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Abstract 
The main purpose of this study is to investigate the effects of Facebook activities on 

relationship drivers and relational benefits and the effect of relationship drivers of 

relational benefits perceived by customers to Pite Havsbad. To do this we have explored 

the relationship between a number of Facebook activities, relationship drivers and 

relational benefits. We developed two conceptual models, which included these 

relationships. We have written this degree project on commission for Pite Havsbad, 

which is a company that operates in the hotel industry in the county of Norrbotten in the 

north of Sweden. The research question that we formulated was as following: 

 

What kind of impact does Facebook activities have on relationship drivers and relational 

benefits in the hospitality industry? 

 

With this research question we aimed to make a practical contribution and to help Pite 

Havsbad develop their social media strategies in order to be able to build customer 

relationships. We also aimed to make a theoretical contribution to fill the research gap 

that exists in the research area on social media and customer relationship building. We 

used a quantitative data collection method in the form of a survey administered on Pite 

Havsbad’s Facebook page. Our population consist of the approximately 6 300 fans that 

Pite Havsbad has on Facebook. The data continuing of was 256 responses were 

processed in SPSS by conducting Cronbach’s alpha test, Pearson correlation and 

multiple regression analysis in order to test the hypothesized effects between our key 

variables.  

 

The findings from this degree project show that Facebook activities affect both the 

relationship drivers and relational benefits, although they have less effect on relational 

benefits. The relational benefits are though highly affected by the relationship drivers. 

Over all, the Facebook activities of Pite Havsbad were highly valued by the respondents, 

which means that all of them are important to work with. Many of the activities also had 

positive effects on the relationship drivers, which means they can be used to build 

relationships with customers. By conducting this research we also helped Pite Havsbad 

with the starting point of creating a Social CRM strategy, which can be used for future 

relationship building with their fans on Facebook.  
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1. Introduction 
In this chapter we will present and motivate our choice of subject and explain the 

problem that we have found in the research area. We will also define our research 

question and explain the purpose of this study.  

1.1 Choice of subject 

“If Facebook were a country, it would be the third most populated.”  

- Xavier Lur (2010) 
 

In December 2013, the number of monthly active users of Facebook reached 1,23 billion 

(Facebook, 2013). Comparing this to the population of China, the largest country in the 

world, with 1,35 billion inhabitants at the same time (World population statistics, 2013) 

and India, the second largest country in the world, with 1,27 billion inhabitants (World 

population statistics, 2013), Facebook would be the third largest country in the world 

according to size of population. 
 

Social media is, which may be understandable due to its widespread in the world, a hot 

topic in the business world. There are many predictions and speculations on what the 

year of 2014 will bring in terms of changes in the social media world and its effect on 

businesses (Tracy, 2014; Tabaka, 2014; DeMers, 2014). Tabaka (2014) argues that how 

consumers interact with companies’ products online will be much more important in 

2014 than before. Tracy (2014) says that almost all companies will be in social media in 

2014 and that many companies have realized that social media is the best way to reach 

out to customers. DeMers (2014) means that social media can help companies in many 

aspects, for example increase engagement with customers and build the brand. 
 

The use of social media has changed the rules of the game where businesses cannot 

control the information that exists about them on the web (Kaplan & Heanlein, 2009, p. 

59-60). User generated reviews about products and services that flows free in the social 

media space, making it possible for everyone to read, gives the customer a new type of 

power and the ability to engage more in the company and their offer (Kaplan & 

Heanlein, 2009, p. 59-60). This makes it crucial for managers to follow the discussions 

online and, in order to steer the discussions in the direction that is advantageous for the 

company, provide the consumers the ability to network using social media, blogs and 

other platforms (Mangold & Faulds, 2009, p. 357)  
 

Kietzmann et al., (2011, p. 242) states that: “The power has been taken from those in 

marketing and public relations by the individuals and communities that create, share, 

and consume blogs, tweets, Facebook entries, movies, pictures, and so forth.”  

 
To create relationships with customers is important for companies, especially in the 

service sector (Bendapudi & Berry, 1997, p. 16). Even as early as in 1992 marketers 

found it hard to use the traditional marketing methods since they were no longer as 

effective as they used to be (Shani & Chalasani, 1992, p. 33). To create customer 

relationships, through relationship marketing, became a popular new method to use for 

marketers (Shani & Chalasani, 1992, p. 33). Internet has increased the opportunities to 
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build relationships with customers because of the abilities the Internet provides in the 

form of higher level of interactivity (Baranov & Baranov, 2012, p. 15).  

 

We, the authors of this thesis, are students at Umeå School of Business and Economics 

at Umeå University. We both study Master of business administration with 

specialization in service management and our main subject is marketing. Because 

marketing is an area that we are interested in and that we have previous knowledge 

about we have chosen to study the widespread phenomenon of social media from a 

marketing perspective for firms. More precisely, we will look at if and how a number of 

activities in the social networking site Facebook affect the relationship drivers; trust, 

commitment and satisfaction, and the relational benefits, confidence, social and special 

treatment benefits, between the company and its customers who like them on Facebook. 
 

1.2 The company 
We are writing on commission for Pite Havsbad Group (PHG) which is a hotel corporate 

group placed in the north of Sweden. The group consists of 10 hotels all located in 

Västerbotten and Norrbotten, except for “Rest and Fly”, which is located at Stockholm 

Arlanda Airport. PHG have offers for both business and private customers (PHG, 2014). 

We are going to perform this research on one of their hotels, Pite Havsbad. Pite Havsbad 

is located by the coast outside the town of Piteå in the north of Sweden (Pite Havsbad, 

2014). It is not only a hotel but they also have camping- and conference facilities and 

shows every week (Pite Havsbad, 2014). It is one of the largest facilities for tourism and 

conferences in the north of Europe and they are open all year round (Pite Havsbad, 

2014).  

 
Pite Havsbad started using Facebook 16

th
 of October 2010 (Pite Havsbad, 2010). They 

use Facebook more for the consumer market, and less for the business-to-business 

market. Therefore they need more help with creating Facebook communication 

strategies towards private consumers than to business customers. This was also 

something that we found more interesting and more appropriate to us since we have 

more knowledge in the B2C market than the B2B market. We wanted to write on 

commission for a company in the hospitality industry because their core offer is a 

service and not a product since our specialization at the university is within service 

management. We found that PHG was an appropriate company for our degree project 

since they showed a great interest and need for research in the subject of social media. 

They also have the possibility to administer the survey on Pite Havsbad’s Facebook-

page, which means we will reach out to approximately 6300 individuals who like them 

on Facebook. In the continuation of this degree project we will refer to them as 

“Facebook fans”. 

 
Pite Havsbad explains that they see a need of being present on Facebook. They say that 

Facebook as a marketing channel is becoming more and more important for companies 

and right now they are developing their Facebook interaction to make it better. They are 

working with it both strategically and tactical (H. Ljungstedt, personal communication, 

February 4, 2014). With this research they want to find out more about who Pite 

Havsbad’s fans on Facebook are and what relationship they have with Pite Havsbad.  
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Pite Havsbad also expresses a need of getting to know their Facebook fans more. Right 

now they do not know who their fans on Facebook are, what their interests are, how old 

they are and so on. By adding extra questions about the demographics, we will help Pite 

Havsbad in the segmentation of their Facebook fans. Baranov & Baranov (2012, p. 16) 

express that segmentation is particularly important in building relationships with 

customers in the online context. We make an extra contribution to Pite Havsbad’s 

customer relationship building even if demographical questions are not in focus in our 

research.  

1.3 Problem background 

1.3.1 Context of the service sector  

One of the important aspects that distinguish services from physical goods is that the 

customers are participating in the production process, as co-producers of the service. 

Traditional goods-based marketing theories do not provide marketers with the tools or 

knowledge to handle this feature of services. (Grönroos, 2006, p. 319) This is one reason 

to why we see it as important for companies in the hospitality industry, whose core offer 

is a service in the form of a hotel stay, to include knowledge from the services marketing 

field in the process of creating their marketing activities. We also believe that the 

characteristics of services marketing is appropriate in the field of social media marketing 

since it involves a high degree of co-production in the form of user-generated content as 

mentioned earlier. In services marketing it is crucial to manage relationships with the 

customers. (Bendapudi & Berry, 1997, p. 16). This is especially important in services 

marketing because customers often seek to create an on-going relationship with the 

service providers since services are hard to evaluate before purchasing it which makes 

the perceived risk bigger (Bendapudi & Berry, 1997, p. 16). We see the theoretical field 

of services marketing as important to get an understanding of the industry and the 

challenges, and special conditions, the service sector faces in marketing of themselves 

and creating and building customer relationships.  

1.3.2 The importance of creating customer relationships 

Because the focus in our research is on building long-term customer relationships also 

the theories in relationship marketing is relevant to our degree project. Relationship 

marketing is centered on creating and keeping relationships with consumers (Shani & 

Chalasani, 1992, p. 34). Berry (1995, p. 237) argues for the value of protecting the 

customer base and the costs of replacing old customers with new ones. Shani and 

Chalasani (1992, p. 34) defines relationship marketing in a formal way as: 

 

“[...] an integrated effort to identify, maintain and build up a network with individual 

consumers and to continuously strengthen the network for the mutual benefit of both 

sides, through interactive, individualized and value-added contacts over a long period of 

time”. 

 

Three factors that have been examined as drivers and prerequisites of relationship 

building are trust, commitment and satisfaction (Morgan & Hunt, 1994; Hawkins & Vel, 

2013; Palmatier et al., 2007; Bejou et al., 1998). Morgan and Hunt (1994, p. 24) argue 

that parties put higher value on a relationship that involves trust. Morgan and Hunt 

(1994, p. 23) further argue that if commitment exists in the relationship, it is desirable 

for the customer to put effort on maintaining it. A third factor that can be added to these 
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drivers is satisfaction. Satisfaction has been examined as an “underlying principle” 

(Bejou, et al., 1998, p. 170) for relationship marketing. Convinced by these strong 

arguments about the importance of trust, commitment and satisfaction in a relationship, 

we argue that it would be of great contribution to put these factors in the context of 

social media in order to see if a company in the hospitality industry can affect those 

factors by using activities within social media. We argue that social media could be used 

as a tool for companies when implementing a relational view on marketing because it 

could allow companies to collaborate and learn from their customers and through this 

create long-lasting relationships with their customers.  

 
When being in a relationship with a company, the customer will gain benefits from it 

over time (Liljander & Roos, 2002, p. 597). Relational benefits are defined as 

advantages that the customer feels as an outcome of being in a relationship with a 

company (Gwinner et al., 1998, p. 102) The most part of previous literature has 

examined the benefits the company will experience while having relationships with 

customers, for example customer retention, loyalty, increased sales and so on (Gwinner, 

1998, p. 101). Researchers have though in recent years began to understand that 

examining the relational benefits from the customers perspective is as important as 

examining it from a company perspective (Chang-Hua Yen et al., 2014, p. 58). A 

company might think that their customers are experiencing benefits, but in the end, the 

only ones who can tell if the company is offering any benefits are the customers 

themselves (Liljander & Roos, 2002, p. 597). Therefore, we believe that this aspect is 

important and we aim to test if the fans of Pite Havsbad’s Facebook page experience any 

relational benefits and if the Facebook activities affect the relational benefits. 
 

1.3.4 CRM in the hospitality industry 

The subject of integrating a customer relationship focus within companies in the 

hospitality industry has been an upcoming topic the latest years (Yoo et al., 2011, p. 

521). An increased competition, less brand loyalty and more experienced customers who 

are influenced by ICT (Information and Communication Technology) makes it crucial 

for companies specifically in the hotel sector to handle the relationships with their 

customers and make them truly satisfied (Sigala, 2005, p. 391-392; Padilla-Meléndez & 

Garrido-Moreno, 2013, p. 1). A way of working on building relationships with 

customers is by applying customer relationship management (CRM) in the company 

(Wilson et al., 2002, p. 193). CRM involves operations and facts regarding the customer 

with the ability to develop a close relationship with the customer and thereby create a 

competitive advantage (Piccoli et al., 2003, p. 62). CRM is supported by technical IT-

systems, a rapidly growing sector that is continuously developing (Jayachandran et al., 

2005, p. 177).  
 

There are attributes that are of more importance in the hotel sector than in other sectors, 

for example personal service and knowing your customers. This makes the hotel sector 

an excellent sector for implementing CRM in according to Piccoli et al., (2003, p. 64). 

Studies also show that the ability of generating more profit, and even maximizing it, 

grows by using CRM systems within a company in the hotel sector (Padilla-Meléndez & 

Garrido-Moreno, 2013, p. 2; Daghfous & Barkhi, 2009, p. 590). We argue that this 

creates good arguments for having a relationship-oriented view on marketing within the 

hotel sector. Padilla-Meléndez & Garrido-Moreno (2013, p. 2) also argues for a research 

gap that exists within the research field of CRM and the hotel sector. 
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Traditional CRM as described above has been a part of the corporate world for a long 

period of time and is since 2007, with an escalation in 2008, going through a 

transformation into what is called CRM 2.0 or Social CRM (Greenberg, 2010, p. 410). 

This new way of maintaining relationships with the customers has been described as a 

development of the traditional definition of CRM with an added dimension of social 

media applications and a more integrated customer-interactive conversation (Trainor et 

al., 2013, p. 1).  

1.3.5 Social media and Web 2.0 in the hospitality industry   

Social media as a phenomenon has increased enormously in the last couple of years. In 

2014 the spending on social media is expected to be more than $3.1 billion, which is a 

rise from $716 million in 2012 (Rodriguez & Peterson, 2012, p. 181). Kaplan & 

Haenlein (2010, p. 60) define social media as Internet-based applications built on the 

ideological and technological basis of Web 2.0 allowing for creation and exchange of 

user-generated content.  
 

Web 2.0 is a term that became known in 2004 as the new way that software-developers 

and end-users started to use the World-Wide-Web (Kaplan & Haenlein, 2010, p. 60). 

They started using it as a platform where content is generated and modified continuously 

by all users instead of created and published by individuals, as was the case previous to 

this (Kaplan & Haenlein, 2010, p. 60-61). The other part of social media, User 

Generated Content, is the sum of all ways that people can use social media (Kaplan & 

Haenlein, 2010, p. 61). The people, also referred to as the “active audience”, creates the 

content and fill it with expressions, presentations of one self, information and creative 

productions (Harrison & Barthel, 2009, p. 158-160) According to Faase et al. (2011, p. 

9) it is of great importance for companies to adapt to the Web 2.0 because this is what 

their customers are doing and companies can find a lot of user-generated information 

about their products/services. Social media does not only create a new way for 

companies and customers to interact with each other, it also gives possibilities for a new 

way of getting valuable customer insights (Faase et.al, 2011, p. 9).  

 
The Internet has come to play a major role in the research process that consumers do 

before making travelling decisions. Travellers use the Internet to for example search for 

information about destinations and to book hotel rooms. Social media has emerged to be 

an important channel for consumers when doing research about destinations, learning 

about offerings, communicate with service providers and plan itineraries. (Phelan et al., 

2013, p. 134) 
 

The development of social networks has affected the way that consumers make 

purchases, especially within the travel and hospitality industry (Phelan et al., 2013, p. 

135). Since social media allows for consumers to interact with not only friends but also 

distant acquaintances and people they do not know, bad experiences can spread 

extremely fast. Social media contains a large number of online word-of-mouth forums 

(service rating forums, blogs and discussion boards to name a few) (Mangold & Faulds, 

2009, p. 358). Consumers can find readily available information and word-of-mouth 

feedback just a mouse click away and since this lead to that they know more about all 

the options available their expectations on suppliers grow higher (Phelan et al, 2013, p. 

135). 
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According to Barsky and Nash (2009), a majority (85%) of hotel managers do not have a 

clear strategy on how to respond to customer reviews, but at the same time, 90% of them 

think it is important with user-generated reviews and often make visits to review sites 

(for example TripAdvisor). It is the same with social media, most hotels do not have a 

clear distribution of the task of handling social media and the responsibility could be 

spread across different departments and employees (Barsky and Nash, 2009, p. 14). This 

argues for the importance and practical need for companies to have a clear strategy for 

how to handle social media in order to be consistent and customer oriented. 

 
1.4 Research gap 

In our research we are going to test how a number of activities within Facebook affect 

the relationship drivers and relational benefits. In the theoretical framework an exact 

description of the different activities will be presented. These activities as influencing 

factors to trust, commitment and satisfaction and relational benefits, have to our 

knowledge, not been tested in previous research. Therefore, we aim to make a 

contribution to the research field of relationship marketing and social media by 

examining these particular dimensions.  

 

We argue that more research regarding relationship marketing is relevant in order for 

companies to be able to create efficient strategies. This because the expenditure on 

relationship marketing is high for companies who want to build customer relationships 

and thereby increase their customer retention (Ashley et al., 2011, p. 755). Further on, it 

is critical for service firms to have long-term relationships with its customers in order to 

be successful (Wu et. al, 2013, p. 437) 

 

Within the concept of relationship marketing, a well-explored area is the benefits that 

the company will experience when in a relationship with the customers (Morgan & 

Hunt, 1994; Gwinner, 1998). Less research is made from the customers’ perspective and 

the benefits that follow when being in a relationship with the company (Liljander & 

Roos, 2002, p. 594; Singh & Sirdeshmukh, 2000, p. 153). Recently though researchers 

have started to realize the importance of also examining the relational benefits from the 

customer perspective, and not only from the company perspective (Yen et al., 2014, p. 

5). Since we aim to look at the relational benefits that the customers may experience, we 

are contributing to this emerging area of research. 

 

Papasolomou & Melanthiou (2012, p. 327) say that social media is in the forefront of the 

consumption world today and that it therefore is a need for further research in the area of 

social media. We have noticed while doing our literature review that most research 

about social media marketing are examined from a company point of view while less 

articles have examined this from customers point of view. Our observation of this is 

supported by several authors (Trainor et al 2012, p. 1; Chan & Guillet 2011; Phelan et 

al, 2013). Also Caers et al. (2013, p. 995) argue that the extent to which customers 

perceive user driven communication and organization’s Facebook-pages as objective 

information should be in focus in future research. Caers et al. (2013, p.995) also say that 

focus in future research should be on what effect advertising on social networking sites 

have on customers and in what ways individuals like to communicate to organizations 

on Facebook. We will in this degree project investigate how Pite Havsbad’s Facebook-

fans perceive Pite Havsbad and their Facebook page, we will also explore their attitude 
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towards companies being present on Facebook and how they value different ways of 

communication which are all related to the future research areas Caers et al. (2013, p. 

995) suggests.  

 

Hawkins & Vel (2013, p. 135) state that there is limited research to be found on the 

subject of consumer attitudes towards social networking sites. The area of consumer 

attitudes towards social media is one of the aspects that we plan to investigate and thus 

contribute to with this degree project.  

 

Another study that supports a gap in research that we plan to contribute to is made by 

Caers et al. (2013). By doing a literature review of the research that exist about 

Facebook up until 2013 they found that more research is needed in the subject of 

customers’ perceptions of organization-driven communication and organizations 

Facebook-pages (Caers et al, 2013, p. 995).   

 

As mentioned previously, Padilla-Meléndez & Garrido-Moreno (2013, p. 2) argue that 

there exists a research gap in the field of CRM in the hotel industry. Also, the field of 

Social CRM is an upcoming topic where further research is needed (Faase et al., 2011, 

p. 1) With this degree project we argue that we will contribute to this research gap by 

examining the customers point of view of hotels social media usage and through these 

insights help Pite Havsbad develop a Social CRM strategy by using information from 

social media. 

 

Chung & Lo (2012, p. 92) argue that customer satisfaction has developed as an 

important factor for achieving successful business in the world economy. We mean that 

this is also an argument for why it is important to perform studies on how companies can 

improve customer satisfaction, which is something we intend to find out in this degree 

project.  

 

1.5 Research question 

We have found a research gap in the field of customers’ point of view on hotels social 

media usage, and the exploration of the relationship between Facebook and its effect on 

relationship drivers and on relational benefits. By that we have formulated a research 

question that will examine this which is as follows. 

 

What kind of impact does Facebook activities have on relationship drivers and relational 

benefits in the hospitality industry? 

1.6 Purpose 

The main purpose of this study is to investigate the effects of Facebook activities on 

relationship drivers and relational benefits and the effect of relationship drivers on 

relational benefits perceived by the fans of the Facebook-page of Pite Havsbad. The 

relationship drivers that we will investigate are trust, commitment and satisfaction while 

the relational benefits are social benefits, confidence benefits and special treatment 

benefits. Therefore we also aim to make a contribution to the theoretical research field 

of building customer relationships through Facebook. This study will be conducted 

using a quantitative research design. We will conduct a survey to examine customers’ 



Eriksson & Larsson 

 

 

 8 

perceptions of Pite Havsbad’s use of Facebook and how the customers value different 

Facebook activities. We have developed three practical sub-purposes as follows. 
 

 Identify who Pite Havsbad’s fans on Facebook are and how they use Facebook in 

general. 

 Create a starting point for Pite Havsbad to use Social CRM as a way to create 

relationships with their customers.  
 Help Pite Havsbad to overcome challenges related to distinguishing 

characteristics of services. 

1.7 Limitations 
Since we are writing this degree project on commission for Pite Havsbad the survey we 

are conducting will be limited to the customers of that particular hotel. More specifically 

it will be limited to the Facebook fans of Pite Havsbad since that’s where the survey will 

be communicated. We have chosen to limit the research to the social media site 

Facebook because Pite Havsbad is mostly interested of knowing more about specifically 

this social media site. We also argue that examining only this social media site still gives 

us enough information to have the possibility to do a research that contributes to the 

theoretical field of social media and relationship marketing.   
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1.8 Definitions 

 
Relationship -  “A relationship is composed of a series of interactive episodes between 

dyadic parties over time.” (Buttle, 2009, p. 27). 
 

Relationship marketing - “[...] an integrated effort to identify, maintain and build up a 

network with individual consumers and to continuously strengthen the network for the 

mutual benefit of both sides, through interactive, individualized and value-added 

contacts over a long period of time” (Shani and Chalasani, 1992, p. 34). 
 

Web 2.0 - A new way of using the web - as a platform where content is generated and 

modified continuously by all users instead of created and published by individuals 

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

User-generated content - The sum of all ways that people can use social media (Kaplan 

& Haenlein, 2010, p. 60-61) The people creates the content and fill it with expressions, 

presentations of one self, information and creative productions (Harrison & 

Barthel,  2009, p. 158-160). 
 

Social media – An Internet-based application built on the ideological and technological 

basis of Web 2.0 allowing for creation and exchange of user-generated content (Kaplan 

& Haenlein 2010, p. 60). 
 

Customer relationship management (CRM) - CRM builds on technical systems and 

involves operations and facts regarding the customer with the ability to develop a close 

relationship with the customer and thereby create a competitive advantage (Piccoli et al, 

2003, p. 62) (Jayachandran et al., 2005, p. 177). 
 

Social CRM - A combination between Web 2.0 and CRM (Faase et al, 2011, p. 3). 

 
Facebook fans - people who have choose to press the “like-button” on Pite Havsbad’s 

Facebook-page and thus follow what Pite Havsbad posts on their Facebook-page.    
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2. Scientific method 
In this chapter we will clarify our practical and theoretical pre-understanding of the 

subject. We will also explain the scientific approach and design to this study and finally 

present the chosen theories.  

2.1 Pre-understanding 

2.1.1Theoretical pre-understanding 

Since we are both students in Master of Business Administration with a specialization in 

Service Management and our main subject is marketing we have pre-understanding in 

the topic of business administration and specifically marketing and service management. 

Main topics within service management are services marketing and relationship 

marketing and therefore we have good theoretical knowledge in these areas. We both 

want to increase our knowledge in these areas since we believe they are interesting and 

we also believe it will be useful for us in our future working life. 
 

The importance of building customer relationships and the challenges and opportunities 

with services marketing has been highlighted throughout the whole time we have been 

studying at the university. We believe that this may have affected our view of marketing 

and that this can have both positive and negative aspects to it. A positive aspect is that it 

has increased our theoretical knowledge in the area and introduced us to important 

authors and concepts. A negative aspect can be that we may tend to use theories that we 

are already familiar with since before, but we also see this as something good because 

we know the theoretical field and which theories fits in to our research. We have also 

tried to be critical towards theories that we know about since before and actively 

searched for new theories and critiques against the theories. Both of us have studied 

marketing on a master’s level, although at different universities in different parts of the 

world. We believe that this gives us a wider perspective of the marketing phenomena 

and that we can bring different point of views and knowledge to our degree project.   
 

2.1.2 Practical pre-understanding 

We also have practical pre-understanding in the areas that are included in this degree 

project. We have both worked in the service sector, more precisely within the hospitality 

industry in for example restaurants and hotels. This means that we have knowledge 

about how service organizations operate and how it is to work in the service industry. 

We are experienced in meeting customers and have knowledge regarding how service 

businesses operate.  
 

As frequent users of social media, we also have pre-understanding in this area. We have 

knowledge about how social media works and how it is to be a user of social media. 

This has made it easier for us to understand the theories on social media related to 

relationship marketing. We also believe though that this can have a negative aspect to it 

since it may make us think that the population that we will test in our degree project, 

fans of Pite Havsbad’s Facebook page, are like us. That we are in some aspects in the 

same situation as the target population might decrease our objective interpretations of 

the results. We argue though that since we are aware of this and have this in mind at all 

times, it will make the risk of being subjective in the interpretations of the study lower. 
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Regarding the hospitality industry, we both have pre-understanding as customers to a 

company in this industry. We believe this affects us in the way that we have a better 

understanding of the customers and we have good knowledge about how the service is 

consumed through the whole service offer. We believe this will further increase our 

objectivity when thinking about how the customers actually feel and behave since we 

are putting ourselves in the role of the customer. We argue that we will try to be as 

objective as possible as this is very important for the result of our study.  

 

2.2 Research philosophy 
The researcher’s research philosophy affects how they think about the research process 

(Saunders, et.al, 2007, p. 102). Research philosophy is concerned about the nature of 

knowledge and how that knowledge is developed (Saunders et al., 2009, p. 107). This 

means that the research philosophy adopted by the authors lead to assumptions about 

how they view the world (Saunders et al., 2009, p. 108). There are two main parts of 

research philosophy; ontology, which regards assumptions about how the world works 

(Saunders et al., 2009, p. 110), and epistemology, which is about what is acceptable 

knowledge in a study field (Saunders et al., 2009, p. 112). Ontology is a wider concept 

than epistemology since it regards how researchers see the world (Saunders et. al., 2007, 

p. 108).  
 

Within ontology there are two different ways that the researchers can view the world; 

according to objectivism and subjectivism (Saunders et al., 2009, p. 110). Objectivists 

see social entities as independent of social actors (Bryman, 2011, p.36). Subjectivists 

believe that social phenomenon are constantly created by the social actors in it (Bryman, 

2011, p.37). Objectivists would see the culture of an organization as something that the 

organization ‘has’ and subjectivism on the other hand see the culture of an organization 

as something that the organization ‘is’ (Saunders et al., 2009, p. 111).  
 

Within epistemology there are three main philosophical stances; positivism, realism and 

interpretivism (Saunders et al., 2009, p. 113). Positivists explain knowledge in a similar 

way as natural scientists do (Bryman, 2011, p. 31). This means that knowledge is 

reached by phenomena that you can observe by the senses (Bryman, 2011, p. 30). The 

research process for a positivist starts by using existing theory and through that develops 

hypotheses that will be tested (Saunders et al., 2007, p. 103). The positivist rely more on 

facts than on impressions and the outcome is usually law-like generalizations similar to 

what is found in natural science (Saunders et al., 2007, p. 103, 121). The development of 

knowledge should be a value-free process i.e objective. (Saunders et al., 2009, p. 114). 

The positivists will have an emphasis on quantifiable observation, which means they 

usually do statistical analysis (Saunders et al., 2009, p. 114). Realism explains 

knowledge in a similar way as positivism because it also has a scientific approach to the 

development of knowledge and there is an external reality, which should be focused on 

(Saunders et al., 2007, p. 105). What the senses tell us about reality is true according to 

the realism philosophical stance (Saunders et al., 2009, p. 114). Interpretivism is the 

third epistemological view, which claims that there has to be a difference between the 

research on humans and research on objects (Saunders et al, 2009, p. 116). 

Understanding and interpretation are keywords in this subjective view of looking at 

knowledge (Saunders, et al., 2007, p. 106). The researcher has to catch the subjectivity 

of social acts (Bryman, 2011, p. 32).  
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In our research we have adopted a positivistic epistemology. This is because we explore 

a topic from an objective point of view and emphasize on doing quantifiable 

observations. Throughout our research we want to be objective and not put value in the 

responses in the data collection. Further on, we rely on facts rather than impressions, and 

aim to find law-like generalizations that we can apply on the whole population. Since we 

perform this research with a positivistic epistemology it comes natural that we also have 

an objective view of the reality. We do not want to involve our personal feelings in this 

research, but instead be objective and see the facts without interpretations. Following 

this, we also aim to develop hypotheses from existing theories and test them empirically, 

which is a part of the positivistic view.  
 

It is important in research projects to explain how the authors see the reality because this 

affects the strategies they choose and the methods that follow those strategies (Saunders 

et al., 2009, p.110). The area of how researchers view the nature of reality is called 

ontology and there are two different aspects of this (p.110). The first aspect is 

objectivism which portrays that social entities can or should be perceived as objective 

entities. According to Bryman (2011, p. 36), the objective point of view explains social 

phenomenon as something that exists outside our mind and we have no ability to affect 

it. The other way to look at the reality is through the subjective point of view, which 

explains the reality as built up by the social actors and the actions of them (Saunders et 

al., p. 110,). In our research we adopt an objective view on the reality since this goes 

hand in hand with our positivistic epistemology. Pite Havsbad’s Facebook page has over 

6000 likes and even though we will not reach out to all of these or even receive answers 

from all those we reach out to, we still aim to reach out to a large audience to be able to 

generalize the findings from our study to the whole population. This means that we will 

only be able to receive facts and not collect subjective feelings and emotions of the 

respondents. 
 

2.3 Research approach 
There are different ways concerning how to approach a research; deductive or inductive 

approach (Saunders et al., 2009, p. 124). Using a deductive approach means the 

researchers develop hypotheses from existing theories and then test these hypotheses 

(Saunders et al., 2009, p. 124). The deductive approach aim to find explanations to 

causal relationships between variables, often by collecting quantitative data, even though 

deductive approach can also use qualitative data (Saunders et al., 2009, p. 125). 

Deductive approach also uses a structural methodology to be able to replicate the study 

and be able to do generalizations of the results from the study (Saunders et al., 2009, p. 

125).  
 

An inductive approach means the researcher develop a theory by data collecting and 

observation (Saunders et.al, 2007, p. 117). The deductive process follows a logical 

order, which starts in existing theories, and end in a confirmed or rejected hypotheses 

(Bryman, 2011, p. 26-27). Unlike the deductive approach, in an inductive approach it is 

more common to collect qualitative data and there is less concern about the need to be 

able generalize the findings (Saunders et al., 2009, p. 127). 
 

The deductive process is appropriate for testing causal relationships between variables 

(Saunders et.al, 2007, p. 117) and since this is something we aim to do in our research 

we have chosen to adopt a deductive process. We aim to test the relationship between 
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Pite Havsbad’s Facebook content and trust, commitment and satisfaction and further on 

what relational benefits customers experience. 

2.4 Research design 
The research design is the plan of how we will proceed to answer our research question 

(Saunders et al., 2012, p. 159). There are two main research designs to use; qualitative 

design and quantitative design (Bryman, 2008, p. 39). A quantitative study is 

characterized by gathering numerical data in contrast to a qualitative study, which 

collects non-numerical data (Saunders et al., 2007, p. 145). When having a positivistic 

philosophy to research it is most common to use a quantitative method (Saunders, 2012, 

p. 162). Together with this, a deductive approach to research is usually associated with 

quantitative research (Saunders, 2012, p. 162). Because qualitative method is more 

focused on collecting subjective data and socially constructed meanings, it is more 

related to the interpretive philosophy and the inductive approach to research (Saunders, 

2013, p. 163).  
 

Following our research philosophy and research approach we aim to use a quantitative 

method for our research. A way of doing a quantitative study is by conducting a survey 

(Saunders, 2012, p. 161). We will conduct a survey that will be posted on Pite 

Havsbad’s Facebook page, which has approximately 6000 fans, which is our population. 

In our survey we have included some qualitative elements in the form of open-ended 

questions because we want to complement the quantitative questions with more 

information.   
 

2.5 Choice of theories 
Since our research question deal with companies’ Facebook activities effect on customer 

relationship building we have mainly used theories from the areas of relationship 

marketing, services marketing, customer relationship management and social media. 

Services marketing and relationship marketing is related since services marketing views 

relationship building and management as vital cornerstones of marketing (Grönroos, 

1994, p. 353) (Quo vadis marketing? Toward a relationship view of marketing) 

Customer relationship management can be seen as an application of relationship 

marketing and both relationship marketing customer relationship management  (Berry 

1983, Christopher et. al, 1991, Grönroos 1994 and Buttle, 1996, cited in Vilgon & Hertz, 

2003, p. 271).  
 

We have also used theories that combine some of these research areas, for example 

Social CRM that combines customer relationship marketing and social media. We have 

used theories mostly from scientific articles but also some books. Journals are seen as 

reliable sources (Bryman, 2011, p. 120), and therefore we see it as a strength that we 

have found most of our theories in scientific articles found in well-known journals 

within the subject of marketing. Another aspect that we see as a strength in our degree 

project is that we have always tried to find the original source. This in order to avoid 

secondary resources since they are subjective interpretations of the original source. In 

some cases we have had to use the secondary source because the original source has not 

been available to us.  
 

Since the main theme in our degree project is relationship building through social media, 

we included relationship marketing in our literature review. When examining the 
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theories in the area of relationship marketing we found trust, commitment and 

satisfaction as recurrent terms related to relationship building. We also did our literature 

review in the area of services marketing since relationship marketing is related to it. In 

services marketing there is a focus on building customer relationships (Grönroos, 1994, 

p. 353). Another aspect is that PHG operates in the service sector, mainly the hotel and 

hospitality industry, and therefore it is useful for us to use theories regarding services 

marketing.   
 

Social media is a popular tool for marketers to use and also a platform where many 

consumers are present today (Heller Baird & Parasnis, 2011, p. 30). The exploration of 

the possibility for marketers to build relationships with customers via social media is an 

emerging research field: Social CRM (Faase et al., 2011, p. 1). Therefore we argue that 

it is important to examine social media as an opportunity for companies to build 

relationships. We believe that all these theories that we have combined in our conceptual 

model will help us answer our research question 
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3. Theoretical framework 
This theoretical framework will introduce the theories that we build this research upon. 

We will start with the broad concept of services marketing which we see as the context 

that hotels are operating in, we will then narrow it down to relationship marketing, and 

then move on to CRM, Social CRM and social media. Finally we will present our 

conceptual model and the hypotheses it consists of.  

 

3.1 The context of services 
Since this degree project involves the hotel sector, which is operating in the service 

sector, we see it as significant to our research to understand the theoretical field of 

services marketing. Traditional goods-based marketing theories do not provide 

marketers with the tools or knowledge to handle the features of services. (Grönroos, 

2006, p. 319; Boom & Bitner, 1981 cited in Akroush, 2010, p. 128). Because of this we 

see it as important for companies in the hotel industry, whose core offer is a service in 

the form of a hotel stay, to include knowledge from the services marketing field in the 

process of creating their marketing activities.  

 
In its early history, marketing was focused only on selling agricultural products (Brown 

et al., 1994, p. 24). Later on it developed to include marketing of physical goods but 

services were not given much attention in marketing theory before the year of 1980 

(Brown et. al, 1994, p. 24). The first time the question of whether goods and services are 

different occurred in research in 1969 (Brown et al., 1994, p. 25). The seed to the 

development of the field of services marketing was set in the 1970’s but it did not 

develop to be an academic field until 1990 (Berry & Parasuraman, 1993, p. 13). At this 

time services marketing had become a sub discipline within marketing that grew fast as 

an academic field (Berry & Parasuraman, 1993, p. 13).  

 
One of the factors to why the field of services marketing emerged was because of a 

growing service sector in the U.S economy and thus an increasing demand for service 

marketing knowledge (Berry & Parasuraman, 1993, p. 17). Although already in the mid 

1940s the US economy mainly existed of services, which means it took some time for 

the services marketing field to develop (Brown et. al, 1994, p. 24). Because the service 

sector is a large part of the economy today, both in the U.S and in other economies, it is 

not surprising that a lot of research in marketing is focused on services (Fine, 2008, p. 

163).  

 
Brown et al. (1994, p. 22) argue for three main factors that have influenced the 

development of services marketing. These factors are that there has been considerable 

interaction between academics and practitioners, that there has been a lot of integration 

with other fields, such as human resources management, and that the literature of 

services marketing has been international from the beginning (Brown et al., 1994, p. 22). 

Also Lovelock & Gummesson (2004, p. 20) argue that a special characteristic of service 

research is that it has been international from the beginning, being developed at the same 

time in the US and Europe.  

 
There are four key characteristics that differentiate physical goods from services: 

intangibility, inseparability of production and consumption, heterogeneity and 
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perishability (Zeithaml et al., 1985, p. 33). These characteristics have been mentioned as 

defining aspects of services as far back as in the 1960’s (Lovelock & Gummesson, 2004, 

p. 23). They have been the building blocks for most research within services marketing 

and are a fundamental part of services marketing (Martin, 1999, p. 325). One of the 

important aspects that distinguishes services from physical goods is that the customers 

are participating in the production process as co-producers of the service; the 

characteristics of inseparability.  

 
Inseparability describes the fact that, in most services, production and consumption 

happens simultaneously (Zeithaml et al, 1985, p. 33). For example the consumption and 

production of a hotel stay happens simultaneously. This characteristic of services means 

that, even though service employees are the most important factor for a successful 

exchange, the role of the customers have to be considered since they play an important 

role in the creation of the service (Sierra & McQuitty, 2005, p. 393). Grönroos says that 

the most important contribution that the research in services marketing has made to 

marketing in general is that consumption is not entirely separated from production 

(Grönroos, 2006, p. 319). In the hotel industry, which Pite Havsbad is operating in, an 

example can be that the service of a hotel stay is produced when the customer is staying 

at the hotel, which means that production and consumption of the hotel stay happens 

simultaneously, in other words they are inseparable. 

 
Intangibility is the most cited difference between services and goods (Lovelock & 

Gummesson, 2004, p. 25). It describes the fact that services do not have a physical 

evidence and it has been argued to be the root from which all other differences between 

services and goods has developed (McDougall & Snetsinger, 1990, p. 28). Levitt (1981, 

p. 94) argues that all products, both services and goods, are intangible to a certain 

degree. He further says that this degree of intangibility affects the attraction of 

customers in a significant way. For products with a high degree of intangibility holding 

on to customers can be problematic (Levitt, 1981, p. 94). He mentions hotels as one 

example of a service that is hard to try out before purchasing it (Levitt, 1981, p. 96). 

According to Grönroos (2008, p. 107) the expectations that the customers have will 

affect how they evaluate the service quality. The benefits for the customers of having 

relationships with a company are especially important regarding purchases of services 

since services involves a higher degree of risk due to the intangibility (Bejou et al., 

1998, p. 170). By using the Facebook page to post content, Pite Havsbad can reduce the 

intangibility by creating expectations of how the service outcome will be. We argue that 

Pite Havsbad have to consider this when marketing their hotel and planning what 

activities to include on their Facebook-page. Carman & Langeard (1980, p. 7) described 

the two characteristics of intangibility and inseparability as important factors for 

strategic planning. Since we aim to aid Pite Havsbad with the creation of social media 

marketing strategies by doing this research we see it as important to consider the theory 

of the differentiating characteristics of inseparability and intangibility.  

 
The characteristic of heterogeneity means that services are different from time to time, 

since the quality of the service depends on the location, the specific employee delivering 

the service, and that the same employee can deliver varying service quality from one 

hour to another (Martin, 1999, p. 324). In the hotel context this would mean that a hotel 

stay at Pite Havsbad could be different from time to time since there may be different 
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employees serving the customer and then different employees can act in slightly 

different ways. The time can also affect in that it may be more or less customers at the 

hotel, depending on the season, which can affect how the customer experience the stay 

at the hotel. By using Facebook to get to know their customers better Pite Havsbad could 

get a better prediction of when there will be more customers at the hotel and what is 

important for the customers’ service experience depending on the season. 

 
That services are perishable means that they cannot be stored, since they are produced 

and consumed at the same time (Martin, 1999, p. 325). This leads to an increasing 

importance of planning the supply and demand of the services, if this planning is not 

correct it can have devastating consequences since there is not buffer inventories 

(Martin, 1999, p. 325). For the context of hotel services this means that it is important 

for Pite Havsbad to plan their supply and demand timely. They need to know when there 

are more customers visiting Pite Havsbad and when there are fewer customers. In the 

summer for example they have more customers and they have to plan for this high 

season (H. Ljungstedt, personal communication, 2014) 

 
Lovelock and Gummesson (2004) criticize the distinguishing characteristics of services, 

and even the entire research field of services marketing as distinguished from the 

general marketing and management theories, in their research. They argue that the 

services marketing environment has changed a lot since the research field of services 

marketing was developed (Lovelock & Gummesson, 2004, p. 37). This because of the 

new technology that exists today, such as the Internet and personal computers, which 

has changed the game field for the services marketing research field (Lovelock & 

Gummesson, 2004, p. 37). Also in practice this has affected the way that companies can 

develop their service offers (Grönroos, 2008, p. 187). For example, thanks to the Internet 

the interaction between the customer and the company has improved and services are 

more easily available for the customers (Grönroos, 2008, p. 187). This is especially 

significant to our degree project since we are taking the services marketing concept in to 

the Internet context and more specifically the context of social media. We still see that 

the classical service marketing theory is appropriate for our degree project since the 

hotel industry experience the defining characteristics of services, for example there is a 

degree of intangibility and inseparability of the hotel stay. We see that Lovelock and 

Gummesson’s (2004, p. 37) critique have a point but we do not see it as entirely true yet, 

perhaps it will be in the future. The defining characteristics may have a decreased the 

difference from physical goods, but it is still there. We argue that the characteristics is 

important both in marketing of services and physical goods, since physical goods can 

also be seen as a delivery of a service. 

 
We think Lovelock & Gummesson’s (2004, p. 37) critique against the distinguishing 

characteristics of services is a very interesting point of view of services marketing and 

want to consider it in our degree project to be able to be more objective towards the 

research field. The Internet might have made the characteristics of services not as special 

for services anymore (Lovelock & Gummesson, 2004, p. 32). For example in many 

services today humans have been replaced by automation which has led to a reduced 

variability in output, which means that services can not be defined from goods by 

heterogeneity in the same way anymore (Lovelock & Gummesson, 2004, p. 32). This is 

important to have in mind when designing service offers. We argue that the 
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characteristics of services marketing could be overcome by the use of social media 

marketing since social media opens up for new opportunities to communicate and co-

produce the service together with your customers. One of our sub purposes is to examine 

this issue and see how Pite Havsbad can use social media to overcome the challenges 

with services marketing. 

 
Grönroos (2008, p. 26) say that companies today face a challenge in using information 

and knowledge to develop a service offer that is more customer oriented and value 

creating. Companies can also use this information and knowledge to create a total 

service offer, which includes more than only the core service or physical product 

(Grönroos, 2008, p. 26). We see that Facebook could be a part of the solution to this 

challenge as it can be part of the total service offer and therefore add more value to the 

core offer. In the case of Pite Havsbad the value would be that the customers have an 

extra communication channel to the company via Facebook. Facebook makes it easy for 

the customers to make their voice heard and express opinions and also see the response 

to other customers’ questions. It will be an additional contact point to the existing such 

as reception, telephone and e-mail. 

 

3.2 Relationship marketing 
Relationship marketing has been a study field for a long time in the history of marketing 

(Morgan & Hunt, 1994 p. 20). Sheth and Parvatiyar (1995, p. 397-398) give the 

explanation that the popularity of relationship marketing goes hand in hand with the 

increase of interest in direct marketing. This since the degree of emotional attachment 

increases with the parties directly dealing with each other which will create a better 

understanding for one another; the foundation of a relationship (Sheth & Parvatiyar, 

1995, p. 398). Other drivers of the emerging interest of relationship marketing are 

according to Sheth & Parvatiyar (1995, p. 398) the rushing technological development 

that continuously changes the field of interaction between customers and companies, the 

customization of products and services and the fact that “direct interface” has returned in 

all markets. 

 
In the mid 1800s the market was unsaturated and therefore the focus was on production 

and there was not the same need of being customer oriented as it is today; companies 

could sell almost anything they produced (Bose, 2002, p. 89-90). After hand competition 

was rising which gave customers more power to choose who they would buy from and 

companies had to find ways to attract people to buy their products (Bose, 2002, p. 90). 

Today, the supply is often bigger than the demand and new customers are hard to attract 

(Bose, 2002, p.90). Mass marketing techniques are not as efficient as before and it gets 

more and more important for companies to rely on existing customers (Grönroos, 2008, 

p. 39). The customers are becoming more demanding and they can easy find information 

about other options if an offer does not live up to their expectations (Grönroos, 2008, p. 

39). It is more profitable for a company to put focus on keeping current customers than 

searching for new ones to replace the customers they lost (Grönroos, 2008, p. 39). We 

argue that this creates good reasons for why companies should allocate their resources 

on building relationship with customers; which is why our research on how Pite 

Havsbad can build relationships important. 
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To be able to understand what relationship marketing is about, we need to distinguish 

the difference between the transactional view on marketing and the relational view of 

marketing. The transactional view focuses on a short duration, with a quick start and 

ending of the time when the service is provided (Dwyer et al., 1987, p. 13). Marketing 

exchanges that are described as transactional reflects the traditional marketing mix and 

creates short-term economic transactions, which are formal, impersonal and isolated 

from each other (Pels et al., 2000, p. 14). In the relational view on the other hand, focus 

is on creating long-term relationships with customers, as well as with other stakeholders, 

that will benefit both parties in several ways (Akroush, 2010, p. 133). The company has 

to consider the profit they will receive from the customers’ entire relationship to the 

firm, not only from single transactions (Bose, 2002, p. 90).  

 
There are different arguments about if a paradigm shift has taken place or not. 

According to Webster (1992, p. 14), there has been a shift in how marketing is viewed; 

from a transactional view to a more relational view. Although, other authors state that 

the paradigm shift is not fully evolved and views the relational and transactional view as 

complementary to each other (Zineldin & Philipson, 2007, p. 230). In the context of the 

hotel industry there are many researchers who argue for the great importance of a 

relationship centered view on marketing (Padilla-Meléndez & Garrido-Moreno, 2013; 

Sigala, 2005; Olsen & Connolly, 2000, cited in Sigala, 2005; Gilmore & Pine, 1997, 

cited in Sigala, 2005; Luck & Lancaster, 2013). This because of the higher customer 

turnover in the hotel industry (Sigala, 2005, p. 392; Padilla-Meléndez & Garrido-

Moreno, 2013, p. 1), increased competition (Sigala, 2005, p. 392; Padilla-Meléndez & 

Garrido-Moreno, 2013, p. 1; Luck & Lancaster, 2013), rising customer expectations and 

growing customer acquisition costs (Olsen & Connolly, 2005, cited in Sigala, 2005, p. 

392; Gilmore & Pine, 1997, cited in Sigala, 2005, p. 392) This means that we are 

making a valuable contribution to Pite Havsbad by helping them exploring their 

opportunities of relationship marketing to increase competitive advantage. Sustainable 

customer relationships help the company achieving strong competitive advantage 

against other competitors, a crucial point in today’s competition (Marzo-Navarro et al., 

2004, p. 426). 

 

The traditional way of looking at beneficial outcomes of a relationship is to see it from 

the company perspective (Gwinner et al., 1998, p. 101). By developing relationships 

with customers the company will experience several different benefits which is the 

reason for why companies should focus on a relational view on marketing (Gwinner et 

al., 1998 p. 101). One benefit that companies can experience by maintaining and taking 

care of relationships with customers it that the customers will return to the company and 

do repurchases (Grönroos, 2008, p. 39; Wong & Sohal, 2006, p. 244). Customer 

retention has been shown as more profitable for companies than trying to constantly 

attract new customers (Grönroos, 2008, p. 39). Customer retention is important because 

customers who leave the company does not only take the margins from the current 

transactions with them but also all future margins that the customer would have yield the 

company if they stayed in the relationship with the company (Buttle, 1996, p. 6). 

Another benefit with a relationship-oriented view is that loyal customers will spread 

positive word-of-mouth, which will create a good reputation for the company (Beatty et 

al, 1996, p. 225). Barnes (1997, p. 773) mentions another desirable outcome of having 

relationships with customers, which is the ability for the service provider to recover after 

a service failure.  
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Because of the highly competitive market and an increased globalization in the hotel 

industry, where there is an ongoing fight about the customers’ attention, a relationship-

oriented view must be implemented to enhance customer loyalty and secure the 

profitability (Sigala, 2005, p. 392). At the same time, customers are becoming more 

selective and as their expectations are rising higher demands are put on hotels to satisfy 

their customers even more (Sigala, 2005, p. 392). Therefore, the pressure is on creating 

more value for the customers than they would experience through only one transactional 

purchase, this to make them truly committed to the relationship (Piccoli et al., 2003, p. 

62-63) On top of that, the customers in a relationship with the company also expect to 

receive superior delivery of the core service (Gwinner et al., 1998, p. 102) We see this as 

valid arguments for why our research is important in this particular industry.  

 
It is also of value to mention that customer relationships do not only have a positive 

side. Current marketing trends tend to focus more on the positive sides of relationships 

and forget that there can also be negative sides to it (Vilgon & Hertz, 2003, p. 270). One 

negative aspect that is often talked about is the loss of customer integrity in loyalty 

programs (Vilgon & Hertz, 2003, p. 270). Another aspect of relationship marketing is 

that some customers do not want to be in a relationship with the company for different 

reasons, for example they do not have the time, interest or emotional energy it takes 

(Dowling, 2002, p. 89). The reason to this is that relationships demand trust, 

commitment, sharing of information etc. between the parties (Dowling, 2002, p. 89). 

Therefore, organizations should perform both transactional and relationship-marketing 

efforts since not all customers want to have the same relationship with the company 

(Garbarino & Johnson, 1999, p. 70).  

 
Also there is a paradox for companies to create relationships with customers since the 

company wants to sell products or services to the customer to make profit on them 

(Dowling, 2002, p. 89). From the company perspective, there are also authors who argue 

that long-term customers are not always profitable; it is the lifetime value and not the 

duration of the relationship that decides the profit of the relationship (Reinartz & Kumar, 

2000, p. 17). High-revenue customers are always valuable, regardless of the duration 

time of the relationship (Reinartz & Kumar, 2000, p. 17). Even though there exist 

negative sides of relationship marketing we argue that the positive sides are stronger. As 

long as the company uses the right strategies to keep the customers in a relationship and 

know when they have to end a relationship with an unprofitable customer, there are 

more advantages than disadvantages.  

 
A lot of the literature on relationship marketing is not specific about whom the 

customers are actually having a relationship with; the company, members of the staff in 

general or with a particular employee (Barnes, 1997, p. 771). According to Barnes 

(1997, p. 771) this is especially important for companies engaged in services marketing 

to know because it has implications for how the customer relationship should be 

managed. Customers visiting a hotel always get some kind of relationship with either the 

company, personnel in general or specific members of the staff, but in the case of 

Facebook the company can grow a stronger relationship with its customers through more 

interactive communication over time. A relationship that started to evolve during the 

visit at the hotel can continue to grow via Facebook after the visit. Also before the visit 

Facebook can be the starting point of a relationship and then the actual visit develops 
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this relationship. The time perspective is important to consider since relational exchange 

develops over time (Dwyer et. al., 1987, p. 12). In the case of Pite Havsbad we argue 

that the relationship that the customers get through Pite Havsbad’s Facebook-page, is 

with the company and not particular employees, since Pite Havsbad is communicating 

using the company name and not particular employees’ names. We believe though that 

the customers can get a closer relationship also with members of the staff in general 

since Pite Havsbad post pictures and information on their employees and from their 

workdays in the office.  

 
In general the Internet has made it possible for new ways of interaction between the 

customers and the company which, according to Grönroos (2008, p. 37-38), develops the 

way an exchange takes place in a relationship. In conclusion, regarding all previous 

arguments, we believe a combination between social media and relationship marketing 

creates a remarkable possibility for a positive outcome in the form of long-term 

customer relationships for a company in the service sector. 

 

3.2.1. Relational benefits 
The research made on benefits as outcomes of a relationship is more focused on the 

company perspective and the benefits they receive by having loyal customers, as mentioned 

before. Ravald and Grönroos (1996, p. 24) explains that from a customer point of view, the 

outcome of a relationship would be a range of positive feelings consisting of feelings of 

security and safeness, credibility and continuity whereby a feeling of trust is developed. 

They further argue that these feelings would make a contribution to the decrease of sacrifice 

that the customer would need to make in the time the service is provided, which is of great 

value for the customer (Ravald & Grönroos, 1996, p. 24-25). It is obvious that a company 

wants loyal customers, but it is also essential for the customers to find companies who are 

willing to address their loyalty (Berry, 1995, p. 237). It is consequently explored (even 

though not as much as from the company perspective) that the customer also receive other 

benefits as an outcome of a positive relationship with a company, yet, benefits must outscore 

the value of one single transaction and go beyond core-service performance to make it 

valuable for the customer to be in a relationship with the company (Gwinner et al., 1998, p. 

102).  

 
A research made by Gwinner et al. (1998, p. 102) shows an empirical study that examines 

the different positive outcomes (benefits) that customers experience while being in a 

relationship with a firm. These benefits that the research showed as valid are categorized as 

confidence benefits, social benefits and special treatments benefits (Gwinner et al., 1998, p. 

101). The confidence benefits are described as psychological benefits, referred to as reduced 

anxiety and a feeling of being more secure with a service provider (Gwinner et al., 1998, p. 

104). This type of benefit also has a connection with the feeling of trust that a customer may 

have when dealing with a company, and is considered as developed over time (Gwinner et 

al., 1998, p. 104).  

 
Social benefits within relationships could be explained to go as far as a developed friendship 

between the service personnel and the customer where the interaction plays an important 

role (Gwinner et al., 1998, p. 104). The social aspect plays an important role in the service 

setting and repeated meetings with a service encounter makes it natural for social benefits to 

arise for the customer (Czepiel, 1990, cited in Berry, 1995, p. 238). Social benefits can also 
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satisfy one of humans basic needs; to feel important (Jackson, 1993, cited in Berry, 1995, p. 

238).  

 
The special treatment benefits are divided into economic and customization benefits 

(Gwinner et al., 1998, p. 104). The customer will experience economic benefits in a 

relationship when discounts are given away from the service provider and also when the 

customer experience that he/she saves time by being loyal to a company (Gwinner et al., 

1998, p. 104). A customized benefit is described as a tailored solution for the customer who 

will then experience that their particular needs are met with success (Gwinner et al., 1998, p. 

105).  

 
Barnes (1997, p. 766) argue that there is a tendency within relationship marketing to view 

the relationship between a customer and a service provider from a company perspective, and 

that much less research has examined this from a customer point of view. With our research, 

we will give valuable information to Pite Havsbad about their customers’ perceptions of 

their relationships with the company. To put this view of customers’ perceived benefits, 

within the context of social media and the hotel industry, we aim to study the relationship 

between the factors trust, commitment and satisfaction within social media functions and if 

they have any connection to relational benefits that the customer may receive. Therefore we 

have chosen to include it in our conceptual model. 

 

3.2.2. Relationship drivers 
Throughout the exploring of relationship marketing, three factors that are constantly 

mentioned as having impact on the relationship are trust, commitment and satisfaction 

(Morgan & Hunt, 1994; Fornell, 1992; Raciti et al., 2013; Aurier & N’Goala, 2009; Ravald 

& Grönroos, 1996). These three factors have been examined as positive outcomes of a 

relationship (Liljander & Roos, 2002; Palmatier et.al, 2007) and as drivers and prerequisites 

of relationships (Berry and Parasuraman, 1991, p. 144; Nusair et al., 2012, p. 14; LaBarbera, 

1983, p. 393). In the following section, we will look at how these three factors separately are 

viewed in the research of relationship marketing and how we will integrate them in our 

conceptual model. 

 

3.2.2.1 Trust  

Trust is a well-explored concept in the field of relationship marketing and a range of 

definitions of the term has been stated (Wong & Sohal, 2006, p. 247). A well-known and 

common definition of trust, made by Morgan and Hunt (1994, p. 23) is “[...] trust as 

existing when one party has confidence in an exchange partner’s reliability and 

integrity”. Moorman et al. (1992, p. 315) add the concept of willingness to the definition 

by stating “if one believes that a partner is trustworthy without being willing to rely on 

that partner, trust is limited”. Findings made by Berry and Parasuraman (1991, p. 144) 

convince the importance of trust by stating that trust is required for a relationship’s 

existence between a customer and a company and Grönroos (1996, p. 14) calls trust a 

“key ingredient” within the field of relationship marketing.  

 
Another aspect in the developing of trust is the role of the contact personnel that the 

customers are in touch with. The contact personnel plays an important role in the 

building of trust by meeting the special needs of the customers, acting as problem-

solvers in a more personal level and showing that the customers best is their number one 
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priority (Beatty et al., 1996, p. 225). Since the ability to interact with the customers 

increases by using Facebook as a marketing channel (Hansson et.al, 2013, p. 114), we 

believe that it is important to consider the role of the employees who manage the 

Facebook-page. For Pite Havsbad it is important that the people who manage the 

Facebook-page have the right knowledge about how to use it. A strategy for this needs 

to be in place for Pite Havsbad’s employees to be able to communicate according to the 

goals and vision they set up, this is what our research will help Pite Havsbad with. 

 
Kim and Ahmad (2013, p. 440) put the concept of trust in the setting of social media and 

define it as “a subject’s degree of belief in a content provider’s task competence, based 

on the expectation that the content provider generally and consistently delivers 

satisfactory and high quality content”. They further say that trust in the content provider 

on social media means that the consumer is willing to believe the content even if there is 

a risk in it, and this act is related to feelings of security and strong positive emotions 

(Kim & Ahmad, 2013, p. 440). For our research, this means that a certain degree of trust 

is possible to accomplish through the use of Facebook and the content shared to the fans. 

Because the Internet creates a large uncertainty for customers, trust becomes very 

important in the online environment (Baranov & Baranov, 2012, p. 18). The arguments 

on trust’s effect on the customer relationship, and the fact that customer relationship 

leads to relational benefits, leads up to our first hypotheses: 

 
Hypotheses: 

H1 a) Trust has a positive effect on confidence benefits. 

H1 b) Trust has a positive effect on social benefits. 

H1 c) Trust has a positive effect on special treatment benefit. 

 

3.2.2.2 Commitment 

As the same as with trust, commitment is a recurrent term in the study field of 

relationship marketing (Morgan & Hunt, 1994; Liljander & Roos, 2002). In the 

commitment-trust theory, presented by Morgan and Hunt (1994, p. 22), they argue that 

both factors have a great impact on customer relationships. The same authors further 

explain relationship commitment, as when the partner at one side feel that the 

relationship is so important that they put maximum effort in maintaining it (Morgan & 

Hunt, 1994, p. 23). This is because of the possibility to achieve valuable outcomes for 

oneself while being in a relationship (Morgan & Hunt, 1994, p. 23). This makes it 

interesting for our research when testing relational benefits from the customers point of 

view and if they will experience any benefits as an outcome of a perhaps highly 

committed relationship. According to Evanschitzky et al. (2006, p. 1208-1212) 

commitment is a reflection of the consumer’s own evaluation of the context of 

consumption and the consumers active role of staying in a relationship with a company 

or a brand.  

 
Ashley et al. (2011, p. 750-752) explain commitment as an outcome of relationship 

program receptiveness (RPR) i.e. when the customers see the benefits with a relationship 

as worth the cost, and at the same time as a driver for the willingness to participate in 

loyalty programs. Commitment is the “highest stage of relational bonding” according to 

Dwyer et al. (1987, p. 23) and an important factor that will predict the behavior of the 
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customer when in a relationship with the firm (Ganesan, 1994, cited in Ashley et al., 

2011, p. 752).  

 
Affective and calculative (also referred to as continuance commitment (Allen & Meyer, 

1990, p. 1)) commitment are two types of commitment that have been explored in 

previous research (Nusair et al., 2012, p. 14). Affective commitment is described as the 

emotional feelings of attachment and enjoyment that the customer will experience when 

dealing with the service provider (Nusair et al., 2012, p. 15). An affectively committed 

customer has higher intentions to remain in a relationship and is also more willing to 

invest in the relationship (Nusair et al., 2012, p. 14). Calculative commitment on the 

other hand is when the customer is being loyal out of rationality, for example 

considering product benefits (Nusair et al., 2012, p. 15-16). It also involves that the 

customer perceives limited feasible alternatives, and stays with the service provider 

because of that (Evanschitzky et al., 2006, p.1208). Affective commitment have been 

examined as a stronger factor of predicting loyalty than calculative commitment but is 

more demanding to achieve and it takes more than transactional tools to reach affective 

commitment (Evanschitzky et al., 2006, p. 1208-1212). As we can see, both these types 

of commitment are relevant when deciding whether or not a relationship is developed 

between a customer and a service provider and are therefore vital for our research. These 

arguments show that committed customers are of great value for a company. The degree 

of commitment will tell us if the customer will be in a relationship with the company or 

not as it has been showed that a highly committed customer is more willing to be in a 

relationship (Nusair et al., 2012, p. 14). Because of that, we will include them in our 

conceptual model as relationship drivers.  

 
The hypotheses that we will test in our conceptual model are related to commitment’s 

effect on relational benefits. We argue that there should be an effect of commitment on 

the relational benefits, since commitment is a factor leading to the development of 

relationships (Morgan & Hunt, 1996, p. 22; Nusair et al., 2012, p. 14) and the relational 

benefits are outcomes of relationships (Gwinner et al., 1998, p. 101). Also Morgan & 

Hunt (1994, p. 24) state that commitment is a driver of relational benefits.  

 
Hypotheses: 

H2a) Affective commitment has a positive effect on confidence benefits. 

H2b) Affective commitment has a positive effect on social benefits. 

H2c) Affective commitment has a positive effect on special treatment benefits. 

 
Hypotheses: 

H3a) Calculative commitment has a positive effect on confidence benefits. 

H3b) Calculative commitment has a positive effect on social benefits. 

H3c) Calculative commitment has a positive effect on special treatment benefits. 

 

3.2.2.3 Satisfaction 

Customer satisfaction is a frequently discussed and recurrent topic in the field of 

relationship marketing. It has been examined both as a driver and an outcome of a 

relationship (De Wulf et al., 2001: Smith & Barclay, 1997). After a service has been 

bought and consumed, the customer evaluates the whole experience and the outcome is 

defined as the satisfaction he or she feels (Fornell, 1991, cited in Gustafsson et al., 2005, 
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p. 210). The evaluations will further on determine if positive word of mouth will spread 

and if repurchase intentions will arise (Gustafsson, et al., 2005, p. 211). The customer 

satisfaction works as a predictor of the overall service quality delivered by the company 

(Gustafsson et al., 2005, p. 210). To measure satisfaction has therefore been seen as 

especially important in the service business sector (Gustafsson et al., 2005, p. 210; 

Aaker, 1996, p. 323).   

 
We have found when doing a literature review on this area that satisfaction is something 

that is present both before and after a relationship has been established. A lot of research 

discusses relationship satisfaction as an important issue for companies to maintain and 

strive towards to get good quality relationships with its customers (De Wulf, et al., 2001, 

p. 36). Bejou et al., (1998, p.171) states that there are positive connections between 

satisfaction in general, relationship satisfaction and re-purchase intentions and that these 

connections emphasize the importance for companies to identify the factors that create 

satisfaction. This means that satisfaction in general is something that leads to 

relationships, since if the customers are happy with the services/products the company 

provides then they will return to the company and thus a relationship between the 

company and the customer will develop. Bejou et al., (1998, 171) argue that the 

customers’ evaluation of the quality of the relationship will be affected by how satisfied 

the customers are with the service/product and salesperson. Ghingold & Mayer (1986, 

cited in Beatty, 1996, p. 225) also argues for the importance of the contact personnel 

when determining how satisfied, and to what degree the customers will be satisfied with 

the relationship with the company. Through social media, we argue that employees of 

the company are able to communicate with customers on a new level by answering 

questions and interact with them on a more personal level. This might make it possible 

for the employees to increase their performance and thereby being able to satisfy their 

customers in a new way. This shows that satisfaction drives the development of a 

relationship. But when a relationship is developed satisfaction is also present as a 

moderator and outcome of the relationship (Smith & Barclay, 1997, p. 5).  

 
A close relationship between satisfaction and outcomes of a relationship has been 

identified by Rusbult (1992, cited in Ganesan, 1994, p. 5). This leads up to our 

hypotheses that satisfaction has an effect on the relational benefits the customers’ 

experience. 

 
Hypotheses: 

H4 a) Satisfaction has a positive effect on confidence benefits. 

H4 b) Satisfaction has a positive on social benefits. 

H4 c) Satisfaction has a positive effect on special treatment benefits. 

 

3.3 Conceptual model 1 – Relationship drivers and relational benefits 
As we have explained previously, trust, commitment and satisfaction are commonly 

used terms as either mediators affecting customer relationships, relationship requisites or 

drivers of customer relationships. Morgan & Hunt (1994, p. 22) state that commitment 

and trust lead to behaviors of cooperation that contribute to relationship marketing. They 

say that trust and commitment are mediators of relationship marketing (Morgan & Hunt, 

1994, p. 22) and also that commitment is an important driver of relationship benefits 

(Morgan & Hunt, 1994, p. 24). Some previous research state that only satisfaction itself 
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will not lead to relational benefits for the company, such as customer retention, but it 

sure do influence for example loyalty (Reichheld & Aspinall, 1993, cited in Bejou, 

1998, p. 171). We therefore argue that it is good to combine satisfaction with other 

drivers as trust and commitment to get a more complete picture of the relationship 

between the customers and Pite Havsbad. Also Dwyer et al. (1987, p. 22) argue that trust 

and commitment come before the relationship is established (and therefore before the 

relational benefits (Gwinner et al., 1998, p. 102)), since trust and commitment are a part 

of the development of a relationship.  
 

That trust, commitment and satisfaction are drivers of customer relationships mean that 

they exist prior to the relationship. Further on, one aspect of relationships that are 

researched within the relationship marketing area is relational benefits as outcomes of 

customer relationships. Relational benefits for customers have in previous research been 

defined as outcomes of a relationship (Gwinner et al., 1998, p. 102). A close relationship 

between satisfaction and outcomes of a relationship has been identified (Rusbult, 1991, 

cited in Ganesan, 1994, p. 5). According to what previous research says about the 

relation between trust, commitment and satisfaction and relational benefits, we argue 

that trust, commitment and satisfaction will define the relationship. According to De 

Wulf et al. (2001, p. 36) high rates of satisfaction, commitment and trust will predict if 

the relationship is of good quality or not.  The outcome of the relationship will then be 

that the customer experience relational benefits. This argues for why it should be a result 

of trust, commitment and satisfaction as shown in our conceptual model. By studying 

the customers feeling of commitment to the company, and together with the other two 

drivers trust and satisfaction in the social media context, we will examine if the 

customers perceive themselves as being in a relationship with the company and further 

on see if they experience any relational benefits.  

 
All these hypotheses on the relationship drivers effect on the relational benefits lead up 

to our first conceptual model, which can be seen below.  
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Figure 1. Conceptual model 1 of relationship drivers’ affect on relational benefits.  

 

 

3.4 Customer Relationship Management in the hotel context 
One area that has been explored as having a significant positive effect on a relationship 

marketing strategy is customer relationship management (CRM) (Wu & Lu, 2012, p. 

276). CRM deals with all the activities that a company needs to do to manage and 

maintain relationships with its customers (Yean & Khoo, 2010, p. 88). Activities 

included in CRM are to capture and analyse information about customers and the 

execution of using these data to leverage the output towards increased sales performance 

(Yean & Khoo, 2010, p. 88). CRM has been assumed to increase organizations’ 

competitive advantage and have a positive effect on the organization’s performance (Sin 

et al., 2005, p. 1264).  

 
There are many definitions of what CRM is and many studies closely link CRM to the 

definitions of relationship marketing (Sin et.al, 2005, p. 1265). For example Jackson 

(1985, cited in Sin et.al, 2005, p. 1265) defines CRM as “marketing oriented toward 

strong, lasting relationships with individual accounts” and Kotler and Armstrong (2009 

p. 37) define it as “the overall process of building and maintaining profitable customer 

relationships by delivering superior customer value and satisfaction”. These definitions 

can be compared with for example Shani and Chalasani’s (1992, p. 34) definition of 

relationship marketing as: “an integrated effort to identify, maintain and build up a 

network with individual consumers and to continuously strengthen the network for the 

mutual benefit of both sides, through interactive, individualized and value-added 

contacts over a long period of time”.  
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As can be seen the definitions have similarities. Both CRM and relationship marketing 

can be seen from a company perspective as an organizational value/culture that puts the 

relationship between buyer and seller at the center of the company’s strategies and 

operations (Sin et.al, 2005, p. 1266), but CRM is also concerned with the use of 

information technology when implementing relationship marketing (Ryals & Payne, 

2001, p. 3). According to Wu & Lu (2012, p. 276) CRM has its origin in the customer 

orientation concept, and it has grown gradually in the tourism industry to improve the 

relationship between companies and their customers.  

 
The different definitions of CRM can be divided into five perspectives (Zablah, 2004, p. 

476). One perspective is to see CRM as a process (Plakoyiannaki & Tzokas, 2001, p. 

229), other ways it has been defined is as a strategy (Croteau & Li, 2003, p. 22), as a 

philosophy (Piccoli et al., 2003, p.61), as a capability (Peppers et al., 1999 cited in 

Zablah et.al, 2004, p. 476) and a fifth perspective from which CRM has been defined is 

as a technological tool (Gefen & Riding, 2002, p. 48) We argue that CRM can be 

described according to all of these definitions and that the versatility of CRM is 

important to have in mind. It is a concept that includes the whole organization and 

involves people as well (Daugfors & Barkhi, 2009, p. 589). We therefore see it is an 

important ingredient for successful business and to successfully build, manage and 

maintain customer relationship.   

 
Over time when a relationship between the customer and the company is established, the 

customer will educate the company continually with information about the personal 

preferences, needs and wants of the customer; a long-time process that requires high 

switching costs for the customer if he or she decides to move on to another supplier 

(Piccoli et al, 2003, p. 63). This shows another aspect of why it is valuable for 

companies to put focus on a relational view and CRM. 

 
The relation between relationship marketing and CRM has been examined as significant 

in the hotel industry due to its heavy customer information flow (Padilla-Meléndez & 

Garrido-Moreno, 2013, p. 1; Luck & Lancaster, 2013, p. 55). Findings tells us that 

hotels can benefit from CRM by using the outcome of it to understand the needs and 

wants of their customers in order to deliver proper value to them in their service offer 

(Luck & Lancaster, 2013, p. 55). Also Milovic (2012, p. 26) supports this by stating that 

CRM can be used to personalize the experience for the customer and making the 

customer feel as being “fully taken care of” which in turn will increase the quality of the 

service. Luck & Lancaster (2013, p. 55) further argue that this environment creating 

process where information about the customers is handled with success, and 

relationships are maintained, still is a big challenge for the companies.  

 
Although, there has been significant problems particularly in the hotel industry where 

effective CRM strategies are hard to implement and also hard to match with a CRM 

system (Sigala, 2005, p. 392). According to Sigala (2005, p. 392), CRM is more of a 

business problem than a technology problem, and appropriate Information and 

Communication Technology (ICT) is needed for a successful implementation of a CRM 

strategy throughout the organization. ICT is defined as technology that helps to create 

dialogues and store customer information (Sigala, 2005, p. 397). We argue for that 

social media fits in this description with its many abilities for interaction and storage of 
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information about the fans. Facebook could therefore work as a useful tool for this type 

of technology. Also Faase et al. (2011, p. 2) argues for that traditional CRM lacks of 

two-way communication and information is only sent out from the company to the 

customer without any reply from the customer. The interactive part seems important, 

and we consider Facebook as a way of embracing this. Next part will connect CRM with 

social media and explain the possibilities with it. 

 

3.4.1 Social CRM 
Moving on from a traditional view of CRM into the Web 2.0 and social media domain 

creates new opportunities for handling customer information and building relationships; 

the new phenomena of Social CRM (Faase et al., 2011, p. 3). Greenberg (2010, p. 415) 

define Social CRM as both activities and a tool-set for marketing brought by social 

media. The tools used in traditional CRM are in general based on automating and 

utilitarian functions while the design and the looks of the social media tools (apps, blogs, 

social networks etc.) that are used in Social CRM are of the same importance. 

(Greenberg, 2010, p. 414) Social CRM opens doors for new opportunities in making 

consumers more active and it has been seen as an exceptional tool for maintaining 

relationships in the field of Word-of-mouth (WOM) marketing. The expenditure on 

social media in the United States is in 2016 expected to reach $5 billion, a doubled 

number since 2012. (Trainor, 2012, p. 317) We believe that this creates good arguments 

for why a company in the service business, particularly in the hospitality industry, who 

is aiming for building and maintaining relationship with their customers, should explore 

the field of Social CRM. Also, Faase et al (2011, p. 1) claims that the research field of 

Social CRM is emerging and future research is needed which shows a research gap 

exists in this field.  

 

The traditional way of looking at CRM has been challenged by the new term, Social 

CRM, and the conditions for how companies can control the relationship with their 

customers has changed (Heller Baird & Parasnis, 2011, p. 30). The customers are now 

more in control over the conversation with the company and also more influential in the 

dialogue through new channels of interaction within social media (Heller Baird & 

Parasnis, 2011, p. 30).  

 
The usage of web technology to increase profitability by engaging customers in 

personalized and beneficial relationships has been enabled by the development of the 

previously mentioned ICT (Milovic, 2012, p. 26). ICT has in turn made it possible to 

manage CRM systems online which is crucial for hotels when the communication with 

the customers mostly will take place over the Internet (Milovic, 2012, p. 27). The 

opportunities for interaction and sharing of thoughts, experiences and opinions have 

increased through the spreading of social media and this indicates the importance of 

engaging the powerful customers (Woodcock et al, 2011, p. 51). According to Trainor 

(2012, p. 319) customers value the social media applications for the interactive attributes 

they offer. Not only for connecting with their peers but also for the ability to interact 

with businesses (Rainie, Purcell & Smith, 2011 cited in Trainor, 2012, p. 319). 

 
Adapting to Social CRM requires a move from only managing the customers to creating 

valuable dialogues and experiences made through cooperation between the customer and 

the company (Heller Baird & Parasnis, 2011, p. 30). It is not about a one-way 
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conversation and sending out messages to a listening crowd, but about being more 

dynamic and listening, serving the customers the right kind of information on social 

media (Woodcock et al, 2011, p. 51). In order to connect and communicate with the 

customers, companies can use social media to educate, entertain and inform their 

customers and by that convert them into loyal customers (Woodcock et al., 2011, p. 53). 

A study made by Heller Baird & Parasnis (2011, p. 30-32) on 351 business executives in 

the countries United states, United Kingdom, Brazil, Australia, China, India, Germany 

and France showed that 79 % of the companies had signed up a company profile on a 

social networking site claiming that they would be old-fashioned if they did not. At the 

same time, suppliers of traditional CRM technology are starting to collect data from 

social media sites such as Facebook (Woodcock et al., 2011, p. 53). We can therefore 

draw the conclusion that the area of Social CRM is getting more and more important in 

the business world and that our exploration of this area is most likely valuable for Pite 

Havsbad. Pite Havsbad has also themselves expressed that they notice the increasing 

importance of social media, and particularly Facebook, as a marketing channel (H. 

Ljungstedt, personal communication,  2014).  

 
In order to succeed with social CRM, a strategy needs to be established (Woodcock et 

al., 2011, p. 52). Social CRM has also been defined as a business strategy (Greenberg, 

2010, p. 410). A first step towards creating a strategy is to find out what the customers 

value in the setting of a social network (Heller Baird & Parasnis, 2011, p. 33). By 

looking at the activities within Facebook and how the customers rate them we argue that 

we help Pite Havsbad to start formulating a Social CRM strategy. A successful strategy 

will help the company to better understand the customers and discover and respond to 

their needs, with a connection to the actual customer due to the customer profile 

(Woodcock et al., 2011, p. 54). It will also affect the business performance in a positive 

way because of the increased value that the customer will perceive (Trainor, 2012, p. 

319). Not saying that a strategy for Social CRM would take over and replace the existing 

CRM efforts but instead work as a complement to the original CRM strategy 

(Woodcock et al., 2011, p. 54). Traditional IT technology is still needed to support the 

Social CRM strategy (Woodcock et al., 2011, p. 53). Heller Baird & Parasnis (2011, p. 

36) mention some steps and recommendations that come next, after the creation of the 

social CRM strategy. This include for example to start thinking like a customer and ask 

yourself why your customer would want to interact with your company on social media, 

realize that social media is a major change in your company and thus integrate social 

media with the other touch points the customer have with the company and to get to 

know your customers also in other channels than social media to integrate the channel 

with other customer-facing initiatives (Heller Baird & Parasnis, 2011, p. 36).  

 

3.5 Social Media  
When the World-Wide-Web came to be a commonly used media by consumers in the 

mid 1990’s it affected the commerce in many ways, for example it became easier to 

communicate and access information (O’Connor, 2008, p. 47) and it put the control in 

the hands of the customers (Meadows-Klue, 2007, p. 246). The introduction of Web 2.0, 

which enables users to create and share content in an easy way, emerged in 2004 and it 

changed the way that interaction takes place on the Internet (Harrison & Barthel, 2009, 

p. 156). It seems as if there is a new revolution going on with the web developing from 

business-to-consumer marketing to peer-to-peer sharing of information (O’Connor, 
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2008, p. 47). One way that this revolution affects companies is that it becomes harder to 

create marketing messages positioned to the consumers (O’Connor, 2008, p. 47). 

O’Connor (2008, p. 47) describes that it is important for all companies, not least the 

travel sector, to adopt to the Web marketing’s changing characteristics. The 

phenomenon that consumers are using social media has led to the forming of a consumer 

democracy, consumers get more power when they are standing together and this means 

that marketers will be challenged like never before to get business (Patterson, 2012, p. 

533). This is an argument for why Pite Havsbad has to use their Facebook-

communication in a good way to keep up with the competition. 

 
Social media includes mobile- and web-based technologies, which act as interactive 

platforms where individuals can share, co-create, modify and discuss content 

(Kietzmann et al, 2011, p. 241). There are many social media sites of different kind; 

examples are blogs and micro blogs (i.e. Twitter and Blogger), social photo sharing sites 

(i.e. Flickr), social video sharing sites (i.e. YouTube) and social sharing of knowledge 

(i.e. Wikipedia) (Parra-Lopéz et al., 2011, p. 640). More examples of social media sites 

are Facebook, meant for the general mass, and LinkedIn, which is a professional 

networking site  (Kietzmann et al., 2011, p. 242). These different social media tools 

make users able to collaborate by searching, organizing, sharing, annotating and 

contributing to content (Parra-Lopéz et al., 2011, p. 640).  

 
The phenomenon of social media has significantly changed the way that companies can 

communicate with their customers (Mangold & Faulds, 2009, p. 357). According to 

Kietzmann et al. (2011, p.241) it seems like a new communication landscape is forming, 

as there is a tremendous exposure of social media in todays press. Traditionally 

consumers used the Internet to search for information; by reading and watching, to be 

able to buy products and services (Kietzmann et al., 2011, p. 241). Now this is changing 

and consumers are increasingly starting to use platforms - such as content sharing sites 

and social networking sites - to create, modify and discuss content on the Internet 

(Kietzmann et al., 2011, p. 241). This is the social media phenomenon and it can affect a 

firm’s reputation and survival (Kietzmann et. al, 2011, p. 241). There has been a huge 

growth of user-generated content on the Internet in the last years utilizing a series of 

tools defined as online social media (Sigala & Marinidis, 2009, cited in Parra-Lopez 

et.al 2011, p. 640).  

 
According to Kaplan & Haenlein (2010, p. 59) social media is a revolutionary trend and 

therefore all companies should be interested in it. It is important though for companies 

to understand that social media is not meant to be used for straightforward advertising 

and selling but for participation, sharing and collaboration (Kaplan & Haenlein, 2010, 

p.66). This is important for companies’ to understand to be able to use it in the right way 

(Kaplan & Haenlein, 2010, p. 65). An interesting argument that Kaplan & Haenlein 

(2010, p. 66) lay forward is that companies should not be too professional in their social 

media channels; instead they should be more personal to achieve successful social media 

marketing. Also they should not be afraid of making mistakes, the users will understand 

that mistakes sometimes happen (Kaplan & Haenlein, 2010, p. 67). We argue that this is 

true because of the fact that social media is more of a personal channel between the 

company and the customers than regular advertising.  

 

Even though it is clear that social media is powerful for firms many managers are still 
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unable or reluctant to develop strategies to use social media in an effective way 

(Kietzmann et al., 2011, p. 242). This can be a problem in the tourism industry since, as 

Parra-Lopéz et al., (2011, p. 640) states: it is of great importance for, specifically 

tourism organization managers, to understand the reasons to why tourists use and adopt 

social media before, during and after their trips. This is important because it affects the 

decisions that they make about their trips regarding everything from accommodation to 

activities to restaurants (Parra-Lopéz et al., 2011, p. 640). Customers nowadays think 

that other peoples’ opinions are more reliable than the information sent out from 

companies (Woodcock et al., 2011, p. 51). An example of this is shown in a study 

saying that 70 % of the hotel customers trust online reviews while only 14 % trust an 

advertisement (Santos, 2012). It is therefore proven that Word-of-mouth is today seen as 

very important, particularly for travellers and tourists (Milovic, 2012, p. 29). This is 

evidence to why it is important for Pite Havsbad to learn more about their customers, 

how they use Facebook to search for information about Pite Havsbad and what their 

attitude towards Pite Havsbad’s Facebook-page is.  

 
Kaplan & Haenlein (2010, p. 65) argue that being active is a crucial aspect for 

companies that are present in social media to reach success in the social media channel. 

They also say that it is of great importance to align the social media activities with the 

rest of the company’s activities; it has to fit into the corporate image of the company in 

order to be successful, otherwise it is risk for confusion and messages that contradict 

each other (Kaplan & Haenlein, 2010, p. 65). Another factor that is important to achieve 

success in the social media channel is to be interesting (Kaplan & Haenlein, 2010, p.66). 

Since social media is about communicating with your customers the company need to be 

interesting because otherwise the customers will not have any reason to “speak” to the 

company (Kaplan & Haenlein, 2010, p. 66). To be able to be interesting the company 

has to start with listening to its customers to get to know what they want to hear, what 

they want to talk about and what they think is interesting (Kaplan & Haenlein, 2010, p. 

66). After this the company can start creating posts that their customers find interesting 

(Kaplan & Haenlein, 2010, p. 66). For Pite Havsbad this is a step they need to take, they 

need to find out their customers’ opinions about Pite Havsbad’s social media channels. 

Through the survey that we will conduct for them they will go through this stage and get 

to know their customers better. After getting to know the results from the study they can 

create better social media strategies and post content that they know their customers are 

actually interested in. This will hopefully increase their customer engagement.  

 
Caers et al. (2013, p. 983) argue that the introduction and rise of Facebook has been the 

most important social trend in the first decade of the 21st century. Facebook is a social 

networking site that was founded in 2004 by Mark Zuckerberg (Hansson, et. al, 2013, p. 

112) as help for students at Harvard University to be able to communicate with each 

other (Krivak, 2008, p.1). The following citation is how Facebook describe themselves 

(Facebook, 2013).  

 
“Facebook’s mission is to give people the power to share and 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, 2013).  
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Since the start Facebook has grown to be the most successful social networking 

company in the world (Hansson, et al., 2013, p. 113). Over 80 % of Facebook users are 

now from outside US and the social networking site exists in 70 different languages, 

which makes Facebook a worldwide platform (Caers et al., 2013, p. 983). According to 

Patterson (2012, p. 533) it is a site that will not disappear in the near future, since it has 

become a part of the popular culture today.  

 

On Facebook individuals create an account where they can provide information about 

themselves such as name, date of birth, gender, email address etc. (Caers et al., 2013 p. 

983). Type of activities that individuals can do on Facebook are for example status 

updates, which are short public declarations, Facebook messages, which are essentially 

like emails, Facebook wall posts, which are publicly broadcast messages seen on the 

recipients page, “wall”, and on the News feed (Patterson, 2012, p. 528). Another 

example is commenting which is possible to do for every news items, such as status 

updates, a friend’s photograph and so on (Patterson, 2012, p. 529). 

 
Facebook started as a site for connecting individuals but today also organizations have 

the possibility to exist on Facebook where they can create fan-pages for the organization 

or its products (Caers et al., 2013, p. 992). One advantage for companies to use 

Facebook as a marketing channel is that their customers can communicate their wants 

and needs to the company (Hansson et al., 2013, p. 114). Organizations’ Facebook-

pages are attracting more consumers than the web-site of organizations which means 

social networking is the leading platform for relationship marketing for many brands 

(Lilley et al., 2012, p. 84). Consumers are leaving companies’ websites and are instead 

switching to their fan pages on Facebook (Lilley et al., 2012, p. 84). These facts present 

a strong argument for Pite Havsbad to be present on Facebook and put effort in 

managing the Facebook-channel in the best possible way.  

 
One aspect of Facebook that companies have to deal with is how to respond to negative 

comments. Research has shown that the best for the company is to deal with negative 

comments by answering them directly (Hansson et al., 2013, p. 123). When companies 

meet negative comments properly it can even enhance the company's credibility and 

create goodwill towards the company (Hansson et al., 2013, p. 123). Social media 

specialists suggests that companies should analyze their fans comments with care 

because some individuals who like the companies Facebook-page might not like the 

company but just become fans to be able to post negative comments (Dekay, 2012, p. 

290). Dekay (2012, p. 293) found in his study of how companies deal with negative 

comments on Facebook, that not all of the responses to negative comments come from 

the company but also fans act as defender of the company’s products, services, 

employees or social practices. Dekay’s (2012, p. 293) study also showed that the 

majority of the negative comments were responses to explicit marketing efforts by the 

company, e.g promoting a new clothing line. A reason to this could be the fact, stated by 

Kaplan & Haenlein (2010, p. 66) that social media is not meant for straightforward 

advertising and selling. This is important for Pite Havsbad to consider and they should 

include it in their social CRM strategy, so that the employees managing the Facebook-

page comment and respond to negative comments in a good way.  
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3.5.1 Activities of Facebook 
Hansson et al. (2013, p. 120) examined how customers value different marketing 

functions on Facebook. We refer to these marketing functions as activities since we 

argue that they are activities that the company performs. The purpose of their research 

was to provide suggestions for how companies could use Facebook as a marketing 

channel in an optimal way (Hansson et al., 2013, p.112). They found that there are two 

groups of people on Facebook, those who think companies should be on Facebook and 

those who don’t think they should be (Hansson et al., 2013, p. 112). The group of people 

who want companies to be active on Facebook consider it important that companies 

have meaningful posts and not sales messages on Facebook (Hansson et al., 2013, p. 

112).  

 
In our research we are going to test some of the functions in Facebook proposed by 

Hansson et al. (2013, p.120). We will test their effect on customers feeling of trust, 

commitment and satisfaction towards Pite Havsbad. Hansson et al. (2013, p. 120) tested 

17 different marketing functions on Facebook, which can be seen in figure 2.  

 

 
Figure 2. Source of Facebook activities (functions), Hansson et al., 2013, p. 120.  

 
We have excluded some of the activities that are included in their research. “Make 

friends with a private profile” was excluded because Hansson et al. (2013, p. 120) found 

it to be insignificant in their research. We also exclude some of the other activities from 

their research because they do not fit in the context of Pite Havsbad. All the activities 

that we have excluded have been excluded in discussion with Pite Havsbad. The 

activities that both Pite Havsbad and we considered to be of no importance or could not 

be adapted to their context were excluded. These activities were message, ads, 

geographical, link, talking about, ambassadors, associations and spread/share. The 

activities that are then left that we will test the importance of according to the customers, 

and test the effect on trust, commitment and satisfaction, and relational benefits are, 

together with an explanation of the meaning of them, seen in table 1. We, together with 

Pite Havsbad, found all of these activities as appropriate for our research since the fans 

could relate to those and it is possible for Pite Havsbad to engage in all of the activities. 

 

Facebook activity 

(function) 

Description 
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Company profile  That Pite Havsbad has a well-designed company profile. 

Movie clips That Pite Havsbad puts up movie clips on their Facebook-page. 

Pictures That Pite Havsbad puts up pictures on their Facebook-page. 

Competition That Pite Havsbad have competitions on their Facebook-page. 

Status updates That Pite Havsbad do status updates. 

Like To be able to like Pite Havsbad posts on their Facebook-page. 

Check-in That it is possible to check-in at Pite Havsbad on Facebook. 

Event That Pite Havsbad put up events on their Facebook-page. 

Table 1. Facebook activities that we will test. 
 

We have formulated a number of hypotheses regarding the Facebook activities and their 

affect on relationship drivers and relational benefits, which we will test in this degree 

project. Additionally to these hypotheses regarding the overall effect of all Facebook 

activities, we will also look at the individual activities effect on the relationship drivers 

and relational benefits. 

 
Hypotheses: 

H5a) The Facebook activities have a positive effect on trust. 

H5b) The Facebook activities have a positive effect on affective commitment. 

H5c) The Facebook activities have a positive effect on calculative commitment. 

H5d) The Facebook activities have a positive effect on satisfaction. 

 
Hypotheses: 

H6a) The Facebook activities have a positive effect on the customers’ experience of 

confidence benefits. 

H6b) The Facebook activities have a positive effect on the customers’ experience of 

social benefits. 

H6c) The Facebook activities have a positive effect on the customers’ experience of 

special treatment benefits. 
 

3.6 Conceptual model 2 – Facebook activities, relationship drivers and 

relational benefits 
We aim to test how the content on Facebook, divided into the different activities 

proposed by Hansson et al. (2013, p.120), that Pite Havsbad post on their Facebook page 

affect the relationship drivers: trust, commitment and satisfaction and the relational 

benefits: confidence, social and special treatment benefits that customers can experience 

when being in a relationship. These two relations create the set of hypotheses as 

mentioned above, which builds up our second conceptual model, which can be seen in 

figure 3. From this research we can find out how Pite Havsbad can use their Facebook 

page to create relationships with their customers. There are arguments in the literature 

that there is a possibility to use social media as a way of building relationships with 

customers (Sashi, 2012, p. 253) and we argue that we are doing a contribution to the 

literature by connecting the Facebook activities with the traditional relationship drivers 

and the outcomes of relational benefits.  
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Figure 3. Conceptual model 2 of the Facebook activities affect on relationship drivers 

and relational benefits. 
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4. Practical method 
In this chapter we will explain how we collected the data to this study and how this has 

influenced our study. Further on, we will present the data analysis methods that we will 

use.  

4.1 Data collection method 

To perform this study we have used primary data. Primary data is data that is collected 

for the specific research that is being conducted (Saunders et.al, 2012, p. 678). This 

means that we have collected the data for this degree project on our own and not 

analyzed data collected by someone else, as is the case of secondary data. Secondary 

data is data that has already been collected for a different purpose (Saunders et.al, 2012, 

p. 304). The main advantage of using secondary data is that it demands less resources 

(Saunders et.al, 2012, p. 318) and one of the main disadvantages is that the data may be 

collected for a purpose that does not fit the need of the study (Saunders et.al, 2012, p. 

319). Since we wanted to know the answer to a specific research question in a specific 

context, we had to collect our own data. 
 

As previously described in the scientific method we have chosen to use a quantitative 

research design when conducting this study. When conducting a quantitative research, 

mostly experiments or surveys are considered and the questions are structured to a large 

degree (Shiu, et al., 2009, p. 171). Bryman (2011, p. 53) describes a couple of other 

types of research design within quantitative. We did our quantitative data collection by 

using a self-administered survey that was posted on Pite Havsbad’s Facebook-page on 

the 4th of April 2014. At the moment that the survey was posted on Pite Havsbad 

Facebook-page, it had approximately 6 300 fans, which means that this was the size of 

the population we reached out to. We used the web-based survey program 

SurveyMonkey to create our survey and to collect the data. Pite Havsbad posted the link 

to the survey on their Facebook-page. 
 

According to Saunders et al. (2012, p. 177) using a survey to collect data can be used to 

discover reasons to relationships between variables and create models according to the 

relationships. Since we aim to explore the relationship between Facebook activities on 

Pite Havsbad’s Facebook-page, the relationship drivers trust, satisfaction and 

commitment and relational benefits, conducting a survey is a good data collection 

method to use. A questionnaire is a method to collect data, which is commonly used 

within the survey strategy (Saunders et al., 2012, p. 418). 
 

Questionnaires are suitable to use when the aim is to use standardized questions, which 

are likely to be interpreted in the same way by all respondents (Robson, 2011, cited in 

Saunders et al., 2012, p. 419). Questionnaires are usually not good to use when the 

research demands many open-ended questions (Saunders et al., 2012, p.419). We have 

chosen to collect data to our research by using a questionnaire since we use mostly 

standardized questions and only include two open-ended questions, which serve more as 

an addition to our research. 
 

4.2 Survey construction 

As previously mentioned we administered our survey through the web-based survey 

program SurveyMonkey. The survey is based on our conceptual models and measures 

the different parts that the models consist of: Facebook activities, the relationship drivers 



Eriksson & Larsson 

 

 

 38 

of trust, satisfaction, commitment and the relational benefits of confidence, social and 

special treatment. It also includes demographical questions about the respondents, their 

use of Facebook in general and their relation to Pite Havsbad’s Facebook page in 

particular. See appendix 1 to view the full survey. 
 

In the beginning of the survey we added a front page with a cover letter explaining the 

survey and the purpose of it. We added this cover letter because we wanted to welcome 

our participants and thank them for their willingness to participate in our survey. This is 

an ethical consideration made by us since we want our respondents to know the purpose 

of the research and who we are to conduct it. This type of cover letter is critical since it 

can affect the response rate and if the data collection will be successful (Shiu, et al., 

2009, p. 350). Further on, the survey is divided into four parts. The first part includes 

demographics about the respondent, the second part includes questions about the 

respondents’ use of Facebook, the third part includes questions about Pite Havsbad’s 

Facebook-page and the fourth and last part includes questions about Pite Havsbad in 

general. In total the survey consists of 24 questions. The last part about Pite Havsbad in 

general includes questions about trust, commitment, satisfaction and relational benefits. 
 

Most of the questions that we have used in our survey are taken from previous research 

to be able to ensure that the measures are reliable. In the following table we will present 

the constructs with their original sources. The questions are partly modified in order to 

fit our context. The majority of these questions are answered on a Likert-style rating 

where the respondents are able to answer on a scale from 1-5. Likert-style rating 

questions are questions where the respondent rates a statement on a scale, indicating 

how much he or she agrees with the statement or series of statements (Saunders et.al, 

2012, p. 436). The scale is usually a four-, five-, six-, or seven-point rating scale 

(Saunders et.al, 2012, p. 436). Seven-point scale would make the responses more precise 

but we argue that it was better to use a five-point scale since it makes it easier for the 

respondents to take a stand.  

 

In addition, the survey also includes demographic questions and questions that Pite 

Havsbad wanted to include. We have conducted regression analysis on the questions 

presented with a Likert scale; the other questions are useful to describe our sample and 

their Facebook usage. 22 out of 24 questions are closed questions where the respondents 

must choose an alternative either on a scale or from a list. Only two questions are open-

ended questions where the respondents are able to freely write their own answer to the 

question. Both of these questions are included on request by Pite Havsbad 
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Item Question Source 

Facebook usage 9 Hansson et al., 2013, p. 120 

Facebook usage 10 Hansson et al., 2013, p. 120 

Attitude towards companies 

on Facebook 

11 Yaakop et al., 2013, p. 159 

 

Reasons to liking Pite 

Havsbad’s Facebook page 

14 Hutton & Fosdick, 2011, p. 569 

Frequency of visits to Pite 

Havsbad’s Facebook page 

15 Hansson et al., 2013, p. 120 

Value of Facebook activities 16 Hansson & Wrongmo, 2013, p. 120 

Satisfaction 21a de Chernatory et al., 2004, p. 25 

Satisfaction 21b de Chernatory el al., 2004, p. 25 

Trust 23. No.1-5 Sparks & Browning, 2011, p. 1322 

Commitment 23. No. 6-12 Gustafsson et al., 2005, p. 213 

Relational benefits  23. No. 13-26 Gwinner et al., 1998, p. 108 

Table 2.  Sources of survey questions.  

 

Since the respondents to the survey are Swedish speaking we had to translate the survey 

to Swedish before administering it on the Facebook page. Because we, the authors, are 

native Swedish speakers we did the translation ourselves. Even though we are native in 

Swedish there were still some difficulties with the translation. Some phrases had to be 

adopted because of cultural differences in the languages. We used experts’ opinions of 

people working at PHG on the survey and they found that some questions could be 

formulated in a better way.  
 

After we discussed the survey with Helene and Sara we added a few questions and 

changed some formulations. After this the survey was pre-tested on five employees at 

Pite Havsbad’s office. According to Shiu et al. (2009, p. 348) a pre-test can be done on a 

small sample in order to correct misunderstandings, spellings, phrasing etc. in order to 

improve the survey. We wanted to check this but also see approximately how long time 

the survey took to complete and if all questions were understandable. The pre-test did 

not show any aspects that needed to change. Even though a pre-test was performed, we 

discovered some mistakes after the survey was posted. In two questions the answering 

alternatives were not covering the entire range of possible cases. The questions where 

this was the case were not questions that are apart of our conceptual model but about the 

respondents frequency of visits where the least often was several times a month, 

although some people, maybe many, might visit the page even more seldom. In this 

question we can draw the conclusion that the response rate on the alternative of “several 

times a month” might also mean more seldom. The other question that we discovered a 

mistake in was a question about how many times the respondent had visited Pite 

Havsbad the past 12 months. In this question, there was no alternative that the 

respondent could choose if he or she had visited Pite Havsbad longer ago than the past 

12 months. Fortunately, we do not intend to use this question in our conceptual model, 

which decreases the damage it makes.  
 

A factor regarding the pre-test of our survey that we can have some criticism against is 

that the group we pretested the survey on was employees on Pite Havsbad. This might 

have lead to the mistakes in the two questions discussed above since the employees are 
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in a slightly different situation in relation to Pite Havsbad than many of the persons in 

our population. The employees might have harder to put themselves in the situation of a 

customer to Pite Havsbad since the facility is their everyday working place. We still see 

the employees on Pite Havsbad as a suitable group of people to do the pre-test on since 

they know the context and the company. Also, if we would have pre-tested it on some of 

Pite Havsbad’s customers than we would have to use a part of the population which 

could have lead to a negative effect on our response rate. 

4.3 Sampling technique 

When doing our research, we want to study a certain group of people. This group of 

people is also called a population, and the part of the population that the data is collected 

from is called a sample (Moore et al., 2009, p. 178). Our population consists of the 

people that like Pite Havsbad’s Facebook page: approximately 6300 people. By posting 

our survey on Pite Havsbad’s Facebook-page, we are reaching out to the whole 

population and all of them have the possibility to answer to our survey. Because of this, 

it would be a possibility for us to reach census, as when data is collected from the whole 

population (Saunders et al., 2012, p. 666). According to Saunders et al. (2012, p. 260), if 

the population is of a manageable size, it is possible to collect data from the entire 

population. Saunders et al., (2009, p. 212) state that the reasons to why it may not be 

possible to collect data from the whole population are restraints in time, money or 

access. In our case, by posting the survey on Facebook, we do not need much time or 

money to reach out to the whole population and we can also easily access it. 
 

If you decide to do a sample there are different types of sampling techniques divided 

into non-probability and probability sampling techniques (Saunders et al., 2009, p. 213). 

When doing a probability sample, you need a sampling frame, which is a list of all cases 

in the population (Saunders, 2009, p. 214). This is the reason to why it is sometimes not 

possible to use a probability sampling technique since the case can be that you do not 

have access to a list of all cases in the population (Saunders, 2009, p. 233). In our case, 

we do not have access to a list of the entire population, and therefore a probability 

sample is not possible for our research. Non-probability sampling is based on your own 

subjective judgment (Saunders, 2009, p. 233). Saunders et al. (2009, p. 213) describes 

five different non-probability sampling techniques. These are quota, purposive, 

snowball, self-selection, and convenience sample (Saunders et al., 2009, p. 213). Quota 

sampling is suitable for interview surveys (Saunders et. al, 2009, p.235), and since we 

are not doing interviews, this technique is not fitted for us. Purposive sampling is most 

suitable for very small samples (Saunders et. al, 2009, p. 237). This is not appropriate 

for us since our sample is of a larger size. Snowball sample is used when you can not 

identify the members in the population and then have to make contact with some cases 

in the population who further on can identify more cases (Saunders et al., 2009, p. 240). 

We will not use this technique since we know how to reach the members of our 

population. Convenience sample is when the respondents that are the easiest to reach are 

selected to the sample (Saunders et al., 2009, p. 241). Since all of our members in the 

population are equally easy to reach we do not have to do a convenience sample. 
 

The fifth sampling technique and the one that we have chosen to use is self-selection 

sampling. Self-selection sampling is when the respondents answer completely 

voluntarily to the survey that has been sent to them (Saunders et al., 2009, p. 241). This 

type of sample has received some negative critique since people with strong negative 

opinions are generally more likely to participate in the study than people with positive 
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opinions (Moore, et al., 2009, p. 179). We argue that we outweigh this by having a 

contest where the participants can, by participating in the research, win an iPad3. We 

believe that this attracted more people with different kinds of opinions, not only negative 

ones. 

4.4 Data collection 

Because of our collaboration with Pite Havsbad it was easy for us to gain access to our 

population since they are all present on Pite Havsbad’s Facebook page and we could 

post the survey there to reach the whole population. Pite Havsbad has many fans on 

Facebook, but there is a probability that not all of these people have seen the survey-

link. When Pite Havsbad posts the survey on their Facebook-page it come up on all the 

fans’ news feed but it quickly disappears from the fans’ news feed when other posts 

come up. This is a weakness of using Facebook to administer the survey, it easily 

disappear in the blur of information that exist on Facebook. Pite Havsbad made the 

survey link stay in top of their wall by flagging it. This was good because then it is seen 

directly when people visit their Facebook-page. If they would have not flagged it, other 

posts would have appeared above it and gained more attention than the survey link. In 

order to reach a larger sample, Pite Havsbad chose to sponsor the link so it came up 

several times at the fans’ news feeds and it also appeared as an advertisement in the right 

column. 
 

As mentioned before, the link to our self-administered survey was posted on Pite 

Havsbad’s Facebook-page on the 4th of April. See figure 3. We received a lot of 

answers the first day and also some the second day but after that the response rate 

slowed down. After approximately one week when Pite Havsbad sponsored the survey 

we could see an increase in incoming numbers of answers. The survey was closed on the 

23rd of April. We had then received 299 responses to our survey which gives us a 

response rate of 4,6 %. According to Bryman (2011, p. 191) it is the absolute size of the 

sample and not the relative size of the sample that matters. This means that even though 

our response rate is low, we still have a large number of responses, which makes our 

sample a relevant size. Of these 299 responses 256 were valid. The other 43 were not 

valid since the respondents had not completed the survey. As seen in figure 3, Pite 

Havsbad gave away an iPad to one of the respondents, to increase the motivation to 

participate in the survey.    
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Figure 4. The link to the survey on Pite Havsbad’s Facebook page. 

 

We received some surveys that were not completed; in total we received 59 

uncompleted surveys. Although, we only took away 43 of these since the other 

remaining 16 were almost completed, it was only one or a few questions they had not 

answered and therefore we decided to keep them in the analysis since they contribute to 

our research. One factor that might have impact on this is the question about the number 

of children the respondents has (question no. 8), if they have any children. Those 

respondents who do not have children will skip this question, which result in an 

uncompleted survey. 
 

Some of the fans on Pite Havsbad’s Facebook page that saw the survey-link shared it 

with their friends on Facebook. This is something that could be an error in our research 

since people who are not fans to Pite Havsbad on Facebook and therefore are not a part 

of our population might have answered the survey. We see this as a weakness to our 

research but unfortunately it was nothing that we could affect. This is also a weakness 

with using Facebook as a channel to post the survey; that you cannot control if the link 

to the survey is spread to people outside the population. Even though this error might 

occur, it is still good to use online surveys on Facebook since it seen as more efficient 

than regular surveys (Shiu et al., 2009, p. 123).  
 

4.5 Data analysis 

4.5.1. Cronbach's alpha 

Before doing the regression analysis we did a Cronbach’s alpha test on each construct 

(consisting of several items) to measure the reliability of the constructs. A Cronbach's 

alpha test measures the internal reliability of the items in the construct, that is; if the 

different items in a scale measure the intended construct (Bryman, 2011, p. 162). A 

value of Cronbach's alpha can be between 0 and 1 and an acceptable value is higher than 

0,7 (Bryman, 2011, p. 162). 
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4.5.2. Descriptive statistics 

We processed the data using the statistical program SPSS and from there we retrieved 

the descriptive statistics. The descriptive analysis included the mean value, standard 

deviation and a Pearson correlation test. The mean value is the total value of all the 

responses divided in the number of responses (Moore et al., 2009, p. 31). The standard 

deviation measures how far the observations are spread around the mean (Moore et al., 

2009, p. 40). In a Pearson correlation analysis the measure is called the Pearson 

correlation coefficient, which measures how strong the linear relationship is between 

two variables (Shiu et al., 2009, p. 554). The coefficient varies between -1 and 1, where 

both ends result in perfect correlation and the value of 0 represents a non-existing 

relationship (Shiu et al., 2009, p. 554). We chose to present our descriptive statistics in 

the format of tables.  
 

4.5.3. Regression analysis 

Since we aimed to test if a relationship exists between different variables and if they 

have any effect on each other, we needed to make regression analyses. A multiple 

regression analysis will show if several independent variables will affect one dependent 

variable in a linear relationship (Shiu et al., 2009, p. 583). Since we wanted to see if this 

type of relationship existed in both our conceptual models, we used multiple regression 

analyses. By using SPSS for our regressions, we received output in the form of R-square 

values, significance levels, Beta values and VIF-values, which we have used for our 

analyses. The R-square value tells us how much of the variance in the dependent 

variable that is explainable by the independent variables (Shiu et al., 2009, p. 586). The 

significance level shows in the ANOVA table and show to what probability level the 

model is significant (Shiu, et al., 2009, p. 587). A level of 0,000 shows that there is no 

chance for that the correlation coefficient is 0,000 (Shiu et al., 2009, p. 587). Further on, 

we want to determine if the independent variables in our multiple regression analyses 

are significant, to what degree they affect the dependent variable and if any 

multicollinearity exists between them. By looking at the Beta value we will see how 

much the independent variables separately affect the dependent variable, varying 

between -1 to 1 where a positive value represents a positive relationship and a negative 

value represents a negative relationship (Shiu et al., 2009, p. 587). The VIF (variance 

inflation factor) value will tell us if any multicollinearity exists between the independent 

variables (Shiu, et al., 2009, p. 590-591). Multicollinearity appears when the 

independent variables correlate with each other and the VIF-value is higher than 5 (Shiu 

et al., 2009, p. 590-591).    
 

4.6 Ethical considerations 
Today, the marketing research industry is dealing with codes of ethics since its 

increasing in importance (Shiu, et al., 2009, p. 30), and according to Saunders et al. 

(2012, p. 208), ethical considerations are important aspects for the success of a research 

project. Ethical concerns are further on especially important to consider when there are 

human beings involved in the research (Saunders et al., 2012, p. 208, as is the case in 

our research. Ethical concerns are present throughout the whole research process, from 

the designing and planning of the research to access to analyzing and managing of 

results from the data collection (Saunders et al., 2012, p. 214). Research ethics can be 
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described as the behavior that guide the researcher in relation to the rights of the 

participants in the research or others that can be affected of the research (Saunders et al., 

2012, p. 226). 
 

In general Saunders et al. (2012, p. 236) mention the following ethical issues that can 

occur in the research process: integrity and objectivity, respect, privacy, voluntary 

participation, right to withdraw, confidentiality and anonymity, taking responsibility 

when analyzing and reporting data. Shiu et al. (2009, p. 30) also states that general, 

marketing research must follow the laws and legislation that applies for the country the 

study is conducted in. When doing our research, all of these ethical considerations were 

followed. We fully respect our respondents by being objective and respectful when 

analyzing our data. All data is handled with regard to the respondents’ privacy and 

integrity. The survey is completely voluntary and the participants have the right to 

withdraw at any time while filling it in. All participants in our research are anonymous 

and are informed about this in the beginning of the survey. Only if they want to 

participate in the competition to win an iPad they have to give up their email-address. 

The email-address information was not saved in any way but only used for the drawing 

of the iPad. This is described to the respondents in the beginning of the survey. The 

respondents are also informed in the beginning of the survey about who we the authors 

are and what the purpose of the survey is. Saunders et al. (2012, p. 237) mention that 

one important ethical issue in the seeking of access is to not put pressure on the intended 

participants to join the study. In our research we post the link to the survey on the 

Facebook-page which means it is very easy for the fans on the Facebook-page, our 

intended participants, to choose to not participate in the study. We believe this is good 

from an ethical perspective. 
 

4.7 Writing on commission 

We believe that writing on commission for a company means that a balance must exist 

in order to be both practical, for the company’s sake, and theoretical, for the theoretical 

research’s sake. At the same time that we want to fill a research gap in the theoretical 

field, we also want to make a contribution for the company in order to help them with 

their Facebook-strategy. This is something that we have worked with by having 

recurrent reconciliation with both our supervisor Galina Biedenbach and Pite Havsbad. 

Throughout the time we have worked with this degree project we have been in contact 

with Helene Ljungstedt and Sara Holm from Pite Havsbad mostly through email, but we 

have also visited them in Skellefteå and Piteå.   
 

Further on, writing on commission for Pite Havsbad made it easier for us to reach out to 

a large population since Pite Havsbad could post the survey on their Facebook-page. It 

has also been helpful throughout the writing of the degree project to be able to discuss 

thoughts and ideas together with Pite Havsbad who possess expertise knowledge in the 

context of the hotel industry. Pite Havsbad was open for suggestions when we discussed 

the theoretical research area that we intended to rely our research on: relationship 

marketing and social media. They showed great interest in these areas and therefore we 

could make both a practical and a theoretical contribution in our degree project.  
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5. Empirical findings and analysis 
In this chapter we will go through the findings from our survey. We will start with 

demographics, then Facebook usage, descriptive statistics and finally the multiple 

regression analysis for both the conceptual models.  

5.1 Demographics 

The first part of our survey consisted of questions about the respondents’ demographics. 

We wanted to include a part about the demographics to get to know the respondents 

better and see if they are a representative sample of the whole population and of the 

target segment that Pite Havsbad has. Pite Havsbad can see from the statistics on their 

Facebook page that 63 % are women and 37 % are men and that the majority is in the 

age of 35-45 (S. Holm, personal communication, May 22, 2014). Through this we could 

find out that the sample we have examined is representative of the whole population of 

the fans on Pite Havsbad’s Facebook page. Since Pite Havsbad currently do not know 

much about whom their fans on Facebook are we see it as important to explore the 

demographical background of the respondents. We discussed the demographic questions 

with Pite Havsbad to see what they wanted to know about their fans and if they would 

like to add some questions they consider being of importance. 

 

As seen in figure 5, the majority of the respondents in our survey are 40-49 years old, 

this account for 35 % of the respondents. There are also many persons in the age of 30-

39 (32 %) and in the age of 18-29 (23 %). Respondents in the age of 50-59 account for 

approx. 10 % and over 60 years old account for 2 %. We argue that the reason to why 

most of the respondents are in the age of 30-49 can be due to the fact that Pite Havsbad 

is a popular place for families with smaller children and that many people in this age 

have families with younger children.  

 
 

 
Figure 5. Age of respondents.  
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Regarding the sex, 76 % are women and 24 % are men, which is similar statistics as for 

the whole population of Pite Havsbad’s Facebook fans. 75 % of the respondents live in 

Norrbottens län. It was expected that many respondents would be from this county since 

this is the county where Pite Havsbad is located. 18 % of the respondents come from 

Västerbottens län, which is the county next to Norrbotten which means that people 

living there also lives close to Pite Havsbad. The remaining 7 % live in some of the 

following counties: Skåne, Uppsala, Stockholm, Västra Götaland, Dalarna or 

Västernorrland. 

 

 
Figure 6. Sex of respondents. 
 

The largest part of the respondents, 70 %, is paid workers. 11 % are students, 6 % are off 

duty/on parental leave, 6 % are self-employed, 4 % are job seekers and 3 % are retirees, 

as can be seen in figure 7. The numbers on occupation of the respondents in our survey 

can be compared to the population for the whole of Sweden to see if our sample is 

similar to how it looks in the whole of Sweden. In Sweden in the year of 2012, (age 16-

64) 70 % were paid workers, 16 % students, 6 % unemployed and 5 % retirees (SCB, 

2014). Comparing this to our data means that there are fewer students who answered to 

our survey than the percentage that are students in the whole population of Sweden. We 

argue that this can be because Pite Havsbad is a place suitable for families to visit rather 

than students. They also target their marketing more towards families than students (Pite 

Havsbad, 2014). The paid worker rate is similar to our sample and job seekers are also 

relatively similar.  
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Figure 7. The respondents’ main employment the past six months. 

 

Most of the respondents (42 %) had upper secondary school as their highest education 

level but many had also gone to university (32 %). The majority of the respondents are 

married or co-habitants (76 %) as can be seen in figure 8. More than half of the 

respondents also answered that they have children and out of them most have two 

children. This is representative for Pite Havsbad’s target segment, which is families with 

children (H. Ljungstedt, personal communication, May 22, 2014).  

 

 
Figure 8. The respondents’ marital status 

 

5.2 Facebook usage statistics 
As seen in figure 9, over 90 % of the respondents visit Facebook several times a day. 

Only a small percentage of the respondents visit Facebook once a day or more seldom 

that that, 8,7 %. This shows that Facebook is a popular social media platform and that by 

being present on Facebook Pite Havsbad can definitely reach out to a large crowd.  
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Figure 9. Frequency of visits to Facebook in general.  

 

Figure 10 shows how active the respondents are on Facebook. The majority, 

approximately 92 %, comment or like posts on Facebook often or sometimes which 

indicates that our sample are active users of Facebook. Active users are good for a 

company on Facebook since the exposure will rise when people like, comment and share 

posts with their friends. Also, a majority, approximately 60 % of the respondents, has a 

positive attitude towards companies having Facebook-pages. In summary, our data 

shows that the fans of Pite Havsbad’s Facebook page are active and positive towards 

companies existing on Facebook, which is good for Pite Havsbad when communicating 

with their fans via Facebook.  

 
 

Figure 10. Activity on Facebook in general.   

 

The three most important factors for why the respondents like Pite Havsbad on 

Facebook are “To get news about Pite Havsbad’s services”, with a mean value of 4,5, 

“To take part of offers and campaigns”, with a mean value of 4,2, and “To feel part of 
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Pite Havsbad’s community”, with a mean value of 3,7. Those factors received the 

highest scores as seen in Figure 11. We see it as positive that the respondents rated high 

numbers on “To feel part of Pite Havsbad’s community”, since this means that many of 

the respondents like Pite Havsbad’s Facebook page because they want to be part of Pite 

Havsbad’s community. This can be related to that they want some kind of relationship 

with Pite Havsbad and the other fans of Pite Havsbad’s Facebook page, which is 

positive for Pite Havsbad’s possibility to build relationships with their customers.  
 

 
Figure 11. Mean values of reasons for liking Pite Havsbad’s Facebook page. 

 

From the question about how often the respondents visit Pite Havsbad’s Facebook page 

we can see that most of the respondents, over 70 %, visit Pite Havsbad’s Facebook 

several times a month. Although, it might be the case that some respondents who chose 

this alternative visit Pite Havsbad’s Facebook page ever more seldom that that. But what 

we can conclude is that the respondents do not visit Pite Havsbad’s Facebook page very 

often. Even though, approximately 23 % visit the Facebook page several times a week, 

which could be seen as a relatively high number. A smaller percentage, 5 %, visits the 

page “Once a day” and only 0,8 % visits Pite Havsbad’s Facebook page “Several times a 

day”. It would of course be better for Pite Havsbad if their Facebook fans visited their 

page more often but since Pite Havsbad’s posts on their Facebook page is seen by the 

Facebook fans also on their individual “news feeds” they do not have to visit Pite 

Havsbad’s Facebook page to take part of the content on the Facebook page. This means 

that even though many of the respondents do not visit the Facebook page very often Pite 

Havsbad still get attention from them more often.  
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Figure 12. Frequency of visits to Pite Havsbad’s Facebook page.  
 

Among the activities on Facebook, which we aim to test in our second conceptual 

model, a lot of high scores were distributed, which means the respondents value many of 

the activities high. The most important activity, which received a mean of approximately 

4,6 out of 5, was “That Pite Havsbad post events on Facebook”. The most important 

activities rated after that were “That Pite Havsbad post contests” (4,20), “That Pite 

Havsbad does status updates” (4,20) and “That Pite Havsbad post pictures”(4,13). The 

following activities and their mean scores were as follow: “That Pite Havsbad has a well 

designed Facebook page” (3,81), “To be able to check-in at Pite Havsbad” (3,79), “To 

be able to like Pite Havsbad’s Facebook page” (3,76) and finally “That Pite Havsbad 

posts movie clips” (3,27). We argue that it is good for Pite Havsbad that the Facebook 

activities received high scores because it means that the respondents value what Pite 

Havsbad do on Facebook. It also show us what Pite Havsbad should prioritize highest 

and put most effort in, that is “events”, “status updates”, “contests” and “pictures”.  

 

 

Descriptive Statistics 

 Mean Std. Deviation N 

Facebook page 3,81 1,070 256 

Movie clips 3,27 1,174 256 

Pictures 4,13 ,887 256 

Competitions 4,23 ,999 256 

Status Updates 4,20 ,900 256 

Like 3,76 1,155 256 

Check-In 3,79 1,268 256 

Event 4,58 ,659 256 

 

Table 3. Mean value, Std. Deviation and N for ranking of Pite Havsbad’s Facebook 

activities. 
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5.3 Cronbach’s alpha 

The Cronbach’s alpha test that we did showed that all of our constructs; trust, 

satisfaction, affective commitment, calculative commitment, social benefits, confidence 

benefits and special treatment benefits were reliable. As seen in the table 4 they all 

showed a value in the Cronbach’s alpha test higher than 0.7, which is seen as an 

acceptable value for internal reliability (Bryman, 2011, p.162). 

 

Item Cronbach’s alpha 
Satisfaction 0,77 
Affective Commitment 0,87 
Calculative Commitment 0,71 
Trust 0,85 
Social Benefits 0,91 
Special Treatment Benefits 0,87 
Confidence Benefits 0,85 
Table 4. Cronbach’s alpha for the relationship drivers and relational benefits. 

 

5.4 Descriptive statistics 
As can be seen in table 5, satisfaction and trust received the highest score with mean 

value and standard deviation for satisfaction of approx. 4,2 respectively 0,75, and for 

trust 4,3 respectively 0,66. This means the guests to Pite Havsbad are satisfied and feel 

trust towards Pite Havsbad. Also affective commitment, calculative commitment and 

confidence benefits received relatively high scores. The construct that received the 

lowest mean value is special treatment benefits with a mean value of approx. 1,6. Also 

the construct social benefits received relatively low mean value at 2,1.  
 

Only looking at the mean value does not tell us how the guests answered to the different 

constructs, also the standard deviation is important to look at. As can be seen in table 5 

the standard deviation stretches from 0,66 for trust to 1,05 for social benefits. The 

standard deviation tells us how the answers are spread around the mean value (Moore et 

al, 2009, p.40). We argue that the values of the standard deviation that we received are 

relatively low on a 5 grades Likert scale, which means that the answers are relatively 

close to the mean value. Social benefits is the construct with the largest spread of 

answers around the mean value.  
 

 
Table 5. Descriptive statistics for relationship drivers and relational benefits. 
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We also included a question regarding the respondents’ perception of their relationship 

with Pite Havsbad today. This question received a mean value of 3,39 out of 5 where 5 

indicated a very strong relationship and 1 indicated a very weak relationship. A score of 

3,39 could be seen as a relatively high number, which indicates that the general 

relationship between Pite Havsbad and its fans on Facebook is strong. In figure 13 

below can be seen how many percentage of the respondents chose each alternative. Here 

we can see that alternative 3 and 4 received exactly the same number of answers, and 

that almost no one answered that they had a very weak relationship to Pite Havsbad. 

 

 
Figure 13. Distribution of rating of relationship strength. 
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5.5 Correlations 
As can be seen in table 6, the Pearson correlation test shows significant positive 

correlations between all variables with an exception of a relationship between trust and 

special treatment benefits, which has a negative correlation of -0,03. Most of the 

correlations are significant at p<0,01. The ones that are not significant at p<0,01 are 

satisfaction and special treatment benefits (p>0,01), satisfaction and social benefits 

(p>0,01), trust and social benefits (p>0,01) and trust and special treatment benefits 

(p>0,01). The highest correlation value was measured to 0,73, which is the correlation 

between affective commitment and trust. The second highest is between affective 

commitment and confidence benefits at 0,58 correlation. The lowest correlation value 

was -0,03 between special treatment benefits and trust, as mentioned before. Both 

affective and calculative commitment had strong correlations towards the constructs and 

the construct with the highest correlation was confidence benefits.  

 

Table 6. Correlations for conceptual model 1, relationship drivers and relational 

benefits. p<0,01.  

 

Correlations for the second conceptual model can be seen in appendix 3. The results 

from the Pearson correlation test show that the majority of the constructs have positive 

correlations between each other. However some of the constructs do not have significant 

correlations at a significance level of 0,01. These relationships can be seen in appendix 

3.  

 

Almost all of the significant correlations are positive. One exception is special treatment 

benefits, which have a negative correlation with “competitions” (-0,2). This means that 

if competitions increase one unit, special treatment benefits will decrease with 20 %. 

Also social benefits have one negative correlation, which is with activity 4 

“competitions” (-0,1). The highest correlation value was between trust and “event” 

(0,41) and the lowest correlation value were between special treatment benefits and 

competitions (-0,20). The activity that in general had the highest correlation towards the 
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relationship drivers and relational benefits was “events”, even though it showed one 

negative correlation. The constructs most positively correlated with the Facebook 

activities were trust, affective commitment and confidence benefits.  

 

5.6 Multiple regression analysis 

5.6.1 Conceptual model 1 – relationship drivers and relational benefits 

We started by doing multiple regressions on conceptual model 1, which test the effect of 

relationship drivers on relational benefits. We can see in table 7 that confidence benefits 

was the variable that was mostly affected by the relationship drivers, with an R square 

value of 53,8 %. This means that the relationship drivers all together explain 53,4 % of 

the variance in confidence benefits. The relationship drivers only explain 15,7 % of the 

variance in special treatment benefits and 16,3 % in social benefits. We will now look at 

first the regressions between relationship drivers and confidence benefits, then special 

treatment benefits and finally social benefits.  

5.6.1.1 Regression 1 – Effects of relationship drivers on confidence benefits  

We can see in the ANOVA table in table 8 that regression 1 is significant at p<0,001. 

This means that there is a 1 % risk that this effect occurred by chance (Shiu et al., 2009, 

p. 571). The R Square value for regression 1 is 53,4 %, which means that the 

relationship drivers explain 53,4 % of the variance in confidence benefits. We see this as 

relatively high since the relationship drivers account for more than half of the variance 

in confidence benefits. We can see that all individual relationship drivers are significant 

at p<0,1 towards confidence benefits.  

 

The VIF-values of the independent variables are all below 5. VIF values below 5 are 

valid as not having any problem with correlation with the other independent variables 

(Shiu et al., 2009, p.591). Therefore we can conclude that none of the independent 

variables correlate with each other and we can analyze the individual independent 

variables effect on confidence benefits. Affective commitment has the largest effect on 

confidence benefits. Affective commitment has a Beta-value of 0,433, which means that 

if affective commitment increases one unit, confidence benefits increases with 43,3 %.  

 

 
Table 7 - Model Summary regression 1.  
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Table 8 – ANOVA table of regression 1. 

 

 
Table 9. Coefficients for regression 1. 

 

5.6.1.2 Regression 2 – Effects of relationship drivers on special treatment benefits 

In the ANOVA table in table 11 can be seen that regression 2 is significant at p<0,01. 

The regression has an R square of 15,6 %, which can be seen in table 10 below. Three of 

the relationship drivers, trust, affective commitment and calculative commitment are 

significant towards special treatment at p<0,1. The VIF values for all of these drivers are 

below 5, which mean that there is no problem with multicollinearity. Trust had a 

negative Beta value of -0,360, affective commitment had a Beta value of 0,195 and 

calculative commitment had a Beta value of 0,327.  
 

 
Table 10. Model Summary for regression 2. 
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Table 11. ANOVA table for regression 2.  
 

 
Table 12. Coefficients for regression 2.  

 

5.6.1.3 Regression 3 – Effects of relationship drivers on social benefits 

We can see from the ANOVA table in table 14, that this regression is significant at 

p<0,01. This means that the independent variables have an effect on the independent 

variable and there is a low chance that this effect occurred by chance (Shiu et al., 2009, 

p. 571). The R Square can be seen in the Model Summary in table 13 to be 16,0 %, 

which means the relationship drivers explain 16,0 % of the variance in social benefits. 

The individual relationship drivers that are significant at p<0,1 are trust, affective 

commitment and calculative commitment. The VIF-values of all of the relationship 

drivers against social benefits were below 5, which mean that there is low 

multicollinearity between them and therefore we have no problem analyzing the their 

effects on social benefits. Calculative commitment has the largest effect on social 

benefits with a Beta-value of 0,327. This means that if calculative commitment increases 

with one unit social benefits will increase with 32,7 %.  

 

 
Table 13. Model Summary of regression 3. 
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Table 14. ANOVA table for regression 3. 

 

 
Table 15. Coefficients for regression 3.  

5.6.2 Conceptual model 2 – Facebook activities, relationship drivers and 

relational benefits 
After finishing the first conceptual model, we performed regressions on the second 

conceptual model, which explores the effects of Facebook activities on relationship 

drivers and relational benefits. The two regressions that resulted in the highest R-square 

values were the regressions with the dependent variables trust, with an R-square of 26,5 

%, and affective commitment, with an R-square of 20,7%, against the Facebook-

activities. This means that Facebook-activities explain 26,5 % of the variance in trust 

and 20,7 % of the variance in affective commitment. These regressions were significant 

at p<0,01. This means that the dependent variable is affected by the independent 

variables and there is a low chance that this effect occurred by chance (Shiu et al., 2009, 

p. 571). The other dependent variables received the following results; calculative 

commitment 10,8%, satisfaction 8%, confidence benefits 14,8%, social benefits 15,4% 

and special treatment benefits 9,0%.  

5.6.2.1 Regression 4 – Effects of Facebook activities on trust  

From the ANOVA table in table 18 we can see that this regression is significant at 

p<0,001, and from the Model Summary in table 17 we can see that the R Square for this 

regression is 24,9 %. The Facebook activities that have a significant effect at p<0,1on 

trust are “pictures” (p<0,032), “status updates” (p<0,028) and “events” (p<0,001). The 

VIF-values of all of these Facebook activities are below 5, which mean we can conclude 

that the different Facebook-activities have a low correlation with each other and that we 

do not have any problem analyzing the individual activities affect on trust (Shiu et al., 

2009, p.591). The Beta value for “pictures” is 0,16, for “status updates” 0,16 and for 

“events” 0,23. This means that “events” had the largest effect on trust. If “events” 

increase with one unit it means that trust will increase with 23 %.  
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Table 17. Model summary regression 4. 

 

 
Table 18. ANOVA table for regression 4.  

 

 
Table 19. Coefficients for regression 4.  

 

5.6.2.2 Regression 5 – Effects of Facebook activities on affective commitment 

Regression 5 is significant at p<0,001 and it has an R Square value of 20,7 %. The only 

Facebook activities that are significant at p<0,1 towards affective commitment are 

“Facebook page” (p<0,033) and “pictures” (p<0,022). The VIF values of these are 

below 5, which mean that we do not have any problem with multicollinearity (Shiu et 

al., 2009, p.591). The Beta value of “Facebook page” (activity 1) is 0,136 and for 

“pictures” (activity 3) 0,175, which means “pictures”, has a larger affect on affective 

commitment than “Facebook page”. An increase of one unit in “pictures” will make 

affective commitment increase with 17,5 %.  
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Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,454
a
 ,207 ,181 ,65011 

a. Predictors: (Constant), Activity8Event, Activity2MovieClips, 

Activity4Competitions, Activity1Well, Activity7CheckIn, Activity6Like, 

Activity5StatusUpdates, Activity3Pictures 

Table 20. Model summary regression 5. 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 27,174 8 3,397 8,037 ,000
b
 

Residual 104,392 247 ,423   

Total 131,566 255    

a. Dependent Variable: AffectiveCommitment 

b. Predictors: (Constant), Activity8Event, Activity2MovieClips, Activity4Competitions, Activity1Well, 

Activity7CheckIn, Activity6Like, Activity5StatusUpdates, Activity3Pictures 

 

Table 21. ANOVA for regression 5.  

 

 

Table 22. Coefficients for regression 5.  

 

5.6.2.3 Regression 6 – Effects of Facebook activities on calculative commitment 

As can be seen in the ANOVA table in table 24, this regression is significant at p<0,01, 

and the model has an R square value of 10, 8 %. This means that the Facebook activities 

account for 10,8 % of the variation in calculative commitment. The Facebook activities 

“Facebook page” (activity 1) and “like” (activity 6) are the ones that are significant at 

p<0,1, towards calculative commitment, with p<0,04 for “Facebook page” and p<0,06 

for “like”. These activities both have VIF values below 5, which means that there are no 
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problem with multicollinearity between them and the other Facebook activities. The 

Beta values of these Facebook activities are for “Facebook page” 0,14 and for “like” 

0,15, which means that “like” has stronger affect on calculative commitment than 

“Facebook page”. If the Facebook activity “like” increase with one unit, then calculative 

commitment increase with 14 %.  

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,328
a
 ,108 ,079 ,75888 

a. Predictors: (Constant), Activity8Event, Activity2MovieClips, 

Activity4Competitions, Activity1Well, Activity7CheckIn, Activity6Like, 

Activity5StatusUpdates, Activity3Pictures 

Table 23. Model Summary for regression 6.  

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 17,196 8 2,150 3,732 ,000
b
 

Residual 142,247 247 ,576   

Total 159,443 255    

a. Dependent Variable: CalculativeCommitment 

b. Predictors: (Constant), Activity8Event, Activity2MovieClips, Activity4Competitions, Activity1Well, 

Activity7CheckIn, Activity6Like, Activity5StatusUpdates, Activity3Pictures 

Table 24. ANOVA table for regression 6.  

 

 
Table 25. Coefficients for regression 6. 

 

5.6.2.4 Regression 7 – Effects of Facebook activities on satisfaction 

The whole regression is significant at p<0,01 and it has an R square of 8,0 %, which 

means the Facebook activities explain 8,0 % of the variance in satisfaction. There is only 

one Facebook activity that is significant at p<0,1 and that is “events”. There is no 

multicollinearity for “events” with the other Facebook activities since the VIF-value of 
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events is approximately 1,52, which means we have no problem analyzing the individual 

activities effect on satisfaction. The Beta value of events towards satisfaction is 0,15, 

which means if “events” increase with one unit then satisfaction increase with 15 %.    

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,283
a
 ,080 ,050 ,73372 

a. Predictors: (Constant), Activity8Event, Activity2MovieClips, 

Activity4Competitions, Activity1Well, Activity7CheckIn, Activity6Like, 

Activity5StatusUpdates, Activity3Pictures 

Table 26. Model Summary for regression 7 

 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 11,532 8 1,442 2,678 ,008
b
 

Residual 132,970 247 ,538   

Total 144,502 255    

a. Dependent Variable: Satisfaction 

b. Predictors: (Constant), Activity8Event, Activity2MovieClips, Activity4Competitions, Activity1Well, 

Activity7CheckIn, Activity6Like, Activity5StatusUpdates, Activity3Pictures 

Table 27. ANOVA table for regression 7. 

 

 
Table 28. Coefficients for regression 7. 

 

5.6.2.5 Regression 8 – Effects of Facebook activities on social benefits 

This regression is significant at p<0,01, which can be seen in the ANOVA table in table 

30, and it has an R square of 14,4 %, which can be seen in the Model Summary in table 

29. This means that all Facebook activities together explain 14,4 % of the variation in 

social benefits. 
 



Eriksson & Larsson 

 

 

 62 

Three of the Facebook activities have significant effects on social benefits at p<0,1. 

These are “Facebook page” (activity 1) (p<0,001), “competitions” (activity 4) (p<0,006) 

“like” (activity 6) (p<0,010). All of the VIF values for the activities were below 5, which 

mean we have no problem with multicollinearity and can analyze the individual 

activities effect on social benefits. For activity 1, “Facebook page”, the Beta value was 

0,222, which means “Facebook page” has a positive effect of 22,2 % on social benefits. 

“Competition” had a negative Beta value of -0,194. This means that the effect is 

negative and the fans will experience less social benefits if competitions increase. 

“Like” had a positive Beta value of 0,197. Overall “Facebook page” (activity 1) had the 

largest effect on social benefits. 

 

 
Table 29. Model Summary of regression 8. 

 

 
Table 30. ANOVA table for regression 8.  

 

 
Table 31. Coefficients for regression 8. 
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5.6.2.6 Regression 9 – Effects of Facebook activities on confidence benefits 

This regression is significant at p<0,01, which can be seen in the ANOVA table in table 

33, and it received an R-square value of 14,8 %, which can be seen in the Model 

Summary in table 32. The activities significant at a significance level of 0,1 for this 

dependent variable are “status updates” (p<0,024) and “events” (activity 8) (p<0,035). 

We can conclude that no multicollinearity exists because the VIF values for the 

activities were below 5. The Beta value for the activities was for “status updates” 0,18 

and for “events” 0,15. This means that “events” has a slightly larger effect on confidence 

benefits. If Facebook activities increase with one then confidence benefits will increase 

with 15 %.  

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,385
a
 ,148 ,121 ,73523 

a. Predictors: (Constant), Activity8Event, Activity2MovieClips, 

Activity4Competitions, Activity1Well, Activity7CheckIn, 

Activity6Like, Activity5StatusUpdates, Activity3Pictures 

 

Table 32. Model summary for regression 9. 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 23,215 8 2,902 5,368 ,000
b
 

Residual 133,520 247 ,541   

Total 156,735 255    

a. Dependent Variable: Confidence Benefits 

b. Predictors: (Constant), Activity8Event, Activity2MovieClips, Activity4Competitions, 

Activity1Well, Activity7CheckIn, Activity6Like, Activity5StatusUpdates, Activity3Pictures 

 

Table 33. ANOVA table for regression 9. 

 

 
Table 34. Coefficients for regression 9.  
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5.6.2.7 Regression 10 –Effects of Facebook activities on special treatment benefits 

The regression considering the impact of Facebook activities on special treatment 

benefits was significant at p<0,01. The regression has an R Square of 9 %, which means 

that the Facebook activities do not affect special treatment benefits to a large degree. 

The two Facebook activities that are significant at a level of 0,1 are “Facebook page” 

(activity 1) (p<0,043) and “competitions” (activity 4) (p<0,001). VIF values were all 

below 5, which means no problem with multicollinearity. The Beta value for “Facebook 

page” is 0,14 and for “competitions” -0,24. 

 

 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,300
a
 ,090 ,061 ,82293 

a. Predictors: (Constant), Activity8Event, Activity2MovieClips, 

Activity4Competitions, Activity1Well, Activity7CheckIn, 

Activity6Like, Activity5StatusUpdates, Activity3Pictures 

 

Table 35. Model Summary for regression 10. 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 16,594 8 2,074 3,063 ,003
b
 

Residual 167,272 247 ,677   

Total 183,867 255    

a. Dependent Variable: Special Treatment Benefits 

b. Predictors: (Constant), Activity8Event, Activity2MovieClips, Activity4Competitions, Activity1Well, 

Activity7CheckIn, Activity6Like, Activity5StatusUpdates, Activity3Pictures 

 

Table 36. ANOVA table for regression 10. 

 

 
Table 37. Coefficients for regression 10.  
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6. Discussion 

This chapter presents a discussion of the results from the empirical findings. We will 

start by discussing the main part in our degree project, which are Facebook activities, 

the relationship drivers and then the relational benefits. After this we will discuss the 

two conceptual models, which examine the relationships between the Facebook 

activities, relationship drivers and relational benefits, and we will confirm or reject the 

hypotheses stated in the theoretical framework. We will finish the chapter with a general 

discussion relating to our purpose and sub-purposes.  
 

6.1 Facebook activities  
Many of the Facebook activities showed a high value, which means that the respondents 

see the activities that Pite Havsbad perform on Facebook as important. The respondents 

also answered that they see it as positive that companies in general have Facebook-

pages, which is good for Pite Havsbad to know, since it means that their customers seem 

to value Pite Havsbad’s presence on Facebook. According to Caers et.al (2013, p. 984) it 

is important how companies use Facebook, not only that they have the basic features. 

The most important activity according to the respondents was that Pite Havsbad posts 

events on their Facebook-page, which received a mean value of approx. 4,6 out of 5. 

Pite Havsbad does at present post status-updates where they tell about different events 

that they organize, for example shows that they have. They do not at the moment 

however use the event activity on Facebook, which includes the possibility for the fans 

on Facebook to attend the event. Since the respondents see it of high value that events 

are being posted on Facebook, there is a possibility for Pite Havsbad to start using the 

event function, to develop this Facebook activity and thus respond to their fans wants 

and needs.  
 

Looking at the other Facebook activities we can also see that pictures, competitions and 

status updates have a mean value over 4. We can therefore conclude that also these 

activities are highly valued by the respondents and that they therefore are important for 

Pite Havsbad to develop and work with. That pictures, status updates and events 

received high values is in line with previous research made by Hansson et al. (2013, 

p.120) which showed that pictures and competitions were rated to be absolutely critical 

by their respondents. We argue that this strengthen that the results we got are valid, 

since it has been the same result in two different studies. Although, some differences can 

be seen in our survey compared to the one conducted by Hansson et al. (2013, p. 120). 

Hansson et al. (2013, p.120) received low values for competitions but we received over 

4 on this activity. This can be explained by the fact that we have asked specifically about 

Pite Havsbad’s Facebook page but Hansson et al. (2013) did their research in general 

where the respondents could consider any company on Facebook. This shows that it 

might not be the same for every company but Pite Havsbad’s fans on Facebook value 

competitions high. The reason to this might be that the respondents have appreciated the 

competitions that Pite Havsbad has posted previous to this research and therefore they 

value competitions highly. We can see that the prices that Pite Havsbad have had in their 

competitions is free entrance to events at their facilities, perhaps these prices have been 

appreciated by the fans. 
 

Also the other activities; Facebook page, movie clips, like and check-in, received mean 

values over 3, which we see as relatively high on a 5 grade rating scale.  These should 

therefore not be forgotten as they are also considered to be of importance by Pite 
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Havsbad’s Facebook fans. This means that the Facebook fans of Pite Havsbad think it is 

important that Pite Havsbad exist on Facebook and that their Facebook page involve a 

wide range of activities. According to the study done by Hansson et al. (2013) many 

respondents consider that a company present on Facebook should be active and have a 

variation in their type of activities. This also goes hand in hand with the result we got in 

our research.  
 

6.2 Relationship drivers 

As can be seen in table 5, the mean value of trust is 4,3 which is relatively high on a 5-

grade scale, thus the fans of Pite Havsbad’s Facebook page feel trust for the company. 

Trust is required for a relationship’s existence between a customer and a company 

(Berry and Parasuraman, 1991, p. 144). Looking at the high rating of trust, Pite Havsbad 

has a good basis for having relationship with their customers. Also satisfaction received 

a high value with a mean value of approximately 4,2. Satisfaction is another important 

factor related to customer relationship building. According to Bejou et al., (1998, p.171) 

there are positive relations between satisfaction in general, relationship satisfaction and 

re-purchase intentions, which emphasize the importance of finding the factors that lead 

to satisfied customers. Pite Havsbad now know that the respondents are satisfied with 

Pite Havsbad. They also need to identify what factors make their customers satisfied; to 

be able to work on this and keep their customers satisfied. They also need to identify the 

factors that would increase the customers’ satisfaction. They can receive some 

information about this from the open-ended question in our survey, which asks about 

what could have made the respondents more satisfied with their visit at Pite Havsbad.  
 

The third relationship driver that we include in our conceptual model is commitment 

which is divided into two variables; affective and calculative commitment. Affective 

commitment received a mean value of approximately 3,9, which is relatively high, but 

calculative commitment received a lower value of approximately 3,4. This means that 

the fans to Pite Havsbad are more emotionally committed to the company than rationally 

committed, since affective commitment is described as the emotional attachment that the 

customers experience when dealing with the service provider (Nusair et al., 2012, p. 15), 

while calculative commitment is more concerned with the switching costs related to 

switching to another provider (Nusair et al., 2012, p. 15-16). We see this as a good 

result, since affective commitment has been found to be a stronger leading factor to 

loyalty than calculative commitment (Evanschitzky et al., 2006, p. 1208-1212). It has 

also been seen as “the highest stage of relational bonding” (Dwyer et al., 1987, p. 23), 

which indicates that Pite Havsbad has been successful in their relational efforts towards 

their customers. Since affective commitment is more about emotional attachment we 

argue that this can be an indication that Pite Havsbad has had success in their marketing, 

since successful marketing creates emotions within the customer. The reason for why 

calculative commitment is lower might indicate that switching costs are low and the 

customers have other options to choose for a hotel stay. Since an increased competition 

is taking place in the hotel industry (Sigala, 2005, p. 392; Padilla-Meléndez & Garrido-

Moreno, 2013, p. 1; Luck & Lancaster, 2013), this becomes a natural result.  
 

In conclusion, all of the relationship drivers received high scores which shows that some 

kind of relationship exist between Pite Havsbad and its fans on Facebook. This also 

match the result of how the respondents themselves rate their relationship with Pite 

Havsbad today, which received a mean value of 3,39 on a 5-point scale. Trust, 
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commitment and satisfaction are examined to be drivers of relationships (Berry and 

Parasuraman, 1991, p. 144; Nusair et al., 2012, p. 14; LaBarbera, 1983, p. 393), but have 

also been found to be outcomes of a relationship (Liljander & Roos, 2002; Palmatier 

et.al, 2007). The existence of trust, commitment and satisfaction therefore means that a 

relationship might already exist but it could also mean that the relationship is in a 

development stage. We argue that it should be in a development stage since the mean 

value of how the respondents rate their relationship to Pite Havsbad is only 3,39 on a 5-

rating scale. We do not consider this as a bad result, but it has room for development and 

improvement.    
 

In either case it is a good sign for Pite Havsbad’s relationship building that the 

respondents perceive that they feel trust, commitment and satisfaction towards Pite 

Havsbad. Also, since the respondents answer that they perceive their relationship with 

Pite Havsbad as relatively strong, we can draw the conclusion that the relationship 

already exists and has a potential to be strengthen in the future. 
 

6.3 Relational benefits 

Regarding the relational benefits, we can see from table 5, that social benefits and 

special treatment benefits received low values with means of approx. 2,1 respectively 

1,6. Social benefits are explained to be when the customer’s relationship to the company 

goes as far as being developed to a friendship (Gwinner et al., 1998, p. 104), this means 

that the respondents to our survey do not feel like they have developed a friendship with 

Pite Havsbad. They do not either feel that they get special treatment from Pite Havsbad, 

as faster service than other customers or personalized offers. Confidence benefits on the 

other hand received relatively high values with a mean of approx. 3,7. Confidence 

benefits have been found to be connected to the trust customers feel when dealing with a 

company (Gwinner et al., 1998, p. 104), this result seems to be reasonable since our 

respondents showed high values also in trust. This also shows that if Pite Havsbad wants 

to grow a stronger relationship with their customers they need to develop the social and 

special treatment benefits for their customers, while confidence benefits are already 

something that relatively many of their customers experience. 
 

The reason to this low mean value on special treatment benefits may be that Pite 

Havsbad do not offer any special deals to individual guests, they treat most guests 

equally. For example they do not let some guests get faster or better service than others. 

Another explanation for this low score for special treatment benefits might be that the 

respondents feel a low level of calculative commitment, since calculative commitment 

regards rational loyalty such as economic benefits, similar to the characteristics of 

special treatment benefits.  
 

Social benefits may have gotten a low rating because Pite Havsbad is a large company 

and therefore the customer might meet different persons in the staff from time to time 

when they visit Pite Havsbad, then it can be hard for the customers to develop a 

friendship with the staff, which is a part of social benefits. Also Pite Havsbad is a place 

where people go for vacation and not visit very often. According to the results from our 

survey we can see that the largest part of the respondents, 38,4 %, answered that they 

had only been 1-2 times at Pite Havsbad the past 12 months. This means that the 

customers visiting Pite Havsbad rarely meet the staff or have contact with Pite Havsbad 

rarely and therefore do not develop a friendship with Pite Havsbad. In Gwinner et al.’s 



Eriksson & Larsson 

 

 

 68 

(1998, p. 109) study they could see that the mean of received social benefits and the 

importance of social benefits was higher for high-contact customized personal services. 

Since the customers only meets the staff during check-in and perhaps if they have any 

concerns during the hotel stay, this means that Pite Havsbad is not a high-contact and 

customized service, this may be the reason to why social benefits is perceived by the 

respondents to be relatively low, with a mean value of approximately 2 on the scale of 5.  
 

6.4 Conceptual model 1 

6.4.1 Regression 1 - relationship drivers and confidence benefits 

As seen in our empirical findings, confidence benefits are positively affected by all of 

the relationship drivers. This means that if Pite Havsbad want their customers to 

experience confidence benefits, they need to look at what will satisfy their customers 

more, what will make them more affectively committed, what will make them feel more 

trust towards Pite Havsbad and will make them more calculative committed. Looking at 

the Beta value of these drivers, we can see that affective commitment (0,43) affect 

confidence benefits more than satisfaction (0,18), trust (0,14) and calculative 

commitment (0,10).  

 

According to previous research, affective commitment creates emotional attachment and 

enjoyment, between the customer and the company (Nusair et al., 2012, p. 15). We 

argue that this emotional attachment created by affective commitment can lead to a 

reduced feeling of anxiety for customers, because emotional attachment should make the 

customers feel more secure about the service provider. Reduced feelings of anxiety is 

related to confidence benefits (Gwinner et al., 1998, p. 104) and we argue that this can 

be a reason to why affective commitment has a relatively large effect on confidence 

benefits.  

 

The effect of satisfaction on confidence benefits may be due to that if the customers are 

happy with the service and they know what they get, they will feel more secure with the 

service later on and thus experience this as a confidence benefit. Confidence benefits 

have a longer perspective as it is seen as being developed over time (Gwinner et al., 

1998, p. 104). Since relationships are developed over time (Dwyer et. al., 1987, p. 12), 

by the relationship drivers including satisfaction and affective commitment, it makes 

sense that confidence benefits are also being developed over time as previous research 

tells us (Gwinner et al., 1998, p. 104).  

 

We further argue that trust has an effect on confidence benefits since trust is related to 

feelings of confidence in the other partners reliability (Morgan and Hunt, 1994, p. 23), 

thus there is a natural relation to the feeling of confidence benefits. Since calculative 

commitment means that the customer consider product benefits when deciding to stay 

with a service provider (Nusair et al., 2012, p. 15-16) they need to gather information 

about the product (or service) and the company. We argue that this means that they 

know a lot about Pite Havsbad and therefore can feel more secure about the 

service/product and the company, thus experiencing more confidence benefits.  
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6.4.1 Regression 2 - Relationship drivers and special treatment benefits  

Overall, it can be said that the relationship drivers explain 15,6 % of the variance in 

special treatment benefits. Trust, affective commitment and calculative commitment are 

the drivers that have significant effects on special treatment benefits, with Beta values of 

-0,360 for trust, 0,195 for affective commitment and 0,327 for calculative commitment.  

 

The relationship driver with the largest effect on special treatment benefits is therefore 

trust. If trust increase one unit then special treatment benefits will decrease with 36 %. 

This means that trust is not good to make the customers experience special treatment 

benefits. This is an odd result since relationships naturally should lead to increased 

feelings of relational benefits, but perhaps this result come from the fact that Pite 

Havsbad do not use special treatment for individual customers and therefore even if 

trust, and thus the relationship, between Pite Havsbad and its customers grows stronger 

than special treatment does not increase. Maybe it decreases because when the customer 

grow a stronger relationship with the company he or she get to know Pite Havsbad more 

and realize Pite Havsbad do not give special treatment benefits to its customers and 

therefore experience less special treatment benefits. 

 

Also calculative commitment has a relatively large effect on special treatment benefits. 

We think that the reason to why calculative commitment and special treatment benefits 

relate to each other is that they both regard logical and rational aspects. Calculative 

commitment is when the customer is committed to a company because of rational 

aspects (Nusair et al., 2012, p. 15-16) and special treatment benefits is when the 

customer experience benefits of the relationship in the form of getting for example 

discounts or customized service (Gwinner et al., 1998, p. 104). Therefore it is logical 

that calculative committed customers feel more special treatment benefits. Although, we 

can see from our empirical findings that special treatment received a low mean value 

while calculative commitment received a higher mean value, just over 3. We argue that 

this means it makes sense that calculative commitment affect special treatment benefits 

only to a smaller degree. If calculative commitment would have affected special 

treatment benefits to a larger degree, then special treatment should also have received a 

higher value.  

 

Affective commitment has a smaller effect on special treatment benefits than the other 

relationship drivers but the effect it still has can be due to the fact that if the customer is 

affectively committed to a company it can lead to that the customer feels that he or she 

gets special treatment because they have strong feelings of attachment towards the 

company. The emotional attachment that the customer has towards the company can 

lead to that he or she experience special treatment even if they are not receiving different 

service that the other customers.   

 

But as stated before, in the overall analysis of this effect of relationship drivers on 

special treatment benefits we can see that none of the relationship drivers affect special 

treatment very much. We argue that this depends on the fact that Pite Havsbad do not 

give their customers any special treatment benefits and therefore the customer do not 

feel that they are being treated in a special way, even if they have a relationship with 

Pite Havsbad. The relationship drivers received relatively high values of the 

respondents, which indicate that a relationship is developing or already existing but the 

respondents do not experience the special treatment benefits. This means that it might 
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not be of high importance for the customers to Pite Havsbad to receive special treatment, 

since they are satisfied anyway and they also perceive themselves to be in a relationship 

with Pite Havsbad.  

6.4.2 Regression 3 - Relationship drivers and social benefits 

The significant drivers that had an effect on social benefits were trust, affective 

commitment, and calculative commitment. These relationship drivers were significant at 

a level of 0,1. With a Beta value of 0,33 calculative commitment had the largest impact 

on social benefits among the drivers.  

 

We argue that calculative commitment has the largest effect on social benefits out of all 

relationship drivers because the evaluation of the service that Pite Havsbad offer 

rationally, in terms of objectively evaluate the service and staff which lead to a 

calculative commitment and the rational thought about the service can lead to the feeling 

of social benefits. A rational evaluation with positive outcomes may therefore lead to 

social benefits. The location of Pite Havsbad might be of advantage compared to other 

optional service providers, which means that the calculative committed customers 

choose Pite Havsbad because of its location. This close location, which is a rational 

choice, lead to repeated visits at Pite Havsbad, which in turn lead to that they meet the 

service personnel at Pite Havsbad often. According Czepiel  (1990, cited in Berry, 1995, 

p. 238) social benefits is natural to occur when customers meet the staff often. Most of 

the respondents in our survey came from the county of Norrbotten, which is the same 

county Pite Havsbad is located in and this could be an explanation to why the 

respondents visit Pite Havsbad for their location and are feeling calculative committed.  

 

Affective commitment also had a positive effect on social benefits. Since affective 

commitment regards the enjoyment and feelings of attachment (Nusair et al., 2012, p. 

15) the customer will feel to the service provider, it is natural that social benefits will 

follow as an outcome. Social benefits is as previously mentioned concerned with the 

feeling of importance for the customer and if you as a customer enjoy dealing with a 

company as when you are affectively committed, you might feel that you get treated 

with respect and therefore feel important and taking cared of.  

 

Trust on the other hand had a negative effect on social benefits compared to the other 

drivers. This means that if trust increases one unit, social benefits will decrease by 0,25 

units. This could be explained by if a customer trust a company to a large degree, one do 

not need to interact with the company since the customer is secure about that the service 

will be performed correctly and do not need to ask questions etc. Since interaction is a 

large part of social benefits (Gwinner et al., 1998, p. 104), these benefits will not be felt 

in the same way if the level of trust is high.  

 

6.4.3 Revised conceptual model 1  

By looking at the results from our multiple regression analysis we can conclude that 

some hypotheses cannot be confirmed. The hypotheses that can be confirmed are the 

ones that are significant at p<0,01. We can see that hypotheses 2a and 2b are confirmed, 

that affective commitment has a positive effect on confidence benefits and social 

benefits. We can also confirm hypotheses 3b and 3c, which are that calculative 

commitment has a positive effect on social benefits and special treatment benefits. 

Finally, we can also confirm hypothesis 4a, that satisfaction has a positive effect on 
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confidence benefits. These results are presented in a revised version of conceptual 1 

(figure 13).  
 

 

 
Figure 13. Revised conceptual model 1.  

 

The customers experience satisfaction, trust and affective commitment, but only the 

relational benefit of confidence benefits. This means that social and special treatment 

benefits are variables that could improve. Although, already now the respondents 

answered that they have a relatively strong relationship to Pite Havsbad, which means 

that the social and special treatment benefits might not be as important for Pite 

Havsbad’s customers as confidence benefits. But most likely they would feel an even 

stronger relationship to Pite Havsbad if they experience social and special treatments 

benefits. Since relational benefits are outcomes of a relationship (Gwinner et al., 1998, 

p. 102) Pite Havsbad could increase the relationship drivers and through that achieve 

stronger relational benefits for their customers.  
 

6.5 Conceptual model 2 

6.5.1 Regression 4 - Facebook activities and trust 

Altogether the Facebook activities explain 24,9 % of the variance in trust. The activities 

that have a significant positive effect on trust individually are pictures (0,16), status 

updates (0,16) and events (0,23). We believe that pictures affect trust because, for 

example, showing pictures of how the facility or the experience looks like will reflect 

the reality. If the customers can relate the pictures to their actual experience with the 

company then we argue that the company will be perceived as honest and reliable. 
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Morgan and Hunt (1994, p. 23) state; trust exist when one party feel confident in the 

exchange party’s reliability and integrity, which is why we argue that feeling of 

reliability is related to feelings of trust. From the results in our study we can see that Pite 

Havsbad is successfully using pictures on their Facebook-page to create trust among the 

respondents. We can see by looking at the pictures that Pite Havsbad post on their 

Facebook-page that it is often pictures from their facilities, from shows that they have at 

the hotel and on the staff.  

 

We argue that the same principles apply for status updates as with pictures. Status 

updates can also reflect the reality and show on companies’ honesty and reliability. 

Since Pite Havsbad only post status updates together with pictures there is at the 

moment not really any difference between these two activities for Pite Havsbad. 

Although, we can see that the respondents value both status updates and pictures 

relatively high, with a mean around 4,2, which means it is important for Pite Havsbad to 

do both. We therefore argue that it is good that they today post pictures in all status 

updates since both of these activities are highly valued by the respondents.  

 

At the moment Pite Havsbad do not use the event-activity on Facebook, which means 

that they do not organize event on Facebook that people can attend. According to our 

survey we can see that event is the most important activity for the respondents. Because 

of this we argue that Pite Havsbad should start using this Facebook-activity. As an 

example they could create events for party-nights, happenings and shows that they 

organize.  
 

6.5.2 Regression 5 – Facebook activities and affective commitment  

Moving on to how the Facebook activities affect affective commitment we can see that 

all the Facebook activities together explain 20,7 % of the variance in affective 

commitment. The activities that have a significant effect on affective commitment is 

“Facebook page” and “pictures” Since an affectively committed customer has higher 

intentions to remain in a relationship and is more willing to invest in the relationship 

(Nusair et al., 2012, p. 14), this is a positive result for Pite Havsbad. It has also been 

examined that affectively committed customers are harder to achieve since it takes more 

than transactional tools to reach this relationship (Evanschitzky, et al., 2006, p. 1208-

1212). Since Facebook makes it possible to communicate with fans outside the core 

service and beyond transactions, it is logically that our study shows that affective 

commitment is possible to reach through this media. It means that Pite Havsbad can use 

their Facebook page to increase their customers’ willingness to invest in a relationship 

with Pite Havsbad.  

 

To conclude we can say that having a well designed Facebook page, post pictures, do 

status updates, post movie clips and create events are activities that Pite Havsbad should 

put effort in maintaining and developing to be able to use Facebook as a channel for 

relationship building. This because these activities have an effect on trust and affective 

commitment which are relevant drivers of relationships.  
 

6.5.3 Regression 6 - Facebook activities and calculative commitment 

The regression received an R-Square value of 10,8 %. The activities that were 

statistically significant at p<0.1 are “Facebook page” and “Like”. The Beta value of 
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“Facebook page” was 0.14 and for “Like” 0.15. We can see those activities as not as 

affecting as in other cases, but still a weak relationship exists. The “Like”-function 

might affect calculative commitment because the number of “Likes” is a rational way of 

evaluating Pite Havsbad as a good and trustworthy company. Many ”Likes” can be seen 

as a benefit of the product, which in this case is a service, since it shows that many 

people have some sort of positive feelings towards the company. Product benefits are 

one reason to calculative commitment (Nusair, 2006, p. 1208). The Facebook page 

might have benefits based on rational foundations towards other company pages made 

by the fans, for example that it is rationally more appealing to the fans. A reason for why 

the activities do not have a large effect on calculative commitment could be that 

calculative commitment is harder to achieve through Facebook activities than in a core 

service context. Since a calculative committed customer make their choices out of 

rationality, and is concerned with product benefits and is loyal because of limited 

options (Nusair, 2006, p. 1208), Facebook might not be the place to achieve calculative 

commitment. This is since the options on Facebook are almost unlimited and there are 

thousands of other Facebook pages to like and engage in. A fan would probably not like 

a Facebook page based on the fact that the benefits are rationally better than other 

company pages. We can see evidence on this since many of Pite Havsbad’s fans on 

Facebook like their page because they want to feel a part of the community; which 

received a mean value of 3,7.  
 

6.5.4 Regression 7 - Facebook activities and satisfaction 

The regression of Facebook activities towards satisfaction is the regression which has 

the lowest R Square, which is at 8,0 %. This means that satisfaction is not affected by 

the Facebook activities almost at all. We argue that this is logical since satisfaction 

usually comes from the actual visit at Pite Havsbad and is not affected by what happens 

on Pite Havsbad’s Facebook page. Satisfaction is concerned about the evaluation of a 

service experience (Fornell, 1991, cited in Gustafsson et al., 2005, p. 210), and since 

Facebook is not directly a part of the service experience (even though it affect it) we 

believe this is why it does not affect satisfaction very much.  
 

The only individual activity that affects satisfaction is “event” with a Beta value at 0,15. 

This Beta value tells us that even though “event” is significant towards satisfaction it 

still does not affect satisfaction very much, only with 15 %. We argue that the small 

effect that events has on satisfaction might be because, as we can see in table 3 in the 

empirical findings, that the respondents valued “events” high (mean value=4,6) and 

therefore if Pite Havsbad have “events” on their Facebook page then this will make the 

respondents more satisfied with Pite Havsbad.  
 

6.5.5 Regression 8 - Facebook activities and social benefits 

Social benefits received an R-square value of 0,144, which means that 14,4 % of the 

variance in social benefits is explained by the Facebook activities. This it is not a very 

high value of R-Square. We argue that this result of Facebook activities not having a 

large impact on social benefits, because even though Facebook is a “social media” it 

does not include physical social meetings with individuals in the company. Social 

benefits is when the customer feel he or she has developed a relationship with staff at the 

company (Gwinner et al., 1998, p. 104) and we argue that because Pite Havsbad uses 

their Facebook page more as a company and less as individuals working at Pite 
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Havsbad. The small effect that Facebook still has on social benefits can be the 

interaction that the customer still gets via Facebook with the company. 
 

Our empirical findings showed that the Facebook activity “Competitions” had a negative 

effect of approximately 0,20 on social benefits. We find that an explanation of this 

would be that competition increases the rivalry between the fans and since the majority 

of the fans will lose the competition, a feeling of disappointment might appear. 

Competitions are objective and all the competitors will be treated the same and therefore 

the fans will not experience the same special connection that can create social benefits as 

in other occasions.  

 

The other activities that had a positive effect on social benefits are “Like” (0,20) and 

“Facebook page” (0,22). Hitting the like-button on Pite Havsbad’s posts might increase 

the feeling of belonging to the company, as if it was a friend. The procedure is the same, 

as with a fan’s friends on Facebook and the posts of Pite Havsbad will appear among 

other friends’ updates. Social benefits are described to sometimes go as far as a 

developed friendship between the company and its customers (Gwinner et al., 1998, p. 

104), which would in this case be applicable. To like a post of Pite Havsbad also shows 

an interest from the fans to engage with the company, a willingness to be a part of the 

community, which also will result in social benefits. A well-designed Facebook page is 

also significant to have an effect on social benefits. This could be explained by that the 

Facebook page is opening up for interaction and invites the fans to communicate with 

the company by the hashtag #VGDIH and the question “Vad gör du i helgen?” (What 

are you up to this weekend?), see figure 14. The purpose of this is to open up for the 

fans to use the hash tag when posting a status update about what they are going to the 

weekend that follows as a part of Pite Havsbad’s communication with their fans (H. 

Ljungstedt, personal communication, 2014) Interaction, as in this case, is a prerequisite 

for that customer will feel social benefits (Gwinner et al., 1998, p. 104), and we argue 

for that this explains the effect that the Facebook page has on social benefits.    
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Figure 14. Pite Havsbad’s Facebook page.  
 

6.5.6 Regression 9 - Facebook activities and confidence benefits 

The regression between Facebook activities and confidence benefits has an R-square of 

14,8 %. Confidence benefits are the psychological benefits the customer feels in the 

form of reduced anxiety and of feeling more secure with the service provider (Gwinner 

et al., 1998, p. 104). Regarding the confidence benefits we argue that the reason to why 

it was not affected by the Facebook activities much, only explain 14,8 % of variance in 

confidence benefits, is that the feeling of being confident with a service provider is more 

affected by what is the content in the pictures, the status updates, movie clips and so on. 

Just the fact that Pite Havsbad do or do not post a picture or a movie clip does not affect 

if the customer feels more confident with the company. We believe that if further 

research would be done which examines how different pictures, competitions, movie 

clip, status updates etc. it could show that they affect the customers’ feeling of 

confidence benefits. The individual activities that are significant in relation to 

confidence benefits are events (0,15) and status updates (0,18). That the activity event 

has a weak positive effect on confidence benefits may be due to the fact that event 

contains a lot of detailed and practical information. For example one can see all persons 

that are invited to the event, who and how many persons that are attending the event and 

also details about practical matters such as time and place of the event. We argue that 

this detailed information could increase the customers feeling of confidence towards Pite 

Havsbad, since they can see practical fact about what Pite Havsbad do and who are 

joining their activities.  
 

6.5.7 Regression 10 - Facebook activities and special treatment benefits 

Special treatment is the relational benefit that is least affected by the Facebook activities 

with an R-square of 9,0 %. Since special treatment is about the customers’ experiences 

of economic benefits, for example getting discounts from the service provider that other 
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customers do not get (Gwinner et al., 1998, p. 104), we argue that it seem reasonable 

that the customers do not feel more or less special treatment benefits because of the 

Facebook-activities. On Pite Havsbad’s Facebook-page they do post about offers but 

those are not special for certain guests but offers for all customers or a specific segment 

of customers. An example of an offer that Pite Havsbad has posted on their Facebook-

page can be seen in figure 15. It is an offer to go two but pay only for one to an 

entertainment evening at Pite Havsbad. This means an economic benefit but since it is 

not special for certain guests it should not affect the customers experience of special 

treatment. Another part of special treatment benefits is that of customization, which 

means that the customer gets a special tailored solution for his or her particular needs 

(Gwinner et al., 1998, p. 105). We can see that this is also not something that Pite 

Havsbad do on their Facebook-page, which is why we think it does not affect the special 

treatment benefits.  
 

 
Figure 15. An offer posted on Pite Havsbad’s Facebook page. 
 

6.5.8 Revised conceptual model 2 

From the results in our multiple regression analysis we can conclude that all of the 

hypotheses in conceptual model 2 are significant and can therefore be confirmed, as 

shown in figure 16 of conceptual model 2 revised with green arrows. This means that the 

Facebook activities affect both the relationship drivers and relational benefits. Although, 

there are differences in what degree the Facebook activities affect relationship drivers 

and relational benefits. We can see that the highest R Square is between the Facebook 

activities and trust, which has an R Square of 24,9 %. The second highest R Square can 

be seen between Facebook activities and affective commitment with an R Square of 20,7 

%. The relational benefits are not affected by the Facebook-activities as much as the 

relationship drivers. This is also something that we would expect since we argue that the 

Facebook activities mainly affect the relationship drivers which in turn lead to the 

customers feeling relational benefits.  
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We argue that the reason to why trust (24,9%) and affective commitment (20,7%) is 

affected more by the Facebook-activities than satisfaction (8,0%) and calculative 

commitment (10,8%) is because trust and affective commitment are more about feelings 

and emotions than satisfaction and calculative commitment. As Nusair et al. (2012, p. 

15) states: affective commitment is emotional feelings of enjoyment and attachment. On 

the same note, trust is explained in terms of feelings of confidence (Morgan & Hunt, 

1994, p. 23) and in a social media setting as feelings of security and positive emotions 

(Kim & Ahmad, 2013, p. 440). In contrast satisfaction is more about evaluation of 

service experience (Fornell, 1991, cited in Gustafsson et al., 2005, p. 210) and does not 

evolve general feelings and emotions in the same way as trust and affective 

commitment. Calculative commitment is neither concerned about emotions or feelings, 

but is more about rationality and evaluation of switching costs when deciding to stay 

with a company or not (Nusair et al., 2012, p. 15-16). This explains why calculative 

commitment does not get affected by the Facebook activities in the same way as trust 

and affective commitment because Facebook does not involve the same sacrifice as the 

core service. A hotel visit will cause a larger investment for the customer in both time 

and money than a visit or engagement on the Facebook page. Therefore we argue that 

calculative commitment is more affected by an actual visit at Pite Havsbad than the 

Facebook activities.  
 

 
Figure 16. Revised conceptual model 2. 



Eriksson & Larsson 

 

 

 78 

 

 
Figure 17. The effects of the individual Facebook activities on the relationship drivers 

and relational benefits.  

 

6.6 General discussion 

From our findings we can conclude that the Facebook activities have positive significant 

effects on both relationship drivers and relational benefits. We can also see that the 

respondents consider the activities that Pite Havsbad do on Facebook to be important. 

Therefore we can say that Facebook should be considered as a tool when building 

customer relationships since what Pite Havsbad do on their Facebook page is important 

for the respondents. We could also see that one reason why the respondents like Pite 

Havsbad on Facebook is because they want to be a part of Pite Havsbad’s community. 

This shows that Pite Havsbad’s Facebook page can be used to build customer 

relationships since we argue that the willingness to be a part of a community indicates a 

desire to have some sort of relationship with Pite Havsbad. We can also see from this 

study which of the relationship drivers Pite Havsbad can increase by using different 

Facebook activities. For example they can use the “Facebook page” and “pictures” to 

affect affective commitment, which in turn has a large effect (0,433) on confidence 

benefits.  
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Social media opens up for a more interactive dialogue with your customers (Heller Baird 

& Parasnis, 2011, p. 30), which means more opportunities to be able to provide special 

treatment and social benefits to the customers, which deepens the relationships. The 

interactivity that social media gives has been shown to be valued by the customers 

(Trainor (2012, p. 319), not only the possibility to interact with peers but also with 

businesses (Rainie, Purcell & Smith, 2011 cited in Trainor, 2012, p. 319). We could see 

from the survey that this is true also for Pite Havsbad’s Facebook fans, which means that 

their Facebook fans have a desire to interact with them on Facebook.  
 

Based on the fact that Facebook should be considered as a tool for building customer 

relationships we can say that Social CRM could be implemented in Pite Havsbad’s 

customer relationships management strategy. According to Heller Baird & Parasnis 

(2011, p. 33) the first step towards defining a social CRM strategy is to get to know 

what your customers value in the social network setting, this first step is what we 

contribute with to Pite Havsbad. From the results in our study we can see that the 

respondents value all of the activities high, all received mean values over 3. The activity 

with the highest mean value is “events” followed by “competition”, “status updates” and 

“pictures”. Woodcock et al. (2011, p. 51) states that Social CRM is not supposed to be a 

one-way conversation but being dynamic and listen to your customer, and serving them 

the right kind of information on social media. From the results of this study Pite 

Havsbad can get more insight into what information they should post on Facebook, in 

what way they should interact with their fans on Facebook, and which activities the 

respondents value. We can for example see that they should use the “event” function 

more. This increased knowledge and understanding of the customers that our study gives 

to Pite Havsbad can affect their business performance in a positive way, since as Trainor 

(2012, p. 319) states; a social CRM strategy can positively affect the business 

performance, because of the increased value that the company can give to its customers.  
 

Due to the fact that the service industry has special conditions regarding the service’s 

intangibility, inseparability, heterogeneity, and perishability (Zeithaml et al, 1985, p. 

33), marketing needs to be adapted in order to gain success. We argue that Facebook can 

work as a tool for a company in the hotel industry to increase their marketing success in 

order to build customer relationships. If we analyze Facebook as a part of Pite 

Havsbad’s service offer, we can make some conclusions about the service 

characteristics. Looking at the inseparability of the service, we can by using Facebook 

help to separate the consumption and production. An interactive dialogue on Facebook, 

using the comment field in a status update made by Pite Havsbad for example, does not 

need to take place at the same time for the two parties but can be used over a period of 

time. Another example is if Pite Havsbad post a status update, a picture or a movie clip, 

then it is not necessarily the case that the fans will discover it immediately, and therefore 

the consumption and the production are separated from each other. 
 

Using Facebook as a marketing tool can decrease the intangibility of a hotel service. By 

posting pictures and movie clips from the facility, it is easier for the fans on Facebook to 

see what the service offer consists of and comment and asks questions about it. Also by 

creating events that contains information and shows who is attending the event can help 

the fans to understand more and get a clearer picture of the service and the company. 

Our study also shows that the fans put high value on events. The heterogeneity of the 

service can be reduced by using Facebook in the way that Pite Havsbad can gather 

information about the fans’ expectations and at the same time, update them on how the 
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services are developing in order to prevent a mismatch between expectations and the 

real experience. By continuously updating the fans with recent information about their 

service offers it will be easier to see the development of the service and the hotel itself. 

For example, pictures and movie-clips on renovations, newly hired employees, new 

attractions and so on can be posted on their Facebook page. The fact that a hotel stay is 

perishable cannot be changed by using Facebook as a part of the service offer, but it can 

be helpful to predict sales by creating events and look at how many will attend. The 

Facebook page can also be used to communicate offers when the season is low in 

demand.  

  



Eriksson & Larsson 

 

 

 81 

7. Conclusions and recommendations 

In this chapter we will present the general conclusions that we can draw from the 

empirical findings and the analysis. We will also address what theoretical contributions 

made by our degree project and give practical recommendations to Pite Havsbad.  
 

7.1 General conclusions 

The main purpose of this study is to investigate the effects of Facebook activities on 

relationship drivers and relational benefits and the effect of relationship drivers of 

relational benefits perceived by customers to Pite Havsbad. Relating our findings to our 

purpose we can say that we have fulfilled our main purpose and the practical sub 

purposes that we stated in the introduction of the degree project. We developed two 

conceptual models, including the hypothesized effects, which we tested statistically with 

the aim to contribute to the theoretical research field of relationship marketing and social 

media. By statistically testing the Facebook activities’ connection to relationship drivers 

and relational benefits, and also the relationship drivers’ effect on relational benefits we 

are now able to answer our research question: 
 

What kind of impact does Facebook activities have on relationship drivers and relational 

benefits in the hospitality industry?  

  

The findings from our statistical tests resulted in that we could answer this research 

question. We have been able to find out which activities on Facebook that Pite 

Havsbad’s Facebook fans value and in what way they want to communicate with Pite 

Havsbad. For example that they value all activities highly, but events, status updates and 

competitions were the most important activities according to the respondents. This 

means that we can help Pite Havsbad with the first step towards creating a Social CRM 

strategy, which was the practical purpose with this degree project. We have also 

explored the relationship between Facebook activities, relationship drivers and relational 

benefits, which was the theoretical purpose of this degree project. We found that the 

respondents see it as important what Pite Havsbad do on Facebook and that Pite 

Havsbad can use the Facebook page, like, status updates, pictures and events to affect 

relationship drivers such as trust, satisfaction and relational benefits. The relationship 

drivers in turn affect the relational benefits where we found that all the drivers are 

important to be able to make the customers experience all of the relational benefits.  
 

From the two conceptual models we can conclude that Facebook activities do have an 

affect on the building of customer relationships. We can draw conclusions from 

conceptual model one, that the relationships between relationship drivers and relational 

benefits were partly supported. Trust and calculative commitment each had two 

hypotheses that were supported, and satisfaction and calculative commitment only had 

one hypothesis each that was supported. In conceptual model two, we can see that all of 

the hypotheses were supported: the Facebook activities had a significant positive effect 

on both relationship drivers and relational benefits. We can see that especially 

confidence benefits are affected by the Facebook activities. We can conclude that Pite 

Havsbad can by using Facebook both directly and also indirectly via the relationship 

drivers affect the relational benefits. Although, we can see that it is better to use 

Facebook to affect the relationship drivers and through that make an impact on the 

relational benefits, instead of using Facebook directly to affect the relational benefits. 

We can conclude this because the effect of the Facebook activities on relational benefits 



Eriksson & Larsson 

 

 

 82 

is weaker than the effect on the relationship drivers. The relationship drivers have a 

larger effect on relational benefits. Further on, we can say that it is of importance to 

affect all of the relationship drivers, such as trust, satisfaction and commitment, since 

they in turn affect different relational benefits.  
 

Our first sub-purpose was to identify who Pite Havsbad’s fans on Facebook are and 

how they use Facebook in general. We have fulfilled this sub purpose by conducting a 

survey including questions regarding the fans’ demographics and their Facebook usage. 

This type of information will help Pite Havsbad to map out who their fans on Facebook 

are and how they act in general on Facebook. We can see that the sample we have 

researched is representative of the whole population; Pite Havsbad’s Facebook fans, and 

also of their target group of customers in general. Based on the analysis of 

demographics, we can conclude that a majority of the respondents were women and 

most of the respondents live in Norrbotten county, which is where Pite Havsbad is 

located. We also found that a large proportion of our sample were middle aged people 

with children. Since the target market of Pite Havsbad is particularly families, our 

findings confirm that this target market can be reached by Pite Havsbad through their 

Facebook page. We also found that the respondents use Facebook a lot, almost all of 

them visit Facebook every day, and that they are active users. We can see that they are 

active because they usually like and comment posts on Facebook in general.  
 

The first sub-purpose is related to our second sub-purpose, which is to create a starting 

point for Pite Havsbad to use Social CRM as a way to create relationships with their 

customers. By finding out what the Facebook fans of Pite Havsbad value in the 

Facebook setting and how they use Facebook, Pite Havsbad can start with the creation 

of a Social CRM strategy. We found that the Facebook fans of Pite Havsbad liked Pite 

Havsbad’s Facebook page mainly because they want to get news about Pite Havsbad, 

take part of offers and campaigns, and to feel part of Pite Havsbad’s community. We 

also found out that the fans value that Pite Havsbad posts events on Facebook, that Pite 

Havsbad do status updates and that they have competitions on Facebook.  
 

The third sub-purpose is regarded to the fact that Pite Havsbad operates in the hotel 

industry and is therefore a part of the service sector. By exploring the possibilities of 

using Facebook as a way of building customer relationships, we argue that we have 

helped Pite Havsbad to easier reach out with their marketing in the special conditions of 

services context. In particular, Facebook as a part of the service offer can be used to 

more easily handle the characteristics of a service such as intangibility, inseparability 

and heterogeneity. For example posting pictures and movie clips can decrease the 

intangibility. Heterogeneity can be decreased by posting pictures of new employees, 

new attractions, renovations etc. to keep the customers updated of what is happening at 

the company, which might decrease their experience of heterogeneity of the service. 

Letting the service experience continue on Facebook after a visit at Pite Havsbad or start 

before the visit at Pite Havsbad, by for example integrate and create the service 

experience through commenting and posts, can decrease the characteristics of 

inseparability of production and consumption. Therefore we can conclude that the third 

sub purpose is fulfilled.  
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7.2 Theoretical contribution  
In our degree project we have studied social media marketing from a customer point of 

view and found out what the customers value within Facebook activities and what 

attitude they have towards companies’ marketing efforts on Facebook. In previous 

research, most authors have examined social media marketing from a company point of 

view (Trainor et al. 2012, p. 1; Chan & Guillet 2011; Phelan et al, 2013). We can therefore 

argue that we are making a contribution to this research area by looking at the research 

problem from a customer point of view. Also the research on customer attitudes towards 

the presence of companies on Facebook is argued by Caers et al. (2013) to be of 

importance to explore. This is a research gap that we have addressed. Further on, we 

have examined how the Facebook fans of Pite Havsbad want to communicate with Pite 

Havsbad on Facebook and what activities they value. According to Caers et al. (2013, p. 

995) future research should focus on investigating how customers want to communicate 

with companies on Facebook, which means that this is another research gap that we 

have addressed.  
 

Social CRM is an emerging area where more research is needed according to Faase et al. 

(2011, p. 1). With our study we argue that we contribute to this area by examining the 

effects of Facebook activities on relationship drivers and relational benefits. Since the 

Facebook activities regard social media, and relationship drivers and relational benefits 

regard relationship marketing, we believe that our findings advance research on both 

relationship marketing and social media. We address a unique topic, which allows us to 

consider the findings from both of these research areas in combination and thereby 

create a starting point for a Social CRM strategy for Pite Havsbad.    
 

The activities of Facebook have been tested in previous research made by Hansson et al. 

(2013, p. 120). The result from their study showed that some activities were significant 

and some were not. The most important activities in their research were status updates, 

pictures and company profile (Facebook page). The results from our research partially 

support their findings since we also find that status updates and pictures were valued 

high according to the respondents. Although, in our research we find that events were 

the most important activity, which is not the case in the research of Hansson et al. (2013, 

p. 120). We argue that this difference can be due that our population is different from the 

population that Hansson et al. (2013, p. 120) researched. Our population consists of 

Facebook fans of Pite Havsbad. The population in the research of Hansson et al. (2013, 

p. 120) consisted of Facebook users in Sweden in general. Because Pite Havsbad is a 

company, which offers a lot of events in the form of show nights, music performances 

and other activities, we argue that the event function is more important for our 

population than for the population of Hansson et al. (2013). This result can be of 

importance for other companies in the hotel industry, which might be interested in 

optimizing their social media strategies. Further more, our research makes a relevant 

theoretical contribution by testing a model, which considers the effects of the Facebook 

activities on relationship drivers and relational benefits. Since these factors were not 

examined in combination in prior studies, it allows us to make a significant theoretical 

contribution.  
 

7.3 Practical recommendations for Pite Havsbad 

Since we are writing our degree project on commission for Pite Havsbad, we aim to 

make practical recommendations to them in order to build customer relationships 
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successfully via Facebook. We base our recommendations on our empirical findings and 

analyses regarding the activities’ impact on relationship drivers and relational benefits.  
 

We firstly recommend Pite Havsbad to start using the event function on Facebook since 

our findings show that this is the activity that the respondents value the most. Further on, 

regarding what activities that have the strongest effect on the relationship drivers, we 

recommend for Pite Havsbad to use the activities that had a positive relationship with 

the drivers, such as “pictures”, “status updates”, “like”, “Facebook page” and “event”. 

This means that Pite Havsbad should post pictures and do status updates on their 

Facebook, which is something that they are good at also today. It is also important that 

they have a well-designed Facebook page (company profile) and that they post events. 

The “like” activity is not something that they can affect, it is just a function made 

available from Facebook. But, we argue that what the finding about this activity mean is 

that Pite Havsbad should work on increasing the number of likes. We also see it as a 

positive sign for Pite Havsbad that it is important for their fans to be able to like Pite 

Havsbad’s posts, since this mean that they are active users and interested in what Pite 

Havsbad posts. We also suggest that Pite Havsbad should start using the information 

available on Facebook on another level by implementing Social CRM in their 

organization. By creating valuable dialogues for the fans on Facebook using the 

activities recommended, we believe that a good starting point for a Social CRM strategy 

is taking form.  
 

Another recommendation that we have to Pite Havsbad is that they should start using the 

information they have access to on Facebook more to increase their business 

performance. As an example we suggest they should do surveys similar to the one that 

we have done again, perhaps periodically over time to see if the Facebook fans opinions 

and preferences change. They should make this a part of their marketing strategy. Since 

Facebook is growing as a marketing channel we see it as important for Pite Havsbad to 

keep improving their performance on Facebook, and one way to do this is to have an 

ongoing conversation with their Facebook fans about the fans’ wants and needs. Since 

the amount of fans is continuously growing, it is important to be updated on the fans’ 

wants and needs since they may change over time. 

 
We can recommend companies in the hospitality industry to consider social media as a 

part of their communication strategy. More precise, we can recommend hotels to start 

using Facebook for communicating with their customers. We have proven that 

relationships can be developed through the usage of the right Facebook activities and 

therefore it should be of great value for hotels to communicate with their customers via 

Facebook. Further on, to improve relationships and make customers experience 

relational benefits, companies need to affect relationship drivers. These relationship 

drivers are affected by Facebook activities and therefore it is of importance to consider 

those in a communication strategy.   
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8. Truth criteria 

In this chapter we will look at the truth criteria reliability, validity and generalizability 

of our study and to what degree our study is replicable. These criteria are important to 

consider in order to being able to evaluate the research. 
 

8.1 Reliability 
One of the most important criteria for evaluating social science research (Bryman, 2011, 

p. 49) is reliability. Reliability regards whether the research would reach the same 

results if it would be performed again, or if the results from the research is affected by 

haphazard factors (Bryman, 2011, p. 49). According to Shiu et al. (2009, p. 284) the 

reliability is used to measure to what degree a research will show similar conclusions 

about tested relationships when performed once more. Reliability is usually interesting 

when doing quantitative research to see if the measures used are stable and have internal 

reliability (Bryman, 2011, p. 161). To measure stability, one can repeat the research and 

expect a high correlation between the results of the two studies, if the study is stable 

(Bryman, 2011, p. 161). Since we do not have the possibility to perform our research 

once again, we cannot measure stability in the way Bryman (2011, p. 161) suggest. But, 

our variables that we use in our research have been used in previous research, which 

should make them reliable. Both relationship drivers and relational benefits are  

variables used in the context of relationship marketing research and the questions in our 

survey are based on previous research questions (see table 2). Therefore we can draw the 

conclusion that our research contains stable variables.  

 

The internal reliability measures if the variables used in the study correspond internally 

(Bryman, 2011, p. 161). A way to measure this is to look at the Cronbach’s alpha 

coefficient, where an acceptable value is > 0,7 (Bryman, 2011, p. 162). We earlier 

calculated Cronbach’s alpha for all of our relationship drivers and relational benefits 

using SPSS. We received good results where all variables had a value above 0,7 and we 

can therefore conclude that internal reliability relies within in our research.    
 

8.2 Validity 

Another important truth criterion is validity (Bryman, 2011, p. 50). Shiu et al. (2009, p. 

278) explains validity as when the independent variables reflect the differences in the 

dependent variable and a cause-effect relationship exists. Validity can be measured both 

internally and externally (Shiu et al., 2009, p. 279). Face validity is also a measure that 

can be used (Bryman, 2011, p. 163). The internal validity refers to if the effect on the 

dependent variable only is caused by the independent variable, and nothing else (Shiu et 

al., 2009, p. 278). By looking at our regression analyses, we can see that the R Square 

value, which measures the level of explanation, varies between the models but is seen as 

acceptable in most cases. For example, the relationship drivers explain 53,4 % of the 

variance in confidence benefits, which could be seen as a relatively high number since it 

explains more than half of the variance in confidence benefits. We can see that internal 

validity exists to a certain degree in our research, which is natural since there are several 

other factors or other communication channels than for example Facebook that will 

affect whether the customers will feel trust, commitment and satisfaction or not.  
 

External validity on the other hand deals with if the results of the study can be 

generalized to the entire population (Shiu et al., 2009, p. 281). Since we made a 
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voluntary response sample in our research where the respondents could participate in a 

drawing of an iPad, we believe that we did not attract any particular group of people 

since an iPad appeals to all kinds of people: young, old, men or women. It would have 

been different if we for example had used a show package at Pite Havsbad as a prize, 

which might appeal to people in the closest location to Pite Havsbad. An iPad is 

therefore better to attract all kinds of people to participate in the study. We received a 

sample of good size, 299 answers, and can therefore conclude that external validity 

exists in our research.     
 

Face validity regards whether or not the measure succeed with reflecting the content of 

the concept (Bryman, 2011, p. 163). In our survey, we have only used questions from 

previous research, that are well formulated and recognized to reflect the content. We 

have also when creating our survey continuously discussed the questions with our 

supervisor and the contact personnel at the marketing department at Pite Havsbad in 

order to create as secure questions as possible. We can therefore conclude that face 

validity is high in our research.  
 

8.3 Generalizability 

Generalizability is considered about whether the results from a study can be generalized 

to other populations and situations (Bryman, 2011, p. 169). Bryman (2011, p. 169) 

emphasize the importance of using a sample that is representative for the whole 

population to be able to generalize the results to the whole population, and be sure it is 

not unique for the specific group used in the research. Since we used a non-probability 

sampling technique; self-selection sampling, we argue that we took a risk of not getting 

a sample representative for the whole population, but we can see that the sample that we 

reached and conducted our survey on is representative for the whole population and also 

of Pite Havsbad’s target segment of customers. We argue though that the results from 

this study perhaps cannot be generalized to other hotels in Sweden since it may be very 

different conditions for other hotels.  
 

8.4 Replication 

Replication is about if the research can be replicated or not (Bryman, 2011, p. 49). For a 

research to be replicable it is important that the researcher thoroughly explains how the 

research has been executed (Bryman, 2011, p. 49). A clear description of the procedure, 

findings, and interpretation can make the work available for evaluation of others 

(Graziano & Raulin, 2010, p. 40). The possibility of replication is important, to be able 

to know that the findings from the research are genuine (Graziano & Raulin, 2010, p. 

40). We believe that our study is replicable since we throughout the research explained 

all the steps we have done, and how we have done them, and also the findings and 

analysis of the findings. Additionally, the survey that we used is fully explained and the 

source of the questions are clearly stated, which means others can go back to the original 

questions and change it to fit their context. We argue that our study is replicable in the 

way that other service companies with Facebook pages can use our study and investigate 

the same hypotheses as we have done. Our study is therefore replicable to a large 

degree.  
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9. Criticism 

In this chapter we will be critical to our literature review and to our practical method. It 

is important to critique the study for the sake of replications since the results are easier 

evaluated and the understanding of the research and findings is increased. By 

mentioning critique regarding our study, it is easier to improve certain aspects in future 

replication of this research.  
 

9.1 Literature review 

Firstly we would like to point out some critique to the fact that we in our theoretical 

framework partly have been using secondary sources. As far as possible we have tried to 

use primary sources, but in some cases this has not been possible, for example when a 

scientific article cannot be found, then the secondary source have been the only option. 

However, we have always referred to the primary source cited in the secondary source in 

order to be clear about the fact that we are using a secondary source. Another critique is 

that we in some cases have used course literature as a source, for example “Service 

management och marknadsföring” by Grönroos (2008). However, Grönroos is a well-

known researcher in the area of relationship marketing and we therefore consider it as 

acceptable to use books written by him. Some of the articles that we have used is dated 

back as far as the 1980’s (for example Dwyer et al, 1987), and some articles from the 

1990’s (for example Morgan & Hunt, 1994). We have selected these articles, because 

they discuss classical theories developed by well known authors that need to be 

considered when doing a research in the area of relationship marketing and therefore we 

have included them in our theoretical framework. We have in the outmost used the latest 

research in order to be as updated as possible. Since subjects like Facebook and Social 

CRM are relatively new and undiscovered research areas, much of the literature are from 

the recent years.  
 

9.2 Practical method 

One critique we have towards our practical method is that the there is a risk that the 

respondents may be from outside of our population, i.e. not fans of Pite Havsbad on 

Facebook. This is because when you administer a survey on Facebook also individuals 

who do not like Pite Havsbad on Facebook are able to answer to it. We argue though 

that the majority of the respondents should be from our population since the survey 

comes up on the newsfeed of the individuals that are fans of Pite Havsbad on Facebook 

and therefore it is mostly visible for the Facebook fans of Pite Havsbad. 

 

Another critique that we can say about our practical method is that we could have made 

a pre test not only on employees of Pite Havsbad, but also on friends to us or individuals 

working professionally with social media. This would probably have made the survey 

more easily understood by the respondents and perhaps we would have gotten 

suggestions on additional questions that would have made the research more 

comprehensive. But, we did not want to loose potential respondents for our survey by 

involving them in the pre-test of our questionnaire. Even though we have this critique 

we still argue that we did a successful pre test and chose a suitable group of people to 

pre test on, since they had insight in Pite Havsbad and came with suggestions and 

comments which improved the survey.  
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10. Limitations and future research 
In this chapter we will describe what areas we have found to be interesting and valuable 

to do further research on. These topics are related to some limitations in our research.  
 

In our research, we have been focusing on Facebook activities that the customers value 

and effects between the activities and the relationship drivers and relational benefits. 

Our research is limited to only considering the activities, and not the content of the 

activities. Future studies can examine what type of content the activities can include and 

how the customers will value different contents.  
 

Our research is also limited to only looking at the starting point of a Social CRM 

strategy. Further research could examine what the next step in the process would be and 

continue to build up a full strategy. To do research on how to successfully implement 

Social CRM in the company would be a valuable continuation of our research, since the 

implementation is an important part when adapting a Social CRM strategy (Woodcock, 

2011, p. 61).  
 

We suggest that further research could focus on examining if Facebook activities affect 

the relationship building towards new customers, since our research focus more on 

relationship building with existing customers. It would be interesting to see if Pite 

Havsbad’s Facebook activities affect the attraction of new customers.  
 

Finally we believe that the activities not only affect the relationship drivers and benefits, 

but also the perception of a company and its reputation. For example for Pite Havsbad 

this might in turn affect if the customers decide to visit Pite Havsbad or not. In in our 

survey almost all of the respondents had visited Pite Havsbad at some time and therefore 

we cannot analyze how the Facebook-activities would influence the decision to visit Pite 

Havsbad. Further research can explore this topic.  

 

Another suggestion that we have for further research, and which was also an idea we had 

with this research from the beginning, but had to skip due to time limits, is to do a 

qualitative research of hotel managers on how they use Facebook to communicate. What 

possibilities and challenges they see with using Facebook and social media in general, as 

a marketing channel. Also qualitative research involving experts in social media would 

be interesting to conduct in order to develop a deeper understating of this research area.  
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Appendix 1 – Survey English version 
 

Pite Havsbad on Facebook 

 
Hi! 

 

We are happy that you are interested in participating in our survey! 

 

We are two students studying business administration at Umeå School of Business and 

Economics. Right now we are writing our master thesis in collaboration with Pite 

Havsbad. The thesis is about creating customer relationships through social media, 

specifically Facebook.  

 

We would be very grateful if you wanted to spare XX minutes of your time to answer 

our survey! 

 

The survey consists of a total of 24 questions divided on four parts. Part one is questions 

about you. Part two is questions about your use of Facebook. Part three is questions 

about Pite Havsbad’s Facebook-page and part four is general questions about your 

perception of Pite Havsbad. 

 

Your answers are important to us and will of course be handled anonymously.  

As a reward for your participation you have the chance to win one out of five show 

packages at Pite Havsbad. If you want to participate in the drawing you have to state 

your email-address in the end of the survey.  

 

Thanks again for your help! 

 

If you have any questions regarding the survey, don’t hesitate to contact us! 

 

Best Regards,  

Malin Eriksson 

malin.e@hotmail.com 

 

Emma Larsson 

emmmmalarsson@hotmail.com 

 

 

 

 

 

  

mailto:malin.e@hotmail.com
mailto:emmmmalarsson@hotmail.com
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Part 1. About you 
1. Age. 

a. 18-29 

b. 30-39 

c. 40-49 

d. 50-59 

e. 60+ 

2. Sex. 

a. Kvinna  

b. Man 

3. What county do you live in? 

a. Stockholms county 

b. Uppsala county 

c. Södermanlands county 

d. Östergötlands county 

e. Jönköpings county 

f. Kronobergs county 

g. Kalmar county 

h. Gotlands county 

i. Blekinge county 

j. Skåne county 

k. Hallands county 

l. Västragötalands county 

m. Värmlands county 

n. Örebro county 

o. Västmanlands county 

p. Dalarnas county 

q. Gävleborgs county 

r. Västernorrland county 

s. Jämtlands county 

t. Västerbottens county 

u. Norrbottens county 

 

4. What has your main occupation been the last six months? Give one alternative. 

a. Paid work 

b. Self-employed 

c. Off duty/parental leave 

d. Job-seeker 

e. Student 

f. Retiree 

5. What is your highest finished education? 

a. Elementary school, junior secondary school or similar 

b. Vocational school, 1 or 2 year diploma in upper secondary school  
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c. 3 or 4 year diploma in upper secondary school 

d. Folk high-school 

e. University education 

 

6. Marital status 

a. Married (Gift) 

b. Cohabitant (sambo) 

c. Single (ensamstående) 

d. Living apart (särbo) 

e. Other (annat) 

 

7. Do you have children, aged 0-18 that live at home?     

a. Yes 

b. No 

 

8. If yes, how many? 

a. 1 

b. 2 

c. 3 

d. 4 or more 
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Part 2 - About Facebook use in general 
9. How often do you visit Facebook? 

a. Several times a day 

b. Once a day 

c. Several times week 

d. Several times a month 

Hansson & Wrongmo (2013, p. 120) 

10. Why do you use Facebook? 

a. 100 % privacy 

b. 80/20 privacy/work 

c. 50/50 privacy work 

d. 20/80 privacy/work 

e. 100 % work 

Source: Hansson & Wrongmo (2013, p. 120) 

11. What is your attitude towards companies’ having Facebook-pages? (original: 

Given the scale, how would you rate your attitude toward advertising on 

Facebook?) 

a. 1. Negative attitude 

b. 2. 

c. 3. 

d. 4. 

e. 5. Positive attitude 

Yaakop et.al, 2013, p. 159 

 

12. Do you usually like or comment posts on Facebook? 

a. Never 

b. Seldom 

c. Sometimes 

d. Often 

Pite havsbad own question. 

 

13. What three companies’ Facebook-pages do you visit the most?` 

a. 1. 

b. 2. 

c. 3. 

Pite havsbad own question. 
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Part 3. About Pite Havsbad’s Facebook page 
14. What is the reason to why you joined (liked) Pite Havsbad’s Facebook-page? 

a. To support Pite Havsbad 

b. To learn more about Pite Havsbad 

c. To feel part of Pite Havsbad as a community 

d. To take part of offers, competitions and campaigns (original: To get free 

content) 

e. To get advanced news of Pite Havsbad’s products/services 

f. Because it was recommended to me 

g. To fill time/have fun 

Källa: Hutton and Fosdick, p. 56 

 

15. How often do you visit Pite Havsbad’s Facebook-page? 

a. Several times a day 

b. Once a day 

c. Several times a week 

d. Several times a month 

Source: Hansson & Wrongmo (2013, p. 120) 

16. How do you assess the value of the following activities on Facebook?  

Scale from 1 = “strongly disagree” - 5 “strongly agree”.  

a. That Pite Havsbad has a well-designed company profile. 

b. That Pite Havsbad posts movie clips on the Facebook-page. 

c. That Pite Havsbad puts up pictures on the Facebook-page. 

d. That Pite Havsbad has contests on their Facebook-page. 

e. That Pite Havsbad do status updates. 

f. To be able to like Pite Havsbads posts on their Facebook-page (e.g status 

updates, pictures, movie clips etc.) 

g. To be able to “check-in” at Pite Havsbad on Facebook when visiting Pite 

Havsbad. 

h. That Pite Havsbad posts events on their Facebook-page. 

Source: Hansson & Wrongmo (2013, p. 120) 
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Part 4 - About Pite Havsbad in general 
17. Have you ever visited Pite Havsbad? 

a. Yes  

b. No 

Source: Pite Havsbad 

If your answer is no on the previous question, you can jump directly to question 

number 24. 

18. If yes on previous question, how many times have you visited Pite Havsbad the 

last year? 

a. 1-2 

b. 3-5 

c. More than 5 

Source: Pite Havsbad 

19. In what context did you visit Pite Havsbad last time you were there? 

a. Family 

b. Friends 

c. Conference 

d. On my own 

e. Other 

Source: Pite Havsbad 

 

20. Did you spend the night the last time you visited Pite Havsbad? 

a. Yes 

b. No 

Source: Pite Havsbad 

21. Scale: 1 “very dissatisfied” - 5 “very satisfied” 

a. How satisfied are you overall with Pite Havsbad? 

b. How satisfied are you with the personnel at Pite Havsbad? 

(de Chernatory et.al, 2004, p. 25) 

 

22. What could have made you more satisfied with your visit at Pite Havsbad? 

a. …  

Pite Havsbad.  

23. Rate the following statements from 1 = “strongly disagree” - 5 “strongly agree”. 

‘ 

Trust 

a. I believe Pite Havsbad would be trustworthy. 

b. I believe Pite Havsbad would be dependable. 

c. I believe that Pite Havsbad take responsibility to make me as a guest 

satisfied. (Original: I believe this hotel would be responsible) 
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d. If I was to discuss this hotel with others (friends, family, work associates) 

I would probably say positive things.  

e. I would warn other against visiting Pite Havsbad. 

Sparks & Browning, 2011, p. 1322. Appendix C.  

 

Affective commitment   

f. I take pleasure in being a customer of Pite Havsbad. 

g. Pite Havsbad takes best care of their customers compared to other similar 

companies. 

h.  There is a presence of reciprocity in my relationship with Pite Havsbad. 

i. I have feelings of trust toward Pite Havsbad.   

Gustafsson et. al, 2005, p. 213. 

 

Calculative commitment 

j. It pays off economically to be a customer of Pite Havsbad. 

k. I would suffer economically if the relationship to Pite Havsbad was 

broken. 

l. Pite Havsbad has location advantages versus other companies in the same 

industry. 

Gustafsson et. al, 2005, p. 213. 

 

Relational benefits - social benefits 

m. I am recognized by certain employees. 

n. I am familiar with the employee(s) who perfom(s) the service. 

o. I have developed a friendship with the personnel at Pite Havsbad. 

p. Personnel at Pite Havsbad know my name. 

q. I enjoy certain social aspects of the relationship. 

Gwinner et al., 1998, p. 108 

 

Special treatment benefits 

r. I get discounts or special deals that most customers don't get. 

s. I get better prices than most customers. 

t. They do services for me that they don’t do for most customers. 

u. I get faster service than most customers. 

v. Gwinner et al., 1998, p. 108 

 

w. Confidence benefits 

x. I believe there is little risk that something will go wrong when I am a 

guest at Pite Havsbad. 

y. I have confidence the service will be performed correctly. 

z. I don’t have anxiety when I buy the service. (original: I have less anxiety 

when I buy the service 

aa. I know what to expect of Pite Havsbad’s services. (original: I know what 

to expect when I go in) 
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bb. I get the Pite Havsbad's highest level of service. 

Gwinner et al., 1998, p. 108 

 

24. How would you rate your relationship to Pite Havsbad today? 

a. 1. Very weak relationship 

b. 2. 

c. 3. 

d. 4. 

e. 5. Very strong relationship 
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Appendix 2 – Swedish version of survey 
 
Pite Havsbad på Facebook 
 

Hej! 

 
Vad roligt att du är intresserad av att delta i vår enkät!  

 

Vi är två studenter som studerar till Civilekonom vid Handelshögskolan vid Umeå 

universitet. Just nu skriver vi vår D-uppsats inom marknadsföring i samarbete med Pite 

Havsbad. Uppsatsen handlar om att skapa kundrelationer via sociala medier, specifikt 

via Facebook.  

 

Vi skulle vara mycket tacksamma om du vill avvara 5 min av din tid för att besvara vår 

enkät! 

 

Enkäten består av totalt 24 frågor uppdelat på fyra delar. Del ett behandlar frågor om dig 

själv. Del två består av frågor om ditt användande av Facebook. Del tre handlar om Pite 

Havsbads Facebook-sida och del fyra består av generella frågor om din uppfattning av 

Pite Havsbad. 

 

Dina svar är viktiga för oss och kommer självklart att hanteras anonymt.  

 

Som tack för din medverkan har du chansen att vinna en iPad på Pite Havsbad! Om du 

vill delta i utlottningen måste du uppge din mailadress i slutet av enkäten. 

 

Tack för din medverkan! 

 

Tveka inte att höra av dig om du har några frågor om enkäten. 

 

Malin Eriksson och Emma Larsson 

Malin.e@hotmail.com 

emmmmalarsson@hotmail.com 
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Del 1. Om dig 
1. Ålder 

1. 18-29 

2. 30-39 

3. 40-49 

4. 50-59 

5. 60 + 

 

2. Kön 

1. Kvinna 

2. Man 

 

3. Vilket län bor i du?  

1. Stockholms län 

2. Uppsala län 

3. Södermanlands län 

4. Östergötlands län 

5. Jönköpings län 

6. Kronobergs län 

7. Kalmar län 

8. Gotlands län 

9. Blekinge län 

10. Skåne län 

11. Hallands län 

12. Västragötalands län 

13. Värmlands län 

14. Örebro län 

15. Västmanlands län 

16. Dalarnas län 

17. Gävleborgs län 

18. Västernorrlands län 

19. Jämtlands länd 

20. Västerbottens län 

21. Norrbottens län 

 

4. Vad har din huvudsakliga sysselsättning varit de senaste sex månaderna? 

Ange ett alternativ. 

1. Arbetande 

2. Egen företagare 

3. Tjänstledig/föräldraledig 

4. Arbetssökande 

5. Studerande 

6. Pensionär 
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5. Vad är din högsta genomföra utbildning? 

1. Folkskola, realskola, grundskola eller liknande 

2. Yrkesskola, gymnasieskolan 1- eller 2-åriga linje/program 

3. 3- eller 4-årigt gymnasium eller gymnasieskola 

4. Folkhögskola 

5. Universitets- eller högskole-utbildning 

 

6. Civilstånd 

1. Gift 

2. Sambo 

3. Särbo 

4. Ensamstående 

5. Annat 

 

7. Har du barn i åldern 0-18 år som bor hemma? 

1. Ja 

2. Nej 

 

8. Om ja, hur många? 

1. 1 

2. 2 

3. 3 

4. 4 eller fler 
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Del 2. Ditt användande av Facebook. 
9. Hur ofta besöker du Facebook? 

1. Flera gånger per dag 

2. En gång per dag 

3. Flera gånger i veckan 

4. Flera gånger i månaden 

 

10. Varför använder du Facebook? 

1. 100 % för privat bruk 

2. 80/20 för privat bruk/i tjänst 

3. 50/50 för privat bruk/i tjänst 

4. 20/80 för privat bruk/i tjänst 

5. 100 % i tjänst 

 

11. Vilken är din attityd mot att företag har Facebook-sidor? 

1. 1 Negativt inställd 

2. 2 

3. 3 

4. 4 

5. 5 Positivt inställd 

 

12. Brukar du gilla eller kommentera inlägg på Facebook?  

1. Aldrig 

2. Sällan 

3. Ibland 

4. Ofta 

 

13. Vilka 3 företags Facebook-sidor besöker du mest?  

1.  

2. 

3.  
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Del 3 – Om Pite Havsbads Facebook-sida. 
14. Gradera på skala av vilken orsak du gillade Pite Havsbads Facebook sida. 

1. För att stödja Pite Havsbad 

2. För att lära mig mer om Pite Havsbad 

3. För att ta del Pite Havsbads gemenskap 

4. För att ta del av erbjudanden, tävlingar och kampanjer 

5. För att få reda på nyheter om Pite Havsbad 

6. För att det var rekommenderat till mig 

7. För att fördriva tiden/ha roligt 

 

15. Hur ofta besöker du Pite Havsbad Facebook-sida? 

1. Flera gånger per dag 

2. En gång per dag 

3. Flera gånger i veckan 

4. Flera gånger i månaden 

 

16. Hur skulle du värdera följande aktiviteter på Facebook? Ange på skala. 1= 

ingen betydelse, 5=stor betydelse. 

1. Att Pite Havsbad har en väl designad Facebook-sida 

2. Att Pite Havsbad postar filmklipp på sin Facebook sida 

3. Att Pite Havsbad lägger upp bilder på sin Facebook sida 

4. Att Pite havsbad arrangerar tävlingar på sin Facebook sida 

5. Att Pite Havsbad gör statusuppdateringar 

6. Att det är möjligt att gilla det Pite Havsbads lägger upp på deras 

Facebook-sida (status uppdateringar, bilder, filmer, tävlingar osv) 

7. Att det är möjligt att ”checka-in” på Pite Havsbad vid besök på Pite 

Havsbad 

8. Att Pite Havsbad lägger upp event på sin Facebook sida. 
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Del 4. Om Pite Havsbad 
17. Har du någon gång besökt Pite Havsbad? Om nej, hoppa till fråga 24.  

 Ja 

 Nej 

18. Om ja, hur många gånger har du besökt Pite Havsbad det senaste 12 

månaderna? 

 1-2 

 3-5 

 Fler än 5 

19. I vilket syfte/sammanhang besökte du senast Pite Havsbad? 

 Familj 

 Vänner 

 Konferens 

 Egen regim 

 Annat 

 

20. Övernattade du på Pite Havsbad vid ditt senaste besök till Pite Havsbad? 

 Ja 

 Nej 

21. Gradera följande frågor enligt skalan 1 ”mycket missnöjd” – 5 ”mycket 

nöjd”. 

1. Hur nöjd är du med Pite Havsbad generellt? 

2. Hur nöjd du med personalen på Pite Havsbad? 

 

22. Vad hade kunnat göra dig mer nöjd med din vistelse på Pite Havsbad?  

 

23. Gradera följande påståenden på skalan 1 ”håller inte alls med” – 5 ”håller 

helt med”.  

1. Jag anser att Pite havsbad är trovärdiga. 

2. Jag anser att Pite Havsbad är pålitliga. 

3. Jag anser att Pite Havsbad tar ansvar för att gör mig som gäst nöjd. 

4. Om jag skulle diskutera Pite Havsbad med andra (vänner, familj, 

kollegor) skulle jag ha positiva saker att säga. 

5. Jag skulle varna andra från att besöka Pite Havsbad. 

6. Jag finner nöje i att vara gäst på Pite Havsbad. 

7. Pite Havsbad tar bäst hand om sina gäster jämfört med andra liknande 

anläggningar 

8. Relationen mellan mig som gäst och Pite Havsbad är ömsesidig. 

9. Jag har känslor av förtroende gentemot Pite Havsbad. 

10.  Det är prisvärt att vara gäst på Pite Havsbad. 

11.  Det skulle bli dyrare för mig att vara gäst till en annan likvärdig 

konkurrent än till Pite Havsbad. 
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12. Jag upplever att Pite Havsbad ligger bättre till geografiskt än andra 

likvärdiga alternativ. 

13. Jag är igenkänd av vissa i personalen. 

14. Jag är bekant med personalen på Pite Havsbad. 

15. Jag känner att jag har utvecklat en vänskap med personal på Pite 

Havsbad. 

16. Personal på Pite Havsbad vet om mitt namn. 

17. Jag tycker om den sociala delen av att vara gäst på Pite Havsbad. 

18. Jag får rabatter eller specialerbjudande som de flesta gäster inte får. 

19. Jag får bättre priser än de flesta gäster. 

20. Pite Havsbad gör det ”lilla extra” för mig. 

21. Jag får snabbare service än de flesta gäster. 

22. Det är liten risk att något går fel när jag är gäst på Pite Havsbad. 

23. Jag har förtroende att servicen kommer att utföras korrekt. 

24. Jag är inte orolig för att köpa en tjänst av Pite Havsbad. 

25. Jag vet vad jag har att förvänta mig av Pite Havsbads serviceutbud. 

26. Jag får Pite Havsbads bästa möjliga service. 

 

24. Hur skulle du säga att din relation till Pite Havsbad är i dagsläget? 

1. Väldigt svag relation 

2.  

3.  

4. 

5. Väldigt stark relation 

 

 

 

Tack för din medverkan! Ange din email-adress om du vill få chansen att vinna en iPad.   

25. Email:  
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Appendix 3 – Correlation in conceptual model 2 
 
 


