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                    Abstract 

In our ever-changing world it is extremely important to stay on top what comes to 

marketing and doing business. Companies needs consistently find new ways to market 

their products in order to keep interest of the consumer. The use of inbound marketing, 

especially social media platforms such as blogs, Instagram and Facebook, have 

increased in the past few years within start-ups as well as bigger organizations. Finland 

has just recently approximately 3 years ago started to see the potential of using blogs as 

a new way of researching customers. This “new” boom in marketing has opened up 

doors for bloggers to work as entrepreneurs and for companies get visibility in a 

different way. The amount of money circulating within this form of marketing has 

transformed in being rather lucrative business. The newness of it all also means that 

guidelines for blog marketing are not really specified which on the other hand might 

cause problems in the collaboration process. These interesting factors have created an 

interest to start investigating the area of inbound marketing, more specifically blog 

marketing. Relatively few studies have been made in this field in Finland most of the 

research is conducted as a case study on company perspective but nothing was found 

focusing on both blogger and company perspective.  

 

This Bachelor thesis aims to explain what are the reasons that make companies start 

using inbound marketing, and especially blog marketing as one of their advertising 

channels as well as to examine how the process works between the blogger and the 

company. Research aims also to explain how can collaborations between companies and 

bloggers be beneficial for both of the participants. In order to reach the purpose we 

decided to do a qualitative research and analyze the data via several different theories 

such as market segmentation, reference groups. It is crucial to understand the 

connection between all these used theories and inbound marketing.  

 

When conducting the research we had in total seven (7) interviews, three (3) with 

bloggers and four (4) with companies. All of the interviews were conducted via Skype 

or FaceTime and the interview language was Finnish, which was the common language 

for all of the participants. After going through and analysing the collected data it was 

clear that all the bloggers and companies had positive thoughts about the collaboration 

process as well as understood the possible benefits it yields for both participants.  
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             1. Introduction 

The introduction chapter will present all the main parts of this report including the 

problem background, choice of study, research gap, research question, and the purpose 

of this study. The first part problem background, presents the existing research gap and 

explain the method chosen to conduct this study. Overall, this chapter aims to provide a 

framework and a clear purpose for conducting the research. 

                              1.1 Problem background  

Marketing tactics that worked well 10 years ago, most likely would not work today due 

to the rapid and continuing changes in business and marketing world. As a term 

marketing can be expressed as ”the achievement of corporate goals through meeting and 

exceeding customer needs better than the competition” (Jobber & Fahy, 2009, p. 346). 

So called old marketing tactics might not work today because the rules of marketing 

have changed, nowadays “marketing is more than just advertising” (Scott, 2010, p. 23) 

when talking about  new rules of marketing and PR (public relations). In the blogging 

world it seems that companies will rather contact individuals with a large range of 

followers or readers to reach a wide range of consumers. The change in marketing can 

be seen in the way companies approach consumers, one could say that it has become 

more crucial to direct marketing to a certain group of consumers. The meaning 

“marketing has changed” implies to the fact that marketing platforms have changed as 

well as the way companies communicate with consumers (Scott, 2010, p. 23). With 

inbound marketing companies want to be where the consumers are and that is the 

internet. Therefore it is crucial to find the right blogger to collaborate with, because with 

a wrong partner the image of the brand might be at risk.  

 

As the use of social media increases, companies need to take advantage of this fact and 

be visible where the consumers are. These changes indicate that companies need to take 

new aspects into consideration and try to find new ways of making themselves even 

more visible. But how can companies get more visibility and look more interesting? 

That is a new challenge companies are currently facing because of the aforementioned 

changes in the marketing world.   

 

It was between the years 1995-2005 when the internet bubble bursted, which started the 

era of internet marketing as mentioned by Hubspot.com (Hubspot a, 2015). Inbound 

marketing is a way of marketing using internet, social media and other forms of online 

actions to reach the customer. “Inbound marketing is getting found online through 

search engines and on sites like Facebook, Youtube and Instagram that millions of 

people use daily” (Halligan & Shah, 2010, p. XiV). Since 2006 inbound marketing has 

been gaining ground among businesses and has transformed on being the most effective 

way of marketing and doing business online (Hubspot a, 2015). This marketing tactic 

has two fundamentals to consider: content and context. When right content is combined 

with right timing it makes it more relevant and helpful to the customer and this way 

attracts customers to come to you rather than you going to the customer (Acunzo, 

2014). Due to technological development even greater importance when doing business 

online is put on search engine optimization (SEO). This aspect of inbound marketing 

emphasises the effect of using interesting content and keywords to be located first in the 

list in search engines such as google, this will further increase traffic in the website.



 

2 
 

 

 

 
Figure 1 

(parkabuzz.com, 2015) 

 

The opposite of inbound marketing is outbound marketing which “attempts to initiate a 

conversation about a product or service by rapidly spreading word of its existence 

through a variety of traditional marketing methods” (Marketing-School.org, 2012). 

These methods include TV commercials, newspaper ads and cold-calling. The 

difference between inbound and outbound marketing is illustrated in the figure 1 above. 

Even though outbound marketing is still relevant and functional form of marketing, new 

methods need to be used and implemented. Consumers have learned new ways of 

shopping and learning, so in order to compete and meet the needs of the customer, 

marketing staff have to adapt to this changing marketing scene (Halligan & Shah, 2010, 

p. 6). Several companies are implementing inbound marketing and also some online 

marketing professionals such as inbound marketing software platform Hubspot by 

offering guidelines for successful inbound marketing. If implemented right Inbound 

marketing can be truly effective and rewarding. For example Obama used inbound 

marketing in his 2008 election campaign by displaying his opinions and thoughts on 

social media channels (Hall, 2013). Content is important in inbound marketing, but it is 

useless without context. Obama’s marketing team knew how to add right content in the 

right context, together with personalization, they created something that the voters loved 

and campaign supporters appreciated by addressing the individual needs (Hall, 2013).  

 

One could say that the internet bubble bursting opened a door for new forms of 

marketing. Later on it has become common for companies to collaborate with bloggers 

and other social network channels in order to help their company and products to be 

more visible in the market. As social media is becoming more crucial part of our 

everyday life, people are also getting more addicted to social media. Since the 

accessibility of the internet is not dependent of time or place, individuals are easily 

exposed to be constantly marketed. According to TNS Gallup.fi (2015) from the 

population of 5milj. 61% of Finnish people owned a smartphone in 2013. Inbound 

http://www.parkabuzz.com/
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marketing has certainly offered an alternative to the traditional aggressive outbound 

marketing, this is illustrated in figure 1 above.  

 

However, a question remains whether blog marketing can be seen as a new form of 

word-of-mouth -marketing” and is this kind of marketing here to stay? The way 

companies are promoting their products and services, is by paying bloggers. There is no 

difference whether they pay in actual cash or in products and this fact should be 

mentioned when the blogger is promoting a product or service.  

 

After the initial literature search it became clear that only a few studies have been made 

within the field of inbound marketing, and most of these studies have been focusing on 

consumer perspective. Therefore there definitely is space for further research within this 

field. During the data collection we found that some studies have been made in Finland, 

but mainly by using one specific company as an example case or focusing mainly on 

customer perspective. For instance we found a thesis made by Penttinen (2010) where 

the main focus was finding out how can the cosmetic brand Maybeline use blogs as a 

marketing communication tool. Another study made by Andersson et al., (2007) on blog 

marketing focuses on the consumer perspective and how blogs are used by consumers in 

their decision making process. However, more general studies from company and 

blogger perspective could not be found. Therefore, there is space for research regarding 

inbound marketing from the company and the blogger perspective. The aim of this 

study is to fill this knowledge gap and gain knowledge why inbound marketing can be 

beneficial, why companies are on the internet in the first place, as well as the 

collaboration process between bloggers and companies.  

                          1.2 Choice of study 

Both authors of this research paper are currently studying at International Business 

Program at Umeå University School of Business and Economics. During their studies at 

International Business Program they have completed the basic course in marketing, 

called Foundations of Marketing which provided them general knowledge on marketing 

operations in an international environment. In addition to this, one of the authors has 

taken Service Marketing course, which increases the amount of preconception that the 

authors had at the beginning of this research project. 

 

In general, marketing as a subject has been the most intriguing area of business for both 

of the authors, and some common career goals within this field was something that 

motivated both of them. They also have a high interest in the blogging world as well as 

inbound marketing in general, which increased their motivation to find out, what is this 

fairly new form of marketing and what benefits it can offer for companies and bloggers.  

                         1.3 Research gap 

The research question is formulated in a way that helps authors to fill the knowledge 

gap that concerns the issue of what are the reasons for companies to collaborate with 

bloggers and why companies are in blogs in the first place. This is a research area where 

there is fairly little studies made and that is why authors aim to fill the gap within this 

field of study. Also some additional information will be gained upon the field of 

inbound marketing. 
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                       1.4 Research question 

After careful consideration and studying, the research question was formulated to be in 

the following form: 

 

What make companies choose inbound marketing, and what are the central benefits 

for companies and central benefits for bloggers? 
 

Sub-questions: 

 

● How can collaborating with bloggers be beneficial for the companies? 

● How can collaborating with companies be beneficial for the bloggers? 

● Does the expectations collide when it comes to the collaboration.  

 
                       1.5 Purpose of this study 

This study was conducted in order to explain the factors that push companies to use 

inbound marketing, especially blogs as a marketing platform. We also aim to explain 

how these collaborations can be beneficial for both the bloggers as well as companies. 

The main focus will be on blogs since using this social media element in marketing has 

become more popular and effective way of reaching new potential consumer as well as 

being visible in places where the consumers are. Blogs are often seen as a good way of 

gaining feedback on products as well as gaining new customers due to the amount of 

traffic in the blog. According to Hubspot, “54% more leads are generated by inbound 

tactics than traditional paid marketing” (Hubspot b, 2014). 

 

Due to the increasing use and accessibility of the internet, companies are more able to 

reach customers 24/7. Even though great amount of effort is invested in social media 

marketing, it has a cost minimizing aspect that is intriguing to some. It was stated at 

Hubspot.com (Hubspot c, 2015) that “marketers who have prioritized blogging are 13 x 

more likely to enjoy positive ROI”. With this study we aim to find out what makes 

bloggers attractive for companies to contact them and what benefits it offers for 

companies as well as bloggers. 
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     2. Theoretical methodology  

 

This part of the thesis includes brief explanations of different methodologies, which will   

be used while conducting this study. It is crucial to have a good theoretical knowledge 

because it helps one to understand the methods and theories used in this particular field 

of study. By understanding methods and theories used one can see how to combine 

different methods to produce the best possible answer to the proposed research 

question. Aforementioned knowledge will help us to get a better picture of these tools 

which are used to acquire knowledge on different methods. That also makes it easier to 

find out what kind of sources can and should be used when collecting the data.  

                                2.1 Pre understandings 

When conducting research in the field of business, it is important to keep in mind that 

personal opinions and values can affect on the result and how things are being analysed. 

Direction of the research is often chosen based on personal interests (Bryman & Bell, 

2011, p. 30). Therefore it is important to consider one's personal values in order to avoid 

biased information (Bryman & Bell, 2011, pp. 29-30). Both authors of the thesis have 

some previous knowledge of marketing as well as business administration through 

studies completed at International Business Program. One of the author’s has some 

further knowledge about marketing using social media such as Instagram and Facebook 

through her work.  

 

A common interest on blogs and the blogging world in general makes this topic 

intriguing for both of the authors. Together with previous knowledge gained through 

studies as well as interest on the blogging world, better insight will be gained when 

reviewing possibilities and weaknesses of inbound marketing. Meaning that authors 

were mainly familiar with the terminology, this can be seen as an advantage. However, 

they also had some expectations about the collaboration process between the company 

and blogger at the beginning of the research, which can be seen as a limitation and are 

important to keep out of sight while conducting the research.  

 

These pre understandings will help the authors to better understand marketing in general 

as well as marketing online, but also might hold us back due to the perceptions of the 

blogging world. Therefore it is crucial that authors keep the previously gained opinions 

and negative experiences separate from the study conducted by having an open mind 

towards the research process and different methods in order to conduct the research as 

professional way as possible.  

 2.2 Qualitative research vs quantitative research 

When making business research there are three possible research types that can be used; 

qualitative research, quantitative research and mixed method.  It is common to choose 

one or the other, but nonetheless some of the researches ended up using the combination 

of these two research types (Zikmund et al., 2013, p. 133). The choice of research type 

depends on the style and type of the study, however “there are no general guidelines as 

to when a qualitative or quantitative method is more appropriate” (Blumberg et.al., 

2011, p. 145). It is extremely important to find the design most suitable for that specific 

study, which can be done by using the following steps: 
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   -       What is your research problem? 

   -       Are you attempting to conduct an explorative, causal or predictive study? 

   -       What is the objective? 

   -       What kind of information do you want to obtain and what do you already have          

access to? 

 (Blumberg et.al., 2011, p. 145) 

 

As stated by Thomas (2011, p. 151) it is crucial to understanding the differences and 

connections between qualitative and quantitative research. To be able to make the 

decision between these two, one must understand what these methods represent and 

what are the differences and similarities between them. Table 1 below illustrates the 

underlying differences between the two methods.  

 

Table 1 Common contrasts between qualitative and quantitative research, Own creation. 

 

Some common contrasts between qualitative and quantitative research 

Qualitative Quantitative 

·       - Words 

·       - Points of view of participants 

·       - Theory emergent 

·       - Process 

·       - Unstructured 

·       - Contextual understanding 

·       - Meaning 

·       - Rich, deep data 

·       - Numbers 

·       - Points of view of researcher 

·       - Theory testing 

·       - Static 

·       - Structured 

·       - Generalization 

·       - Behaviour 

·       - Hard, reliable data 

 (Blumberg et.al., 2011, p. 145) 

 

One of the research strategies, qualitative research, “is a research strategy that usually 

emphasizes words rather than quantification in the collection and analysis of data” 

(Bryman & Bell, 2011, p. 386). This method is used to answer the questions why and 

how. When talking about qualitative research there are few main preoccupations, such 

as “seeing through the eyes of researcher participants; description and context; process; 

flexibility and lack of structure; and concepts and theory as outcomes of the research 

process” (Bryman & Bell, 2011, p. 386). 

 

Situations when qualitative research is considered credible are those when it presents 

accurate renditions of some one´s experiences which could be easily recognized by 

someone sharing the same experience (Thomas, 2011, pp. 152-153). This and also the 

whole theory can be seen a bit confusing, despite that one could say that qualitative 

research focuses to understand “one's own experience and enriches the practice 

experience and evaluations of the quality of care” (Thomas, 2011, p. 154). 

 

Another research type is  quantitative research which “attempts precise measurement of 

something” (Cooper & Schindler, 2011, p. 161). In business research this research type 

has been commonly used when studying different opinions, consumer behavior and 
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knowledge as mentioned by Cooper and Schindler (2011, p. 161). Quantitative research 

methods are commonly used when trying to find an answer for questions such as how 

much, how often, how many and so on (Cooper & Schindler, 2011, pp. 161-162). 

 

“Quantitative research encompasses a range of methods concerned with the systematic 

investigation of social phenomena, using statistical or numerical data” (Watson, 2015, 

p. 44). Therefore one could say that quantitative research focuses measuring and 

assuming that data  is something that can be studied as mentioned by Watson (2015, p. 

44). 

 

When referring back to the research question the most fitting and complementary 

method is qualitative method and can be seen serving the purpose of this study. By 

using qualitative research method we are able to answer our research question and also 

view the situation from two different perspectives, company perspective and blogger 

perspective. This is because qualitative research has a great emphasis on analyzing 

words (Bryman & Bell, 2011, p. 386). Therefore the most beneficial method in this 

research to use is qualitative design, since we want to find out what is, or what are the 

reasons for companies to choose inbound marketing, and what can companies and 

bloggers possibly gain from that. 

 

To conclude, when considering the research question “what make companies choose 

inbound marketing and what are the benefits for both bloggers and companies”, 

choosing qualitative study was clearly the most suitable option. This research method 

enables us to fully understand and also gain rich answers from the interviewees and get 

their perspective on the questions at hand. Qualitative research is a research method that 

focuses answering the questions by focusing on words rather than number (Bryman & 

Bell, 2011, p. 386), which is exactly how we as authors are planning to do when 

conducting this research. 

  2.3 Inductive and deductive theories – abductive method 

When representing the nature of the relationship between theory and research, deductive 

theory is commonly used because of its diversity (Bryman & Bell, 2011, p. 11). 

“Deductive analysis refers to data analyses that set out to test whether data are 

consistent with prior assumptions, theories, or hypotheses identified or constructed by 

an investigator” (Thomas, 2006, p. 238). 

 

“Inductive reasoning, the logical process of establishing a general proposition on the 

basis of observation or particular facts” (Zikmund et al., 2013, p. 44). That can also be 

seen as an uncertain way of reasoning. However, “inductive analysis refers to 

approaches that primarily use detailed readings of raw data to derive  concepts, themes, 

or a model through interpretations made from the raw data by an evaluator or 

researcher” (Thomas, 2006, p. 238). Within inductive approach, the theory can be seen 

as an outcome of research (Bryman  Bell, 2011, p. 13). 

 

The third way of viewing the research is abductive method, which is not so commonly 

used compared to deductive and inductive. However Saunders et al., (2012, p. 147) 

mention that abductive method can be used as an additional approach when conducting 

business research. In  a way that method (abductive) can be seen playing crucial role 

when creating new knowledge since it allows authors or researchers to use both, 



 

8 
 

inductive and deductive ideas (Saunders et al., 2012, pp. 147-148). Due to the fact that 

abductive method does not limit us as much as choosing only deductive or inductive, it 

definitely seemed to be the most suitable method to use when conducting this research 

and wanting to discover things as broad as possible within this area which has not been 

studied that much in the past. 

 

To conclude, abductive method was chosen because the mixture of both inductive and 

deductive reasoning, by doing so richer analysis of the data can be made, since only one 

approach could be seen limiting the analyzing process. 

                       2.4 Epistemology 

”An epistemological issue concerns the question of what is or should be regarded as 

acceptable knowledge in a discipline” (Bryman & Bell, 2015, p. 26). Individuals have a 

way of viewing the world around them differently and what does one believe to be true. 

Epistemological view consists of three dominating positions, positivism, realism and 

interpretivism. 

 

Positivism describes an epistemological position that applies the methods of natural 

science to the social reality (Bryman, 2012, p. 28). Researcher using positivism believes 

that knowledge is something that can be scientifically proven. The researcher prefers 

that only observable reality data will yield to most accurate result when analyzing the 

data (Saunders, 2012, p. 113). Theory and research is being viewed separately from 

each other, conducting research is aimed to test theories and further gain more 

knowledge of existing theories (Bryman & Bell, 2015, p. 27). Reasoning behind 

positivism is that the theory guides the way of formulating a hypothesis‚ that can be 

tested and valid to provide an explanation or revoke them leading to further 

development of theory (Saunders et al., 2012, p. 113). Great importance is also 

emphasized on objectivity meaning that science should be value free. "Another 

philosophical position related to positivism is called realism which relates to scientific 

viewpoint” (Saunders et al., 2012, p. 114). 

 

Realism is viewed further consisting of two components empirical and critical realism. 

Both of these components agree on the fact that reality is separate from our known 

description of it as well as same approach should be used when collecting data and 

explaining it (Bryman & Bell, 2015, p. 29). Realism, on the other hand focuses on the 

essence of the human mind being independent of the known reality. Empirical realism 

explained by Bryman and Bell (2011, p. 17) “asserts that, through the use of appropriate 

methods, reality can be understood”. While the other component, critical realism is 

explained to be “a specific form of realism whose manifesto is to recognize the reality 

of the natural order and the events and discourses of the social world” (Bryman & Bell, 

2011, p. 17).  

 

Third important epistemological viewpoint is interpretivism, which is viewed of being 

contrary to positivist thinking. A researcher supporting interpretivism has a critical 

outlook on application of scientific models when studying the social world, meaning 

that people and their institutions are different from that of the natural science (Bryman 

& Bell, 2011, p. 16). It “is taken to denote an alternative to the positivist orthodoxy that 

has held sway for decades” (Bryman & Bell, 2011, p. 17).  
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When referring back to the research question and the chosen viewpoint, some 

consideration on which one of the two viewpoints is a better representation of this 

qualitative study. Interpretivism is often viewed being typical for qualitative study and 

therefore it offers a viewpoint that supports the research process. Interpretivism tends to 

have a more naturalistic out take meaning that interviews will give us a better 

understanding of the reality and help to construct it. This reality is constructed in the 

process of the interview between the interviewee and interviewer, the answers will be 

the base of reality construction.  

 

                         2.5 Ontology 

Ontological consideration is concerned with the nature of reality and assumptions on 

how the world operates (Saunders et al, 2012, p. 110). Two main positions are relevant 

when describing ontology, objectivism and constructivism. Objectivism is a position 

which represents the fact that social entities are viewed of being external to social actors 

(Saunders, 2012, p. 110). Viewing objectivism from the organizational stand the 

individuals in the organization has a reality external to the organization's reality, where 

rules and regulations are implemented by social order (Bryman & Bell, 2011, p. 21). 

 

Constructionism contrary to objectivism depicts a stand where organization and culture 

are given beforehand and social actors are faced external from reality (Bryman & Bell, 

2011, p. 21). This in other words is also known as subjectivism, meaning that 

individuals have varied perceptions of different situations depending on how they view 

the world and further effects on the social interactions with others as well as their 

actions in general (Saunders, 2012, p. 111). 

 

When it comes to choosing the appropriate research theory that would represent the 

chosen study area without restricting it, the social constructionist viewpoint of ontology 

was chosen. This explains that reality that is perceived and is given meaning by people 

(Bryman & Bell, 2011, p. 21) and would be the best fit in understanding and explaining 

the research question. 

 

                      2.6 Research paradigm 

Paradigm is a “term deriving from the history of science, where it was used to describe 

a cluster of beliefs and dictates that for scientists in a particular discipline influence, 

influence what should be studied, how research should be done, and how results should 

be interpreted” (Bryman & Bell, 2011, p. 717). Or in other words it could be defined as 

“a philosophical and theoretical of scientific school or discipline within which theories, 

laws and generalizations and the experiments performed in support of them are 

formulated” (Merriam Webster dictionary, 2007). To summarize, the research paradigm 

explains the different ways of seeing and understanding methodology, epistemology and 

ontology, and the connection of these three can also be seen in figure 4 below. That is 

why the research paradigm can also be seen as a guide, which provides better 

understanding of the thesis. 

 

It is crucial to find the paradigm, which fits to that specific study, since the chosen 

paradigm will work as a guideline for the whole research. If chosen falsely, it can create 

issues later on. According to Guba (1990, p. 18) research paradigm can be characterized 
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through to the following questions; (ontology) “what is reality?”, (epistemology) ”how 

do you know something?” and (methodology) “how do you go about finding out?”. All 

these three different characteristics formulate the research paradigm consisting of; 

methodology, ontology and epistemology can be seen in figure 3 below. However, 

when conducting business research there are four different paradigms as mentioned by 

Bryman and Bell (2015, p.  35). Those four paradigms are functionalist, interpretative, 

radical humanist and radical structuralist, which all contain assumptions based on 

either objectivist or subjectivist point of view (Bryman & Bell, 2011, p. 25). 

 

 
Figure 2 

 (Adapted from Andersson, 2015)  

 

Functionalist paradigm focuses solving problems in an organization (Bryman & Bell, 

2015, p. 35), while interpretative paradigm is more concerned about individuals and 

social factors (Bryman & Bell, 2011, p. 25). The radical humanist paradigm focuses on 

seeing different organizations as social contracts where people need to be guided when 

implementing any sort of change (Bryman & Bell, 2015, p. 35). The fourth one, the 

radical structuralist paradigm, which is strongly concerned and focused on “the 

development of employment relations and conflicts over working time” (Bryman & 

Bell, 2011, p. 25). 

 

Interpretative paradigm is the most suitable for this specific study, mainly because it is 

often linked together with qualitative researches concerning individuals and social 

factors (Bryman & Bell, 2011, p. 25). This can be linked with the study since the aim is 

to answer what makes companies start advertising on blogs and how can that be 

beneficial for both, for company and for the blogger. Due to its social factor, 

interpretative paradigm is the most suitable option and is also in close relation to the 

chosen ontological viewpoint.   
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To summarize, the research paradigm explains the different ways of seeing and 

understanding methodology, epistemology and ontology, and the connection of these 

three can also be seen in figure 4 below. That is why the research paradigm can also be 

seen as a guide, which provides better understanding of the thesis. 
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3. Components and tools of inbound marketing 

 

In this part further knowledge on the theoretical components within inbound marketing 

will be presented as well as tools that can be viewed of being a part of inbound 

marketing. These three (3) essential are the essence of inbound marketing and will give 

a better picture on the tools that the components possesses. More knowledge will also 

be gained in affiliate marketing. The component refers to social-media, content and 

SEO and tools indicate the underlying  channels relating each component. 

                     
                  3.1. Social media 

To better help understand what inbound marketing includes three concepts will be 

presented and broken down to tools of inbound marketing. The first component, social-

media will be presented as well as its channels. These channels will give us a better 

understanding in what social media actually includes. The second component, content 

marketing is introduced and its importance in inbound marketing is emphasized. Lastly 

the final component, search engine optimization is presented. Together these three 

components formulate the essence of inbound marketing as well contributes in a 

successful inbound marketing strategy for the company. 

 

 
Figure 3  Components of Inbound marketing, Own creation. 

 

For a company to be able to implement successful inbound marketing the three 

components need to be aligned. Figure 3 above illustrates the central components of 

inbound marketing and how the factors together enhance the possibilities of a successful 

use of this form of marketing. The dimensions of social media will first be examined 

and how, the use of different social media channels have increased during the years. The 

term is defined as follows. 
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“Social media is viewed of being a group of internet-based applications that are built on 

the ideological and technological foundations of web 2.0 and that allows the creation 

and exchange of user generated content” (Kaplan & Haenlein, 2009, p. 61). Most 

known social media channels include Instagram, Facebook, Pinterest, Twitter and 

variety of blogs. These sites are also known as social network channels that help finding 

new friends and share information (Scott, 2010, p. 37). Social media enables people to 

share their lives via posts, pictures and videos as well as share their opinions freely 

(Oms et al, 2015, p. 139). Social media is seen to have a great influence on people and 

marketers have realised the possibilities of approaching consumers via different social 

network channels. 

 

Social media is seen to have different elements that are gathered into a social media 

starfish (figure 4) introduced by Robert Scoble. Figure 4 below displays different social 

media channels people use to interact on the internet, such as blogs, photos, podcasts 

that are organized around conversion (Evans & Bratton, 2012, p. 47). Roberts concept 

has two main fundamentals: one concerning the social media hub that has a versatile 

selection of activities, second describing the efficient way of using these activities and 

how they are integrated (Evans & Bratton, 2012, p. 47). The starfish model is viewed to 

be old since many new social media channels have evolved. 

 

 
Figure 4  Social media starfish. 

       (Levy, 2009)   

 

Another author Fred Cavazza created a social media landscape to better represent 

the  different channels of social media in 2015. He also recognized the four main usages 
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of social media: publishing, sharing discussing and networking (Cavazza, 2015). As 

seen in (Figure 5) Facebook and twitter are located in the middle of the so called 

ecosystem because they “allow the users to fulfill the four main social usages” 

(Cavazza, 2015). This social media landscape helps to understand the different purposes 

of social media platforms and how the channels in the ecosystem unables us to use all 

the elements of social usage. In our thesis we focus mainly on the publishing and 

sharing aspect of the social media landscape. 

 
 

Figure 5 Social media landscape (FredCavazza.net, 2015) 

 

The proliferation of social media has increased its attractiveness as a marketing 

platform. It is easy and trendy way for companies to market their products or services, 

and that way reach large amount of customers with relatively low budget. However, the 

fact that social media has become a common way of marketing, companies should keep 

in mind the risks it might include, like all the other ways of marketing forms. One of the 

main risks of social media marketing is the risk of damaging company's reputation 

(Arca, 2012, p. 76). These risks were carefully considered and discussed by Arca (2012, 

pp. 76-77) at her Master thesis about Social Media Marketing benefits for Businesses, 

however she saw social media being more beneficial than a risk for the companies. 

                      3.1.1 Blog  

     Blogs are Internet based diaries where the writer can share topics and stories on what 

they feel passionate about. Blogs offers its readers a possibility to freely comment on 

the context and get sense of belongingness into a community. Even though blogging has 

been around for a while it has only in the recent years increased in number and evolved 
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to multimedia communities (Thomas, 2011, p. 72). Only 23 blogs existed on the internet 

in 1999, 7 years later in 2006, 50 million blogs were actively populating the internet 

(Chapman, 2011). By 2013, blogging grew rapidly, and over 152 million blogs had been 

created and the number keeps growing every half a second (Wpvirtuoso, 2013). 

 

      Companies are also seeing the potential of blogs and seeing it as a way to communicate 

and get valuable insight on the needs of the consumers. In this way blogging can be 

seen giving the organization a human face and builds trust between the consumer and 

the organization as well as creates leverage in the era of P2P marketing in order to 

create personality (Thomas, 2011, p. 73). P2P marketing or in other words people to 

people marketing is defined so that an organization uses consumers as brand 

ambassadors to promote a certain product among their social networks and that way 

have an impact on consumer behavior through peer evaluation (Sharma, 2015). Starting 

a blog is made fairly easy and cost free via different blog platforms such as blogger, 

Wordpress or creating your own website. For a company using an external blogger 

rather than internal, meaning that the blogger is someone outside of the company, will 

give the company more possibilities to reach the wanted target group. 

 

     Blog marketing is a new form of marketing used by several companies now a day to 

introduce their products and get visibility. As mentioned by Kirby and Mardsen (2006, 

p. 154) “Blog marketing can be seen as a faster, cheaper and better way of promoting a 

brand or a company”. “This form of marketing is seen yielding several benefits such as 

viral potential which indicates that blog content including product advertisements have 

the possibility to spread rapidly over the web” (Kirby & Mardsen, 2006, p. 154). Blog 

marketing is also seen being measurable in a way that it is a form of online word-of-

mouth. 

 
                                                   3.1.2 Microblog 

     A form of instant messaging, which gives its users an opportunity to tell people or 

followers what, they are doing (Scott, 2010, p. 180) also known as “tweets”. This form 

of blogging is usually limited to amount of content that can be used compared to so 

called actual blogs. Commonly known Twitter is viewed of being the most known 

microblog channel. Other channels include Jaiku owned by Google, which is 

comparable to Twitter as well as and Plurk, which enables instant messaging via chats. 

Several companies are using twitter to reach consumers on their latest updates of new 

products.  

                   3.1.3 Instagram and Facebook 

      Instagram is mobile phone app enabling people to share pictures and videos of their 

lives with friends and family. “It has become the home of visual storytelling for 

everyone from celebrities’ newsrooms, brands, teens and anyone with creative passion” 

(Instagram, 2015). Facebook purchased Instagram in 2012. Facebook was founded by 

Mark Zuckerberg in 2004, which first started as a university social network channel 

where students could rate each other and later on expanded to be the biggest social 

network channel (Phillips, 2007). Anyone can make a profile with a valid email address 

and registration is easy and free. Facebook has made possible for individuals to share 

photos, videos and thoughts online as well as raise awareness on current political and 

social issues. As a negative impact individuals are seen to also abuse the freedom of 

social speech. 
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In recent years marketers have also spotted the potential of marketing using these social 

media channels. As further upgrades are being made, individuals are bombarded with 

constant advertising as new tactics are found to be able to track the pages consumers 

like and further adding ads to match these preferences. 

 

To conclude, by creating interesting content inbound marketers use different social 

network channels such as Facebook, Instagram, microblogs and blogs. The core idea is 

to go where the consumers are and reach them from multiple channels simultaneously.    

                   3.2 Content marketing  

Content is an important component for bloggers as well as for marketers to consider 

together with context to create valuable content for customers. This said content 

marketing is a crucial part of inbound marketing. The purpose behind content marketing 

is to "attract and retain customers by consistently creating and curating relevant and 

valuable content with the intention of changing or enhancing consumer behavior” 

(Content marketing institute, 2007-2015). The core of this method is communication 

between the company and the consumer as well as other prospects without selling 

(Content marketing institute, 2007-2015). This form also provides support for other 

digital marketing channels and additional content for social media marketing (Steimle, 

2014) Content marketing can also be seen as a crucial part for the blogger and the 

company since the bloggers are the content providers for the companies and it is the 

interesting content that makes the readers to come back to the site. 

 

To conclude, content marketing is seen being in great importance when talking about 

inbound marketing from blogger and company perspective. Bloggers are seen as being 

the content creators for the company's product or service, since they are specialized in 

providing interesting content for readers. 

 

        3.3 Search Engine Optimization- (SEO) 

SEO is the third section in the components of inbound marketing, and it stands for 

search engine optimization. SEO is defined as being “the process of getting traffic from 

the “free”, “editorial”, “organic” or “natural” search results in search engines” 

(Searchengineland, 2015). This technique enables as well as enhances web sites to be 

found from search engines like Yahoo and Google with interesting keywords. People 

tend to use search engines daily and the amount of search engine users is about 61 % of 

Internet users (Moz.com, 2015).  When it comes to choosing the best page to look at 

people's eyes are usually drawn to search results that are close to the top of the page, 

this higher ranking will provide more visibility and traffic to company's web page 

(Moz.com, 2015). The consumers tend have more trust on the web sites on top of the 

search engine list rather than ones located in the very end. For companies using inbound 

marketing it is important to recognize this fact that with careful planning of search 

words implied consumers will most likely find your web page and that will further 

increase traffic in the site. 

 

Mentioned by Kronberg (2014, p. 19) at her case study about blog marketing for Laurea 

Events. Kronberg (2014, p. 19) says that SEO is rather easy way for bloggers and 

companies to be able to market themselves. So therefore one could say that having good 

keywords is not enough “these engines by themselves have no formulas to gauge the 
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quality of the content on the website” (Moz.com, 2015). This said, together with 

interesting and well-planned content and good keyword will be beneficial for the 

blogger as well as the company. 

 

To conclude, together these three components; content, social media and SEO explains 

the essence of inbound marketing and when mastering all three, will yield a successful 

collaboration for the company as well as the blogger.  

                     3.4 Affiliate marketing 

Affiliate marketing, “also known as “associate” programs”, is based on performance 

(MarketingSherpa, 2003, p. 4). “First it became an established Internet marketing tactic 

when Amazon launched its program, offering anyone who cared, to link its site a 

percent of the sales as their link was responsible for” (MarketingSherpa, 2003, p. 4). 

This would mean that the amount the website owner earns is based on that how much 

the owner of the advertisement earns. 

 

Therefore, companies need to keep in mind that they should make sure that they are not 

competing with their own affiliations. There are already more than enough competitors 

out there without competing with your own affiliations. “Any marketing channels you 

are using, such as search engines, content sites or e-mail lists, should be off limits to 

your affiliates” (Entrepreneur, 2015). Performance related marketing tactic or with other 

words “a way for a company to sell its products by signing up individuals or companies 

(“affiliates”) who market the company`s products for a commission” (Entrepreneur, 

2015).  

 

For example, blogger can have his or her collaborate partners adds on the blog. Every 

time the reader of the blog clicks the link at that add or end up buying something via 

that link, the blogger will earn certain amount of money, which depends on the contract 

between the blogger and the company owning the advertisement. “Any marketing 

channels you're using, such as search engines, content sites or e-mail lists, should be off 

limits to your affiliates” (Entrepreneur, 2015). 

 

To conclude, affiliate marketing can be seen as a way for bloggers to gain some 

financial interest from collaborating with companies. It can also be seen providing 

important statistic for companies. When referring back to the research question, one can 

see that finding out the possible benefits for company and blogger is one of the main 

interests of this research paper. 

 
3.5 Outcome of components and tools of inbound marketing 

 

As earlier mentioned inbound marketing consists of three (3) components and each of 

these components includes tools that are used within this field. By now we know that 

inbound marketing includes social-media, content and SEO. For a company to master a 

successful inbound marketing implementation they must understand to impact of each 

component. Social media offers the company a possibility to publish and share their 

products or services using Facebook, Instagram or blogs to reach wide range of 

potential consumers. With interesting content the interest of the reader is captured some 

companies feel that by outsourcing the content creating, the quality of the content is 

probably better that they can provide. SEO component is probably most valuable aspect 
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since by having good rating in search engines will further increase traffic on company's 

website. Affiliate marketing is also a new form of tactic to increase the amount of 

visitors in a website.  
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            4. Literature review  
 

In this part of the research paper theories that will help us explain why companies use 

inbound marketing will be further discussed and the reasons behind the chosen theories 

will be explained. After the theories are examined a better understanding how these 

theories will be helpful in analyzing the data later on in the thesis. In addition to that, 

connections to previous studies will be made to give better and more reliable base for 

this research. However, due to the lack of previous studies made within this field these 

theories and decisions are based on general assumptions perhaps more than what is 

usually common for research papers.  

                      4.1 Market segmentation  

The first starting point when considering the collaboration process is segmentation. For 

companies using bloggers as a marketing platform it is crucial to select individuals that 

represent the company's target customers. For companies operating in the market it is 

crucial to realize that bloggers can be segmented based on the field they are writing 

about. These segments include sports, fashion, and lifestyle baby or beauty subjects. 

This said, “market segmentation, is the process of identifying individuals or 

organizations with similar characteristics that have significant implications for the 

determination of marketing strategy” (Jobber & Fahy, 2009, p. 126). Different types of 

market segmentations do exist, and those can be categorized to be demographic 

segmentation, geographic segmentation, psychographic segmentation and behavioral 

segmentation (Solomon et al., 2013, p. 8). Since inbound marketing especially blog 

marketing is dependent on the Internet, demographic or geographic segmentation does 

not limit the collaboration process. This said a company or a blogger could collaborate 

with each other no matter where in the world they are located. 

 

In this research paper behavioral segmentation will be more discussed compared to 

other segmentation criterions. It seems that there is closer connection between 

behavioral segmentation and blogs, since blogs can be seen as a channel, which affect 

on customers opinions and reasons when making purchase decisions. This will be used 

when answering the question what makes companies choose blogs as their inbound 

marketing platform. In general, when considering these different types of segments, 

companies can find out the one, which fits best for them and serves their purpose. This 

decision is crucial for the companies as well as for the bloggers, since if choosing the 

wrong segment it can have a negative impact on the results. However, if the company 

manages to find the right segment to market their products or services, that can mean 

great success for them as a company. 

 

(Cullinane et al, 2008, pp. 281-292) investigated in their paper why and how blogging 

plays a role in getting the marketing message through to the customer with the help of 

companies own personal blog. When talking about corporate blogs the market 

segmentation and targeting is already thought through and the consumer has an initial 

interest on the product. For example if a car company has their own content creator the 

segmenting is already projected to consumers interested in cars. They also identified 

that by blogging the “blog can be directed to a specific target market where the 

information is tailored to a specific segment” (Cullinane et al. 2008, p. 291). Instead of 
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viewing segmenting using blogs within the company (corporate blog) we want to find 

out how companies segment their products when blogging is outsourced.   

 

Therefore, this decision is very often seen extremely important. This importance of 

finding the right target group has also been discussed by Arnautovic and Fridolf in their 

Master thesis about Social Media Marketing (2011, p.18). “It is important for marketers 

today to stand out from all the media clutter and find their niche” (Arnautovic & 

Fridolf, 2011, p. 18). Which is exactly what we are trying to prove to be true, by using 

market segmentation together with other chosen theories, which are discussed better 

further on.  

 

To conclude, it is common that market segmentation is often seen as a process where 

companies are trying to find the best suitable segment for them. This can also be linked 

together with this research paper if thinking about the research question and aim of this 

research. Companies can be seen using the idea of market segmentation when deciding 

that with which bloggers they want and should collaborate with, in order to obtain the 

best possible result. While obtaining that they should have the questions “to whom are 

we marketing?” (Solomon et al., 2013, p. 8) in mind.   

                    4.2 Reference group 

Realizing the right segment is crucial for bloggers and companies to be able to reach the 

right audience. When thinking about the reasons why companies are online, they need 

to consider reference groups. People are social and we have the need to have social 

interactions. It is also common for individuals to “try to please others, and look to 

others´ behavior for clues about what we should do in public settings” (Solomon et al., 

2013, p. 395). This is mostly because we have the need to fit into a group in order to 

feel better about ourselves, for some people this need is stronger compared to others. 

 

This need of being accepted by others has pushed things to the point where reference 

groups play an important role in the decision making process, which is also mentioned 

by Andersson et al., (2007, p. 14) in their research paper on blog marketing and 

consumer perspective. Andersson et al., (2007, pp. 14-15) brought up that the effect that 

reference “group has on an individual is closely related to the group`s power”. This 

research paper written by Andersson et al.,(2007) needs to be mentioned in order to 

show other studies made in this field which have connection with our research paper. 

This might give indication for why companies are on blogs in the first place. It is safe to 

say that companies are realizing the silent influence of reference groups in the decision-

making process and we aim to identify this aspect.  

 

Reference group can be described to be “an actual or imaginary individual or group 

which has a significant effect on an individual's evaluations, aspirations or behavior 

(Solomon et al., 2013, p. 655). These reference groups can be seen influencing people 

as consumers in three different ways, which are: informational, utilitarian and value-

expressive (Solomon et al., 2013, pp. 395-396). The first of these reference groups, 

informational influence, is the need for individuals to find a lot of information about 

several different brands (Solomon et al., 2013, p. 396). This information can be found 

online or from relatives or neighbors, “who have reliable information about the brands” 

(Solomon et al., 2013, p. 396). The information found can be seen affecting consumer’s 

decisions when purchasing something.  
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The second reference group, utilitarian influence means, when making a purchase 

decision, other people's opinions and preferences play a major role. Utilitarian influence 

was also explained by Solomon et al., (2013, p. 396) in the following way “individual´s 

decision to purchase a particular brand is influenced by the preferences of people with 

whom they have social interaction”. The third form of reference groups, value-

expressive influence, which can be explained in the following way, “the individual feels 

that the people who purchase a particular brand are admired or respected by others” 

(Solomon, et al., 2013, p. 396). Which can be linked to most of the trends, since the 

main idea of trends is that in some point someone starts to use certain products, and 

slightly later more and more people want to buy and use that product. 

 

To conclude, when referring back to the research question, one can see that reference 

groups can easily be seen serving the purpose and linked together with this research. 

Especially value-expressive influence can be linked together with the research, since 

companies can be seen using that when collaborating with bloggers. However, also two 

other forms of reference group influences, informational and utilitarian influence can be 

linked to the research. Informational influence and blogs can be seen “working” 

together since it is easier and faster to get the information from the blog’s comment box 

than trying to find the information and opinions or experiences elsewhere. Utilitarian 

influence works well together with blogs as well, since by seeing several bloggers or 

celebrities using or having certain products, one can change his or hers opinion about 

that product. In the end it is crucial to keep in mind that reference groups can have both, 

positive and negative influence to people. 

                      4.3 Need theory 

Psychologist Abraham Maslow´s Hierarchy of Needs, is one of the best-known theories 

of motivation (about education, 2015). A need can be explained to be “a requirement for 

survival and well-being” (George & Jones, 2012, p. 187). Need theory is often 

explained with the pyramid (see Figure 6. below) that has five different levels. Four 

lower levels explain so called D-needs (also called deficiency needs) and one highest 

level explains B-needs (about education, 2015). Needs at the D-level are needs which 

come from lack of something. Those are something that people need to have to be able 

to be satisfied, and later go higher to other need levels (about education, 2015). The 

higher level, B-level needs (being needs or growth needs) are needs that involve desire 

to grow as an individual (about education, 2015). 

 



 

22 
 

 
Figure 6 Abraham Maslow´s Hierarchy of Needs, Own creation. 

(Businessballs.com, 2015) 

 

The lowest level of needs, and one of the D-level needs is called Physiological need, 

and it includes things such as; breathing, food, water, sex, sleep, homeostasis and 

exercise. Those can be called basic things which people need in order to be able to live 

and be at least some way satisfied (about education, 2015).  The second level, and also 

one of the D-level needs is called Security and Safety needs. Needs at that level include 

security of body, employment, resources, morality,  family,  health and of property. One 

can easily see that the needs at this level start to become more complex (about 

education, 2015). 

 

The third level needs, and also one of the D-level needs are Social needs, which people 

need in order to avoid loneliness and depression. These needs include friends, family 

and sexual intimacy (about education, 2015). The fourth and last D-level need is the 

Esteem needs, also known as the need for appropriation and respect. It includes self-

esteem, confidence, achievement, respect of others and respect by others (about 

education, 2015). The fifth level of Maslow´s pyramid and so called B-Level needs are 

Self-actualization needs. These B-level needs include morality, creativity, spontaneity, 

problem solving, lack of prejudice and acceptance of facts (about education, 2015). 

 

“Maslow argued that once a need is satisfied, it is no longer a source of motivation” 

(George & Jones, 2012, pp. 187-188) which in our study could be seen as a possibility 

for companies to keep advertising new products or services. Once the readers of the 

blog have bought previously advertised products, companies should together with the 

blogger create a new need for the reader. If the advertisement process has been carried 

out effectively, company and blogger might be able to create a constant need for readers 

to buy same or similar products than what the blogger brings out in her/his blog posts. 

Andersson et al., (2007) made a qualitative study on how and why consumers use blogs 

in their decision-making. Their research implicated that individuals develop a need for a 
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product while reading blogs, since the site provided up to date information on the 

products that further created the need. 

 

To conclude, people often have the need to be socially accepted; especially some people 

have a high need for affiliation. This said people often tend to create the need for 

something they have seen someone else wearing or having. It is fair to say that the 

readers of the blog want to buy the same or at least similar clothes and products what 

bloggers have, in order to feel more confident, this aspect refers to the belonginess level 

of Maslow's hierarchy of needs. Therefore one could say that blogs can be efficient 

place for companies to advertise their products or services. That is because when the 

readers of the blog see the blogger having a certain product, the readers themselves 

create the need for having that same product. That can be seen increasing the sales of 

that company, and that way be beneficial for them, which can be seen as a connection to 

our research question. 

                     4.4 E-marketing mix 

The marketing mix is one of the marketing tools, which is mostly used by marketers. It 

consists of 4 P`s; product, price, promotion and place (Jobber & Fahyd, 2009, p. 9). As 

mentioned earlier, the rules of marketing have changed and new alternative marketing 

concepts need to be adapted due to the transformation from conventional marketing to 

online marketing. The 4 P’s are evaluated and given new meanings in this internet era, 

also some additional functions were added to the conventional mix to support and give 

tools to match the internet marketing era this led to the creation of the e-marketing mix, 

4P+P
2+

C
2 .

 

 

The first notation of the original 4P’s is product. “The internet works as a medium for 

the purchase (online retailers) or as medium for the product itself (social media)” 

(emarsys.com, 2013). In this case bloggers are viewed of being the medium for the 

product itself when trying to reach customers. Second P promotion focuses on where 

the company's product is visible and search engine-optimization is a must as well as 

utilizing the latest social media trends (emarsys.com, 2013). Promotion aspect is crucial 

when companies are considering where to be visible, blog marketing is certainly a 

common trend that many companies are adopting and might explain the reason what 

makes market in blogs in the first place. Some indications on SEO and its importance is 

also hoped to be explained. The third P is price, it is important to have a price in the 

promoted material and this is a crucial criteria for the consumer when choosing whether 

to buy the product. When doing collaboration with the blogger the bloggers usually 

have a price in the product or service marketed, it is not uncommon to have a discount 

code to further attract the consumer. The last P on the original 4P’s is place, which 

refers  being visible in the major search engines. All of these different P´s can be seen at 

the figure 7 below. 
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Figure 7 The E-marketing mix 

(Kaylanam & Mclnytre, 2002, p. 496)  

 

The first added function P
2 

and the first P indicates personalization, which is seen as 

identifying customers as individuals to be able to customize according to the specific 

recognition, and information gathered of a given customer (Mouthino & Chien, 2007, 

p.210). Forms of personalization are cookies and ads on Facebook made just for the 

specific preferences of the customer. The second P describes privacy which indicates 

the trust between the consumers and the company. Usually customers give their contact 

information in an exchange for tangible offers such as discounts, for a company it is 

important how they obtain this information (Mouthini & Chien, 2007, p. 211). The 

effectiveness of personalization is tangible of privacy. Second dimension of the e-

marketing mix is C
2 ,  

that covers the concepts of customer service which is important 

especially in the retail online business. Second C that is the Community aspect refers, to 

unity between other customers. The last dimension S
3   

consisting of site, security and 

sales promotion. “The added functions of site, customer service, personalization, 

privacy security, sales promotion and community functions in the marketing mix are 

seen as being overlapping meaning that some of the functions are present when 

interacting with other basic functions” (Mouthini & Chien, 2007, p. 213).  

 

To conclude, the introduced e-marketing mix is beneficial in explaining the reason for 

what kinds of blogs companies go for. The original 4P’s were introduced in a way that 

was applicable in the Internet age. The added function of personalization plays a role in 

the process as well as the issue of community and how it affects the movement of 

information between the two participants. This movement can be seen having a 

connection with our research question, especially when trying to understand what 

makes companies to choose blogs out of all the possible inbound marketing platforms. 

    4.5 Multichannel communication strategy 

Communication has always been extremely important, and actually it can be seen as one 

of the cornerstones between customer and company relationship. As the rules of 
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marketing have changed, so have the communication methods. Multi-channel marketing 

communication is a communication tool where companies use online channels such as 

blogs and social networks to communicate with consumers. Also offline channels such 

as Television and newspapers are used to reach their target customers wherever they 

are, which nowadays is everywhere (Hubspot b, 2014). For marketers it is crucial to 

recognize this aspect of marketing communication in order to reach customers 

successfully.  

 

A new communication tool addition to the multi-channel strategy is Omni channel 

marketing, which can be seen as a bit more complex. In multi-channel approach the 

focus is on maximizing the results of each used channel separately compared to omni 

channel marketing, which recognizes the fact, that consumer use different social 

network channels simultaneously (Lin Pophal, 2015). Omni channel marketing can be 

seen focusing more on the consumer perspective and how consumers see the world 

compared to multi-channel strategy, which is highly focused on company or brand 

perspective of the world (Lin Pophal, 2015). Inbound marketing can be seen as being 

more customer centric where the customer finds the company rather that other way 

around. This said  the communication strategy applied is omni channel marketing.  

 

To conclude, communication is a major part of marketing and marketers should choose 

the best communication tool to reach their customers. To an extent it also works as a 

guideline in explaining the flow of communication between the chosen companies, 

consumers and bloggers that can be linked to our research question. 

      4.6 Classical purchase funnel with social marketing 

Due to the changing marketing world, some changes in consumers purchasing habits 

can be seen that the companies need to consider. The consumer purchase funnel was 

invented to describe the process before making a choice whether to buy a brand or not 

(see Figure 9 below). The classical purchase funnel has three phases of awareness, 

consideration and purchase. “Consumers start with a number of potential brands in 

mind, marketing is then directed at them as they methodologically reduce that number 

and at the end they emerge with one brand they chose to purchase” (Court et al., 2009). 

Consumers have learned new ways to gather information and learn about a brand before 

making the final purchase decision by using search engines, such as Google or different 

social media network channels. 
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Figure 8 Classic purchase funnel with social marketing. 

(Friendlyvoice, 2015) 

 

As the marketing in social media increases some alternatives has been added to the 

conventional model such as social web and accounts for the impact of consumer 

generated media during the awareness phase (Evans & Bratton, 2012). Social media is 

viewed of being one form of word-of-mouth -marketing and a crucial route between 

consumer-to-consumer marketing. It is said that social media has increasingly 

formulated on being crucial in word of mouth marketing, since it is viewed of having 

faster and farther effects on spreading the word (Evan & Bratton, 2012). Compared to 

traditional media, social media connects with the consumer from awareness all the way 

to consideration methods will do (Evans & Bratton, 2012, p. 44). Post purchase word of 

mouth and consumer generated media is added to the traditional model, since it is the 

post purchase conversations between consumers that build validation that further words 

as engine for word of mouth conversations. Andersson et al., (2007, p. 46) also 

recognized that consumers tend to be affected by blogs in their purchase decision and 

this came across either as indirect or direct depending on how the blogger introduced 

the product. Companies that realize the importance of social media and its effects on the 

purchase funnel will also reach new customers. 

 

To conclude, social media is seen of being one of the three components of inbound 

marketing and a crucial element for successful inbound marketing. With the help of this 

purchase funnel (see Figure 8 above) some indications of consumers purchase process 

can be explained. Also the connection with the research question and the reasons that 

make companies use inbound marketing as a marketing tool and how the bloggers affect 

consumers in the consideration stage can be explained.  

                     4.7 Branding 

The role of brand and branding is transforming due to digitalization and globalization, 

this said companies need to consider the challenges of branding online (Rowley, 2004, 
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p. 131). Kotler and Amstrong (2010, p. 231) defined brand as being ”a name, term, sign, 

symbol, design, or a combination of these, that identifies the products or services of one 

seller or group of sellers and differentiates them from those competitors”. When talking 

about products consumers place a high value on the brand since it also adds value to the 

product. Branding and brand names are seen helping consumers in several ways such as 

helping to identify products that are beneficial (Kotler & Armstrong, 2010, p. 232). The 

consumers "brand image is formed not just by a product and its attributes or even values 

but by the total experience that they associate with the brand” (Rowley, 2004, p. 132). 

When talking about the relationship between the blogger and the company, the 

companies need to consider how the blogger enhances and represents their brand in a 

way that is relatable for the consumers.  

 

“Electronic shopping environment where physical interaction is reduced and product 

qualities and benefits must be distilled and captured in way that can be communicated 

over the wires making online branding increasingly important” (Rowley, 2004, p. 131). 

According to Solomon et al (2013, p. 363) nearly 80% of online shoppers rely on 

reviews gained from other consumers before making a purchase decision. Most of the 

blog readers rely on the reviews provided by the blogger and this creates sense of 

security to further complete the purchase. Bloggers can be viewed of being brand 

ambassadors for the company's brand and that way affect consumers purchase behavior. 

Solomon et al., (2013, p. 363) also mentioned that people who take the time to post 

reviews don’t do it for money but they generate income in the form of props for good 

recommendations, this is referred to as reputation economy. 

 

For organizations it is important to ensure that its brand is at the top of user's 

consideration set and how it can be visible in search engines and portals prominently 

(Yan J, 2001, p. 187). This is where search engine optimization as well as creative 

content plays a huge role in ensuring that the company's product will be on the top of 

the list of search engines. 

 

To conclude, it is clear that branding is an important part when doing business. Without 

a good brand it can be close to impossible for the company, and why not also for the 

blogger to become successful. Therefore, companies and bloggers should use branding 

in order to create their product, service or blog to look amazing in the eyes of the 

customers. 

 
                    4.8 Source criticism 

When conducting research as well as producing credible text based on collected data 

and other findings, It is crucial to be critical when it comes to the sources used. Sources 

create the base for the whole research, and therefore wide range different sources should 

be used. However, all sources are not usable or even credible and that's why it is crucial 

to make sure that sources used are credible as possible.  

 

Aforementioned lack of previous studies made within this field has affected to the 

sources of this research paper. Meaning that most of the concepts are based on general 

assumptions because there was only a few or no articles to base these things on. A lot of 

secondary sources, which according to Saunders et al., (2012, p. 82) can be newspapers, 

journals and books are used when conducting this research. Also, other kind of sources 
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such as primary sources, also known as original sources, has been used. However, it 

should be kept in mind that the type and the reliability of  sources differs depending on 

the sections of the research paper.  

 

Different keywords, such as inbound marketing, marketing, blogs, content marketing 

and search engine optimization (SEO), were used when searching for the information 

and trying to narrow down the hits in order to find useful sources. Also different 

research databases were used when trying to find previous studies, articles and other 

literature, which could be linked to the research question and to the study in general. 

EBSCO and Google Scholar can be seen to be the search portals used, when searching 

literature to base their research on.  

            4.9 Outcome of literature review 

After presenting the chosen theories and concepts a better understanding is gained 

within the field of inbound marketing. The concepts of social media and few social 

network channels describe different platforms where marketing can be seen as well as 

their characteristics and used in general. By viewing the theories chosen and presented 

in the literature review we will get a guideline in explaining the blogger company 

relationship. The market segmentation can be seen as something companies need to 

consider in the beginning of the process before choosing a blogger best suitable for their 

target audience, and that is what we want to identify. The section of content marketing 

will yield a better understanding on what is content marketing and how and why 

companies apply this. 

 

Needs are something that drive the consumer to purchase a certain product, this need 

might be created by the blogger who has a product to market, which makes the 

consumer to create a need for that specific product. This factor is something the 

companies might also affiliate with the need of belongingness of the consumers to relate 

to the blogger. It can be said that the bloggers have a tendency to affect purchase 

behavior, and this is something we will explain with the need theory. 

 

To conclude, since the communication can be seen playing a crucial role between the 

consumer-company but also the company-blogger relationship. Both, the company and 

the blogger share the same common interest in attracting readers and consumers to their 

site. Companies need to consider from what channels they will reach their customers 

most efficiently, and why is multi-channel communication so important.  
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         5. Practical methodology 
 

This part of the paper explains what research design was conducted as well as 

argumentations for choosing the specific method will be provided. A further look will be 

taken on the interview process and selection criteria for the chosen interview group. 

                    5.1 Research design 

“The research interview is a purposeful conversation between two or more people, 

requiring the interviewer to establish rapport, to ask concise and unambiguous 

questions, to which the interviewee is willing to respond, and to listen attentively” 

(Saunders et al.,, 2012, p. 372). In order to answer the chosen research question and 

conduct a successful qualitative research, it is crucial to have right kind of interviews. A 

good interview includes carefully chosen interview questions, fitting interview type and 

the interviewee who represents the chosen target group. When conducting the interview, 

good preparation can be seen playing crucial role.  

 

All aforementioned aspects together with careful preparation one can conduct successful 

interview and collect data. However, when conducting and analyzing the interviews it is 

important to have in mind that not all data collected is necessarily relevant. Some of the 

answers might end up being unusable, which is crucial to realize when analyzing the 

data collected. “The interview is the primary data collection technique for gathering 

data in qualitative methodologies” (Cooper, 2011, p. 168). It is common that interviews 

are different from each other based on different things, for example how many people 

are involved in the interview or how structured the interview is makes a huge difference 

as mentioned by Cooper (2011, p. 168). 

  

To conclude, it is important to choose the most suitable research design that matches the 

way the research is conducted and data collected. When referring back to the research 

question and thinking about the aim of this research it was clear that conducting 

interviews would be most beneficial in order to collect the needed data. Our aim was to 

analyze concepts and reasons in order to have a conversational feel with our interviews. 

 

           5.1.1 Interview type – semi-structured 

There are different ways to conduct interviews, one of the typologies categorized 

interviews the following way; structured interviews, semi-structured interviews and 

unstructured or in-depth interviews (Saunders et al., 2012, p. 374). All of the previously 

mentioned types are effective, but different ways to conduct interview, however it is 

crucial to find the one which is best suitable for that specific study. 

 

“A structured interview, sometimes called a standardized interview, entails the 

administration of an interview schedule by an interviewer” (Bryman & Bell, 2011, p. 

202). That kind of interview aims to give exactly the same questions for the 

interviewees and the goal is that the “replies can be aggregated” (Bryman & Bell, 2011, 

p. 202). This means that the interview is planned beforehand and little room for changes 

during the interview process. 

 



 

30 
 

Semi-structured interview is “a term covers a wide range of types. It typically refers to a 

context in which the interviewer has a series of questions that are in the general form of 

an interview guide but is able to vary the sequence of questions” (Bryman & Bell, 2011, 

p. 719). Questions in that kind of interview tend to be somewhat more general than in a 

more structured interviews (Bryman & Bell, 2011, p. 719).  

 

The third option, unstructured interview is a interview type where “the interviewer 

typically only has a list of topics or issues, often called interview guide, that are 

typically covered” (Bryman & Bell, 2011, p. 720). This type of interview is informal, 

and rather close to the normal conversations (Bryman & Bell, 2011, p.720 & p. 467). 

 

To conclude, when conducting a qualitative research, “interviewing varies a great deal 

in the approach taken by the interviewer” (Bryman & Bell, 2011, p. 467). Since the 

qualitative research method was chosen, and subject of the research feels quite 

earthbound it felt more natural to decide to use semi-structured interview rather than 

other possible options. This interview type gave us the possibility to have questions 

prepared beforehand, but does not force us to follow them compulsively. Semi-

structured interview type provides us the best possible tools for answering to the 

research question. 

                  5.1.2 Selection criteria 

In this research paper selected interview group has been divided into two different 

subcategories; companies and bloggers. That division has been made in order to have 

different criteria for these two different subcategories. This division makes it easier for 

authors to plan the interviews and that way gives the possibility to get as rich data as 

possible. 

 

The first subcategory is the group of companies. In order to conduct the interviews 

with this group we had to find companies that are using blogs as one of their marketing 

channels. In order to be included in the target group, the company has to have an 

existing collaboration with a blogger, instead of having company´s own blog. That way 

more information will be gained on how that kind of collaboration can be beneficial for 

both of the participants, bloggers and companies. 

 

Second subcategory is the group of bloggers. In order to conduct the interviews with 

this group we had to find bloggers who have done collaborations with companies in 

order to answer our research question. To be able to be included in our target group, 

bloggers had to have one or more collaboration with a company to be able to answer our 

carefully designed interview questions in the way that is beneficial for the study.  

 

To conclude, two different subcategories are used: the group of companies and the 

group of bloggers were chosen in order to plan fitting and rewarding questions for the 

interviews. By having two subcategories we were able to target the questions more for 

that specific group. By doing so, we can collect richer data and later on analyze 

collected data in more depth.  

                5.1.3 Selected interview group 

The selected interview group of this research consists of two target groups, or in other 

words two sub categories, to which the interviews will be conducted. In order to obtain 
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more valid and broad answers it is crucial to have quite equal number of interviewees 

from both groups. However, due to differentialities of the two interview groups it is 

important to keep in mind the type of questions made when designing the interview 

questions as well as when conducting the interviews. Both groups have Finnish as their 

primary language so interviews will be held in Finnish in order to get as rich data as 

possible and avoid the situation where the interviewee is not able to fully express him or 

herself.  

            5.1.4 The interviews with companies 

In the process of choosing the companies to interview it is important that the company 

utilizes inbound marketing as one of their marketing tools especially blogs, to reach 

their target customers and also to find out whether the collaboration between the 

company and the blogger would yield any benefits for this chosen interview group. Four 

to five different sized Finnish companies from different sectors will participate and 

answer carefully designed questions touching upon the subject of inbound marketing. 

Due to distant constraints it was commonly agreed to have the interviews using Skype 

or FaceTime depending on the company's preferences.   

           5.1.5 The interviews with bloggers 

When choosing the bloggers one of the main criteria was having existing collaboration 

with a company/companies. This fact will help us finding whether the collaboration 

between the company and the blogger would yield any benefits for this chosen 

interview group. Four to five Finnish bloggers were chosen from different sectors such 

as travel and fitness. They will participate and answer carefully designed questions 

touching upon the subject of inbound marketing and blog marketing in general. Due to 

distance constraints it was commonly agreed to have the interviews using Skype or 

FaceTime depending on the company's preferences. Also due to language barriers 

interviews were held in Finnish. 

      5.2 Designing and conducting interviews 

The interviews of this research were designed carefully while having in mind all the 

different aspects, which need to be taken into consideration when designing the 

interviews. In addition to that, when conducting the interviews the interview design was 

followed in order to conduct them in the best possible manner. 

                   5.2.1 Interview guide 

Interview guide is “a rather vague term that is used to refer to the brief list of memory 

prompts of areas to be covered that is often employed in unstructured interviewing or to 

the somewhat more structured list of issues to be addressed or questions to be asked in 

semi-structured interviewing” (Bryman, 2012, p. 712). The main idea of having “an 

interview guide is less specific than the notion of a structured interview schedule” 

(Bryman & Bell, 2011, p. 473). One could also say that an interview guide does not 

necessarily have to include actual written words, since it can also take a different form, 

which is related to the subject (Bryman & Bell, 2011, p. 473). 

 

      Unstructured interview gives rather free hands for the interviewer, as the name already 

implies and that kind of interviews are quite similar to normal conversations (Bryman & 

Bell, 2011, p. 467). Semi-structured interviews are not as free as unstructured 
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interviews. When conducting semi-structured interview, the interviewer “has a list of 

questions on fairly specific topics to be covered” (Bryman & Bell, 2011, p. 467). 

 

     When conducting an interview, it is important to choose the interview type best suitable 

for the purpose of the research. However, it is crucial to keep in mind that if semi-

structured interview is chosen, important planning of the interview as well as the 

interview questions is crucial. For the interviews to be successful a set of carefully 

planned questions that serves the purpose of that specific study.  

 

     When referring back to the research question, we can see that semi-structured interview 

is the best option to plan and guide the interviews process. Semi-structured interviews 

allow us to use carefully planned questions, but at the same time it does not force us to 

follow them compulsively (Bryman & Bell, 2011, p. 467). Semi-structured interviewing 

gives us the possibility to have list of questions, but still leaves some freedom at the 

interview situations, it is the best possible option and serves the purpose of this study. 

             5.2.2 Transcribing the interviews 

     Transcription is defined as “the written translation of an audio-recorded interview or 

focus group session” (Bryman & Bell, 2011, p. 719). When talking about transcribing 

interviews it divides opinions, due to the fact that it is often regarded as time consuming 

and laborious. Therefore, it is not uncommon that researchers have different opinions 

about the importance of transcribing interviews. 

 

     Trustworthiness is not the only reason for transcribing interviews. It is also easier for 

authors to go back and check the data again while analyzing the interviews (Bryman & 

Bell, 2011, p. 485). However, it should be kept in mind that very often big parts of the 

interviews are not useful due to different reasons, such as things what interviewee said 

is not always relevant for the study. This might make transcribing sound like total waste 

of time, which someway is true. By transcribing the interviews, it is easier to go back to 

the material and really realize, and be sure which parts of the interview actually are 

useful when answering to the research question.   

 

     Due to the limited amount of time, we decided to transcribe the interviews only in 

Finnish, which was also the mother tongue of all of the interviews. Afterwards the 

central parts of the interviews were translated to English to be able to use those parts in 

the analysis. In some cases transcribing can be time consuming. However, we as authors 

felt that it is an important thing to do. That way one might realize the importance of 

some parts which seemed unnecessary at first (Bryman & Bell, 2011, p. 485). One 

could argue that it was a bad idea for the study, since we decided not to translate the 

whole interviews to English, which cause the risk for missing something important 

information. However, we as authors felt that this is the best possible way for us to 

conduct the study in that time frame which was given for us.  

 

    5.3 Analyzing the interviews and qualitative data analysis  

    When talking about qualitative data there are two strategies available to use when 

analyzing that data; analytic induction and grounded theory. The core idea of the 

analytic induction is that the “researcher seeks universal explanations of phenomena by 

pursuing the collection of data until no cases that are inconsistent with hypothetical 
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explanation of a phenomena found” (Bryman & Bell, 2011, p. 574). Grounded theory, 

which was also used to analyze the interviews made and is described as a theory, which 

derives from data and systematically, gathers and also analyzes during the research 

process (Glaser & Strauss, 1967, pp. 2-6). 

 

     When analyzing the data collected, indications will be drawn as to the theories presented 

in the literature review to see if there are certain patterns and similarities. This is 

referred to as coding, which in qualitative study means linking concepts together with 

transcribed findings from the interviews. The essence is to find similarities between 

these transcribed interviews and create categories, that are helpful identifying important 

concepts. Grounded theory is also described by including two aspects, one being that 

the theory is developed through data collection and secondly having an iterative 

approach meaning that constant comparison between the data collected and theories is 

kept in mind (Bryman & Bell, 2011, p. 576). The method that best describes and helps 

us to analyze the data is the grounded theory   

 

     “Because qualitative data deriving from interviews or participant observation typically 

take the form of a large corpus of unstructured textual material, they are not 

straightforward to analyze” (Bryman & Bell, 2011, p. 571). Therefore there are different 

aspects that need to be considered when analyzing qualitative data. Things such as 

analytic induction, grounded theory, coding and narrative analysis are traditionally kept 

in mind when conducting qualitative data analysis (Bryman & Bell, 2011, p. 571). Due 

to the difficulties with qualitative research, “the researcher must guard against being 

captivated by the richness of the data collected” (Bryman & Bell, 2011, p. 571). 

 

     “One of the most common ways of approaching qualitative data analysis is through 

conducting what is referred to as thematic analysis” (Bryman & Bell, 2011, p. 571). As 

mentioned earlier, qualitative research is interested in analyzing words not numbers, 

which can also be seen problematic when actually analyzing the collected data. There 

are no exact rules for the authors of this study to follow when analyzing the data, but 

some guidelines do exist. 

 

     To conclude, as mentioned above there are no certain rules how the data should be 

analyzed. However, some guidelines are given according to Bryman and Bell (2011, pp. 

571-573). These guidelines are done in order to make it easier for the authors to conduct 

the study. Guidelines can also serve as a tool for the readers of the study to be able to 

fully understand the decisions of authors and meanings of the chosen theories.  

                     5.4 Ethical consideration 

     It is important to consider ethical issues because without doing so one cannot be sure if 

the study has harmed any of the participants of the study (Bryman & Bell, 2011, p. 

128). There are many things to consider when making sure that interviewee’s integrity 

is protected and they are treated with respect (Bryman & Bell, 2011, pp. 128-129). 

Bryman and Bell (2011, p. 128) introduce four main areas of ethical consideration; 

harm to participants, a lack of informed consent, an invasion of privacy and deception. 

All those four will be explained more detailed further on. If possible all kind of harm to 

participants and even the possibility of harm should be minimized, when conducting 

research (Bryman & Bell, 2011, p. 128).  
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      Term “harm for the participants” can mean physical harm, stress or other kind of 

problems, which might occur later on participant's future development (Bryman & Bell, 

2011, pp. 128-129). Recording the interviews might in some cases be an ethical issue 

when thinking about anonymity and confidentiality. A lack of informed consent is 

slightly different kind of ethical issue, which is also important to acknowledge while 

conducting a research. It is important that all the participants were provided enough 

information concerning the research they are taking part of (Bryman & Bell, 2011, p. 

132). 

 

     An invasion of privacy, the third ethical issue, “concern relates to the issue of the degree 

to which invasion of privacy can be condoned” (Bryman & Bell, 2011, p. 136). The 

fourth and the last one of the main ethical issues explained by Bryman and Bell, is 

deception that “occurs when researchers represents their research as something other 

than what it is” (2011, p. 136). It can also be harmful for participants, when they take 

part for the research that has been conducted in deceiving way (Bryman & Bell, 2011, 

pp. 136-137). 

 

     When conducting the research authors have considered these previously mentioned 

ethical issues, in order to make sure that the research has not caused harm for the 

participants. Authors have also put a lot of effort in providing enough information for 

the interviewees of this research to be able to avoid the situation where participants 

would lack some information. Also privacy and deception issues have been kept in 

mind while conducting this research by providing as much information as possible for 

the interviewees during the process. In addition, the interviewees have also been 

informed that they are more than welcome to ask questions and get more information 

about the research. Privacy issues have been avoided by conducting the research 

anonymously.  

 

     To conclude, all of these things has been made because the purpose of authors is to be 

able to answer the research questions in their best knowledge. Those things are also 

made and chosen in order to avoid all kind of ethical issues along their research work.  
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               6. Findings 

 

     In this section findings of the interviews are presented with the help of questions 

formulated for each group. These answers will act as a base for a deeper analysis of the 

interviews and also provide the possibility for the reader to understand better what has 

been discussed at the interviews. 

 

      

        6.1 Analyzing the interviews with companies 

     All the interviews took place on Skype or FaceTime since it was the most convenient 

way for all of the participants due to the distant location of authors. That way it was 

easier to find the time for the interviews. All together we conducted five (5) interviews 

with the companies and the lengths of the interviews were between 19 minutes 48 

seconds and 26 minutes 10 seconds (see appendix 5). Seven (7) previously prepared 

main questions were asked from all the interviewees and all the interviews were 

recorded for resource use only. Also some additional questions were asked during the 

interviews. 

 

      1.  What was the reason for your company to start using social media as a     

marketing channel?   

 

While conducting the interviews it was clear that all of the interviewed companies felt 

that social media is something they definitely need to be a part of. Company 

representatives also mentioned that social media is an easy and convenient way to reach 

new potential customers and also keep their already existing customers satisfied and 

well informed. However, when asked if using social media increases their value as a 

company, did not provide us that good answers than one could expect, or at least those 

answers were not so usable. However, some of the companies mentioned that the fact if 

they are visible on social media or not, is very important for them as a company and as a 

brand.  

 

“ It felt that it is something where you just need to be visible” 
 

2.      What was the reason for your company to start using blogs as one of your 

marketing channel?  
 

The main reason for the companies to start using blogs as one of their marketing 

channels varied quite a lot between different companies. Some of the companies we 

interviewed, mentioned that using bloggers is part of their bigger advertising 

campaigns. At the same time some of the companies mentioned that blogs are the new 

hot marketing channel, and therefore it is important to be visible in the blogging world 

in order to reach new potential customers.  

 

One thing which came up during several interviews, is that companies feel that 

customers think that it is more believable to market on blogs and read bloggers opinion 

of products or services, than read other kind of marketing campaigns such as magazine 
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advertisements. That way customers seem to get a feeling that the recommendation is 

coming from someone they actually know, as one of the company representatives 

mentioned during their interview.  

 

“Customers feel that the recommendation is coming from their friend when it is 

coming from the blogger. People tend to think that bloggers are like their friends” 
   

      Also, when thinking about whether bloggers as individuals have an affect on the value 

of the company, gained various answers and thoughts. Some of the company 

representatives felt that popular bloggers can bring some name for the company, 

especially if talking about smaller or relatively young companies. This question also 

started the conversation of dreams and hopes on having their product featured on a 

celebrity's Instagram page or collaborating with a extremely popular blogger. But when 

asked with how many different bloggers they collaborate with, we got some different 

answers. However, all of the companies we interviewed told that they have 

collaborations with several bloggers, not just one or two as one could easily imagine. 

 

     “Oh that depends a lot, but something between 20-30 bloggers during this fall I would 

say” 
 

      Only one of the companies we interviewed had their own blog and they mentioned that 

they feel that it is difficult to keep the quality high enough when comparing to other 

blogs  especially to bloggers who do that for living. This answer goes in line with other 

companies when they said that why they do not have their own blogs. In general all of 

the companies interviewed felt it would ask so much more resources than what they 

have, to keep the quality of blog high enough,. which seemed to be the reason for the 

companies not to have their own blog. 

      

      Resources came up again when talking about reading the comment boxes of those blog 

posts where the blogger is writing about that company's products and getting paid by 

doing so. Companies mentioned that they do read comments, and also answers to the 

questions asked there. However, they do not have enough resources to follow comment 

boxes as much as they would like to.  

 

3.      Could you describe the marketing process (marketing on blogs)? 
 

When we asked companies to describe the marketing process, when marketing on blogs, 

we got really deep and detailed answers. Company representatives put a lot of effort to 

explain how that process actually works, which was amazing, since this is something we 

are really interested in when conducting this study. Also it should be mentioned that in 

most of the cases the company is the one who contacts the blogger when wanted to 

collaborate with. However, it is also very common that the bloggers contact the 

company and ask if they are interested in collaborating with them. In these cases, when 

the blogger contacts the company, it is common that the blog is rather small compared 

to those cases when the company is the one taking the first step and asking if the 

blogger is interested in collaboration. 

  

“Usually the process starts from our (company´s) interest to launch a new product…” 
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4.  How efficient blog marketing is?  
 

In general companies said that marketing on blogs can be seen as an efficient way of 

marketing. Some of the companies interviewed mentioned that blog marketing is 

perhaps the most efficient way for their company to market their products. However, 

another one of the companies said that they are using blogs as one of their marketing 

channels, by linking it together with bigger marketing campaign. 

 

“Perhaps blog marketing is something that can be used to change customers 

opinions… it is slower but that way the contacts which we (company) get are more 

valuable” 
 

During the interviews it came up that all of the companies interviewed paid to the 

bloggers by giving products or with gift-cards or possible big discounts if the blogger is 

interested in buying certain product from that company. So no actual “hard core” cash 

were involved with these collaborations. It sounded like companies felt that this is the 

easiest way for them to pay for those bloggers they collaborate with. Also when we 

asked companies to describe their collaborations with bloggers as an experience, they 

all sounded very positive. Few of them mentioned that they have been able to learn a lot 

from the bloggers and also from the whole process in general. So the overall experience 

collaborating with bloggers seemed to be positive. 

 

      “Absolutely positive experience” 
 

     When thinking about the marketing tactics slightly deeper, companies told that their 

ways of doing marketing has been changed during the years. Therefore there is a need 

for them to find new ways to make their products visible for the customers. One or two 

interviewees mentioned that is has become more difficult to market their products than 

what it used to be before.  

 

     “It definitely has become more difficult to be visible, but also more interesting” 
 

     Together with companies we got the feeling that blog marketing could be seen as a new 

form of “word of mouth” marketing, since people talk and tell their opinions freely. 

And lately it has become common for people to tell their opinions and ask questions at 

the comment boxes of the blogs. So, therefore one could say that having conversations 

has become even more public than what it used to be.  

 

5.      Have the collaboration with blogger/bloggers brought any problems or   

issues? 
 

Some issues and problems came up when discussed with interviewed companies. 

However, none of those were a real issue without being just normal life. Few interviews 

mentioned that it can feel difficult to be in touch with the bloggers, since they get a lot 

of email and other forms of contacts and happenings in life seem to affect greatly to 

their work. Which is only a normal thing and part of our everyday life, however some of 

the companies felt that this kind of issues happened more and perhaps easier with 
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bloggers, when there in most of the cases, is not any kind of formal written contract and 

bloggers are not paid with hard core cash, rather than products and gift cards. 

 

“If you really want to find something that can be seen problematic, then perhaps the 

fact that sometimes it is difficult to stay in touch with the blogger during the process” 
 

6.      What kind of benefit you think that the blogger will gain by collaborating 

with your company? 
 

For this question, companies replied broadly. But overall all of the companies can be 

seen saying pretty much the same thing. Companies felt that bloggers can get some help 

to make themselves more interesting in the eyes of the readers by getting a good subject 

or products to write about. Also the obvious thing such as getting paid, no matter what 

way, plays crucial role since several bloggers write the blog as their full time job. 

 

“By doing collaboration with us bloggers can gain interesting content to write about” 
 

     However, also trustworthiness came up in the several interviews. Companies felt that the 

bloggers can make themselves to look more attractive in the eyes of the other companies 

by already collaborating successfully with some other companies. Successful and well 

done collaborations with companies is like a good CV (curriculum vitae) for the 

blogger, which can be seen extremely important for each and every one of us. 

Interviewees agreed on the fact that... 

 

“By collaborating with companies the blogger can get more credibility and also 

increase the market value of the blog” 
 

 

7.      What kind of benefit’s you feel that you as a company gain by collaborating 

with bloggers? 
 

Getting more visible was the answer we got from basically all of the companies we 

interviewed. Companies felt that by collaborating with carefully selected blogger they 

can reach more customers and that way be more effective as a company.  

 

     “When I get more visitors to my online store I get more conversions, which is only a 

good thing, right?” 
 

Also one or two companies mentioned that by doing these collaborations with bloggers 

they can learn new things about the concept itself and also about their own products or 

services. They also felt that feedback what they get directly from the blogger and also 

from the comment boxes of the blogs is priceless for them as a company.  

 

      6.2 Analyzing the interviews with the bloggers 

      After conducting the interviews some general implications were drawn on the benefits 

and considerations of inbound marketing from blogger perspective. Seven (7) carefully 

considered questions and some following questions were asked from three (3) bloggers 

to figure out how they perceive blog marketing and the answers will be linked to need 
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theory, communication mix, and market segmentation. All the interviews with the 

blogger took place via Skype at one of the group rooms at Umea university library and 

at IKSU. So the interview environment was calm and quiet most of the time. The 

average time of all the interviews was approximately 40 min with minor or none 

disturbances (see appendix 5). 

 

1. What made You start blogging?  

 

     All the interviewees started by explaining what were the reasons they started blogging. 

The respondents had only minor differing reasons but the main common reason was to 

have a general place to write and share about things happening in their lives, like 

travels, tips what products or places to visit as well as training and nutrition advice. 

None of the bloggers ever had the intention to earn with the blog since at the time they 

started; blog marketing did not really exist at least in Finland and none of them knew 

that earning with a blog is possible. When blog marketing started in Finland, 

approximately 3 years ago, the main reason these bloggers started to collaborate with 

the companies was simply that the company contacted the individuals to write 

something about their company’s and that raised excitement in the bloggers since they 

would just get free stuff and write about it. It started as a fun and exciting way to get 

free products, but has later on developed to be a serious business, where there is a lot of 

money to be made. 

 

      “The main reason why we started blogging was to let friends and family know what is 

happening in our lives “ 
        

     Most of the collaborations were depending on the theme of the blog, if the subject was 

travel then most of the collaborating companies were big international hotel chains and 

travel agencies. On the other hand if the subject was lifestyle or sports the 

collaborations were gyms and international sport nutrition brands. One of the 

interviewees mentioned that after starting competing in sports companies wanted to 

sponsor her whilst competing.  

          

      2.  What were the reasons you started collaborating with companies? 

    
      The collaboration process with the company proceeded as follow. In most of the cases it 

was the company or a PR firm contacting the blogger via email explaining what the 

collaboration is about and how they would like the blogger to collaborate. Price for the 

content creation as well as other factors are discussed. Depending on the company and 

bloggers preference, the blogger either refuses or accepts the deal. One of the 

interviewees had a clear business concept where she made a package offer for the 

company. The package included creation of content and posting it on the blog, addition 

to that the company would have the possibility to add social media consultation as well 

as posting the content to other social media platforms like Instagram or Facebook. All 

the additional in the package will be added to the price, since posting it to different 

portals will reach a certain amount of readers.  

 

     “Depending on the size of the company and their resources the amount they are      

willing to pay ranges from 20e to 5000e  per post” 
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     The interviewees all thought that choosing companies to collaborate with has to match 

the overall image of the blog. When talking about travel bloggers there usually is a trip 

involved so a hotel might ask the blogger to travel to their hotel and write a review 

about it and post it at the blog. It is not only the company that contacts the blogger they 

also have to be active in asking and inquiring whether a company would be willing to 

collaborate. The amount of collaborations ranged from 6-10 companies. Some 

collaborations were just a one-time thing but all the interviewees had a couple of 

exclusive contracts where the collaboration is constantly on going. All the bloggers 

agreed that. 

    

      “In the blogging world it is important when getting an offer where money is involved 

to choose the collaborations that best serve your readers and blog as a brand” 
               

       3.  Could you describe your experiences concerning these collaborations?  

 

      The interviewees mainly experienced collaborations as positive and rewarding. Two out 

of three interviewees were in the position to choose the companies to collaborate with 

and chose mainly companies that were more representative of their readers. However all 

the interviewees could name one or more bad experiences from these collaborations. 

They felt that the companies did not know how to approach the bloggers because they 

did not know how this kind of marketing actually works. Mainly the issue was on the 

communication between the company and the blogger, in some cases the interviewees 

were not given clear instructions on how to go on with the task. Also the interviewees 

pointed out an issue on the content, if they don’t feel that the product or service is good 

and the company mainly wants positive content to be presented, how will they go about 

it since they have already been paid. They want to be honest in their marketing and 

avoid creating false image since that would go against the whole essence of using 

bloggers as a marketing platform. Also all the interviewees mentioned the issue of 

fairness. 

     

      “We are honest in our reviews that's what is the whole idea of blog marketing” 

       

      4. Do you feel that the blogging world has changed during your blogging years? 

 

     All the interviewees thought that the blogging world has changed tremendously since 

they started blogging about 2-6 years ago. The contribution of companies as well as the 

amount of money circulating within blog marketing is a big change in itself. There is as 

much competition among bloggers as there is between companies now since money is 

involved. They also agreed that blogging has become a way to earn a living and many 

individuals are trying to achieve this status with their blogs. 

 

     “It feels like everyone has a blog and it feels that it is hard to pinpoint from the group 

which bloggers are really professionals. People are realizing how much money and 

fame one can achieve with a blog and wants a piece of it” 
 

      Even though blog marketing is increasing in Finland our interviewees felt that there is a 

lot to catch up when it comes to this fairly new form of inbound marketing. They also 
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felt that companies are not fully taking advantage of the benefits of using bloggers as a 

marketing platform and some companies do not understand why they need to pay the 

blogger.  

 

    “It feels like the pieces of the puzzle are lost when it comes to some companies when 

dealing with bloggers as well as some common guidelines” 
      

      

     5. What kind of benefits do you feel the companies will gain by collaborating with 

you? 
 

We also wanted to find out what kind of benefits does the bloggers feel that the 

companies get when working with them. Three points came up; one of them being 

brand awareness, companies that want to get their brand more visible use them as a way 

to market their product or service. Second aspect being content creation, meaning that 

companies use blogs for creating interesting content and they will further publish it in 

their own media. Third aspect mentioned by one of the interviewees, was search engine 

optimization (SEO), so when the content is created companies want the information 

about their company to be found on Google and they want it to contain beautiful 

pictures. So blogs are seen as a marketing channel and gaining honest opinions about 

products and services as well as getting visibility to the brand. They all felt that they 

work as a brand ambassador for the company. As the bloggers said.. 

 

     “It is mainly target marketing, I know my readers so I know to whom the marketing is 

projected, also selling with personal branding it just works, my readers now me that 

well that they would rather believe me if I recommend a product or a service rather 

that a person doing it on a commercial” 
     

      6.  What benefits you gain while collaborating with companies? 

    
     The bloggers benefitted from the collaborations in a way that it created content to their 

blogs and give different perspectives on things as well as benefits the readers. One of 

the interviewees also felt that it challenges her as a blogger since when collaboration 

begins she has to gather information on the product or service before writing a review. 

Also most interviewees mentioned money since that is their job and earning some extra 

is always a plus. 

 

    “For me blogging was the key reason I ended up working in the travel business and 

doing my dream job. I also gain new contacts and learn from companies, how 

business is done” 
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               7. Analysis               

 

     In this section the data is analyzed with the help of theories from section two of the 

literature review. These theories will be adapted to the data collected and a deep 

analysis will be provided. In order to analyze the collected data correctly and deep 

enough we will now examine that data by using theories which were explained at 

literature review. This analyzing will help us and also the reader to understand how we 

will connect these findings of different interviews together with each other and also with 

the purpose of this research.  

                 7.1 Guidelines of analysis 

     When analyzing and conducting the interviews with the bloggers and the companies, 

authors decided to divide the interviews so that they were responsible for different 

interview groups. Meaning that one of the authors conducted all the interviews with the 

companies and other one conducted all the interviews with the bloggers. This decision 

was made in order to be time efficient while conducting and transcribing the interviews. 

However, authors of this thesis realize that this can be seen as a limitation of their study, 

since both of them did not attend to all of the interviews and therefore they do not share 

similar knowledge from all of the interviews.  

 

     Authors felt that by dividing the interviews it gives the possibility for them to analyze 

collected data more carefully than what would have been possible if they both would 

have been part of all of the interviews. The deepest reason behind this division is, that it 

is more time consuming, which is important since the time can be seen playing crucial 

role when conducting this research.  

 

     The main reason for dividing the interviews between the authors is that it is much more 

time consuming to do so. Authors also felt that by doing so they are able to gain deeper 

understanding of data collected. Which can be seen beneficial for the whole research in 

general and that way help authors to understand and analyze the interviews to the best 

possible way. 

                  7.2 Market segmentation 

     Market segmentation, which has been explained by Jobber and Fahy (2009, p. 126) in 

the following way “Market segmentation is the process of identifying individuals or 

organizations with similar characteristics that have significant implications for the 

determination of marketing strategy”, can be used to explain the findings of the 

conducted interviews.  

 

When referring back to the interviews with the companies it is clear that some of the 

companies were really selective when it came to choosing the blogger. While some of 

the companies did not seem to care that much of it. Especially for smaller companies it 

seemed to be crucial to find a blogger who fits their brand image. For example, fitness 

clothing brand do not want to collaborate with a blogger who does not share the values 

of a healthy lifestyle. However, bigger companies from our interview group also found 

it important to find the right blogger, but it did not seem to be such a major thing for 

them in the end. Those bigger companies were more interested in gaining more 

visibility than reaching more potential customers with blog marketing.  



 

43 
 

 

     For the interviewed bloggers, the blog is a business and they view themselves as being 

entrepreneurs. Each blogger has their own niche area of interest. The ones blogging 

about traveling chose to collaborate with companies that support and lift their blog so 

collaborations with hotels and travel agencies were best suitable for their market 

segment. The ones that were focused on fitness and wellbeing chose companies that 

were representative of that niche so collaborations with sports clothing brands and other 

wellness oriented organizations. As mentioned in the literature review behavioral 

segmentation can be linked to the phase when bloggers choose companies to collaborate 

with. Since the blogger tend to have fairly loyal reader base, they also have the power to 

affects purchase decision of the consumer that is the core of behavioral segmenting. 

When it came to the point where companies chose bloggers to collaborate with, most of 

the bloggers felt that some companies don’t really know what they are segmenting and 

what kind of readers they will reach by using their blogs as a platform. A blogger who 

is writing about traveling is getting offers from sport companies if she could promote 

tickets to a match or baby supply companies contacting a fitness blogger. Companies 

should do more research concerning the blogger and what kind of target audience they 

will achieve by marketing in blogs. 

 

    Both participant’s bloggers and companies considered market segmentation as an 

important aspect when doing collaboration’s. Even though companies felt confident in 

the way they were operating the bloggers got a feeling that some companies (not the 

ones we interviewed) that contacted them did not know what kind of audience they 

would reach by marketing their product or service in the blog, being visible does not 

mean that one need to sacrifice the image of the brand. 

                     7.3 Reference group 

      Reference groups, which has been explained to be “an actual or imaginary individual or 

group which has a significant effect on an individual's evaluations, aspirations or 

behavior (Solomon et al., 2013, p. 655), can be used to analyze the interviews. Addition 

to that these reference groups explained by Solomon et al., (2013, p. 655) can be seen 

influencing people as consumers in three different ways, which are called: 

informational, utilitarian and value-expressive. 

 

The interviews with the companies can be analyzed using reference groups by thinking 

of the informational aspect. Customers search information about products online by 

using different search engines and bloggers are good in providing information in a way 

which is easy for the regular customer to understand. In some cases the information 

provided by the company itself might be too complex. This came up during the 

interviews and some of the interviewed companies mentioned that the information and 

feedback they got from the bloggers was very important for them, due to the fact that it 

tends to be honest. Therefore, collaborating with bloggers is a good way for companies 

to provide more information of their products or services for their customers and also 

gain some additional information. 

 

      When talking about the blogging world, reference groups are critical to mention. 

Individuals tend to “try to please others, and look to others´ behavior for clues about 

what we should do in public settings” (Solomon et al., 2013, p. 395). Bloggers can be 

viewed of being the leader of their reference group (the readers) to whom the group 
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looks up for advice and tips in what products and services to use. The bloggers 

interviewed had a large amount of readers as well as followers in social media channels 

so the readers view them as celebrities in a way. There is a certain amount of trust 

between the blogger and the reader so if they suggest a product or service to buy they 

will most buy it because of the honest review provided This was also mentioned by the 

interviewees. As (Solomon et al., 2013, p. 655) mentioned reference groups are being 

“an actual or imaginary individual or group which has a significant effect on an 

individual's evaluations, aspirations or behavior”. When looking at the 3 different 

groups of reference, the first informational influence is the main reason people read 

blogs because of their honest opinion will be shared and personal experiences of 

products and services are presented. All the bloggers mentioned, that the reason why 

readers (consumers) go to blogs is to find a critical answer on whether they make a 

purchase or not. Our interviewees mentioned that especially for new startup companies 

being visible at this kind of channel is crucial.  

 

     The second reference group is utilitarian influence, which refers to the fact that when 

making a purchase decision, opinions and preferences affect the total decision. One of 

the interviewees mentioned that she knows her readers and the readers know her 

personally only by reading the blog, so if the blogger is wearing a certain brand, that 

will also be socially acceptable for the reader to wear as well. The third aspect was 

value expressive influence that is “the individual feels that the people who purchase a 

particular brand are admired or respected by others” (Solomon, et al., 2013, p. 396). So 

by choosing a brand that the blogger used could create a sense of acceptance from 

others since it was seen on a “celebrity”.   

 

     When thinking about all of the interviews together, we can see that the importance of 

reference groups came up at almost all of the interviews. Companies stated that it is 

crucial for them to be able to provide information for their customers while blogger can 

be seen as a leader of that certain reference group. Therefore collaboration can benefit 

both of them because that way company gets someone to provide that important 

information and the blogger get the possibility to earn and strengthen his or hers 

positions as a leader of the reference group. 

 

                     7.4 Need theory 

     The Hierarchy of Needs created by Psychologist Abraham Maslow, is one of the best-

known theories of motivation (about education, 2015). Maslow's need theory can be 

seen having a connection with the interviews we had with the companies, because social 

needs came up in one way or another during many of the conducted interviews.  Social 

needs are so called third level needs of the pyramid, which is often used to explain 

different levels of needs as mentioned before at the literature review. That type of needs, 

are not seen vital for the general well being of the individual without being important in 

order to avoid loneliness and depression. That is why it is not that simple for companies 

to find a way to create the need, which really makes the customer buy that certain 

product or service from their company. 

 

     Esteem needs is another one of the steps of Abraham Maslow`s pyramid, which have a 

connection with the findings from the conducted interviews. Other way to describe 

Esteem needs is to call them needs for appropriation and respect (about education, 
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2015). This type of needs, were also mentioned by companies while talking about the 

process of choosing the blogger who to collaborate with or how can these collaborations 

be beneficial for the blogger from the company´s perspective. The company 

representatives mentioned that it can be difficult to find a blogger with whom to 

collaborate with, since it is important for them that blogger fits to company's brand 

image and is also reliable and professional at the same time. This reliability and 

professionalism in the eyes of other companies and why not in the eyes of customers as 

well, is seen as a benefit that blogger can gain by collaborating with companies.  

 

     During the interviews it came up that by using blogs and bloggers to advertise their 

products or services, companies wanted to increase their visibility in the eyes of 

customers. By increasing the visibility of the company and brand, they are trying to 

create new needs for the customers and increase their sales at the same time and for that 

they need bloggers to help them. Therefore one could say that there is so called “the 

cycle of needs”, and companies can be seen as the one who starts this whole process. 

The companies also have created a need for the bloggers to collaborate because without 

collaboration there is no money to be made in blogging.   

 

      When examining effect of needs for bloggers some implications were found. Since most 

of the bloggers interviewed could be seen as entrepreneurs since that was their source of 

income. By doing collaborations with bloggers their security and safety need is 

satisfied. The interviewees also mentioned credibility; with the collaborations bloggers 

have more credibility in the eyes of the reader and makes them look more professional. 

The need satisfied here is the esteem need which refers to confidence, achievement, 

respect of other and being respected by others. As you establish yourself as a blogger 

you will have respect of the other bloggers and this is seen with recognition awards in 

the blogging world which our interviewees has also achieved. 

      

      Both, companies and bloggers said that the need of the customer need to recognized and 

also answered. By collaborating with the blogger the company fills its own need for 

visibility. When the blogger writes a blog posts and provides visibility for the company 

at his or hers own blog is company`s need fulfilled. This post can also be seen filling the 

need for earning and the need for content that blogger have. Also the customers need for 

information, will be fulfilled with this collaboration between the company and the 

blogger. 

                     7.5 E-marketing mix 

     When conducting the interviews with companies, the link between the marketing mix 

and also with its newer creation, e-marketing mix can easily be seen. As explained 

before at the literature review, the marketing mix consists of 4 different P`s; product, 

price, promotion and place (Jobber & Fahy, 2009, p. 9). However, due to the changes in 

marketing world it has become more common to do business and marketing online. 

Therefore some additional functions; privacy and personalization, to support and give 

tools to match the marketing mix to Internet marketing era.  

 

      Findings from the interviews can be linked to this theory by thinking about the 

marketing process in general. At the beginning of that process companies have a certain 

product they are willing to market, they have a set the price for it as well. The 

interviewed companies mentioned that there is sometimes an additional discount code 
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or a discount already added to the product when the blogger markets the product in  the 

blog. In order to give as much information for the customers as possible companies are 

willing to collaborate with bloggers because they are famous of being good at sharing 

content by using the combination of pictures and text. That way readers of that blog can 

see the product in different kind of setting, at someone else's home which can help the 

customer when making the shopping decision. In addition to that it is crucial to 

remember the importance of pricing. Product with a too low price does not give out the 

right kind of picture of that product or the company, while too high price might expel 

some potential customers. 

 

     Addition to the product, companies need to find an effective way and place to market 

their product. Especially when talking about how companies can find the right way to 

promote, or other words market their products or services, “this is where the Internet 

really comes into its own” (emarsys.com, 2013). “In this context, place means 

positioning in the major search engines” (emarsys.com, 2013), therefore it is crucial for 

companies to find the right place to market their products in order to be successful. Also 

the additional functions, privacy and personalization can be seen as a part of marketing 

process. In the world where internet has become a big part of everyday life  privacy 

plays a crucial role for companies when marketing their products. Companies need to be 

careful when dealing with customers and bloggers private information. While 

personalization can be used by choosing a blogger who fits the company's product or 

service that is being marketed. By identifying the individuality of the customer will help 

the company choose a blogger best suitable for their brand. 

 

 The use of marketing mix as well as e-marketing mix is applicable when bloggers make 

themselves attractive for the company. When it comes to the first P product, blogger's 

view themselves as being the honest review giver. Since the marketing has become 

more viral we could also say that the blogger is the product in a way that they have to 

make them to be interesting for the companies to collaborate with them as well as make 

their content interesting. Because the thing the company pays them for is the content 

and the blogger's personal brand. Second P, promotion refers to where the blogger/blog 

makes herself visible in what kind of social network channels one is visible in. When 

you create a large amount of follower in the social network companies are most likely to 

contact the blogger since that how they will reach a certain number of customers. The 

interviewees of the offered the company a package that included the content in the blog 

and for additional price posts in the social media. For example in Instagram the 

interviewees had followers from 900-22000. With interesting content the blogger also 

gets better rating at places such as Google and yahoo and that way get visibility in the 

eyes of the company. Third P is the price. Even though the bloggers don’t mention their 

price directly at the blog, there is a price for the content creation. The price is set 

according to the amount of readers the company will reach as well as the size of the 

company. The fourth P indicates place, which is search engine optimization and how the 

blogger can be more visible in search engines like Google. 

      

     The additional P
2 

is personalization, which means how the blog is personalized so that it 

attracts certain kind of readers. The bloggers have personalized the blog in a way to 

match their area of interest it is the company's interest to find the blogger that matches 

their personalization on what kind of customers they want to reach. 
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     When thinking the conducted interviews with companies and bloggers it came up that it 

is crucial to be able to find the right P`s for that certain product. Both of them felt that 

finding the right place and way of promoting are the things, which make the biggest 

difference. However, all the others have big impact to the result in the end.  

           7.6 Multi-channel communication 

     When doing business and marketing it is important to be able to identify what is the best 

possible communication tool in order to reach potential customers. Especially in a world 

where competition has increased, due to the several new marketing possibilities created. 

Multi-channel marketing communication is a communication tool, where companies are 

using different online channels like social networks and blogs. Which can be seen 

walking hand in hand when thinking about the purpose of this research. The companies 

feel that at the moment bloggers are the new hot marketing channel and they feel that 

there they will reach wide range of consumers. For these companies bloggers are not the 

only channel they also used Facebook, Instagram and the bigger companies also used 

Tv advertisement and newspaper. So choosing a channel where the consumers are is 

crucial and the interviewed companies all agreed. We wanted to find out what makes 

companies choose inbound marketing and therefore this theory was useful in finding the 

answer. Omni channel marketing, is additional tool to multi-channel marketing, which 

can be seen to be slightly more complex. Omni channel marketing is more focused on 

customer side (Lin Pophal, 2015), and that is why companies choose bloggers because 

using them in communication and that way the consumers get the information in a more 

personal way.  

 

The initial reason why bloggers are online was just to write about their thoughts and 

experiences, the reader who could relate to them were the ones that make the blogger 

successful.  In a way bloggers communicate with their readers through the blog. Great 

importance should also be put on the communication between blogger and the 

company.  Bloggers are viewed of using Omni channel communication, which focuses 

more on the consumer perspective rather that brand perspective (Lin Pophal, 2015). For 

the blogger it is important to be visible in those communication channels, which the 

target customers are using. Also the communication with companies is important, which 

can be seen as a problem because during the interviews most of the bloggers told that 

companies does not always provide as much information as bloggers would like them to 

do. By giving poor information or by not seeing the possibilities of other social media 

communication channels they do not fully use the potential social media power of 

bloggers. As the blogger is being more visible in the different social media channels, 

will it also increase the visibility of the company. 

 

     When summing up the findings from the interviews we conducted, it is clear that multi-

channel communication has an important role for both of them. Especially Omni 

channel communication, which is more concerned about the consumer perspective, 

came up during most of the interviews in a one way or another. 

    7.7 Classical purchase funnel with social marketing 

     The classical purchase funnel includes three different phases of awareness, consideration 

and purchase, which are all included when customer is making the final decision to buy 

product or not. Therefore, the more visible companies and their products are in blogs 
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affects to the customers shopping decisions. That came up during the interviews when 

companies and also the bloggers mentioned that by collaborating with blogger company 

can gain more visibility and that way create awareness among the customers. Also when 

the recommendation or review comes from the blogger tends the customer feel more 

confident about the genuinity of it and that way be able to convince the reader that the 

product is worth of buying. Due to the easiness of asking questions in blogs comment 

boxes has created a new way for the customers to gather information together with 

different search engines such as Google and Yahoo. All kind of interest towards the 

company is positive as highlighted by one of the bigger firms we interviewed. 

Companies also viewed that blog marketing could be seen as a new form for word of 

mouth marketing and also crucial route between consumer to consumer information 

sharing. 

 

Companies have noticed that bloggers have an affect on consumers buying behavior, so 

they work as an indicator in the purchase funnel in the awareness stage. Consumers are 

learning new ways to gather information before making a purchase and bloggers have 

realized this as well. They feel that with the trust they have gained from their readers 

they are able to convince the reader that the product is worth of buying.  Evan and 

Bratton (2012) also mentioned that social media is affecting on word of mouth 

marketing and is important route between consumer-to consumer marketing. The 

blogger is in a way the consumer marketing to other consumers, the reader.  

 

During the interviews both the companies and the bloggers pointed out that customers 

are more willing to believe things what the blogger writes since they feel that blogger is 

their like their friend. Which by using the idea of the classical purchase funnel be used 

when trying to convince the customer that the product is worth of buying. 

                     7.8 Branding 

      Branding is creating the image of your company's product in the eyes of others. 

Basically it means that company need to find the right way and the right place to market 

their product, also if using some commonly known people to market that product it can 

be seen affecting the picture on how other people see the product. For the companies, it 

is crucial to understand that brand image has a big role in customers decision making 

process, especially when comes to online marketing. During the interviews with the 

companies it came up that some of the companies put a lot of time and effort in 

choosing the right blogger to collaborate with, in order to either brand their product 

better or keep up with the current brand image. Especially, smaller companies 

emphasized that it is important for them to find the right collaboration partner, who 

shares the values of the company and also fits to the concept.  For example, one of the 

interviewed bloggers mentioned that it might not be the best possible option for kids 

clothing brand to collaborate and market their products at the blog which is written by a 

young single athlete. This does not make any of the participants look good or 

professional and does not support the brand image in any kind of way.  

 

     Most of the interviewees mentioned their blog being a “brand”. Kotler and Amstrong 

(2004, p. 132) mentioned that a brand and brand names are seen helping the consumer 

for example to identify products that are beneficial. It is crucial to stay true to your blog 

and collaborate with brands that match your initial blog brand image. All the bloggers 

had a brand that they represent as individuals in our case fitness blogger or a travel 
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blogger. If they were to collaborate with a company that sells baby supplies, that would 

diminish the credibility as well as the blog as a brand. All of the bloggers also 

mentioned them being brand ambassadors for the company and creating brand 

awareness of the company. 

 

      All of the interviewees felt that branding is something, which needs to be kept in mind 

since if the reputation of the brand get negative hit there is not much, which can be 

done. Therefore finding the right blogger to market and finding the right kind of brand 

to market is crucial thing do and it need to be taken seriously. That is why both 

companies and bloggers mentioned that young single athlete is not the right person to 

collaborate with the company who is selling kids clothing in order to benefit anyone.  
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      8. Conclusion and recommendation 

 

      In this part of the paper limitations and recommendations for future research will be 

considered and explained. Also different aspects of truth criteria are opened and 

explained while having in mind the type of research and the field of study. All this has 

been made in order to provide better knowledge what will be written later on. 

                    8.1 Conclusion 

      The purpose of this research was to find out what makes bloggers attractive for 

companies to collaborate with them and find benefits for both the blogger and the 

company when using blogs as a marketing platform. Aim was to contribute with 

additional insight on what are the benefits of inbound marketing especially blog 

marketing from the perspective of the blogger as well as the company in the Finnish 

market. The research question was formulated as follows: 

      

      What make companies choose inbound marketing and what are the central benefits     

for both of the participants: company and blogger perspective?  
 

     In order to examine the benefits of inbound marketing we analyzed our interviews 

by going through all the interviews question by question. By using the following seven 

(7) theories; market segmentation, need theory, market communication, reference 

groups as well as e-marketing mix we recognized the factors that yields positive 

benefits for the company and the blogger. 

 

     The companies felt that in general inbound marketing had positive effects. It was 

inevitable that to be able to reach customers, it was important to be visible a channels 

where customers are in this cases in blogs. Choosing a blog that matches your market 

segment and the values of the company had a high importance within the companies. 

For companies choosing to use inbound marketing after recognizing the market 

segment, the company can choose a blogger matching this segment. Another major 

concept that companies should take into consideration is the importance of social 

purchase funnel  as well as reference groups and how these together affect consumer 

decision making and how big of a impact bloggers have on the potential consumers.  

 

      Companies commonly agreed on the fact that bloggers are a great way to get visibility 

for the brand as well as creating a need for a certain product. They also felt that inbound 

marketing is beneficial, which can be linked with one of our sub-questions how can 

collaborating with bloggers be beneficial for the companies, but to some extent it is 

hard to measure in the short run. Also the fact that the product or the brand can be found 

from search engines for ever, could later on be seen as traffic on the site. Inbound 

marketing has opened up doors for bloggers to make their living with blogging. By 

creating content for the company, they can further utilize it in their own channels, as 

well as yield positive search engine optimization results, as well as yield income for the 

blogger. Even though the companies interviewed felt that they were fully utilizing the 

use of inbound marketing, the bloggers on the other hand mentioned that some Finnish 

companies were not fully utilizing blogs as a marketing platform or utilizing the data 

that the bloggers had to offer. Also the newness of blog marketing is something that 

affects to the fact that the benefits of using it are not known in the long run. 
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      In order to answer our research question we can conclude the facts that makes 

companies choose inbound marketing, is the wide range of potential customers the 

blogger’s are able to attract as well as a means to communicate with the consumers. 

Bloggers are also much more relatable in the eyes of customers than the company can 

ever be. Companies also recognized that it is a cheaper way to get interesting content 

and pictures, which is more convenient compared to hiring an expensive photographer. 

The last aspect was that companies felt that the bloggers are viewed of being brand 

ambassadors who have the power to affect people's decisions and purchase choices. 

 

      All the bloggers benefitted from the collaborations in a way that it created interesting 

content for the blog, financial aspect, because it was the means to earn their living. 

Lastly the experiences they were able to experience during the collaborations as well as 

open the door for new kind of entrepreneurship. This can be seen having a connection 

with one of our sub-questions, which aims to find out how can collaborating with the 

companies can be beneficial for the bloggers. Even though our research indicates 

positive benefits for the companies as well as bloggers when using inbound marketing, 

there is still some questions on why aren’t companies fully utilizing the use of inbound 

marketing.  

 

     Another benefit for both participants was content. Companies used bloggers to have 

more interesting content on their website as well as use targeted marketing for the 

readers of the blog. Content for bloggers meant that they would get more interesting 

content while collaborating with companies as well as to challenge themselves as 

writers. This was seen in the way that companies did not always check up with the 

blogger with how much traffic there was on the site after writing about a service or a 

product. The bloggers felt that blogging is a way to make a living and opens a door for 

new kind of entrepreneurship.  

 

      Some interesting differentialities was also spotted in how expectations of these 

collaborations did not always meet. For example most of the companies said that they 

utilize the full potential of blog marketing but the bloggers said that companies are not 

fully utilizing the potential of blogs. The bloggers also wondered why some companies 

use the blogger for only one campaign and then the contacting ends, companies should 

be encouraged to build long term relationships with the blogger. It was visible that some 

of the expectations did not meet when talking about blogger company relationship. 

From our findings companies can see how the bloggers feel about the collaborations and 

possible guidelines should be made to fully take advantage of blog marketing. There 

were some risks relating to this research since there was not that much research made 

within this area, so by conducting this research we wanted to make a contribution to the 

field of inbound marketing especially blog marketing in Finland 

 

                                               8.2 Limitations 

When conducting an interview there are always several things that can be seen as a 

limitation. Even with careful planning, some bias data might, and most likely will occur 

during the research process. We as authors of this research paper understand that the 

results could have been different if we would have interviewed company´s and bloggers 

from different countries, not only companies and bloggers from Finland. The change in 
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the amount of interviewees might also have altered the results, because the size of the 

interview groups can be considered small. 

 

Due to the limited amount of time, we were not able to reach that many companies and 

bloggers, as we would have hoped. Also the low response rate can be seen as a 

limitation for this research, even though we managed to get good respondents to 

participate our interviews. In addition to this, the distance between the University 

(Umeå School of Business and Economics) and our focus groups created some issues 

that needed to be solved.  

 

To solve the issue of distance all the interviews were conducted via Skype or FaceTime. 

This fact can be seen as a limitation, since we did not meet the interviewees in real life.  

That might have affected to the collected data different ways, since in Skype or 

FaceTime it is easier to blame the connection issues, or it is easier to get rid of the 

interviewer because of other reasons. However, Skype and FaceTime are nowadays so 

common ways of communicating, and therefore we believe that this did not have that 

big of an impact on the results of the interviews. Also the fact that the interview 

questions were sent beforehand might have an effect to the collected data, since this 

way the interviewees had the possibility to plan their answers beforehand. These said 

spontaneous answers were hard to obtain for all the interview questions. 

 

The fact that both of the authors did not attend all of the interviews can also be seen as a 

limitation for their study as mentioned in the previous chapter. Due to this both authors 

do not share the same knowledge from both of the interview groups. However, by 

dividing the interviews authors were able to create deeper analysis and that way answer 

better to their research question. 

 

As one last limitation, which authors wanted to bring up is the language. Due to the 

common language for the interviewer and the interviewee all the interviews were 

conducted in Finnish. After conducting the interviews authors listened and transcribed 

all conducted interviews one by one. Authors also translated useful and central parts to 

English later on. However, it is crucial to remember that during that translation some of 

the collected data might have changed its form due to the fact that English is not the 

mother tongue for either of the authors and therefore it is important to take into 

consideration when analyzing the value of the data. But at the same time it should be 

taken into consideration that English is the language that both of the authors speak 

fluently and therefore it should not create any bigger issues when translating texts. 

                    8.3 Truth criteria 

      In this part the quality of the thesis will be assessed through the quality criteria. When 

analyzing the quality of the thesis, different categories of truth criteria exist and the ones 

assessed and applied are the following ones, trustworthiness, confirmability and 

credibility, reliability, replication and validity (Bryman & Bell, 2011, pp. 40-45). 

 

      Quality criterions are used for evaluation of business and management research 

(Bryman & Bell, 2015, p. 49). Due to the fact that some differences occur between the 

two research designs, qualitative research and quantitative research, it is crucial to 

distinguish these. Quantitative and qualitative research criteria may differ, meaning that 

the terms need to be altered to fit the specific research design (Bryman & Bell, 2015, p. 
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400). A short explanation of each criterion will be discussed later on. Also two main 

criterions are proposed to assess qualitative research, trustworthiness and authenticity. 

 

      Trustworthiness is made up of four criteria, credibility, transferability, dependability 

and confirmability, which are also mentioned and explained by Bryman & Bell (2015, 

pp. 400-401). Credibility refers that the research is carried out according to be canons of 

good practice and submitting research findings to the members of the social world 

(Bryman & Bell, 2015, p. 401). According to Bryman and Bell (2015, pp. 400-401), 

credibility can also be seen as a comparison to internal validity that is mainly seen in 

quantitative research design. In order to make sure that this criterion was successfully 

met we made sure that the participants had the possibility to read the transcribed 

material before we analyzed that material any further. Participants were able to clarify 

possible misunderstandings and that way help us to stay as truthful as possible, which 

helped us to verify the results. 

 

      According to Lincoln and Guba (1990), transferability refers to aspect of how the 

results of a qualitative research are applicable to another context, meaning that how we 

can use the result in another study performed. When conducting this research we made 

sure that criterion of transferability were met by keeping the target group small enough, 

since “qualitative study typically entails the intensive study of a small group, or of 

individuals sharing certain characteristics” (Bryman & Bell, 2011, p. 398). This way we 

were able to keep the information transferable. 

 

     Dependability refers to the “meaning that all records are kept off all phases of the 

research process such as problem formulation, selection of research participants, notes, 

interview transcripts in an accessible manner” (Bryman & Bell, 2015, p. 403). Due to 

the fact that research should be kept as dependable as possible, we decided to audit all 

of the interviews and also transcribe them afterwards. However, it should be kept in 

mind that, “auditing has not become a popular approach to enhancing the dependability 

of qualitative research within management and business, partly because of some of the 

problems that are associated with it” (Bryman & Bell, 2011, p. 398).   

 

     Confirmability is “recognizing that complete objectivity is impossible in business 

research, the researcher can be shown to have acted in good faith” (Bryman & Bell, 

2015, p. 403). This can be seen indicating that individual’s personal interpretation will 

not affect to the process of analyzing the findings. When conducting the research we 

wanted to make sure that the criterion of confirmability will be met successfully, by 

planning the interview questions carefully. Also the fact that authors analyzed 

interviews together, rather than alone can be seen increasing the possibility to meet this 

criterion. 

 

      When talking about the truth criteria, authenticity plays an important role. One could 

say that “authenticity raises issues concerning political impact of research and can be 

further divided to fairness; does the researched fairly represent viewpoints among 

members of social setting ontological authenticity; does the research help members to 

arrive at a better understanding of the social milieu, Educative authenticity; How 

members appreciate the perspective of other members, catalytic authenticity; has the 

researcher acted as impetus to members to engage in action to change circumstances 
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and tactical authenticity; has the research empowered members to take the steps 

necessary for engaging in action” (Bryman & Bell, 2015, p. 403). These criteria´s are 

suitable for quantitative research methods as well. However, is should be kept in mind 

while conducting the research.  

                   8.4 Future research 

In the beginning, and also during this research process it was clear that there definitely 

is a gap for research in this field of study. As mentioned before at this research paper, 

there is not many studies done in the field of inbound marketing especially in Finland. 

Therefore we had quite free hands when deciding the topic, however this lack of 

previous studies also made it difficult for us to find literature where to base our study 

on. 

We as authors are aware that our research covered only a small part of that existing 

knowledge gap. Therefore we would like to point out the possibilities for future 

research, for example, one could focus on finding out what kind of blogs are most 

beneficial platforms for companies to advertise their products or if there really is 

difference between different kind of blogs when talking about the efficiency of 

marketing. 

Another idea for future research could be to try to find out what kind of companies 

decide to use blogs as their marketing platform from all the possible options. In addition 

to this more ideas for future research can be found, when investigating this field of 

study more specifically. As an example, one idea for the future research could focus on 

finding out, what are the things which bloggers would like companies to take into 

consideration when starting the collaboration. Also, facts how expectations differ 

between bloggers and companies could be interesting to find out. Since our study 

focused more on only one geographical location (Finland) other studies could compare 

whether there are any differing aspects when it comes to using blogs as a marketing 

platform. While conducting the interviews it was also evident that the companies did 

not know the long-term benefits of blog marketing and that would be another interesting 

subject to investigate. 
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APPENDIX 

Appendix 1 - Inquiry letter for the companies 

Hey, 

We are two University students writing their Bachelor thesis for The Business School at 

Umeå University. 

Our research is about blog marketing focusing on how companies advertise their 

products on blogs. We also want to  find out what both  participants; company and 

blogger can gain from this kind of collaborations. We would be interested to interview 

You for our research project, since we feel that You represent our target group.   

If You were to participate to our research it would take approximately 30 minutes of 

Your time and due to the long distance, interviews will be held via Skype or 

FaceTime.The interview questions will be sent in advance via email. Results of the 

interview will be used anonymously. 

 If You are interested in taking part of our research, don’t hesitate to contact us. Our 

contact information is at the end of this email.   

 

Have a nice week and hope to hear from you soon, 

Best regards, 

Mwendwa Mazengo & Suvi Nieminen 

 

Hei, 

Olemme kaksi Yliopisto-opiskelijaa, jotka kirjoittavat kandintyötään Uumajan 

Yliopiston Kauppakorkeakoululle. 

Kandin tutkimuksemme käsittelee blogimarkkinointia. Erityisesti syitä siihen mikä saa 

yritykset markkinoimaan tuotteitaan blogeissa. Tämän lisäksi olemme kiinnostuneita 

siitä, minkälaista hyötyä yhteistyön osapuolet; yritys sekä bloggaaja voivat 

tämänkaltaisesta yhteistyöstä saada. Olisimme erittäin kiinnostuneita haastattelemaan 

Teitä tutkimukseemme, sillä edustatte hyvin kohderyhmäämme. 

Tutkimukseen osallistuminen veisi aikaanne maksimissaan noin 30 minuuttia ja 

haastattelut tulemme suorittamaan Skype:n tai vaihtoehtoisesti FaceTime:n välityksellä. 

Haastattelun materiaalin (kysymykset) tulemme lähettämään haastateltaville etukäteen 

sähköpostitse. Tutkimustuloksia tulemme käyttämään työssämme anonyymisti. 

Mikäli olette kiinnostunut ottamaan osaa tutkimukseemme, toivomme Teidän olevan 

meihin yhteydessä. 

 

Ystävällisin terveisin ja vastaustanne odottaen, 

Mwendwa Mazengo & Suvi Nieminen 

 

Yhteystiedot / Contact information 

Mwendwa Mazengo 

email:  mwma0002@student.umu.se / memmmu_m@hotmail.com 
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puh:+358505954702 

  

Suvi Nieminen 

email: / suni0023@student.umu.se /  suvi_545@hotmail.com 

puh: +358405185145 
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Appendix 2 - - Inquiry letter for the bloggers 

 

Hei, 

Olemme kaksi Yliopisto-opiskelijaa, jotka kirjoittavat kandintyötään Uumajan 

Yliopiston Kauppakorkeakoululle. 

Kandin tutkimuksemme käsittelee blogimarkkinointia. Erityisesti syitä siihen mikä saa 

yritykset markkinoimaan tuotteitaan blogeissa. Tämän lisäksi olemme kiinnostuneita 

siitä, minkälaista hyötyä yhteistyön osapuolet; yritys sekä bloggaaja voivat 

tämänkaltaisesta yhteistyöstä saada. Olisimme erittäin kiinnostuneita haastattelemaan 

Teitä tutkimukseemme, sillä edustatte hyvin kohderyhmäämme. 

Tutkimukseen osallistuminen veisi aikaanne maksimissaan noin 30 minuuttia ja 

haastattelut tulemme suorittamaan Skype:n tai vaihtoehtoisesti FaceTime:n välityksellä. 

Haastattelun materiaalin (kysymykset) tulemme lähettämään haastateltaville etukäteen 

sähköpostitse. Tutkimustuloksia tulemme käyttämään työssämme anonyymisti. 

Mikäli olette kiinnostunut ottamaan osaa tutkimukseemme, toivomme Teidän olevan 

meihin yhteydessä. 

 

Ystävällisin terveisin ja vastaustanne odottaen, 

Mwendwa Mazengo & Suvi Nieminen 

 

Hey, 

We are two University students writing their Bachelor thesis for The Business School at 

Umeå University. 

Our research is about blog marketing focusing on how companies advertise their 

products on blogs. We also want  find out what both  participants; company and blogger 

can gain from this kind of collaborations. We would be interested to interview You for 

our research project, since we feel that You represent our target group. 

If You were to participate to our research it would take approximately 30 minutes of 

Your time and due to the long distance, interviews will be held via Skype or 

FaceTime.The interview questions will be sent in advance via email. Results of the 

interview will be used anonymously. 

If You are interested in taking part of our research, don’t hesitate to contact us. Our 

contact information is at the end of this email.   
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Have a nice week and hope to hear from you soon, 

Best regards, 

Mwendwa Mazengo & Suvi Nieminen 

 

Yhteystiedot / Contact information 

Mwendwa Mazengo 

email:  mwma0002@student.umu.se / memmmu_m@hotmail.com 

puh:+358505954702 

  

Suvi Nieminen 

email: / suni0023@student.umu.se /  suvi_545@hotmail.com 

puh: +358405185145 
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Appendix 3 Interview questions for the companies 

 

Kandintyön haastattelun pääkysymykset 

* Haastattelussa tulemme tämän lisäksi kysymään myös joitakin pienempiä niin 

sanottuja alakysymyksiä. 

1) Mistä johtuen yrityksenne alkoi käyttää sosiaalista mediaa yhtenä 

markkinointikanavanaan? 

2) Mistä johtuen yrityksenne alkoi käyttää blogeja yhtenä markkinointikanavanaan? 

3) Voisitteko kuvailla markkinointiprosessia (markkinointia blogeissa) lyhyesti? 

4) Kuinka tehokasta blogimarkkinointi on? 

5) Ovatko yhteistyöt bloggaajan/bloggaajien kanssa tuoneet mukanaan jonkinlaisia 

ongelmia tai haasteita? Mikäli kyllä, niin minkälaisia? 

6) Minkälaista hyötyä koette/luulette bloggaajan/bloggaajien saavan tekemällä 

yhteistyötä kanssanne? 

7) Minkälaista hyötyä koette yrityksenä saavanne yhteistyöstä bloggaajan/bloggaajien 

kanssa? 

* Haastattelumateriaalia tulemme käyttämään tutkimuksessamme anonyymisti ja 

haastateltavilla on mahdollisuus nähdä vastauksensa kirjoitetussa muodossa näin 

halutessaan. 

* Mikäli Teille herää jotain kysyttävää, älkää epäröikö olla meihin yhteydessä. 

Ystävällisin terveisin, 

Suvi Nieminen & Mwendwa Mazengo 

Suvi Nieminen: suni0023@student.umu.se 

Mwendwa Mazengo: mwma0002@student.umu.se 
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Appendix 4 - - Interview questions for the bloggers 

 

Translated interview questions for the bloggers 

1. What made you start blogging? 

-How long have you been blogging? 

- Were you pursuing a situation from the beginning that you would be earning 

something with your blog? 

2. What were the reasons you started collaborating with companies? 

- How many collaborations do you have with companies? If possible could you name a 

few? 

- Could you describe your experiences concerning these collaborations? 

- Do you feel that the image of you blog has changed due to these collaborations? 

3. Could you shortly describe the collaboration process with the company? 

-Did the company contact you or did you contact the company? 

4.Have the collaborations brought any difficulties or problems? If yes what kind of 

problems? 

5. Do you feel that the blogging world has changed during your blogging years? 

6. What kind of benefits do you feel the companies will gain by collaborating with you? 

-Do you feel that the company uses your blog as a marketing platform? 

7. What benefits you feel you get while collaborating with companies? 
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Appendix 5 - - Overview of interviews 

 

Name Date Duration Type of the 

company/ the blog 

Company 1 1.12.2015 25min 33sec Decoration 

Company 2 10.12.2015 21min 23sec Sport clothes 

Company 3 18.12.2015 26min 10sec Furnitures 

Company 4 18.12.2015 25min 6sec Eyewear 

Company 5 18.12.2015 19min 48sec Snacks/Candies 

Blogger 1 9.12.2015  38min 44sec  Travel  

Blogger 2 14.12.2015  38min 18sec  Travel 

Blogger 3 4.1.2016  17min 46sec  Lifestyle 

 

 

 


