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Abstract: 

 

 The work at hand is aimed at contributing to the knowledge of brand-led participatory 

campaign engagement in social media by analyzing the case of Marabou's #KRAMKALAS 

campaign, that urges consumers to post a photo with a hug on Instagram and hashtag it with 

#kramkalas. As an incentive Marabou promised to donate 1 Swedish krona for refugee children for 

each picture. The work is an attempt to study how a company engages with users in a participatory 

social media campaign. The research is designed as a case-study and based on document analysis 

and qualitative interviews.  

 The study results suggest that Marabou’s campaign can be seen as the brand’s attempt to build 

consumer excitement and engagement by inviting consumers to co-create. It includes special types 

of content that could have served as engagement drivers and has emphasis on its’ entertaining part. 

While being driven by the charity element in the campaign mechanics or the opportunity to help 

refugee children, social media users find more reasons not to be engaged with the campaign due to 

its commercial origins. The results signify that brand-led participatory campaign in social media 

built around acute social cause can keep users from participating or cause negative engagement.  

 

 Keywords: engagement, participation, social media campaign, motivation, charity. 
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Introduction 

 

 On January 21
st
 2016 Facebook made me, the person with non-western background, aware 

that it was The International Hug Day. I remember that day because I shared an article, posted by 

The Local (digital edition for foreigners in Sweden) about “Sweden's obsession with hugging” (Gee 

2014). The article made me realise that hugging is a Swedish thing and remember how hard it was 

for me personally to embrace this tradition. I saw a bunch of posts related to hugging that day. One 

of them was a picture of two hugging women with yet one more invite to celebrate the omnipresent 

hugging day. I made little of that until I noticed a huge amount of similar banners all over 

Stockholm subway. It was a launch of Marabou's #KRAMKALAS campaign.  

 Marabou is a Swedish chocolate brand with long history and strong position on chocolate 

market (Euromonitor.com 2015). #KRAMKALAS campaign urges consumers to post a photo with 

a hug on Instagram and hashtag it with #kramkalas. As an incentive Marabou promised to donate 1 

Swedish krona for refugee children for each picture.  

 Marabou #KRAMKALAS campaign can be seen as an example of the way companies 

attempt to leverage participatory culture on Internet. The word “campaign” means “a series of 

activities designed to produce a particular result” (Merriam-webster.com 2016). In the thesis at hand 

social media participatory campaign will be understood as a series of activities in social media 

aimed at achieving some relatively short-term and specific goal and demanding explicit 

participation of social media users, i.e. their conscious and motivated act. Such campaigns may vary 

significantly on the extent of required participation and can be either top-down initiated or started as 

a grassroots movement, can involve both commercial and sharing elements. 

 Why would companies make use of participatory culture of the Internet? – The two quotes 

below indicate some important trends and issues in digital marketing: 

 “Traditional display advertising on the web is in trouble. Fewer people are clicking on 

banners, yields for publishers are static or falling, and many users shut off ads completely” - this is 

what the authors of 2015 Digital News Report say (Austin and Newman 2015). “Most branded 

content will come from consumers” – suggests Chris Brandt, chief marketing officer, Taco Bell 

Corp. in the article about “what marketing will look like in 2020” (Beer 2015).  

 Decline in online banner advertising and the growth of user-generated content give rise to the 

need for change in the way brands build their relationship with consumers: it is not enough for a 

brand to be visible in digital media – it is important that consumers interact, engage and play with 

the brand. Companies would like the game to be played by their rules: they can initiate the game, 

aim at leading it and having control over the outcomes. But is that so simple in a media 
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environment where consumers have more voice and opportunities for co-creation? Still there is 

much unclear and unpredictable in the way consumers engage with branded communications in 

social media. Therefore theoreticians and practitioners in the field can learn from almost each 

campaign happening in social media.  

 The aim of this thesis is to contribute to the knowledge of brand-led participatory campaign 

engagement in social media by analyzing the case of Marabou's #KRAMKALAS campaign. The 

main research question for the thesis is: how a company engages with users in a participatory 

social media campaign? The main research question is divided into 3 sub-questions: 1) How is the 

campaign built into the general engagement strategy of the company? 2) How do the elements of 

the campaign facilitate engagement? 3) How do users engage with the campaign on cognitive level? 

 Disposition 

 The thesis at hand consists of the following chapters: background, literature review, 

theoretical framework, research design and methodology, analysis and conclusion.  

 The Background chapter introduces the studied case and its context. The Literature review 

chapter is divided into three sections and deals with the concept of engagement, participatory 

culture and participation economy. The Theoretical framework is an attempt to outline theoretical 

departures for the research and cover the theories supporting the analysis. Research Design and 

Methodology part justifies the choice of qualitative research approach and case-study as a strategy 

and introduces the methods of data collection and research limitations. In the analysis part the 

findings and answers to research questions are described. The conclusion includes the summary of 

research findings and thoughts on future research. 
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Background 

  

 The development of digital media signifies a switch from appointment-based model of media 

consumption, under which “committed viewers arrange their lives to be home at a certain time to 

watch their favourite programs” and “viewership can be predicted and subsequently metered and 

sold to advertisers for profit” to engagement-based paradigm, that sees the audience “as a collective 

of active agents whose labour may generate alternative forms of market value” (Jenkins, Ford and 

Green 2013, 116). The latter “value the spread of media texts as these engaged audiences are more 

likely to recommend, discuss, research, pass along, and even generate new material in response” 

(Ibid.). 

 It seems that engagement has recently become a popular and working concept in marketing 

circles. OgilvyOne, a global digital agency in the Ogilvy family, calls itself “The Customer 

Agency” (Ogilvyone.com 2016). On the start page one encounters the question “What is “Customer 

Engagement” and why you should care?” (Ogilvyone.com 2016). They further say: “The way 

customers interact with brands has changed forever. To achieve Total Customer Value companies 

must employ Customer Engagement strategies not just to calculate transactional and lifetime value, 

but to also consider a customer’s value in advocacy and collaboration” (Ogilvyone.com 2016).  

 Another example is Unmetric (Unmetric.com 2016), a company providing their clients with 

analytical services. Unmetric claims they help clients to analyse competition's content and 

campaigns, track competitors' brand marketing in real-time and discover ideas and inspiration to 

create engaging content (Unmetric.com 2016). The interesting detail about the company is that they 

developed “Engagement Score” and disclosed the formulas for different social media on their 

website (Unmetric.com 2016). 

 Finally, focus on engagement may be also reflected in a company's structure. For example, 

among other roles within Marketing, Mondelez International (which is a mother-company for 

Marabou brand) has “Media Digital and Consumer Engagement” subfunction 

(Mondelezintenational.com 2016).  

 Case introduction 

 In January 2016 Marabou launched the KRAMKALAS campaign. “Kramkalas” is  translated 

from Swedish as a “hug party”. “A Hug Makes Difference” (“En Kram Gör Skillnad”) - proclaims 

the campaign and communicates its message through various channels: 

 “For a century our chocolate has been making people closer to each other. So when we 

celebrate our 100 years, we want to invite all Swedish people to make society a bit nicer. There is in 

fact a gesture that will make you both happier and more generous: the Hug. And there is certainly 
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no lack of people who would feel better from more generosity. Therefore, we pledge to donate one 

krona to Rädda Barnen every time you hashtag a hug image with #kramkalas. Then you do 

something good not just to yourself, but also to those who need it most - children- refugees” 

(translation from Swedish) (Marabou.se 2016).  

 KRAMKALAS is quite an extensive transmedia campaign: media coverage includes TV, 

radio, press, outdoors and digital (Rågsjö Thorell 2016). 

 By the end of March 2016 there were around 28 000 pictures on Instagram with 

#KRAMKALAS hashtag. 

 There are several reasons for choosing #KRAMKALAS campaign as a case for the study at 

hand. It is timely – the campaign was launched in the beginning of 2016, so it is something 

happening “here and now”. Marabou is also a famous brand in Sweden and chocolate is a category 

which almost everyone is acquainted with – therefore there is more chance that the campaign can be 

relevant for many people. Finally, the case ties to a timely and debatable social event – refugee 

crisis in Europe.  

 Refugee crisis 

 The European Refugee crisis started in 2015 when more than a million migrants and refugees 

crossed into Europe, sparking a crisis as countries struggled to cope with the influx  (Bbc.com 

2016). The motivation for migration is complex, but most of the migrants are refugees, fleeing war 

and persecution in countries such as Syria, Afghanistan, Iraq and Eritrea (Wikipedia.org 2016). 

Sweden ended up in the TOP 3 European countries with the highest amount of asylum claims and 

the second country in Europe in terms of number of asylum seekers per capita (Bbc.com 2016). 

Needless to say the problem was widely covered and discussed in digital media: according to 

Facebook's “2015 Year in Review” “Syrian Civil War and Refugee Crisis” was the third most 

talked-about topic in 2015 after “US Presidential Election” and “November 13 Attacks in Paris” 

(Yearinreview.fb.com. 2015).   

 Räda barnen 

 “Räda barnen” (“Save the children”) is a Swedish child rights organization that works “to 

ensure that all children have their rights respected” and based on the UN Convention on Children 

Rights (CRC) (Raddabarnen.se 2016). The organization supports children in vulnerable situations - 

in Sweden and in the world and also raises public opinion on children's rights (Raddabarnen.se 

2016).  

 Currently one of the priorities for “Räda barnen” is the help for refugee children. On their 

start webpage they promote #orädd hashtag (which means “fearless”) and suggest to take a stand for 

refugee children and their rights (Raddabarnen.se 2016). 
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 The Hugging Day 

 The Hugging day was created in 1968 in the USA by Kevin Zaborney and occurs annually on 

January 21 (Wikipedia.org 2016). The idea of the Hug Day is to encourage everyone to hug family 

and friends more often however there is a caution to ask first if one is unsure of the response 

(Wikipedia.org 2016). Kevin Zaborney chose January 21 as it fell between the Christmas and New 

Year's Holidays and Valentine's Day and birthdays when he found people are generally in low spirits 

(Wikipedia.org 2016). He considered that "American society is embarrassed to show feelings in 

public" and hoped that a National Hugging Day would change that, although he thought that his 

idea would fail (Wikipedia.org 2016). Now the American National Hugging Day turned into 

International Hugging Day: it is celebrated in many countries and even has its own website 

(Nationalhuggingday.com 2016).  

 Marabou 

 Marabou is a Swedish chocolate brand found in 1916 (Marabou.se 2016) – this year it 

celebrates 100 years jubilee. It is a part of Mondelez International chocolate group, that also 

includes such brands as Freia, Milka, Cadbury, Toblerone, Cote d' Or, and Suchard (Marabou.se 

2016).  Mondelez group is the clear leader in chocolate confectionery in Sweden, with 42% of retail 

value sales in 2015 (on its end Marabou accounted for 26%) (Euromonitor.com 2015). As it is said 

in Euromonitor International's report on chocolate confectionery in Sweden, Marabou “offers a 

wide range of products in various formats, such as tablets, countlines and standard boxed 

assortments, interesting flavours with continuously expanding new flavours and has a premium 

variant. The brand is widely available in all supermarkets, hypermarkets and convenience stores, 

and most Swedish consumers have a favourite variant and flavour. Marabou was historically a 

Swedish-owned brand and is still perceived as such by most Swedish consumers” 

(Euromonitor.com 2015). Marabou is particularly famous for milk chocolate: on their website they 

say Marabou chocolate has become a benchmark for how milk chocolate should taste like 

(Marabou.se 2016).  

 The setting: recent examples of engaging participatory campaigns in social media 

 Ice Bucket Challenge   

 The Ice Bucket Challenge, a viral flash-mob that was very popular in social media in summer 

2014, aimed at promoting public awareness and raising charitable donations for patients with the 

amyotrophic lateral sclerosis (ALS). The rule of the game was to “either donate $100 to a given 

cause or douse yourself with ice water, film it, and pass the challenge on to 3 people via social 

media” (Song 2014, 94). Though the quality of public awareness about ALS may be questionable, 

the campaign can be seen as effective since it achieved quite significant fund-raising results: by 



10 

September 2014 more than $100 million were donated to ALS association, that is a huge increase 

from the $2.8 million that the ALS Association raised during the same time period previous year 

(Diamond 2014). The common denominator of the Ice Bucket Challenge and #KRAMKALAS is a 

charity element – a cause that needs to be donated for.  

 Epic Estonia 

 “Epic Estonia” is included in the “TOP 10 Influential Social Media Campaigns of 2015” by 

the version of Adherescreative.com (Eunice 2015).  97 people were offered once-in-a-lifetime 

experiences that would turn them into ambassadors for Estonia as part of a campaign designed to 

attract tourists to the country (Hasanpartners.fi. 2015). The campaign was based around the insight 

that people increasingly book their holidays based on what other people say about their own 

experiences (Hasanpartners.fi. 2015). The ambassadors were encouraged to share their experiences 

via their own social platforms using #epicestonia hashtag (Hasanpartners.fi. 2015). “Each 

experience was also posted on EpicEstonia.com to create a montage of epic experiences that shine a 

light on the myriad things you can do in Estonia” (Hasanpartners.fi. 2015). The commonality 

between “Epic Estonia” and #KRAMKALAS is that both are top-down organised and presumably 

have good budgets – Epic Estonia was initiated by Estonian travel ministry together with Tallink 

cruise company and supported by online and outdoor advertising (Hasanpartners.fi. 2015). 

 “Inte er Kvinna” 

 “Inte er kvinna” (“Not your woman”) is a social media campaign started in Sweden on 

January 29, 2016 as a reaction to racist attacks on the streets of Stockholm: men in masks 

performed aggressive behaviour towards people with foreign background “to protect white women” 

(Andersson M. 2016). The conflict is a part of the refugee crisis in Europe and the consequence of 

massive information about women being harassed, raped or killed by refugees across Europe. “Inte 

er kvinna” is a grassroot flashmob started by an employee of Gothenburg University (Andersson M. 

2016). As one of the participants informed in the interview to Swedish newspaper Aftonbladet, the 

aim was to show solidarity with the “non-white” people, to prevent the racists to create some kind 

of illusion that there is a collective backing for their actions, to show that white women do not need 

such protection and do not accept racists using them as a cover (Andersson 2016). Speaking simply, 

the goal was visibility. And it may be concluded that the goal was achieved: by the end of April  

more than 26 000 used the hashtag on Twitter and more than 6 000 tagged it on Instagram. Needless 

to say the TOP3 Swedish newspapers (Allyoucanread.com 2016) – Aftonbladet, Expressen and 

DagensNyheter mentioned it in their articles (Andersson M. 2016; Andersson K. 2016; Flores, 

Svahn 2016). Both “Inte er kvinna” and #KRAMKALAS concern refugee crisis and both use 

hashtags to achieve visibility. 

http://epicestonia.com/
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 7 Eleven's Lucia Parade 

 In December 2015 the global convenience retailer 7-Eleven launched their campaign ”Ta fram 

Lucia i dig” (“Compile the Lucia within you”) in Sweden (Granath 2015). Saint Lucia is a 3rd-

century martyr who according to legend brought "food and aid to Christians hiding in the catacombs 

using a candle-lit wreath to "light her way and leave her hands free to carry as much food as 

possible" (Wikipedia.org 2016). Saint Lucia's Day is celebrated in Nordic countries on 13 

December in Advent. “The campaign consisted of a ”Lucia-generator” where everyone could 

upload a picture of himself or herself that turned them into Lucia. By turning yourself into a Lucia 

you helped 7-Eleven raising money to the help organization Friend’s work against bullying. Every 

picture submitted meant 10 SEK to the organization” (Granath 2015). As a result about 22 000 

pictures were uploaded and more than 200 000 SEK raised (Granath 2015).  

 In the case of Lucia Parade and similar campaigns having commercial origins it is the most 

difficult to judge their success since the goal is not transparent and may be dual: the declared goal to 

raise donations can go in parallel with the goal to improve 7Eleven's social responsibility brand 

attributes. Moreover it may be questionable whether 200 000 SEK is a large donation for this kind 

of cause.  

  

 As the examples above show, on the one hand, #KRAMKALAS campaign can be seen as a 

part of a big trend in marketing and social media communications, on the other hand, participatory 

campaigns can be very different, vary in terms of engagement mechanisms and contexts. It can 

potentially make the analysis of any current campaign in this field quite timely and useful in terms 

of learning outcomes. 
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1. Literature review 

 

1.1. The concept of engagement 

 Scholars (Gambetti and Graffigna 2010; Hollebeek 2011; Kuvykaite and Tarute 2014; etc) 

emphasise that the timeliness and relevance of studies in the field of engagement is preconditioned 

both by the trends in the modern society and the gaps in theoretical knowledge. So, on the one hand, 

“poorly informed and passive consumer changes to the consumer that is active, social and engaged 

in business activities” (Kuvykaite and Tarute 2014, 655), individual and social dynamics of 

postmodern consumer behaviour is constantly evolving (Gambetti and Graffigna 2010, 801), and 

“organizations are increasingly seeking customer participation and engagement with their brands” 

(Hollebeek 2011, 555); and on the other hand, studies of consumer engagement and its 

dimensionality are inconsistent and controversial  (Kuvykaite and Tarute 2014, 654), “a clear and 

comprehensive definition of the concept of engagement has yet to be provided” (Gambetti and 

Graffigna 2010, 804); the ‘customer brand engagement’ concept “has transpired in the literature 

only relatively recently, resulting in a limited understanding of the concept to-date” (Hollebeek 

2011, 555). 

 The analysed scholarly articles (Gambetti and Graffigna 2010; Hollebeek 2011; Kuvykaite 

and Tarute 2014; Mersey, Malthouse and Calder 2010; Nyirő, Csordás and Horváth 2011) to a great 

extent deal with types and elements or dimensions of engagement, close notions of the concept.   

 In their article “The concept of engagement. A systematic analysis on the ongoing marketing 

debate” Gambetti and Graffina (2010) point out three types of factors that emphasise the central 

role of consumer engagement “in building and maintaining strong customer-brand relationships in 

order to achieve competitive advantage”: (1) customer-related factors that highlight the importance 

of consumption as a value creation process in postmodern society and the hedonistic and 

experiential aspects of consumption; (2) media-related factors that are concerned with ongoing 

changes to the media that are forcing companies to rethink how they plan their media mix; (3) 

company-related factors that are concerned with changes in corporate behaviour brought about by 

evolving consumer profiles and attitudes to consumption, as well as changes in the media scenario, 

making the companies foster “conversational” relationship with consumers (Gambetti and Graffina 

2010, 802-803).  

 In their work Gambetti and Graffina (2010) also outline five main contextual dimensions of 

engagement: consumer engagement, customer engagement, brand engagement, advertising and 

media engagement. They further explain that “customer engagement and consumer engagement are 

concerned with individuals who are or can be engaged by a brand, advertisement or communication 
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medium, whereas brand engagement, advertising engagement and media engagement focus on 

brand, advertising message and the mass media as contexts capable of eliciting engagement in the 

individuals exposed to them” (Gambetti and Graffina 2010, 805). 

 In other words these conceptual dimensions can be seen as a mixture of subject-related (based 

on who is engaging: consumer and customer engagement) and objects-related groupings (based on 

what they are engaging with: brand, advertising and media engagement). 

 The distinction between the above contextual dimensions is quite vague. For example, 

Hollebeek, that sticks to the term “customer brand engagement” notices that “consumer 

engagement” is a broader concept and “customer brand engagement” is a sub-form of customer 

engagement (Hollebeek 2010, 556). Her approach can emphasise that engagement is a two-way 

process, interaction between customers and companies.  

 Another important note on the subjects of engagement concerns the distinction between 

consumers and audiences, that can overlap or not (Nyirő, Csordás and Horváth 2011). Audience as a 

subject is more likely to be used in connection to media engagement (Mersey, Malthouse and 

Calder 2010). 

 The importance of the object of engagement in the definition of its dimensions is noticed by 

Kuvykaite and Tarute (2014, 655) – e.g. engagement with brand, brand community, advertisement, 

online social platform, website etc. 

 All the various combinations of subjects and objects of engagement make it quite difficult to 

work out a unified approach to the concept. However scholars make attempts to find some 

distinctive attributes of the term. Hollebeek (2011, 556-559) notes that the concept of engagement 

in general (1) enjoys positively valenced expressions, (2) has highly interactive nature, (3) is seen 

from multidimensional perspective. 

 The literature analysis shows that the latter (multidimensional nature of engagement concept) 

is acknowledged and emphasised by the majority of scholars (Gambetti and Graffigna 2010; 

Hollebeek 2011; Kuvykaite and Tarute 2014; Mersey, Malthouse and Calder 2010; Nyirő, Csordás 

and Horváth 2011). Even though some (Kuvykaite and Tarute 2014) mention that unidimensional 

approach also exists, it is emphasised that in this kind of approaches “one dimension is identified as 

the dominant one”, but others are not excluded, they are only given a lower significance (Kuvykaite 

and Tarute 2014, 655). 

 Another common thread in the literature is outlining the most frequently used approach to 

engagement dimensionality – the 3 elements are typically included in the concept: cognitive 

(subject’s focus and interest in a particular engagement object), emotional (feelings of inspiration or 

pride caused by an engagement object) and behavioral (subject’s effort and energy necessary for 



14 

interaction with an engagement object) (Gambetti and Graffigna 2010; Hollebeek 2011; Kuvykaite 

and Tarute 2014).  

 The three elements of customer brand engagement were thoroughly studied by Hollebeek 

(2011). She points out that “‘immersion’, ‘passion’ and ‘activation’ represent the degree to which a 

customer is prepared to exert relevant cognitive, emotional and behavioral resources in specific 

interactions with a focal brand, which are displayed by applying particular levels of brand-related 

concentration, positive affect and energy (time/effort) in specific brand interactions” (Hollebeek 

2011, 565). Based on her analysis she defines customer brand engagement as “the level of a 

customer’s cognitive, emotional and behavioral investment in specific brand interactions” (Ibid.).  

 When describing cognitive element Kuvykaite and Tarute (2014, 656) borrow Hollebeek’s 

term of “cognitive processing”, that is defined “a consumer's level of brand-related thought 

processing and elaboration in a particular consumer/brand interaction” (Ibid.). They also find 

parallels in other scholars approaches: “utilitarian” dimension used by Abdul-Ghani, Hyde, 

Marshall (2011) (these authors identified three engagement dimentions: utilitarian, hedonic and 

social) and “vigor” dimension used by Patterson et al. (2006) (Ibid.). Kuvykaite and Tarute (2014, 

656) further explain that “utilitarian“ dimension “is reasoned by consumer’s evaluation of the utility 

and advantages of the online auction website” and a dimension of “vigor” defines consumer’s level 

of mental flexibility and stability during the interaction with organization or brand, other 

consumers. It is important that cognitive element also “reflects consumer’s willingness to devote 

energy, time and endeavor for the participation in business activities” (Ibid.). 

 An emotional dimension deals with engagement described as a subconscious emotional 

construct and concerns stimulation of feelings (Ibid.). By other scholars it may bу called a 

“hedonic” dimension (AbdulGhani et al. 2011, cited in Kuvykaite and Tarute (2014, 656)), 

“dedication” (Cheung, Lee, & Jin, 2011; Patterson et al., 2006, cited ibid.) or “affection” (Hollebeek 

et al., 2014, cited ibid.). This dimension can be expressed as subject’s experienced pleasure, positive 

emotions caused by the object of engagement (Ibid.). 

 The main emphasis within behavioural aspect is put to action. It is the dimension of energy 

and interaction “that define consumer‘s communication with employees, interaction among 

consumer, brand, business enterprise or other consumers” (Ibid.). 

 Mersey, Malthouse and Calder (2010), in their article devoted to online media engagement, 

define online engagement as a collection of experiences. According to their view, an experience is 

“a specific set of beliefs that consumers have about how some media brand fits into their lives” 

(Ibid., 40). The scholars depart from uses and gratifications framework “which has been used by 

mass communication researchers to suggest that individuals define their needs and control of the 
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media seeking process in an attempt to gratify those needs” (Ibid., 42). Mersey, Malthouse and 

Calder borrow McQuail’s version of uses and gratification typology (Ibid., 43): 

“Information – finding out about relevant events and conditions in immediate surroundings, 

society and the world; seeking advice on practical matters or opinion and decision choices; 

satisfying curiosity and general interest; learning, self-education; gaining a sense of security 

through knowledge.  

Personal Identity – finding reinforcement for personal values; finding models of behaviour; 

identifying with valued others (in the media); gaining insight into one’s self.  

Integration and Social Interaction – gaining insight into the circumstances of others; social 

empathy; identifying with others and gaining a sense of belonging; finding a basis for 

conversation and social interaction; having a substitute for real-life companionship; helping to 

carry out social roles; enabling one to connect with family, friends and society.  

Entertainment – escaping, or being diverted, from problems; relaxing; getting intrinsic 

cultural or aesthetic enjoyment; filling time; emotional release; sexual arousal”.  

 However, Mersey, Malthouse and Calder (2010, 44) argue that the typology should be 

extended since it did not account for interactive nature of modern digital media landscape. As a 

result they add two more types of experiences to the framework: “participating and socializing” 

experience and “civic” experience (Ibid.).  “Participating and socializing” experience has focus on 

action and contribution, it embraces such media experiences as sharing eyewitness accounts of 

breaking news, rating services such as restaurants and hotels, getting into discussions and debates 

(Ibid.). “Civic” experience “prizes attention to the connection individuals have with one another and 

their communities” (Ibid.) 

 As a result the authors (Ibid.) distinguish between two important types of engagement: 

personal and social-interactive engagement. Personal engagement is manifested in experiences that 

are similar to those that people have with print newspapers or magazines, with this engagement 

users “seek stimulation and inspiration from the site, they want to use the site to facilitate their 

interactions with other people, they feel the site affirms their self-worth, they get a sense of intrinsic 

enjoyment in using the site itself, they feel it is useful for achieving goals, and they value input from 

other users” (Ibid., 51-52). Social-interactive engagement is more specific to online media, with this 

engagement users “experience some of the same things in terms of intrinsic enjoyment, utilitarian 

worth, and valuing the input from the larger community of users but in a way that links to a sense of 

participating with others and socializing on the site” (Ibid., 52). 

 This approach is in line with Robert Kozinets’ view, who distinguishes between “consumer-

brand engagement” and a so-called “social brand engagement” (Kozinets 2014, 9). According to 
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Kozinets, “social brand engagement is meaningful connection, creation and communication 

between one consumer and one or more other consumers, using brand or brand-related language, 

images and meanings. You cannot have social brand engagement in isolation [in contrast to 

consumer-brand engagement that happens in a consumer's own individual mind]. Engagement need 

not be strictly about economic transaction, either” (Ibid., 10).  

 Another research that also departs from uses and gratification theory was conducted by 

Rebecca Dolan, Jodie Conduit, John Fahy and Steve Goodman (Dolan et al 2015). The uses and 

gratification typology that they apply to social media consists of four types of content: 

informational, entertaining, remunerative and relational (Ibid.). Informational content implies 

“searching for and receiving information about a brand”; entertaining content “refers to the extent to 

which social media content is fun and entertaining to media users”; remunerative content embraces 

the situations when “consumers engage in social media use as they expect to gain some kind of 

reward such as an economic incentive, job-related benefit or personal wants”; relational content 

includes “gaining a sense of belonging, connecting with friends, family and society, seeking 

support, and substituting real-life partnership” (Ibid., 3-12). As it can be seen, in comparison to the 

typology used by Mersey, Malthouse and Calder (2010), it includes a so called remunerative 

content, the desire for reward.  

 One more important approach to mention is the attempt of Calder and Malthouse to link 

media engagement with advertising effectiveness (Calder and Malthouse 2008). They notice that 

“advertising will be effective to the extent that the consumer values the brand idea and the message 

does a good job creatively of communicating the idea. Two things are critical, the quality of the 

brand and the quality of the message” (Ibid., 1). They depart from the point that it is possible to 

think of engagement in two ways: engagement with the advertising medium and engagement with 

the advertised brand itself and borrow the definition from the Advertising Research Foundation, that 

defines engagement as “turning on a prospect to a brand idea enhanced by the surrounding media 

context” (Ibid., 1-2). 

 Jenkins, Ford and Green (2013) link engagement to the so called “spreadability” of content. 

On a more “tactical” level they admit that there is no magic formula for producing engaging, 

“spreadable” content and it rather depends on the audience, still they devote a section of their book 

to “designing for spreadability”, meaning that there are some aspects, which “creators might keep in 

mind in order to create content with a higher potential for spreadability” (Jenkins, Ford and Green 

2013, 196). The authors specify a few types of content with high potential for spreadability: (1) 

“Shared fantasies”, meaning that “the fantasies animating non-market exchanges are based on 

shared experience, whether the reassertion of traditional values and nostalgia, the strengthening of 
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social ties, the acceptance of mutual obligations, or the comfort of operating within familiar social 

patterns”. (Ibid., 196); (2) “Humour”, as a “vehicle by which people articulate and validate their 

relationships with those with whom they share the joke” (Ibid., 204); (3) “Parody”, that “combines 

humor with a specific shared reference” (Ibid. 207). (4) “Unfinished content”, driving individual 

and collective intelligence of its audience (Ibid. 209); (5) “Mystery” dealing with the origins of 

media texts that “have proliferated in the age of spreadable media, in part because content moves so 

fluidly from context to context . Often striping away the original motives behind its production” 

(Ibid., 211); (6) “Timely controversy”, where controversy “refers to the ways material may spark 

intense disagreement among those who encounter it, especially in terms of conflicting values and 

judgements” (Ibid., 213) and timeliness “refers to the ways that a chunk of media may be linked to 

highly topical discussions within or beyond a given social network site, sometimes fueled by news 

coverage but also shaped by recurring personal experiences” (Ibid., 213-214); (7) And, finally, 

“rumours”, that can at the same time make content spread and cause harm (Ibid. 216). 

 Finally, it is worth noticing some theoretical foundations for the concept of engagement. 

Hollebeek (2011) argues that “with its conceptual foundations in interactivity customer engagement 

is expected to complement scholarly insights in the broader theoretical areas of relationship 

marketing and the service-dominant logic alike”, which are “centered on the importance of 

enduring, co-creative interactions and relationships amongst value generating stakeholders” 

(Hollebeek 2011, 556). Specifically, “customer engagement is anticipated to contribute to the core 

relationship marketing tenets of customer repeat patronage, retention and loyalty through affecting 

the customer experience and “from an service-dominant logic perspective, customer engagement 

reflects the dynamics of networked agents including organizations, customers and/or other 

stakeholders, producing interactively generated, co-created value through service provision” 

(Hollebeek 2011, 556).  

 One more theoretical foundation that Hollebeek relates to consumer brand engagement is 

social exchange theory. Under social exchange theory customers are predicted to reciprocate 

positive thoughts, feelings and behaviors toward an object (e.g. a brand) upon receiving specific 

benefits from the brand relationship (Ibid., 557). Social exchange thus entails unspecified 

obligations, whereby one party (e.g. the brand’s representative/service personnel) doing another 

(e.g. the customer) a favor (e.g. by providing exceptional service/expertise), is motivated by the 

objective of some future return (e.g. customer loyalty) (Ibid.). Under this theory, “the exchange 

partners are thought to strive for balance in the relationship and, if imbalance occurs, balance 

restorative attempts will be made” (Ibid.). The author further addresses to Homans and says that 

“for a customer in an exchange, what (s)he gives may be perceived as a cost, while what is received 
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may be viewed as a reward, and the individual’s behavior is modified as the difference between the 

two (i.e. profit) changes”. This cost/reward perspective corresponds to the interactive nature of 

customer engagement (Ibid). 

 Hollebeek concludes that “while relational management and service-dominant logic theory 

support the notion of proactive customer contributions to their brand relationships, social exchange 

theory addresses customers’ underlying rationale/motivation for making such proactive 

contributions (Ibid.). 

 Another theory that can address the question of motivation is the self-determination theory, 

developed by Richard M. Ryan and Edward L. Deci (2000). The authors distinguish between 

different types of motivation based on the different reasons or goals that give rise to an action. The 

most basic distinction is between intrinsic motivation, which refers to doing something because it is 

inherently interesting or enjoyable, and extrinsic motivation, which refers to doing something 

because it leads to a separable outcome (Ryan and Deci 2000, 55). 

 A different angle of viewing engagement is the approach demonstrated by Nyirő, Csordás and 

Horváth in their article “Competing by participation – A winning marketing tool” (2011). In their 

work engagement and other linked concepts in the field of marketing and communications are seen 

through the prism of participation (Nyirő, Csordás and Horváth 2011). They distinguish between 

“activity focused” and “outcome focused” concepts within the cluster of participatory notions and 

state that these concepts differ depending on “whether they focus on the process (contribution, co-

creation, collective buying)” or “how the output of the process of participation is seen (user-

generated content, consumer-generated advertisements, viewer-created content, e-word of mouth)” 

(Ibid., 113). According to the authors the first 3 notions within “activity focused” group are 

involvement, engagement and participation (Nyirő, Csordás and Horváth 2011). It is noted that 

these three concepts are highly interrelated (Ibid., 116). Summarising marketing communications 

literature the scholars define involvement as “the importance people attach to a product or buying 

decision, the extent to which one has to think it over and the level of perceived risk associated with 

an inadequate brand choice” (Ibid. 115). The engagement concept “includes macro and micro level 

perspectives” and “has a clear process and activity focus from the side of the firm resulting in a 

special company consumer relationship and purchase”; “this is different from involvement which is 

an intrinsic psychological feature proper to each consumer” (Ibid, 115-116). And the third concept, 

participation, is described as “the degree to which the customer is involved in producing and 

delivering the service” and includes brand value building through participatory practices, generating 

participation through communication, building loyalty through participation (Ibid. 116). An attempt 

to liken this approach to the 3 dimensional model of engagement covered above can reveal the 
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correspondence of cognitive processing element with involvement and behavioral element with 

participation.  

 In other words, the notions of engagement and participation are very interrelated since their 

common denominator is interactivity, that, in its turn, is enforced by digital media landscape. Next 

part of the literature review deals with participatory culture that makes engagement important and 

possible. 

 

1.2. Participatory culture. 

 This section is devoted to the concept of participatory culture, its definition, premises, frames 

and specifics. It aims at introducing participatory culture as a special trait of modern digital media 

landscape providing the ground for audience engagement. 

 The term “participation” and “participatory culture” in communications field is associated 

with Henry Jenkins and his co-authors (Jenkins, Ford and Green 2013). It is a part of a bigger 

concept founded and presented by Jenkins that is called “convergence culture” and captures two 

trends in modern media landscape – a “concentration of media power” and a “radical 

democratisation of media use” (Miller 2011, 82): on the one hand, “ever larger media companies 

have sought to extend their reach, profitability and hold over the consumer by distributing and 

marketing their products and brands across a multitude of channels, creating larger revenues and 

more powerful access to consumers” and on the other hand “a radical democratisation of media use 

has loosened the control of media companies by allowing consumers to have more direct control 

over the media to which they are exposed, to help create new media themselves, and to interact with 

other users through media” (Miller 2011, 82). Participatory culture is an aspect of media use 

democratisation or “bottom-up consumer-driven process” within convergence culture (Miller 2011, 

82). 

 Jenkins' idea is that the model of media consumption changes with the rise of digital media 

and Web. 2.0., it turns from passive product consumption to active participation in producing: 

consumers have more power and the border between consumer and producer vanishes (Jenkins 

2014; Jenkins, Ford and Green 2013; Miller 2011). Jenkins defines participatory culture “as one: (1) 

With relatively low barriers to artistic expression and civic engagement, (2) With strong support for 

creating and sharing one’s creations with others, (3) With some type of informal mentorship 

whereby what is known by the most experienced is passed along to novices, (4) Where members 

believe that their contributions matter, (5) Where members feel some degree of social connection 

with one another (at the least they care what other people think about what they have created)” 

(Jenkins 2006). 
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 As Jenkins puts it, such culture is “taking shape at the intersection between three trends: (1) 

new tools and technologies enable consumers to archive, annotate, appropriate, and recirculate 

media content; (2) a range of subcultures promote Do-It-Yourself (DIY) media production, a 

discourse that shapes how consumers have deployed those technologies; (3) economic trends 

favouring the horizontally integrated media conglomerates encourage the flow of images, ideas, and 

narratives across multiple media channels and demand more active modes of spectatorship” 

(Jenkins 2014, 269). 

 At bottom the approach invites not to ascribe much power to media organisations but to 

acknowledge a significant role of the consumer in the process of production. Hence the term 

“consumer” per se is becoming debatable.  

 Axel Bruns (Produsage.org 2007) coined the term “produsage” to describe the growing role of 

consumers and users in the production process. According to his view, “in collaborative 

communities the creation of shared content takes place in a networked, participatory environment 

which breaks down the boundaries between producers and consumers and instead enables all 

participants to be users as well as producers of information and knowledge - frequently in a hybrid 

role of produser where usage is necessarily also productive. Produsers engage not in a traditional 

form of content production, but are instead involved in produsage - the collaborative and continuous 

building and extending of existing content in pursuit of further improvement” (Produsage.org 

2007). 

 However, the so called “produsage” and the trend towards vanishing the border between 

producers and consumers is not something emerging with the rise of digital media and Web 2.0. In 

“The Third Wave”, the book published in 1980, Alvin Toffler introduced the term “prosumer” or the 

actor that consumes what he/she produces (Toffler 1980, 283). Toffler distinguishes between 

“Production for use” and “Production for exchange” and writes about two corresponding sectors of 

economy: “Sector A comprises all that unpaid work done directly by people for themselves, their 

families of their communities. Sector B comprises all the production of goods or services for sale or 

swap through the exchange market or network” (Ibid.). He notices the growth of the role of 

networks, social grouping and self-help movements overall, that ultimately are “transferring activity 

from Sector B of the economy to Sector A, from the exchange sector to the prosumtion sector” 

(Ibid., 286). 

 Take IKEA customers, that have been famous for DIY habits and creating online communities 

to share their experiences, advice and inspiration. Though such communities as Ikeafans.com and 

Ikeahackers.net seem to be no longer active the movement still exists on a more local level (groups 

in social media (for example, Facebook and Pinterest), German version of Ikea fans (www.ikea-

http://www.ikea-fans.de/
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fans.de) etc.). 

 There is one point of view that can be probably seen as very well nailed to modern digital 

media realias and the subject of the work at hand: Grant McCracken suggests the term “multiplier” 

(McCracken 2016). He writes: “a “multiplier” is someone who will treat the good, service, or 

experience as a starting point. Multipliers will build in some of their own intelligence and 

imagination. They will take possession of a cultural artifact and make it more detailed, more 

contextually responsive, more culturally nuanced, and, lest we forget the point of the exercise, more 

valuable . . . Multipliers will add value by involving others. They will multiply the value in 

collective acts of construction.” (Ibid.). 

 It is important to note that Jenkins' theory deals more with the relationship between media 

producers and media consumers while the work at hand will speak about producers and consumers 

in a different sense, i.e. commercial business-to-consumer companies and consumers of their 

products. A fair point here is that producing information is obviously not the main goal for 

advertisers in comparison to media companies. However participatory culture can be also extended 

to the relationship between consumers and non-media companies since it is mediated through 

participatory environment  and  since it may be seen as a part of bigger post-industrial trends (such 

as the growth of DIY practices and the rise of networked society).  

 When writing about participatory culture, Henry Jenkins, Sam Ford and Joshua Green, the 

authors of “Spreadable Media: Creating Value and Meaning in a Networked Culture”, balance 

between the view “which sees networked communication as fundamentally altering the nature of 

audienceship” and the approach which sees it “as changing nothing significant about existing 

structures” (Jenkins, Ford and Green 2013, 155). As they put it they are “trying to resist any easy 

mapping” and depict the concept of participatory culture through a series of binaries or competing 

frames (Ibid.). 

 The first binary is “lurking vs. legitimate peripheral participation”. On the one hand there is a 

point that “the most active contributors represent a very small percentage of the user base for any 

Web. 2.0. platform” (Ibid., 156). On the other hand, “users don't adhere permanently to any one of 

these roles and often behave in different ways within various communities” (Ibid., 157). Moreover, 

a “lurker” may provide value to people sharing commentary or producing content by expanding the 

audience (Ibid.). 

 The second binary is “resistance vs. participation”: On the one hand “expanding access to 

media platforms in a digital world is often painted as resistance to mainstream media industries” 

(Ibid., 162). On the other hand, “participation” reflects “a world where more media power rests in 

the hands of citizens and audience members, even if the mass media holds a privileged voice in the 

http://www.ikea-fans.de/
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flow of information” (Ibid., 163). 

 One more axis is “audiences vs. public”. To explain this binary Jenkins, Ford and Green 

borrow Daniel Dayans explanation: “audiences are produced through acts of measurement and 

surveillance, usually unaware of how the traces they live can be calibrated by the media industries” 

while a public is “a coherent entity whose nature is collective; en ensemble characterised by shared 

sociability, shared identity and some sense of that identity” (Ibid., 166). 

  When explaining “participation vs. collaboration” frame the authors write: “Collaborators are 

complicit with the dominant regimes of power, yet they often also use their incorporation into that 

system to redirect its energies or reroute its sources” (Ibid., 173). However, “participating within a 

fan or brand community may or may not be a way of influencing the culture and may or may not be 

a way of intensifying audience engagement with the property or brand” (Ibid., 172).  

 As an explanation of “hearing vs. listening” Jenkins, Ford and Green say: “At the heart of our 

spreadable media model is the idea that audience members are more than data, that their collective 

discussions and deliberations – and their active involvement in appraising and circulating content – 

are generative” (Ibid., 176). Quoting Vedrashko they say that in participatory media environment 

companies should try to “solicit new insights and form new relationships instead of asking their 

traditional questions “Who is there?” and “How many of them are there?”” (Ibid., 177). 

 Finally, “consumers vs. co-creators” binary deals with some kind of collaboration “in a 

different sense – that is, working together to achieve something that the participants could not 

achieve on their own” (Ibid., 182).  

 Overall, according to Jenkins, Ford and Green, the concept of participatory culture should be 

understood “in relative terms” – a more participatory culture in comparison to previous 

configurations of media power (Ibid., 159).   

 More elaboration on the concept of participation on the Internet can be found in the works of 

Mirko Schäfer who suggests distinguishing  between “explicit” and “implicit” participation 

(Schäfer 2011). Schäfer defines participatory culture as “a heterogeneous constellation of different 

participants, either professionals or amateurs, whose activities are deeply intertwined” and as “a 

hybrid constellation of information technology and large user numbers interacting in a socio-

technical ecosystem”, where social interactions give the grounds for explicit participation while 

socio-technical ecosystem furnishes implicit participation (Schäfer 2011, 77).  According to 

Schäfer, participation as an explicit activity is “either intrinsically or extrinsically motivated. It is a 

conscious and voluntary act of participating in cultural production...” (Ibid., 105). While implicit 

participation is rather “motivated by the design of an information system itself with a low degree of 

communication among participants, which take place in a social structure that cannot be described 
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as a community” (Ibid., 105). In other words, writing an article for Wikipedia would be seen as 

explicit participation while “liking” something on Facebook is likely to be implicit participation.  

  

1.3. Participation economy 

 The section at hand describes a special kind of economy that both brands and consumers 

operate in as participants in digital media landscape: it deals with sharing principles of the Internet 

and its hybridity.   

 Participation in a brand-led campaign in social media can be seen as a sort of economical 

transaction or agreement between campaign organiser (the brand) and potential participant (social 

media user). However it is not obvious who is the seller and who is the buyer in this case. In 

relation to the studied campaign at least two readings are possible: it is either the company that buys 

attention/space in social media/“word of mouth” from the users or the users act as buyers 

purchasing the opportunity to donate to refugee children. Nevertheless, since the transaction is 

initiated by the company, in both cases it is the user (or consumer) who defines whether the price is 

worth the deal (or, in other words, decides to participate or not to participate). 

 Changing nature of relationship between producers and consumers challenges the term of 

market. According to Toffler the market is “a direct, inescapable consequence of the divorce of 

producer from consumer. Wherever the gap between consumer and producer narrows, the entire 

function, role and power of the market is brought into question” (Toffler 1980, 293). This is 

probably what can be observed nowadays in terms of profit challenges that some social media 

platforms face (for example, Tumblr (Fell 2014)). On the one hand, invading the platform with ads 

or using subscription model can make the audience leave the network, on the other hand, having big 

audience doesn't make business sense if one can't make money of it. Traditional business models are 

not that effective anymore and the market is really changing.   

 In his book “Remix. Making Art and Commerce Thrive in the Hybrid Economy” Lawrence 

Lessig (2008) presents his work on the economies of the Internet. Departing from the point that 

economy is simply speaking a practice of exchange he defines two types of economy: commercial 

economy, in which “money or “price” is a central term of the ordinary, or normal, exchange” and a 

sharing economy, in which any term of the exchange is possible except money (Lessig 2008, 118). 

 When describing the key differences between commercial and sharing economies Lessig 

mentions gifts (Ibid., 147). Gifts “depend on altruistic motivations; they circulate through acts of 

generosity and reciprocity, and their exchange is governed by social norms rather than contractual 

relations” (Jenkins, Ford and Green 2013, 67). Lewis Hyde, the author of “The Gift” says: “the 

disconnectedness is in fact, a virtue of the commodity mode” and concludes that “gifts in particular, 
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and the sharing economy in general, are thus devices for building connections with people” (Cited 

in Lessig 2008, 147). Indeed, remember the saying “nothing personal – just business” that can be 

seen an attempt to separate our personal relationships from behavior motivated by money or getting 

profit.  

 In fact the internet started as a sharing economy and commerce was added later (Ibid., 162). 

No surprise that there is a belief that internet is gift-giving and sharing by nature. Needless to say 

that web 2.0. and social media can be seen as a really good ground for gift-giving, since ultimately 

their (declared) goal is to connect people. “Connect with friends and the world around you” - says 

Facebook on its sign-up page - “It’s free and always will be”: isn't it because true connection cannot 

be built with money?  

 Caterina Fake, the founder of Flickr once noticed that “The culture of generosity is the very 

backbone of the Internet” (Cited in Lessig 2008, 233). Moreover “generosity, giving freely without 

expecting anything in return, has ever more application in the age of user generated content and 

abundance of content and experiences at no cost to the consumer” (Hirsch 2012). 

 This view is in line with Paul Booth, mentioned by Jenkins, Ford and Green in “Spreadable 

media”, who says that “the new gift, the digital gift is a gift without an obligation to reciprocate” 

(Jenkins, Ford and Green 2013, 91). 

 However it is not that simple. There is an interesting point on brand loyalty raised by Jenkins 

et al. The authors give the example of branded promotional gifts and note that such activities can 

make consumer loyal, the companies “giving such gifts hope the receiver will incorporate the object 

into their everyday lives, the brand regularly reminding them of the company, while the utility of 

the gift generates some sense of goodwill....” (Jenkins, Ford and Green 2013, 73). 

 Gift economy is also in line with the notion of Corporate Social Responsibility. The term 

“Corporate Social Responsibility” embraces “actions of firms that contribute to social welfare, 

beyond what is required for profit maximization” (McWilliams 2015, 1). While consumers and 

developed clear preferences for socially responsible firms, big corporations responded positively, 

making Corporate Social Responsibility an important element of strategic management 

(McWilliams 2015, 1). 

 Subsequently, commercial companies want to build “true” connection with their customers by 

riding on sharing and gift-giving origins of the internet. As a result the commercial entity producing 

chocolate and expected to be driven by profit maximization ends up embedding charity or gift-

giving element in its marketing campaign.  

 Since the line between producers and consumers blurs (Jenkins, Ford and Green 2013; Toffler 

1980), and the border between commercial and sharing economies vanishes (Lessig 2008; Toffler 
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1980), internet may be seen as a space for various hybrids. It is important since it may cause a shift 

in the actors’ motivations and expectations from each other. 

 In line with the debate on the mixture of commercial and sharing economies, the authors of 

“Spreadable Media” write: “We might broadly distinguish between market and non-market 

exchanges, between purchases and gifts; however, even within a market exchange, there may be 

more than one kind of value at play. . . . Spreadable media can travel through both market and social 

exchanges and in both directions” (Jenkins, Ford and Green 2013, 86).  

 According to Lessig the hybrid, or the third type of economy – “will dominate the architecture 

for commerce on the Web. It will also radically change the way sharing economies function” 

(Lessig 2008, 177). He defines hybrid as “either a commercial entity that aims to leverage value 

from a sharing economy, or a sharing economy that builds a commercial entity to better support its 

sharing aims” (Ibid.). “If sharing economies promise value, it is the commercial economy that is 

tuned to exploit that. But as those in the commercial economy are coming to see, you can’t leverage 

value from a sharing economy with a hostile buyout or a simple acquisition of assets. . . . For here 

too money can’t buy you love, even if love could produce lots of money” (Ibid., 178).  

 While motivation for participation in commercial economies is likely to be determined by 

money and profits, the motivation for participation in sharing economies may be more complex.  

 Lessig outlines two types of motivation within a sharing economy (Lessig 2008, 151): (1) 

“Me-regarding” motivation: “the individual participates in the sharing economy because it benefits 

him”; (2) “Thee-regarding” motivation: “the individual participates in the sharing economy because 

it benefits others”. 

 Basing on the above mentioned types of motivation Lessig distinguishes between ““thin 

sharing economies” those economies where the motivation is primarily me-regarding” and “thick 

sharing economies”, where “the motivations are at least ambiguous between me and thee 

motivation' (Ibid., 152). He further points out an interesting aspect – “a thin sharing economy is 

often easier to support than a thick sharing economy. This is because inspiring or sustaining thee 

motivations is not costless” (Ibid., 154). 

 Answering the question why people participate in thick sharing economies Lessig says that  

a large part of the motivation comes from “people just doing for themselves what they want to do 

anyway” (Ibid., 173). “People contribute because they want to feel that they’re helping others. . . . 

But again, even the thee-regarding motivations need not be descriptions of self-sacrifice. I suspect 

that no one contributes to Wikipedia despite hating what he does, solely because he believes he 

ought to help create free knowledge” (Ibid, 175-176). 
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2. Theoretical Framework 

 

2.1. Theoretical points of departure 

 Studying participatory campaign from engagement perspective is quite special since the 

subject and the object of engagement in this case is not univocal. There are a least two main 

subjects involved – consumers/customers of the brand and the media audience, that can be 

overlapping or not. The subject of engagement (or the campaign itself) is complex too since it is 

linked to other possible objects of engagement – the brand and the digital media. The picture below 

(Fig. 1) is the attempt to illustrate this complex relationship: 

 

Fig. 1: The framework for campaign engagement. Source: own illustration. 

 Departing from the above point the study at hand bases on the definition that includes both 

customer-brand engagement and media engagement perspective: on the one hand, it borrows 

Hollebeek’s definition that describes customer-brand engagement as “the level of a customer’s 

cognitive, emotional and behavioral investment in specific brand interactions” (Hollebeek 2011, 

565). On the other hand, “specific brand interactions” is media experience and vice versa – 

particular media experience is a brand interaction, that reflects media engagement angle (Mersey, 

Malthouse and Calder 2010). In other words, the campaign engagement describes customers’ or 

audience’s cognitive, emotional and behavioral investment in specific brand interaction, where 

specific brand interaction is media experience. 

 There are quite a lot of non-scholar business materials about campaign engagement and 

advice on how to make an engaging campaign, however, there is a gap in academic literature when 

it comes to campaign engagement. Two main directions can be identified in the scholarly sources 

depending on the object of engagement: brand engagement and media engagement. The notion of 

advertising engagement (Calder and Malthouse 2008) can be seen as more suitable approach to 

studying campaign engagement (since it also has both consumers/customers and wider audience as 
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subjects and the advertisement itself is also influenced by other engagement objects – a brand and 

media), however it doesn’t fully embrace and focus on highly interactive nature of participatory 

campaigns.  

 The theoretical framework for the thesis at hand is obeyed to the 3 research sub-questions: 1) 

How is the campaign built into the general engagement strategy of the company? 2) How do the 

elements of the campaign facilitate engagement? 3) How do users engage with the campaign on 

cognitive level? 

2.2. Kozintes’ model of social brand engagement forms and strategies 

 To provide theoretical support for research sub-question #1 (“How is the campaign built into 

the general engagement strategy of the company?”)  the Kozinets model of social brand engagement 

forms and strategies will be applied. 

 Kozinets suggests the model of social brand engagement basing on two dimensions – social 

endorsement of brand and social creativity with brand (Kozinets 2014, 10-11). The model consists 

of four forms of social brand engagement (Fig.2) (Ibid.):  

 (1) Apathy: consumers are not endorsing the brand and not creating communications or 

connections around it; 

 (2) Evangelism: consumers are willing to endorse the brand, but show little interest in or 

ability to create new material; 

 (3) Activism and creation: the various social and creative activities in which consumers 

engage that do not necessarily endorse the brand;  

 (4) Authentication: believable, authentic, motivational endorsement that is marked by creative 

expression and use of the brand. Here, people play positively and socially with the brand.  
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Fig. 2: Forms of social engagement. Source: Kozinets 2014 

 To address the question of possible strategies to leverage brand engagement Kozinets bases 

upon two underlying premises: first, “engagement practices, with their creativity and endorsement 

functions, can be largely initiated and maintained by either consumers or companies” and second, 

“successful relationships must balance the security and comfort of intimacy with the stimulation 

and novelty of excitement” (Ibid., 11). As a result the author outlines 4 strategies to leverage social 

brand engagement (Fig. 3) (Ibid., 11-12): 

 (1) Customer Care strategies “often now involve the use of social media monitoring to find 

customer complaints and to channel them to appropriate customer-service personnel. Often, 

customer care conducted over social media serves a “quelling” function, seeking to prevent 

customer service “forest fires” before they happen” (Ibid., 11).  

 (2) Co-Creation strategy implies gathering ideas from consumers and to co-creating or 

collaborating in their creative endeavors (Ibid., 12). “Finding and using consumer-generated ideas 

can generate excitement and authenticity, as well as lead to new insights into consumers’ 

experiences and world” (Ibid.).  

 (3) Communing and Listening is “the use of social brand engagement strategies to listen 

broadly, widely, deeply and wisely to the ongoing conversations consumers have with one another 

as they communicate about the various matters related to brands” (Ibid.). 

 (4) Communication and Sharing is “the use of social branding techniques to share 

information, messages and images that, when spread by consumers, can promote and influence 

other consumers to purchase and use more of the brand’s products or services. Out of necessity, 

these company-initiated messages should be stimulating and exciting and should give consumers a 

good reason to both spread them and to act upon them in the marketplace” (Ibid.).  
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Fig. 3: Strategies to leverage brand engagement. Source: Kozinets 2014  

  

 

2.3. Dolan et al.’s model of content types and engagement behaviours 

 To theoretically back research sub-question #2 (“How do the elements of the campaign 

facilitate engagement?”) Dolan et al.’s model of content types and forms of engagement based on 

uses and gratification theory will be used.  

 Rebecca Dolan, Jodie Conduit, John Fahy and Steve Goodman (Dolan et al 2015) position 

social media engagement behaviors on a continuum of intensity, from low (passive) to high (active) 

activity. “Additionally, the intensities of engagement vary in valence. Positively-valenced 

engagement levels are low (consuming), medium (positive contribution) and high (co-creation). 

Negatively valenced engagement levels are low (detaching), medium (negative contribution) and 

high (co-destruction) (Ibid., 6) (Fig. 4). 

 Further Dolan et al. match social media engagement behaviors with social media content 

categories, that are based on uses and gratifications theory. Uses and gratification theory “addresses 

how individuals choose media that satisfies their needs, allowing one to realise gratifications such as 

knowledge enhancement, entertainment and relaxation, social interaction and reward or 

remuneration” (Ibid., 2). Dolan et al. integrative model suggests that social media content facilitates 

particular types of social media engagement behavior (Ibid., 11-12):  

 (1) Informational content, that implies “searching for and receiving information about a 

brand” - “facilitates passive, positively-valenced social media engagement behaviour” (Ibid., 3-12). 

 (2) Entertaining content, which “refers to the extent to which social media content is fun and 

entertaining to media users” - “facilitates active, positively-valenced social media engagement 

behaviour” (Ibid., 3-12). 

 (3) Remunerative content embraces the situations when “consumers engage in social media 
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use as they expect to gain some kind of reward such as an economic incentive, job-related benefit or 

personal wants” and “facilitates passive, positively-valenced social media engagement behaviour” 

(Ibid., 3-12). 

 (4) Relational content, that includes “gaining a sense of belonging, connecting with friends, 

family and society, seeking support, and substituting real-life partnership” - “facilitates active, 

positively-valenced social media engagement behaviour” (Ibid., 3-12).   

 

Fig. 4: Social media engagement behaviour typology. Source: Dolan et al. 2015 

 

2.4. Ryan and Deci’s model of intrinsic and extrinsic motivation 

 Ryan and Deci’s model of human motivations serves as theoretical support for research sub-

question #3 (“How do users engage with the campaign on cognitive level?”). As it was mentioned 

before, cognitive aspect of engagement is directly linked to motivation for participation in the 

interaction (campaign) since it “reflects consumer’s willingness to devote energy, time and 

endeavor for the participation in business activities” (Kuvykaite and Tarute 2014, 656). Ryan and 

Deci’s model was preferred over the social exchange theory since the latter has some limitations in 

terms of intrinsic motivations, which can be important in participatory media experiences. 

 Richard M. Ryan and Edward L. Deci (Ryan and Deci 2000) explore the aspects of human 

motivation and suggest their model of human motivation. 

 First of all it is important to define intrinsic and extrinsic motivation: intrinsic motivation 

“refers to doing something because it is inherently interesting or enjoyable” (Ryan and Deci 2000, 
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55). As Ryan and Deci put it: “From birth onward, humans, in their healthiest states, are active, 

inquisitive, curious, and playful creatures, displaying a ubiquitous readiness to learn and explore, 

and they do not require extraneous incentives to do so” (Ibid., 56). Ryan and Deci (2000) also note 

that intrinsic motivation is enhanced by a feeling of competence (or self-efficacy) and a sense of 

autonomy (or self-determination). The latter ties to the so-called perceived locus of causality 

(PLOC), that describes the ways people perceive variables causing or giving impetus to behaviour 

and may be further distinguished “between an internal PLOC, in which the actor is perceived as an 

"origin" of his or her behavior, and an external PLOC, in which the actor is seen as a "pawn" to 

heteronomous forces” (Ryan and Connell 1989, 749).  

 On its end, extrinsic motivation is “a construct that pertains whenever an activity is done in 

order to attain some separable outcome” (Ryan and Deci 2000, 60). The main idea of Ryan and 

Deci's approach is that extrinsically motivated behavior should not be seen as “invariantly 

nonautonomous”: “extrinsic motivation is argued to vary considerably in its relative autonomy and 

thus can either reflect external control or true self-regulation” (Ibid., 60). Ryan and Deci outline two 

processes that increase the level of autonomy and self-regulation in extrinsically motivated 

activities: internalization, that is ”the process of taking in a value or regulation”, and integration, 

that is “the process by which individuals more fully transform the regulation into their own so that it 

will emanate from their sense of self” (Ibid., 60). The scholars conclude that “with increasing 

internalization (and its associated sense of personal commitment) come greater persistence, more 

positive self-perceptions, and better quality of engagement” (Ibid., 60-61). 

 Ryan and Deci sum up their views in a model of human motivation that represents a 

continuum, arranged according to “the extent to which the motivation for one’s behaviour emanates 

from one’s self” (Fig. 5.) (Ibid., 61):  

 1. Amotivation: when amotivated, a person’s behavior lacks intentionality and a sense of 

personal causation; it results from not valuing an activity, not feeling competent to do it, or not 

believing it will yield a desired outcome (Ibid.). 

 2. Extrinsic motivation includes 4 subcategories, depending on the level of its autonomy: 

2.1. External regulation: “such behaviors are performed to satisfy an external demand or 

obtain an externally imposed reward contingency. Individuals typically experience 

externally regulated behavior as controlled or alienated” (Ibid.). 

2.2. Introjected regulation is a type of internal regulation by contingent self-esteem   

(Ibid., 62). It is still quite controlling because people perform such actions with the 

feeling of pressure in order to avoid guilt or anxiety or to attain ego-enhancements or 

pride (Ibid.). 
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2.3. Identification: Here, the person has identified with the personal importance of a 

behavior and has thus accepted its regulation as his or her own (Ibid.). 

2.4. Integrated regulation “occurs when identified regulations have been fully 

assimilated to the self. This occurs through self-examination and bringing new 

regulations into congruence with one’s other values and needs” (Ibid.).  

 It is important that “the more one internalizes the reasons for an action and assimilates 

them to the self, the more one’s extrinsically motivated actions become self-determined. 

Integrated forms of motivation share many qualities with intrinsic motivation, being 

both autonomous and unconflicted. However, they are still extrinsic because behavior 

motivated by integrated regulation is done for its presumed instrumental value with 

respect to some outcome that is separate from the behavior, even though it is volitional 

and valued by the self” (Ibid.). 

 3. Intrinsic motivation is the most self-determined activity (Ibid.) that is done for “its inherent 

satisfactions rather than for some separable consequence” (Ibid. 56). 

 

Fig. 5. A taxonomy of Human Motivation. Source: Ryan and Deci 2000. 

  

 An interesting question is how to increase self-engagement for externally prompted 

behaviours? Ryan and Deci mention some aspects, promoting internalization and integration and 

therefore – self-engagement. One of these aspects is relatedness: “people are likely to be willing to 
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do the behaviors that are “valued by significant others to whom they feel (or would like to feel) 

connected, whether that be a family, a peer group, or a society. This suggests that the groundwork 

for facilitating internalization is providing a sense of belongingness and connectedness to the 

persons, group, or culture disseminating a goal” (Ibid., 64). Another aspect is providing a behaviour 

that is not intrinsically interesting with meaningful rationale: “to fully internalize a regulation, and 

thus to become autonomous with respect to it, people must inwardly grasp its meaning and worth” 

(Ibid. 64). 
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3. Research Design and Methodology 

 

 The research at hand aims at contributing the knowledge of brand-led participatory campaign 

engagement in social media by analyzing the case of Marabou's #KRAMKALAS campaign and 

represents an attempt to answer the question how a company engages with users in a participatory 

social media campaign. The research is based on qualitative approach and designed as a case study.  

 The Research Design and Methodology chapter starts from justifying qualitative research 

approach and choosing case-study as a strategy. It further introduces the methods of data collection 

and research limitations. 

  

3.1. Qualitative research approach 

 According to Anselm L. Strauss and Juliet M. Corbin qualitative research is a type of 

research that “produces findings not arrived at by statistical procedures or other means of 

quantification. It can refer to research about persons' lives, lived experiences, behaviors, emotions, 

and feelings as well as about organizational functioning, social movements, cultural phenomena, 

and interactions between nations” (Strauss and Corbin 1998, 10-11).  

 Strauss and Corbin (1998, 11) outline several reasons to choose qualitative approach. 

Probably one of the main reasons is the nature of the research problem (Ibid.). Qualitative approach 

may be useful for the research that attempts to understand the meaning or nature of experience 

(Ibid.) or testing for causes and effects (Gilbert 2008, 35). Indeed, partly this research is an attempt 

to understand the meaning that users attach to participation in a campaign designed by the company.  

 Another reason for using qualitative approach, mentioned by Strauss and Corbin is that  

“qualitative methods can be used to explore substantive areas about which little is known or about 

which much is known to gain novel understandings” (1998, 11). In practice it may be hard to 

unambiguously claim that this or that phenomenon is “new” - novelty rather is a subjective term. 

However in this paper participatory campaign is seen as relatively new phenomenon enforced by 

the development of the Internet, Web. 2.0. and ever growing penetration of social media in the 21
st
 

century. Moreover, still not much is known about the factors of success for various participatory 

campaigns in social media, there is no all-applicable formula for content “spreadability” or users’ 

engagement. In other words, it can be claimed that the paper at hand explores a quite new 

phenomenon.  

 

3.2. Case study as research strategy 

 The research strategy for this work is a case study. As Charles C. Ragin notices “the term 
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“case” and the various terms linked to the idea of case analysis are not well defined in social 

science, despite their widespread usage and their centrality to social scientific discourse” (1992, 1). 

Therefore it is important to point out the definition of case study the work at hand is based on. The 

point of departure is the definition by Robert K. Yin, who sees case study a research strategy 

(2003). According to Yin, “a case study is an empirical inquiry that (1) investigates a contemporary 

phenomenon within its real-life context, especially when (2) the boundaries between phenomenon 

and context are not clearly evident” (Ibid., 13). 

He further clarifies that “you would use the case study method because you deliberately 

wanted to cover contextual conditions – believing that they might be highly pertinent to your 

phenomenon of study” (Ibid.). Indeed the context is important for the case of Marabou 

#KRAMKALAS campaign – it may be assumed that a similar campaign would not work the same 

way or it would not even occur in some other countries in other times.  

 Yin writes: “Each [research] strategy has peculiar advantages and disadvantages, depending 

upon three conditions: (a) the type of research question, (b) the control an investigator has over 

actual behavioural events, and (c) the focus on contemporary as opposed to historical phenomena. 

In general, case studies are the preferred strategy when "how" or "why" questions are being posed, 

when the investigator has little control over events, and when the focus is on a contemporary 

phenomenon within some real-life context” (Ibid., 1). As we mentioned earlier, our research is an 

attempt to answer the “how” question, we have no control over behavioural events and finally, 

Marabou's campaign can be seen as an example of contemporary phenomenon within its real-life 

context.   

 

3.3. Research design and methods 

 The main research question for the thesis is: how a company engages with users in a 

participatory social media campaign? The main research question is divided into 3 sub-questions: 

1) How is the campaign built into the general engagement strategy of the company? 2) How do the 

elements of the campaign facilitate engagement? 3) How do users engage with the campaign on 

cognitive level? 

 Two methods were used to collect the data:  

 1) Document analysis, that implies the analysis of the sources related to Marabou's 

communications regarding #KRAMKALAS in digital media: Kramkalas webpage on Marabou's 

official website, all posts tagged with #kramkalas on official Facebook, Youtube and Instagram 

accounts of Marabou (the 3 official social media channels that are stated on Marabou's website 

(Marabou.se 2016)) made in the period of the first 3 months after the campaign launch – from 
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January 21
st
, 2016 to April 21

st
, 2016. #Kramkalas hashtag and the dates of posting (from January 

21
st
, 2016 to April 21

st
, 2016) were the only selection criteria for the posts on Marabou’s social 

media accounts: as a result there were identified 4 videos on Youtube, 14 posts on Facebook, 13 

posts on Instagram.  

 The document analysis contains the elements of (1) qualitative content analysis as “the 

process of organizing information into categories related to the central questions of the research” 

and “entails a first-pass document review, in which meaningful and relevant passages of text or 

other data are identified” (Bowen 2009, 32) and (2) visual analysis, since most of the content 

contains pictures or videos.  

 2) Qualitative semi-structured interviews, where the interviewer develops and uses an 

interview guide, but is able to follow topical trajectories in the conversation that may stray from the 

guide when he or she feels this is appropriate (Cohen and Crabtree 2006). 

 The target sample is 8 interviews with people 18+ years old, living in Sweden for at least 6 

months, users of any social media. No more additional eligibility requirements were set on 

recruiting phase (all other factors were not controlled). The method of recruitment was the 

“snowball”, or chain-referral sampling, where “the researcher collects data on the few members of 

the target population he or she can locate, then asks those individuals to provide information needed 

to locate other members of that population whom they know” (Crossman 2016).   

 As a result the factual sample consisted of 5 females and 3 males, aged 22-27 years. All the 

respondents are master students from Swedish universities (Uppsala University, KTH, Lund 

University) living in Stockholm and Uppsala. None of the interviewees participated in 

#KRAMKALAS campaign. The average length of the interview was 20 minutes. The data was 

collected from March 15
th

 till April 26
th 

2016. The interviews were recorded and transcribed.  

 The interview scenario included the card that showed the campaign description in English and 

Swedish (Appendix 1) and questions on overall perception of the campaign, motivation for 

participation and social media usage patterns (see the interview guide in Appendix 2). 

  The coding procedure used for both document analysis and interview data analysis is open 

coding that is defined as “the analytic process through which concepts are identified and their 

properties and dimensions are discovered in data” (Strauss and Corbin 1998, 101). In contrast to 

line-by-line way of doing open coding (Strauss and Corbin 1998, 119), the open coding in the 

research at hand is done by analysing the whole sentences or paragraphs, which is “especially useful 

when the researcher already has several categories and wants to code specifically in relation to 

them” (Strauss and Corbin 1998, 119).  
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3.4. Research design and methods limitations 

 The research has a wide range of limitations.  

 First of all, for the research sub-question 1 (how is the campaign built into the general 

engagement strategy of a company) the data would be enriched by the expert interviews with the 

company's representatives. The outcomes got by analysing visible and explicit activities of the 

company in digital media without having any first-hand insight on business strategy behind these 

activities is quite limited. These experts were not reachable for the researcher and even if they were, 

they would be rather communicating in line with the company’s communication and PR strategy 

than disclosing “true” business goals.  

 Secondly, the chain-referral recruiting applied for finding interviewees leaves little control 

over the sampling for researcher: though representativeness is not so important in qualitative 

approach (in contrast to quantitative research), this sampling method may reduce diversity of 

opinions. As a result of this recruiting approach all of the interviewees turned out to be master 

students, which is quite a special category, that definitely cannot represent the whole spectrum of 

audience being exposed to the campaign. This is why interviews are seen as a secondary and 

additional source of data in the study. 

None of the interviewees has participated in the campaign – this makes it impossible to link 

cognitive processing and motivation to behavioral component of engagement. The factor of attitude 

towards Marabou brand or being its loyal consumer was not controlled, that also limits 

opportunities for analysis. 

Inaccessibility of wider audience is partly a matter of the researcher’s personality and 

background (the researcher is a foreigner). Also the researcher’s background in quantitative research 

and the lack of qualitative discussion moderating skills might have influenced the length of the 

interviews and fast data saturation (the answers got predictable for the researcher quite soon). 

 The situation of exposure of campaign materials (which in this study are represented by one 

stimulus card – see Appendix 1) to interviewees is quite artificial and far from real experience. It 

makes it impossible to properly dip the respondent into the campaign. 

 As it has been mentioned before, #KRAMKALAS is a wide transmedia campaign: besides 

digital, it includes TV, radio, press and outdoors media coverage (Rågsjö Thorell 2016). Though the 

focus of this thesis is on digital media some additional analysis of communications in other media 

could be helpful.  

Finally, the restrictions of master thesis writing process, form and timing are an apparent 

limit too. 



38 

4. Analysis 

  

4.1. Document analysis 

Marabou’s website 

Marabou's official website may be seen as good starting point for the campaign analysis.  

The first that a site visitor sees on the start page is a picture of two hugging women with 

“Kramkalas” logo (Fig. 6) (Marabou.se 2016). By clicking on logo one gets redirected to a sub site, 

devoted to the campaign (Kramkalas.marabou.com 2016). Marabou introduces the campaign by 

video advertisement that promotes hugs and explains the campaign mechanics and the following 

introduction (translated from Swedish): 

 “When Johan Throne-Holst opened the doors to the Marabou chocolate factory 100 years 

ago the world looked very different. His goal was obvious: everyone - poor and rich - should be 

able to enjoy chocolate. So he lowered the prices to do it. 100 years later, it turns out that Johan 

Throne-Holst was right. 

 Today there is Marabou chocolate in every man's and woman's home. The reason is probably 

just as simple as it is true: chocolate makes people happy. Of giving and receiving. And of eating it 

together with someone. 

 So when we celebrate our 100 years, we want to do something more than just congratulating 

ourselves. We want to invite the Swedish people to do something that will hopefully make society a 

bit nicer. There is in fact a gesture that will make you feel both happier and more generous: the hug. 

 And there is certainly no lack of people who would need a little of a greater generosity. Both 

here at home and beyond our borders. Today about 30 million children are estimated to be on the 

run around the world. So when you hashtag a hug image with #kramkalas, we promise to donate a 

krona (and by extension the warmth and kindness) to those who need it most - children refugees. 

 Let the hug party start” (Kramkalas.marabou.com 2016). 
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Fig. 6. Screenshot of Marabou’s official website: start page. Source: Marabou.se 2016 

 

This description and, in particular, the idea of making people happy of giving and receiving, 

eating chocolate together with someone, may indicate that Marabou brand initially positions itself 

as a “social” brand in a sense that consumption occasions to some extent include “others” (in 

contrast to some premium brands of chocolate, that may base on more individualistic occasions 

when someone sophisticated indulges him-/herself with chocolate). That is to say, besides being 

trendy (Kozinets 2014), the concept of social brand engagement (in contrast to consumer-brand 

individual engagement) also seems to fit Marabou brand quite naturally.  

 On Marabou's website one also meets Barbro – the main character of the campaign (Fig. 7). 

Barbro is a puppet that may probably make the audience relate it to kids (and engage children 

audience as well). The story of Barbro looks like this (translated from Swedish): “Barbro has 

worked at Marabou quality department for about 30 years. One can confidently say that she loves 

our chocolate. During our 100-year celebration she has been commissioned to visit different places 

around the country. She has only one mission: to get as many people as possible to be hugged. A 

mission that she takes very seriously. Sometimes with some unconventional methods ...” 

(Kramkalas.marabou.com 2016). On many of the pictures of Barbro, she holds a smartphone in her 

hand with a hug picture. Barbro is quite a funny character. On top of everything she has a funny 

pronunciation that makes the phrase “Barbro från Marabou” (“Barbro from Marabou”) especially 

comical (users comment on that as well). Barbro's voice is provided by Björn Carlberg (Rågsjö 

Thorell 2016) who is also the voice of puppets from “Kjell”, a Swedish comedy TV-series from 
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2015 about “Kjell from Bagarmossen, his obsessed mother Birgitta and her paranoid boyfriend 

Peter” (Tv4play.se 2016). She is a symbol of the campaign and she is supposed to show up in 

Marabou ads throughout the year (Rågsjö Thorell 2016).  

 

 Fig. 7. Screenshot from Marabou’s official website: Barbro. Source: Marabou.se 2016 

 

Further there is information about “hug effect” (Fig. 8). This is a video interview with 

Kerstin Uvnäs Moberg taken by Barbro (translated from Swedish): “A hug is not just something 

nice that will take you closer to another person. When you hug someone a substance called oxytocin 

is being secreted. A substance that reduces stress, creates greater confidence and makes you 

ultimately more generous. Kerstin Uvnäs Moberg is a specialist in oxytocin and what it does to the 

body.” (Kramkalas.marabou.com 2016). 



41 

 

 Fig. 8. Screenshot from Marabou’s official website: Hug effect. Source: Marabou.se 2016 

 

Finally there is a section introducing Rädda Barnen organization (Fig. 9) (translated from 

Swedish): “No child should be harmed. But right now millions children became refugees. Rädda 

Barnen is there to give them help and a warm embrace. They are working to save lives and to 

provide security and protection from the dangers of a disaster and along escape routes. Here you 

can read more about Rädda Barnen” (Kramkalas.marabou.com 2016). The placement of this section 

and the role of this element in the communications remind of commercial origins of the campaign – 

its “hugging” and entertaining part looks more solid in comparison to charity element.  
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 Fig. 9. Screenshot from Marabou’s official website: Rädda Barnen. Source: Marabou.se 2016 

 

Marabou’s accounts in social media: Youtube, Facebook and Instagram 

Marabou Youtube channel has 637 subscribers and almost 800 000 views overall. Since the 

campaign started on January 21
st
 two videos were posted – the main video, introducing the 

campaign and video interview with Kerstin Uvnäs Moberg (in fact the same two videos that were 

posted on the official Marabou website), plus the versions of these videos with Norwegian subtitles.  

Original versions have respectively about 5500 and 2500 views by the end of April. Youtube users 

tend to not comment on the videos (for example the “main” video has only 16 comments, most of 

those are quite short).  

 Though examining all the content posted through Marabou Youtube channel is out of scope 

of this analysis – more traces of brand “sociality” may be found here. For example, on Christmas 

2015 Marabou organized consumer contest “Bygg ett eget chokladhus” (“Build your own chocolate 

house”). One more example is Marabou's contribution to TV reality show “TV-Soffan” (“The TV-

Sofa”), where people are looking for someone to watch TV with or, so to say, “to share sofa with”.  

 Marabou's official Swedish Facebook page is followed by more than 426 000 users. An 

interesting detail can be found in the page description (translated from Swedish): “Marabou's page 

on Facebook was found in 2008 by Frederik Madsen, one of our biggest Marabou fans from 

Denmark. The page has since quickly become a natural gathering place for all chocolate lovers, 

both in Sweden and all over the world” (Facebook.com/marabou 2016). One never knows whether 

it is a marketing legend or truth, however it naturally fits into participatory nature of social media 
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landscape. 

 From launch of the campaign till April 21
st
 23 posts were made by Marabou on Facebook – 

14 of them are tagged with #kramkalas. On the launch, Marabou made a post with a picture of two 

women and description of the campaign (mentioned in the introduction to this thesis), placed a 

picture with Barbro and new logo on the background, shared the results of the study on hugs 

published in Nyheter 24 (conducted by Marabou), the photo of Stockholm Globe Arena with the 

campaign ad and the video ad about the campaign (the same one that was placed on the website and 

Youtube). Afterwards there was a video that talked about the place of  “Kramkalas” campaign in the 

brand's history. From the posts one can also get to know that Marabou is a sponsor of 

Melodifestivalen (a Swedish annual music competition) and promotes #KRAMKALAS campaign 

there as well. Barbro reminded about the hug party on Saint Valentine's Day and the International 

Women's Day. There was also one product related post – the ad for Oreo.  

 Finally, there was a new participatory initiative within the campaign published on April the 

18
th:

: it was a video where Barbro asked to comment the post with the names of counterparts from 

real life who should hug each other (translated from Swedish): “There are lots of celebrities out 

there who are arguing and bickering with each other. We want to remedy. Therefore, we want your 

suggestions on who you think should hug instead of a fuss. If the hug happens we will donate 50 

000 kronas to Rädda Barnen! Good, is not it? Submit your suggestions in the comments section 

below. Hugs!” (Facebook.com/marabou 2016). 

 Overall among the comments users leave under Marabou's posts related to campaign, a few 

types can be identified: 

(1) Critical comments on palm oil and sustainability. For example, on Saint Valentine's Day 

Barbro asks: “Whom you'll give a chocolate heart on weekend?” And this is one of the users 

comments (translated from Swedish): “No one. It contains palm oil and has contributed to one of 

the largest environmental disasters in modern times - the big forest fires in Indonesia that among 

other issues threatens orangutans and large areas of rainforest. Do not benefit from deforestation 

and species extinction – do not buy products that contain palm oil. #bojkottapalmolja (“boycott 

palm oil”)” (Facebook.com/marabou 2016). 

(2) Comments on products and variants (translated from Swedish): 

 User: “I have seen the digestive in 100g but have you stopped manufacturing the 200g?” 

 Marabou: “Hi, Thanks for your question! Marabou Digestive is produced only in 100g. 

/Marabou team” (Facebook.com/marabou 2016). 

(3) Comments on the campaign that can be divided into critical and informational ones: 

(3.1) Critical comments (translated from Swedish):  



44 

 User: “Sell your best hug picture for 1 krona. Then Marabou can use the photos in 

advertising for many years ........” 

Marabou: “Hi Elisabeth! This year we turn 100 years old, so when we celebrate our 

anniversary, we want to get as many people as possible to hug while donating money to Rädda 

Barnen. Our goal is to work together to gather 1 000 000 hugs and kronas to Rädda Barnen! We are 

of course very happy if you want to join the hug party but we are absolutely not going to use your 

photo without your permission. Have a nice week! / Marabou team” (Facebook.com/marabou 

2016). 

(3.2) Informational comments (translated from Swedish): 

 User: “Hi Marabou! How long is the campaign where you donate money to Rädda Barnen 

for the hug pictures? When is the last day to publish the pictures? We want to organize a hug party 

at the workplace and need time to organize ourselves. Thanks for reply! 

 Marabou: “Hi Matilda! How fun! The campaign runs until the 22
nd

 of October, so you have 

plenty of time :)/ Marabou team” (Facebook.com/marabou 2016).  

  

Marabou's Instagram account content during the studied period of time overall shows posts 

similar to Facebook. There were only few posts made by marabou in relation to the campaign (13 

posts tagged with #KRAMKALAS out of 21 posts made by Marabou during the studied period). 

Users posted about 30 000 Instagram pictures with #KRAMKALAS hashtag. Though having 

chocolate on the photo was not a requirement, some users still place it.  

 

4.2. Interviews analysis 

The empirical data sheds the light on some engagement drivers and barriers in 

#KRAMKALAS campaign that can be grouped into several topics: 

Engagement drivers include such themes as (a) Good cause or help for children; (b) Easiness 

of participation; (c) The idea of hugging 

Engagement barriers embrace (a) Alternative ways of donating; (b) Commercial element and 

no trust; (c) Unwillingness to be affiliated with brand; (d) Obscurity of communication; (e) Lack of 

information; (f) Not easy to participate; (g) Lack of personal interest or relevance. 

 Engagement drivers 

a) Good cause or help for children 

 The cause itself and help for the children was one of the first drivers for engagement 

mentioned by interviewees, this is how they motivate their will to participate in the studied 

campaign and other similar campaigns:  



45 

“Because it is a very good cause... because I think refugee children need those donations”; 

“I would definitely participate even though they were asking 1 krona from me. I mean I would definitely 

participate for refugee children”; 

“Interviewee: Just to help them because as a citizen I really think that those children, especially children 

need some help, some environment to live, so.. and to understand how is living in other countries which is 

totally different than they used to live. It is really huge need to assist them. Help them out.  

Interviewer: So you feel like you can really help when participating in this campaign? Interviewee: Yes, 

yes. Because I don't think that the campaign gives you any doubts whether to do it or not. They say that if 

you do one hug, we will give them 1 krona and my imagination helps me that if sort or hundred people do 

it then refugee children will get really good help”; 

“First of all, because it's help for children”; 

“It's a really good cause, it's easy to participate, and there is some direct benefit to someone from my 

participation”; 

“...since it goes to charity for the children in world I think it's a good project”. 

 b) Easiness of participation 

 One more important motivator is that it is easy to participate: 

“Because it is a very good cause, and easy to do, you must just take a friend, take a photo, use a hashtag 

and there will be donation”; 

“So it's nothing demanding, so I would definitely do it”; 

“It is easy to find someone that you could hug, for example your boyfriend or girlfriend, make this picture, 

it is good for both of you and also it leads to money coming to the funds”; 

“People like to share pictures on social media. And it doesn't take a lot of energy to do this... Hugging and 

then posting on Instagram or Facebook. So it is easy to do as well”; 

“It is easy thing to do something good for other people”.  

 c) The idea of hugging 

 There were no verbal claims that participating in #KRAMKALAS campaign would be fun. 

However, some non-verbal reactions and sideway statements may signify that the idea of hugging 

helps the campaign to “strike the right emotional chord” (Putnam 2016): 

“I would personally give a hundred hug [laughs]”; 

“It's very kind campaign I think”; 

“It's really nice and inviting”; 

“...it is easy to find someone that you could hug, for example your boyfriend or girlfriend, make this 

picture, it is good for both of you”; 

“Interviewer: I've checked this hashtag on Instagram and there are already more than 25 000 people. Why 

do you think they do that? 

Interviewee: Maybe they like hugging [laughs] . . . Maybe just because of the idea of hugging. That's 

why”. 

 Engagement barriers 

a) Alternative ways of donating 
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 Since the cause and the possibility to donate is mentioned among the first drivers for 

participation, one of the barriers for participation is other ways of donating, that are seen by the 

interviewees as more proper: 

“And I didn't think that social media, especially Facebook, can make such changes by the campaign. What 

sort of campaign I've been participating in is signing the petition against government or some groups to 

change something for better. Because I don't know .. I more believe in changes via signature or something 

else rather than putting my comment or giving additional “like” for something that it would change 

something. So in liking and such a little... such a little action I would call I have less belief in than via 

petition stuff”; 

“I remember I had donated but not in this way”; 

“I sign some petitions on change.org. Then I donated some.. I have some companies that I support with 

donations on monthly basis”; 

“Maybe I will support more likely the organization itself rather than by advertising some commercial 

product”. 

 b) Commercial element and no trust  

 The commercial element of the campaign (or, simply speaking the fact, that the campaign 

was organized by a commercial entity) may be the reason for reluctance to participation too. First of 

all, it looks like people do not expect commercial organization to act in accordance with sharing 

principles or give something “for free”. For example, one of the interviewees did not grasp the idea 

of the campaign at first and commented the following way:  

“I think it might be good campaign, but of course I was really happy because it was really voluntary based 

… and it was to sort of... advertise… to hug people and to help others but then later on when they asked 

for money I saw, I felt a little bit disappointed because I was expecting it to have a voluntary nature, 

without any financial material, so... but at least it is really little, and this is little from many people can 

make real difference”. 

 For the same reason the campaign can be often perceived as just yet one more 

advertisement, not worth paying attention to: 

“I usually don't see ads, because I don't look at them”; 

“The thing is that I'm a very skeptical person. It depends on me I guess, not ... advertisements or whatever. 

And I'm not easy influenced by those kind of things. So...”. 

 In some cases commercial logic behind the campaign significantly ruins the trust: 

“Interviewee: ...It’s hard to check whether they really will, you know, donate the money to children 

refugees… 

Interviewer: So does it feel like you don’t believe them? Like you need some proof that the money really 

goes there? 

Interviewee: I would say it’s not for helping refugees but more promoting chocolate, that’s why. So it’s 

like … something that… like… based on good intentions but more about marketing intentions… so… I 

think so.. 
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Interviewer: If it was another kind of organization, let’s say not Marabou, but.. I don’t know... Uppsala 

University. Do you think it would be…? 

Interviewee: Yeah, not commercial would be better.. because like.. if it is commercial or profit-based 

organization it means that each of their campaigns basically targets their.. like maximizing their profits. 

And if it is not commercial organization like .. or, I don’t know, just university or institution  or 

government… it’s more, I think, trustable”; 

“I feel that they use something like.. some agenda like… refugees, you know, like .. something that really 

needs to be assisted in order to maximize their profits”; 

“In this campaign I don't really see where my money goes”. 

 Since a commercial entity is expected to act upon exchange principles, the exchange should 

be equal, which is not the case in the studied campaign for some interviewees: 

“By participating in this campaign I give just like one krona to Rädda Barnen, but then I advertise chocolate 

company”; 

“Interviewer: Do you think that commercial organizations and this kind or charity events cannot go together?  

Interviewee: No, they can. Because I still believe in social corporate responsibility of the organizations. But I 

think just how they do it, like this... I mean... Did you check how many people participated? 

Interviewer: Yeah, there are around 30 000 people on Instagram.  

Interviewee: Well, it's kind of ok, but 30 000 is not a huge amount of money, so... I mean they could... They 

easily can donate 300 000 kronas to the organization...”; 

 The latter may be especially fair, having in mind such a cross-media campaign might be 

quite costly.  

 c) Unwillingness to be affiliated with brand 

 One more reason not to participate in the campaign may be that people do not want to be by 

any means associated with a particular brand or any brand in general.  

“One thing could be that people don't want to be affiliated in any way with Marabou. Or just any company”; 

“Interviewer: And what can stop people from participating? Why can they be reluctant? 

Interviewee: I would say if they don't like the company that stands behind the project. For example maybe they 

want to give to charity but they don't like the company they are cooperating with. So if you don't like the 

chocolate company or whatever, that could be reluctant”. 

 Sometimes it can be rooted deeper: even if the company does something “good” right now, 

people may avoid collaborating if it fails in other fields of corporate social responsibility: 

“For example with this company it can be if people think that ethically charity is good thing but maybe they 

have done something else that isn't ethically good for the environment or things like that. So that could also 

prevent people if they think that some companies are doing bad things for the environment or so...”. 

 The latter is also in line with the analysis of consumers’ comments under the campaign's 

posts: though helping refugee children is nothing to do with palm oil, people use the posts as an 

opportunity to make Marabou's weaknesses in the field of sustainability more visible. 

 d) Obscurity of communication 
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 There were some complaints about the campaign being obscure, there is no “clear call to 

action” (Putnam 2016): 

“I didn’t get idea. What it’s all about. Like... the purpose of the campaign… Like… where the money goes, 

donations.. so they just say it at the very end. So that they do donations to children… It’s not really clear. It’s 

hard to grasp what is the campaign about. I don’t know.. for me.. And the way you can donate...”; 

“From the first reading you don't get what they want from you. They want you to donate one krona or... 

hashtag... I even didn't understand if they want me to take a picture of hugging. So after you explained I can 

see it”. 

 e) Lack of information 

 One more point for campaign improvement is that it needs more information about the 

cause: 

“Interviewee: Probably they could give some numbers... about refugees or why they need any help or how the 

company is going to help them with this 1 krona contribution. Is it sort of only money that they're going to… 

refugee kid or are they giving themselves presents... or in what sense the company is going to contribute in 

better lives or presents of refugee kids. 

Interviewer: So do I understand it right that it would be nice to know more about how the company is going to 

spend this money? 

Interviewee: yes, exactly and also to give some people ground... why these refugee kids need help. Or which 

refugee kids – here in Sweden or somewhere in conflict zones, where? . . . I think it could attract more people 

if one had better of more information on the campaign”. 

 One of the respondents participated in the campaign devoted to same-sex marriage in 

Finland and this is how she explained why the campaign was good and worth participating in: 

“And then also the campaign was really good. It was a lot of information, a lot of relevant information, 

explaining what the law was about and it had very nice visual elements...”. 

f) Not easy to participate  

 Though the easiness of participation was seen as a motivator earlier, it may also be quite 

relative and subjective: 

“I think one obstacle to joining this could be that you need 3 persons to join – two that hug and then one that 

takes a picture. . . . Because it is hard to spontaneously participate. If it's only liking something on social media 

or sharing it, then you can do it alone and you can do it immediately. But here you have to see this first, then 

you have to meet up with too persons and then still remember that you are about to take this picture”; 

“Or if you don't have any friends. But you can hug a tree or something...”. 

g) Lack of personal interest and relevance 

 The lack of personal interest and irrelevance is not a declared barrier for participation in 

#KRAMKALAS but it was detected in interviewees' reflections on the campaigns they really took 

part in. In other words, respondents never said that the cause used in the studied campaign is 

personally relevant or not relevant for them however in most cases when they speak about the 
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campaigns they participated in, personal interest and relevance comes to the fore. For example, this 

is what one of the interviewees said about her motivation for participating in body activism 

campaign: 

“Because I am personally interested in that. It is also about my experience. And since I posted something about 

my scar … I was part of... norms against beauty standards. Because it is supposed to make me uglier... And this 

is like I said something I support personally...”. 

 One more example comes from the respondent who participated in Lucia Parade campaign 

(mentioned in the theoretical chapter of this work): 

“Well... Because of the charity aspect... I think it's important to support such an organization that try to 

decrease bullying in school. Because I know myself how it was for my friends and me when some people were 

not that nice so... Own experience.. and then I also thought it was something fun to do that you transform your 

profile photo. It was fun too, yeah. So both for charity and because it was fun. And then the company 7 

Eleven... I think that they sell nice products so... I thought that I could... like... promote them as well, I didn't 

have any problem with that”. 

 One of the participants of “Celebrate Pride” campaign on Facebook (the campaign that 

suggested changing avatars in support of the LGBT community) also explained, that it was 

something he personally relates to: 

“Yeah yeah, now I remember that I have one of profile pictures colored in a rainbow theme. Because I'm kind 

of person... And it was fun, interesting and good I think.... . . If something happens that I really care about then 

of course I will… I will do this...”. 

 There is an interesting observation on possible negative correlation between relevance and 

easiness or fun. For example, this is how one of the interviewees spoke about her experience: 

“Another really nice initiative that I supported but didn't participate in myself was a Danish one on migration. 

So there was some kind of anti migration or anti muslim campaign in Denmark. And then a politician initiated 

a movement against it showing that migrants and muslims are well-integrated and part of Danish society. Some 

migrants were used to hold up a sign saying “Once I was a migrant, now I am..” and then whatever they were. 

It's also very easy to join and very visual. It caught a lot of attention in social media.”  

 Apparently the interviewee could not actively participate in the campaign since she was not 

a migrant, in other words she has never personally gone through the experiences the campaign 

touches upon. But as soon as one wants to join as a sympathizer, the element of “easiness” shows 

up in the reflections about motivation. 

The categories got as a result of open coding and further analysis can be summarized in the 

table below (Fig. 10). Overall it can be seen that there are more barriers than drivers for engagement 

in the campaign. Most of the barriers are cognitive. An attempt to group the engagement barriers 

reveals 3 types of cognitive barriers: company-related, message-related and user-related. The group 

of company-related barriers is the biggest. 
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 Engagement drivers Engagement barriers 

Cognitive Good cause or help for children 

(charity element) 

Company-related: 

  (1) Alternative ways of donating 

  (2) Commercial element and no trust 

  (3) Unwillingness to be affiliated with brand 

Message-related: 

  (4) Obscurity of communication 

  (5) Lack of information 

User-related: 

  (6) Lack of personal interest or relevance 

Emotional The idea of hugging  

Behavioral Easiness of participation Not easy to participate 

Fig. 10: Summary of engagement drivers and barriers in #KRAMKALAS campaign. Source: own illustration 

 

4.3. How is the campaign built into the general engagement strategy of the company?  

Kozinets’ approach to strategies for leveraging brand engagement was mentioned earlier in 

the theoretical framework for this work. Kozinets bases upon two underlying premises: first, 

“engagement practices, with their creativity and endorsement functions, can be largely initiated and 

maintained by either consumers or companies” and second, “successful relationships must balance 

the security and comfort of intimacy with the stimulation and novelty of excitement” (Kozinets 

2014, 11) and outlines 4 strategies to leverage social brand engagement (Fig. 3) (Ibid., 11-12).  

It is quite hard to define which particular strategy of those outlined by Kozinets (2014) the 

campaign fits. On the “Intimacy-Excitement” axis it is likely to skew to excitement: the idea of hug 

party on its own and various entertaining elements of the campaign (such as Barbro, Music Festival 

etc.) are the evidence for that. However it does not clearly fit to neither “Co-Creation” nor 

“Communication and sharing”: on the one hand, users in some sense “co-create” with brand by 

uploading pictures with hugs and therefore generating particular content under #KRAMKALAS 

hashtag, it is not just a branded content or advertisement aimed to be shared by users. On the other 

hand, the campaign is not “consumers-led” as co-creation is supposed to be – it is launched and 

strongly pushed by the brand and its communications through various channels. This is why it can 

be suggested that the #KRAMKALAS campaign's place in Kozinets' framework is between “Co-

Creation” and “Communication and sharing” strategies. However it is worth noticing that the 

strategical character of the campaign can vary and include the elements of other strategies 

depending on the social media platform it is communicated through. As it was mentioned earlier, 

users leave critical comments and other questions not related to the campaign under campaign posts 

on Facebook and Marabou does not leave any comment without a reply. This looks like 
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implementing “Customer care” strategy. It is also important to notice that Marabou tries to be 

transparent – critical posts are not deleted even when they contain boycott hashtags. Moreover each 

reply starts with the name of the person who asked the question – though it probably happens 

thanks to Facebook code rather than Marabou team's effort, it seems to be in line with 

personalization and building intimacy strategies. “Communing and listening” is the most difficult 

strategy to track - “listening” processes can hardly be visible. However the post that suggested to 

name the persons who should hug in the comments may play some “listening” role since it 

provokes conversations around brand that can, for example, be used in the future if the company 

wants to use celebrities in their communications. In the framework of #KRAMKALAS campaign 

Instagram can be seen as a platform for “Co-creation”: as a natural and expected result of the 

campaign most of the content with #KRAMKALAS hashtag is generated by users. Youtube is likely 

to play “Communication and sharing” role - it looks like a place where the company stores its reels 

and doesn't interact with the users that much (however it may be fair for the studied campaign only, 

since Youtube can turn into “co-creative” field for campaigns with other mechanics and rules). 

Pushing users into “Authentication” form of social engagement with brand of Kozinets 

model (Kozinets 2014), that implies high extent of both social endorsement of brand and social 

creativity of brand, would probably be the most desirable (yet the most hard to achieve) outcome of 

participatory campaign in social media. However, it may be assumed that #KRAMKALAS is more 

likely to push people into “Activism and Creation” form of social engagement with brand, that is 

described as a form with high creativity and low brand endorsement: “the various social and 

creative activities in which consumers engage that do not necessarily endorse the brand” (Kozinets 

2014, 10-11). As the interview data shows, charity is the element of high importance and it seems to 

be the social activity Kozinets speaks about. The weight of the charity element may potentially 

alienate participants from the brand. This alienation might be strengthened by the fact that neither 

the campaign hashtag contains anything related to the brand, nor the pictures are supposed to show 

Marabou product.  However it might be a good sign from the campaign perspective, since it can 

help to engage not only those who are loyal consumers of Marabou, but also people sympathizing 

refugees or willing to have fun by posting pictures with hugs. It may be a way to diminish the 

barrier related to not wanting to be affiliated with any brand, mentioned earlier. When reflecting 

about the barrier for participation, one of the interviewees said:  

“Yeah, maybe, if you entirely hate that chocolate [laughs]. Or the brand [laughs] . . . but I also don't think that 

you should be a huge fan to participate either”. 
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4.4. How do the elements of the campaign facilitate engagement? 

The main engagement driver in the campaign is the charity element or the opportunity to 

help children. However overall there are more cognitive barriers than drivers for engagement in the 

campaign. An attempt to group the engagement barriers reveals 3 types of cognitive barriers: 

company-related, message-related and user-related, where the former is the biggest type. It signifies 

users critical attitude towards commercial origins of the campaign. 

The #KRAMKALAS campaign combines few social media content categories used by 

Dolan et al (2015) in their model:  

Entertaining content – Barbro, Music Festival and the hugging exercise may be seen as 

entertaining elements. Remunerative content – the 1 krona donation to refugee children may be seen 

as an incentive for participation and engagement. Relational content – the ideas of hugging, 

generosity and helping children in need may provoke “a sense of belonging, connecting with 

friends, family and society” (Dolan et al 2015, 12). As to the informational component – though it 

may be said that most of content is to some extent informational and communications on the 

campaign may be seen as “information about a brand” (Ibid.) however it may be concluded that 

“informative” role is not the most important in #KRAMKALAS campaign: the company tends to 

promote its products and variants under another hashtag (#spridlitemmm/ “spread some mmm”). 

 Dolan et al. (2015) made the hypotheses that “entertaining” and “relational” content 

facilitate “active, positively-valenced social media engagement behaviour” while “remunerative” 

content “facilitates passive, positively-valenced social media engagement behaviour” (Dolan et al. 

2015, 3-12). However the model works differently in the studied campaign: entertaining and 

relational content do not have big weight in facilitating active engagement while charity element, 

seen as a “remunerative” part of the campaign is the most driving for interviewees. Probably it does 

not fit to Dolan et al. model since donations may be seen as a special kind of remuneration, that is 

worth studying separately.  

  

4.5. How do users engage with the campaign on cognitive level? 

The motivation for participation in #KRAMKALAS campaign is likely to be extrinsic – it 

may be seen as an activity that is “done in order to attain some separable outcome” (Ryan and Deci 

2000, 60) – to raise money for refugee children, rather than an activity done “because it is 

inherently interesting or enjoyable” (Ibid., 55). It may be assumed that within the range of extrinsic 

motivations motivation for participation in #KRAMKALAS skews to a more “self-determined” 

forms, in particular “Identification”, where “the person has identified with the personal importance 

of a behavior and has thus accepted its regulation as his or her own” (Ibid., 62) – as the data shows, 
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the interviewees first of all acknowledge the importance of charity element. So those who would 

engage with the campaign would demonstrate “conscious valuing of activity”, “self-endorsement of 

goals” and “somewhat internal” locus of causality. It is hardly possible to relate motivation for 

participation in Marabou's campaign to “Integration” or the most self-determined form among 

extrinsic motivations: since the action is prompted from the “outside” it can hardly facilitate fully 

internal locus of causality. Referencing research done by Connell and Wellborn, Ryan and Deci 

(2000, 63) say that “more autonomous extrinsic motivation is associated with greater engagement”. 

Therefore it would be logical to assume that people who do not want to engage with the campaign 

perceive locus of causality as more external and therefore their motivation would be less 

autonomous or less self-determined. Indeed, if the 1 krona donation is seen as a reward, the 

motivation can comply with the least self-determined form of external motivations which is 

“External regulation”. And it may be proved by the data from interviews: people may be reluctant to 

participate because they see the company or commercial element as a third party performing 

external control and pursuing its own goals; moreover they can alternatively perform the same 

behavior (donating) without this third party, by donating directly to the organization.  

 As it was mentioned earlier in the theoretical framework, Ryan and Deci outline some 

aspects that can make externally prompted behaviors more self-engaging (Ibid., 64). One of those 

aspects was relatedness: “people are likely to be willing to do the behaviors that are “valued by 

significant others to whom they feel (or would like to feel) connected, whether that be a family, a 

peer group, or a society. This suggests that the groundwork for facilitating internalization is 

providing a sense of belongingness and connectedness to the persons, group, or culture 

disseminating a goal” (Ibid.). Another aspect is providing behaviour that is not intrinsically 

interesting with meaningful rationale: “to fully internalize a regulation, and thus to become 

autonomous with respect to it, people must inwardly grasp its meaning and worth” (Ibid.). In the 

studied campaign both aspects are met – the hugging concept and the cause itself provide 

relatedness aspect, while charity element – meaningful rationale.  
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Conclusion 

  

The thesis at hand was an attempt to contribute to the knowledge of brand-led participatory 

campaign engagement in social media by analyzing the case of Marabou's #KRAMKALAS 

campaign and answer the main research question: how a company engages with users in a 

participatory social media campaign? 

 The studied campaign combines the elements of “Co-creation” and “Communication and 

sharing” strategies: on the one hand, users in some sense “co-create” with brand by uploading 

pictures with hugs and therefore generating particular content under #KRAMKALAS hashtag, on 

the other hand, the campaign is not “consumers-led” as co-creation is supposed to be.  

#KRAMKALAS is more likely to push people into “Activism and Creation” form of social 

engagement with brand, which is described as a form with high creativity and low brand 

endorsement. 

The analysis helped to define the following engagement drivers and barriers in the studied 

participatory campaign. Engagement drivers are (a) good cause or help for children, (b) easiness of 

participation, (c) the idea of hugging. Engagement barriers include (a) alternative ways of donating; 

(b) commercial element and no trust; (c) unwillingness to be affiliated with brand; (d) obscurity of 

communication; (e) lack of information; (f) not easy to participate; (g) lack of personal interest or 

relevance. There are more cognitive barriers than drivers for engagement with the campaign. Most 

of the barriers are related to the company (or commercial origins of the campaign) and it is in line 

with the notion of low brand endorsement mentioned above. 

#KRAMKALAS campaign combined few types of content: entertaining content – Barbro, 

Music Festival and the hugging exercise may be seen as entertaining elements; remunerative 

content – the 1 krona donation to refugee children may be seen as an incentive for participation and 

engagement; relational content – the ideas of hugging, generosity and helping children in need may 

provoke “a sense of belonging, connecting with friends, family and society” (Dolan et al 2015, 12).  

Charity is a special element within the studied campaign and can be seen as “remunerative” 

part of the campaign. In contrast to Dolan et al. model, assuming that “remunerative” content causes 

more passive engagement, the charity element of the #KRAMKALAS campaign is the most driving 

for interviewees, i.e. could potentially provoke action and active engagement in absence of 

company-related barriers. 

 Within the range of extrinsic motivations motivation for participation in #KRAMKALAS 

skews to a more “self-determined” forms, in particular “Identification”, where “the person has 

identified with the personal importance of a behavior and has thus accepted its regulation as his or 
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her own” (Ryan and Deci 2000, 62) – as the data shows, the interviewees first of all acknowledge 

the importance of charity element. It plays a role of “meaningful rationale” (Ryan and Deci 2000) 

for participation, that is initially externally prompted. 
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Future research 

 

In the future research it would be interesting to study relationships between various elements 

of a participatory campaign in social media and aspects of engagement (cognitive, emotional, 

behavioral). Specifically, the correlation between cognitive engagement drivers and barriers and 

behavioral component of engagement could be relevant and timely for studies in the field of 

communications and marketing.  

The opportunity to donate to a cause as a remunerative component of participatory 

campaigns should be explored further. It can potentially contribute to the extension of uses and 

gratifications theory. 

 The application of social exchange theory in combination with the model of extrinsic and 

intrinsic motivations to the analysis of engagement cognitive processing can contribute to building 

the framework for future studies of participatory campaign engagement in social media. 
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Appendix 1: Stimulus-card used during the interviews 
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Appendix 2: The interview guide 

 

INTRODUCTION 

I'm a digital media student and I study what people do online. Currently I'm doing research about 

the way people participate in digital campaigns.  

 

I have an example of such campaign, which I want to share with you. Maybe you have  already 

encountered it, maybe you will see it for the first time. I want you to read it and tell me what you 

think of it. You can take as much time as you need. 

 

FIRST IMPRESSIONS/OVERALL ATTITUDE 

Q1. What do you think about this campaign? What is your first impression?  

Q2. Have you seen it already? 

 

MOTIVATION 

Q3. Would you participate in this campaign?  

Q4. Why? 

Q5. More than 25 thousands people have already posted pictures with #kramkalas hashtag on 

Instagram. Why do you think they've done it? 

Q6. In your opinion, what stops other people from participating in this campaign? 

 

BRAND ENGAGEMENT 

Q7. Why do you think Marabou organized this campaign? 

Q8. Now when you know about #kramkalas campaign, do you think you feel more positive or more 

negative about Marabou? 

Q9. Imagine that such campaign would be organized by a regular person/group of people or non-

commercial institution. Would more or less people participate?  

 

PERSONAL MEDIA USAGE HABBITS  

Q10. What social media accounts do you have? How do you use them? How often? How many 

subscribers/subscriptions do you have? Do you use hashtags? 

Q11. Have you ever participated in any kind of online campaigns? It may be any campaign on 

Internet, for example, #inteerkvinna, Ice Bucket Challenge etc...  What was the campaign about? Do 

you remember what motivated you to take part? 
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Appendix 3: Transcripts of the interviews 

Interview 1 

A: So I think we can start. As you may know I'm studying participatory culture and the way people 

behave online. And.. first of all I have the example of a campaign that I want you to read carefully. 

You can take your time, just read it. 

C: [reads the material] 

A: What do you think? 

C: That's a very nice idea, I like it. 

A: Have you seen it? 

C: No. I usually don't see ads, because I don't look at them.  

A: Yeah... and it was only in Stockholm I guess... this is also why you probably didn't see it….. 

Would you participate in this kind of campaign? 

C: Yeah, I would. 

A: Why? 

C: Because it is a very good cause, and easy to do, you must just take a friend, take a photo, use a 

hashtag and there will be donation. 

A: Hm.. 

C: It is very very easy and it's a good cause. 

A: Why is that a good cause? Why you think it's a good cause? 

C: Yeah, because I think refugee children need those donations. They don't have money.  

A: And why do you think other people participate in this campaign? Because there are already like 

more than 25 thousands people using this hashtag on Instagram... Why do they do that? 

C: I think they would do the same. I think they would think the same as me that's why they would 

do it. 

A: Do you think there is something that may stop people from participating in this campaign? 

C: Is there something? 

A: Some barriers.. 

C: Yeah, maybe, if you entirely hate that chocolate [laughs]. Or the brand [laughs]. If you like .. 

Aah, I don't mind it at all, I think they wouldn't participate but I also don't think that you should be a 

huge fan to participate either. So.. That would be a barrier.. Or of course, if you don't use Instagram, 

that would be a barrier. Digital divide. But we're in Sweden, so I wouldn't say there is much of a 

digital divide. I don't think there are many barriers in this case, because it is fairly easy.  

A: Hm.. 

C: Or if you don't have any friends. But you can hug a tree or something... 

A: Yeah, that could be a problem [laughs] 

C: I don't know... We have family.. Maybe your mum you can hug [laughs]. 

A: Yeah, ok. So why do you think Marabou organized this campaign? 

C: I think it is good publicity. Above everything else, let's be realistic and honest, I think the main 

reason is publicity 

A: You mean PR or..? 

C: Yes. People would like: “Oh, yeah!!..” because it is a famous brand... 

A: Hm.. 

C: But I think it would make people even more supportive if they see this brand from now on. … 

They launched this really nice campaign for refugees and they're nice and you'll be more willing to 

buy stuff... I'm sure, I'd say. I would do that. I mean, let's say... I don't know what companies do 

with their spare money. But in this case you know that this people are kind of trying hard for the 

refugees. So instead of buying another brand of chocolate you could prefer this one. ...You would 

maybe want to support this company, so they can keep up doing whatever they do. I don't know if 

I'm making any sense.  

A: So if speaking about you personally, now, after you know about this campaign, do you think that 
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your attitude to this brand changed somehow? 

C: Nah.. The thing is that I'm a very skeptical person. It depends on me I guess, not ... advertisments 

or whatever. And I'm not easy influenced by those kind of things. So.. 

A: So you're saying that your attitude would not change but probably other people would..? 

C: Yeah. I mean I wouldn't specifically go for this brand just because of this. But if I'm buying 

something from that brand this would come up in my mind. So... that kind of correlation.  

A: Hm, interesting... 

C: Like I said, I'm a very skeptical person, I don't usually go for those kind of things 

A: Ok, so you have Instagram account, I know. How often do you use it? 

C: Not so often, to be honest. I sometimes just look at peoples' photos, like them. I don't post so 

many things myself.  

A: Do you use hashtags? 

C: Yeah, I do, but I usually use very non-sensical ones. Either I create them myself. I kind of like 

making fun of things when I'm using hashtags. Like hashtag that “you shouldn't be using hashtag” 

kind of thing. Like weird stuff, you know. Like not so many.., not popular.. I don't use “no filter” 

hashtag... or.. “no make-up” hashtag. I just … [looks into her Instagram account] Here I did use 

location hashtag.. like Uppsala...  

A: So you're not doing it to make your post visible, you just do it for yourself? 

C: Yeah. And my friends circle. I'm not so concerned about making myself visible.  

A: So you say that you use Instagram not that often.. how often – once a week or..? 

C: What do you mean by “using” it? Do you mean posting? 

A: Well, I mean both.  

C: I rarely post... Let's see the last time I posted something there... [looks into her account]. It was a 

long-long time ago if I don't remember.  

A: So it's maybe several months? Couple of months? 

C: Yeah, I don't remember my last post.  

A: Ok then, it's not that important... And.. do you remember yourself participating in this kind of 

campaigns? Maybe like Ice Bucket Challenge or something with hashtags? Have you seen it - 

“inteerkvinna” hashtag? 

C: No, I haven't, but did I... Not on Instagram but on Twitter yes. What do you mean? I don't use 

Instagram for any kind of campaigns 

A: No no, not Instagram, any social media 

C: I used it for political protest on Twitter 

A: Which one? Can you... 

C: During the time of Gezy Protests. It was usually  #…. ankara... those kind of hashtags. Other 

than that I don't think I've been a part of campaign like that.  

A: And can you tell me why did you use that hashtag in Ankara protest case? I mean what 

motivated you, what were the feelings? 

C: That's rather political, you know. People were protesting on the streets, we were circulating 

information between each other. So we used the hashtags to make it easier to go there and see 

what's happening. So when there were police and when we had information... because there were 

people offline and there were people online, I was helping people offline. Every new information I 

would update. Then you have to tag it. And when people are on the streets and they can get internet 

and they are looking for those tags to see what's happening. Because they would need roots to 

escape police, violence... because there were gas, there were … And you also needed to disseminate 

very important information very quickly. So it was like ... becoming trending on Twitter.  

A: Interesting... 

C: Not so related to your thing though [laughs]  

A: No, it is related, because I'm interested in motivation overall, not only this particular campaign. 

Ok, I think that's all, but... if you want to add something? Or what do you think about this..? 
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C: Oh, ok, I actually did it last month [shows a picture of waffle on Instagram ] So I was criticizing 

this chocolate, “Kina”. I don't know when it was though... The 15
th

 of February, so... Only a month 

ago. And before that it was 9
th

 of February so.. it depends...  

A: Did you use any hashtag there, can I look?  

C: No, I didn't. But here I did because it was supposed … Ah, apparently I was a part of campaign 

body standards. This …  

A: yeah, body activism 

C: Yeah, apparently I was with one photo.  

A: Why did you participate in that campaign? 

C: Because I am personally interested in that. It is also about my experience. And since I posted 

something about my scar … I was part of... norms against beauty standards. Because it is supposed 

to make me uglier. And people were also... And this is like I said something I support personally.. 

so.. I mean... I guess I think on Instagram when I'm personally interested in something, like this. I'm 

a feminist myself so this was on the wall. I wanted it to be up there...  

A: Ok... 

C: You can see the … 

A: So do you want to add anything? Maybe  

C: No... I don't think so, there isn't.  

 

Interview 2 

A: So let's start... 

N: Ok 

A: As you probably know I study media and in this research I'm studying the way people participate  

in various digital campaigns. And I have... I want to share with you one of such campaigns.. 

N: Ok 

A: I want you to read it. You can take your time. And then I will ask you some questions. There is 

some text in Swedish and English. 

N: [reads the material] 

N: So kramkalas is a brand of the chocolate, right? 

A: No, it is the name for campaign.  

N: Ah, the name of campaign, ok. And Marabou is the name of chocolate definitely. 

A: Yeah 

N: [reads the material] 

A: So what do you think about it? 

N: I think it might be good campaign, but of course I was really happy because it was really 

voluntary based … and it was to sort of... advertize … to hug people and to help others but then 

later on when they asked for money I saw, I felt a little bit disappointed because I was expecting it 

to have a voluntary nature, without any financial material, so... but at least it is really little, and this 

is little from many people can make real difference. I think it's really good campaign. 

A: Ahh.. What did you say about the money, what disappointed you? 

N: They ask for 1 krona, right? 

A: No.. They actually don't ask, they suggest that they will contribute the money. 

N: They will contribute the money to others? Wow, that's really … it is awesome really.  

N: [reads the material again] 

N: oh, my fault, my bad.. 

A: No, it's very good that you said that  

N: yeah, because I got it in a way. Probably I was a bit in a hurry. 

A: Yeah, probably it is not a very clear communication so... It's good that you noticed it.  

N: It's a really wonderful campaign then. I'm wondering how will people behave on the street if you 

ask them something like that. I would personally give a hundred hug. 
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A: Cool [laughs] 

N: To bankrupt the company and to help the refugee children [laughs] 

A: So you would participate? 

N: I would definitely participate even though they were asking 1 krona from me. I mean I would 

definitely participate for refugee children.  

A: Why would you do that? 

N: Just to help them because as a citizen I really think that those children, especcially children need 

some help, some environment to live, so.. and to understand how is living in other countries which 

is totally different than they used to live. It is really huge need to assist them. Help them out.  

A: So you feel like you can really help when participating in this campaign? 

N: Yes, yes. Because I don't think that the campaign gives you any doubts whether to do it or not. 

They say that if you do one hug, we will give them 1 krona and my imagination helps me that if sort 

or hundred people do it then refugee children will get really good help. So it's nothing demanding, 

so I would definitely do it. 

A: And are there any more reasons that can make people participate? maybe not you but other 

people...? 

N: Probably they could give some numbers... about refugees or why they need any help or how the 

company is going to help them with this 1 krona contribution. Is it sort of only money that they're 

going to … refugee kid or are they giving themselves presents.. or in what sense the company is 

going to contribute in better lives or presents of refugee kids.  

A: So do I understand it right that it would be nice to know more about how the company is going 

to spend this money? 

N: yes, exactly and also to give some people ground.. why these refugee kids need help. Or which 

refugee kids – here in Sweden or somewhere in conflict zones, where? 

A: So, I'm probably asking similar questions, sorry... 

N: No problem  

A: Do you think that if this kind of information was provided then more people would participate? 

N: Hm.. It's difficult to say for me. Because I have sort of different ethnical background and cultural 

background. And as you know it differs for others as well. But I think it will … make it clearer... 

what the company's intention is. The purpose, that they intent to do something good for refugee 

kids. But probably one could be interested to see how they are going to do it or who is the character 

of the campaign. Are they in Sweden or elsewhere. I think it could attract more people if one had 

better of more information on the campaign.  

A: Good.. So you can see that this campaign was organized by Marabou. Why do you think they do 

that? 

N: Because... As far as I know Marabou is quite popular Swedish chocolate brand here in Sweden 

and also they produce quite good quality chocolate and I read somewhere that this brand Marabou 

together with one Finnish brand makes Europe's best chocolate... So probably for their popularity... 

more popularity... They do it or.. yes, I think popularity could be reason for it. And also the feeling 

or aspiration to do something good for others because 1 krona I don't think that it's a lot and since 

company makes no profit.. I mean if it helps out … I'll be more likely when I go to shop marabou 

chocolate than, let's say, finish one, because I know that they donate to refugee children from 

somewhere.  

A: So you think that it can influence your decision when you choose chocolate... 

N: Definitely, it can influence my decision as a customer to buy their chocolate or not. And .. the 

more positive information I will have on the brand, I'll be more likely to buy their chocolate. 

A: And if speaking about you personally, now after you read about this campaign do you feel like 

you like this brand more or..? 

N: I didn't know about this campaign.. 

A: But now you know.. 
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N: I think yes, if I consider that I'm not that person who eats a lot of sweets but definitely my 

appetite for chocolate sort of increased after I got the idea of it or to buy to give it to other person as 

a present. So  

A: Ok.. good.. So what social media do you use? 

N: I use Twitter, I use Facebook.  

A: Can you say that you are a very active user, how often do you use these platforms? 

N: Facebook – I wouldn't say I'm an active user, I mainly use it for my personal purposes, like to get 

messages or to do some business as far as possible by Facebook but in terms of Twitter I'm a really 

good user because I have fresh information coming from Twitter, like what is going on in the area 

that I'm interested in and I think it's more, let's say, informative for me to be Twitter user rather than 

Facebook one.  

A: Do you post anything on Twitter? 

N: I don't very actively. But I actively read other's posts, news and some results of negotiations and 

stuff like that.  

A: And if you post something, do you use hashtags? 

N: I don't exactly remember when I posted anything because as I said I'm not very active in posting.   

A: And when you're looking for information do you use hashtags? Just to find something? 

N: I do. When I was working for my previous employer I needed some information that was not 

that easily accessible even on google so I found several … Twitter useful by putting the specific 

names I was interested in. Yes, if I need some information that is not available on google or other 

websites then I use to Twitter for that reason, definitely. 

A: Ok.. And have you ever participated in this kind of digital campaigns? By digital campaigns I 

mean something like Ice Bucket Challenge.. when many people gather and try to change some... 

Have you heard of Ice Bucket Challenge? 

N: No, I haven't.  

A: It was a campaign in summer 2014 when people were pouring themselves with ice water or 

donating for ALS.. 

N: Oh, I have seen.. on Facebook I guess because several of my friends did it, so.. But I didn't know 

it was a part of campaign...  

A: I call it campaign... when something happens like flashmob or something... or when people use... 

there was a campaign on Instagram called “inte er kvinna” after the information about rapes and 

women and refugees.. So when people come together and try to change something with using 

hashtags and pictures and so on. What else... changing the color of avatar pictures... you know when 

the terrorist attacks .. 

N: yeah, I know 

A: so have you ever participated in anything like that? 

N: No, actually not.  

A: Can you tell me why? 

N: Because first of all I didn't know the meaning of water pouring. …whether it would have any 

benefit for anyone or not. And I didn't think that social media, especially Facebook, can make such 

changes by the campaign. What sort of campaign I've been participating in is signing the petition 

against government or some groups to change something for better. Because I don't know .. I more 

believe in changes via signature or something else rather than putting my comment or giving 

additional “like” for something that it would change something. So in liking and such a little... such 

a little action I would call I have less belief in than via petition stuff. So yeah, probably it's changing 

but I need to … about it.  

A: Ok, so if you see someones sad picture on Facebook like asking to share it to help the child or 

something like that you probably don't believe that. 

N: No, I believe in that 

A: It's ok not to believe also.  
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N: Yeah, I mean I remember I shared some time ago such cases when someone needed help and 

there was a need to spread the word among government, so I could done several times but not very 

frequently like … I don't usually participate in so sort of campaigns actively, I would say. 

A: Ok, thank you. Do you want to add anything? Any comments? 

N: I would be interested in research. What is the objective of your research? 

Do you want people to believe more in digital campaigns or...? 

A: No, I want to understand why they participate, what drives them for or what stops them from 

participation.  

N: Ok 

A: So thank you 

 

Interview 3 

A: So as you probably know I study digital media and currently I'm researching the way people 

participate in various digital campaigns. I'm going to show you one of these campaigns. [passes the 

material] So please take you time, read it carefully, there is some text in English and in Swedish.  

AN: I see 

[reads the material] 

A: So what do you think about it? 

AN: It's very cute actually and I think it regards good features of characters of people. So 

everybody likes chocolate, everybody likes hugs and third complementary feature is the children of 

refugees that will be helped by these actions.  

A: And have you seen it already? This campaign? 

AN: No, I haven't heard about it before.  

A: Ok. And would you like to participate? Would you participate in it? 

AN: Yeah, I think yes, it sound good and actually attractive. I cannot find any drawback issues in 

the content. Yeah, I would. 

A: Why would you participate? 

AN: First of all, because it's help for children. That's the first reason, most important. The second 

one because it is … chocolate. I think first of all my attention was attracted by the brand of 

Marabou. It is well-known in Sweden... chocolate. And then when you read the description of the 

campaign you also feel that you need to help children. So yes, chocolate and children work in 

combination.  

A: And do you think there is something that can stop other people from participating in this 

campaign? 

AN: Maybe some people can be not so open to give hugs. Because in some cultures it is not so 

accepted. So it is different from culture to culture.  

A: Maybe something else? 

AN: I don't know, it's a hard question.. 

A: Or maybe is there anything you don't like in this campaign? Maybe something is done wrong? 

AN: You mean the picture for example? 

A: No, overall. Something that you think probably cannot work.  

AN: Maybe the concept of hugs is a bit standardised so you know this free hugs sometimes 

happening on the streets. So maybe it could be more creative I think.  

A: Ok. Why do you think Marabou organized this campaign? Why do they do that? 

AN: I think it is related to the brand image. First of all the want to promote themselves. Not just 

promote, but promote in the context of refugee problem here in Sweden... and to show their position 

to this problem. They actually do something good to solve it. 

A: Ok. And can you say that now, when you know about this campaign, when you read it, can you 

say that you feel more positive about Marabou or more negative? I mean did it influence somehow 

on your perception of this brand? 
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AN: It's good that guys from Marabou have movement to this direction but I understand that this is 

just marketing. So we don't know how exactly it will work. But definitely it will work there will be 

money... So yes, probably it is ok.  

A: But can you say that you personal opinion about Marabou has changed? 

AN: I don't think so. I think in general it is cool that in the society companies work in this direction 

but... I think not only Marabou do this. But definitely it is not worse, the image of Marabou I mean. 

A: I know that you have Instagram account, right? So can you tell me how do you use it? 

AN: What do you mean “how”? 

A: Like how often, what do you do there? Do you post or..? 

AN: Very rarely. I just do photos of something around me. Once a month or even more rarely.  

A: So you post rarely but do you maybe browse often? 

AN: Yes, just reading posts of other users, friends, friend of friends and so on.  

A: And when you post something do you use hashtags? 

AN: Normally no. But probably I would do if I use my Instagram account more frequently.  

A: Why do you think you would do that? 

AN: I don't know... Because I think I would be more advanced user and advance users use hashtags. 

[laughs]. In order to make my pictures more findable. If I would like to promote my page. 

A: yeah, right... Have you ever participated in similar campaigns? Maybe with hashtags or maybe... 

you've probably heard of Ice Bucket Challenge... so this kind of stuff when people share and share 

and..   

AN: No, I didn't. 

A: Ok.. Then... Do you want to add something? 

AN: Yes, also my idea is that it is easy to find someone that you could hug, for example your 

boyfriend or girlfriend, make this picture, it is good for both of you and also it leads to money 

coming to the funds. It's really a good idea, yes. This is what I wanted to add.  

A: Thank you. 

 

Interview 4 

A: I study digital media and currently I’m interested in various digital campaigns that happen in 

social media. It may be advertising campaigns and so on and in particular I’m interested in the way 

people participate in this kind of campaigns. Now I’m going to show you the example and ask you 

to read it. You can take your time. There is text in Swedish and English. 

An: [reads the material] 

A: So what do you think about it? 

An: About this campaign? 

A: Yes, just your first impression… 

An: I didn’t get idea. What it’s all about. Like... the purpose of the campaign… Like… where the 

money goes, donations.. so they just say it at the very end. So that they do donations to children… 

It’s not really clear. It’s hard to grasp what is the campaign about. I don’t know.. for me.. And the 

way you can donate.. Like… 

A: Can you maybe read it one more time? 

An: [reads the material] 

An: So using basically the hashtag and they donate 1 krona. 

A: Yeah, so you just make a picture with your friend or someone with a hug, post it on Instagram, 

hashtag it with “kramkalas” and they will donate 1 krona for this kind of picture. 

An: Ok 

A: Something like that… So what do you think about it? 

An: It’s a good campaign. It is good for everybody I think. It’s hard to check whether they really 

will, you know, graduate the money to children refugees… 

A: So does it feel like you don’t believe them? Like you need some proof that the money really 
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goes there? 

An: I would say it’s not for helping refugees but more promoting chocolate, that’s why. So it’s like 

… something that… like… based on good intentions but more about marketing intentions… so… I 

think so.. 

A: If it was another kind of organization, let’s say not Marabou, but.. I don’t know.. Uppsala 

University. Do you think it would be…? 

An: Yeah, not commercial would be better.. because like.. if it is commercial or profit-based 

organization it means that each of their campaigns basically targets their.. like maximizing their 

profits. And if it is not commercial organization like .. or, I don’t know, just university or institution  

or government… it’s more, I think, trustable.    

A: And.. would you participate in this campaign? I mean in this… Marabou’s campaign. 

An: Nope 

A: No you wouldn’t 

An: Not because I don’t trust them but because I don’t usually participate in such campaigns 

generally. If I would I think I wouldn’t participate in this one. 

A: Why wouldn’t you? 

An: Because I feel that they use something like.. some agenda like… refugees, you know, like .. 

something that really needs to be assisted in order to maximize their profits. I think so.  

A: Ok.. But still there are more than 25 000 people who already participated in this campaign and 

they posted their pictures on Instagram. Why do you think they do that? 

An: I think they just .. they believe them in terms of … they think that they help children at first 

place. Not help the company at first place. That’s why.  

A: ok… 

An: Maybe they are more active, on Instagram.. yeah.. 

A: Maybe there is something else? Besides helping, besides that they believe that they help 

refugees? 

An: Maybe they want to be … Social media is public space, right, so they might be just interested in 

promoting themselves image. As, you know, helping refugees and stuff… So it might be not only, 

you know, just based on needs of refugees, but trying to depict themselves in a better way. Among 

your friends or people who use social media.. maybe… 

A: yeah, maybe like self-PR…or something like that.. 

An: Yeah.. It’s not really PR it’s more like showing yourself from the bright side… “I help refugees, 

I’m active”.  

A: Tell me do you use hashtags anyhow? When you search for information or when you post 

something? 

An: Usually I use hashtags for trying to get some… like... really up-to-date news… like something 

happens... I just try to google it using hashtags. But otherwise I don’t use them.  

A: Ok and can you describe the way you use social media? 

An: It’s mainly news. Like… Initially it was… when I started using it was just for contacts, for 

relationships, you know… like... trying to connect with people. But now it’s more about news and 

just following… yeah, it’s mainly news, what’s happening around you. By social media you get 

more information about people and events around you. Particularly Facebook and … 

A: Have you heard of Ice Bucket Challenge? 

An: Yeah. No, I didn’t [participate].  

A: Maybe you’ve heard about other similar campaigns?  

An: Like the viral ones? 

A: Yeah... and have you participated? 

An: No... I don’t think so, no. It was just funny to watch, but not to participate. Ice Bucket 

Challenge, there also was a Cinnabon Challenge, there were a lot of different ones. 

A: probably I’m asking similar questions… Why do you think people participate in Ice Bucket 
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Challenge? Or there are many campaigns with hashtags actually. When it was this scandal about 

refugees and rapes, there was also a campaign in Instagram that was called “Inte er kvinna” / “Not 

your Woman”, also there are many body activists who use hashtags. So why people do that? 

An: I think it’s still a way like… my perception of social media and hashtag usage is more replacing 

the normal action. Usually before social media people were… if the people were not satisfied with 

something, they were going on the streets.. they were doing like real things, you know… writing 

papers, I don’t know… building something… like… donating money… like… I don’t know… any 

possible physical action. But now it’s like really easy just to… write something on your social 

media and then just pour ice water on you. … So it’s basically replacing normal action… by action.. 

I mean… just pretending to act.. so.. This is actually not a very good trend.  

A: ok, interesting 

An: The same way as you go on a street and there is a guy sitting and begging for money and buy 

giving money you release yourself, your duty to, you know, to contribute to society or to do some 

good things you know.. it’s like, oh, I give him 5 kronas, that means I’m a good person right now. 

So it’s just you replacing your desire to be good or to affect something somehow… I don’t know..  I 

think so.. 

A: Ok. Yeah, interesting. I think that was it. Do you have any questions? Do you want to add 

anything?  

An: I don’t  know,  no, I don’t think so, it was good. 

A: Ok, thank you 

An: Thank you. 

 

Interview 5 

A: I'm reading master program in digital media and society and now I'm also writing my thesis. I'm 

studying the way people participate in various digital campaigns in social media. I have an example 

of such campaign, I want you to read it carefully, you can take your time.  

L: [reads the material] 

L: Ok. Does it continue?  

A: No no, that's all. What do you think of it?  

L: It's really nice and inviting. I would definitely join it. 

A: Have you seen it? 

L: No, I've never seen it.  

A: Tell me what do you like about it? Why would you like to participate?  

L: It's a really good cause, it's easy to participate, and there is some direct benefit to someone from 

my participation.  

A: Is there any barriers for people to participate? What can stop people from participating?  

L: Privacy is the biggest concern I think. I'm doing a social media campaign at the moment and 

we're having some challenges of getting people to share information about themselves online.  

A: Can you tell more about it, it's really interesting! 

L: Yes, sure. So we have started this campaign on Facebook and Twitter and we know that we reach 

out to people: we can see that people read our posts and people also like them but people are not 

engaging more than that. So we are trying to get people to post pictures of themselves with hashtags 

and with a personal statement... 

A: And what is the topic, what is it about? 

L: It's participatory democracy in the European Union. 

A: Wow, very interesting! 

L: It's not as hard as it sounds. It's really just answering the question why do you vote, why is 

democracy important to you? Why do you want the UK to stay in the EU. It's no hardcore science.   

A: Wow, you are an expert! I'm studying participatory culture as well but from another angle. 

L: Ok, so, what exactly do you do? 
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A: Actually this [points to the material] is seen as an example of participatory culture as well, like 

using hashtags..  

L: Yeah, we were a bit surprised that it's so hard to keep up the campaign. Because just .. Recently 

we have seen  many campaigns as the one we're doing now, with people doing statements, people 

using hashtags. And our topic is very timely and relevant. So it is really surprising that people are so 

reluctant to participate. 

A: How did you realize that the problem is with privacy? 

L: Well, we have quite a big community within the organization I'm affiliated with and we have 

been telling these politically interested and engaged people to join our campaign and still very few 

have joined. So it's my guess that it is about privacy.  

A: Ok... Can you think of other reasons? 

L: The other one maybe is that our campaign is not engaging. That might be the case as well 

although I know it is not. But since we have this community with people interested in politics and 

EU democracy.. the threshold to participate should be very very low.  

A: Ok. If getting back to this campaign, what else could stop people from participating? 

L: One thing could be that people don't want to be affiliated in any way with Marabou. Or just any 

company. It's not them against Marabou. People might want to be independent or might not want to 

have this start for the future.  

A: Why do you think Marabou organized this campaign?  

L: That's actually not intuitive. Like what is the connection between chocolate and hugs? And the 

organization Rädda Barnen. So... my spontaneous reaction is that they just want good will. They 

would really need to bring in the chocolate somewhere in order to make the campaign a bit more 

trustworthy.  

A: Yeah, maybe... And now after you read this can you say that your attitude to Marabou changed 

somehow? 

L: Well, I would definitely think of this picture next time I see Marabou product somewhere. Yep, I 

might buy Marabou next time I buy chocolate.  

A: Ok.  

L: It's a really nice campaign. One more thing about the campaign: I think one obstacle to joining 

this could be that you need 3 persons to join – two that hug and then one that takes a picture. 

A: Yeah, it can be a problem I think.  

L: Yeah, because it is hard to spontaneously participate. If it's only liking something on social media 

or sharing it, then you can do it alone and you can do it immediately. But here you have to see this 

first, then you have to meet up with too persons and then still remember that you are about to take 

this picture.  

A: yeah, you're right.  

L: It might decrease the level of participation.  

A: Yeah, interesting. And you, what social media do you use? 

L: Now for the campaign or as a user ? 

A: No, as a user 

L: I use Facebook a lot. It must becoming my new e-mail. It's where I get advertisement, news, stay 

in touch with friends. But I'm trying to scale down my social media use because I don't want to 

spend so much time in front of the laptop anymore. 

A: Yeah, I understand.  

L: otherwise I would probably be on an Instagram and Twitter  

A: So you're not on Instagram and Twitter right? 

L: Only for campaigns. Not as a private user. 

A: Ok. And do you use hashtags as a private user?  

L: No 

A: Even when you're searching for information? 



75 

L: Not even then. 

A: Ok. But you use it in your campaigns? 

L: Exactly 

A: Ok, I see. And have you yourself participated in this kind of campaigns? Not as an organizer, but 

as a regular user? 

L: I have participated in one campaign on introducing same-sex marriages in Finland. That's quite a 

lot.  

A: Can you tell more about it, why did you do it? 

L: I thought it was a really important political issue in Finland. And .. I had a really .. to join and 

support it by signing petitions, showing in social media that I supported it.. And then also the 

campaign was really good. It was a lot of information, a lot of relevant information, explaining what 

the law was about and it had very nice visual elements .. you could take you profile picture, you 

could... social media images, that you could share on you wall. 

A: So. What did the mechanics include? So you said you could change your avatar, right? You could 

sign petition? 

L: You could share social media pictures, images and they shared information on the campaign. 

A: Were there any hashtags? 

L: There must have been. But since I'm not an active user of them I've just skipped them. 

A: Ok, I see.  

L: Another really nice initiative that I supported but didn't participate in myself was a Danish one on 

migration. So there was some kind of anti migration or anti muslim campaign in Denmark. And 

then a politician initiated a movement against it showing that migrants and muslims are well-

integrated and part of Danish society. Some migrants were used to hold up a sign saying “Once I 

was a migrant, now I am..” and then whatever they were.  

A: Yeah, cool. 

L: It's also very easy to join and very visual. It caught a lot of attention in social media.  

A: Yeah, great. Anything else? 

L: I think I haven't joined any other big campaigns. Although I've followed some.. There've been 

some campaigns where you can change your profile picture just to support a cause... these small... 

how do you call them? 

A: Avatar? Is it like “Celebrate pride”, also what they did with french flag? 

L: Yep 

A: Good. That was a very interesting conversation. Do you want to add something or ask 

something? 

L: Not at the moment. But I think I may get back to you if I come up with something.  

A: Thank you so much. 

 

Interview 6 

A: So I'm studying digital media and now I'm writing my thesis. And as a part of my thesis I'm 

studying the way people participate in various digital campaigns in social media. I have the example 

of a campaign, I want you to read it. There is text in Swedish and English. Take your time. 

[reads the material] 

G: I have read 

A: What do you think about it? 

G: It's advertisement, it's helping children, 1 krona, it's donation, right?  

A: Yep 

G: It's donating to Radda Barnen... I didn't get how it talks about hugs and chocolate, and talks 

about children so... I don't know how it is connected to each other. … Advertisement 

A: Do you think it is complicated? 

G: Yes, it's complicated … to read. Is it a chocolate company or?... Cause it talks about chocolate 
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A: Yes, Marabou is a chocolate brand. 

G: Marabou, yes.. So it's Marabou who asked to make a donation?  

A: yeah 

G: [reads the material] 

G: I didn't understand if they want us to donate one krona or you donate and make hashtag?  

A: What they want you to do is to make picture of you and someone hugging, post this picture on 

Instagram, tag it with “kramkalas” hashtag and then they will donate 1 krona for this picture.  

G: Ah, now I understand.  

A: yeah, it's kind of complicated mechanics.  

G: Ah, now when you explained I understand. First I didn't get it.. because it wasn't said “take a 

picture”.  

G: [reads the material] 

G: It is complicated.  

A: Yeah, I agree. 

G: From the first reading you don't get what they want from you. They want you to donate one 

krona or... hashtag... I even didn't understand if they want me to take a picture of hugging. So after 

you explained I can see it. 

A: Yeah, actually I also didn't fully understand this campaign before I started studying it... It was in 

Stockholm actually, it was a huge campaign and I've seen many banners but I didn't really realize 

that they were going to donate something to children. So yes, it's a fair point. But now, when it's 

clear, what can you say, do you like the idea? 

G: Is it 1 krona going to help... I don't think that many people participate in... 1 krona is very little 

money. I don't think that.. how many people should participate so that it would be enough money to 

help children?…  

A: Yeah, there should be many people 

G: I don't think that it's... maybe it can seem good but... it will not be useful and helpful.. it won't 

collect a lot of money.  

A: Speaking about you personally would you participate? 

G: Maybe not, I prefer to donate directly.  

A: Ok.. I've checked this hashtag on Instagram and there are already more than 25 000 people. Why 

do you think they do that? 

G: Maybe they like hugging [laughs] 

A: Yeah, that's a fair point.  

G: Maybe just because of the idea of hugging. That's why. 

A: Yeah, maybe. Anything else? 

G: People like to share pictures on social media. And it doesn't take a lot of energy to do this... 

Hugging and then posting on Instagram or Facebook. So it is easy to do as well. 

A: And on the other hand, what can stop people from participating?  

G: It is not going to be useful... 1 krona...  It's not possible on these calculations.. How much it is 

possible to collect from such a campaign... Even if many people participate.  

A: Maybe anything else? 

G: Maybe some people don't like to hug and take pictures [laughs] 

A: Ok. Why do you think Marabou organized this campaign? 

G: Maybe they wanted to show that they have social impact, social projects... when some private  

company has this social project it creates good impression about private business sector. In Europe 

especially many private organizations use such types of social projects to ..  like advertisement. 

Maybe it's part of advertisement. And this type of advertisement maybe works better than any other 

types of advertisement for example. Like someone very famous, celebrities... such advertisement 

which has social carriage, impact. It's better... Can be wide spread and access to many people... and 

get support.  
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A: Yeah, I see what you mean. Can you say that... Have you heard about Marabou before? 

G: Yes, I was buying Marabou, I like Marabou. 

A: Now can you say that your opinion about this brand has changed somehow? 

G: Yes. Because I appreciate it when private sector... they do some social projects. They try to, you 

know, donate some amount of their money to social projects, to children, to handicaps or to any 

projects that are socially important. It means that they don't just think about business and earning 

money for themselves, but they also try to make social impact. 

A: If thinking about your own experience, do you remember yourself participating in any kind of 

campaigns? Like with hashtags or when people come together in social media and do something 

together like.. do you remember there was Ice Bucket Challenge? And this kind of campaigns where 

everybody... it goes viral and.. 

G: I don't remember myself participating in.. how is it called.. Ice? 

A: Ice Bucket Challenge  

G: Yeah, I've seen it but I haven't participated.  

A: Maybe other campaigns? 

G: I don't remember. I remember I had donated but not in this way. 

A: How do you donate? 

G: … Through internet...  

A: Where do you usually see these banners? On Facebook or? 

G: Some people post, share on Facebook. Collect funds for some cause... 

A: So do I understand it right that someone shares it on Facebook, you see it, you can go and 

donate, and.. do you also share it?  

G: Yeah, I do.  

A: Ok. Interesting. And do you use hashtags? 

G: Yes, I do. 

A: For posting or for searching information? 

G: For posting and for searching.  

A: Can you tell me why do you use it when you post something? 

G: Because... If someone searches for information on particular issue they can see my post as well. I 

think that's the purpose when you hashtag. All the topic, all the information comes under this 

hashtag, so it makes it easier for the people who search for that information. 

A: Is it special kind of information? I mean you can share like .. I don't know... My child has 

birthday today and you can put hashtag, or you can share something about politics... It's quite 

different, so.. I guess there is some kind of information that you want to be visible and you want 

people to see and there is something you want to do for yourself or very narrow circle of your 

friends. 

G: Yeah, I understand what you mean. I've never created my own hashtag, for my personal issues. I 

mostly use the hashtags that are in place. So I wanted to add information... I know what you mean, 

some people … for something personal, writing their own hashtags... I haven't done that. But I just 

use hashtags that are in place.  

A: Do you mean location? 

G: Not location but.. For some period of time, when hashtag is very famous. 

A: Can you give an example? 

G: For example... people created the hashtag #nagornykharabakhpeace. … what's happening there.. 

So I was using the same hashtag to share the information as well.  

A: In this case, in this particular case, why do you think it is important that the information that you 

personally share … why do you think it is important that people see it? 

G: Cause it makes for them easier when they look for information. If someone looks for particular 

information then maybe … the same what I shared could add supplement they are looking for. 

Because if I've already seen this information it will be easier for them if I use hashtag, easier for 
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them to see all articles, all the news.  

A: Do I understand it right that you feel like you make some valuable addition to the information 

about this topic? Something different maybe? 

G: It doesn't mean that I create this information. The information was there. But I help with 

searching. 

A: Ok. Yeah, now I see. That's interesting. Do you want to add anything? 

G:  

A: Then I think that was it. Thank you. 

 

Interview 7 

A: I'm studying digital media as you may know. And this time I'm interested in the way people 

participate in various digital campaigns that happen in social media. And I have an example of this 

kind of campaigns. I want you to read it and then I will ask you some questions. There is some text 

in Swedish and in English.  

S: [reads the material] 

S: yes, now I have read. 

A: What do you think about it? 

S: I actually recognize this one. I have seen it myself in e-mails and such. And since it goes to 

charity for the children in world I think it's a good project.  

A: Would you participate in this campaign? Or maybe have you participated? 

S: Yes, I would have participated if it have been on Facebook, but this one is on Instagram and I 

don't have Instagram. But if it has been on Facebook I would have participated, yes.  

A: ok, good. Why do you think people participate in this kind of campaigns? What drives them, 

what motivates them? 

S: Because it is easy thing to do something good for other people.  

A: Maybe something else? 

S: Yes, I think I read about this one that they got this Marabou chocolate for discounted price or 

something like that. So that might also be a motivation for some people, that they get something 

themselves.  

A: Ok.. And what can stop people from participating? Why can they be reluctant? 

S: I would say if they don't like the company that stands behind the project. For example maybe 

they want to give to charity but they don't like the company they are cooperating with. So if you 

don't like the chocolate company or whatever, that could be reluctant.  

A: Maybe anything else? 

S: Yes, as in my own example that not all people have Instagram. Then it's not that difficult either. 

They could have done it more social media, Facebook as well and.. if there is something else 

appropriate. Using different sources so to say.  

A: And why do you think Marabou organized this campaign? 

S: Maybe it's because sometimes people associate chocolate and candy in a bad way, because it's 

sugar and.. yeah... not healthy... So maybe they wanted to do something that is good for people... 

yeah.. Something that is important for people.  

A: Can you say that your personal opinion about Marabou changed after you saw this campaign? Or 

is it the same? 

S: I liked Marabou really before. I like chocolate. So.. This has changed my view of them to more 

positive since they are also participating in charity projects. Yes. 

A: Can you tell me about you personal experience, how do you use social media?  

S: I mostly use Facebook.  

A: Ok. For what purposes? 

S: Mostly to stay in touch with friends and family in different cities. But also for informations. For 

example for companies, if they have new products or if they have competitions or information about 
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events. It can be cultural events, concerts and things like that. Yes.. So to keep in touch with friends 

and family, for information, also for news sources and magazines.  

A: Do you use hashtags? 

S: Not very often. But it happens sometimes, yes.  

A: Do you use it when you post something? Or when you're searching for something? 

S: Mostly when I participate in events. Then I can tag the event.  

A: Can you give me an example, what kind of events? 

S: For example I'm a member of Youth association. So when we have different events I tag the 

Youth organization and the event that we are gathering around, yeah.  

A: Why do you think it is important? Why do you tag it with hashtag? 

S: Because then other people can easily find out about organization and the event they are doing. 

They can search on the tag. So yeah..  

A: Ok. And do you remember yourself participating in any collaborative campaigns? With hashtags 

or I don't know.. Have you heard of … There was a campaign “Inte er Kvinna”? 

S: Yes, I've heard about that.  

A: There was a hashtag #inteerkvinna, it was also a campaign... There also was Ice Bucket 

challenge... Have you ever participated in this kind of stuff? 

S: No, not in those ones...  

A: In something similar? Not in those ones?.. 

S: yes, without hashtags I have done something similar to this one. It was before Christmas when 

the Swedish 7 Eleven company... They had Lucia challenge, or what to call it. That people could 

transform their profile pictures into Lucia profile pictures. And for every photo they gave 10 

Swedish kronas to charity for Friends. They are an anti-bullying organization... working in schools 

and.. yeah.. things like that. So I participated in that campaign but there was not hashtag. 

A: Ah, that's cool, that's actually quite the same mechanics. 

S: Yeah, exactly.  

A: Yeah, very interesting, I haven't heard of it. Can you explain me more, why did you participate in 

this Lucia campaign? 

S: Well... Because of the charity aspect... I think it's important to support such an organization that 

try to decrease bullying in school. Because I know myself how it was for my friends and me when 

some people were not that nice so... Own experience.. and then I also thought it was something fun 

to do that you transform your profile photo. It was fun too, yeah. So both for charity and because it 

was fun. And then the company 7 Eleven... I think that they sell nice products so... I thought that I 

could... like... promote them as well, I didn't have any problem with that. Yeah.  

A: And if speaking about this campaign, I guess... Probably many people were aware of it but 

everybody participated of course. So what could stop them from participating? If speaking about 

Lucia example. 

S: Yeah... For that example, Lucia is traditionally a woman so maybe guys could feel like they 

didn't want to take part in that specific campaign.  

A: yeah, interesting. Maybe anything else? 

S: I guess it was the same for the other campaign we talked about earlier, if you don't support the 

company, in this case 7 Eleven, yeah.. 

A: Ok. So I think I don't have any more questions.  

S: Just to clarify. For example with this company it can be if people think that ethically charity is 

good thing but maybe they have done something else that isn't ethically good for the environment or 

things like that. So that could also prevent people if they think that some companies are doing bad 

things for the environment or so... 

A: Ok. Good. Do you want to add anything or ask anything? 

S: Not that I can think of right now. No 

A: Ok. Then thank you 
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S: Yeah, thank you too. 

 

Interview 8 

A: I study digital media. And this time I'm interested in the way people participate in different social 

media campaigns, like flash mobs, maybe something viral... 

S: Ok 

A: I have the example of such campaign. Please have a look at it. There is text in English and 

Swedish. Take your time 

S: [reads the material] 

A: What do you think about it? 

S: I think it's a very … I like the idea that the campaign in Sweden kind of... try to provoke your 

feeling of being involved in … causes... So... like … feeling of being close to some other person, to 

different people. So.. It's very kind campaign I think.  

A: Have you seen it? 

S: Yeah, I thinks so, I did. In tunnel-bana 

A: Is there anything you don't like about it? 

S: Well... In general all kinds of such campaigns... I don't really like. I don't really know the costs. 

But I always try to count what were the costs of these advertising campaigns and then if I pay like 1 

krona, it won't even cover the cost of these billboards or something like this. And the same with 

people that walk around in the streets that try to raise money. I know that like.. My monthly 

payment will cover just maybe 1 hour of their salary, even less. So then, personally... I mean if I 

want to donate something then I do it, ok, on Internet and choose by myself.  

A: Why do you think it is bad I didn't get it? You don't believe that really make any impact? 

S: No, I believe in impact of these organizations. I just think that such kind of campaigns can be 

quite costly. And then... Yeah... Then we just pay for the cost of such campaigns. Not for the real 

cause. But of course for example in this campaign I don't really see where my money goes. I just 

see like... But I know the organization and I know they are good. But.. 

A: You mean Rädda Barnen? 

S: Yes. It's just because I know the organization, so. And in many cases such kind of campaigns 

want to make me pay money if I didn't want to pay,  didn't plan it in advance... something like this.  

A: So, would you participate or wouldn't you in this particular campaign? 

S: But... For this campaign... what do you mean? You mean to donate to Rädda Barnen or to ..? 

A: They suggest that you can make a picture with a hug, post it on Instagram and tag it with 

#kramkalas hashtag. Then they will donate 1 krona for Rädda Barnen. 

S: Ok. No, I'm not the one... the person who participates in picture Instagram campaigns.  

A: Can you tell me more, why wouldn't you participate? 

S: I mean.. It's just... I'm not so active on social media and this kind of.. 

A: So you just don't like the idea of posting a picture with hashtag? Or maybe you don't like the 

idea of hugging? 

S: No no, I'm ok with the idea of hugging but... If it is not within my... I have a specific idea of how 

my Instagram should look like and hugging children or people is not within my Instagram concept.  

A: Oh, that's interesting. Well, if you want, can you tell me then, how do you see you account? 

S: No I just don't post too much people on my Instagram. It is mostly nature, seaside and 

everything...  

A: Interesting 

S: And anyway, my account is closed. So I don't think if I hashtag people will see it or... I don't 

really know if... Do you know this? 

A: No, I don't actually 

S: If my account is closed but I hashtag something will they see it? Probably not.. Because... 

A: I'm not sure... 
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S: because they ask for a hashtag and not for @ and the name of the account, so nobody will see my 

picture outside of my friends... 

A: yeah, it's a question, I thought that even if your account is closed but you tag your … 

S: yes, but they don't ask for tagging or...? 

A: yes, they ask to tag it with #kramkalas.  

S: Yes, but it's a hashtag. It's not @ and the name of account.  

A: Yeah yeah yeah,  

S: So they won't see it. 

A: Ok. So you can see that it is organized by Marabou. Why do you think they do that? 

S: Well, of course it is a.... an advertising campaign. So.. they make some promotion for their 

products.  

A: So it is just advertising? 

S: Well, I mean many companies try to work in CSR field, social corporate responsibility. And I 

think it's good that they do it. That it is not just an ordinary campaign or advertising... I think it's 

good.  

A: Can you say that you feel more positive about Marabou after you saw this? Or more negative, or 

your opinion is the same?  

S: No, I think my opinion is the same because many companies now participate in such campaigns.  

A: I wanted to ask you have you ever participated in any participatory campaign? I mean something 

viral, maybe something with hashtags? 

S: Not with hashtags but I sign some petitions on change.org. Then I donated some.. I have some 

companies that I support with donations on monthly basis. And.. what else... 

A: If it is not a secret can you tell me what were the causes that you donated?.. 

S: I support Red Cross and WWF on monthly basis. But... What is important for me as an 

international student here that I decided not to support these Swedish organizations, because I think 

they have sufficient funding anyway but I support organizations in my country.  

A: Why do you do that? And overall why do you think it is important to donate? 

S: Well, because I believe in the causes and I believe in the donations as a crucial part of their fund 

raising strategy.  

A: And if speaking about social media campaigns overall, not only those that are connected to 

donations somehow, but... let's say.. there was Ice Bucket Challenge, you've probably heard about it. 

Or there is also a campaign called “Inte er kvinna”, if you heard about it. 

S: no, what is it about? 

A: it was the reaction to racist attacks in Stockholm when women started to tag their pictures with 

#inteerkvinna hashtag that meant that they don't need any support from racists, they don't need to be 

defended, protected etc.  

It's just an example, I mean overall any campaigns, maybe something fun.. 

S: Yeah yeah, now I remember that I have one of profile pictures colored in a rainbow theme. 

Because I'm kind of person... And it was fun, interesting and good I think. But because it was the 

first one of a kind… but now after that I didn't really... If something happens that I really care about 

then of course I will… I will do this.. For example I didn't … I don't do this in any like national 

flags colors, even after terrorist attacks or something. Because, yeah, I don't think it makes sense. 

But of course if something happens then yeah...I can do something, I can participate in some 

campaigns. 

A: So, it is something you care about. 

S: yeah, because I try to keep my accounts as minimalistic as possible without posting...I post really 

rarely. So of course if something happens that really touches me and got my attention then of course 

I can participate. But not in an everyday kind of campaigns which are like thousands of a kind. 

Because like this, I mean, everyday you can see many advertisements like this.  

A: The last question I think I have, why do you think it is more... it's better to participate in... Why 
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is it better to donate through online petitions than to participate in this kind of campaigns like 

Marabou did? 

S: I think it is a part of... I will support... Maybe I will support more likely the organization itself 

rather than by advertising some commercial product. I think it also like one of the... one of the 

things that I … yeah... Because by participating in this campaign I give just like one krona to Radda 

Barnen, but then I advertise chocolate company.  

A: So you think that they get more from you than you give to these .. 

S: Yes, I mean if... If I feel like this I will go to the website of Radda Barnen and I will donate on 

their website.  

A: One more question. Do you think that commercial organizations and this kind or charity events 

cannot go together?  

S: No, they can. Because I still believe in social corporate responsibility of the organizations. But I 

think just how they do it, like this... I mean... Did you check how many people participated? 

A: yeah, there are around 30 000 people on Instagram.  

S: Well, it's kind of ok, but 30 000 is not a huge amount of money, so... I mean they could... They 

easily can donate 300 000 kronas to the organization. So of course it is more.. I see this commercial 

idea of this, so...  

A: Ok, I see. Do you have any questions? Or do you want to add anything? 

S: No 

A: So I think that's all, thank you so much.  

 


