of Internet Based Networking Websites 
(from now on refferd to as IBNWs) everyone (companies & individuals) can create their 
own profile at no, or little, monetary cost, giving small companies the ability to own their 
own channel of communication for free. IBNWs have changed the costs of marketing for 
developing businesses, since they can easily reach a broad audience at a much cheaper 
monetary cost. Thus our topic of research is in the field of business development with a 
firm focus on how this new phenomenon is affecting advertising in the field.  
 
1.2 Knowledge Gap 
 
IBNWs are a very new and novel topic of study and they have become an important part 
within our daily life. Social media has captured the attention of several scholars around the 
world and has led them to publish a number of works about Twitter, Facebook YouTube 
others. However, most of these studies are practical and industry-based in nature and do not 
consider in-depth the social media impact in audiences and communication strategies, nor 
do they explore the use of these platforms by entrepreneurs and how they affect the 
promotion of their ventures (Perez-Latre, Portilla & Sanchez Blanco, 2010 p.64).  After 
much research in to the field entrepreneurs and modern advertising we found quickly that 
there is very much a lack of studies as the majority of researchers have conducted papers on 
large companies and how the modern IBNW boom is affecting them. According to 
Berthon, Ewing and Naploi (2008, p. 27) there is more focus on the branding activities of 
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larger firms in relation to IBNWs then in the field of business development, which remains 
a neglected topic. Berton, Ewing and Naploi (2008, p.42) even end their paper with the 
words “In sum, this is an under researched area [marketing activities in developing 
business]” (Berthon, Ewing & Naploi, 2008, p.27).  
 
Another study we found by McGrath and O’Toole (2010) delves in to the how small 
business ventures are challenged by their lack of resources and the constraints these 
limitations provide in their marketing activities. Although this paper tries to tackle business 
development for small to medium enterprises (SMEs), which we consider as developing 
businesses, it does not take in to account how IBNWs affect the current challenges of 
marketing, or in our case advertising, when developing a venture. This can similarly be said 
about a recent study conducted by Morrish, Miles and Deacon (2010), which looks in to the 
topic of how entrepreneurs develop their businesses through marketing and ‘customer-
centric interrelationships’, however again does not look in to modern developments in 
advertising platforms and how this could affect the marketing process or the customer-
centric interrelationships. 
 
However in terms of research on IBNWs such as facebook and twitter, there has been a vast 
amount of publications such as one recently released by Taylor, Lewin and Strutton (2011) 
which coins the term Social-Networking Site (SNS) similar to our own term IBNW. In this 
paper the authors explore the topic of Social-Networking Advertising (SNA) and they 
really highlight how SNA is now a very distinct form of advertising, whether it is through 
‘fan pages’ on Facebook, ‘micro-blogging’ on Twitter, or posting videos on Youtube. 
However the research paper does not apply this phenomenon to developing ventures, but 
instead as a social acceptance of SNSs as a platform for advertising. This in-turn highlights 
how extremely novel our research is that only a year previous Taylor, Lewin and Strutton 
(2011) conducted their research in to the above. Another article, The China Puzzle (2011), 
produces a similar result where the authors highlight the use of IBNWs by large companies 
(notably McDonalds) in China to develop their business and appeal to the younger 
audiences. Although this paper looks at how IBNWs such as Xiaonei has shaped and 
changed the way McDonalds advertises it does not apply to developing a venture.    
 
We found a knowledge gap in research in what we consider to be an important area for 
business development related to how new ventures advertise and promote their products, 
services and business though IBNWs. We believe that such a knowledge gap presents us 
with an opportunity to generate new findings that can help explain how new forms of 
advertising (strictly referring to IBNWs) can help developing businesses and business 
scholars understand the role of IBNW’s advertising platforms in the development of start-
ups and new business development (Berthon, Ewing & Naploi, 2008, p.27).  
 
Advertising professional Nicolas Schumacher (see appendix 4.) stated that:  
 
IBNWs gave an opportunity for many people to reach a huge targeted groups at a relative 
low cost. People that from one day to another are now able to reach a critical mass of 
consumers that are there. 
 
We think that is extremely important to fill this knowledge gap, because of the novelty and 
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research need to catch up with technology and also because the large and vast audiences 
that are being affected by IBNWs, especially the entrepreneurs that have started using these 
platforms to develop their ventures.  
 
1.3 Problem Statement 
 
How do IBNWs affect the process of advertising during the development of new ventures? 
 
1.4 Purpose 
 
As we are in the field of business development, the purpose of our study is to research how 
IBNWs advertising platforms are influencing the process of venture development. To fulfil 
our puropose we aim to collect data from entrepreneurs who have started developing their 
ventures during the past five years and provide the reader an understanding of how IBNWs 
affect the process of advertising during the development of new ventures. However to fully 
understand how developing ventures are being affected by IBNWs as advertising platforms 
we have chosen to compare modern methods of advertising against those of traditional 
forms such as print, T.V and radio (IBNWs vs Traditional advertising). We have chosen to 
do this because with a plethora of choice we seek to understand why entrepreneurs develop 
their ventures with their personal choice of advertising method over the other forms. Thus 
our main purpose of the study is to understand how developing ventures are being affected 
by IBNWs as advertising platforms, while our sub-purpose is to understand why, and we 
will discover this by elucidating the advertising choices of the business developers.  
 
1.5 Limitations of Study 
 
One of the first limitations of the study, which we must identify is that we are only 
exploring entrepreneurs who started developing their ventures in the last 5 years (within the 
IBNW boom and still companies in their early develpment stages) and not entrepreneurs 
who have started developing their ventures before the IBNW boom or companies who have 
reached the late stages of development (Stages discussed in literature review). However, 
this does not mean we will not discuss how traditional forms of media were used during the 
development of ventures before this particular boom as we believe it is important for us, as 
researchers, and the reader to understand how traditional forms of media were used before 
the IBNW boom. With literature we can explore how traditional forms of media were used 
in the advertising process, but only through research can we understand how IBNWs have 
affect the process of advertising for entrepreneurs.  
 
This research is purely focused on new ventures and therefore the results are not applicable 
to businesses older then 5 years, or large established companies. We have chosen to keep 
our focus on new ventures due to the clear resource limitations that small businesses endure 
during the start of their ventures, and how IBNWs have opened up very cost effective 
methods in which to advertise to a large audience and become global almost over night.  
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1.6 Development of ventures and business development: Defined 
 
When in the thesis we talk of the development of ventures and business development we 
are referring the growth of businesses through the passage of stages. In our literature review 
we talk of this, in further detail, with mention to several authors including Churchill, 
Flamholtz, and Kazanjian and Bolton (as cited in Chell, 2001) who all have varying ideas 
about the amount of stages that must be past and the title of these stages. For the purpose of 
our thesis it is not important to select a particular theorist but instead apply the concept of 
stages to business development and understand that business development is the process of 
developing through the stages of business growth. Thus for our thesis we wish to see how 
IBNWs affect the process of advertising in developing through the stages of business 
growth.  
 
We are not referring to the process of forming a company nor developing an idea/concept, 
but instead that the steps of developing a venture once the business is in existence. This is 
reflected in our choice of respondents for the thesis as we will be interviewing persons who 
have already started a company in the last 5 years with an already development 
idea/concept. By choosing respondents with this criterion we are targeting those 
entrepreneurs who are in the early stages of business development and thus still have room 
for growth. 
 
1.7 Choice of Subject 
 
As Master students of Business Development and Internationalization we are very much 
aware of the importance the role of advertising plays in the success of a business, whether it 
is to sell a product, service, image, brand, awareness or reputation. Advertising has many 
end results however one singular purpose which is to attract attention of those targeted, and 
the methods in which to attract attention has changed over the years, especially in recent 
years with the boom of the internet and further more recent, Internet Based Networking 
Websites (IBNWs). However most of our interest in the subject of modern advertising 
comes from the fact that both of us have started our own venture during our master’s 
programme. Though early in our own venture we have still realised the importance and the 
weight we place on IBNWs to help us in our pursuit of low cost and efficient advertising, 
and that much of our growth is due to these websites.  
 
Our choice of subject is also very much related to our problem background and knowledge 
gap. We were able to discover the problem background on a practical level first as 
entrepreneurs with a very limited budget, then through research that only further helped us 
understand the limitations of our situation. This mixture of literature and reality pushed us 
to discover the knowledge gap evident in current research.  
 
1.8 Structure of Thesis 
 
The thesis will be structured as follows: 
 

1. Literature Review – This chapter will cover the field of advertising, business 
development and IBNWs to give the readers a clear background and elucidation in 
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to the subjects. The purpose of the chapter is to explore these fields and to attain key 
components necessary to build our theoretical perspective that will be used to 
analyze our results.  
 

2. Methodology – This chapter will cover our process of choosing the appropriate 
methodology necessary to achieve our research goal of answering our research 
question and building new theory. This chapter will also cover the limitations of our 
choices.  

 
3. Empirical Findings – This chapter will be used to present the findings gained from 

our interviews with the entrepreneurs from around the world. The results will be 
present question by questions where we will highlight the essential patterns in the 
answers of the interviewees.  

 
4. Analysis of Results – This is a pivotal chapter where we use our theoretical 

perspective, created in our literature review, and our extra interviews made with 
industry professionals, to make us of the process of triangulation in our analysis.   

 
5. A New Theory – From our results and triangulation we develop our own theory on 

modern advertising.  
 

6. Conclusion – We take this chapter we conclude our study with what we have found 
through our findings and analysis. We also use this as an opportunity to suggest 
areas in which further research could be conducted in relation to the results found in 
our study. We also discuss how we believe we have contributed to a knowledge gap 
and expanded knowledge in to this particular field.  

 
7. Qualitative criteria – In this chapter we assess the qualitative criteria of reliability, 

replicability, validity, and generalisaibilty in relation to our research process and 
results.  

 
8. A Glimpse Through Our Lenses – In our final chapter we briefly talk of our own 

experiences of starting a business and our perceptions on the subject with relation to 
the results found.  
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Chapter 2 – Literature Review in the field of Advertising and IBNWs 
 
This chapter will cover the field of business development, advertising, and IBNWs to give 
the readers a clear background and an intersection between these subjects. The purpose of 
the chapter is to explore these fields and to attain key components necessary to build our 
theoretical perspective that will be used to analyze our results.  
 
2.1 Business Development 
 
The process of business development can be defined in the stages a business passes through 
during its growth. The stage theories presents the development of businesses in varying 
amounts of stages that are shaped by a multiplicity of interacting factors (Chell., 2001 
p.253). It refers to the idea that all businesses go through a set of stages and the growth of 
the business is reflected in the stage that it has reached (Chell., 2011 p.263). An example of 
this is put forward by Churchill (as cited in Chell, 2011, p263; Churchill & Lewis, 1983) 
who suggests that once the business itself has been established there are five stages that it 
will go through in its development. Theses stages are: existence, survival, success, take off, 
and resource mature (Churchill & Lewis, 1983, pp.31-32)  
 
The first stage is the Existence Stage, where the owner-manager is concerned to build up a 
customer base to ensure viability of the business and to secure sufficient funds to finance 
the proposed growth, where the owner-manager will over look almost all activities The 
second stage is the Survival State, where the problem the business faces is no longer 
concerned with viability (whether the business is feasible or not) but rather with generating 
enough earnings for to survive. The third stage is the Success Stage, there the problem the 
business faces changes unto whether the company should keep expanding of should 
stabilize. The fourth stage is the Take Off stage, where problems concerning 
decentralization and delegation arise. Finally a company reaches the Resource Mature 
stage, where the key problem that a company faces includes the bility to consolidate and 
control success and not loose the entrepreneurial spirit. (Churchill & Lewis, 1983, pp.31-
32).  
 
However there are many theorists who have contributed to the stage theories such as 
Flamholtz who put forward a stage model with only four stages of organisational growth – 
new venture, expansion, professionalization, and consolidation (Flamholtz, 2002, p. 75) 
Then there was Kazanjian who also suggested a four-stage model compromising of – 
Conception/Development, Commercialisation, Growth, and Stability (Kazanjian, 1988, 
p.262). These authors show us the principle of the stage theory applied to business 
development and how the theories can vary in length and stage titles. However it also 
shows us how there seems to be no one conceived way that a business will, or should, 
grow. The importance of the stage theory in our thesis is not the titles of explanations of the 
stages, but instead the use of stages as a metaphor for business growth.  
 
Also mentioned in the process of stage development and organisational growth are other 
factors which affect the process. Slevin and Covin (a cited in Chell, 2011, p.263) developed 
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twelve factors of competitiveness that relate to a companies growth performance and their 
competitive position. The twelve factors are:  
 
1.Strategy/direction 
2. Homan resource 
policies and practices 
3.Intra-business unit 
communications 
4.Total Quality 
management 

5. Product/service 
development 
6. Marketing and sales 
7. Vendor relationships 
8. Process improvements 
9.Participative 
management 

10. Organisation structure 
11. Culture 
12. International 
competition 
(pp.287-289 

 
Here (in point 6.) we can see the use of marketing as a key factor in the competitiveness of 
a business and its ability to grow through the stages of development. This key factor, 
marketing, will be discussed below. 
 
2.1.2 Advertising in Marketing 
 
Marketing plays a crucial role in new business entities, and “the typical high-growth firm is 
growing by implementing marketing successfully” (Bjerke, Hultman, 2002, p.16).  
However, in order to achieve this growth and make it past the development stages, a 
company should build on its strengths and core competences, shore up its weaknesses and 
develop a marketing strategy for each product-market offering  (Burns, P. 2001 p.300).  
Marketing refers to managing profitable customer relationships, in a process by which 
companies create value for consumers and build strong customer relationships in order to 
capture value from customers in return (Kotler, Armstrong 2010 pp.29-36). There is a 
strong connection between marketing and business development. Firms, which successfully 
identify growth opportunities depend on their marketing skills to help them understand, 
influence and above all attract customers.  
 
To use a classic model, the marketing mix is made up of the five P’s: Product, price, place, 
people, and promotion. The purpose of the marketing mix is to ’reinforce the benefits that 
the customer is looking for’. Under the title promotion is advertising (Burns, 2001, p.100), 
which plays an important role affecting the taste and choice of customers. Advertising is a 
tool that makes use of strongly emphasized messages such as large billboard campaigns, 
repeated TV commercials and celebrity endorsement in order to gain the customers 
attention (Casson, Yeung, Basu, 2010 p.119). Indeed, according to Burns (2001, p.101) 
customers do not wait around for new business to open up. Customers (potential at least) 
need to be informed of a new business, or product, or service to be given the opportunity to 
give it try. Word of mouth is often a way in which a person hears of a new business or 
product, but advertising is an essential, yet expensive, method of promoting. However, also 
according to Burns (2001, p.202) advertising is a difficult process for small firms as often 
they cannot afford it and instead use more personal forms of communication with 
customers. The understanding of advertising within marketing will be further discussed 
later in the chapter.  
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2.1.3 Previous Research on SMEs and the use of Internet for Marketing Purposes 
 
This is one area of literature where there is a significant gap of knowledge and studies done 
upon. There seems to be a much larger presence of literature conducted in to the marketing 
activities and management for larger organizations with much focus on branding activities 
of companies with substantial marketing budgets. However the field of business 
development and advertising seems to have been neglected in comparison. (Berthon, Ewing 
& Naploi, 2008, p. 27)  
 
However all the literature found on the topic of business development is in relation to 
marketing efforts and not specifically advertising, even though as discussed above, 
advertising is part of marketing. The one key factor that all the literature has in common is 
the express consideration of the challenge faced by all developing businesses as SME’s and 
entrepreneurs, which is the sheer scale of the companies (McGrath & O’Toole, 2011, p. 
58). Small developing ventures are not small versions of large companies, or scaled down 
models. These developing businesses operate in a number of fundamentally different ways 
(Burns, 2001, p.9).  
 
Due to the small scale of developing ventures they will face resource constraints in the 
form of both time and money (Berthon, Ewing & Naploi, 2008, p. 28; Burns, 2001, p.9). 
This is due to the problem that small developing firms cannot raise capital in the same way 
that larger firms can, which in turn has significant strategic implications. One example of 
this is advertising. Advertising is a costly processes and therefore these developing business 
with resource constraints cannot afford large promotional campaigns and instead must rely 
on the development of close relationships with customers. Another example is the 
developing business often have to adopt a “survival mentality”, which is to say that the 
owners do not have the time or the money to try different marketing activities or spend 
money on long-term branding investments, and thus have to focus on strategies with short-
term returns (Berthon, Ewing & Naploi, 2008, pp.28; Lassen, Kunde & Gioia, 2008, pp.92; 
McGrath & O’Toole, 2011, p. 59). According to Morrish, Miles and Deacon (2010, pp.307) 
these resource constraints have led to developing business’ inability to effectively compete 
with the marketing efforts of much larger firms. 
 
2.2 Overview of Advertising 
 
It is almost impossible to go an entire day without being in contact with some form of 
advertising or another, whether it is while you are watching television or passing a 
billboard outside. These advertisements that bombard consumers each and every day will 
influence to some degree the choices made through marketing campaigns or promotions. 
This influence can lead to many different types of actions whether it is to generate sales, 
political or religious power, and/or psychological association with a certain product or 
service to a brand (branding). This communication with consumers has proven to be critical 
to the success of both private and public sector companies, and these companies have 
learned that to be a leader in their market they must have the ability to communicate 
efficiently and effectively as possible with their targeted audiences. (Belch & Belch, 1995, 
pp.vii) 
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According to by Pelsmacker, Geuens, and Van den Bergh (2010)  “Advertising can be 
defined as any paid, non-personal communication through various media by an identified 
company, non-profit organisation or individual. [It is…] a good marketing communications 
tool to inform and persuade people, irrespective of whether a product, service, or and idea 
is promoted.” (Pelsmacker et al, 2010, pp.213). Another definition is one put forward by 
the Oxford Dictionary, which on the other hand states that to advertise is to “describe or 
draw attention to (a product, service, or event) in a public medium in order to promote sales 
or attendance.” (Oxford American Dictionaries, 2012). The first definition seems to 
maintain a more broad meaning of advertising and the latter a more commercial form, 
which can be seen as branding, where companies seek to generate increased sales of their 
product or service. Although when talking of advertising what would normally pop in to 
mind is that of a television advert for the next ipod, Nike shoe, lawnmower, or H&M 
clothing, however other then selling products or even services it is the first definition by 
Pelsmacker et al (2010) which seems to capture the true broad definition of what 
advertising is. Advertising can be used as a means to promote any form of message so as to 
induce action, whether it is for the sale of a product or service, or to promote a cause, 
political candidate, and/or deal with societal problems. (Belch & Belch, 1995, pp.vii) 
 
2.2.1 The communications mix 
 
When people speak of advertising they often confuse the meaning and consider it simply as 
a synonym of marketing, however this is a common mistake. As advertising is the most 
visible form of marketing and the communication mix it is often taken as the main or sole 
form of marketing. The marketing communication mix is made up of a large amount of 
communication instruments that can be used to achieve varying purposes that cater to their 
own characteristics, strengths and weakness. (Pelsmacker et al, 2010, pp.4). Belch and 
Belch (1995) put together a list which was very similar to the one constructed by Pelsmack 
et al (2010) and includes the following in the marketing communication mix: Advertising, 
Direct marketing, Sales promotion, PR, Personal selling, Sponsorship, Point-of –purchase, 
Exhibitions and trade fairs, E-commerce. Below are more detailed definitions of a couple 
communication methods: 
 
“Advertising is non-personal mass communication using mass media, the content which is 
determined and paid for by a clearly identified sender (company).” 
 
“Sales promotions are sales-stimulating campaigns, such as price cuts, coupons, loyalty 
programmes, competitions, free samples, etc.  
 
“Public Relations consists of all the communications a company instigates with its 
audiences or stakeholders. Stakeholders are groups of individuals or organisations with 
whom the company wants to create goodwill.” 
 
“E-communications offer new ways to communicate interactively with different 
stakeholders. The internet, together with e-commerce, combines communicating with 
selling” 
     
(Pelsmacker et al, 2010, pp.4-5) 
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What must be kept in mind is that these definitions are not necessarily mutually exclusive 
of each other. For example a sales promotion can also be a form of advertisement. An 
advertisement is simply a form of mass communication, whether it is in a magazine, 
newspaper or on television. What the advertisement could be communicating is a sales 
promotion or association for branding purposes. This could be said of e-communication as 
well. Mass media is traditionally seen as print, radio and television, however nowadays this 
could also include the Internet and websites such as Facebook, Linkedin, and/or youtube. 
This can help explain why advertising is often confused with marketing as all forms of the 
communication mix are arguably a form of advertisement, where the purpose of the 
communication is to draw attention to what is being promoted.  
 
2.2.2 A Brief History 
 
As one of the most visible forms of marketing, advertising is also one of the oldest, and the 
history of it is ancient, dating back thousands of years (Pelsmack et al, 2010, pp.213). 
According to Bhatia (2000) advertising can be recorded as far back as 4000BC and 
examples include Egypt when businesses used a material made of papyrus to construct 
messages and wall posters for the purpose of catching attention and increasing sales. Other 
examples of the use of papyrus can be found in areas such as ancient Pompeii, Greece and 
Rome. Although, even more primitive forms of advertising for commercial use have been 
found in Asia, Africa and South America in the form of wall paintings. (Bhatia, 2000, 
pp.62-68)  
 
These examples are going back in time much too far for the purpose of this study, however 
it does give a good understanding on how long ago the trade of advertising was used and 
how much it has evolved and changed in the modern day. This continuous change marks all 
fields of development, whether religious, political or business. Although there have been 
huge amounts of developments in the last 4000 years, it is only in the last 30-40 years that 
we have seen the most dramatic and fast development in technology with the introduction 
of computers and the Internet. This is also reflected in society as everything is becoming 
much more fast paced as information is passed quickly and much more freely then 
previously thought possible. 
 
As the environment to conduct business changes so does the methods of advertising, and 
this can also be seen through the periods of the invention of print, radio, television, 
computer and finally the Internet. When each of these technologies were introduced 
marketers had to shift their communication methods to incorporate the new technology as 
they became more popular and available to the public.(Ashley & Oliver, 2010, pp.115).  
 
Although advertising is in continuous change, from times of using papyrus in Egypt to 
posting an advertisement on a web page, the purpose of advertising remains the same 
(Tellis, 2004, pp.102). Advertising is a sales tool, or a means of communications, so as to 
encourage or persuade the targeted audience to take the wanted action (Ashley & Oliver, 
2010, pp.115). This core purpose, if we narrow it to the field of business, of bringing 
buyers and sellers together for the exchange of goods or services is the same those 
thousands of years ago as it is to this date (Tellis, 2004, pp.102). According to Tellis (2004) 
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even in light of the advent of computers and modern technology, “the application of the 
disciplines of sociology and psychology have not changed the basic goal of advertising 
since the clay tablets of the ancient Sumerians…” (Tellis, 2004, pp.102).  Tellis even goes 
on to claim that advertising is not a singular function, but instead is a concept that 
incorporates all forms of promotion let it be something as simple as an ad in a newspaper or 
a ad constructed with ‘flash’ technology for the purpose of Internet advertising. The core 
purpose of attracting attention remains the same, even if the wanted actions resulting from 
the advertisements differ (e.g. sales versus branding versus political action versus societal 
movements, etc.).  
 
2.2.3 Purpose versus wanted result (Objective) 
 
It would be an oversimplification to assume that the sole purpose of advertising is to sell a 
product or a service, and as mentioned above it is argued that the purpose of advertising is 
to attract the attention of the targeted audience and hopefully persuade them to take the 
wanted action thereafter. However the wanted actions desired vary hugely from sponsor to 
sponsor as mentioned in the examples of political advertising versus branding 
communication.  
 
Loulla-Mae Eleftheriou-Smith (2011, pp.14) wrote an article asking several top 
management members “Why do you advertise your corporate brand?”. The first to be 
interviewed, Roisin Donnelly of Procter & Gamble, says that the reason why they advertise 
is because they are responding to consumers need to be informed not only about the 
products that the company makes but also about the companies that make them. This can be 
translated in to product/service awareness, brand awareness, however also branding as the 
consumer wants to have a emotional connection with the company as was given in Procter 
& Gamble’s ‘Proud sponsor of mums’ campaign.  
 
The second interviewee, Matt Close of Unilever, concurs with Roisin Donnelly by 
answering that the consumer wishes to know the people behind the brands because they 
themselves are also people behind brands. Close explained that their companies’ main 
purpose of advertising was to boost public awareness of Unilever despite the multitude of 
brands under the Unilever title. However the last interviewee, Andraea Dawson-Shepherd 
of Reckitt Benckiser, differed form the others saying that the main reason why her 
company advertises is for the purpose of recruitment. The current corporate brand 
campaign is not about creating product brand awareness but instead about promoting the 
company in a targeted manner to increase awareness for recruiting as they want people to 
start thinking that this company could be the place for them to build a career. (Loulla-Mae 
Eleftheriou-Smith, 2011, pp.14).  
 
However these are but a few reasons why companies advertise. Steve Cone, as cited in 
ABA Bank Marketing (2006), although focuses on banks, names six reasons (or objectives) 
why companies advertise:  
 
“1. Motivate your staff and make them feel proud of the company they work for. 
2. Remind existing customers why they are customers. 
3. Generate new leads. 
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4. Recruit great people from your competitors. 
5. Get noticed by the press and gain more awareness from the public in doing so. 
6. Build the brand. More awareness is always good.” 
 
(ABA Bank Marketing, 2006, pp.3) 
 
Motivating staff: Many people may assume that the sole idea of advertising is to sell 
something, whether it is a product or a service, however this is a good example about how 
advertising can be extended to purposes such as motivating staff. “Advertising has 
enormous potential to excite employees and if done well proud of the company and of 
themselves.” (Cone, 2005, pp.4) 
 
Remind existing customers why they are customers: Again, another preconception 
connected with advertising is that it is to inform those who didn’t know about the product 
or service. Why does McDonalds or Coca Cola still advertise? These are two of the most 
recognizable brands in the world and yet it is very important to remind their existing 
customers just how good they still are and remind them of the reasons why they are 
customers in the first place. “By creating awareness and jogging their memory, advertising 
encourages existing customers to take some action.” (Cone, 2005, pp.4) 
 
Generate new leads: It is often the case where the majority of a business’ sales come from 
existing or repeat customers, however the only way to grow is to gain new customers. 
Generating leads is about making sure that the right people know that your company and 
products/services exist, and giving them the necessary details to take action if interested. 
Cone (2005) brings it all the way down to the basics  “Make sure to provide a phone 
number and make it visible” (Cone, 2005, pp.5) 
 
Recruit great people from your competitors: It may be unnecessarily specific as to 
assume that you must recruit from your competitors however, as mentioned above, one of 
the main reasons of advertising at Reckitt Benckiser, as according to Andraea Dawson-
Shepherd, is for the purpose of recruitment. This may tie in with ‘Motivating staff’ as 
making staff proud of working at your company will help with retention, however also 
spark interest in others who would also like to be proud by working for the same company. 
(Cone, 2005, pp.5; Loulla-Mae Eleftheriou-Smith, 2011, pp.14)  
 
Get noticed by the press: One way to advertise is to get other to do it for you. A great 
example of this is the company Red Bull who are one of the most recognized and liked 
brands in the world who do a lot of their advertising through exciting events such as F1 
racing, motto-cross, skiing, and any other extreme and sometimes quirky sports (Paper 
airplane throwing competitions). By being part of such exciting activities the press and 
news agencies will be more likely to take notice and wish to dedicate space to write articles 
on the brand. Thus even more people will be exposed to the brand and have information 
about it. (Cone, 2005, pp.5) 
 
Build the brand. More awareness is always good: The subject of branding will be 
touched upon later in the chapter, however building a brand is the foundations of a strong 
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company that will weather economical storms and have more consistent returns. (Cone, 
2005, pp.5; Pelsmacker et al, 2010, pp.51) 
 
This list is agreed and added upon by an older source, Business Management (1967), in 
which they identify the ‘underlying reasons’ why companies advertise. The first is the 
simplest and maybe the most conventional - to become more known. This is similar to the 
reason given by Roisin Donnelly of Procter & Gamble who talked of raising brand 
awareness, which moves on to the second ‘underlying reasons’ which is to raise product 
awareness, or to “explain what it does” (Business Managament, 1967, pp.55). The third 
reason is much more similar to what Mat Close of Unilever talked of, which is that the 
company’s main reason to advertise is to create awareness of the multitude of brands that 
are under the Unilever name, although not exactly the same as mentioned in Business 
Management (1967) where the third reason is to inform the population of a change in name 
or trademark, it is very similar in the sense that the companies want to inform the consumer 
of different brand names and who/what they are. Below are the rest of the reasons why 
companies may choose to advertise according to Business Management, (1967). 
 
“1. To emphasize the worldwide nature of its operations. 
2. Because it wants to recruit personnel. 
3. To attract new customers or to entice old customers to buy more products. 
4. To make itself appear in tune with present and future. 
5. To build goodwill.” 
 
(Business Management, 1967, pp.55) 
 
The reasons why companies advertise vary as seen above, and will correlate with the 
company goals. A good example was that of Andraea Dawson-Shepherd of Reckitt 
Benckiser who says that the brand of the company is strong in relation to the products they 
sell however their goal is to increase the attractiveness of the Reckitt Benckiser specifically 
for recruitment purposes, so that they can build a strong workforce for tomorrow. Thus it is 
important to understand the distinction between the purpose of advertising and the 
objective of advertising.   
 
2.2.4 Changes due to recent technology 
 
In this thesis we have our focus firmly on the modern boom of IBNWs and how these 
websites are affecting the way in which companies, more specifically new ventures, 
conduct their advertising activities. According to Kotler and Keller (2009), among other 
factors, technology is one of the key developments that has profoundly changed the method 
in which consumers receive and process communications, and if they wish to receive the 
information at all. The powerful increase in technology in the last decade alone has heavily 
pressured marketing agencies to rethink their traditional practise and the relevance of these 
practices in the modern technologically developed world. With rapidly increasing speeds of 
broadband Internet connections, digital television (allowing consumers to skip ads), 
multipurpose cell phones and mobile technology consumers are able to receive information 
any way in which they choose. (Kotler & Keller, 2009, p.511).  
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However one of the most recent and relevant technological booms before IBNWs (such as 
the giants Facebook and Twitter) was the Internet boom, which also caused a shift in the 
way that advertisers conducted business. According to Beremann and Bonatii (2011) in last 
decade the Internet had become the most important addition to advertising methods, and, as 
mentioned above, has made agencies rethink their marketing strategies and their marketing 
models from traditional media, namely print, audio and television, to incorporate the 
modern shift. One of the areas most notably affected by the Internet boom is the daily 
newspaper whose entire business model is under threat of being extinct due to the ability of 
users to retrieve all relevant information and news online. (Beremann & Bonatii, 2011) 
 
Quite an interesting study was conducted in the pre-millennium by Bezjian-Avery, Calder 
and Iacobucci (1998) in which the authors produced research quite similar to our own in the 
sense that they delved in to an up-coming technology (the Internet) and looked in to how 
the boom of the Internet was affecting the way in which companies advertise. Most of the 
world, at the time – 1998 - did not see advertising via the Internet as more then a marketing 
practice that would complement the more traditional forms of advertising such as radio, 
television and print (Cartellieri et al, 1997, pp.45). “Will the Internet have as big an impact 
on advertising as radio and television did?” was the first question in Cartellieri et al’s 
(1997) paper titled The Real Impact of Internet Advertising. It may seem almost humorous 
that many thought that the Internet was a passing fad, or “a complement to traditional 
marketing practices…” (Cartellieri et al, 1997, pp.45) now in light of how the Internet and 
its uses has grown in the passed fifteen years, and supported by Leong, Xueu and Stanners 
(1998, pp.44) who concur noting that promotion is the one marketing area that has been 
significantly affected by the Internet. Now we could, perhaps appropriately, rephrase the 
question to suit 2012 to: “Will IBNWs have as big an impact on advertising as radio and 
television?”.  
 
However not all at the time (pre-millennium) thought that the Internet was just another 
form of advertising to complement the more traditional forms, as the Internet introduced 
the world to a new method of communicating with the consumer through the invention of 
interactive marketing, “Giving firms a plethora of ways of contacting consumers.” (Bejian-
Avery, Calder and Iacobucci, 1998, pp.23). Interactive marketing is about controlling the 
information provided to the customers, even a method a consumer could actively take part. 
While on the other side is the traditional forms of advertising, which are more linear, where 
the consumer is passively exposed to product information (Bejian-Avery, Calder and 
Iacobucci, 1998, pp.23). The latter form of advertising, through mediums such as print, 
radio, and television, gives the audience no control over the order that they are exposed to 
the information being provided, thus the audience cannot actively customize the media they 
are subjected to. To add to this is that fact that a mere thirty years ago Americans had 
media and entertainment options ranging in the 100s, with a vast array of magazines, 
newspapers, radio stations and television channels and yet now those 100s of choices and 
options is now uncountable with the Internet providing an endless amount of information 
and methods of getting it means that “Consumers not only have more choices of media to 
use, but also have a choice about whether and how they want to receive commercial 
content.” (Kotler & Keller, 2009, pp.511). Thus with the introduction of this new form of 
interactive marketing Cartellieri et al believed, and correctly, that the way in which 
companies would conduct their advertising would change, as advertising agencies would be 
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under pressure to change, or even incorporate this new medium (the Internet) in to their 
approach of marketing communications. (Cartellieri et al, 1997, pp.45) 
 
2.2.5 What Technology has caused! 
 
With the increase in methods of reaching consumers and the consumer having more power 
to choose their ways of receiving information, plus deciding if they want to receive the 
information at all has led to marketers and agencies shifting away from traditional forms of 
advertising, and having to rethink their approach. However even if marketers have adapted 
well to modern forms of advertising, such as using the Internet, they still encounter new 
challenges (Kotler & Keller, 2009, pp.511). With endless ways of providing information to 
consumers commercial clutter is ‘rampant’, and because of this consumers are paying less 
and less attention to marketing promotions as they are desensitized by the overwhelming 
amount they are exposed to each day. And while consumers tune out, the marketers try to 
dial it up (Kotler & Keller, 2009, pp.511). As mentioned at the beginning of this chapter, it 
is almost impossible to go a full day without being exposed to some form of advertisement. 
This would have been applicable 50 or 100 years ago, however even more so now.  
 
 Long-term versus short-term returns 
 
Due to these changes in technology we have seen how consumers are overwhelmed with 
information, however technology has also led to an increase in the pace in which 
information is provided, which at times can be almost instantaneous.  This has led to much 
pressure being placed on advertising firms and agencies to produce marketing campaigns in 
much shorter timelines then seen previously, due to an increased need for short-term ROI 
(Return On Investment), and “thus [has] eliminated the time needed to develop sound, 
actionable strategies.” (Ashley and Oliver, 2010, pp.115). This is supported by Pelsmacker 
et al (2010) who emphasize this very point by applying it to the importance of branding, 
and the patience of developing a strong and sound brand. Pelsmacker et al (2009) argue that 
the “Consistent and long-term investment in brand awareness and brand images resulted in 
famous brands that survived the storms of changing marketing environments.” (Pelsmacker 
et al, 2010, pp.51). This modern pressure on short-term results has led to an environment 
where the priority of long-term and patient investment in brand value is not as salient as it 
previously was (Pelsmacker et al, 2010, pp.51).  
 
This in turn has led to a change in the tactics by firms from long-term goals to short-term 
returns. While it is argued that brand-orientated advertising can help build and strengthen a 
firm’s brand image, create greater awareness of a brand and/or product/service, help 
differentiate, and build brand equity (Ataman et al, 2010, pp.871), “Companies become so 
entranced with their ability to price and sell in real time that they neglect investments in 
their brands’ long-term health” (Lodish & Mela, 2007, pp.104). This also extends to data 
collection technology, which allows companies to have real-time, or close to, updates and 
data on sales figures. This real-time data collection has led to many manufacturers favoring 
discounts and other price promotions due to the immediate increase in sales arising there 
from.  This is because other components of the marketing mix (communication mix) such 
as advertising and P.R can only be understood over the long term. However, since it is 
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more difficult to measure the long-term effects compared to measuring short-term effects, 
less companies will pay attention to them. (Lodish & Mela, 2007, pp.108) 
 
Advertising Clutter 
 
“Advertising clutter is a phenomenon that arose from advertisers' need for advertising 
space. When too much space is devoted to advertising, clutter can jeopardize the audience's 
editorial interest.”(Ha & Litman, 1997, pp.31) 
 
As stated by Ha (1996, as cited in Ha & McCann, 2008) marketers will place large amounts 
of advertisements in ‘one pod’ due to the large amount of demand for the advertising space, 
however when the amount of ads goes above and beyond the consumer’s acceptance 
boundaries it is then seen as clutter, which is then perceived as an “undesirable 
phenomenon by both advertisers and consumers.” (Ha & McCann, 2008, p.570).  Court 
(2005) notes that chief marketing officers are being confronted with a painful reality, which 
is that their traditional marketing models are being challenged due to increases in 
technology and a proliferation of media and distribution channels that have left a decline in 
consumer trust and in more control over their media consumption (Court, 2005).  This is 
then supported by Ha and McCann (2008) who add that “By being in a cluttered media 
environment, advertisers believe that their advertisements will receive less attention from 
consumers…” (Ha & McCann, 2008, p.571). Ha and McCann (2008) justify this by saying 
that, firstly, consumers when exposed to large amounts of advertisements will become 
irritated and desensitized, and thus try avoid them all together. And secondly simply that an 
over exposure to information will make it harder for consumers to remember it all and thus 
make each individual ad that much less effective due to the limited memory capacity of the 
average person (Ha & McCann, 2008, pp.571; Hammer, Riebe & Kennedy, 2009, p.159).  
 
Television Clutter 
 
Another great example of how this huge change in the marketing environment has led to a 
decrease in effectiveness of the mass media (and traditional forms of advertising), is 
through the case of Procter & Gamble. In the 1960s Procter & Gamble had the ability to 
reach nearly 80% of the entire American women population with a simple half-minute Tide 
commercial that was aired simultaneously on a mere three different television networks. 
However, today, in light of modern technologies, the Internet, plus the huge increase in the 
amount of print, radio and television options, the same ad run by Procter & Gamble would 
have to be shown on over 100 television channels to have the same marketing results, 
although even then there would still be the risk that (with digital television) the ad would be 
‘zapped’ by the consumers. (Kotler & Keller, p.511) 
 
Radio Clutter 
 
A study by Riebe and Dawes (2006) looked in to the affects of advertisement clutter 
through the medium of the radio, and to do this they divided the radio stations used in their 
experiment between high clutter and low clutter channels. High clutter channels would 
have approximately 12 minutes of advertisements per hour while the low clutter channels 
would average approximately 4 minutes of advertisements per hour (Riebe & Dawes, 2006, 
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p.72). Initially however, Riebe and Dawes identified theoretical reasons why clutter may 
reduce the effectiveness of advertising. The first reason they identified is that the primary 
reason why listeners listen to the radio is because of the music that is provided not the 
advertising and therefore “larger amounts of advertising may result in listeners ‘tuning out’ 
– that is, not paying attention to the individual ads” (Brown & Rothschild, 1993, as cited in 
Riebe & Dawes, 2006, p.72). This, as mentioned previously, is support by Ha and McCann 
(2008, p.570) who concur that when consumers are exposed to large amounts of ads will 
become irritated and try avoid them all together. Large amounts of ads may also lead to 
listeners changing the channel during the advertisement, especially so when the listeners 
know that there is a large block of adverts in a row, thus not listening to the adverts at all. 
(Riebe & Dawes, 2006, p.72) 
 
Another problem caused by a large amount of advertisements in a row is that the multitude 
of information may make it more difficult for listeners to recall the information provided 
during specific ads due to the interference effect (Keller, 1987, 1991; Burke & Srull, 1988, 
as cited in Riebe & Dawes, 2006, p.72). “Interference theory states that various pieces of 
information interfere with each other’s likelihood of being encoded and subsequently 
recalled.” (Riebe & Dawes, 2006, p. 72). This in turn can be applied to all forms of 
communication, whether it is via television, radio, print, or internet, when there is a vast 
amount of information it is much more difficult for an individual to transfer it from short-
term to long-term memory while other information is being provided at the same time, it is 
too distracting (Riebe & Dawes, 2006, p. 73). This is also very similar to the point made by 
Ha and McCann who point out that an over exposure to information will make it harder for 
consumers to remember it all and thus make each individual ad that much less effective due 
to the limited memory capacity of the average persons (Ha & McCann, 2008, p. 571). 

2.3 Internet Based Social Networking Websites (IBNWs) & Online Communities  
 
For purposes of the researchers and our readers overall understanding of what is meant by 
an IBNW, we believe that including a grasp of what are they and why we believe they are, 
is an important element within our literature review. Now a days most of Internet users are 
familiar with some IBNWs and they have used them either to search for a video 
(YouTube), follow the “Tweets”& links of a famous artist or newspaper (Twitter) or 
creating an online version of their Curriculum Vitae and search for job opportunities within 
your country or abroad (LinkedIn). IBNWs have changed the way we connect; we share 
information we access and search for information. In some cases, news flashes spread 
through IBNWs have reached the eyes and ears of the world faster than the traditional 
sources of information such as news channels and their satellite coverage. Such is the case 
of the 2010 Haiti earthquake, where Twitter feeds where faster than news channels, 
reporting and informing the world of the earthquake and the post earthquake events. The 
power and influence IBNWs have on our daily life cannot be ignored. 
 
In addition we believe that in order to truly understand IBNWs we need to be aware of the 
importance of online ‘communities’ and their role within IBNWs. Even though 
communities have existed before Web 2.0, Internet and IBNWs have enabled new 
manifestations of communality that can be formed independent of the time and place 
(Kangas, Toivonen & Back, 2007 p. 12). “The rise of social computing and online 
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communities has ushered in a new era of content delivery, where information can be easily 
shared and accessed. A large number of applications have emerged that facilitate collective 
actions for content generation and knowledge sharing (Chen, J, Xu, H, & Whinston, A 
2011 p. 238)”. IBNWs play an important role within this context of knowledge sharing and 
content generation, since they provide means for users to share such information with their 
networks and the world. This means that while the World Wide Web provides the 
technological facilities for the realization of IBNWs and individuals provide the content, 
communities serve as efficient analyzers with regard to finding interesting material 
(Kangas, et al., 2007 p.12)”.  
 
The common ideas and interests that connect users of different IBNWs have grown to form 
communities where users exchange information. If we look into IBNWs like Facebook, 
YouTube and Twitter we will find groups of people who, even though they have not been 
introduced to each other in person, they form part of the same community, share the similar 
information and for example follow the same brand. The spectacular growth of IBNWs 
(measured in users and content generated) and the public attention they command are 
attracting a significant amount of research and media scrutiny (Perez-Latre, Portilla & 
Sanchez Blanco, 2010 p. 63). We can describe IBNWs as a configuration of people 
connected to one another through interpersonal means such as friendship, common interests 
or ideas (Coyle & Vaughn, 2008, p.13).  IBNWs are web sites which allow users to join 
networks, track other people’s accounts, either through ‘friending’, watching their friend 
lists or all of the above (Rethlefsen, 2007, pp.130). Putted into a practical example, 
Facebook is an IBNW, where two college classmates can connect (become ‘friends’) and 
share pictures of their last night by tagging each other’s name in a picture where they 
appear, share their interest for a particular activity organized by their university by 
attending an event organized by their university’s ‘Fanpage’ and see the friends they have 
in common by going into their friend list. 
 
What evolved from a first email sent from one computer to another sitting next to each 
other has now evolved to complex IBNWs that from the 2000’s and on, has drawn the 
attention of researchers. Research has considered different aspects. Some papers have 
concentrated on the “management of impressions” by the audience: how users introduce 
themselves, and the quality of relationships that are generated in this context. Other papers 
have studied how social networks serve a need to reinforce existing relationships, building 
bridges between the online and offline worlds. From a market perspective, scholars have 
studied social networks as a tool for audience and market segmentation and the analysis of 
specific or “niche” audiences (Perez-Latre, et al., 2010 p. 67). We have previously 
researched the impact of IBNWs in networking process during the development of 
ventures. This research field truly motivates us, both as researchers and entrepreneurs. 
 
If we submerge into the Internet Based Networking Websites universe we will discover a 
wide array of social networking websites tailored for a wide array of users and interests. It 
is possible to find or join social networks made for book lovers (librarything.com), 
traveling lovers (passportstamp.com), photography sharing and commenting (flickr.com) 
among others. Although broad range of Internet media that comprise IBNWs come in 
various shapes and forms, they share certain commonalities. First they allow users to 
construct a profile within a bounded system, secondly they allow users to maintain lists of 
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other users with whom they share connections and finally they allow to view and browse 
their lists of connections to those of others (Taylor, Jeffrey & Strutton., 2012, p.259).  For 
the purpose of this research we have decided to make emphasis in the description of four 
IBNWs (Facebook, Twitter, LinkedIn and YouTube) because of the amount of daily active 
users they possess, their different functionalities and their over all popularit. We will 
proceed describing these IBNWs in detail and also their role in the promotion or 
advertising of a product or service.  Althoug we emphasize these four major IBNWs we 
will not exclude other IBNWs, should they appear in our interviewees responses. 

2.4 Spreading your message through IBNWs 
 
In the last years Internet advertising has become an increasingly important cannel of 
communication used by advertising agencies and companies around the world to promote 
their products and services. Advertising though Internet has shown many advantages over 
traditional media (such as TV, Radio & Print); it has color and sound, can be interactive, 
and can reach a broad audience at relatively low cost (Murphy et al., 2005, p. 70). From a 
marketing perspective, the wide array of choices in relation to media and technology allows 
marketers and brands to become their own “media owners”, producing and distributing 
content through the multiple channels and websites available online. Internet Based Social 
Networking Websites are a channel of content distribution used by marketers to reach their 
audiences. For the purpose of this thesis, we will narrow our literature review and research 
to Internet advertising though IBNWs. 
 
Internet Based Networking Websites allow people from different corners of the world to 
connect with each other. We set the example of the two college students that become 
‘friends’ through an IBNW. It is very likely that these college students provide personal 
information to these IBNWs that can vary from demographical information such as sex, 
age, language, hometown and more private information that can relate to religious & 
political views, favorite quotes, favorite TV shows, books or music bands. This information 
can be used by marketers to easily target their ads to the appropriate audience they whish to 
reach (e.g. A English-speaking female, from Umeå with a particular music taste). 
 
From an advertising perspective, IBNWs provide different forms of advertising and 
although each IBNW has a different advertising model they have at least one or more of the 
following characteristics. First there is advertising based on your network of friends: for 
example your decision to join ‘Spotify’ might have been influenced on an action taken by 
your friend which has reached you though the IBNWs ‘newsfeed’. Secondly there is paid 
advertising that placed in your IBNW homepage, where your demographic information 
(age, gender, language, hometown etc.) is used to target the paid ad to your particular 
needs. Finally there is advertising by groups, events or pages, which a company can create 
and users can choose to join. These pages provide newsfeeds with promotions, new 
products or reminding users of an upcoming event, post videos, ask questions and engage 
with consumers with the purpose of increasing brand awareness, generating a user database, 
market a promotion etc. In 2011 approximately $3.8 billion were spent worldwide in 
IBNWs advertising (Market Online, 2011).  
 
IBNWs have changed the way we connect and interact with our friends and also with 
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unknown people, part of our own online communities who we interact with on a constant 
basis, even though they might be sitting in another country in a different time zone. Social 
networks provide a dialogue based in few important elements; immediate communication 
in a real time (case of Windows Live Messenger), a massive reach due to its viral processes 
and a multi direction of the messages thanks to user interactions (Romero-Calmache, M, & 
Fanjul-Peyró, C., 2012 p. 130). They have provided new immediate means of 
communication and messaging. IBNWs have become online portraits of us; they have also 
become online portraits of companies and brands, a platform for companies to interact with 
their customers in a constant basis.  
 
From the perspective of entrepreneurs IBNWs could easily help them to engage with a 
large audience at a relatively low cost. If we rewind ten or twenty years in time in order for 
an entrepreneur to reach a massive audience, expenditures in some form of traditional 
advertising where needed, either by publishing print ads in the newspapers, radio ads or if 
the budget allowed it TV ads. However, it will be very difficult for an entrepreneur to cross 
the local borders with a limited budget using traditional advertising, since frequency and 
reach in traditional media spots have a high cost in contrast to obtaining your own media 
spot in an IBNW, where the cost of opening an account is zero.  
 
In addition now a days IBNWs is where your actual and potential customers are interacting, 
and it shapes how they think (Fisher, T 2009 p.190). The power of communities and 
‘virility’ can have a positive or a negative effect on your YouTube channel, Twitter account 
of Facebook Fanpage. If the content provided by the owner of the IBNW account is found 
appealing by the public the entrepreneur wishes to address then IBNWs can contribute to 
generate an awareness regarding the existence of a product or service a entrepreneur 
provides. As mentioned above, IBNWs have the power to send a message to a big public, 
regardless of the time and distance they might be and because of ‘vitality’ your message 
can be spread way further than your ‘page’ followers at very fast speeds.   
 
What is important in the IBNWs context is how entrepreneurs manage to generate high 
degree of Social Unique Visitors, Cost per unique visitor, Page views, Visits, Return Visits, 
Interaction rate, Time spent, Video installs, and other relevant actions that can signify 
means to measure the results of IBNW in sense of the reach and effectiveness of a ‘page’, 
tweet or Facebook post (Fisher, T 2009 p.191).  
 
IBNWs advertising have allowed small and big companies to become owners of their own 
channels of communication. In addition IBNWs provide paid advertising platforms at the 
reach of any pocket. In addition the cost of becoming the owner of your own media channel 
either through YouTube or though Twitter is none, all you need to do is create your own 
account and know how to administrate it properly in order to engage the attention of 
potential and actual customers. In this context our question relevance is highlighted, how 
are these new means of promotion and advertising provided by IBNWs helping 
entrepreneurs develop their business. 
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2.4.1 Facebook; Ads & Fan Pages   
 
An IBNW originally created as a way to connect college students has grown to a global 
scale and is now available in over 70 languages. Facebook’s mission is to make the world 
more open and connected. People use Facebook to stay connected with friends and family, 
to discover what’s going on in the world, and to share and express what matters to them 
(Facebook Newsroom, 2012). Facebook can be described as an IBNW where users can join 
networks organized by cities, workplace, schools, regions and connect and interact with 
other people (Casteleyn Mottart & Rutten, 2009, pp.439). In this web portal, people can 
easily add other individuals to their network, choose to like the page of their favorite artist, 
brand or politician (Heineken that has over 1,281,580+ followers), create groups and event 
while also inviting your connections to join this group/event.  
 
To December 2011, Facebook had 845 million monthly active users, 80% of their monthly 
active users are outside U.S. and Canada. Thanks to smart phones 425 million of those 
users used Facebook mobile product (Facebook Newsroom, 2012). This means that up to 
December 2011 there where 845 million users uploading comments, pictures & videos & 
sharing their favorite links. There where 845 million users sharing their life events, 
supporting movements & politicians, expressing their affection to a brand by liking their 
pages. People spending hours and hours of their lifetime in front of this IBNW exploring 
the content their friends provide and the comments their friends make on their own posts.  
 
Facebook allows users to create personal pages, which are simply pages that individuals 
control and use as their base for interacting with others on Facebook. These are the most 
prevalent type of pages on Facebook (Strand., 2011 p.10). Before we proceed we would 
like to briefly familiarize the reader with what constitutes a personal page and a Fan Page. 
A personal page is as mentioned above are pages used by individuals. Fan Pages on the 
other hand seek to build a relationship with a certain audience and consumers. They are 
built for local businesses (ranging from movie theaters to a bakery shop), organizations or 
institutions (ranging from political parties to financial institutions), brands or products, 
artists bands or public figures (an athlete, comedian or a lawyer), entertainment (concert 
tour, music video or an amateur sport team) and finally a cause or community (the WWF 
earth hour). Fan Pages are quite prevalent on Facebook. Ever since Facebook became 
popular, trademark holders have had to battle with these fan pages on Facebook. These 
pages are typically run by an individual or group that wants to show their interest in a 
certain musician, event, or even a brand, such as a consumer product like Dr. Pepper 
(Strand., 2011 p.10).  
 
In addition Facebook allows Fan Pages to promote their pages with a paid ad using two 
paying methods. Users of Fan Pages can choose to promote pay for ads within Facebook on 
a Cost Per Mile (CPM) meaning that for a certain amount of money you get a certain 
amount of impressions or displays of your ad, or a Cost Per Click (CPC) basis meaning that 
you pay only when someone clicks on your ad. Every Fan page contains easy to read 
insights providing demographical information in relation to the users that visit your page or 
that have become ‘fans’ of your page. This information can be used to easily target and 
narrow your ads purchase. For example if your Fan Page insights show that a 70% of the 
people that have visited your page are females, living in Stockholm within the 18-25 age 
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group, then when purchasing your ad displays you can choose to target individuals with 
these demographic characteristics. In addition Fan Pages also provide information of the 
time and days that users are more likely to view your page, information that can be used to 
tell Facebook what times and dates you want your ads to be displayed.  
 
2.4.2   LinkedIn; Your Curriculum Vitae Is Now Online 
 
Launched in 2003, LinkedIn operates the world’s largest professional network on the 
Internet with over 150 million members in over 200 countries. As of February 2012, more 
than 2 million companies had created LinkedIn Company Pages and executives from all 
2011 Fortune 500 companies had created a profile in this IBNW (LinkedIn About Us, 
2012). Although LinkedIn is designed specially to connect business colleagues and 
networks, it operates in much the same way as Facebook, by building relationships by 
degrees and offering to join public and private groups (Rethlefsen, 2007, pp.129). In 
addition LinkedIn allows you to share updates or attach links available for your network to 
see & download (depending on your privacy settings). However the main functionality of 
this IBNW is that allows users you to create a complete online version of their Curriculum 
Vitae for recruiters to see and allows companies to create their own company pages within 
this platform as well as post job offerings and seek for candidates. 
 
LinkedIn ads allows you to create and place ads on key pages within the LinkedIn website. 
As in other IBNWs like Facebook, you can specify your ads by selecting a target audience 
by job title, job function, industry, geography, age, gender, company name, company size 
or LinkedIn groups a person might belong to. Finally you can control your ad costs by 
setting a budget and only pay for the clicks (CPC) or impressions (CPM) amount of that 
you receive (LinkedIn Ads., 2012). When advertising in LinkedIn your ad could look like a 
headline (with up to 25 characters of text, a description (with up to 75 characters of text, an 
image (50x50 pixel image) your company name or an URL (LinkedIn Ads, 2012). 
 
Besides from the paid ads LinkedIn provides, your own page and your own company page 
can serve as an advertising platform in this key professional IBNW. It allows other 
professionals to know about you and your company. Hempel (2010) argues that the 
database of LinkedIn is composed by members that log on to create profiles, upload their 
employment histories, and build connections with people they know and even people whom 
they don’t know that, for example could be a reference of someone.   In addition Hempel 
(2010) argues that LinkedIn is a new way for people to research clients before sales calls, 
ask their connections for advice allowing individuals to see how other professionals are 
performing before making a first contact. Linked is a convenient platform to advertise 
yourself and your company, since it provides a platform to discuss topics that are directly 
or indirectly related to your business area or to your business per se.  
  
2.4.3   Twitter; 140 characters or less  

 
Twitter provides an additional channel in an integrated marketing communications strategy 
and is an ideal and highly interactive one-to-many information channel, using, a 
combination of tweets, retweets, hyperlinks, and hash tags to promote positive messages 
(Suzan Burton & Alena Soboleva, 2011 p. 497). Twitter is “a real-time information 
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network that connects you to the latest stories, ideas, opinions and news about what you 
find interesting by following the accounts you find most compelling and following their 
‘Tweets’: Small bursts of information no more than 140 characters long (Twitter About, 
2012)”. The 140,000,000+ active users in Twitter generate an approximate of 340,000,000 
Tweets per day, meaning that millions of people, organizations, and businesses use it to 
discover and share information in 140 characters or less (Twitter Business, 2012).  
 
Twitter has a great potential for organizations since it can serve as a source of external 
communication with consumers. Twitter has been described as a tool to create electronic 
word of mouth and also as a viral marketing mechanism, a sort of ‘worth of mouth 
branding’ (Jansen et al., 2009a). From an advertising and communication perspective it 
allows an organization to create a communication channel from the organization to an 
audience of many (since the default in Twitter is for all tweets to be public) and at the same 
time it will function as a one-to-one mechanism, when a Tweet is a reply to an individual, 
with a potentially large audience for that ‘tweet’ since the reply will usually be visible to 
others (Suzan Burton & Alena Soboleva, 2011 p.492).  
 
A company can advertise though Twitter not only by the ‘tweets’ it generates and the 
followers such ‘tweets’ reach, but it can also turn to ‘promoted tweets’ in order to reach a 
wider group of users or to spark engagement from their existing followers (Twitter Help 
Center, 2012). Promoted Tweets appear as clearly labeled tweets (since advertisers are 
paying for their placement on Twitter) but in any other respect they are just like regular 
Tweets and can be retweeted, replied to, added to favorites or more (Twitter Help Center, 
2012).  
 
2.4.4   YouTube; Become your own TV channel 
 
YouTube is a free distribution channel for videos. Users upload their videos to the service. 
They form and are formed into various communities, groups and Top 10 lists. Users can 
post reviews and comments on the videos, thus producing feedback and other metadata that 
facilitates the search for good material (Kangas, et al., 2007 p.24). Anyone can upload 
video material to the YouTube Web pages. Some are not aware that YouTube is in fact an 
IBNW since it allows users to construct a profile within their web system, join or follow 
favorite users or ‘channels’, browse within the video libraries of other users and interact 
with them through an internal message system provided by this platform. “Founded in 2005 
YouTube allows billions of people to discover, watch and share originally-created videos. 
YouTube provides a forum for people to connect, inform, and inspire others across the 
globe and acts as a distribution platform for original content creators and advertisers large 
and small (About YouTube, 2012)”.   
 
YouTube has an approximate of 3 billion views per day, with over 60 hours of video 
uploaded every minute, which means that there is more video uploaded in YouTube in one 
month than there is video created by the three main US networks in the past 60 years 
(YouTube Press Room, 2012). Youtube has revolutionized video sharing and media. It has 
allowed individuals to become owners of their own media channels and distribute their 
video footage thought the world. All you need to create your own channel is to sign up for a 
YouTube account. Once you have created your account you can ‘like’ or ‘dislike’ a video 
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other users have posted and also “comment on the video you just watched by adding a 
comment beneath the player. You can rate the quality of other people’s comments by 
clicking “Vote Up” or “Vote Down” to the right of the comment (YouTube Essentials 
2012).” 

2.5 How are big companies relying on IBNWs 
 

2.5.1 Twitter & Cirque du Soleil 
 
Cirque du Soleil (an internationally recognized circus with a mix of dramatic arts and street 
entertainment) used promoted accounts and promoted tweets to build an engaged follower 
base and drive ticket sales (Twitter Case Studies 2012). Cirque du Soliel wanted to create a 
more personal connection with its customers. In order to do so, they used Twitter promoted 
accounts to grow its follower base and then engage with them in real-time answer question 
about upcoming show and to get feedback about past performances. In addition they used 
promoted tweets to announce promotions and tour dates (normally conducted though email 
marketing (Twitter Case Studies 2012). As a result Cirque du Soleil gained on average of 
360 followers per day directly from promoted accounts and other 340 followers per day 
organically gained in addition to increasing the engagement and feedback with their 
audience (Twitter Case Studies 2012). 
 
2.5.2 LinkedIn & Cathay Pacific Airlines 
 
Cathay Pacific had the challenge to increase its brand awareness to a very specific target 
market segment; people who travel in business class between the U.S. and Asia. In order to 
do so, they used LinkedIn to identify members who belong to groups related to travel in 
Asia (such as Global Workers, China Networking Group, Hong Kong Connection) and 
targeted these members with ad displays (Linked In Cathay Pacific Case Study, 2012). 
Cathay Pacific used LinkedIn because of the unique precise targeting this IBNW provides, 
allowing companies to segment their audience by industry, group, job title and company. 
As a result Cathay Pacific obtained a total of 1,324 responses from business travelers as 
well as generating several recommendations of their company product page by users 
(Linked In Cathay Pacific Case Study, 2012). 
 
2.5.3 The Wopper Sacrifice 
 
A Toronto based advertising agency created a Facebook application for Burger King that 
allows users of this application to ‘exchange’ ten of their Facebook friends for a Whopper 
coupon. This means that all you have to do in order to get a free burger is to erase 10 of 
these friends using the ‘Wopper Sacrifice’ application. This is an example of how 
advertising agencies can use Facebook applications for advertising purposes, reaching a 
broad media in a short period of time. This resulted in an immediate response of consumers 
who de-friended nearly 234,000 of their Facebook friends for the sake of a hamburger 
(Wortham, 2009). A very creative proposal that had a broad and fast reach in less than 15 
days, when Facebook forced Burger King to take down the application/ 
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2.6 Choice of theories 
 
In the literature review we have delved in to the topics of business development and 
advertising and the development of the field in the modern climate. We have also explored 
some of the major IBNWs, such as Facebook, Twitter, Youtube and Linkedin, and the 
advertising platforms that these IBNWs provide.  
 
In the literature of business development we covered the stage theories that relates the 
growth of businesses through the passage of specific stages. In the literature we cover 
authors including Churchill, Flamholtz and Kanzanjian and Bolton who all have varying 
ideas about the amount of stages that must be past the title of these stages. All in all 
however, the authors all present similar stages that are followed in a business growth. For 
the purpose of our thesis it is not important to select a particular theorist but instead apply 
the concept of stages to business development and understand that business development is 
the process of developing through the stages of business growth. Thus for our thesis we 
wish to see how IBNWs affect the process of advertising in developing through the stages 
of business growth.  
 
Within the literature of advertising we have discussed some major theories that we have 
highlighted that cover four important topics; Objectives of advertising, passive vs. 
interactive advertising, return on investment (Cost of advertising), and finally advertising 
clutter. We have chosen these four topics to separate the field of modern advertising so as 
to help us identify how each one of these components influences the entrepreneurial 
process of advertising in light of IBNWs. First we consider theory related to the objectives 
of advertising to be important since it provides a clear understanding on the importance of 
advertising and its different objectives. We will use this theory to understand why our 
respondents choose to advertise their business, with what purpose, and what is the role of 
IBNWs in each different intention. In addition since advertising though Internet and 
IBNWs is a novel subject and it is different in many ways from traditional advertising 
channels (TV, Radio, Print etc.).  
 
This leads to the second source of theory we deem important and it is theory on interactive 
and passive forms of advertising. IBNWs allow users to interact and take a part in the 
advertising processes, traditional forms of advertising. On the other hand, traditional 
advertising tends to be more linear, meaning that users are exposed to a piece of 
communication without an option to comment, like or dislike, forward or share the ad with 
its network of acquiesces. This theory is particularly important, first to understand the 
difference between a traditional and linear vs. a new and interactive and form of 
advertising. Such understanding will lead us to a better structure of our questions and will 
provide us with theoretical support related to instructiveness, a common characteristic of 
IBNWs.  
 
Thirdly, since we consider the ‘cost’ of advertising to be a decisive factor on the selection 
of advertising method. Since IBNWs allow entrepreneurs to create free of charge pages to 
promote their businesses, we consider the cost of advertising to be an important factor for 
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choosing IBNWs, hence theory to support our data will be very important. Finally we will 
rely on concepts and previous research generated by different authors on advertising clutter. 
This theory is particularly important since thanks to IBNWs there is a continuous 
generation of content and information. We wish to understand how entrepreneurs make a 
space to their business in an era of information overflow and if such information over flow 
is a deterrent of choosing IBNWs vs. other sources of traditional media. 
 

2.6 Justification of chosen theories 
 
The aim of our thesis is to build our own theory from the research conducted in answer of 
the thesis question. To do this we have created a theoretical perspective as seen in Figure 1. 
(below) so as to highlight the most important areas within our research topic. The 
framework we have created is constructed from the main concepts and authors we have 
explored in this field of research and these concepts will provide us with guidance to 
develop our empirical research questions and the necessary structure in which to analyse 
our results.  
 
There are many varying themes and concepts within the field of modern advertising and 
business development, and part of our task was to narrow the themes down to the strongest 
and most reoccurring so as to provide a great overview of the subject of advertising in 
relation to business development. The goal was to provide a framework that represents the 
most important themes/variable in relation to an entrepreneur’s decision making when 
analyzing methods in which to advertise. Our framework is constructed from many 
different authors because there was no singular author that provided a framework that 
reflected our goals for this thesis and thus we had to construct our own. For example the 
theme of ‘Passive vs. Interactive Advertising’, which is a highly relevant and modern 
theme in advertising, we have used the authors Kotler and Keller (2009), and Court (2005), 
to represent this topic area even though there are many other authors who also talk of this 
(Bejian-Avery, Calder & Iacobucci, 1998; Beremann & Bonatii, 2011; Cartellieri et al, 
1997). The key, as already mentioned, was to find themes that are mentioned over again by 
different authors so as to justify its importance in the research field, and extend it to our 
empirical research and further analysis.  
 
The logic behind this method is that the theories and concepts within Figure 1. will help us 
in the collection and analysis of case data, and from this case data we will be able to 
generate new theory on how IBNWs have affected the process of advertising for 
entrepreneurs.  
 
These four topics have then been placed in a theoretical perspectives (Figure 1) to aid in the 
collection and analysis of relevant data so as to answer the thesis question: 
 
How do IBNWs affect the process of advertising during the development of ventures? 
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Figure 1 – Theoretical perspectives for theory development 
 

Topics of consideration Connecting concepts 

Objectives of Advertising: It is important to 
understand the distinction between the purpose 
of advertising and the objective of advertising.  
Above it is argued that the purpose of 
advertising is to attract the attention of the 
targeted audience and hopefully persuade them 
to take the wanted action thereafter, however 
objectives of advertising will vary between 
companies due to a wide range of goals. 
 

Steve Cone, 2005:  
 
Objectives of advertising 
1. Motivate your staff and make them feel 
proud of the company they work for. 
2. Remind existing customers why they are 
customers. 
3. Generate new leads. 
4. Recruit great people from your competitors. 
5. Get noticed by the press and gain more 
awareness from the public in doing so. 
6. Build the brand. More awareness is always 
good. 
 
In our literature review we point out several 
authors who have identified that there are many 
different objectives of advertising so as to get a 
full understanding that objectives are specific 
to the company. Thus we will not limit our 
research to the six mentioned objectives above, 
however use them as an example of diverse 
advertising goals.  
 

Passive vs. Interactive Advertising: 
Interactive marketing is about controlling the 
information provided to the customers, even a 
method a consumer could actively take part. 
While on the other side is the traditional forms 
of advertising, which are more linear, where 
the consumer is passively exposed to product 
information (Bejian-Avery, Calder and 
Iacobucci, 1998, pp.23).  

Kotler & Keller, 2009, p.511: “Consumers 
not only have more choices of media to use, 
but also have a choice about whether and how 
they want to receive commercial content.”  
 
Court, 2005: Notes that chief marketing 
officers are being confronted with a painful 
reality, which is that their traditional marketing 
models are being challenged due to increases in 
technology and a proliferation of media and 
distribution channels that have left a decline in 
consumer trust and in more control over their 
media consumption. 
 
Without being ‘forced’ (having no control over 
what advertisements are received) there is 
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much more power in the consumers hands to 
be exposed to whichever advertisement they 
deem appropriate to them. Unlike traditional 
advertising, which gives no power to the 
consumer other then changing the channel 
(T.V, Radio) or deciding not to read it (Print).  
 
Although interactive advertising gives 
advertisers the power in which to control the 
information provided to a much larger degree 
then traditional advertising, the consumer also 
has more control in which to receive it.  
 
 
 

Cost of Advertising: The one key factor that 
all the literature has in common is the express 
consideration of the challenge faced by 
developing ventures, and that is the sheer scale 
of the companies (McGrath & O’Toole, 2011, 
pp.58).  

Berthon, Ewing & Naploi, 2008: Due to the 
small scale of developing ventures they will 
face resource constraints in the form of both 
time and money  
 
This in turn leads to much shorter requirements 
on the return of their marketing efforts, or the 
managers adopting what is described as a 
“survival mentality”, which is to say that the 
owners of developing ventures do not have the 
time or the money to try different marketing 
activities or spend money on long-term 
branding investments (Berthon, Ewing & 
Naploi, 2008, pp.28; Lassen, Kunde & Gioia, 
2008, pp.92; McGrath & O’Toole, 2011, 
pp.59) 

Advertising Clutter: “Advertising clutter is a 
phenomenon that arose from advertisers' need 
for advertising space. When too much space is 
devoted to advertising, clutter can jeopardize 
the audience's editorial interest.”(Ha & 
Litman, 1997, pp.31) 
 

Kotler & Keller: With endless ways of 
providing information to consumers 
commercial clutter is ‘rampant’, and because of 
this consumers are paying less and less 
attention to marketing promotions as they are 
desensitized by the overwhelming amount they 
are exposed to each day. And while consumers 
tune out, the marketers try to dial it up.  
 
Ha and McCann: Firstly, consumers when 
exposed to large amounts of advertisements 
will become irritated and desensitized, and thus 
try avoid them all together. And secondly 
simply that an over exposure to information 
will make it harder for consumers to remember 
it all and thus make each individual ad that 
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much less effective due to the limited memory 
capacity of the average person. 
 
The two main themes here are desensitization 
and memory capacity. Being exposed to such 
huge amounts of advertisements will make 
them less effective thus choosing a platform in 
which to advertise will very much be affected 
by the degree of advertising clutter present.  
 
 
 

 
 
 
Applying This Theoretical Perspective to the Research: Question Generation 
 
This theoretical perspective (Figure 1.) is split into four clear areas, which relate to different 
aspects of advertising theory. We will use these four different areas (objectives of 
advertising, advertising clutter, infectivity and cost) to help us generate the appropriate 
questions necessary to answer our research question. This means that each question will be 
related to each one of these variables, which we will later use in order to analyze each 
answer. Although we separate these four key elements of advertising, we acknowledge that 
they are not independent of each other and in fact they have an effect on each other. This 
applies both to questions we will develop for interviewing the entrepreneurs in our research 
and also to the two specialists within the areas of Advertising and Venture Capital. 
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Chapter 3 –Methodology  
 
This chapter will cover our process of choosing the appropriate methodology necessary to 
achieve our research goal of answering our research question and building new theory. 
This chapter will also cover the limitations of our choices.  
 
3.1 Epistemological and Ontological considerations 
  
Both our choice in our epistemological and ontological stance are very important as it 
dictates how we view the world and those in it for the purposes of this research. These 
considerations will also then contribute to our choice in research strategy, design and data 
collection methods. To begin with epistemology is what we consider, as researchers, as 
acceptable knowledge (Bryman & Bell, 2007, p.16), also “what are the sources and limits 
of knowledge” (Eriksson & Kovalainen, 2008, p.14). As already mentioned, our 
epistemological position will help us in our other methodological choices as it helps define 
how knowledge can be produced (Eriksson & Kovalainen, 2008, p.14). Within our 
epistemological consideration there are many different stances that we can take as our 
position on how we view what is accepted as knowledge. According to Eriksson and 
Kovalainen (2008, p.15) here are many paths, three of which are positivism, interpretivism 
and critical realism. 
  
According to Bryman and Bell (2007, p.16) positivism is where researchers apply methods 
of natural sciences to study social realities and beyond, under the assumption that only 
acceptable knowledge is that which is gained from experience (Eriksson & Kovalainen, 
2008, p.17). It is argued that positivists believe in empiricism where scientific ventures are 
conducted through observation and measurement (Eriksson & Kovalainen, 2008, p.18). On 
the other hand there is interpretivism, which is an epistemological position that contrasts 
with positivism. Interpretivism is a “position that requires the social scientist to grasp the 
subjective meaning of social action.” (Bryman & Bell, 2007, p.728). This epistemological 
position is concerned with the subjective and shared meaning of the actors participating in a 
social setting (Eriksson & Kovalainen, 2008, p.19). 
  
Lastly there is critical realism which is a realist epistemological position, meaning that the 
position believes in the natural and social sciences should be applied in both the approach 
to data collection and explanation (Bryman & Bell, 2007, p.18), where there is an 
independent and observable world from that of human consciousness (Eriksson & 
Kovalainen, 2008, p.19). While critical realism is a form of realism where although there is 
an observable world independent of human consciousness, the world is still socially 
constructed. 
  
For our thesis and research question we are trying to gain a deep understanding of the 
social world though the examination of those who are participating in it. To do this we must 
adopt a epistemological stance that reflects our goal of understanding the subjective 
meaning behind the actors who are participating in that specific social setting. In our case 
we will be trying to understand the actors in an entrepreneurial setting in relation to 
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IBNWs. Thus we will be adopting the interpretivist approach so as “to grasp the subjective 
meaning of social action.” (Bryman & Bell, 2007, p.19). 
  
Ontology in comparison to epistemology does is not concerned with what we view as 
acceptable knowledge, but instead is concerned with the nature of social entities (Bryman 
& Bell, 2007, p.22). To be clearer, ontology is about the relationship between the social 
actors and their environment (Eriksson & Kovalainen, 2008, p.13). Under this 
consideration there are two prominent ontological positions to consider, objectivism and 
constructivism. Objectivism sees the relationship between the social world and those who 
participate within it as independent from each other, in that they do not affect one another 
(Eriksson & Kovalainen, 2008, p.13). According to Bryman and Bell (2007, p.22) 
objectivism implies that we, as social players are independent of social phenomena and that 
these external phenomena are out of our reach of influence. 
  
In contrast to this ontological position is constructionism. Constructionism “implies that 
social phenomena and categories are not only produced through social interaction but that 
they are in a constant state of revision.” (Bryman & Bell, 2007, pp. 23). In other words, 
constructionism believes that the social actors are not independent from social phenomena 
and in fact the social actors play a role in creating social realities through their participation 
within. In this research we have chosen to adopt the ontological position known as 
constructionism as we are trying to construct a better understanding of social phenomena 
through the actors that participate within it. We will do this by analyzing our finding on 
entrepreneurs with the view that they as social actors are involved with the construction of 
the social phenomena.  
 
3.2 Inductive Vs. Deductive 
 
By in large there are two ways in which to conduct social science research, they are 
referred to as deduction and induction. However there is a third method, abduction, which 
is often described as a mix between the first two. These forms of inquiry dictate how a 
researcher will achieve new knowledge, and the choice of inquiry is often based on the 
goals of the researchers. For example whether the goal is to test a hypothesis or to generate 
new theory will greatly affect the choice of inquiry. (Eriksson & Kovalainen, 2008, p.21).  
 
To start with, deduction is a method to inquire about the nature of the relationship between 
theory and research, with theory as the researchers first form of knowledge (Eriksson & 
Kovalainen, 2008, p.22; Bryman & Bell, 2007, p11). The point of this method of inquiry is 
to use what is known about a phenomenon to create a hypothesis, which is then subject to 
empirical study (Eriksson & Kovalainen, 2008, p.22). This method is often used to test 
current knowledge and build upon, however would not be suitable for generating new 
theory. The deductive approach is not normally associated with qualitative research 
(Eriksson & Kovalainen, 2008, p.22).  
 
While a deductive approach is from theory to findings, the inductive approach is described 
as the opposite where research work from findings to theory (Bryman & Bell, 2007, p.14). 
This approach differs in outcome from deduction, as the result of the research is often the 
generation of new theory and not the testing of old theory. Induction is used to draw from 
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observations general claims, and is often associated with qualitative research, although this 
is not always the case. And while the deductive approach can be followed very strictly and 
more purely, the inductive approach often has deductive elements (Eriksson & Kovalainen, 
2008, p.22).  
 
According to Bryman and Bell (2007, p.14-15) although some like to think of inductive and 
deductive research as two very separate approaches, there are often elements of each 
practice within each other. While some like to think of the two as two very distinct and 
opposite forms of inquiry this is often not the case. For our study are goal is to generate 
theory in the field of IBNW advertising and its affects on new ventures. For this reason we 
have chosen to use the inductive approach as it will allow us to generate theory from our 
findings, while the deductive approach may not have been as appropriate as we are not 
testing previous theory.  
 
As mentioned above, there are often elements of deduction within inductive work. For our 
study we have started with a literature review to broaden our understanding of the fields in 
question (advertising, new ventures, IBNWs) and to gain more validity behind the method 
in which we have gained our findings and analysed them.  We are not testing the theory we 
have chosen in our theoretical perspective (Figure 1.), but using it to justify and vindicate 
valid and relevant findings. 
 
3.3 Research Strategy 
 
Within the research strategy, we aim to provide a general orientation on how we will 
conduct the business research this thesis addresses (Bryman & Bell., 2011, p.26). 
Quantitative research is primarily associated with experimental and survey research 
strategies and its research is normally conducted though the use of questionnaires or 
structured interviews (Saunders, M., Lewis, P. & Thornhill, A. 2012 p.163). On the other 
hand qualitative research strategies are associated with a variety of strategies that share 
ontological and epistemological roots, some of these strategies used in qualitative research 
are: action research, case study research, ethnography and narrative research (Saunders et 
al. 2009, p. 163). Our research aims to study the perception of entrepreneurs in how are 
IBNWs advertising platforms helping them to develop their businesses. In order to gain 
access to their insights and perceptions on this topic we want to attain information on their 
experiences and in order to do so we believe that qualitative research strategy to be the 
most appropriate for our thesis research. 
 
In addition quantitative research can be constructed as a strategy that emphasizes 
quantification in the collection and analysis of data. It entails a deductive approach to the 
relationship between theory and research, with the purpose of testing theory (Bryman and 
Bell 2011, pp. 26-27). Qualitative study on the other hand can be constructed as a research 
strategy that emphasizes words rather than quantification in the collection and analysis of 
data (Bryman and Bell 2011, p. 27). Our interest in this thesis is not to quantify or analyze 
data with the purpose of testing a theory, nor to develop a survey research strategy or a 
questionnaire as data collection methods. Our interest is to generate theory and we aim to 
achieve this objective though the narration of entrepreneurs and experts in the subject on 
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their experiences, which will expand our knowledge base in an area that there is currently, 
limited knowledge (Silverman., 2000, p.259).  
 
Moreover, a qualitative study will mainly emphasize an inductive approach to the 
relationship between theory and research, which stresses the generation of theory (Bryman 
and Bell 2011, p. 27). Since our research orientation to the role of theory is inductive (it 
will focus in the generation of theory of how IBNWs advertising platforms are helping the 
development of businesses) we have opted for a qualitative research strategy. Moreover we 
will follow an interpretive epistemological orientation and a constructionist ontological 
orientation. These research directions suit best a qualitative research strategy and are 
described by Bryman and Bell (2011, p. 27) as a fundamental difference between 
qualitative and quantitative research strategies.  
 
3.4 Research Design 
 
Research designs focus on different frameworks for the collection and analysis of data and 
it relates to the criterion employed when evaluating a business research (Bryman and Bell 
2011, p. 40). Bryman and Bell (2011, p. 45) examine five different types of research 
designs: experimental design; cross-sectional design; case study design; and comparative 
design. Experimental research is frequently held up as a touchstone because it engenders 
considerable confidence in the trustworthiness of casual findings, since experiments tend to 
be very strong in terms of internal validity (Bryman and Bell 2011, p. 45). There are 
different experimental designs, each of them can be used each with different advantages 
and disadvantages, particularly in relation to the control of the variables and confounding 
variables (Saunders et al. 2009, p. 163). However, “in what is known as the classical 
experimental design, two groups are established and this forms the basis for experimental 
manipulation of an independent variable (Bryman and Bell 2011, p. 45)”. This particular 
research design does not apply to this study since the purpose of this thesis is not to “study 
the probability of a change in an independent variable, causing a change in another 
dependent variable (Saunders et al. 2009, p. 670). 
 
While experimental design involves the definition of a null and alternative hypothesis 
(Saunders et al. 2009, p. 670), cross sectional design use different research methods 
including structured observation, content analysis, official statistics and diaries (Bryman 
and Bell 2011, p. 45). This research studies a particular phenomenon (phenomena) at a 
particular time (Saunders et al. 2009, p. 669). This research design is not suitable for our 
thesis since this research design is mainly used in quantitative research. As stated by 
Bryman and Bell (2011, pp.54-57) in order to establish variation between cases, it is 
necessary to have a systematic and standardised method for gauging variation and the 
evaluation of the design drew on criteria associated with quantitative research strategy. In 
addition we have discarded this research design since cross-sectional studies often employ 
the survey strategy (Saunders et al. 2009, p. 190) and we do not intend to perform a survey. 
 
In this thesis we chose to carry on an in depth analysis of entrepreneurs in the XXI century 
and how they use IBNWs advertising platforms to develop their business. Since we 
consider the use of IBNWs by entrepreneurs in this particular time as a single event, a 
longitudinal design is not suitable for this study, since we do not intend to study a particular 
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phenomenon (or phenomena) over an extended period of time (Saunders et al. 2009, p. 674) 
we have chosen to discard longitudinal design as research design. In addition we have 
discarded the use of comparative design since our thesis does not entail two or more cases, 
it is a single case and event. In this study entrepreneurs are treated as a single person and 
the use of IBNWs for purposes of advertising are seen as a single event. This is why we 
consider case studies to be a more suitable approach since it “involves the investigation of a 
particular contemporary phenomenon, within a real life context, using multiple sources of 
evidence (Saunders et al. 2009, p. 666)”.  
 
3.5 Primary Data 
 
Primary data refers the data we have collected specifically for this research (Saunders et al. 
2009, p. 678). Primary data can be collected though questionnaires, interviews, focus group 
interviews, diaries etc. Although questionnaires are one of the most widely used data 
collection methods within the survey strategy, they are not particularly good for exploratory 
or other or other research that requires a large number of open-ended questions (Saunders et 
al. 2009, pp. 417-419). We have discarded this option from our primary data collection 
method since questionnaires work best with standardised questions that can be interpreted 
in an homogeneous way by all respondents (Saunders et al. 2009, p. 419). Because we want 
to collect data of each individual without having her/his response affected by someone else 
opinion, we have discarded any type of group interview composed of a small or large 
number of participants.  
 
The intention of this research is to collect experiences and opinions of our interviewees in 
the areas of IBNWs advertising platforms and business development. We do not seek for 
standardized answers, quite the opposite, we seek to establish a dialogue that would allow 
us access to the narratives of the entrepreneurs and the advertising and venture capital 
experts we will interview. We consider an interview the most appropriate way to establish 
such dialogue between our interviewees and us, however there are different forms of 
interviews a researcher can access for the purposes of primary data collection. Interviewers 
in a structured interview are expected to “read out the questions exactly and in the same 
order as they are printed on the schedule. Questions are usually very specific and very often 
offer the interviewee a fixed range of answers (Bryman and Bell 2011, p. 202)”. On the 
complete opposite side are unstructured interviews, where “the interviewer typically has 
only a list of topics or issues, often called an interview guide, that are covered. The style of 
questioning is usually informal and the phrasing and sequencing of questions will vary 
from interview to interview (Bryman and Bell 2011, p. 205)”.  
 
Our objective is to maintain a balance between the structured and the unstructured 
interviewing methods, meaning that will have a series of prepared questions but we want to 
be able to vary the sequence of questions if needed as well as have “some latitude to ask 
further questions in response to what are seen as significant replies” (Bryman and Bell 
2011, p. 205). Our interview aim is to allow the interviewer to start with a set of interview 
themes allow the interviewer to vary the order in which the questions are asked if needed 



 

 40 

and also give the interviewer the faculty to ask new questions in the context of the research 
situation (Saunders et al. 2009, p. 681).  
 
The semi-structured interviewing method we chose will allow us as researchers the 
opportunity to generate certain latitude to ask further questions in response to what we 
consider to be significant replies for the purposes of data collection (Bryman & Bell, 2007 
p.213). As a semi-structured type of interview we will have a series of questions, scheduled 
in a general form, but the questions might not follow on exactly the way outlined or 
scheduled, meaning that their sequence might vary (Bryman & Bell, 2007 p.213). During 
the interviews we will only vary the sequence of the questions if the end result is not 
jeopardized during the procedure of data collection. In this thesis we will conduct a total of 
twelve interviews, ten of them will be addressed to entrepreneurs who are using IBNWs 
advertising platforms to promote their business and two of those interviews will be 
addressed to experts in the areas of advertising and venture capital. Twelve interviews 
could sound as an ambitious number, however we are confident that though the use of new 
technologies we will be able to attain this number without any drawback or constrain. 
 
3.6 Sampling Method 
 
 When conducting research in to a particular field you will always be met by resource 
limitations that will generate boundaries to your study. In most cases these resources will 
be seen as time and money. This thesis is conducting research in to persons who are 
developing their business ventures and are using IBNWs to help in this process. The 
population that represents all persons with these criteria, say in the world, could be counted 
in to the millions – we can only guess. Since researchers do not have the time or the 
resources to collect data from the total population of their study a sample of the population 
is made to represent the population (Bryman & Bell, 2007, pp.180).  
 
There are two types of sampling concepts, probability sampling and non-probability 
sampling. Probability sampling is more often associated with generating generalisable 
results through types of random selection. Through random selection methods (random 
sampling, stratified sampling, systematic sampling) the researcher is able to attain a sample 
that is more representative and thus generalisable (Bryman & Bell, 2007, p.182). Non-
probability sampling infers that not everyone in the population has the same chance of 
being selected for the study, and the actual selection process is not random but instead 
controlled (Bryman & Bell, 2007, p.730). As this thesis is employing a case study method 
as its research design, our sampling method will be very much controlled as we will be 
selecting our 10 entrepreneurs by hand to represent the ‘Modern Entrepreneur’ who is 
developing their venture. There are three types of non-probability sampling: convenience 
sampling, snowball sampling, and quota sampling.   
 
Convenience sampling simply refers to those persons who are most available to the 
researcher. While snowball sampling is the process of selecting a small initial sample, then 
using this sample to branch out and reach others who are connected to them. Lastly there is 
quota sampling, which refers to the selection of persons to reflect a population. Quota 
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sampling differs from stratified sampling in that the research has the discretion to choose 
who ends up in the sample to represent the population.  
 
The main purpose of our interviews is to collect data from businesses in diverse industries 
and regions, hence retrieving data from varied locations and industries. We have chosen to 
use a mixture of convenience sampling and quota sampling. We have chosen this method 
because we possess a strong network of entrepreneurs in Europe, Asia, North and South 
America that will provide us with the diversity this study deems to attain.  
 
We have chosen from our network a selection of people who vary in industry, region, and 
culture to obtain the desired diversity. Given that in a qualitative study the researcher 
should seek close involvement with the people been investigated, so that he or she can 
genially understand the world through their eyes and the fact that gaining access to a 
relevant group of people to conduct a semi-structured interview can often be extremely 
difficult (Bryman & Bell, 2007, pp. 225, 480). The fact that our interviewees made part of 
our network, they gave us the appropriate time and attention when conducting the 
interviews, providing the thesis with richer results, which otherwise would be hard to 
obtain specially because of the diversity we wanted to attain, which placed us in places 
physically far from our interviewees.  
 
In addition, qualitative researchers often uses convenience sampling due to the belief that 
because a qualitative research aims to generate an in depth analysis, issues of 
representativeness are less important than they are in a quantitative research (Bryman & 
Bell, 2007, p.497). Precisely because we reached people from within our networks we 
where able to contact them easily and despite of the distance get a close involvement with 
our interviewees and obtain data from diverse industries and regions. In addition we had no 
time constrains when it came to arranging a meeting with them and obtaining the 
appropriate time to conduct our interviews in order to collect data. In terms of quota we 
tried to find at least one entrepreneur to represent each region where we possessed 
networks. With our use of semi-structured interviews we can attain large amounts of in-
depth information to explore how entrepreneurs from all around the world use IBNWs in 
their process of advertising to develop their ventures. Our sample can be seen in appendix 
3.  
 
Moreover, we have applied a further categorization profile to our sample, which is that they 
must have only started their company within the last fives years. By choosing respondents 
with this criterion we are targeting those entrepreneurs who are in the early stages of 
business development and thus still have room for growth before maturation. The final two 
interviewees (with the CCO of Ogilvy&Mathers and an Account Manager at International 
Venture Club) were chosen purely due to their professional background and the connection 
we have, thus also a form of convenience sampling. This sample can be seen in appendix 4.  
 
3.7 Skype as a Form of Interviewing and Collecting Primary Data 
 
Since qualitative researchers are frequently interested not just in what people say but also 
the way they say it (Bryman and Bell 2011, p. 482) we placed special focus to be able to 
hear and also see our interviewees. In order to carry out our interviews we relied on Skype 
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as the channel of communication with our interviewees. Skpye allowed us to collect data 
that would other wise be very costly and therefore unreachable. Since this particular form 
of communication provides a clear two way form of communication both visibly and 
verbally we where able to conduct our research with no major problems in terms of 
interpretation of data. The interviews went on without any drawbacks, with the exception of 
a few technical problems such as brief loss of communication, fuzzy sound and image 
freezes. However these technical problems where only minor, they where rapidly solved 
and we do not believe they significantly affected our research collected. On the other hand, 
because the interviews where previously scheduled within a time frame suitable for the 
interviewees, our respondents had time to repeat themselves if something was not clear and 
to expand upon the questions to an appropriate degree, allowing us to collect valuable data 
from people physically located miles away from us. As mentioned the emotional context 
(tones, attitudes, expressions) are extremely important and Skype allowed us to capture 
such expressions though a clear voice and image.  
 
3.8 Secondary Data 
 
In order to obtain a solid theoretical perspective, which will help us analyze the interviews 
conducted to the entrepreneurs we will look at already existing literature within the subjects 
of advertising, IBNWs and venture development. We used several of the databases which 
are offered by Umeå University such as: Econlit, Communication & Mass Media Complete 
and Business Source Premier. In addition for purposes of collecting data relating to the 
specific IBNWs, for example the amount of active users a specific IBNW has, the time 
each user is exposed to an IBNW and other specific data for IBNWs we used the statistics 
retrieved online through: Youtube Press Room, Youtube Essentials, Twitter Business, 
Twitter Help Center, LinkedIn Ads, LinkedIn About Us & Facebook News Room. We used 
these online sources since these webpages provide the most actualized data and information 
in respect to their IBNWs. These data is not biased since the tools used by each IBNWs to 
measure data related to their users is very precise. The language used to retrieve the 
information was mainly English, however also used few articles in Spanish. Language was 
not a problem since both have an good control of English: one of us being a native English 
speaker and one of us being a Spanish native speaker. 

3.9 Qualitative Data Analysis 
 
It is argued by Bryman & Bell (2011 p.571) that “one of the most common ways of 
approaching qualitative data analysis is though conducting what is referred to as thematic 
analysis”. We consider that this method will help us to organize the primary data we have 
collected into different categories. In the case of this thesis the themes in which we will 
divide our analysis will be related to: Advertising Cluster, Advertising Costs, Advertising 
Objectives & Interactivity. In addition thematic analysis allows us to identify, analyze, 
report and reorganize important patterns of data provided in the answers of the respondents 
(Braun & Clarke 2006 p. 6).  
 
Since thematic analysis might arise problems if we are not clear about the data we are 
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analyzing and how it relates to our work and study. We will avoid these problems by 
carrying out our research with absolute clarity on process and practice of the methods 
employed (Braun, V., & Clarke, V., 2006 p. 7). This led us to be absolutely clear on what 
order we want our results, before we build the questionnaires and start collecting the data. 
In this research we will analyze the following categories of Advertising: Objectives of 
advertising, passive vs. interactive advertising, cost of advertising and advertising clutter 
(as exposed in Figure 1). As mentioned before we will use such categories to break down 
the analysis of our research into different themes important to answer our research question 
on how are IBNWs advertising platforms helping entrepreneurs to develop their business. 
Each one of our questions will be related to a specific category of analysis (see Figure 1). 
This will help us analyzing the results in an orderly and thematic way. 

3.10 Ethical Considerations 
 
In this research we will follow ethical codes, which emphasize openness and honesty in 
communicating information about the research to all interested parties (Bryman & Bell, 
2007 p. 144). Ethical considerations addresses the questions of how should we treat the 
people with whom we conduct the research and which activities we should or should not 
engage in our relations with them (Bryman & Bell, 2007 pp. 132-135). Ethical issues are 
likely to be important thought the research, from formulating and clarifying our research 
topic with integrity and objectivity to analyzing the data, which involves confidentiality and 
anonymity, avoidance of harm and maintenance of objectivity (Saunders et al. 2009, p. 
236). 
 
Moreover, “confidentiality and anonymity may be important in gaining access to 
organizations and individuals. Once such promises have been given it is of great 
importance that these are maintained. Where confidentiality has been promised then we 
must ensure that the data collected remains confidential (Saunders et al. 2009, p. 241)”. We 
will ensure the confidentiality and anonymity of our interviewees by not revealing our 
interviewees identity. The only two exceptions are the experts in Advertising and Venture 
Capital we have interviewed, however in this two cases previous consent have been given 
to reveal their identities and the companies they work for. In addition the results we have 
placed within our thesis have been read and received previous consent of our interviewees. 
This will help us avoid harming our respondents’ integrity and ensuring that no deception is 
involved and there is no misinterpretation of the information provided by the interviewees 
(Bryman & Bell, 2007 pp141-142). As mentioned above we will protect every information 
our interviewees might feel sensible of sharing and we will obtain consent of the 
information that we will publish prior to the publication (Bryman & Bell, 2007 p.138) 
 
Finally, for the purpose avoiding deception, meaning, “deceiving participants about the 
nature, purpose or use of the research (Saunders et al. 2009, p. 667)”, we will inform all our 
interviewees on what is the purpose of our thesis and why we are carrying it out. In this 
case we are Master students, working on our master thesis on the topic of ‘how 
entrepreneurs are using IBNWs for purposes of developing their business’. The main point 
of ethical considerations is to avoid any harm to our respondents that could for example 
jeopardize their career or future employment or cause them any kind of stress (Bryman & 
Bell, 2007 pp.139-140).  
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Chapter 4 - Empirical observations: Qualitative results  
  
This is a pivotal chapter where we use our theoretical perspective, created in our literature 
review, and our extra interviews made with industry professionals, to make use of 
triangulation in our analysis.  
 
To analyze the qualitative data collected during our interviews he we have made use of the 
thematic analysis method so as to identify patterns that appear within the research data. 
Appendix 3 shows the sample of entrepreneurs from which our data was taken. We have 
interviewed a total of 10 entrepreneurs located in different geographical locations who have 
started up their businesses within different industries. We consider very important to have 
interviews from different geographical locations because internet and broadband access 
might differ in different regions of the globe, hence access and knowledge of IBNWs might 
be different. With this we hope to reflect an international perspective of our results that can 
be more generalisable. 
 
In the process of collecting qualitative data, especially through semi-structured interviews, 
is that you are left with a large amount of data that is detailed and extremely in-depth. 
Although it is very beneficial to have great a great deal of quality data, it does not mean 
that it is all necessarily relevant to your research and therefore process the data collected for 
those parts which have a significatn contribution to the research and then summarise the 
results in a structured and logical way from which we can then analyse and draw 
conclusions. However in our results section we have also included raw data taken directly 
from the transcripts as supportive testimonies to the summaries and evidence of how we 
identified patterns using thematic analysis.  

General knowledge of advertising channels - Question 1 
 
When asked what overall channels of communication our interviewees knew for purposes 
of advertising all of our respondents where familiar with traditional forms of advertising 
and specially familiar with TV, Radio and Print. This was not a surprising result, since our 
interviewees grew up with these advertising channels, which have been widely known 
thorough, the XX and also the XXI century. In regard to Internet advertising a vast majority 
of our interviewees where also very familiar with Facebook (as an overall platform of 
advertising) and Google Adwords. Some of our interviewees mentioned other IBNWs such 
as Twitter, LinkedIn, Youtube & Pinterest and none of them mentioned Google+, two very 
popular IBNWs. One of our interviewees who started up a company within the advertising 
industry, gave us an interesting response worth of mentioning: 
 
Interviewee F : “TV, Radio, Print and now online channels such as Facebook, Twitter and 
Webpages. In my opinion offline and online channels are all part of a multi-channel that 
should complement each other for the purposes of advertising.”  
 
Another interviewee said:  
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Interviewee G : “Social Media is a standard now, along with anything online. There is also 
print Ads, T.V, SMS, newsletters, miscellaneous things like a signature on an email. 
However I don’t use them all. [When asked to expand on what was meant by ‘social 
media’] Social media is all of the websites like Facebook, Twitter, Linkedin, etc. All the 
websites you might have used just for social purposes.” 
 
This first question was placed in the questionnaire for the purpose of general research so as 
to make sure the respondents we interviewed had appropriate knowledge of advertising and 
the different communication channels available. All of our interviewees, without exception 
mentioned traditional forms of advertising, online advertising and one or more IBNW.   

Channels of communication used - Question 2 
 
This question helped us highlight how many of the entrepreneurs interviewed actually used 
IBNWs as a method of advertising. As per question one, we were not surprised by the 
answers provided and the interviewees were unanimous in their response that they used 
IBNWs for the purpose of advertising. However it does not mean IBNWs are their most 
important or influential form of advertising, nor their only form. As one respondent says: 
 
Interviewee C: “I should be using more IBNWs but the problem with those sites is that the 
main objective is to establish communication and discussion (which would then hopefully 
lead to sales in some way). That means you must have things to say and you have to be very 
active. I don’t have the material, time or manpower to maintain this sort of presence on 
Twitter, Facebook, Linkedin, etc. If I had some more research, which showed me that it 
would lead to more sales, then I would consider hiring somebody else to help with that 
aspect.” 
 
Here (above) the respondent mentions interactivity in the ability to receive ‘research’ such 
as feedback to show how effective IBNWs are, however also mentions an important 
downside about interactivity related to IBNWs and that is the about of time and effort 
required to maintain a presence in this medium. Another interviewee talks of IBNWs and 
the use of them to drive customers to their website, almost a form of advertisement to their 
website where the majority of the advertising is executed. In the interviewees words: 
 
Interviewee F: “Because we are a design company the main channel we use is our website 
and within our website we have introduced links to Twitter & Facebook which we are just 
starting to explore. We also use Pinteresc & Stumble Uppon [IBNWs], which help us 
directly, they help us to drive traffic into our webpage” 
 
Other then IBNWs being used for the purpose of advertising, of the ten interviewees all 
used online forms of advertising from IBNWS, to websites, to Google Adwords, while only 
eight of the ten traditional forms of advertising, most notably print. One of the interviewees 
believed print ads in her local ad paper provided more effectiveness then IBNWs, 
especially in developing new business, saying: 
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Interviewee A: “I also make use of a local ad paper that is distributed around the 
community once a week. This reaches the most amount of people in my town and nearby 
towns and doesn’t require as much effort on my part [comparing it to IBNWs].”  
 

The objective of advertising - Question 3 
 
In question three we continue to see consensus in our answers as the interviewees continue 
to agree on their objectives of advertising. The purpose of the question was to build a good 
understanding of why these entrepreneurs have chosen to advertise in the first place and to 
see if there was a disparity between those in different sectors and industries. However as we 
found out, nine of the ten interviewees mention that among other reasons and objectives of 
advertising, one of the main ones is to build awareness of their company. Although not 
always emphasised as the most important and critical factor in why they have chosen to 
advertise and what this wish to accomplish, it is at least the most consistent and frequented 
answer. An example of this is the response of one interviewee who said: 
 
Interviewee A: “In the beginning I advertised because I wanted to build awareness. I 
advertised every week in the local ad paper to make sure I had a greater awareness of my 
logo/company. Although it was quite a costly start for me, it was severely important for me 
to get ‘out there’ and have people know of me and recognise my brand as soon as 
possible.” 
 
Another respondent brought the thought process back down to the fundamentals of business 
and the purpose of being in business pointing out that the purpose of a business is to 
generate revenue and everything you do is leading to that goal, he noted this by saying: 
 
Interviewee D: “I’m in business to sell. My final objective will always be to sell my 
products and generate revenue, if I have to build brand awareness and create a reputation 
for my company to do this then I will, but these will always be secondary goals for me as 
brand awareness will mean nothing without the sales to justify it.” 
 
As we can see above here is a good example of brand awareness is a goal of some of the 
entrepreneurs but their eyes are still on the primary goal generating sales. Two other 
respondents clarify this point nicely by saying: 
 
Interviewee B: “I advertise to build brand awareness, and I do this by showing off my work 
[photography company] online and wherever else I can, however its all to bring clients in 
to my photography studio.” 
 
And: 
 
Interviewee H: “My first goal of advertising is to build a reputation and buzz, which also 
will hopefully lead to more word-of-mouth, which will in turn lead to more people joining 
the events I organise.” 
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Lastly, one of the interviewees brought up a comparison between being an entrepreneur and 
a large business, saying: 
 
Interviewee I: “Sales! Brand awareness is only for big companies. A large company for 
example can afford to loose money on their advertising if in return they are generating 
brand awareness. This does not work for me and I believe is similar to other entrepreneurs 
who just started their business, if I don’t have a positive ROI [Return On Investment] I stop 
making an ad. Big companies can sacrifice ROI for brand awareness.” 
 
This is a great example of how the entrepreneurial though process toward advertising will 
differ from that of a large business. As we will see in question six, cost is a large variable in 
the entrepreneurs focus. 

Does objective affect choice of communication channel? - Question 4 
 
In this question we ask the interviewees if their objective/s of advertising affect their choice 
of communication channel. What we found was that although the majority of the 
respondents said their objective does affect their choice in communication channel there 
were three who did not agree. In this 7/3 split the minority do mention their size and budget 
as a factor why their objective doesn’t affect their choice of communication channel as they 
don’t use a vast array of advertising methods and thus try to stay consistent with a single 
message. One interviewee expands upon this point noting: 
 
Interviewee E: “It doesn’t really affect me so much. I try to stay consistent with my 
messages and therefore try communicating the same stuff on every channel, so if someone 
were to look at my ad paper advertisement and my FB page it would reflect each other. 
However it doesn’t affect my choice so much unless I were to spend more on the 
advertisement, like a TV ad, then I would really consider what I wanted to communicate.” 
 
Another added without expanding upon it: 
 
Interviewee D: “No, my objective does not affect my choice, it just doesn’t.” 
 
On the majority side interviewees mentioned topics such as: 
 
Interviewee C: “I use different channels of communication for different things. Mainly the 
objective of my advertising is brand awareness, but I also sell products and organise 
conferences and events. For example I generally send out newsletters to update my network 
of upcoming events, while I advertise my online store on Facebook and on my website. I 
also sometimes put ads in magazines for my products, but I wouldn’t do that for my 
events.” 
 
And: 
 
Interviewee J: “Yes [my objectives affect my communication channel], if my objective is to 
generate brand awareness I would use print. Since my objective is to reach a very targeted 
group of investors not generate brand awareness I use specific channels like business 
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listings. I do use Google ads to generate traffic to our webpage, but it is not as useful as the 
listings.” 
 
In the two latter answers we can see there is a specific thought process placed in to 
choosing what communication channel to use when advertising, and that thought process is 
influenced by their objectives, as each channel offers a different connection to the client.   
 

The most effective form of communication - Question 5 
 
To follow up the previous question we asked the interviewees which channel of 
communication is most effective, for said objective/s, and why. And why they considered 
the others to be less effective. For this question we received a very diverse range of answers 
from the interviewees with almost every respondent replying differently, and when agree 
upon a channel, they do so for varying reasons. One respondent mentions that they use 
Facebook because it is a great way to make galleries so that potential clients can see 
pictures of the services provided, while another mentions that Facebook is the most effect 
method simply because it is free. While even another talks of Facebook and says: 
 
Interviewee A: “Facebook is probably the most effective because I can reach out to so 
many people, and I get to interact with the clients on a more personal level.  However 
Facebook is probably better in maintaining my clients and keeping their awareness high, 
but in getting new clients I would say my local ad paper is more effective because it 
reaches more new people in my area. But maybe this is because I live in quite a small 
town.” 
 
However another disagrees with the effectiveness of Facebook saying: 
 
Interviewee E: “Facebook doesn’t work so well because there is too much going on, too 
many posts and too many events, which makes it really difficult to get noticed with a simple 
ad. My favourite way is to use Youtube because it captures more attention then a post on 
Facebook, or fanpage, or event page. But the one good thing about using Facebook is that I 
can target my clients more easily with tags and groups. While on the other hand there is 
ads on T.V and radio which I don’t use because I cant see them being very effective, as I 
don’t really believe many people listen or watch the adverts anymore, they either switch 
channel or mute.” 
 
Another agrees with being able to target customers by using IBNWs and says: 
 
Interviewee G: “[I use] Facebook, Twitter and now Pinterest a new social network. They 
are more effective because you can have a very specific target, depending on their location, 
likes, dislikes, languages they speak, level of education, sex and even their favourite books. 
They are more effective because they have a higher conversion rate (e.g. a customer sees 
the product and they can buy it directly)” 
 
Here is a good example of how interactivity provided by IBNWS and online advertising 
produces benefits in advertising, as you can aggressively control the process to really get a 
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hold of the target audience you wish to communicate with. However this last response takes 
a more holistic approach to advertising saying that you cannot rely on one channel and that 
the different channels bounce off each other to make them all effective. ‘The sum is greater 
than the parts’ approach maybe: 
 
Interviewee F: “A combination of different channels. You cannot have online advertising 
without complementing it with offline activities. In our case you cannot call a client without 
a website with your online portfolio. If you only have a website you cannot get clients, it 
would be childish.” 
 

Important variables to consider - Question 6 
 
This question proved to be one of the most important questions in highlighting what the 
modern entrepreneur takes in to account when choosing how to advertise. One of the main 
purposes of choosing the method of semi-structured interviews is to allow the interviewees 
to expand in to areas that may be important but were not considered by us as researchers. 
The answers for this question reflect the advantages of this chosen method. Nine of the ten 
interviewees mentioned cost almost instantly. However cost was mentioned in various 
definitions, for example: 
 
Interviewee B: “Cost is obviously a very important variable because I am only a small 
business. I really need to consider which channel gives me the best results with the smallest 
investment.” 
 
While another referred to cost in the following way: 
 
Interviewee A: “As a small business we have a small budget for things like advertising, so 
we start small and we use the technology and utilities we have. And FB is free; along with 
Youtube for example.” 
 
Lastly, one respondent rated effectiveness (achieving an objective) as the most important in 
relation to cost, saying: 
 
Interviewee D: “The objective in the end is to get more sales, I am not running a business 
to have a conversation with somebody – that conversation must lead to business. I like to be 
able to measure my return – therefore cost does not matter as long as my return is more 
than the cost.” 
 
However another type of cost was also brought up by seven of the ten interviewees and that 
is the cost of time and effort. The majority of the interviewees mentioned time and effort as 
one of the most important variables, with one respondent saying: 
 
Interviewee C: “Time is also a big variable for me. Im working very hard so I don’t have 
time to do anything else like put up posters around town. I have to choose where to place 
my energy carefully.” 
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Another adding: 
 
Interviewee F: “Social networks like Twitter, Facebook & LinkedIn have a relatively low 
financial cost, the main cost is time, which is in fact an important factor, since it takes time 
to build up and provide quality content in your social networks.” 
 
Other then cost, time and effort, the third most mentioned variable was that of interactivity: 
 
Interviewee G: “The most important variable is feedback. IBNWs allow you to have 
feedback from customers and potential customers.” 
 
Another adding: 
 
Interviewee H: “I use Facebook because it allows me to better target and control the 
audience that I want to reach. In traditional media you can loose control of your 
audience.” 
 
However, other factors mentioned by the respondents include, location (where to advertise, 
such as an industry relevant magazines), reach, and conversion rate (turning viewers in to 
customers). 
 
How entrepreneurs make use of interactivity that is provided by IBNWs - Question 7 
 
Interactivity is one advantage of IBNWs over traditional media, meaning that entrepreneurs 
can start a dialogue with their consumers, receive feedback in the form of posts provided by 
consumers and data provided by the IBNW data analytics. The purpose of this question was 
to understand how is interactivity provided by IBNWs helping entrepreneurs with the 
development of their businesses. The vast majority of our interviewees expressed that 
IBNWs are very helpful to open a dialogue with your consumers. As said by one of our 
interviewees: 
 
Interviewee G: IBNWs allow you to have an open dialogue with your customers and get 
free feedback in return, which is extremely important to improve your product. IBNWs 
provide a ‘two way street’ instead of a ‘one way street’ which traditional advertising 
provides, at a fraction of a cost. 
 
As said by another respondent: 
 
Interviewee J: “I think IBNWs have two main advantages over traditional media. The first 
being cost, and the second is that the situation of ‘sharing’ can work on your favour. This 
sharing is important since people trust more what their friends post and say that in advices 
generated by ads.” 
 
This question also led us to discover that interactivity now days is not only restricted to 
receive comments or ‘posts’ from their clients or page followers. Interactivity has gone a 
step further. IBNWs like Facebook for example are now providing applications for 
entrepreneurs to freely activate online stores within their fan pages and allow companies to 
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sell their products, while interacting with their customers. As said by one of our 
respondents: 
 
Interviewee H: “In terms of interactivity Facebook has gone a step further than Twitter and 
other IBNWs. I have recently installed an application on my Facebook Fanpage that allows 
clients to make their purchase order directly though Facebook.” 
 
This question also provided us with valuable information regarding interactivity. One of 
our respondents who has started up a business within the online dating industry expressed 
that interactivity in IBNWs is only helpful to companies that operate in certain industries. 
Our respondent added:  
 
Interviewee I: “Ok here is something interesting for your thesis. I don’t use IBNWs because 
there are certain niches where people don’t want to be a part of. One of them is the male 
dating system. A male will not engage in any kind of brand related to dating and meeting 
women. They don’t want to make this part of their life public. Women on the other hand are 
a little bit more willing to interact within IBNWs on a public way. Males won’t become 
followers of any page related to the male dating industry. The online dating niche has no 
viral potential. Think of the ‘sex toys’ industry for example, no one wants to be associated 
with that industry, therefore they will not generate any followers in IBNWs, specially in the 
main ones like Facebook, Twitter and specially LinkedIn.” 
 
Most of our respondents use Facebook to start dialogues with their clients though their 
personal or company pages. Although all of our respondents recognize the importance of 
interactivity that is provided by IBNWs such interactivity appears to work in favour of 
certain industries, where people feel they wish to interact and be associated with in a public 
matter.  

Are IBNWs user friendly - Question 8 
 
The purpose of this question is to understand if entrepreneurs feel that IBNWs are easy to 
use and understand. We sought to understand if entrepreneurs are not using IBNWs because 
they feel they are complicated to use and in terms of interactivity understand if the data 
provided by their page stats is hard to read and if they find to be complicated to maintain an 
open dialogue with the consumers they interact within their IBNWs. One of our 
respondents added: 
 
Interviewee F: “IBNWs are easy to use, especially Facebook pages, Youtube and Twitter. 
Even coding and hosting your own Facebook page is easier than ever since Facebook now 
allows you to do whatever you want with your Fan Page by allowing you to manage the 
coding of your page by yourself. The most important thing to do is to stay on top of 
changes.” 
 
Another interviewee added: 
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Interviewee G: “Yes, IBNWs are really user friendly but you got to know how to read and 
understand the data and not be overwhelmed with the amount of information. You also 
need to sort out what data is useful and what data is garbage.” 
 
In this question all of our respondents answered that IBNWs are in fact user friendly, 
meaning that they are easy to use and understand. In addition as mentioned above, 
respondents added that not only managing and creating your account is easy, but in the case 
of Facebook, coding and designing your own Fan Page is easier than ever, since the coding 
is very similar to the coding used for regular WebPages. In this question the majority of our 
respondents where more familiar with Facebook and they referred to this IBNW in each 
one of their answers. Other IBNWs mentioned during these answers are: Twitter, Youtube, 
LinkedIn and Asmallworld. Entrepreneurs also commented on the fact that IBNWs are 
design in such a manner that you can handle your account by yourself without depending 
on others, a respondent added: 
 
Interviewee E: “IBNWs are very user friendly and very easy to use. You don’t need to deal 
with anybody else, it is all setup as part of the system. Traditional methods, you are always 
dealing with somebody else, which can make the process difficult, costly and time 
consuming.” 
 
As mentioned by this and other respondents the fact that IBNWs are easy to use allows 
them to cut costs of outsourcing your advertising to a tertiary organization and deal with the 
advertising of their product/service by themselves. 

The perceived benefits of IBNWs over traditional forms of advertising - Question 9 
 
This question was designed so that respondents can expand upon what they consider to be 
the benefits of IBNWs over other methods of advertising. With this question we sought to 
explore if variables mentioned in Figure 1 where perceived as benefits of IBNWs. In this 
regard, cost was the main variable mentioned by our respondents. All of our respondents, 
without exception, added that the main benefit of IBNWs is that they are cost effective. 
However they also tied up other variables within their answer such as interactivity and the 
data they provide that helps them understand if their advertising is in line with their 
advertising objective. As responded by one of our interviewees: 
 
Interviewee B: “Cost is much cheaper. It [IBNWs] can reach friends much faster and 
friends of friends, and it can be followed easily by clients and potential clients with offer 
updates etc.”  
 
And:  
 
Interviewee G: “You can get feedback and have a ‘conversation’ with your customer and 
potential customers, they are also more target specific and they encourage consumer 
involvement. Also you can measure exactly how many people see it, how long are they 
seeing it for and what they do after they see it. This allows you to truly understand if the 
advertising you are generating is in line with your objective.” 
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In this question most of our respondents also highlighted the benefit of IBNWs in terms of 
speed and their massive reach, however targeted reach. Entrepreneurs referred to the 
filtering options that IBNWs provide (placing special emphasis on Facebook) which allows 
them to easily select the target audience of each post done though their personal or fan 
pages. One of our interviewee said the following: 
 
Interviewee H: “I make a post and its immediately seen by someone. In fact I can even 
filter my target and share my posts with different lists I have created within my network.” 
 
And: 
 
Interviewee G: “IBNWs are easy to use, cost effective and they allow reaching a broad 
mass of consumers instantly. When you are bootstrapping cost is a big thing and on the 
Internet and IBNWs my costs are lower, plus, I have more control over the process in my 
own time.” 
 

To what extent have IBNWs aided you for the purpose of advertising and reaching 
your advertising objectives - Question 10 
 
With this question we aimed to explore how entrepreneurs are relying in IBNWs 
advertising for the purpose of reaching their objectives. The question can be related to cost, 
clutter, interactivity and specially the objectives of advertising. Most of our respondents 
added that IBNWs allow their companies to become known in a very fast manner, with the 
objective of generating rapid brand recognition. As mentioned by one of our respondents 
 
Interviewee B: “When starting up something you need people to know of the company as 
soon as posible, Facebook, Twitter, Youtube are excellent ways of doing this. Facebook for 
example made it possible to start up a venture almost instantly, where all the relevant 
people could know about it in short period of time and the combination of Facebook & 
Youtube is brilliant since it gives me the possibility to upload to better promote my 
business.  Without IBNWs I wouldn’t have been able to start up my business.” 
 
Another respondent answered: 
 
Interviewee C: “My company has reached over 1200 people in a couple of days, only 72 
people "like" my page meaning 1000 or so people exposed to the Page are not my friends 
but instead potential clients. I've also been contacted by people interested in developing 
future projects (which would not have happened with a magazine page).” 
 
This question gave us interesting data. As mentioned above, most of our respondents 
understand and highlight the importance of IBNWs, they understand how they provide high 
interactivity at a low cost. However some of our entrepreneurs answered that IBNWs have 
helped them in a very limited way for the purpose of reaching their objectives. One of our 
respondents that develops projects in the renewable energy field, answered: 
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Interviewee I: “In my case IBNWs have not helped me at all. My clients are very specific 
and search for very specific solutions, therefore they look into listings, where we advertise 
our company. This very specific group of clients won’t look for my service in Facebook or 
Twitter. Instead I use specific channels like online business listings where these consumers 
can reach me, when seeking a very specific service. I could sign up for Twitter or 
Facebook, but I would be loosing time and time when you have big work loads to handle by 
yourself is money.” 
 
He continued to mention: 
 
Interviewee I: “I tried Facebook ads once but I lost money, like I mentioned people don’t 
like to be associated with the online dating niche in a public matter, so making a Fan Page 
will be a lost of time. IBNWs are only powerful if you are in the right niche.” 
 
It is clear that IBNWs benefits are widely perceived however if the target audience cant be 
found within IBNWs or if the product or service you provide is well associated in a public 
matter (such as the online dating niche), the benefits of IBNWs wont work on your favour. 
This means that in certain cases you have no interactivity since users don’t wish to be 
publicly associated with your company, it will be time consuming and time can be 
perceived as a cost and you wont reach your objectives since you will be advertising in the 
wrong place.  

To what extent does cost affect your choice of advertising channel - Question 11 
 
As mentioned above one of the perceived benefits of IBNWs is that they are free to use. 
This question was designed so that we can understand how is cost affecting the advertising 
channel chosen by entrepreneurs. This question also sought to comprehend if entrepreneurs 
are choosing IBNWs because they are cost effective or because they have other advantages 
over other media. In response to this question most interviewees responded that cost affect 
greatly their choice of communication channels. One entrepreneur mentioned: 
 
Interviewee J: “Cost affects my choice of advertising channel 100%, especially when 
people want to minimize costs; you want the more cost effective solution.”  
 
Another respondent added: 
 
Interviewee G: “IBNWs are way more cost effective and they are more effective. When you 
are ‘bootstrapping’ a start up, cost affects your choice in a big way. But even if cost was 
not variable IBNWs are more effective reaching the target market you want and they allow 
you to sell directly.”  
 
Some of the respondents mentioned that even though cost is an important variable to 
consider when choosing their advertising channel, they see advertising as an investment, 
therefore they would not mind on paying more for advertising if their ‘conversion’ rate is 
higher and if their choice of advertising provides them with a better return over their 
investment.  
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Interviewee I: “I don’t care about cost as long as it converts. You need to determine your 
customer lifetime value, this is how much will a certain customer be worth. I wont care on 
spending 100 USD per click if the customer life time value is worth it. In the online 
scenario, cost effectiveness means good conversion rate.” 
 
Other respondent added: 
 
Interviewee D: “I see cost as an investment. It will depend of the ROI. I always will go for 
the option that has the largest return on investment.”   
 

Advertising Clutter – Question 12 
 
For our final question we wish to tackle head on the issue of clutter and how this aspect of 
advertising affects the decision making process for entrepreneurs in 2012. The question 
asks if advertising clutter is an important consideration when choosing an appropriate 
communication channel, and if they think there is a difference been IBNWs and traditional 
forms of advertising with respect to clutter. The answers received were split exactly five to 
five. Quite a lot of the answers brought up the issue of control in relation to IBNWs, both 
from the side of the advertiser and the viewer. While on one-side interviewees mentioned 
how they were able to overcome clutter by having such large control of the online process 
of advertising through IBNWs, however two interviewees mentioned that there is too much 
control on the side of the viewers and they are able to avoid your advertisements if it gets to 
be too much. Here is the answer of one of the interviewees: 
 
Interviewee D: “If you post a lot, you can be creating your own clutter. If the Facebook fan 
for example doesn't want to hear from your company multiple times a day they will simply 
'hide' your posts or 'unfan' your page. This could be described as clutter and therefore is 
important not to post too much and also to make your posts relevant.” 
 
While on the other side of the argument for IBNWs is: 
 
Interviewee G: “The advantage of IBNWs is that you only add what you like. Consumers 
are only exposed to what they want to see and its your job as a start up to create a culture 
behind your product, a tribe, a community that will make people want to be a part and like 
your fan page and product. Your company must belong to a tribe, people will only click on 
your company if they think they are involved.” 
 
However in terms of clutter in all channels of communication there was a 5/5 split as 
mentioned above with some arguing: 
 
Interviewee A: “Clutter is an issue, because I wouldn’t advertise in locations where there is 
too much ads. My local ad paper is not so big so I dont worry about my ad not being seen 
so much, but if it was a much bigger ad paper then I probably wouldn’t advertise there.” 
 
And: 
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Interviewee F: “Yes [clutter is an issue] but the media we use for our advertising is our 
website and calling potential customers. In this sense there is no clutter. Also, excellent 
work minimizes clutter since high quality work is highlighted and gives great results.” 
 
But on the otherside we have an interviewee saying: 
 
Interviewee E: “Clutter is not really part of my decision process. Because it is almost 
impossible to avoid clutter, whether it is on Facebook, or posters, or TV, clutter is 
something you will always have to deal with, thus is a standard issue and not something we 
consider a variable when choosing an advertising method.” 
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Chapter 5 – Analysis of the results, an in-depth study of IBNWs in the 
Advertising process. 
 
One of the purposes of our literature review was to develop an in-depth understanding of 
the field advertising and IBNWs in relation to business development. However another 
purpose was to build a theoretical framework from the literature that will provide us with 
the necessary structure essential during the process of analyzing our data that we collected 
through semi-structured interviews. The framework, as seen in Figure 1., highlights four 
key areas connected to advertising, which we took directly from the literature review, the 
four areas are: Objectives, passive vs. interactive, cost, and finally clutter of advertising. 
These for key areas are supported by multiple authors including: Kotler and Keller (2009), 
Cone (2005), Court (2005), Berthon, Ewing and Naploi (2008), and Ha and McCann (2008) 
among many other authors. We describe ‘objectives’ in relation to the purpose of 
advertising where (as mentioned in our theoretical framework) ‘it is argued that the purpose 
of advertising is to attract the attention of the targeted audience and hopefully persuade 
them to take the wanted action thereafter, however objectives of advertising will vary 
between companies due to a wide range of goals.’ We define interactivity as “about 
controlling the information provided to the customers, even a method a consumer could 
actively take part.”(Bejian-Avery, Calder and Iacobucci, 1998, pp.23).  We refer to cost due 
to the small scale of developing companies as they will face more resource constraints then 
larger companies (Berthon, Ewing & Naploi, 2008). Lastly is clutter, which is defined as “a 
phenomenon that arose from advertisers' need for advertising space. When too much space 
is devoted to advertising, clutter can jeopardize the audience's editorial interest.”(Ha & 
Litman, 1997, pp.31). 
 
Although we are separating these four key areas elements we must emphasize that we fully 
understand and accept that the four elements are not independent of each other and in fact 
play a great influence on each other. To make our analysis of the data as complete as 
possible we will be making use of the method of triangulation. We will use the theoretical 
framework developed from our literature review, the information obtained from the 
entrepreneur’s interviewed, an interview with Nicolas Schumacher (Chief Creative Officer 
at Ogilvy & Mather), and Ander Orcasitas (Account Manager at International Venture 
Club)(see appendix 4.). In this way we will be able to “cross-check the findings” (Bryman 
& Bell, 2007) and have the clearest results possible. 
 

5.1. How Entrepreneurs rely on IBNWs to reach their advertising objectives 
 
As mentioned in our literature review it is important to understand the distinction between 
the purpose and the objective of advertising. While the purpose of advertising is to attract 
the attention of a target audience the objectives of advertising will vary according to the 
specific needs of a company. Steve and Cone (2005 pp. 4-5) have identified these 
objectives that vary from generating new leads, meaning gaining new customers and 
making sure that a targeted group of people know about the existence of your company, 
products and services. Other objectives of advertising identified by Steve and Cone (2005 
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pp. 4-5) are related to reminding customers why they are customers and encourage a 
company’s clients to take a certain action. Objectives can range from building a brand and 
generate brand awareness to company outsiders or to motivate your inner staff and make 
them feel proud about your company. During our interviews we had several questions 
aimed to understand from different perspectives how are IBNWs fulfilling entrepreneurs 
advertising objectives. 
 
Most of our respondents added that their objective does affect their choice of 
communication channel and the higher the cost of the communication channel they choose 
to advertise in, the more they consider if their objective is in line with the communication 
channel they use. While analyzing our results it was clear that the two main objectives that 
our interviewees had when choosing IBNWs for the purpose of advertising was to sell their 
product and to generate brand awareness. The objective of brand awareness was reached 
mainly by creating company pages in Facebook, Twitter, LinkedIn. One of our 
entrepreneurs also added that brand awareness generated by Facebook and Twitter allowed 
his company to get press recognition, thus exposing more people to the brand (Cone, 2005, 
p.5). Ander Orcasitas of International Venture club says: 
 
Multipliers [persons who spread your message] are extremely important to entrepreneurs 
in their beginning stages as they allow small companies to be heard. Press is an obvious 
multiplier however the more common online are bloggers, forums and digital word-of-
mouth [reference to communications via IBNWs] 
 
In this case Orcasitas supports the use of IBNWs to create noise through ‘multipliers’, 
people online who will spread your message for you. Facebook provides good examples of 
this through ‘posts’, ‘likes’ and ‘invites’, which links many people together over common 
interests. Advertising via IBNWs seems to place more importance on creating this ‘noise’ 
more then having people see your advertisement itself, which is summed up by Nicolas 
Schumacher: 
 
Advertising is not any longer about communicating, it is about creating a dialogue…Now a 
day’s brands have changed their structure of communication for a structure that 
encourages a conversation. 
 
In terms to advertising platforms provided by IBNWs paid advertising services (for 
example Facebook, paid ads) none of the interviewees’ demonstrated interest in using these 
platforms for purposes of brand awareness. In contrast the few interviewees used Facebook 
or other IBNWs paid ads for brand awareness. When using paid platforms within IBNWs 
the main objective is generating sales. Moreover, for the sale objective some of our 
interviewees have already installed applications on their Facebook Fan Page that allows 
them to sell their products online through their company’s Facebook page. By creating 
brand awareness and having a footprint in the customers memory, advertising encourages 
existing customers to take some action.” (Cone, 2005, p. 4). As responded by one 
interviewee, the advantage of IBNWs is that while creating brand awareness and exposing 
the customer to the product of service, IBNWs have the advantage of converting sales 
much faster, since entrepreneurs are only few clicks away from generating a sale.  
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Entrepreneurs also responded that IBNWs allow entrepreneurs to receive feedback from 
their customers and such feedback allows entrepreneurs to understand if the advertising 
they are generating is in line with their particular objective of advertising. Within the topic 
of feedback, however it was recognized by one of our entrepreneurs that, IBNWs require 
entrepreneurs to be constant participants of the conversations that are occurring within the 
different IBNWs. The constant participation requires time and manpower that for some 
entrepreneurs is a scarce resource some of them don’t possess, as supported by Ander 
Orcasitas: 
 
Although IBNWs are extremely cheap in monetary terms, to build a strong social presence 
online with only a team of 4 to 5 people is very difficult. Small companies don’t only lack 
money, but also time.  
 
Finally IBNWs will only aid entrepreneurs’ reach the two main objectives highlighted by 
our results (brand awareness & sales) if they are in the right niche, where they can create 
tribes or communities that make people want to be publicly identified with. In the case of 
the male online dating market for example, IBNWs have no role in helping entrepreneurs 
reach their objectives of sales or brand awareness, since this specific target audience does 
not want to be publicly identified and associated with this industry. Finally Steve and Cone 
(2005 pp. 4-5) emphasize that some of the most important objectives of advertising are 
recruiting staff from competitors and motivating their inners staff. However none of our 
findings showed that entrepreneurs are using IBNWs for these specific purposes.  
 

5.2. How Entrepreneurs rely on IBNWs for purposes of interactivity  
 
Interactivity refers to the ability of the advertiser and the viewer to control the advertising 
experience. This can be from being able to control the segmentation process to a very high 
and specific degree unobtainable through traditional advertising, receiving precise feedback 
on the success of the advertising, and actually interacting with the clients to make them 
apart of the advertising process itself. One of the most mentioned forms of interactivity by 
the interviewed entrepreneurs is that of control and the power of consumers to be exposed 
and choose the advertisement they deem appropriate to them. This means how consumers 
choose what content is of their interest  (Kotler & Keller, 2009, p.511).  Traditional forms 
of advertising are linear, meaning that the consumer is passively exposed to a product of 
information (Bejian-Avery, Calder and Iacobucci, 1998, p.23). Interactive advertising on 
the other hand gives consumers the power to choose, follow and become a part of the 
content they believe want to be associated with. IBNWs are a great example of 
interactivity, if we take fan pages for example, users can choose to like the product or brand 
of their choice, they can post comments and interact directly with the company or brand. 
 
Entrepreneurs responded that IBNWs provides them with a ‘two way street’ which allows 
them to open dialogues with the consumers and get free feedback. Entrepreneurs showed to 
value the feedback provided by their followers and customers since it helps them to 
improve their product. Interviewees expressed that the interactivity provided by IBNWs is 
also important since allows their company’s ‘posts’ to be shown or read on their personal 
pages and on their friends daily feeds. Interactivity can help your company reach a broad 
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audience in a small period of time. IBNWs demonstrated to be particularly good for this 
purposes since when an individual joins a particular page or follows a particular Twitter 
account, the network of the individual who just interacted with a page are instantly 
informed and exposed to the page their ‘friend’ has joined and they can choose to either 
like it or not. Nicolas Schumacher says: 
 
We are heading to a time of more dialogue, more conversations, more ‘get to know each 
other’ more content and less format.  
 
These findings seem to place similar focus on creating ‘noise’ online and interacting with 
customers to create dialogue that will help the company.  
 
Our results demonstrated that the same way that interactivity can play in favour of a 
company or brand it could also affect a company’s image. Interactivity allows people to 
freely choose what pages they want to be associated with and provide feedback of a certain 
product or service. The feedback they provide can be positive or negative and as well as 
individuals want to be publicly associated with a certain page they also want to avoid being 
associated with other pages. Kotler and Keller (2009) mention how though interactivity 
users can choose what content they wish to be exposed out. Our results demonstrated there 
are specific industries where people don’t want to be publicly associated with and therefore 
IBNWs have no advertising value for these industries. An example is the male online 
dating industry, as mentioned by one of our interviewees:  
 
Interviewee I: A male will not engage in any kind of brand related to dating and meeting 
women. They don’t want to make this part of their life public. Women on the other hand are 
a little bit more willing to interact within IBNWs on a public way. 
 

5.3 How entrepreneurs view advertising clutter in the modern day 
 
“Advertising clutter is a phenomenon that arose from advertisers' need for advertising 
space. When too much space is devoted to advertising, clutter can jeopardize the audience's 
editorial interest.”(Ha & Litman, 1997, pp.31) 
 
The question that deals most directly with the issue of clutter is question 12, which asked 
very directly “Is advertising clutter an important issue when considering your 
communication channel, and how do you perceive this issue in relation to IBNWs vs. 
traditional forms of advertising?”. Although advertising clutter is not a new issue that is 
related specifically to the rise of IBNWs we wanted to see if the‘old’ issue had the same 
affect on the use of IBNWs in advertising as it does on traditional methods. However, 
question twelve was not the only question that raised the issue of clutter. Question 5 
(discussing the most effective channels of communication) and question 9 (benefits of 
IBNWs over traditional forms of advertising) also received answers related to clutter. 
Interestingly enough there was a connection between the concept of clutter and that of 
interactivity, which we did not see before the results, but the interviewees often brought up 
throughout the interviews.  
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In question 12 when asked if clutter was an important issue when considering an 
appropriate communication channel we received an exact split in responses from the 
interviewees, half saying yes, and the other half saying no. Many of the interviewees agree 
that IBNWs are no exception to clutter and that although you are able to control the 
experience to a much larger extent than traditional forms of advertising there is simply too 
much ‘going on’ to be noticed: 
 
Interviewee E: “Facebook doesn’t work so well because there is too much going on, too 
many posts and too many events, which makes it really difficult to get noticed with a simple 
ad.”  
 
This is supported by Kotler and Keller (2009, pp.511) who agree that with the invention of 
modern networking technology there are ‘endless ways’ of providing information to 
consumers, which in turn has led to commercial clutter running ‘rampant’. This helps us in 
the analysis of the one answer provided by an interviewee who says: 
 
Interviewee D: “If you post a lot, you can be creating your own clutter. If the Facebook fan 
for example doesn't want to hear from your company multiple times a day they will simply 
'hide' your posts or 'unfan' your page. This could be described as clutter and therefore is 
important not to post too much and also to make your posts relevant.” 
 
Kotler and Keller (2009, pp.511) explain this as desensitization, which is also supported by 
Ha and McCann (2008). The authors claim that with too much exposure to advertisements 
their viewers will become ‘irritated and desensitized’ which will lead to them (the viewers) 
trying to avoid the advertisements altogether. Kotler and Keller say that we ‘tune out’ to 
avoid advertisements; while in reaction the marketers dial it up. And while there is a 
plethora of ways to control your advertising options with IBNWs there is also a plethora of 
ways for the viewers to ignore them. This is even further supported by Schumacher who 
says: 
 
There is so much control in the hands of the consumer when it comes to online 
advertisements. Consumers can choose to ‘like’ or not ‘like’ a page, or spread a message, 
or click to avoid it entirely. However the physical presence of a billboard, for example, 
cannot be avoided or turned off. This gives the power back to the advertiser.    
 
As mentioned above, many of the interviewees connected forms of interactivity with IBNW 
clutter, mainly that of control. These points actual highlight how filters and IBNWs 
functions help entrepreneurs avoid clutter. With IBNWs the entrepreneur’s note that they 
have much more control over the process of advertising and can very specifically segment 
and target the population they wish to. This is answered very nicely in question five by one 
of the interviewees who is explaining why he believes IBNWs are effective in achieving 
their advertising objectives: 
 
Interviewee G: “[I use] Facebook, Twitter and now Pinterest a new social network. They 
are more effective because you can have a very specific target, depending on their location, 
likes, dislikes, languages they speak, level of education, sex and even their favourite 
books.” 
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The entrepreneurs also referred to the filtering options in question 9, as IBNWs provide 
(placing special emphasis on Facebook) great segmentation options, which allow them to 
easily select the target audience of each post done though their personal, or fan pages. And 
while the entrepreneurs have the advantage of targeting their group easily consumers also 
have this power to control what they are exposed to. We can relate this to Kotler and 
Keller’s (2009) concept of desensitization and avoidance. Although there seems to be an 
overload of advertising, and ‘rampant’ clutter, the viewer is able to control the process to a 
large extent on the IBNW platform to limit their exposure. What the results show is that 
many of the entrepreneurs view clutter as a standard issue that everyone has to deal with 
and therefore is not a consideration of theirs when considering their communication 
channel. While those who do believe clutter is an important consideration do not 
necessarily disagree with the other half, but simply believe that clutter is an obstacle that 
must be considered in order to avoid and gain results. Where avoidance of clutter in 
traditional media may be seen as switching the channel, muting, or turning the page, today 
the modern viewers using IBNWs can avoid clutter by being in more control of what they 
are exposed to. 
 

5.4 The reality of cost, and its role in entrepreneurial advertising 
 
From our list of questions we used in our interviews with the ten entrepreneurs it is 
question 11 that focuses most particularly on cost and its importance when considering the 
communication channel for advertising. When asked if cost affects their choice of 
communication channel all agreed that cost was indeed one of the main, if not the main 
variable in their consideration process. However it is the explanations of how and why cost 
affects their choices. One of the main consensus’ among the interviewees, which is also 
mentioned by McGrath and O’Toole (2011, pp.58), was that as owners of developing 
companies, they are extremely careful to be as efficient as possible as resources, whether it 
is time, energy, or money, are scarce and therefore must be used as effectively as possible. 
This is also supported by Berthon, Ewing and Naploi (2008, pp.28) who say that 
entrepreneurs often do not have the time or money to try different marketing activities, and 
also to work on a long-term branding campaign. This, Berthon, Ewing and Naploi describe 
as the ‘survivalist mentality’ which is to say that entrepreneur often can only focus on the 
short-term and cannot afford to think long-term as their resources (time, money, energy) do 
not allow it.  One interviewee makes this clear saying: 
 
Interviewee A: “As a small business we have a small budget for things like advertising, so 
we start small and we use the technology and utilities we have. And FB is free; along with 
Youtube for example.” 
 
This highlights the importance that IBNWs play in the modern entrepreneurial process of 
starting a business as the IBNW platforms offer an effective, or at least some-what, method 
of communicating to the population that is often completely free, or at very minimum cost. 
Among those interviewed all use IBNWs to some degree and have been (bar two) using 
them since the started their company as it is easy to set up and use, as established from the 
results in question 8, but also IBNWs are free, or at least extremely cheap. The ability for 
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entrepreneurs to reach a large audience at low cost is extremely important for starting 
businesses and this is supported by Schumacher and Orcasitas, both saying: 
 
IBNWs gave an opportunity for many people to reach a huge targeted groups at a relative 
low cost.  
 
And (Orcasitas): 
 
IBNWs are always a good starting point due to being cost efficient, but once the ventures 
grow the businesses must grow their advertising methods, which means moving on to paid 
methods, online and offline.  
 
Four of the respondents mention how cost is obviously a very important factor in their 
consideration of communication channel however is not the most important factor. These 
four mention ROI as being more important. However this also brings us back to Berthon, 
Ewing and Naploi’s (2008, pp.28) concept of ‘survivalist mentality’. Where larger 
companies do not live month-to-month or even year-to-year but instead have the resources 
to slowly build up brand awareness and reputation, entrepreneurs and owners of developing 
companies do not have luxury and instead have to ‘survive’. This supports the importance 
of ROI, as the entrepreneurs do not mind spending whatever money they do have as along 
as they know that the return on the investment is worth it: 
 
Interviewee D: I see cost as an investment. It will depend of the ROI. I always will go for 
the option that has the largest return on investment.   
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Chapter 6 – A new theory for IBNWs & Entrepreneurial Advertising 

Figure 2 (Wayburne & Jara 2012) Note: in this diagram cost is referred to monetary terms 

Through the results and the analysis of the data collected we where able to draw a new 
theory on how IBNWs are affecting the use of advertising in developing ventures. We have 
used the theoretical perspective that we developed in our literature review to form and 
construct a new and didactic theoretical model to visualize how clutter, objectives and cost 
relate to interactivity where IBNWs show to be the most interactive channel of advertising. 
This model only applies to developing ventures and not to larger companies since larger 
companies have a complete different resource structure than entrepreneurs and SMEs. 
Diagram will help in our main purpose of answering our research question, but also in 
elucidating our sub-purpose, which is to understand why developing ventures choose a 
certain type of advertising mode. As we set out, we have compared the two methods 
(Traditional vs IBNW) that in turn will help explain why certain advertising choices have 
been made. 
 
In the above diagram, we can see how interactivity affects clutter in a direct way. Clutter is 
advertising variable that is seen offline and online, the only difference is the control that the 
advertiser has over the experience to avoid or differentiate themselves from others. What 
we have learned from our results and analysis is that entrepreneurs find just as much clutter 
when using IBNWs but feel that when they put in the time and effort to put the appropriate 
filters to reach a specific target of consumers they are able to somewhat avoid the clutter 
especially compared with traditional advertising methods where targeting is not as efficient 
as in IBNWs. As mentioned by Nicolas Schumacher during our interview: 
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IBNWs are huge databases that can be used for very precise segmentation purposes 
 
Although we found that in the development of their ventures entrepreneurs use IBNWs 
mainly for two purposes (brand awareness and sales) this was not very much tied to the 
method of advertising but instead to the situation of being a developing venture with a 
‘survivalist’ mentality. However we did find that IBNWs allow for much broader range of 
objectives to be attained than traditional forms of media. This was simply because IBNWs 
can provide everything from an online shop to a banner ad and allow users to see when 
their ‘friends’ have made a certain purchase or ‘liked’ a certain page.  As found with 
objectives, cost was related more with the developing venture’s resources and limitations 
than with the actual process of choosing an advertising platform relevant to completing 
their objectives. Again due to the ‘survivalist’ mentality new ventures are forced to choose 
methods that provide greater return on investment in the short-term, while larger companies 
can spend larger sums of money on a long-term campaign to establish long-term goals. 
 
For purposes of illustrating our findings in a comprehensive, ready to grasp manner, we 
conceptualized this framework, which summarizes most of our findings. Moreover, we 
hope this framework will allow entrepreneurs to understand that IBNWs, if used effectively 
and efficiently, can leverage their limited resources and reach advertising objectives in 
terms of sales and brand awareness. However as mentioned by interviewee Ander 
Orcasitas: 
 
As entrerpeneurs grow in size they must expand their communication channels to 
incorporate traditional forms of advertising 
 
While IBNWs are a great start in terms of creating ‘noise’ and a ‘buzz’ of your business, 
product or service, it may not provide a sustainable platform in the long run. Finally this 
framework does not apply to entrepreneurs who carry their business in specific niches 
where people don’t want to be publicly associated with a brand product or service (e.g. sex 
toys industry).  
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Chapter 7 - Conclusions  
 
We take this chapter we conclude our study with what we have found through our findings 
and analysis. We also use this as an opportunity to suggest areas in which further research 
could be conducted in relation to the results found in our study. We also discuss how we 
believe we have contributed to a knowledge gap and expanded knowledge in to this 
particular field.  
 
For this thesis we have set out to address and answer the question:  
 
“How do IBNWs affect the process of advertising during the development of ventures?” 
 
To fully answer this question we applied advertising theories and concepts both from 
recognized scholars as also from interviews with a professional venture capitalist and an 
advertising professional. We have used this theoretical support to help analyse our findings, 
which we gathered from entrepreneurs developing their ventures. What we can conclude 
from our research and analysis is that IBNWs do have a large affect on the process of 
advertising during the development of ventures. From our research and results we have 
gathered an understanding on the importance entrepreneurs place on cost. Cost, although 
originally related directly to monetary cost, was expanded in our interviews by the 
interviewees to also incorporate time, energy and man power. From the results to further 
analysis we can conclude that due to the very limited resources of developing ventures 
during the first years they have to be very effective and care when choosing and 
considering their methods of advertising. The reason why developing ventures have to 
consider their methods of advertising so carefully is because they do not have the luxury of 
resources to slowly develop their brand over time, this has been referred to previously as 
the ‘survival mentality’ or short-term advertising vision . What we can further conclude 
from this is that IBNWs provide a free or extremely cheap, user friendly, and effective 
method of advertising, which explains why IBNWs have such a large impact on the process 
of advertising during the development of ventures. However the one scarce resource that 
IBNWs do require is time and consequently, manpower.   
 
During this research we found out that Facebook proved to be the most commonly used and 
is commonly on the top of mind of entrepreneurs when referring to an IBNW. However 
other IBNWs were mentioned during this research such as Twitter, LinkedIn, Youtube, 
Pinterest and Asmallworld. These IBNWs were most commonly used for two main 
objectives: Creating brand awareness and generating sales. The reason why Facebook 
proved to be the most known and used IBNW is because new applications allow IBNWs 
not only to advertise their product though paid ads and company pages, but it also allows 
them to sell their product directly.  
 
Along with cost IBNWs also provide a direct path from communicating to a company’s 
customer to generating a sale. This direct path from advertising to sales is what separates 
IBNWs from traditional forms of advertising. This benefit caters to the short-term needs of 
developing ventures to generate fast returns due to their survival situation, where 
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generating fast sales is crucial for maintaining the business. The entrepreneurs expressed 
that the control they have over the process of advertising when using IBNWs is much 
greater than when using traditional forms of media. This means that first they can sell 
quickly (direct path from advertising to generating sales), they can target much more 
specifically (segmentation and filtering which go beyond demographical variables) and 
they can receive feedback directly from their consumers, almost instantly. Because data 
provided by advertising within IBNWs is extremely detailed and user friendly, it allows 
developing ventures to improve their advertising process by avoiding clutter and reacting 
quickly to unproductive advertising actions (see Diagram 1). As mentioned by professional 
advertiser Nicolas Schumacher: 
 
IBNWs profile pages are huge data bases to be used by us advertisers, they contain all the 
information needed to accurately target our consumers. We know what you like, what 
communities you belong to, what language we should write our ad and because of your IP 
address we know what country, city, town or neighbourhood we want our ads to appear. 
 
The reason why IBNWs have such a large impact on developing ventures is that it provides 
a method to overcome some key limitations of being a new business. IBNWs reduce cost, 
(money) they are user friendly and hence they can be carried out by the venture without 
need of outsourcing the advertising process. In addition, because of virality and the 
possibility of entrepreneurs to own their own IBNW ‘pages’ it provides a much more equal 
footing, which would otherwise be dominated by larger companies in the advertising battle 
through traditional methods.   As mentioned by Nicolas Schumacher:  
 
IBNWs gave an opportunity for many people to reach a huge targeted groups at a relative 
low cost. People that from one day to another were able to reach a critical mass of 
consumers that are there. 
 
Ander Orcasitas of International Venture Club added: 
 
IBNWs allow start-ups to have global reach from the beginning with a very small cost, 
which is mainly their time. IBNWs allow the entrepreneurs to leverage their situation, to 
create social buzz and to make a high ‘cloud score’ (largely talked of).  
 
During this thesis we have interviewed 10 entrepreneurs widely spread thoughout the 
world. Our interviewees were mainly from the service industry however we found out that 
in regard to IBNWs advertising, whether you are at the product or service sector is not 
relevant. What is relevant is the niche your product or service is in, and how willingly are 
people to be publicly associated with this product or service. From a practical perspective, 
our findings can help developing ventures within sensitive niches to comprehend why 
IBNWs are not the more effective form of advertising for them. As one of our interviewees 
mentioned: 
 
Interviewee I: IBNWs wont work if you cant build a community around your brand and in 
order to do so people should be willing to be publicly associated with your page. Take sex 
toys for example, I doubt IBNWs will work in this particular niche since is not likely that 
people will like their friends to see that they are associated with such a product.  
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Both developing ventures and researchers should be aware of this. Developing ventures 
when looking for channels to promote their business and researchers if they wish to 
understand what might trigger a company to fail within an IBNW. Moreover, what is 
important about our findings is that developing ventures should seek to build communities 
around their brands, and they should be aware that because they have not ‘officially’ 
opened an IBNW page for their company, this does not mean that their company and brand 
is not present within an IBNW, since your brand will still be present in the conversation of 
users within this platforms. It is important for developing ventures to create a ‘unique’ tone 
of communication with their customers though IBNWs and it is important. As mentioned 
by Nicolas Schumacher: 

The fascinating thing about IBNWs is that the consumer itself creates brand content in a 
highly interactive scenario. However the problem for brands is that in IBNWs companies 
and brands have lost control over what is said about the brand because your brand is not 
only mentioned within your page but mainly outside the page you control. We are heading 
to a time where brands only set the main ideas and then let consumers start a dialogue 
around it. This is causing some brands to generate a more natural tone of communication. 

Finally, we carried out our interviews through Skype and we feel important to mention how 
this VOIP (Voice Over Internet Protocol) program allowed us to reach an important 
number of interviewees, spread though the world at no cost. Our experience using Skype 
was excellent, the voice and video communication was clear and whenever a topic needed 
to be clarified the interviewees gladly repeated their answer. Because image and video 
where clear, we where also exposed to interviewees facial and corporal expressions, which 
is an important component of communication. Based on our experience, we would 
recommend researchers to use this form of communication to carry out their interviews. 
From a time perspective, since interviewees could choose the time that best suited them for 
the interview, they had no time pressure to answer the questions, which allowed us to get 
answers that truly reflected their perspectives and experiences. 
 
7.2 Value of this Study 
 
The value of this study is provided in the three key areas of contribution that this paper 
offers. The first contribution is to the problem of advertising as a developing venture. 
Berthon, Ewing and Naploi (2008) and Morrish, Miles and Deacon (2010), among others, 
often talk of the constraints that developing ventures face when trying to conduct marketing 
activities with very limited budgets against larger companies who can drown the small 
developing ventures with their huge advertising campaigns and marketing budgets. In this 
study we explore this problem in light of the IBNW boom and fully understand how 
IBNWs have affected this resource plight in developing ventures. 
 
The second contribution is through the exploration of a knowledge gap. This study 
elucidates an area previously unexplored. Technology in communication has completely 
changed the way the world communicates and although many studies have been done on 
this new social phenomenon of IBNWs none of them explores how IBNWs are affecting 
the advertising process of developing ventures. We will make this knowledge contribution.  
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The last contribution is through our methodological choice of conducting our research 
through Skype conversations. By doing this we are able to gather data from our 
interviewees from all around the world without compromising the quality of the data. 
Skype has allowed us to have face-to-face conversations with the interviews, record the 
interview digitally and view the interviewee’s gestures and expressions, thus eliminating 
many of the problems faced with phone conversations and email interviews. This proves 
how Skype has contributed to future methods of research when there are geographical 
dispersions between relevant persons.  
 
 
7.3 Further Research & Exploring our knowledge gap 
 
For this thesis we have explored how IBNWs affect the process of advertising in 
developing a venture. To do this we conducted a literature review, which in turn resulted in 
a theoretical perspective we used to help analyse our results. Our results we gathered from 
three sources, the largest being that of ten entrepreneurs. The other results we gathered 
from the CCO at Ogilvy & Mather and an account manager at International Venture Club 
to help us in the analysis of the data collected from the ten entrepreneurs. Through this 
research process we were not only able to answer our research question but also understand 
that there are still knowledge gaps surrounding this area and that there is still more research 
to be done. More specifically we believe there is still room for further research to be 
conducted in to entrepreneurs who have established their businesses before the IBNW 
boom to see what an impact that IBNWs have had on those who had no choice but to use 
traditional forms of advertising and to see if the introduction of IBNWs altered their 
advertising methods. 
  
IBNWs seem to have truly integrated themselves in to our social norms and have been 
accepted as a significant method of advertising. This boom and alteration in advertising 
norms may have been mirrored in the previous boom of the Internet. All in all we would 
suggest further research in to the social phenomena of those who started business pre-
IBNW and to see how they changed and adapted to the introduction of such a social 
changing phenomena. In addition there are still other aspects that can be studied in regard 
to IBNWs, which are directly related to business development. Part of our findings showed 
that entrepreneurs are using IBNWs to sell their products. Further studies can be made in 
regard to which IBNW provides best selling platforms for product selling and also if they 
are truly effective for this purpose.  
 
With this research we hope to help business scholars, students and developing ventures to 
understand the role that IBNWs have in the development of businesses from an advertising 
standpoint. We trust that our results will provide a clear vision of how developing ventures 
perceive IBNWs in terms of cost, interactivity, clutter for the purposes of reaching their 
objectives. The world has changed and keeps changing at a fast pace and in order to keep 
up and understand such changes it is important to comprehend how new technologies are 
modifying our ways of life.  We have done a great effort to illustrate this and leave a trace 
of how in this precise point of time new platforms of communication and advertising 
provided by IBNWs are helping entrepreneurs from South America to Europe, Asia to 
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North America advertise their business. On a long term, thinking ten to twenty years’ form 
now, we hope that our present research can help future scholars, students and developing 
ventures to understand a bit of our present in terms of advertising, business development 
and IBNWs. 
 
7.4 Limitations 
 
There were some limitations that we faced during our research. The first one is the amount 
of interviews we have conducted were subjected to the specific gap of time we had to 
develop our thesis. We believe that given more time we could have accomplished more 
interviews, which would have provided us with richer data and more generalisbale results. 
The second limitation is related to the selection of our interviewees, since they were chosen 
on a matter of convenience/quota sampling. The limitation of this is that the sample may 
not represent the population, as the final choice of participants was subject to our 
discretion. Although we had our reasons for using this method of sampling we may have 
benefited from a broader and less non-probable sample to give the research stronger 
generalization and replicability. The third limitation is related to the geographical locations 
and industries of our respondents. Although our respondents are well spread thoughout the 
world and they come from different industries, there were many industries and 
geographical locations that were left unstudied. However we insist that, within our ten 
interviews the entrepreneurs we were able to gather valuable data that could apply to all 
industries and countries in regard to IBNWs and is the fact that whether or not IBNWs 
advertising platforms are useful depends strictly on the niche of a business. 
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Chapter 8 – Quality Criteria 
 
Reliability and validity are important criteria in establishing and assessing the quality of 
research (Bryman & Bell, 2011 p.394). In this chapter we argue the quality criteria of our 
qualitative study.  

8.1 Reliability 
 
Reliability refers to the extent to which data collection technique or techniques will yield 
consistent finding (Saunders et al. 2009, p. 680). It is concerned with the question of 
whether the results of the study are replicable. This term is commonly used in relation to 
the question of whether or not the measures devised for concepts in business and 
management can be replicable (Bryman & Bell, 2011 p.41). Because this thesis is a 
qualitative study, reliability has special characteristics and it is important to mention both 
the external and internal reliability.  

External reliability in a qualitative study refers to which degree a study can be replicated. 
This is a difficult criterion to meet in a qualitative research since its recognized that its 
impossible to ‘freeze’ a social setting and the circumstances of an initial study to make it 
replicable (Bryman & Bell, 2011 p.395). This becomes particularly difficult in the area of 
IBNWs since technology changes at a fast pace and the use of these IBNWs advertising 
platforms may vary in accordance to how IBNWs evolve. In addition internal reliability 
refers to when a team of observer members agree on what they see and hear (Bryman & 
Bell, 2011 p.395). Because we are two individuals carrying out this study and the research 
was made equally between both of the authors, all of our findings are based on a mutual 
agreement of what we heard and saw during the collection of data. 

In addition it is argued that qualitative research reliability can be satisfied by two key 
criteria’s. The first is making the research process transparent though describing the 
research strategy and data analysis methods in a detailed manner (Silverman, D. 2006 p. 
282). We have done so by explaining the methods we used to attain our results and 
carefully choosing the most suitable methods for this study from a wide array of 
possibilities. Secondly it is argued that qualitative research reliability can be attained by 
paying attention to the theoretical transparency and making explicit the theoretical stance 
from which the interpretation takes place (Silverman, D. 2006 p. 282). For purposes of 
reliability while conducting this research we have clarified our theoretical stance and we have 
preceded our study with absolute theoretical transparency. Finally the search for reliability in 
qualitative observations revolves around detailing the relevant context of what is observed 
(Silverman, D. 2006 p.284). As mentioned above we have explained in detail what we have 
heard and observed, what is more, both of us have agreed in what we heard and observed in 
relation to the interviews and other factors relevant to this study. 
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8.2 Replication 
 
It sometimes happens that researchers choose to replicate the findings of others. In order for 
replication to take place the study must be capable of replication, meaning it must be 
replicable. However replication in business research is not common, in fact it is quite rare 
(Bryman & Bell, 2011 pp.41-42). Since this thesis addresses a business research, and it is a 
qualitative study with a case study design, the precise findings of this study will be difficult 
to replicate in an exactly manner. However we are confident that our key findings in regard 
to interactivity, clutter, cost and objectives will be similar if other studies try to replicate it. 

8.3 Validity 
 
One of the most important criteria of research is validity. Validity is concerned with the 
integrity of the conclusions that are generated from a piece of research (Bryman & Bell, 
2011 p.395). Because this is a qualitative study we will examine external and internal 
validity and how they relate to our thesis quality criteria. External validity is concerned 
with the question of whether the results of a study can be generalized beyond the specific 
research context. In this context the issue of how people or organizations are selected to 
participate in research becomes crucial (Bryman & Bell, 2011 p.395). In order to increase 
the validity of this research we used triangulation data methods, which refer to combining 
multiple theories, methods and observers (Silverman, D. 2006 pp. 292-291).  

Comparing different kinds of data is a form of comparison called triangulation and derives 
from navigation where different bearings give the correct position of an object (Silverman, 
D. 2006 pp. 292-291). In this research we have interviewed ten entrepreneurs who have started 
their business within a specific period of time, which is in line with the IBNWs ‘boom’. The 
data they have provided us has been analyzed using different theories derived from primary and 
also secondary sources. This means that the results where not only analyzed by a theoretical 
framework based on scientific articles, but also on the opinion of experts in the areas of 
advertising and venture capital. In what concerns internal validity, meaning whether or not 
there is a good match between the researchers observations and the theoretical ideas they 
develop (Bryman & Bell, 2011 p.395), both of us matched and agreed on the theoretical 
ideas we have developed during this study. 

Finally as stated within the methodology, we have sent our results and our interviews to all 
of our interviewees for validity purposes. Silverman argues that respondent validation, 
meaning that the findings are sent back to the subjects being studied, where these people verify 
ones findings it is argued, one can be more confident of the validity (Silverman, D. 2006 pp. 
292-291). 

8.4 Generalisability 
 
Generalisability refers to the extent to which the findings of a research are applicable to 
other settings (Saunders et al. 2009, p. 671).  Due to the fact that this is a qualitative case 
study conducted on a very particular set of people and time there is the problem of 
generalization. However “in quantitative research, generalisability deals with representative 
samples. In qualitative research, it implies well-grounded and –argued selection of research 
cases, or people.” (Eriksson & Kovalainen, 2008, p.293). Our sample does not represent the 
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chosen population in terms of numbers however our research is based on ‘well-grounded 
and –argued’ concepts and data collected. We have provided and in-depth elucidation of the 
topic through semi-structured interviews. This data collection method allowed us to attain a 
vast amount of detailed data through which to analyse through our chosen theoretical 
perspective. As mentioned before, the purpose of our theoretical perspective is to give 
strength and validity to how our research questions are approached and then the data later 
analysed (Bryman & Bell, 2007, p.87). Thus our generalization is not based on the amount 
of people interviewed but instead through the strength of the authors used to help justify 
our research questions, and the in-depth information gathered from the interviews.  
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Chapter 9 - A Glimpse Through Our Experience Lenses  
 
As mentioned before one of the reasons that motivated us to write this Thesis is our 
personal experience as young entrepreneurs. In addition both of us have recently started our 
own Business within the marketing and event organization industry, an industry where 
(based on our opinions) the use of IBNWs is crucial not only for purposes of promoting 
your business but also for purposes of organizing events and generating sales. During our 
experience we have heavily relied in IBNWs to expand the presence of our business and 
promote the events we have organized. 
 
The combination of Facebook and Youtube has allowed us to create several viral videos 
that has aided us to promote each event, and because of the statistics that each one of these 
IBNWs possess we are able to specifically monitor the effect that such videos have on our 
audience, what time and day our target is more opened to click on our content, what 
languages our viewers speak and what city they live in. In addition Facebook has allowed 
us to create events and invite people from several networks to become part of our event. 
The combination of Facebook to create events and Youtube to generate viral videos has 
allowed us to physically gather over 1000 attendees in several events. 
 
Moreover, from a brand awareness perspective and a network-generating standpoint, these 
IBNWs has allowed us to receive feedback and comments from people from all over the 
globe. This includes two projects, which we are currently working on with companies 
based in Finland and the United States, who have shown interest on the events we organize. 
In addition, because of ‘virality’ the marketing efforts we have created for our own 
company, exposed though Facebook & Youtube has given us few clients that we have 
worked with in brief marketing and advertising campaigns. The interesting fact is that none 
of these clients are based in Sweden, they are based in South America, United States and 
Hong Kong.  
 
As mentioned in our results, developing ventures are using IBNWs for two main purposes, 
these being generating sales and creating brand awareness. For sales purposes Facebook 
has given us the possibility to sell our products by opening a virtual store at no cost. The 
results generated by the entrepreneurs we interviewed are very much in line with our own 
experience. Based on our experience IBNWs are easy to use as they are designed to be used 
by people not trained within the marketing or advertising field. Managing an IBNW page 
although free does take significant time and manpower effort. We have placed our 
experience at the end of the thesis because we do not want to bias our results with our own 
personal experience. However as business students and entrepreneurs we feel that telling 
our experience can not only add valuable content to academia and to this research, but we 
feel that it might play a significant role spreading our enthusiasm about developing 
ventures which we hope to pass it on to our readers. 
 
We feel that precisely because of IBNWs we have been able to carry out our business, 
promote our company and our services. It does take time and significant effort and it takes 
a lot of creativity and work to generate leads and ‘likes’, to engage people with your 
business and create a community around your product. However once you have done it and 
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passed a certain tipping point the results will work on your favour. IBNWs are from our 
perspective the new and modern form of ‘word of mouth’. 
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Appendix 1 (Interview Definitions) 
 
Definitions 
 
IBNWs: Internet Based Networking Websites 
 
Effectiveness: Our definition is NOT based on monetary terms but instead the ability reach 
said goals. 
 
Interactivity: The ability to control the process of advertising to a much larger degree then 
traditional forms of advertising. This may include, but not limited to, design, consumer 
interaction, placement, targeting, and data collection. 
 
Clutter: When the amount of adverts goes above and beyond the consumer’s acceptance 
boundaries it is then seen as clutter. (Too many advertisements in one place) 
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Appendix 2 (Questions for the entrepreneurs): 
 

1. What channels of communication do you know of for the purpose of advertising? 
 

2. What channels of communication do you use to advertise your business? E.g. 
IBNWs, TV, Print, Radio. If you do not use IBNWs can you explain the reasons 
why you don’t? 
 

3. What is the objective/s of your advertising? Examples: brand awareness, selling of 
product/service, recruitment, etc. 
 

4. Does your objective of advertising affect your choice of communication channel? 
 

5. Which channel of communication is most effective, for said objective/s, and why? 
And why do you consider the others to be less effective? 
 

6. What are your most important variables considered when choosing your form of 
communication channel? Examples: Objective, Interactivity, clutter, cost.  
 

7. IBNWs are particularly useful in terms of interactivity, how do you make use of 
this, and do you see it as a benefit over traditional forms of advertising? 
 

8. Do you find IBNWs for the purpose of advertising a user friendly/easy experience 
compared to traditional forms? 
 

9. What are your perceived benefits of using IBNWs instead of traditional forms of 
advertising? 
 

10. To what extent do you believe IBNWs have aided you for the purpose of 
advertising and reaching your advertising objectives? 
 

11. To what extent does cost affect your choice in communication channel, and how to 
IBNWs compare to traditional forms of advertising in terms of cost vs. 
effectiveness? 
 

12.  Is advertising clutter an important issue when considering your communication 
channel, and how do you perceive this issue in relation to IBNWs vs. traditional 
forms of advertising? 
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Appendix 3 (Entrepreneurs Interviewed) 
 
Interviewee Location Industry About 
Interviewee A Umea/Sweden Hairdressing A very young 

entrepreneur who 
started her own 
company as soon 
as leaving school 
without prior 
experience of 
business. 

Interviewee B Singapore Photography Very recent set-up. 
Only a few months 
old. He gained the 
majority of his 
experience in film 
and on movie sets 
before deciding to 
start own company 
in photography. 

Interviewee C Hong Kong Pilates Previous job in the 
fitness industry 
allowed the 
respondent to gain 
valuable contacts in 
the industry before 
starting own 
company in 
supplying to fitness 
companies. 

Interviewee D Hong Kong Interior Design Very recent 
company that was 
started at the 
beginning of 2010. 
This is the persons 
second company 
and is only a three- 
person operation 

Interviewee E Tokyo/Japan Web Design A young three year 
old venture of ten 
employees which 
focus’ on providing 
web design 
solutions for clients 



 

 79 

in Japan and 
abroad. 

Interviewee F London/England Advertising & 
Design 

This entrepreneur  
founded its 
advertising agency 
and within the last  
years has acquired 
important clients 
(in and outside 
England) such as; 
Reader’s Digest, 
Tesco, MTV, 
Royal Mail. ESPN 
Classic and 
China Daily.  
 

Interviewee G Buenos Aires/ Argentina Crowd Funding 
Mobile Application 

This entrepreneur 
is developing a 
mobile app 
application to allow 
people to fund 
companies and a 
wide range of 
ventures though 
their mobile 
phones. 

Interviewee H Quito/Ecuador Chocolate Logo 
Production 

The four year old  
Venture produces 
chocolate logos. It 
has recently 
expanded to USA 
by opening offices 
in Boston.  
 

Interviewee I Atlanta/USA Online Dating This interviewee 
handles an 
innovative business 
in the billion dollar 
online dating 
industry.  Although 
the company has 
only four years in 
the market it has 
rapidly grown to 
become one of the 
main companies in 
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the Virtual Dating 
Assistance 
industry. 

Interviewee J Oudenbosch/Netherlands Clean Tech The company 
offers know-how 
assisting 
companies in 
addressing their 
need to implement 
sustainable 
business practices 
through the 
execution of 
renewable energy 
projects in Latin 
Amercia. 
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Appendix 4 (Professionals Interviewed) 
 
Nicolas 
Schumacher 

San José/Costa 
Rica 

Chief Creative 
Officer at 
Ogilvy&Mather 
Costa Rica 

With years of 
experience working 
clients such as 
Coca Cola, Mattel, 
British American 
Tobacco, IBM and 
other important 
companies, Nicolas 
makes part of one 
of the world 
leading advertising 
agencies with over 
450 offices present 
in over 120 
countries. He 
supervises Ogilvy’s 
creative work on a 
national and 
regional (Central 
America & 
Caribbean) 
presence. 

 
Ander Orcasitas Brussels/Belgium Account Manager 

at International 
Venture Club 

Ander is part of a 
company that 
brings 
entrepreneurs and 
investors together. 
They are in charge 
of finding the 
entrepreneurs and 
performing the first 
screens before 
suggesting a small 
cut to the final 
investors. 
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