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Purpose: The purpose of this thesis is to make a comparison and measure what effect the 
integration of real-time in transmedia storytelling has on social media engagement. 
Furthermore, this research aims to add new insights to the social media engagement and real-
time marketing field, by incorporating knowledge from the transmedia storytelling literature. 
 
Problem: Previous research argues that transmedia storytelling has made it easier for brands to 
engage with consumers, which is further enhanced through the usage of social media. In 
addition, a new marketing strategy has arisen, called real-time marketing, which is believed to 
increase social media engagement. However, there is not sufficient research in the effects of 
real-time marketing, neither of how to measure the effects. Hence, literature argues that this 
field needs to be further explored and that there is a need for measurement tools that can account 
for the investment of companies’ marketing activities. Since previous literature has not 
addressed the effects of integrating the factor of real-time in transmedia storytelling, and further 
how it affects social media engagement, this study will fill a gap in existing literature and 
develop existing knowledge. 
 
Method: A proposed conceptual framework is developed by the authors, influenced from the 
social media engagement literature and the framework Consumers’ Engagement with Brand-
Related Social-Media Content by Schivinski, Christodoulides and Dabrowski (2016). This 
framework divides social media engagement into three levels of engagement; Consumption, 
Contribution and Creation. The proposed framework is tested through quantitative research, by 
a survey, and hypotheses are developed. The data collection is followed by a data analysis in 
order to answer the research question and fulfil the purpose of the study. 
 
Findings: The study shows that the factor of real-time integrated in transmedia storytelling 
increases the level of overall social media engagement, compared to transmedia storytelling 
without the factor of real-time. However, the findings show a varied effect on Consumption, 
Contribution and Creation, where a significant difference in favour of real-time is showed for 
Consumption. The findings both support previous assumptions, but also contribute with 
opposing results and new insights to the literature streams of real-time marketing, transmedia 
storytelling and social media engagement.  
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1	Introduction	

The following chapter introduces the topic of the thesis in order to provide a deeper 

understanding for the context of the study and the applied theories and concepts. Thus, the 

chapter starts with a relevant background and introduces the reader to the subject of this thesis. 

This is followed by the problematization with arguments for why this topic is important to study, 

which leads to the purpose of the study and the research question. Lastly, an outline of the 

thesis is provided to guide the reader through the remaining chapters. 

 

1.1	Background	

In today’s society where the digitalization is highly integrated in people’s lives, how companies 

conduct their businesses has changed and further the consumption patterns of consumers have 

changed (Evans, 2010). For companies, marketing processes become more cost efficient as 

different technologies allow easy access to information and to a global market, enabling 

economy of scale throughout the value chain (Kotler, Dipak & Maesincee, 2002; Patrutiu-

Baltes, 2016). Moreover, organizations need to be responsive and adaptable to new trends in 

order to stay updated and competitive on the market (Chaffey, 2011). The Internet and social 

media usage are constantly increasing worldwide and never have a more digital society been 

witnessed (Chaffey, 2017). In a report from Chaffey (2017) where statistics from various 

resources and studies are presented, there are currently more than 3.7 billion Internet users 

globally, which represents 50% of the world population. Furthermore, 37% of the population 

is active social media users and 34% is active mobile social media users. From January 2016 

until the beginning of 2017, this represents a 10% growth of Internet users, a 21% growth in 

active social media users and a 30% growth in active mobile social media users (Chaffey, 2017). 

Moreover, social media platforms such as Facebook continues to grow, as of today 1.28 billion 

users log onto their Facebook account on a daily basis (Statista, 2017). 

 

In addition, the digital development and social media have empowered the consumers as the 

access to information is particularly enhanced (Patrutiu-Baltes, 2016). Today’s consumers are 

often well informed and more critical to marketing messages from companies, where opinions 

of peers often weigh heavier than information provided by employees of a company (Patrutiu-
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Baltes, 2016). Social media has also enhanced and developed the relationship between brands 

and consumers, as a two-way communication has become possible, which allows both well-

informed consumers and organizations (Akgun, Kocoglu & Imamoglu, 2013). What differs 

social media from traditional web pages is that the content is often user-generated; i.e., content 

is provided by consumers who post pictures and write posts to share with other users (Kaplan 

& Haenlein, 2009). This regards both personal content but also content related to brands and 

companies. However, in order for user-generated content (UGC) to involve or promote brands, 

this requires consumer engagement. Hence, with the rise of empowered consumers, demands 

on companies increase and marketing communication has made a shift from product focus to 

focusing more on customer value and building relationships (Akgun, Kocoglu & Imamoglu, 

2013; Kotler, Armstrong & Parment, 2011; Patrutiu-Baltes, 2016).  

	

In addition, resulting from the rise of social media, brands can today communicate with 

consumers in real-time (Tenderich, 2014), which have made room for a new marketing 

phenomenon; real-time marketing. This phenomenon means that companies are leveraging on 

what is happening in the world and develop their marketing messages around the news (Scott, 

2010). Numerous companies are applying this new strategy, but without any proof that it 

generates value (Kerns, 2014: Reid, 2014). An example of a brand that in a new and innovative 

way uses social media as a tool to engage with consumers in real-time is the Norwegian web-

based TV series SKAM. 

 

1.1.1	SKAM	

SKAM is a Norwegian web-based teen drama that consists of four seasons where the first 

episode aired in 2015 on NRK P3’s website and the TV channel NRK3 (NRK, 2017). The TV 

series focuses on the life and problems of teenagers going to high school where topics such as 

friendship, relationships, party and school are being portrayed. SKAM, which means Shame, 

targets first and foremost high school girls (Jones, 2016). However, it has succeeded to captivate 

a broader audience that represents all ages since the plot touches subjects that are eminently 

relatable for all age groups (Leszkiewicz, 2017). Each season has a different main character, 

but the viewer follows the same group of friends throughout the series (Bakare, 2016; Barr, 

2016; Donadio, 2016). 
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The TV series SKAM has received an enormous amount of attention, both by rapidly reaching 

high viewing numbers and by receiving attention from both domestic and international press 

(Bakare, 2016; Barr, 2016; Grönqvist, 2016; 20 Minutos, 2016); e.g., The New York Times 

talks about SKAM as a sensation, resulting from the multi-platform strategy and social media 

presence (Donadio, 2016). What distinguishes SKAM from other TV series is firstly their way 

of airing the show and secondly the marketing of the show. When SKAM aired in Norway, 

short scenes were released throughout the week at the website without any further notice with 

the intention to create a feeling of the events happening in real-time (Sommer, 2016). For 

example, if a scene is set where a character lies awake in the middle of a Monday night that 

scene airs on a Monday night. Eventually, these scenes cumulate to a full episode that is released 

in the end of the week (Bakare, 2016; Grönqvist, 2016; Sommer, 2016). Additionally, the 

characters make posts on their social media channels throughout the week, both related to the 

scenes but also isolated posts that enhances the blurred line between a fictional and real person 

(Donadio, 2016). Hence, the posts are not part of the series, but do rather work as an extension 

of the storytelling and to bestow life to the plot (Karlsten, 2016). With regards to the marketing 

of the show, SKAM has promoted the show through social media by providing the characters 

with social media accounts (Bakare, 2016). However, the aim with these accounts has been to 

give real life to the characters by being authentic and personal, and not to sell or promote the 

show (Skam, 2017; 20 Minutos, 2016). Hakon Moslet, the executive producer of SKAM, argues 

that the idea has been for teenagers to find the show by themselves, and not through their parents 

(Donadio, 2016). 

  

Since SKAM first aired in 2015 it has become the most watched web TV series in Norway’s 

history with 1.2 million weekly unique visitors on average to the website, which corresponds 

to more than one fifth of Norway’s population (Donadio, 2016; Sommer, 2016). In 2016, the 

show was available for web streaming in Sweden through SVT Play, and more than 655 000 

people saw the first episode (Karlsten, 2017). However, Swedish viewers have watched the 

show in a more traditional way where the whole season has been released with the full episodes, 

i.e. not in real-time (Karlsten, 2016). SKAM has also reached a large audience outside 

Scandinavia, especially in the United States, France, and Russia (Bakare, 2016; Donadio, 

2016). Likewise, the intense consumer engagement with SKAM has evolved into numerous fan 

pages, an extensive brand community and start-ups selling clothes and products with SKAM 

themes (Donadio, 2016). 
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1.2	Problematization	

Social media has played a great role in how storytelling is created nowadays (Singh & 

Sonnenburg, 2012), where SKAM provides a good example. Sing and Sonnenburg (2012) argue 

that what differs from previous approach where the consumers were listeners is that the 

consumers of today are allowed to participate and become co-creators of the story. Also, by 

having the possibility to participate in the creation increases consumer engagement, and 

consequently the willingness of consumption (Lecinski, 2011). Previous research within the 

consumer engagement field has stressed the importance of content marketing and emotional 

branding in order to influence consumer engagement (Akgun, Kocoglu & Imamoglu, 2013; Fog 

et al., 2010; Forman, 2013; Rossiter & Bellman, 2012). Except from assigning brands a 

personality, emotional branding can help communicate brand values more efficiently and create 

a competitive positioning as consumers can more easily identify with the brand (Akgun, 

Kocoglu & Imamoglu, 2013; Fog et al., 2010; Forman, 2013; Rossiter & Bellman, 2012). 

Storytelling is an acknowledged technique within emotional branding, where desired brand 

associations are communicated by telling a story (Akgun, Kocoglu & Imamoglu, 2013). Stories 

are known for the ability to capture attention, engage and influence people, create meaning, 

exemplify values, and gain trust (Forman, 2013, p. 6). Besides, the benefits of emotional 

branding, storytelling facilitates brand recognition since information woven into a story is better 

recalled than if presented as simple facts (Singh & Sonnenburg, 2012). Likewise, previous 

research argues that storytelling has made it easier for brands to engage with consumer, which 

is further enhanced through the usage of social media (Fog et al., 2010; Forman, 2013). 

  

In addition, storytelling is argued to be suitable when aiming to convey a coherent brand identity 

throughout different touch points with the consumers (Hjelmgren, 2016). Hence, for social 

media marketing where multiple platforms often are integrated, has a new genre of storytelling 

appeared, namely, transmedia storytelling (Jenkins, 2013). Transmedia storytelling is the 

integration of multiple platforms and allows for a more dynamic storytelling (Jenkins, 2013; 

Patrutiu-Baltes, 2016). Recently there has been a growing interest in the usage of transmedia 

as a marketing technique (Latouf, 2013). Scholars assume transmedia storytelling to be a great 

way to strengthen relationships and engagement between the consumer and the brand (Jenkins, 

2013; Zaluczkowska, 2011) since it helps to blur the lines between reality (Jenkins, 2013) and 

the created universe (Roig, 2010). Current research within the field of transmedia storytelling 

has mainly focused on defining the concept and discussing how to create engaging transmedia 
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storytelling (Dena, 2009; de Oliveira Nato & Filgueiras, 2008; Jenkins, 2001; 2013; Long, 

2007). Moreover, transmedia storytelling is gaining relevance by scholars and practitioners due 

to its believed effect on consumer engagement (Latouf, 2013). However, there is not sufficient 

research in the effects of transmedia storytelling in a marketing context, neither of how to 

measure the effects. Hence, literature argues that this field needs to be further explored 

(Beddows, 2012; Schivinski, Christodoulides & Dabrowski, 2016; Yang & Zisiadis, 2014) and 

that there is a need for measurement tools to capture consumers’ engagement on social media. 

  

Regarding consumer engagement, the body of literature in the field is quite broad and scholars 

state that the reason to why consumer engagement is important to study is because of its 

beneficial effects on brand loyalty (Bowden, 2009; Leckie, Nyadzayo & Johnson, 2016; 

Verhoef, Reinartz, & Krafft, 2010). However, the concept of brand loyalty is not the focus of 

this thesis but rather the theory of consumer engagement. Also, the field of consumer 

engagement has recently put considerable focus on consumer engagement on social media 

(Brakus, Schmitt & Zarantello, 2009; Hollebeek, 2011; Meyer & Schwager, 2007; Verhoef et 

al., 2009). Consequently, the term social media engagement has been established (Evans, 2010; 

Jiang, Luo & Kulemeka, 2016; Paine, 2011), which involves commenting, liking, sharing, 

expressing support or disapproval for brands etc. (Jiang, Luo & Kulemeka, 2016). Due to the 

expansion of research within social media and the extensive increase of active mobile social 

media users (Chaffey, 2017), this demonstrates the high relevance and importance to extend 

research within social media engagement, and thus to contribute to both theoretical and 

practical knowledge. 

  

Along with the digitalization and development of social media, a new marketing strategy has 

arisen, called real-time marketing (Scott, 2010). This concept involves instant interactions 

between brands and consumers in real-time, which leads to a more dynamic conversation 

(Tenderich, 2014). By real-time, scholars refer to what is happening in this specific moment 

and companies base their marketing activities on the latest news (Kerns, 2014; Reid, 

2014; Scott, 2010). A successful example where transmedia storytelling has been used in real-

time, is by the brand Old Spice and their iconic campaign The man your man could smell like in 

2010. The narrative of the commercials created a massive amount of attention on social media 

and had after three days over 20 million views on YouTube and numerous comments by 

consumers and celebrities (Tenderich, 2014). However, the follow-up by the brand with the 

campaign Questions is the interesting thing in this case, where 186 short videos, where Mustafa 
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answers the comments on social media, were released during a span of two and a half days. 

This real-time campaign gained even more attention in the media and the return on investment 

for Old Spice was striking. In the end of 2010 the year-on-year sales had increased with 125%, 

the traffic at the Old Spice website had increased with 300% and the Google searches for Old 

Spice had increased with 2000% (Tenderich, 2014). Based on this, in combination with the case 

of SKAM, the authors of this thesis have been given the belief that the factor of real-time might 

have a crucial role when it comes to social media engagement. Could it be the reason behind 

the TV series SKAM’s success and rapid attention? Since previous literature has not addressed 

the effects of integrating the factor of real-time in transmedia storytelling, and further how it 

affects social media engagement, this study will fill a gap in existing literature and develop 

existing knowledge. 

  

Thus, the contributions of this thesis could be of importance to researchers within the field of 

social media engagement, transmedia storytelling, and real-time marketing. But also for 

companies who can gain valuable insights on how to reach a higher effectiveness of their 

marketing activities. Therefore, by combining the two research streams of social media 

engagement and transmedia storytelling, this study brings a new perspective to previous 

research, which is further developed by adding the concept of real-time. Hence, the aim is to 

study and measure how social media engagement is affected by real-time transmedia 

storytelling, compared to transmedia storytelling without the factor of real-time. Practitioners 

constantly search for measurement tools that can account for the investment of their marketing 

activities (Schivinski, Christodoulides & Dabrowski, 2016), and therefore could the insights in 

this study be of high importance for companies. Furthermore, researchers (Beddows, 2012; 

Schivinski, Christodoulides & Dabrowski, 2016; Yang & Zisiadis, 2014) argue that there is a 

gap in the literature when it comes to measuring the effects on social media engagement, which 

further acknowledges this focus. 

	

1.3	Research	Purpose	

The purpose of this study is to make a comparison and measure what effect the integration 

of real-time in transmedia storytelling has on social media engagement. Furthermore, this 

research aims to contribute with new insights to the social media engagement and real-time 

marketing field, by incorporating knowledge from the tansmedia storytelling literature. Based 
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on previous research and the purpose of the study, the research question is formulated as 

following: 

 

RQ: What is the difference in the level of social media engagement when the factor of real-

time is integrated in transmedia storytelling? 
   

1.4	Outline	of	the	Thesis	

This thesis contains eight different chapters. The Introduction chapter gives a brief overview 

of the research topic, while arguing for the uniqueness of this study. Additionally, the research 

question is presented. 

In the Theoretical Framework, the authors bring attention to existing literature within the 

subject of transmedia storytelling, social media marketing, and the process of social media 

engagement. This chapter follows by the Conceptual Framework where the four hypotheses 

are presented. Subsequently, the reader is introduced to the Methodology chapter and the 

method used in this thesis. This chapter presents the research philosophy, approach and design. 

Additionally, it accounts for the collection and analysis of data. 

The Result chapter presents the findings of the study, followed by the Discussion chapter, 

where the results are analyzed and discussed in accordance with the theoretical framework. 

Ultimately, leading up to the conclusions of this thesis, which are drawn in the Conclusion 

chapter. 

Lastly, in the Contribution and Future Research chapter the reader is given both the theoretical 

and practical contributions of this study, together with suggestions for future research. 
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2	Theoretical	Framework	

This chapter explores previous research within the field of transmedia storytelling and social 

media engagement and explains the concept of real-time marketing. The framework and scale 

in focus of this study is introduced; Consumers’ Engagement with Brand-Related Social-Media 

Content, followed by a proposed framework by the authors of this thesis. Through the 

description of existing literature, relevant knowledge is gained for the applied theories and the 

proposed frameworks, which are used to answer the research question of this study.	

 

2.1	Content	Marketing	

Since the purpose of this study is to make a comparison and measure what effect the integration 

of real-time in transmedia storytelling has on social media engagement, the theory of 

transmedia storytelling will be discussed. However, to be able discuss this literature stream, a 

funnel approach is performed where the authors of this thesis start by explaining the broader 

theory of content marketing and storytelling.  

 

Content marketing is a rather new concept within the marketing theory. It can be described as 

a strategic method where meaningful and consistent content is created and shared with the 

consumers (Content Marketing Institute, 2015). Chasser and Wolfe (2010) argue that content 

marketing is to be used by the company to positively position themselves compared to 

competitors. They further state that the content should contain information that is perceived 

valuable by the target group. According to Kee and Yazdanifard (2015) content that delivers an 

emotional message have the tendency to engage consumers to a higher extent, and if the 

consumer can relate to the content they are more likely to share it with others (Botha & 

Reyneke, 2013). The main purpose with content marketing is to trigger an interest from the 

consumer and then continuously stimulate it with the usage of different marketing strategies, 

whereas one being storytelling (Akgun, Kocoglu & Imamoglu, 2013).  

 

2.1.1	Storytelling	

Storytelling is a type of content marketing, and is defined as the sharing of knowledge and 

experiences through narrative and anecdotes in order to communicate lessons, complex ideas, 

concepts, and causal connections (Sole & Wilson, 1999, p. 6). Storytelling is a technique 
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that has been used for hundreds of years, and the idea is to attract and retain customers by telling 

a story. The strategy of using storytelling is increasingly used by numerous brands in order to 

build stronger brand associations and to stir emotions among consumers. When creating content 

marketing through storytelling, the brand shifts from functional messages and focuses instead 

of valuable and captivating content relevant for the consumer (Pulizzi, 2012). However, to be 

able to create engaging content is often a struggle for many companies and previous 

research (Pulizzi, 2012) has identified six main factors that contribute to a compelling 

storytelling. Firstly, (1) storytelling is advised to be focused and educational, which means that 

it is better to focus on a niched target group to be able to provide them with content that is 

highly relevant for them. Secondly, (2) persuasive storytelling should set the tone for the market 

that the brand operates in by defining their own content market. Further, (3) many companies 

assign the role of chief storyteller to have a coherent communication throughout different 

communication tools, e.g. e-mail, social media, and newspapers. Another identified strategy of 

captivating storytelling is to (4) include the employees in the creation of the content, which can 

generate original and identifiable content for consumers. Moreover, researchers argue that (5) 

removing the brand from the story creates more attractive content since it is perceived as more 

trustworthy and credible. Lastly, scholars suggest (6) involving independent industry experts in 

the content creation to further leverage on the perception of a more authentic content (Pulizzi, 

2012). Thus, the idea of storytelling is to build emotional relationships with the consumers and 

to give the brand a clearer personality (Aaker, Fournier & Brasel, 2004; Fog et al., 2010; 

Forman, 2013). 

 

2.1.2	Transmedia	Storytelling	

The digital development and integration of social media has resulted in a lifestyle where 

consumers are constantly connected to various platforms simultaneously (Evans, 2010), with 

the expectations of being entertained at any point in time (Kee & Yazdanifard, 2015). This has 

allowed for a new type of marketing and a more participatory storytelling called transmedia 

storytelling, which is a method of cross-channel communication. Hence, discussing transmedia 

is further enhancing the comprehensiveness of the context of this study. Transmedia storytelling 

allows the story to be told on various platforms and enhances assigning the brand a coherent 

personality (Tenderich, 2014). The concept of transmedia and the term was coined by Kinder 

in 1991, and was then often referring to for example a film or a book that was transferred into 

video games, merchandise and toys (Tenderich, 2014). Jenkins (2001) later developed this 
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concept into transmedia storytelling and he explains it as a process of distributing a fiction over 

multiple channels in order to create a coherent and coordinated experience. In addition, an ideal 

implementation of transmedia storytelling is reached if each channel contributes with a unique 

expression of the story and thus encourages more content consumption. Hence, transmedia 

storytelling does not mean that the same content is shared in multiple channels, rather, different 

channels are used to provide unique content of the same narrative and thus, cumulating to a 

complete story (Tenderich, 2014).  

 

Previous research within transmedia storytelling succeeding Jenkins (2001) have conjointly 

used the terms cross-media (Dena 2004), distributed narration (Walker, 2005), and transmedia 

practice (Dena, 2009). The body of literature within the field has grown steadily during the past 

years (Beddows, 2012; Tenderich, 2014) and has recently expanded from the focus of media 

productions to new approaches of advertising and public relations (Tenderich, 2014). The 

framework of transmedia storytelling can increase the effectiveness of meaningful participation 

with the brand and thus enhance consumer engagement and brand loyalty. Moreover, as 

consumers participate to a higher extent, brands are provided with a collective intelligence 

where co-creation and an interactive communication take place (Tenderich, 

2014). Furthermore, transmedia storytelling enhances the spreadability of content as consumers 

more actively choose to share meaningful and engaging content (Jenkins, 2013). 

 

2.2	Social	Media	Marketing	

Considering the development of transmedia storytelling, where multiple social media platforms 

often are used for telling the story, an explanation of social media and social media marketing 

is of relevance. Social media marketing origins from the dot.com era and dot.com marketing 

where the rapid rise of Internet made companies overspend in online marketing activities 

(Anderson, 2010). The mentality on Web 1.0 was to convince consumers to purchase the 

products no matter what and to attract as many visitors to the company web page as possible 

(Anderson, 2010). However, due to the welcoming Web 2.0, the way of communicating on the 

web was changed and social media platforms, e.g. Facebook, Twitter, Instagram, were 

introduced (Evans, 2010). As a result, the relationship between companies and consumers 

changed, since a two-way communication now is possible (Anderson, 2010; Evans, 2010). 

Thus, social media marketing seeks to engage consumers in their natural habitat, i.e. companies 

are now approaching the consumers where they spend time online (Evans, 2010). Also, 
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researchers have noticed a power shift where the consumers become more powerful and 

influential since the access of information is greater in the digital society of today (Deighton & 

Kornfeld, 2009; Kozinets, 1999). Yet, as the consumer becomes better informed, higher 

demands are being put on companies and competition constantly increases in the 

marketplace (Labrecque et al., 2013). 

 

Nowadays, consumers are able to express their opinions and support for brands through e.g. 

following, liking and sharing the brand’s content on different social media platforms 

(Schivinski, Christodoulides & Dabrowski, 2016). The use of social media as a communications 

tool further enhances the possibility of assigning a brand personality to the brand (Evans, 

2010). Due to the fact that companies are able to create profiles, communicate and interact 

directly with the consumers, deeper emotions are developed to the brand and consumer 

engagement increases (Chester & Montgomery, 2008; Confos & Davis, 2016). The concept 

of Brand as social enabler, is discussed by Confos and Davis (2016), where they argue for how 

social media platforms provide for building brand-consumer connections where the brand plays 

the role as a friend in the consumer’s network. Thus, relationships and emotional attachment is 

created to the company. 

 

The importance of social media’s role in the society has continuously increased throughout the 

years (Chaffey, 2017; Evans, 2010) and there is extensive research within the subject. Previous 

research in social media marketing has since year 2000 gone through three phases, each of a 

five-year span according to Lamberton and Stephen (2016). The first era evolved around 

that digital media shapes and facilitates buyer behavior, where the major themes discussed the 

rise of individual expression, information search, and Internet as a marketing intelligence tool 

(Lamberton & Stephen, 2016). The second era during 2005-2010 treated the theme consumers 

shape digital and social media marketing: WOM and networks. What distinguished the second 

era from the first were firstly that the importance of self-expression was now put into a 

marketing context through the implementation of UGC. Secondly, the facilitation of 

information search and marketing intelligence had evolved into networks of connected 

consumers that eased the access to information and value for marketers (Lamberton & Stephen, 

2016). Lastly, in the third era from 2010-2014, researchers have discussed the age of social 

media. In this era, research focused on the consumer as no longer only a creator of UGC but 

rather as brand agents and how marketers build their marketing activities upon UGC. Besides, 

due to the broad penetration of social media in this era, the impact of individual social media 
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platforms had grown larger. Thus, scholars started to focus their research on specific platforms, 

such as Facebook or Twitter (Lamberton & Stephen, 2016).  

 

2.2.1	Real-time	Marketing	

Companies and marketers are trying to cope with the new business environment that has 

followed from the digitalization. In this digital era, a new marketing strategy has arisen, called 

real-time marketing (Scott, 2010). Since the purpose of this thesis is to measure how the factor 

of real-time affects social media engagement, an explanation of the concept of real-time is 

suitable. Real-time means something that is happening right now, minute-by-minute, at this 

specific point in time. Companies do not have to be market leaders or do well to succeed in 

real-time marketing, however they need to act fast and seize the moment (Scott, 2011). It is up 

to the consumer how involved they choose to be, but real-time in social media, gives the 

possibility to take part of the story while it is still unfolding (Scott, 2011). In an article by Del 

Rowe (2016), real-time is argued to be the future of marketing, since it facilitates the 

intercommunication between the company and the consumer. 

 

The body of literature for real-time marketing is quite narrow as it is a rather new concept. 

However, most research in the field has defined real-time marketing as an approach where 

marketers base their marketing activities on the latest news. This means that companies are 

instantly responding to up to date events by immediately creating marketing material to post in 

various channels, i.e. they respond in real-time and not after weeks of planning (Kerns, 2014; 

Reid, 2014; Scott, 2010; 2011). The aim with this type of marketing activity is often to create 

a buzz through a viral spread and thus to increase brand awareness. Generally, this is done with 

humorous or clever content that will stand out from typical marketing messages (Kerns, 2014). 

In accordance with social media marketing where companies approach the consumers where 

they spend time online (Evans, 2010), real-time marketing tries to approach the consumer and 

participate in the conversations they are already having (Kerns, 2014; Reid, 2014; Scott, 2010). 

 

A practical and good example of real-time marketing was when the divorce of the two 

Hollywood actors Brad Pitt and Angelina Jolie made headlines in the news worldwide. Then 

the airline Norwegian quickly responded with an advertisement at selected locations in Europe 

saying Brad is single (Appendix A), together with promoting their low fares for flights to Los 

Angeles (Borke, 2016). The advertisement went viral and was received very positively from 
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the public (Borke, 2016). This approach of real-time marketing is further called newsjacking, 

since companies leverage on what is happening in the world to build brand awareness and 

consumer engagement (Porter, 2013; Scott, 2013). 

 

Moreover, previous research within real-time marketing has mainly focused on the effects on 

the brand in terms of brand awareness and perception, and further the possible risks associated 

with implementing this marketing strategy (Miller, 2013; Reid, 2014). Scholars argue that 

companies might lose control of their brand when content is produced and published so rapidly 

and that a potential viral spread can lead to attention in unfavourable settings for the brand 

(Miller, 2013; Reid, 2014). Hence, this thesis differs from previous research since it does not 

have a brand management focus, but rather a consumer engagement focus. Further, the purpose 

is to measure the difference in the level of social media engagement when the factor of real-

time is integrated in transmedia storytelling. Thus, the perspective of newsjacking is not the 

focus of the study. Rather, real-time in this context refers to how the brand is engaging with 

consumers through real-time transmedia storytelling. 

 

In order to emphasize and further explain the focus of this thesis, the authors use the case of the 

TV series SKAM. The creator Julie Andem (Donadio, 2016), says that the TV series tries to 

blur the lines between reality and fiction by the usage of transmedia storytelling in real-time 

(McDermott, 2017). One example of this is in season two when the main character Noora 

impatiently waits for her crush William to reply to her text message. Simultaneously, the 

viewers get impatience too and therefore creates the hashtag #WilliamMåSvare (in English; 

#WilliamMustAnswer) (Donadio, 2016; Mediepodden, 2016). This hashtag was used over 73 

000 times on the social media platform Instagram (Websta, 2017). When the creator and writer 

of SKAM saw the enormous buzz that was happening on social media, she decided to listen to 

the viewers and William did finally answering Noora’s text (Mediepodden, 2016). What also 

has been interesting and unique with SKAM is that the viewers, as in the example, have been 

given more power to be a part of the creation process in real-time (Mediepodden, 2016). 

 

2.3	Consumer	Engagement	

Since the purpose of this thesis is to make a comparison and measure what effect the integration 

of real-time in transmedia storytelling has on social media engagement, the consumer 

engagement literature is the focus of this thesis and more specific the social media engagement 
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literature. The theory of engagement has been observed within various academic disciplines, 

including marketing (Brodie et al., 2011). According to Resnick (2001), is engagement a 

process that is continuously developing. In marketing when assessing consumer engagement, 

one usually refers to the consumer’s engagement with the brand (Handelsman et al., 

2005). Also, previous research within the consumer engagement field expresses it as the 

consumer’s collection of experiences and perceptions of a brand in relation to how it suits into 

his/her life (Jiang, Luo & Kulemeka, 2016). 

 

The relationship between companies and consumers is no longer a one-way-interaction 

dominated by the company, but due to the technology development has the consumer become 

more powerful than ever (Kapferer, 2012). Nowadays it is not unusual for consumers to be 

involved in the decision making and product development process, which has led to increased 

consumer engagement (Bagozzi & Dholakia, 2006). The term consumer engagement, is 

described as the level of an individual customer’s motivational, brand-related and context-

dependent state of mind characterised by specific levels of cognitive, emotional and 

behavioural activity in direct brand interactions (Hollebeek, 2011, p. 790). All three levels of 

engagement activities are correlated, and according to Brodie et al. (2013) might cognitive and 

behavioural engagement be positively influenced by emotional engagement. Therefore, are the 

three levels of cognitive, behavioural, and emotional engagement further explained below. 

 

2.3.1	Cognitive	Engagement	

When a consumer is cognitively engaged, he/she is absorbed by the object, in this case the 

brand (Schaufeli et al., 2002) and is eager to learn more about it (Fredericks et al., 2004; Li & 

Lerner, 2013). The cognitive engagement process requires an active consumer, and according 

to Pitterson et al. (2016) does the process consist of connecting familiar knowledge to new one. 

 

2.3.2	Emotional	Engagement	

Emotional engagement occurs when the consumer possesses an object, e.g. a product, that is 

valuable and representative of him/herself (Belk, 1988). In addition, building an emotional 

connection between the consumer and the company has been shown to be one of the main 

factors contributing to brand loyalty and positive feelings towards the company (Mattilia, 

2001). Bonding, commitment and trust are feelings that emotional engagement may form within 

the consumer towards the brand (Brodie et al., 2011). Moreover, Brodie et al. (2011) state that 



 15 

emotional engagement can lead to increased engagement both from the cognitive and 

behavioural aspect. 

 

2.3.3	Behavioural	Engagement	

Literature suggests that a consumer’s attitude towards a brand is the motivation behind any type 

of brand related behaviour (Hirschman, 1970). Behavioural engagement further implies that the 

consumer has an active role, which could involve both negative and positive indices with the 

brand (Jiang, Luo & Kulemeka, 2016). Hollebeek (2011) has argued for conceptualizing 

behavioural engagement in a social media context since social media provides consumers with 

the opportunity to take actions and interact with brands to a broader extent than was previously 

possible. In addition, behavioural engagement includes a variety of actions from making a 

purchase, to participation in brand related activities (Fredericks et al., 2004; Van Doorn et al., 

2010). One way is to partake in online communities, or posting social media content (Van 

Doorn et al., 2010). When being active in brand communities the consumer also becomes 

emotionally engaged with the brand, through the interaction with other people (Brodie et al., 

2013). 

 

2.4	Social	Media	Engagement	
The broader implementation of social media marketing by companies put pressure on achieving 

an increased return on investment. Also, in order for marketers to realize the tangible benefits 

of their marketing activities, i.e. whether they are relevant and profitable, one must be able to 

measure the impact of social media marketing (Jiang, Luo & Kulemeka, 2016; Schivinski, 

Christodoulides & Dabrowski, 2016). Researchers and practitioners have through recent 

research started to evaluate the effect of social media marketing based on consumer 

engagement, where both behavioural and cognitive consequences are assessed (Jiang, Luo & 

Kulemeka, 2016). This has evolved into the theory of social media engagement, which is the 

focus of this thesis and is further explored in this section. The definition of consumer 

engagement has been developed and adjusted for the social media context where engagement 

involves commenting, liking, sharing, expressing support or disapproval for brands etc. (Jiang, 

Luo & Kulemeka, 2016). 

 

Researchers have addressed different perspectives of social media engagement and according 

to the theoretical argumentation, social media engagement contains of three pillars: (1) online 



 16 

and offline interaction with companies, (2) stakeholders’ sharing of experiences, needs and 

advice to companies, and (3) stakeholders’ active role in building a brand community (Paine, 

2011). Though, important for the three pillars and social media engagement is that a valuable 

dialogue is present between the brand and consumers and that the brand is able to predict 

consumer behaviour through measurement (Paine, 2011). In addition, Agostino (2013) and 

Couldry, Livingstone and Markham (2010) have argued for a fourth approach where companies 

respond to consumers with feedback in real-time.  

  

As mentioned, researchers have studied the field of consumer engagement and social media 

engagement in various perspectives. However, there have not been many studies focusing on a 

theoretical measurement of how consumers are engaged to social media marketing, even though 

various scholars and practitioners argue for its importance (Jiang, Luo & Kulemeka, 2016; 

Schivinski, Christodoulides & Dabrowski, 2016; Hollebeek, Glynn & Brodie, 2014; Paek et al., 

2013; Schultz & Peltier, 2013). Yet, Jiang, Luo and Kulemeka (2016) have developed an 

evaluation barometer for social media engagement (Figure 1). This framework has been 

developed from qualitative research through in-depth interviews with communication 

executives. Moreover, the evaluation model was influenced by previous research within the 

communication and social media literature, and especially from the 4-I-dimensional 

engagement model proposed by Brian Haven of Forrester Research (Jiang, Luo & Kulemeka, 

2016; Paine 2011). Thus, Jiang, Luo and Kulemeka (2016) argue that social media engagement 

can be divided into four dimensions, namely involvement, interaction, 

intimacy and influence. Involvement is related to awareness and presence on the social media 

platforms and can be measured through different web analytics, such as site traffic, page clicks 

and views, and time spent on the site. Interaction on the other hand, is more related to deliberate 

consumer actions as a purchase, request for information, or commenting on a company site. 

The third-dimension intimacy, indicates how emotionally engaged the consumer is to the brand, 

which is related to how the consumer perceives meanings and values in conversations and 

actions taken by the company. Lastly, influence is connected to whether the consumer would 

influence peers by sharing or posting brand content on their social media platforms (Jiang, Luo 

& Kulemeka, 2016). 
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2.5	The	Social	Media	Engagement	Process	

As mentioned, consumer engagement is the cognitive, emotional and behavioural activity 

performed by consumers in the interaction with brands (Hollebeek, 2011). Social media 

engagement is even further emphasizing the interaction between consumers and brands, but 

even more the collaboration between consumers. Due to the development of social media, 

consumers have realized that there is a huge potential and a higher advantage of sharing 

experiences with each other, as it can lead to better purchase decisions (Evans, 2010). 

Moreover, scholars argue that there are different levels of social media engagement and that 

consumers goes through an engagement process (Evans, 2010; Muntinga, Moorman, & Smit, 

2011; Schivinski, Christodoulides & Dabrowski, 2016). This engagement process moves the 

consumer from initially only consuming social media and brand content towards co-creation 

and collaboration with the brand (Figure 2) Evans (2010) demonstrates that the social media 

engagement process consists of a ladder of four building blocks, namely consumption, curation, 

creation and collaboration. 

 

 

 

Figure 1 Evaluation barometer for social media engagement (Jiang, Luo & Kulemeka, 2016) 



 18 

2.5.1	Consumption	

Consumption is the lowest level of engagement on the ladder and where the consumers start 

their social media activities. This level of engagement is also the most common since consumers 

filter information and only share a subset of all that is consumed (Evans, 2010; Li & Bernoff, 

2011; Muntinga, Moorman & Smit, 2011). The activity of consuming social media involves 

reading, viewing, listening or downloading digital content (Evans, 2010) and refers both to 

consumption of content created by the brand and by other users, i.e. UGC (Muntinga, Moorman 

& Smit, 2011). At this level of engagement consumers consume media through passive 

observations and not through active contribution or creation (Li & Bernoff, 2011). The reason 

why consumers consume social media is according to Shao (2009) because of the community 

feeling and the connection with other users. 

 

2.5.2	Curation	

Next level in the social media engagement process is curation, which refers to organizing or 

selecting content through filtering, ratings, reviews or by commenting and tagging on social 

media posts. In this stage, the consumer is keen on making the content more useful and relevant 

for others, which results in better-informed consumers (Evans, 2010). An example of this could 

be product reviews that help other consumers in their decision process. Thus, what distinguishes 

the curation step from consumption is that not until now consumers are creating 

content. Therefore, curation is an important step in the engagement process as it encourages 

social interaction, which in the long-term drives brand communities (Evans, 2010; Li & 

Bernoff, 2011; Muntinga, Moorman & Smit, 2011).   

 

2.5.3	Creation	

The third step of the ladder is creation, which means the creation of brand related content by 

the consumers themselves. This can be made through the creation of online brand communities, 

weblogs, written text, created videos and/or music (Evans, 2010; Muntinga, Moorman & Smit, 

2011). This step requires a high level of consumer engagement since this activity is associated 

with a significantly higher hurdle and endeavour for the consumer (Evans, 2010). The 

motivation behind this kind of deep engagement is according to Courtois et al. (2009) a way 

for the consumer to relax and escape reality. Also, it might be a way for the creative person to 

express him/herself through the creation of content, as for example videos (Li & Bernoff, 2011), 

resulting in recognition from others in the social network (Evans, 2010). The consumers that 
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are engaged on the creation step is described as highly active on social media and it is common 

for these individuals to run their own blog (Li & Bernoff, 2011). As mentioned, curation allows 

for social interaction whereas creation allows for social participation (Evans, 2010). 

 

2.5.4	Collaboration	

Lastly, the highest level of engagement is reached in the fourth step in the process, which 

is collaboration. Until now, the previous steps have mostly been individual activities, 

whereas collaboration is a highly social activity and crucial for building brand communities on 

social media (Evans, 2010). What distinguishes collaboration from creation is that the former 

involves co-creation where the creator, either the brand or a consumer, includes and uses input 

from others in the creation process. An example of this can be a blogger that listens to the 

comments and opinions of the readers and then writes the next blog post based on these 

comments (Evans, 2010). If a brand is able to encourage the consumer to work in collaboration 

and reach this high level of social media engagement, this does not only result in strong brand 

communities but does also lead to a higher probability of the consumer making a purchase 

(Evans, 2010).   

 
Figure 2 The social media engagement process (Evans, 2010) 

 

2.6	Measurement	Tools	of	Social	Media	Engagement	

One can through brand-related activities on social media measure the level of engagement 

among consumers. Since the purpose of this study is to measure what effect the integration 

of real-time in transmedia storytelling has on social media engagement, the authors have 

evaluated different engagement tools from previous research. As discussed, Jiang, Luo and 
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Kulemeka (2016) have developed the evaluation barometer for social media engagement 

(Figure 1) and Evans (2010) have proposed the framework for the social media engagement 

process (Figure 2). Similar to the research of Evans (2010) have Li and Bernoff (2008, 2011) 

distinguished seven social media user types: inactives, spectators, joiners, collectors, critics, 

conversationalists and creators (Appendix B). These seven user types range from not using 

social media at all, i.e. inactives, to being highly engaged and creating content on their own, 

i.e. creators. 

  

Succeeding the research of Li and Bernoff (2008), Muntinga, Moorman and Smit (2011) have 

proposed a framework named COBRA; Consumers’ Online Corporate-related Activities 

(Appendix C). This framework aims to investigate social media use through behavioural 

engagement. Influenced by the seven social media user types by Li and Bernoff (2008; 2011), 

Muntinga, Moorman and Smit (2011) have developed three social media usage types, 

namely consuming, contributing and creating. Similar to the social media engagement process 

by Evans (2010) are these three usage types a continuum, where consuming is the lowest level 

of engagement and creating the highest. Muntinga, Moorman and Smit (2011) 

categorize consuming in the same way as Evans (2010) where the consumer views, reads or 

downloads content. The contributing usage type is reflective and participative and contributes 

to the discussion, but does not post any self-created content. Examples of contribution 

engagement is when the consumer comment, share or like social media content (Muntinga, 

Moorman & Smit, 2011). Lastly, the creating usage type is the one that creates and publishes 

content on social media, e.g. product reviews, pictures/videos or blogs (Muntinga, Moorman & 

Smit, 2011).  

 

Resulting from the COBRA framework (Muntinga, Moorman & Smit, 2011), Schivinski, 

Christodoulides and Dabrowski (2016) developed a measurement tool for social media 

engagement in their article Measuring Consumers’ Engagement with Brand-Related Social-

Media Content, called the CEBSC scale. Influenced by the three usage types by Muntinga, 

Moorman and Smit (2011), they have divided online-consumers into three stages of online 

consumer engagement; consumption, contribution and creation (Fig. 3), where the level of 

engagement is highest in the creation stage. This measurement tool is the first of its kind in the 

sense that scales were created for consumption, contribution and creation, which allows for 

measuring the level of social media engagement. This distinguishes the CEBSC scale from 

previous mentioned tools since former tools mainly have categorized consumers into user types 
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or user behaviours. Due to the fact that Schivinski, Christodoulides and Dabrowski (2016) have 

developed items and scales for consumption, contribution and creation, practitioners have a 

tool for auditing and tracking their social media marketing activities and its effectiveness. In 

accordance with the focus and purpose of this thesis have the CEBSC scale been used as the 

foundation for the creation of the measurement tool used in this study. Although, it is of 

importance to mention that the tool is modified in this thesis and the factor of real-time is added 

in the context of transmedia storytelling. 

 

 

2.7	Summary	of	Theoretical	Framework	

The review of relevant literature streams for the purpose of this thesis have evolved into the 

theoretical framework that sets the foundation for this study. Since the purpose of this thesis is 

to make a comparison and measure what effect the integration of real-time in transmedia 

storytelling has on social media engagement, the consumer engagement literature is the main 

focus of this thesis. However, this literature stream is broad and one can approach the field from 

various perspectives. Therefore, to be able to answer the research question; what is the 

difference in the level of social media engagement when the factor of real-time is integrated 

in transmedia storytelling?, the authors have chosen to focus on the concept of social media 

engagement. Moreover, the authors attend to extend the social media engagement literature by 

integrating knowledge from the content marketing field and especially the concept of 

storytelling. Thus, storytelling and particularly transmedia storytelling is the context of this 

study. 

Figure 3 Social media engagement levels, inspired by Li and Bernoff (2008, 2011) and Muntinga, 
Moorman and Smit (2011) 



 22 

3	Conceptual	Framework	

This chapter presents the proposed conceptual framework for this study. In addition, the 

independent variable of real-time is argued for, and the dependent variables are further 

explained. Subsequently, the research hypotheses are stated in order to answer the research 

question later on in this study. 

	

3.1	The	Proposed	Conceptual	Framework	

The proposed conceptual framework (Figure 4) by the authors of this thesis origins from the 

social media engagement literature and is influenced by the framework Consumers’ 

Engagement with Brand-Related Social-Media Content by Schivinski, Christodoulides and 

Dabrowski (2016). Thus, the dependent variables used are the social media engagement 

dimensions Consumption, Contribution and Creation, which are assumed to be affected by the 

independent variable Real-time. The reason for using this framework is because the focus of 

this thesis is the social media engagement literature, and this framework is the first of its kind 

that has developed scales for Consumption, Contribution and Creation. Therefore, it is 

appropriate to use the same scales for this study as it is of high relevance and suitable for the 

purpose of this research, which aims to add new insights to the social media engagement and 

real-time marketing field. Moreover, the theory of storytelling and further the concept of 

transmedia, is rather used as the context of the study and provides insights and a broader 

understanding of social media engagement. In addition, these two research streams are often 

overlapping with the context of social media, which is why the authors of this thesis find it 

relevant to merge previous research within each field in the proposed framework (Figure 4).   

 

3.2	Real-time	

The independent variable in the proposed framework (Figure 4) is real-time and the authors of 

this thesis aim to measure what effect real-time has on Consumption, 

Contribution and Creation, i.e. the dependent variables. As mentioned, researchers that have 

studied real-time marketing are unsure whether it is effective or not and have identified issues 

with this strategy (Miller, 2013; Reid, 2014). On the other hand, real-time marketing is argued 

to be the future of marketing (Del Rowe, 2016) and numerous companies are adopting this new 

strategy (Kerns, 2014). Social media further enhances real-time marketing through the fast and 
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easy access to consumer conversations, which allows the possibility to participate and interact 

with consumers in real-time (Scott, 2011). Hence, in a social media context, where practitioners 

often review the effectiveness of marketing activities through social media engagement, it 

would be interesting and of relevance to measure if the factor of real-time has an effect on 

social media engagement. The authors of this thesis have further anticipated that the factor 

of real-time can increase social media engagement due to the success of for example SKAM 

and the campaign of Old Spice. 

 

3.3	Consumption	

Influenced by the CEBSC scale (Schivinski, Christodoulides & Dabrowski, 2016), the authors 

of this thesis have applied Consumption as the first dependent variable of social media 

engagement for the proposed framework (Figure 4). As mentioned, the Consumption dimension 

refers to consumers that passively consume social media content by viewing, reading, listening 

or downloading (Evans, 2010; Li & Bernoff, 2008, 2011; Muntinga, Moorman & Smit, 2011; 

Schivinski, Christodoulides & Dabrowski, 2016). This is also the lowest and most common 

level of engagement among consumers since it requires a low level of participation and 

effort. Consumption has been recognized as a level of engagement by various authors within 

the social media engagement literature (Evans, 2010; Li & Bernoff, 2008; 2011; Muntinga, 

Moorman & Smit, 2011; Schivinski, Christodoulides & Dabrowski, 2016), and is thus assessed 

as a suitable variable in this study to measure social media engagement. In the research by Li 

and Bernoff (2008; 2011), the user types spectators and joiners correspond to 

the Consumption level. Consumption can also be compared to the involvement dimension in the 

social media engagement barometer by Jiang, Luo and Kulemeka (2016), which further argues 

for its relevance. To answer the research question, the following hypothesis is developed: 

 

H1: There is a positive effect on the level of Consumption when the factor of real-time is 

integrated 

 

3.4	Contribution	

The next dependent variable in the proposed framework (Figure 4) is Contribution, which 

corresponds to the second level of engagement in the CEBSC scale (Schivinski, Christodoulides 

& Dabrowski, 2016). Examples of Contribution is when the consumer comment, share or like 
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social media content (Heinonen, 2011; Muntinga, Moorman & Smit, 2011). For a consumer to 

be motivated to move from Consumption to Contribution is the involved entertainment and 

self-expression important (Shao, 2009). The authors of this thesis argue that Contribution is a 

relevant dependent variable in the framework due to its recognition in previous research in 

addition to Schivinski, Christodoulides and Dabrowski (2016). Firstly, Li and Bernoff (2008; 

2011) categorized the seven user types where collectors and critics correspond to 

the Contribution level of engagement, whereas Muntinga, Moorman and Smit (2011) 

elaborated the contributing usage type. Evans (2010) terms the next level of 

engagement curation, but it does include the same behavioural actions 

as Contribution (Muntinga, Moorman & Smit, 2011; Schivinski, Christodoulides & Dabrowski, 

2016). Furthermore, for the social media engagement evaluation barometer (Jiang, Luo & 

Kulemeka, 2016), the interaction dimension can be compared to Contribution. In order to 

answer the research question, the following hypothesis is developed related to the dependent 

variable Contribution: 

 

H2: There is a positive effect on the level of Contribution when the factor of real-time is 

integrated 

 

3.5	Creation	

The third dependent variable in the proposed framework (Figure 4) is Creation, which again is 

applied in accordance with the CEBSC scale (Schivinski, Christodoulides & Dabrowski, 2016) 

and the research by Muntinga, Moorman and Smit (2011). Creation is argued by previous 

research to be the highest level of social media engagement and refers to consumers that create 

their own content and publish it on social media, e.g. weblogs, written text, created videos 

and/or music (Evans, 2010; Li & Bernoff, 2008; 2011; Muntinga, Moorman & Smit, 2011; 

Schivinski, Christodoulides & Dabrowski, 2016). As argued for the other two dependent 

variables, Creation is believed to be an appropriate measurement variable in this study due to 

the established research of former scholars. Li and Bernoff’s (2008; 2011) seven social media 

user types have conversationalists and creators as the two types with highest engagement, 

which both fits into the Creation variable for the proposed framework. Nevertheless, in 

comparison to Evans’s (2010) study, collaboration is the highest level of engagement and 

thereafter creation. However, the authors of this thesis argue that the categorization 

of Creation by Muntinga, Moorman and Smit (2011), and Schivinski, Christodoulides and 
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Dabrowski (2016) covers both creation and collaboration. Lastly, the dimension of influence in 

the social media evaluation barometer (Jiang, Luo & Kulemeka, 2016) is comparative to the 

variable Creation. In order to answer the research question, the following hypothesis is 

developed related to the dependent variable Creation: 

 

H3: There is a positive effect on the level of Creation when the factor of real-time is 

integrated 

 

3.6	Overall	Social	Media	Engagement	

In addition to measuring the effect on the three dependent variables Consumption, 

Contribution and Creation, the authors aim to realize the overall effect on social media 

engagement when the factor of real-time is integrated. However, since the CEBSC scale 

(Schivinski, Christodoulides & Dabrowski, 2016) is used as the foundation for the proposed 

framework, which do not phrase any questions directly for social media engagement, neither 

do the authors of this thesis. The proposed framework (Figure 4) does therefore not include 

arrows between Consumption; Contribution; Creation; and social media engagement. Rather, 

a cumulative value for the three dependent variables is calculated and referred to as 

the Overall social media engagement. Hence, to answer the research question, the following 

hypothesis is developed related to the Overall social media engagement: 

 

H4: There is a positive effect on the Overall social media engagement when the factor of 

real-time is integrated 
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Figure 4 Proposed conceptual framework by Bjursten and Norman Sylvendahl (2017) 
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4	Methodology	

In the following section, the authors of this thesis begin with explaining the research philosophy 

that this study proceeds from. Thereafter, the chosen research approach and research design 

is described and argued for. Subsequently, the data collection method is thoroughly clarified, 

followed by the process of data analysis and lastly a discussion of the quality criteria. 

 

4.1	Research	Philosophy	

The epistemological approach taken in this thesis is of positivistic nature, which means that the 

world exists externally and objective methods are applied to measure its properties (Easterby-

Smith, Thorpe & Jackson, 2008). Hence, knowledge is based on empirical observation and 

verification and thus, positivism suits well with the research purpose as it aims to measure what 

effect the integration of real-time in transmedia storytelling has on social media engagement. 

When conducting positivistic research, emphasis is put on measurability and generalizations 

are made through statistical probability, which is how the authors of this thesis are approaching 

how to answer the research question (Easterby-Smith, Thorpe & Jackson, 2008). According to 

Bryman and Bell (2011), by taking a positivistic research approach the researcher believes that 

there is one single reality, and therefore should repeat studies indicate the same result. Thus, 

hypotheses can be constructed and tested in order to make objective conclusions of the studied 

phenomenon (Bryman & Bell, 2011).  

 

4.2	Research	Approach	

Qualitative and quantitative research are the two main research approaches. The qualitative 

approach is when the researcher uses an inductive model, which is associated with the 

constructionist perspective (Creswell, 2003). Whereas a quantitative study often use a deductive 

research approach. A deductive research approach is when the researcher uses previous 

literature and theories as the base of the study, and furthermore the basis for the hypothesis 

originates from these sources (Bryman & Bell, 2011; Trochim, 2006). Since the aim of this 

research is to add new insights to the social media engagement and real-time marketing field, 

by incorporating knowledge from the transmedia storytelling literature, a deductive approach 

will originate from and test current theory by empirical observations through a quantitative 

study. Therefore, the authors of this thesis approach and develop the problem formulation from 
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the social media engagement theory and the transmedia storytelling theory. From a positivistic 

perspective and due to the nature of the research question, the quantitative approach is in favor 

to observe the problem and to be able to construct hypotheses (Bryman & Bell, 2011). 

  

To conduct survey(s) or structure observation(s) are the two most common approaches when 

collecting data from a sample within deductive studies (Bryman & Bell, 2011; Creswell, 2003). 

Likewise, it is a way for the researcher to test whether to accept or reject the constructed 

hypothesis. Based on the results of the tested hypothesis, theory can then be adjusted (Bryman 

& Bell, 2011). The authors of this thesis have chosen to conduct a survey in order to answer the 

research question What is the difference in the level of social media engagement when the 

factor of real-time is integrated in transmedia storytelling?. This decision is made in 

accordance with the nature of the research problem where the study aims to measure the level 

of social media engagement, which is more easily done through a survey than through 

observations (Bryman & Bell, 2011). In addition, the target population is large and has a broad 

geographical spread and thus, a survey is more suitable to reach the population and to be able 

to generalize where repeated studies should indicate the same results (Bryman & Bell, 2011). 

 

4.3	Research	Design	

The five main research designs are; experimental, case study, longitudinal, 

comparative and cross-sectional design. Due to its complicatedness, experimental design is 

seldom used within business research, since it requires one treatment group that is exposed to 

the manipulation and one control group without it (Easterby-Smith, Thorpe & Jackson, 2008). 

A case study design on the other hand is described by Bryman and Bell (2011) to focus on a 

single event or an organization. Also, they argue that if the aim is to measure changes over time 

then a longitudinal design is the best approach. Whereas, when the researcher instead compares 

two or more cases, one usually talks about a comparative design, something that for the most 

part is used in cross-cultural studies. Finally, there is the cross-sectional design, which is 

commonly known for being a method where one observes various variables with the purpose 

of finding patterns between them (Bryman & Bell, 2011). 

 

4.3.1	Cross-sectional	Comparison	Design	

This study origins from a positivistic and quantitative research approach and hypotheses are 

constructed and tested, thus, an experimental or quasi-experimental method is most suitable 
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according to Easterby-Smith, Thorpe and Jackson (2008). Since the purpose of this thesis is to 

make a comparison and measure what effect the integration of real-time in transmedia 

storytelling has on social media engagement, one would at first consider an experimental design 

since one group is exposed to the manipulation, i.e. real-time, and one is not (Easterby-Smith, 

Thorpe & Jackson, 2008). However, since the manipulation has already taken place and the 

authors of this thesis observe the two groups afterwards it is not possible to have control over 

an experimental setting (Bryman & Bell, 2011). Therefore, a quasi-experimental method has 

been chosen, in the form of a cross-sectional comparison design, in order to realize the purpose 

of the study. However, distinct for quasi-experimental design is to use multiple measures over 

time (Bryman & Bell, 2011), which is not applied in this research where one single study 

constitutes as the base for analysis. 

 

The cross-sectional comparison design is the most commonly used in business research and 

Easterby-Smith, Thorpe and Jackson (2008) argue that the advantages of this research design 

is clarity, transparency and repeatability. However, they further state that the weakness is that 

the sample is not allocated randomly but rather selected based on individuals who have 

experienced what the researchers intend to study, which differs from an experimental 

design. Thus, in order to draw as accurate conclusions of the cause-and-effect relationships as 

possible, the control group and the treatment group should only differ on the treatment variable, 

which is impossible to guarantee and thus a weakness of this research design. Although, the 

reason for choosing the cross-sectional comparison design is further that it suits the positivistic 

departure of the authors of this thesis as it enables to measure multiple factors simultaneously 

(Easterby-Smith, Thorpe & Jackson, 2008). Figure 5 below demonstrates the cross-sectional 

comparison design applied for this study, where a comparison is made between one group that 

has been exposed to the dependent variable of real-time and one group that has not. 
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Figure 5 Cross-sectional comparison design 

 

 

4.4	Data	Collection	Method	

The practice of obtaining and gather information by the researcher is more known as data 

collection (Easterby-Smith, Thorpe & Jackson, 2008). There are several ways to approach this 

process, depending on the nature of the research approach. If conducting a qualitative study; 

interviews, observations and focus groups would be the preferable options (Bryman & Bell, 

2011; Easterby-Smith, Thorpe & Jackson, 2008). Nonetheless, when performing a study of 

quantitative nature, as for this thesis, a survey would be the best option due to its possibility to 

faster reach a broader sample size (Bryman & Bell, 2011). 

 

4.4.1	Primary	and	Secondary	Data	Collection	

In accordance with Christensen et al. (2001), the authors of this thesis have reflected upon the 

applied sources, since these could be crucial for the end result of this study. There are two kinds 

of data sources; primary and secondary sources. Primary data sources are described by 

Easterby-Smith, Thorpe and Jackson (2008) and Svenning (2003) to be the original sources of 

data, and is gathered by the person conducting the research. In contrast, secondary data sources 

are already existing data from previous studies that researchers may use, nevertheless these 

studies are most often originally conducted with another purpose, which needs to be accounted 

for. Since the authors of this thesis mostly have made use of secondary data sources, this has 
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been taken into careful consideration. Data collection is the process of gathering and measuring 

information, according to Bryman & Bell (2011) this can be done through various methods 

depending on whether the study is of qualitative or quantitative nature. In a qualitative study 

this can be done through focus groups, interviews and/or observations (Bryman & Bell, 2011). 

Whereas in a quantitative study, where the authors are looking for the opinions of a larger 

sample, the most suiting method is to conduct a survey (Bryman & Bell, 2011).   

 
4.4.2	Survey	

Within the positivistic research philosophy, survey research is the most common research 

method (Easterby-Smith, Thorpe & Jackson, 2008) and is believed by the authors of this thesis 

to be the most suitable choice to answer the research question. This data collection method 

allows standardized data to be gathered from a large sample, which eases evaluation and 

analysis of the results. Moreover, survey research tends to apply cross-sectional designs, which 

suits the chosen research design. One can conduct three types of surveys, namely factual, 

inferential and exploratory (Bryman & Bell, 2011; Easterby-Smith, Thorpe & Jackson, 2008). 

Factual surveys involve collecting factual data, often through market research, from different 

groups of people. Exploratory surveys on the other hand, collect information to detect patterns 

among the respondents, which ultimately emerge to new theory. The inferential survey starts 

from existing assumptions and hypotheses and aims to discover relationships between variables 

and concepts. Thus, the researcher starts to distinguish the involved factors and determines what 

seems to be the cause behind the assumptions (Easterby-Smith, Thorpe & Jackson, 2008). The 

authors of this thesis have chosen the inferential survey since this serves the needs of the 

deductive research approach best. Additionally, it is often used in academic research, especially 

within marketing and management (Easterby-Smith, Thorpe & Jackson, 2008).  

  

The conducted survey takes the form of an online survey and this decision has been made to 

reach the intended population. An online survey is preferred if the geographical distance is 

large, since it allows for easier access to the population and is more cost efficient (Bryman & 

Bell, 2011). The questions for the survey have been selected from previous research within 

social media engagement and the scales are taken from the Consumer’s Online Brand-Related 

Activities framework (Schivinski, Christodoulides & Dabrowski, 2016). The advantage of 

using this approach is that the questions have previously been tested, and in addition the scales 

are reliable as valid measurements. Besides, since the survey’s items have been previously 
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tested it is a higher certainty that they are sufficiently accurate of measuring variables 

(Easterby-Smith, Thorpe & Jackson, 2008). 

 

Furthermore, Bryman and Bell (2011) argue for the importance of language. This survey was 

constructed in English, since the population covers different nationalities and thus, the native 

language differs. It is preferable to use the native language of the respondents (Bryman & Bell, 

2011), but due to the fact that the authors of this thesis do not possess the language skills 

required for an appropriate adaptation, English was argued to be most suitable. However, the 

English level was adapted to fit the understanding of the population. 

 

The questions to the survey used in this thesis can be found in Appendix D. 

 

4.4.3	Pre-test	of	the	Survey	

Since literature encourages researchers to conduct a pre-test of the survey before sending it out, 

this has been done accordingly (Bryman & Bell, 2011; Hair et al., 2010). The benefits of making 

a pre-test is that spelling errors as well as unclear formulations can be detected, which otherwise 

could have influenced the result (Bryman & Bell, 2011). The pre-test of this survey was sent 

out to individuals, representative of the sample frame, which was a highly effective way to get 

knowledge regarding the comprehension of the questions and statements in the survey (Bryman 

& Bell, 2011; Hair et al., 2010). As it turned out, a couple of the pre-test participants found one 

statement rather unclear, which was therefore changed and made clearer. 

 

4.4.4	Sampling	

When conducting a survey the researchers need to wisely reflect over if a probability or 

nonprobability sample approach should be applied (Uprichard, 2013). According to Bryman 

and Bell (2011), if a sample is carefully chosen and unbiased it should be able to represent the 

opinion of the population. Probability-sample is a random selection of participants where all 

units of the population have equal possibility of being chosen (Bryman & Bell, 2011). Non-

probability sample on the other hand is when some units are more likely than others to be chosen 

(Bryman & Bell, 2011; Ghauri & Grønhaug, 2010). Even though probability sample has high 

trustworthiness and low chances of sampling errors, non-probability sample is still the most 

commonly used approach because of its convenience (Trochim, 2006). 
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In this thesis, the authors used non-probability sampling since the purpose of this study is to 

make a comparison and measure what effect the integration of real-time in transmedia 

storytelling has on social media engagement. Therefore, the sample needs to consist of 

individuals representable for the two groups identified for the cross-sectional comparison 

design; non-exposed and exposed to real-time. Thus, the TV series SKAM is chosen as the 

setting for the study since this provides a suitable example where viewers could have watched 

the show in real-time or not. Consequently, the sample is chosen by the authors and not all units 

of the population have the same chance to participate. Secondly, the sample frame consists of 

individuals that have watched the TV series SKAM, since this is the context of this research 

and thus a criterion to be able to participate. Thirdly, the authors have made the decision to 

focus on high school students. This decision is made because of the quasi-experimental design 

where one should control as many external variables as possible (Bryman & Bell, 2011). Hence, 

by focusing on high school students the sample is more homogeneous and one can to a higher 

extent argue that the factor of real-time is the cause behind an eventual difference between the 

two groups. The reason for choosing high school students is because they are the main target 

group for SKAM and is also the largest age group who watches the TV series (Donadio, 2016). 

 

To be able to decide the sample size, the margin of error, confidence level, and standard 

deviation have to be decided (Smith, 2013). In this case, since the population size is unknown, 

the authors have defined it as large, therefore they have decided for a margin of error of ±5%, 

to reach a representative result. The confidence level is 95%, which gives a Z-score of 1.96 that 

should be constant (Moore, McCabe & Craig, 2009). Additionally, to ensure that the sample 

size is sufficient the standard deviation takes the value of 0.5 (Moore, McCabe & Craig, 2009). 

The combination of these values leads to the following equation regarding the sample size 

determination: 

 

Necessary sample size = (Z-score)2 x StdDev x (1-StdDev) / (margin of error)2 

→ ((1,96)2 x 0,5(1-0,5)) / (0,05)2 → (3,8416 x 0,25) / 0,0025 = 385 (384,16) 

 

From this equation one can conclude that at least 385 participants are needed in the survey. For 

convenience, the authors of this thesis aimed for approximately 400 participants in total, i.e. 

200 participants per group.  
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4.4.5	Non-probability	Sampling	

The participants were chosen through three types of nonprobability sampling 

approaches; quota, convenience and snowball sampling. Quota sampling, which is described 

by Easterby-Smith, Thorpe and Jackson (2008) as an approach where the relevant population 

is divided in categories and that the gathering of participants continue until the predetermined 

size for each category is reached. Hence, for the purpose of this study, the authors desired one 

group consisting of 200 participants that not had been exposed to real-time transmedia 

storytelling and one group consisting of 200 participants that had been exposed to the factor 

of real-time. Since SKAM has the largest audience in Norway and Sweden, the quota sampling 

was initially constructed to reach Norwegian and Swedish viewers of SKAM. Thereafter, a 

distinction was made between consumers that had watched SKAM in real-time and consumers 

that had watched SKAM without the factor of real-time. This distinction was made by asking 

the respondents two control questions, firstly whether they have watched SKAM on NRK TV 

(Norwegian) or SVT-play (Swedish), since only consumers watching SKAM on NRK TV could 

have been exposed to the factor of real-time. Secondly, the respondents that answered NRK TV 

were asked how they have watched SKAM, where they could choose between I watch the 

episodes when they are released and try to stay up to date or To stay up to date is not that 

important to me, I rather watch the episodes when I have time. Thus, the respondents choosing 

the former alternative are the ones categorized as the group that have been exposed to the factor 

of real-time.  

 

Moreover, to reach the assigned sample quota, participants were selected through convenience 

sampling, meaning that the sample was chosen due to the authors’ accessibility (Bryman & 

Bell, 2011). Since the chosen sample was first and foremost Norwegian and Swedish high 

school students, the convenience sampling was mainly done by contacting responsible teachers 

at various high schools in Norway and Sweden. The teachers were asked to send out the survey 

to their students and further to forward the email to colleagues and their students, with the 

explanation and link to the survey. Thus, another non-probability sampling technique was 

applied that Bryman and Bell (2011) refer to as snowball sampling. 

 

4.5	Data	Analysis	

Before the authors of this thesis could start the data analysis, all invalid data was removed. With 

invalid data one is referring to participants not corresponding to the required sample, 
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incomplete answers or participants who did not take the survey seriously (Bryman & Bell, 

2011). This filtering was made in accordance with two control questions, where some of the 

respondents were considered as non-responses. In total did 633 people reply to the survey, 

however, the respondents that had never watched SKAM were removed together with those 

who were over 19 years old, remaining 496 respondents that could be used in the analysis. 

Despite hard attempts from the authors of this thesis to reach an equal gender allocation, there 

were an uneven distribution between male and female participants. Possible explanations to this 

might be that females more frequently tend to participate in surveys compared to males 

(Lindén-Boström & Persson, 2010) and that the TV series SKAM is originally intended for 16 

year old girls and thus, have a higher number of female viewers (Jones, 2016). 

 

After having removed everyone not fitting into the sample frame, the data spreadsheet from the 

survey was imported to SPSS for the statistical analysis. 

 

4.5.1	Levels	of	Measurements	

A way to facilitate the statistical analysis is by coding the variables with numerical values, after 

the data from the survey has been inspected and cleaned up (Bryman & Bell, 2011; Saunders, 

Lewis & Thornhill, 2009). The numerical variables can be given one of the following four 

scales; nominal, ordinal, interval or ratio, which is based on their level of measurement (Burns 

& Burns, 2008). Nominal variables are classified into categories based on what it represents, 

thus it is not the number that is important in this case but rather what it represents (Burns & 

Burns, 2008). In this thesis four items were classified as nominal variables, whereas one of 

them being gender, where 1 = male, 2 = female and 3 = other. As a result, this kind of 

measurement may be used to detect the difference between different variables but one cannot 

compute a mean or ratio for example (Saunders, Lewis & Thornhill, 2009). The other level of 

measurement used in this thesis is the interval classification, which measures attitudes and 

compares differences (Burns & Burns, 2008). This can be done by having the participants to 

choose their answer based on a Likert scale (Bryman & Bell, 2011). The Likert scale in this 

thesis allowed answers on a continuum from 1 to 7, where 1 represents totally disagree and 7 

represents totally agree. 
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4.5.2	Levene’s	Test	for	Homogeneity	of	Variance	

Prior to the one-way analysis of variance (ANOVA) test, the variance equality of two samples 

are measured through Levene’s Test. If the significance level is >0.05 the Levene’s test is not 

significant, meaning that the approximately equal variances are assumed (Burns & Burns, 

2008). However, if the significance level is <0.05 the variances are not equal, which means that 

the assumption of homogeneity of variance has been violated (Burns & Burns, 2008). 

 

4.5.3	The	Analysis	of	Variance	

To test and compare the mean of two groups, a one-way ANOVA is applied. Burns and Burns 

(2008) together with Moore, McCabe and Craig (2009) state that ANOVA tests the null 

hypothesis, meaning that it tests whether the sample means of two or more groups are equal. If 

there is a significant difference between groups the null hypothesis is rejected (Burns & Burns, 

2008; Moore, McCabe & Craig, 2009). The test implicates if the differences are because of 

random sampling error or if there actually are systematic effects. The variances that are 

compared through ANOVA comes from two sources, and are referred to as Between 

Groups variance and Within Groups variance (Moore, McCabe & Craig, 2009). The ratio 

between the two estimations is defined with the degree of freedom, which is based on the 

sample size. The authors of this thesis studied the variance amongst the Between and Within 

groups, also known as the F ratio. A smaller F ratio means that there is no significant difference, 

while a larger F ratio indicates that there is a significant difference between the means of the 

two groups (Burns & Burns, 2008; Moore, McCabe & Craig, 2009). The confidence interval in 

this thesis is set at 95%, which is the most common one. 

 

4.6	Quality	Criteria	

The authors of this thesis have carefully considered the reliability, replication and validity of 

this study, since it is essential for the research process and later when analyzing the 

result (Patton, 2002). The authors have also taken ethical aspects and limitations into 

consideration. 

 



 37 

4.6.1	Reliability	and	Replication	

Reliability goes hand in hand with replication, it is argued by Bryman and Bell (2011) and Kirk 

and Miller (1986) that the end result should be the same if the research is replicated at another 

point in time. For this to be possible the progress of a study must be carefully documented and 

easy for the reader to follow. Since the purpose of this thesis is to measure social media 

engagement, where engagement is a continuum that develops over time, it could be possible 

that the results would differ at another point in time. However, due to the large sample size the 

authors believe that the same type of sample should result in the same findings.  

 

Bryman and Bell (2011) argue that there are two other aspects of reliability to consider, namely 

internal reliability and inter-observer consistency. For a quantitative study is internal reliability 

often relatively high, due to numerical answers (Bryman & Bell, 2011). A way to test the 

internal reliability is through Cronbach’s Alpha coefficient, where a value greater than 0.7 is 

considered acceptable according to Bryman and Bell (2011) and Field (2013). This statistical 

method measures the consistency and correlation of the questions in the survey related to the 

concept (Easterby-Smith, Thorpe & Jackson, 2008). 

 

Regarding the inter-observer consistency, one need to be aware of the potential bias of the 

authors in the discussion of the findings. Due to the fact that the researchers naturally have their 

own assumptions and previous experiences, this might influence the interpretations of the 

findings (Bryman & Bell, 2011). Thus, ultimately for the interpretations to be considered 

reliable, the researchers should have a neutral and unbiased mind-set.   

 
4.6.2	Validity	

The final quality criterion is validity, which indicates whether the research measures what it 

aimed to measure or not (Bryman & Bell, 2011; Easterby-Smith, Thorpe &  Jackson, 2008). In 

order to increase the validity of the research, the authors of this thesis have made a thorough 

review of the literature within the field to find the most suitable framework for the study. The 

chosen framework is further built upon previous research within the field that have been of high 

importance. In addition, the questions in the survey are also gathered from previous research, 

which reassures that the questions are suitable and valid for the purpose of the study (Bryman 

& Bell, 2011). 
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The validity can furthermore be measured by Pearson’s r correlation test. This test ensures that 

the constructs do not measure the same thing, in this case Consumption, 

Contibution and Creation (Burns & Burns, 2008; Easterby-Smith, Thorpe & Jackson, 2008). 

The value should with advantage be between 0.3 and 0.9, which is neither too low nor too high 

(Hair et al., 2010). 

 

4.6.3	Ethical	

As a researcher, it is important to consider the ethical aspects when conducting a study. 

According to Bryman and Bell (2011) there are a couple of factors that should be taken into 

consideration, which has been done in this thesis. Firstly, the conducted survey was completely 

anonymous, which the authors made sure to inform the participants of. Secondly, the 

participants were informed about the purpose of the survey as well as given the chance not to 

participate. Moreover, since the TV series SKAM targets high school students, the respondents 

targeted for this survey were accordingly. High school students in this thesis refers to young 

adults in the age range of 16-20 (Skolverket, 2015). It is crucial in an ethical aspect that no 

participant is under the age of 15, since that is the required age in both Sweden and Norway, 

where one can partake in a survey without the parents’ consent (Codex, 2016; NESH, 2006). 

Additionally, all participants must be well informed and have a clear understanding of the 

research before participating (Codex, 2016; NESH, 2006). 
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5	Results	
 
The following chapter presents the findings from the data collected through the survey. It starts 

with introducing the descriptive information of the sample, followed by tests that measure the 

reliability and validity of the results. Thereafter, the findings for Consumption, Contribution, 

Creation and the Overall social media engagement is presented and the corresponding 

hypotheses are tested. 

 

5.1	Descriptive	Sample	Information	
 
In total there were 496 respondents, of those were 429 (86.5%) female, 61 (12.3%) male and 6 

(1.2%) other. Table 1 shows the distribution of gender between the real-time and non real-time 

group (control group). In Table 2 the nationalities of the respondents are shown, 192 (38.7%) 

were Swedish, 274 (55.2%) Norwegian and 30 (6%) from other countries. 

 
Variable Gender  

Female Male Other Total 
Real-time Non-exposed 226 47 1 274 
 Exposed 203 14 5 222 
Total 429 61 6 496 

Table  1 Gender distribution 

 
 

Variable Nationality  
Swedish Norwegian Other Total 

Real-time Non-exposed 138 117 19 274 
 Exposed 54 157 11 222 
Total 192 274 30 496 

Table  2 Nationality distribution 

 

5.2	Reliability	and	Validity	Testing	

The following part shows the reliability and validity testing, which is tested through 

Cronbach’s Alpha and Pearson’s r Correlation. 
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5.2.1	Cronbach’s	Alpha	

To confirm that the questions within each of the three-construct measured the same thing, an 

internal consistency of reliability analysis was conducted. Cronbach’s Alpha was set at 0.7 for 

this thesis, which was described in chapter 3. Table 3 shows that Consumption, Contribution 

and Creation all have a value of Cronbach’s Alpha over 0.7 meaning that the constructs 

measures the same thing. 

 
Variable Cronbach’s Alpha Numbers of Questions 
Consumption 0.847 5 
Contributions 0.904 5 
Creation 0.904 5 

Table  3 Cronbach’s Alpha 

	

5.2.2	Pearson’s	r	Correlation	
This ensures that the three-constructs do not measure the same thing, a Pearson’s r correlation 

(1-tailed) test was applied. The P-value (sig.) was 0.000 for Consumption, Contribution and 

Creation (Table 4). This indicates that >95% of all variables are significant. Furthermore, when 

looking at the Table 4 that none of the variable measure the same thing. All of them have a 

value between 0.3 and 0.9, which according to Hair et al. (2010) is preferred.   

 
 

Variable  Consumption Contribution Creation 
Consumption Pearson Correlation 1 .714** .479** 
 Sig. (1-tailed)  .000 .000 
 N 496 496 496 
Contribution Pearson Correlation .714** 1 .703** 

 Sig. (1-tailed) .000  .000 
 N 496 496 496 
Creation Pearson Correlation .479** .703** 1 
 Sig. (1-tailed) .000 .000  
 N 496 496 496 
**. Correlation is significant at the 0.01 level (1-tailed). 

Table  4 Pearson’s r Correlation 

 

5.3	Homogeneity	of	Variance	

Prior to the one-way ANOVA, Levene's test is computed to test the homogeneity of variance. 

This test was conducted for each hypothesis related to Consumption, Contribution and 

Creation, and for the hypothesis for Overall social media engagement. In Levene’s test the 
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assumption is that the variances between groups are approximately equal (Burns & Burns, 

2008) and thus, the null hypothesis is: 

 

H0 : There is no difference between the variance for the non-exposed group and the variance 

for the exposed group 

 

For Consumption, Levene’s test shows in Table 5 that there is a significant difference between 

variances, since p = 0.000, which is < 0.05. Therefore, the null hypothesis is rejected and the 

assumption of homogeneity of variance is violated. 

 

Levene Statistic df1 df2 Sig. 

13.153 1 494 .000 

Table  5 Levene’s test for Consumption 

 

With regards to Contribution, Levene’s test showed that there is no significant difference 

between the variances. Table 6 shows that p = 0.073, which is > 0.05 and the null hypothesis is 

accepted. Hence, homogeneity of variance is assumed. 

Levene Statistic df1 df2 Sig. 

3.228 1 494 .073 

Table  6 Levene’s test for Contribution 

 

Following, Table 7 shows that for Levene’s test on Creation, p = 0.496, which is > 0.05. 

Therefore, the null hypothesis is accepted since there is no significant difference between the 

variance, and thus, equal variances can be assumed. 

Levene Statistic df1 df2 Sig. 

.464 1 494 .496 

Table  7 Levene’s test for Creation 

 

Lastly, for the Overall social media engagement, Table 8 displays that p = 0.006 in Levene’s 

test. This means that there is a significant difference in variance between groups and the null 

hypothesis is rejected. Consequently, the assumed homogeneity of variance is violated.  
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Levene Statistic df1 df2 Sig. 

7.495 1 494 .006 

Table  8 Levene’s test for Overall social media engagement 

	
5.4	Hypothesis	Testing	
 

The following part shows the four-different hypothesis and whether the null-hypothesis is 

accepted or rejected. For the null hypothesis to be accepted the p-value should be < 0.05.  

 
5.3.1	Hypothesis	1	-	Consumption	
 

H1: There is a positive effect on the level of Consumption when the factor of real-time is 

integrated 

  

Initially, a descriptive analysis was conducted, where the mean of the two groups were 

presented in Table 9; Non-exposed [M = 3.7686 ] and Exposed [M = 4.4919], which shows that 

the mean is higher for individuals exposed to real-time than non-exposed. This mean is 

calculated from the five items related to Consumption in the survey (Appendix E), where the 

average corresponds to the overall mean for Consumption. 

 

Thereafter, a descriptive analysis was run separately for each of the five statements related to 

Consumption in order to see if there were any items with divergent values. Although, Figure 6 

shows that all five items have a higher mean for individuals exposed to real-time than 

individuals that is non-exposed. Particularly high in comparison is the mean for the statement I 

have joined fan page(s) related to SKAM on social media and I follow SKAM characters on 

social media. 

 

However, to be able to accept or reject the research hypothesis related to Consumption, a 

statistical null hypothesis and an alternative hypothesis were formulated: 

 

H0 : There is no significant difference in Consumption between the groups non-exposed 

and exposed to real-time 
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H1 : There is a significant difference in Consumption between the groups non-exposed and 

exposed to real-time 

 

To test the null-hypothesis a one-way ANOVA between groups was conducted. When the 

ANOVA was run for each of the five questions separately, Figure 6 (further described in 

Appendix E) shows that all questions except from I read blogs/blog posts related to SKAM [p 

= 0.230] were significantly different at a confidence level of 95%, i.e. p< 0.05. Subsequently, 

when adding all questions related to Consumption and running the ANOVA, Table 10 

demonstrates that there is a significant difference between the groups non-exposed and exposed, 

[F(1, 494) = 20.685, p = 0.000]. Therefore, the null hypothesis There is no significant difference 

in Consumption between the groups non-exposed and exposed to real-time is rejected since 

p<0.05. 

 

Thus, the research hypothesis H1: There is a positive effect on the level of Consumption when 

the factor of real-time is integrated, is accepted.  

Table 9  Descriptive analysis of Consumption 

     95% Confidence 
Interval for Mean 

  

Variable N Mean Std. 
Deviation 

Std. 
Error 

Lower 
Bound 

Upper 
Bound 

Minimum Maximum 

Non-exposed 274 3.7686 1.86913 .11292 3.5463 3.9909 1.00 7.00 
Exposed 222 4.4919 1.61773 .10857 4.2779 4.7059 1.00 7.00 
Total 496 4.0923 1.79578 .08063 3.9339 4.2508 1.00 7.00 
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Figure 6 Bar graph on survey answers regarding Consumption 

 
 Sum of Squares df Mean Square F Sig. 
Between Groups 64.155 1 64.155 20.685 .000 
Within Groups 1532.135 494 3.101   
Total 1596.291 495    
 

Table  10 ANOVA of Consumption 

5.3.2	Hypothesis	2	-	Contribution	

 

H2: There is a positive effect on the level of Contribution when the factor of real-time is 

integrated 

 

First, a descriptive analysis was conducted where the overall mean of the two groups were 

presented, Table 11; Non-exposed [M = 2.8606 ] and Exposed [M = 2.9135 ], which shows that 

the mean for individuals exposed for real-time is higher than non-exposed. This mean is 

calculated from the five items related to Contribution in the survey Appendix F, where the 

average corresponds to the overall mean for Contribution. 

 

Following, a descriptive analysis was conducted for each of the five items related to 

Contribution, which showed an inconsistent result. Figure 7 (further described in Appendix F) 



 45 

shows that the mean is higher for individuals exposed to real-time for three out of five questions, 

which is for sharing and liking written posts, pictures and videos. Whereas the mean is higher 

for individuals non-exposed to real-time for tagging/commenting on written posts, pictures and 

videos. 

 

However, to be able to accept or reject the research hypothesis related to Contribution, a 

statistical null hypothesis and an alternative hypothesis were formulated: 

 

H0 : There is no significant difference in Contribution between the groups non-exposed and 

exposed to real-time 

 

H1 : There is a significant difference in Contribution between the groups non-exposed and 

exposed to real-time 

 

To test the null hypothesis a one-way ANOVA between groups was conducted. When the 

ANOVA was run for each of the five items related to Contribution in the survey, none of the 

items were significantly different on a 95% confidence level, i.e. p < 0.05. The item that showed 

the highest difference between groups was I like pictures/videos related to SKAM [p = 0.197], 

which is close to being significantly different on a 90% confidence interval [p < 0.1]. When 

grouping the five items in the survey to an overall value for Contribution and running the 

ANOVA, Table 12 shows that there is no significant difference between the groups non-

exposed and exposed [F(1, 494) = 0.109, p = 0.742]. Therefore, the null hypothesis There is no 

significant difference in contribution between the groups non-exposed and exposed to real-time 

is accepted since p> 0.05. 

 

Thus, the research hypothesis H2: There is a positive effect on the level of Contribution when 

the factor of real-time is integrated is rejected.  

 
Table  11  Descriptive analysis of Contribution 

     95% Confidence 
Interval for Mean 

  

Variable N Mean Std. 
Deviation 

Std. 
Error 

Lower 
Bound 

Upper 
Bound 

Minimum Maximum 

Non-exposed 274 2.8606 1.83989 .11115 2.6418 3.0794 1.00 7.00 
Exposed 222 2.9135 1.69698 .11389 2.6891 3.1380 1.00 7.00 
Total 496 2.8843 1.77577 .07973 2.7276 3.0409 1.00 7.00 
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Figure 7 Bar graph on survey answers regarding Contribution 

 
 Sum of Squares df Mean Square F Sig. 
Between Groups .344 1 .344 .109 .742 
Within Groups 1560.574 494 3.159   
Total 1560.917 495    
 

Table  12 ANOVA of Contribution 

	

5.3.3	Hypothesis	3	-	Creation	

 

H3: There is a positive effect on the level of Creation when the factor of real-time is 

integrated 

 

The descriptive analysis for Creation showed that the overall mean of the two groups were, 

Table 13; Non-exposed [M = 1.6715 ] and Exposed [M = 1.6568 ], which shows that the mean 

for individuals exposed for real-time is lower than individuals non-exposed to real-time. This 

mean is calculated from the five items related to Creation in the survey (Appendix G), where 

the average corresponds to the overall mean for Creation. 

 

In addition, a descriptive analysis was conducted showing the means for each of the five items 

related to Creation separately. Figure 8 (further described in Appendix G) displays that all 
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questions had a higher mean for non-exposed than exposed to real-time, except I start 

discussions related to SKAM on social media. 

 

However, to be able to accept or reject the research hypothesis related to Creation, a statistical 

null hypothesis and an alternative hypothesis were formulated: 

 

H0 : There is no significant difference in Creation between the groups non-exposed and 

exposed to real-time 

H1 : There is a significant difference in Creation between the groups non-exposed and 

exposed to real-time 

 

A one-way ANOVA between groups was run for each item related to creation separately in 

order to see whether there was a significant difference for any of the items. However, in 

Appendix G one can see that none of the questions demonstrated a significant difference 

between non-exposed and exposed to real-time on a confidence level of 95%, i.e. p < 0.05. 

Nevertheless, on a confidence level of 90%, i.e. p < 0.1, the statement I create pictures/videos 

related to SKAM and post it on social media is close to being significantly different [p = 0.175]. 

When running ANOVA for the overall value for Creation, Table 14 shows that there is no 

significant difference between individuals non-exposed and exposed to real-time [F(1, 494) = 

0.017, p = 0.897]. Therefore, the null hypothesis There is no significant difference in Creation 

between the groups non-exposed and exposed to real-time is accepted since p > 0.05. 

 

Thus, the research hypothesis H3: There is a positive effect on the level of Creation when the 

factor of real-time is integrated is rejected. 

 

Table  13  Descriptive analysis of Creation 

 
 

     95% Confidence 
Interval for Mean 

  

Variable N Mean Std. 
Deviation 

Std. 
Error 

Lower 
Bound 

Upper 
Bound 

Minimum Maximum 

Non-exposed 274 1.6715 1.29981 .07852 1.5169 1.8261 1.00 7.00 
Exposed 222 1.6568 1.21567 .08159 1.4960 1.8176 1.00 7.00 
Total 496 1.6649 1.26161 .05665 1.5536 1.7762 1.00 7.00 
 



 48 

 
Figure 8 Bar graph on survey answers regarding Creation 

 
 

 Sum of Squares df Mean Square F Sig. 
Between Groups .027 1 .027 .017 .897 
Within Groups 787.843 494 1.595   
Total 787.870 495    
 

Table  14 ANOVA of Creation 

 
5.3.4	Hypothesis	4	–	Overall	Social	Media	Engagement	

 

H4: There is a positive effect on the Overall social media engagement when the factor of 

real-time is integrated 

 

To be able to measure the Overall social media engagement, the three variables Consumption, 

Contribution and Creation were summed and an overall mean could be computed. The 

descriptive analysis (Table 15) shows that the overall mean for Overall social media 

engagement was: Non-exposed [M = 2.7669] and Exposed [M = 3.0207 ], which shows that the 

mean for individuals exposed to real-time is higher than individuals non-exposed to real-time. 

 

Thereafter, a descriptive analysis was run separately for Consumption, Contribution and 

Creation. Figure 9 (further described in Appendix H) shows that Consumption and Contribution 
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have a higher mean for individuals exposed to real-time than individuals that is non-exposed. 

Additionally, Creation has a slightly higher mean for the non-exposed to real-time group. 

 

Moreover, to be able to accept or reject the research hypothesis related to the Overall social 

media engagement, a statistical null hypothesis and an alternative hypothesis were formulated: 

 

H0 : There is no significant difference in the Overall social media engagement between the 

groups non-exposed and exposed to real-time 

 

H1 : There is a significant difference in the Overall social media engagement between the 

groups non-exposed and exposed to real-time 

 

Therefore, a one-way ANOVA between groups was run and Table 16 shows that on a 95% 

confidence interval there is a significant difference between the groups non-exposed and 

exposed to real-time [F(1, 494) = 4.008, p = 0.046]. Therefore, the null hypothesis There is no 

significant difference in the Overall social media engagement between the groups non-exposed 

and exposed to real-time is rejected since p< 0.05. 

 

Thus, the research hypothesis H4: There is a positive effect on the Overall social media 

engagement when the factor of real-time is integrated is accepted.  

 

 
Table  15  Descriptive analysis of Overall social media engagement 

     95% Confidence 
Interval for Mean 

  

Variable N Mean Std. 
Deviation 

Std. 
Error 

Lower 
Bound 

Upper 
Bound 

Minimum Maximum 

Non-exposed 274 2.7669 1.48016 .08942 2.5909 2.9429 1.00 7.00 
Exposed 222 3.0207 1.30371 .08750 2.8483 3.1932 1.00 7.00 
Total 496 2.8805 1.40823 .06323 2.7563 3.0047 1.00 7.00 
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Figure 9 Bar graph over the mean answers to the survey for each dependent variable 

 
 

 Sum of Squares df Mean Square F Sig. 
Between Groups 7.900 1 7.900 4.008 .046 
Within Groups 973.734 494 1.971   
Total 981.634 495    
 

Table  16 ANOVA of Overall social media engagement 

 

	
5.4	Summary	of	Hypothesis	Testing	
 
Below is a summary of the four hypotheses, what variable it is based on and the analytical status 

for each. 

 
Variable Hypothesis Analytical 

Status 
Consumption H1: There is a positive effect on the level of 

Consumption when the factor of real-time is integrated 
Accepted 

Contribution H2: There is a positive effect on the level of Contribution 
when the factor of real-time is integrated 

Rejected 

Creation H3: There is a positive effect on the level of Creation 
when the factor of real-time is integrated 

Rejected 

Overall 
Engagement 

H4: There is a positive effect on the Overall social media 
engagement when the factor of real-time is integrated 

Accepted 

Figure 10 Summary of hypothesis testing 
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6	Discussion	

The following chapter analyzes the findings highlighted in the previous chapter and discuss 

possible explanations for the reached result for Consumption, Contribution and Creation, as 

well as the Overall social media engagement. This is followed by a conclusion of the 

effectiveness of real-time marketing and its effect on social media engagement. 

 

6.1	Consumption	

As presented in the results for Consumption, there was a significant difference between the 

groups non-exposed and exposed to real-time transmedia storytelling, where individuals 

exposed to the factor of real-time demonstrated a higher level of Consumption of content related 

to SKAM. Thus, the assumption that the factor of real-time increases Consumption was correct 

and in line with the belief of the authors of its effect on social media engagement. Further, this 

finding strengthens previous assumptions within the real-time marketing research, which have 

argued that real-time is believed to be an effective strategy to increase consumer engagement 

(Del Rowe, 2016; Kerns, 2014; Reid, 2014; Scott, 2011). Furthermore, the mean for both 

groups were highest for Consumption among the three dependent variables, which shows that 

most of the respondents are positioned on the lowest level of social media engagement, 

i.e. Consumption, where one only passively consume content through reading, listening or 

watching (Scott, 2010). This finding is consistent with previous research, which argues 

that Consumption is the most common level of engagement since consumers only make 

contributions for a subset of what they consume (Evans, 2010; Li & Bernoff, 2011; Muntinga, 

Moorman & Smit, 2011). 

  

Moreover, the aim with real-time marketing is often to reach a viral spread (Kerns, 2014), which 

can be an explanation for why the factor of real-time generated higher levels 

of Consumption than the non-exposed group. Due to the nature of a viral spread, where other 

consumers on the social media platforms rapidly share content, the filtering of content has 

already been made (Evans, 2010). Thus, the relevance of the content is increased and the 

probability that the consumer will read/listen/watch the content (Lamberton & Stephen, 2016). 

In addition, scholars argue that real-time marketing increases brand awareness (Porter, 2013; 

Scott, 2013), which could mean that the group that have watched SKAM in real-time has a 
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higher brand awareness and is thus more receptive to content related to SKAM. Therefore, with 

a higher brand awareness an explanation could be that the real-time watchers do not filter out 

as much SKAM-related content as the non-exposed group and therefore consume more.    

  

Another finding from the result was that the group exposed to the factor of real-time did 

especially score higher on two statements, which were I have joined fan page(s) related to 

SKAM on social media and I follow SKAM characters on social media (Figure 6). This finding 

is of interest because these two statements differ in nature from the other three statements, 

where the consumer just passively read and watch content, whereas for these two statements 

the consumer have made an active choice to join and follow content related to SKAM. Thus, 

these two statements do per se state a higher level of engagement. Due to this finding, one could 

draw parallels to the research by Li and Bernoff (2011) and their seven social media user types. 

The two user types related to Consumption are spectators and joiners and one could argue that 

the group that is non-exposed to real-time are the more passive spectators that only watch 

content appearing in their social media channels. Whereas the group exposed to real-time is 

one step up the engagement ladder and can be compared to the more active joiners, where they 

actively chose to receive content related to SKAM by joining SKAM fan pages and by 

following SKAM characters. This finding is argued by the authors of this thesis to be of high 

importance for companies because if consumers choose to receive brand-related content, they 

are starting a relationship with the brand, which eventually leads to brand loyalty (Confos & 

Davis, 2016; Jenkins, 2013). Furthermore, Shao (2009) argues that the reason why consumers 

use social media is because of the community feeling and the connection with other users. Thus, 

this result might indicate that integrating the factor of real-time in transmedia storytelling means 

that consumers to an even higher extent want to participate in the brand community. Moreover, 

this finding supports the assumption of previous research arguing for the effectiveness of real-

time marketing. But, it does further contribute with new insights regarding the kind of 

behavioral engagement it leads to, i.e. more of a community behavior. 

 

Furthermore, one can argue that real-time increases the cognitive engagement through the 

finding that the factor of real-time increases joining fan pages and following SKAM characters. 

When a consumer becomes cognitively engaged they want to learn more about the object, or 

the brand in this case (Fredericks et al., 2004; Li & Berner, 2013). This requires an active 

consumer (Pitterson et al., 2016), which is further supported by the fact that the group exposed 

to real-time is argued to be the more active joiners (Li & Bernoff, 2008; 2011). 
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Likewise, the finding that real-time watchers scored especially high on the statement I follow 

SKAM characters on social media (Figure 6) can be explained by incorporating knowledge 

from the transmedia storytelling literature. Pulizzi (2012) argues that by including the 

employees, or the SKAM characters in this case, in the content creation, helps to create a 

captivating storytelling that consumers can relate to. This strategy does also allow for the brand 

to become a social enabler (Confos & Davis, 2016), where the brand plays the role as a friend 

in the consumer’s network. This is supported by the finding that consumers that followed the 

characters in SKAM in real-time, did show an increased engagement. Kee and Yazdanifard 

(2015) argue further that content that consumers can relate to, are more likely to be shared with 

others, and thus the engagement level of Contribution is not far away. This finding contributes 

to new insights for both the real-time marketing field, as well as the transmedia storytelling 

field.   

 

6.2	Contribution	

The result showed that there was no significant difference between the groups non-exposed and 

exposed to real-time with regards to Contribution and the hypothesis was rejected. However, 

Table 11 shows that the mean for individuals exposed to the factor of real-time is in fact higher 

than the mean for non-exposed. Yet, the difference is not that significant to be able to argue for 

a difference between the groups. This means that the findings support previous research to some 

extent since the mean for real-time watchers is higher, but the authors of this thesis cannot state 

that real-time marketing is more effective with regards to Contribution. As mentioned, the mean 

of both groups for Contribution (Table 11) was much lower than the mean 

for Consumption (Table 9), which shows that most of the consumers have not yet moved to the 

second level of social media engagement. As argued by Scott (2011), this increase of 

engagement involves a bigger effort by the consumer, which explains why it is a bigger step to 

move to the Contribution stage. Nevertheless, this argues for that a bigger engagement from 

the companies are needed, since the consumer needs to feel entertained to proceed 

to Contribution (Shao, 2009). 

   

Additionally, the result showed that the mean for three of the statements had a higher score for 

the group exposed to the factor of real-time (Figure 7). Those statements were; I share written 

posts/pictures/videos related to SKAM, I like written posts related to SKAM and I like 
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pictures/videos related to SKAM. In accordance with real-time marketing where the aim often 

is to get a viral spread (Kerns, 2014), this result shows an indication of that the factor of real-

time is leading to more shared content, and thus supports previous research. Moreover, Evans 

(2010) argue that in this step consumers are keen on informing others by sharing relevant and 

useful content, which could mean that the factor of real-time affects the willingness to inform 

others in the network. As mentioned for Consumption, real-time watchers are more joiners and 

are believed to a higher extent to be involved in brand communities, and thus, on 

the Contribution level they might want to share new content in the community to inform and 

entertain others. 

  

Moreover, an assumption could be that the consumers that have chosen to watch SKAM in real-

time value to stay updated higher than the group that have not watched it in real-time. Thus, 

real-time watchers could be said to be trendsetters whereas non real-time watchers are rather 

following and consuming the trend. Therefore, real-time consumers are sharing content to a 

higher extent to influence other consumers, which can be seen in the findings, even though the 

difference is not significant. On the other hand, the group that was not exposed to real-time had 

a higher mean on the two statements I tag/comment on written posts related to SKAM and I 

tag/comment on pictures/videos related to SKAM (Figure 7). Thus, one could argue that this 

group is rather following and consuming trends, i.e. SKAM, since they are not the ones that 

initially share the content. They are rather participating in the already on-going discussion by 

continuing the spread to their closest friends. A suggestion made by the authors of this thesis is 

therefore that depending on the target group for a company’s marketing activities, one should 

adapt the marketing strategy. If the aim is to reach consumers that are innovative and 

trendsetters, real-time marketing could be a recommended strategy. However, if one aims to 

reach the consumers following trends it might be better to apply transmedia storytelling without 

the factor of real-time. This insight contributes to previous literature, since scholars have argued 

that real-time marketing is an effective way to increase consumer engagement (Kerns, 2014; 

Reid, 2014; Scott, 2010), whereas this finding suggests that real-time marketing is effective for 

a certain type of consumers. 

 

Furthermore, this finding could also indicate that the group that are not exposed to real-time are 

more communicative, since they seem to tag/comment to a higher extent in this study, through 

a more interactive participation. This is an important insight since previous research has argued 

that real-time marketing facilitates the intercommunication between consumers and brands (Del 
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Rowe, 2016), which can be questioned based on the findings of this thesis. Thus, this study 

indicates that if a brand is aiming for a broad conversation around the brand or a product, it 

could be more effective to not implement real-time marketing. Nevertheless, for a conversation 

to take place the content needs to be shared in the first place, which argues for the importance 

of real-time marketing. Thus, a combination between the two might be an effective strategy for 

companies to reach a high level of social media engagement. 

 

6.3	Creation	

The findings in this study showed that there is not a positive effect on the level of Creation when 

the factor of real-time is integrated. Hence, the hypothesis H3: There is a positive effect on the 

level of Creation when the factor of real-time is integrated, was rejected and the result was not 

as assumed. Rather, the findings revealed that the group that was not exposed to real-time had 

a slightly higher level of Creation (Table 13) compared to the exposed group, even though it 

was not significantly different. As mentioned, the mean for Contribution (Table 11) was much 

lower than for Consumption (Table 9), and subsequently was the mean for Creation lower than 

the mean for Contribution. Hence, just a small subset of the respondents was on the highest 

level of social media engagement, where one creates content and publish on social media 

(Evans, 2010; Li & Bernoff, 2008; 2011; Muntinga, Moorman & Smit, 2011; Schivinski, 

Christodoulides & Dabrowski, 2016). As argued by Evans (2010) this level of engagement is 

involved with a much higher hurdle and investment by the consumer, which explains why not 

more consumers have reached to this stage and thus, shows a consistent result with previous 

research. 
  

Real-time is all about being constantly updated and on the move, which might be the reason 

why transmedia storytelling without the factor of real-time resulted in a slightly higher level of 

engagement for Creation (Table 13). Creation is according to Courtois et al. (2009) a way for 

the consumer to relax and escape reality, in their otherwise busy lives, which does not fit with 

the real-time watcher who wants to be updated with the latest news. Furthermore, Creation is 

the highest step on the engagement ladder, and is a way for the creative person to express 

him/her self through videos, posts, etc. (Evans, 2010; Li & Bernoff, 2008; 2011; Muntinga, 

Moorman & Smit, 2011; Schivinski, Christodoulides & Dabrowski, 2016). This type of 

engagement requires more time since the consumer in this stage needs to be highly active to 

create posts, videos etc. Hence, it is possible that the group exposed to real-time might not have 
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time to be this highly active in their constantly updated world, and thus, do not as often reach 

this level of engagement before they move on to the next content of interest.  

  

As stated by Scott (2011) companies do not have to do well to succeed in real-time marketing, 

however they need to act fast and seize the moment. Which is something that was done by the 

show SKAM. One could have thought due to the #WilliamMåSvare example (see Chapter 

2.2.1), that real-time viewers would have scored higher on Creation, since previous literature 

argues that real-time exposure helps in building consumer engagement (Porter, 2013; Scott, 

2013). However, this was not the case in this study where the result showed that the non-

exposed group scored higher on Creation. Nevertheless, the only question where the group 

exposed to real-time had a higher average was I start discussions related to SKAM on social 

media. This does to some extent explain and support the creation of the hashtag 

#WilliamMåSvare, since starting a hashtag is corresponding to starting a conversation or 

discussion. Furthermore, the argument that the real-time watchers have a more restricted 

amount of time to spend could further be seen as an explanation for this result. The statement I 

start discussions related to SKAM on social media, does not require as much time and effort as 

the actions for the other statements, e.g. I create pictures/videos related to SKAM and post it 

on social media, which was the question where the non-exposed group had the highest 

difference to the exposed group (Figure 8). 

  

With regards to the criticism towards real-time marketing, Miller (2013) and Reid (2014) argue 

that companies might lose control of their brand when content is produced and published so 

rapidly. This was what happened in the #WilliamMåSvare case, where the consumers became 

more or less co-creators of the story as it unfolded in real-time. The risk with this kind of viral 

spread is that it can lead to attention in unfavourable settings for the brand (Miller, 2013: Reid. 

2014), however this was not the case for #WilliamMåSvare, but rather this engaged the 

audience and showed proof of a strong brand community. According to Kee and Yazdanifard 

(2015) content that delivers an emotional message have the tendency to engage consumers to a 

higher extent, and if the consumer can relate to the content they are more likely to share it with 

others (Botha & Reyneke, 2013).  
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6.4	Overall	Social	Media	Engagement	

The findings for the Overall social media engagement concluded that there is a positive effect 

on the level of Overall engagement when the factor of real-time is integrated. Thus, hypothesis 

H4: There is a positive effect on the Overall social media engagement when the factor of real-

time is integrated, was accepted. Despite the fact that the hypotheses for 

both Contribution and Creation were rejected, meaning that the difference between the non-

exposed group and the exposed group were not significant. However, the mean 

of Consumption for the exposed group was that much higher compared to the non-exposed 

group, which led to the result that the Overall social media engagement was higher for real-

time. This can be explained by the fact that the majority of the respondents were located on 

the Consumption level of engagement, which is consistent with previous research who argue 

that Consumption is the most common level of engagement (Evans, 2010; Li & Bernoff, 2011; 

Muntinga, Moorman & Smit, 2011). Hence, Contribution and Creation did not have that big 

impact for the Overall result. An assumption can thus be made that Consumption is the most 

crucial level of engagement and where companies need to capture the attention of the 

consumers in order to reach a high level of engagement. Therefore, the findings suggest that 

real-time marketing is an effective strategy to implement, since Consumption showed a 

significant difference when the factor of real-time was integrated (Figure 9). This further 

supports the assumption of previous research that real-time marketing is an effective way to 

increase consumer engagement (Kerns, 2014; Reid, 2014; Scott, 2010). 

  

Moreover, by observing the results in this study one could draw the conclusion that real-time 

marketing suits better in some situations whereas in other it is preferable to not use real-time 

marketing. Therefore, the findings of this thesis do to some extent support previous research 

within real-time marketing that argues for its effectiveness (Kerns, 2014; Reid, 2014; Scott, 

2010), whereas some findings suggest the opposite. Since the result showed that the factor 

of real-time leads to higher mean of Consumption (Table 9) and sharing of content (Figure 7), 

this strategy is recommended to be implemented if the company aims to get a broad reach of 

the marketing message and a viral spread. Thus, this finding supports the discussion of previous 

scholars that recommend the implementation of real-time marketing to go viral (Kerns, 2014; 

Reid, 2014).  However, if the aim is for consumers to be actively involved in the creation 

process, real-time marketing is not suggested based on the findings in this research. An 

explanation for this could be that real-time consumers want to be constantly updated with the 
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latest content, and thus, do not have time to create their own content. Rather, transmedia 

storytelling without the factor of real-time was showed to score slightly higher on Creation than 

if the factor of real-time was integrated (Table 13). Therefore, this strategy could be better to 

use if the company aims to get marketing through UGC, since these consumers do not value to 

stay updated as much and thus, they have more time to spend on creating their own content. As 

argued by Jenkins (2013), the framework of transmedia storytelling increases meaningful 

participation with the brand, and Shao (2009) states that for a consumer to move from 

the Consumption stage they need to feel motivated through entertainment and self-expression, 

which UGC is a good example of. 

  

In addition, the findings of this research did contribute with another important insight for 

practitioners and the real-time marketing literature. As mentioned, the result does support 

previous research in favor of real-time marketing (Kerns, 2014; Reid, 2014; Scott, 2010). 

However, the findings showed that the type of behavioral and cognitive engagement differed 

between the group non-exposed and the group exposed to real-time. From the results 

of Consumption (Figure 6), Contribution (Figure 7) and Creation (Figure 8), the authors of this 

thesis draw the conclusion that the factor of real-time seem to initiate conversations to a higher 

extent, since this group scored higher on sharing content and on creating hashtags. 

Nevertheless, the group exposed to real-time does not seem to participate in the conversation 

to as high extent, rather, the group non-exposed to real-time indicates a more interactive 

behavior. This finding opposes the previous assumption that real-time marketing facilitates the 

intercommunication between the company and the consumer (Del Rowe, 2016). 
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7	Conclusion	

This concluding chapter provides a summary of the findings and highlight the important 

insights from the discussion. Further, it will answer the research question and whether the 

authors of this thesis have succeeded to fulfill the purpose of this study. 

 

To conclude the findings of this study and to answer the research question, What is the 

difference in the level of social media engagement when the factor of real-time is integrated 

in transmedia storytelling?, the factor of real-time was found to have a varied effect on social 

media engagement. However, the authors of this thesis could accept the hypothesis H4: There 

is a positive effect on the Overall social media engagement when the factor of real-time is 

integrated, when looking at the Overall level of social media engagement. Thus, the factor of 

real-time did show a significant difference between the groups non-exposed and exposed to 

real-time. Therefore, this study did show that the factor of real-time increases the level of social 

media engagement. 

 

When the three social media engagement factors were measured separately, the finding was 

made that Consumption differed significantly for the group exposed to real-time, whereas 

Contribution and Creation did not. Hence, H1: There is a positive effect on the level of 

Consumption when the factor of real-time is integrated, was accepted. Whereas H2: There is a 

positive effect on the level of Contribution when the factor of real-time is integrated and H3: 

There is a positive effect on the level of Creation when the factor of real-time is integrated, 

were rejected. Further, the level of Creation was even slightly higher for the non-exposed group 

than for the exposed group. Thus, to answer the research question, the findings showed a varied 

result for the different dimensions of social media engagement. 

 

Even though Contribution and Creation did not show a significant difference between the two 

groups, the findings are in benefit of real-time marketing. Due to the fact that real-time is 

significantly higher for Consumption this means that the consumers in this group are closer 

towards moving to the next level of engagement, i.e. Contribution, than the non-exposed group 

is. This could mean that real-time marketing will faster lead to a high level of engagement, 

which will therefore faster lead to stronger customer relationships and brand communities. 
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However, from the findings it seems like the groups non-exposed and exposed to real-time have 

different development cycles. Real-time transmedia storytelling leads to a faster and more 

intense engagement in the beginning with high levels of Consumption of brand content. But on 

the other hand, the findings might indicate that those consumers seem to stagnate sooner and 

do not move to the last level of engagement, i.e. Creation, to as high extent. As mentioned, this 

consumer group wants to stay updated and an explanation could therefore be that they have 

already moved on to the next trend. For the non-exposed group, consumers’ engagement is 

slower in the beginning, but they do steadily increase engagement over time. Hence, the 

consumers in this group might evolve a higher level of engagement in the long run and keep 

consumers loyal to the brand for a longer time. This is an important insight for both scholars 

and practitioners since it is of relevance to be aware of different consumer behaviors when 

conducting research or creating marketing strategies.  

  

Since the purpose of this thesis was to make a comparison and measure what effect the 

integration of real-time in transmedia storytelling has on social media engagement, the authors 

believe that the purpose have been fulfilled and the research question has been answered. In 

addition, the aim was to add new insights to the social media engagement and real-time 

marketing field, by incorporating knowledge from the transmedia storytelling literature, which 

is also believed to have been fulfilled. From the discussion chapter one can conclude that the 

findings have both supported previous assumptions, but also contributed with opposing results 

and new insights to the literature.  
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8	Contributions	and	Future	Research	
 
This chapter presents and highlights both the theoretical and practical contributions of this 

thesis. Also, it discusses the limitations of the study, along with suggestions for future research.  

 

8.1	Theoretical	Contributions	

Previous scholars have argued for the positive impact real-time marketing has on brand 

awareness (Porter, 2013; Scott, 2013), and due to the findings in this thesis it is now enhanced 

that consumer engagement on social media is positively affected by real-time transmedia 

storytelling. However, due to the proposed framework of this thesis, influenced by the CEBSC 

scale developed by Schivinski, Christodoulides & Dabrowski (2016), the findings contribute 

with new theoretical insights since the three social media engagement levels Consumption, 

Contribution and Creation reached varied effects when integrating the factor of real-time. Thus, 

the proposed conceptual framework with the added independent variable of real-

time contributes with a new dimension to the social media engagement literature. 

 

Moreover, it has been argued by previous research (Del Rowe, 2016) that the communication 

between consumers and brands are simplified by the usage of real-time marketing, nevertheless, 

this study would like to point out that people not exposed to real-time marketing seems to be 

more eager to communicate. However, in accordance with Kerns’ (2014) study this thesis also 

states that real-time marketing content tends to be shared on social media to a larger extent, and 

in that sense consumer engagement is increased. In accordance with previous 

literature Consumption is the most common level of engagement (Evans, 2010; Li & Bernoff, 

2011; Muntinga, Moorman & Smit, 2011). However, what has not been pointed out in the past 

and that the authors of this thesis would like to drag attention to, are that people not exposed to 

real-time marketing does, according to this study, seem to have an increased engagement to 

create UGC. 

  

Additionally, because of the deductive approach and the quantitative research method used in 

this thesis, the authors succeeded to support that the factor of real-time has a positive effect on 

social media engagement when integrated in transmedia storytelling. Finally, in spite of this 

thesis using SKAM as the foundation for the survey, the authors have the belief that this thesis 
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will increase the general understanding of real-time marketing’s effect on social media 

engagement. 

 

8.2	Practical	Contributions	

The authors of this thesis believe that the realized findings can lead to several practical 

contributions of importance for companies and marketers. Initially, the findings support the 

assumption that real-time marketing have a positive effect on social media engagement (Kerns, 

2014; Reid, 2014; Scott, 2010). Thus, the findings decrease the current uncertainties of the 

effectiveness of real-time marketing (Miller, 2013; Reid, 2014). Therefore, practitioners can 

more confidently invest in this marketing strategy and expect to get a return on investment. In 

addition, since real-time watchers showed a higher level of Consumption, this does indicate that 

those consumers are also further up on the engagement continuum, and thus, closer towards 

the Contribution stage. This adds the insight that real-time marketing might faster lead to a 

higher level of engagement, which is of importance for companies when creating their 

marketing strategy. 

  

Moreover, one finding in this study of relevance for companies was that for Consumption did 

the factor of real-time lead to higher community behaviour. The findings showed that the real-

time watchers to a higher extent joined groups and followed brand-related content compared to 

the other group non-exposed to real-time. This knowledge is of high importance because if 

consumers choose to receive brand-related content, they are on their own initiative starting a 

relationship with the brand and want to participate in the brand community, which is assumed 

to eventually lead to brand loyalty (Confos & Davis, 2016; Jenkins, 2013). 

  

Another practical contribution of this study is that the findings indicate that the non-exposed 

group and the exposed group differ in behaviour and the type of engagement actions they 

perform. For the group exposed to real-time, the engagement curve seems to be faster and more 

intense initially, and except from joining and following brand-related content more, they seem 

to share content to a higher extent. Therefore, the authors of this thesis suggest that an 

explanation for this could be that real-time watchers have a more trendsetter behaviour and 

want to stay updated with the latest news. On the contrary, the behaviour of the non-exposed 

group can be compared to following and consuming trends. This assumption is made due to the 

fact that the non-exposed group does not score high on sharing content but does rather 
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participate in on-going discussions through tagging/commenting to a high extent. Thus, they 

seem to be more communicative and willing to spend more time on interaction than the real-

time watchers, which is further supported by the fact that they scored higher on Creation. This 

is an important insight since previous research has argued that real-time marketing facilitates 

communication between consumers and brands (Del Rowe, 2016), which is indicated from the 

findings to be the opposite. 

  

Furthermore, these findings are of relevance and should be taken into consideration when 

forming a social media marketing strategy. If the marketing objective is to reach the consumers 

that are trendsetters and get a broad and viral spread that initiates discussion, real-time 

marketing is suggested. However, if the objective rather is to reach the consumers that follow 

trends, to get a broad discussion and to attain UGC, then transmedia storytelling without the 

factor of real-time is recommended. Thus, the two behaviour types do to some extent 

complement and foster each other. Therefore, to conclude, a social media marketing strategy 

that combines the two approaches might be the most effective strategy to reach the highest level 

of social media engagement. 

 

8.3	Limitations	and	Future	Research	

The authors of this thesis have realized some weaknesses of this study that should be discussed, 

and that preferably could be kept in mind for further research. Firstly, the gender distribution 

was unequal for the participants responding to the survey. The majority were females, which 

represented 86.5% of all participants in the survey. There was no clear explanation to why 

females to a higher extent decided to partake in this survey, however the authors thought that 

one possible reason could be that SKAM originally targets 16 year old girls, therefore they were 

overrepresented in the population. However, the aim of this study was not to compare the 

variance between genders, and thus, the authors do not believe this limitation to have affected 

the results. Another possible limitation in this study is that solely people that had watched 

SKAM participated in the conducted survey. Consequently, these participant already had an 

engagement with the TV series, hence it could have lead to biased answers.  

  

Additionally, the authors have reflected upon the sampling approach and the decision to only 

focus on high school students. From one perspective this was a good choice since it made it 

possible to exclude other factors such as age, level of education, income etc. as influential 
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factors of the result. Nevertheless, for future research it would be of interest to expand the 

sample and see if the same result would be obtained for different demographics. It could also 

be of interest to use a probability sample, in comparison to a non-probability sample which was 

used in this case. Since a probability sample would give all units of a population the same 

chance to participate in the study, and would therefore allow to make more accurate 

generalizations. 

 

The authors of this thesis think it could be of interest to conduct a similar study and make it 

experimental instead of using the quasi-experimental method of a cross-sectional comparison 

design as in this case. This would allow to dig deeper in the concept of real-time marketing and 

its effect on social media engagement. Also, instead of having an exposed group that already 

had been exposed to real-time transmedia storytelling, as it was in this study, the researcher 

would have an increased control over the treatment group if they were to introduce the factor 

of real-time in the setting for the experiment. To have control over the experiment would most 

likely result in even deeper insights to the subject of how real-time transmedia storytelling 

affects social media engagement.  

 

To sum up, since the authors of this thesis are aware of the limitations of the study, they are 

convinced that this thesis regardless contributes with new insights and findings of both 

theoretical and practical significance, which creates a foundation to future research. 
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