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Abstract

The aim of this research is to develop a better understanding of how social media is
shaping relationships between businesses and customers, and determining the value (if
any) of its use in the UK independent brewery sector. The sector is characterised by
splintered distribution networks; the existence of a large beer geek community; a strong
camaraderie between brewers; and the social nature of the product itself, all of which

lend themselves to the use of social media.

The research is positioned in relationship marketing, anchored through the principles of
service-dominant logic and the co-creation of value, because it is concerned with
customer interaction and involvement. Adopting an ontological position of
constructivism, the methodology takes an interpretive, phenomenological approach,
emphasising the subjectivity of the actors involved, and drawing on in-depth, semi-
structured interviews with brewery owners and managers. Convergent interview
techniques are used to develop themes which are then coded and sub-coded for analysis

purposes.

An original contribution is made first through practical significance (Tracy, 2010),
because it sheds light on a contemporary problem around the worth of social media as a
business marketing tool, and how it can add value for small businesses. Second,
through being prescient (Corley & Gioia, 2011) because the findings explore the impact
of social media on generic lifestyles and the melding of roles between social and
corporate identities. Finally, the contribution is revelatory (Nicholson et al., 2018),
because it 'problematises' existing social media marketing literature, challenging its use
as a conventional marketing tool, and suggesting that breweries can use social media

either organically or mechanically.

Xiii



The findings show that independent breweries engaging on social media are doing so as
part of an inclusive community, giving them presence, relevance and identity. In place of
large marketing budgets they are using personal social capital, and overriding the
traditional market delineations of supplier, consumer, employee, middleman, and
competitor. The individual personality gives them an edge over larger breweries and
using social media organically taps into the core of what the medium was originally
intended for. Independent breweries are good at using social media in this way, but it
does create tensions in terms of control, ownership and resourcing, and for this reason it

cannot be claimed that social media has replaced traditional marketing in this sector.
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Chapter 1

Introduction

1.1: Introduction - What is this Study About?

It has been said that it took radio 38 years to reach 50 million listeners, television 13
years to reach 50 million viewers and the Internet 4 years to reach 50 million users (Gay
et al., 2007). However, it took Facebook just 9 months to add 100 million new users
(Tuten & Solomon, 2013), demonstrating not only the scale of social media usage but
also its dynamic rate of adoption. To give some perspective to this, in an average day
worldwide, Facebook users post 4.75 billion items of content; Twitter users send 500
million tweets; Instagram users share 95 million photos; YouTube viewers watch 1 billion
hours (Zephoria.com, 2018; Omnicoreagency.com, 2018; Wordstream.com, 2017;
Youtube.com, 2018). These figures are increasing, with an estimated 3.196 billion social
media users in January 2018, up 13% since the previous year (We Are Social, 2018).
With this kind of engagement, it is inevitable that social media will have an impact on
businesses, either through the way in which they interact with their customers, or in the
way that customers interact with each other. It is mooted that social media has created
a 'new landscape' where control of the way in which marketing messages are
disseminated, and interpreted, has shifted away from the organisation to the consumer

(Fournier & Avery, 2011; Halliday, 2016; Labreque et al., 2013).

Against this background, the researcher sets out to understand how social media has
affected traditional business communications and marketing in the UK's independent
brewery sector. From an academic perspective, the study considers how Internet based
social networking applications have interfaced with existing marketing theory around

relationships, value creation and social media. From a practical perspective, the



question is whether this has created any advantages, or conversely thrown up any
challenges for these small businesses, and how they might effectively operate in the

midst of this new medium.

Whilst it is easy to think of social media as a relatively new phenomenon, it has now
been around for two decades, so there is no shortage of literature on the subject. In
terms of social media and marketing, this tends to be divided between those that treat
it as an extension of existing marketing communication tools (Edelman, 2010; Mangold
& Faulds, 2009) and those that take a more holistic view related to the new landscape
mentioned above (De Kare Silver, 2011; Felix et al., 2017). When focused on a particular
business or sector, the object of social media marketing studies has tended to be ‘high
involvement’ brands such as Jeep, Harley Davidson or Apple (Algesheimer et al., 2005),
or alternatively sectors with high consumer experience levels, such as hotels (Chan &
Guillet, 2011) and movies (Hennig-Thurau et al., 2015). Studies of low involvement
products tend to concentrate on big international brands like McDonald’s, Starbucks and
PepsiCo (Divol et al., 2012); leaving a gap where smaller, more locally based brands

might lie.

In selecting the UK independent brewery sector for this research, the intention is to get
down to a 'grass roots' level of social media involvement, from the perspective of the
breweries using it. In this vein, the research considers how the breweries have adopted
social media as part of their business strategy and how they hope to influence the
consumer experience of their brands in an online context. It is hoped that an
understanding of how breweries' relationships with their markets can be shaped by
online social interactions, will be of significance, not only to scholars but also to the
breweries themselves. The background research for the study suggests that 90% of
independent breweries in the UK are using social media in one way or another (See

Appendix 1), thus demonstrating some faith or belief in its value. The research is



intended to be of practical value to these breweries, by helping them to make the most

out of social media engagement in what is a very complex market.

1.2: Why is this of Interest from a Research Perspective?

In formulating this research the author was mindful of Wisker's (2007) advice to ensure
that the topic would yield enough data, and be practical in terms of being able to access
that data. At the same time, the need for originality and outcomes of value was taken
into account (Tracy, 2010). Equally important, the researcher was keen to work in an
area that was interesting and engaging. With this in mind, there are three reasons why
this has been selected for a doctoral research topic. First, the independent brewery
sector itself, made up almost exclusively of SME businesses, the majority of whom are
prolific engagers with social media. Second, the topicality of social media, an area
which has already shifted into ubiquity, and yet continues to grow and develop. Third,
the personal interests of the researcher himself represent a major drive behind this
study, for reasons to be described later. These three areas are expanded in the following

sub-sections.

1.2.1: Background to the independent brewery sector

The research takes place in a vibrant sector that is bucking a national trend of declining
beer sales and has seen large numbers of small start-up businesses flourish in recent
years. It is estimated that there are around 1,700 small breweries in the UK, with new
ones opening at a rate of 4 a week (Brown, 2016a). These breweries produce a wide
ranging product category, featuring a plethora of different beer styles, strengths,
brands, packaging and dispensing methods. Furthermore, new product development in

the sector is rife, and product lifespans are often kept deliberately short, thus



perpetuating a continual churn of product and sense of anticipation among social media
followers. The large number of independent breweries in the UK covers all the different
product variants and is often at the forefront of innovation. Despite their large numbers
however, independents generally lack the financial muscle and marketing power of
multi-national brewing corporations such as AB InBev, Carlsberg or Molson Coors, or
large national brewery groups such as Greene King, Marston's or Charles Wells.
Although independent breweries vary in size, all of them can be classed as SMEs, and
70% of them employ fewer than five people (Key Note Market Report, 2015). From a
research perspective, this sector not only provides a rich source of potential data, but
also a very pertinent question — can the use of social media give these small breweries

any advantage over larger competitors?

The sector has a keen online following with plenty of activity in the form of blogs,
Facebook and Twitter accounts, online fora and mobile phone apps. A lot of this takes
place on third party sites, such as Untappd and RateBeer run by, and for, beer
enthusiasts. Although beer itself fits the commodity status of an fmcg product, the
independent sector is coloured with rich imagery and associations ranging from humour
to tradition; quality to quirkiness; and local heritage is often emphasised. In a practical
sense the sector is relatively easy to access with 57 breweries in the South Yorkshire /
North Derbyshire region (Brown, 2016b) where the researcher is based. Relatively few
studies relating to small breweries have been noted and none in the UK concerned with
their use of social media, thus giving the research an element of originality and

exclusivity.

1.2.2: Topicality of social media

It has been claimed that the sheer onslaught of social media applications and

engagement is heralding a revolution in business to consumer relationships (De Kare



Silver, 2011; Halliday, 2016; Hudson et al., 2016; Schultz, 2009; Wang & Kim, 2017).
Management language has already embraced new buzz words like ‘crowdsourcing’,
‘digital dialogue’, ‘citizen marketing’ and ‘brand democratisation' (Ryan, 2015; Tuten,
2008) reflecting the fact that everyone has an equal opportunity to create content, not
just organisations or web site developers. However, some have questioned whether
something that is inherently social can be used for business purposes (Felix et al., 2017;
Fournier & Avery, 2011). Can consumers be 'friends' with a brand? Can a brand become
part of a social network? Who is in control of marketing related social media, the
organisation or the consumer? What are the implications from a business perspective?
This latter consideration was brought sharply into focus by the announcement of
prominent UK pub chain J.D. Wetherspoon that it was withdrawing from all forms of

social media because it did not provide any business advantage (BBC News, 2018).

Contemporary practitioner based literature around social media marketing (SMM) sets
out to show how organisations can use SMM as a marketing communications channel,
with frameworks based around user types, and metrics based around things like hits on
YouTube and likes on Facebook (e.g. Ryan, 2015; Shih, 2009). Academic studies delve
more into the underlying concepts (Hennig-Thurau et al., 2015; Houston et al., 2018) to
determine the impact of social media on consumer behaviour. Despite the plethora of
studies into social media however, relatively few attempt to contextualise it holistically in
terms of its wider impact on overall business strategy (Felix et al., 2017) . This research
thesis sets out to develop this area, and make a contribution to knowledge and practice,

particularly when applied to the UK independent brewery sector .

1.2.3: Personal interests of the researcher

The final impetus behind this study lies in the interests of the researcher himself. As a

marketing academic the need to maintain currency and relevance in the subject area are



critically important, and yet the researcher finds himself as a 'digital immigrant' teaching
'digital natives' (Tuten & Solomon, 2013). Having grown up in a world without social
media, the researcher is fascinated to observe how this new medium is shaping our
society, and in a business sense, its potential to change traditional marketing. Sitting in a
pub one evening, he noticed a beer mat for a local brewery which said "follow us on
Twitter". Given the inquisitive nature described above, his natural reaction was “Why?”
As a self-confessed 'beer geek' and a fully paid up member the beer consumer
organisation CAMRA, the decision was taken to focus the research around social media
marketing in the small, independent brewery sector. It is thus intended that undertaking
doctoral research in this area will not only contribute significantly to research informed

teaching, it will also satisfy the curiosity of an interested observer.

1.3: Research Aims, Objectives and Questions

The broad aims of the research are to develop a better understanding of how social
media is shaping relationships in and around the UK independent brewery sector and to
determine what value (if any) might derive from independent breweries' engagement
with this medium. In order to fulfil these aims, it is necessary to break them down into
research problems or issues which can then be addressed through more tightly defined
objectives and specific research questions (Wisker, 2007). In this study, the research
issue entails contextualising social media in a business setting, defining how it applies to
independent breweries, and suggesting what the ramifications might be for these
breweries in terms of management and outcome. It is thus necessary to drill down into
the nature of social media engagement in and around this sector, in order to understand
if, why, and how the medium can bring advantages to the sector. The research objectives

and resulting research questions are outlined below.



The first objective is to develop a framework around which to contextualise and evaluate
social media engagement in the independent brewery sector. Bringing together various
theories of user engagement, will help address the questions of how and why
independent breweries use social media. It will also help depict more clearly how
current thinking around the application of social media in a commercial environment

informs what is seen in the independent brewery sector.

From here, the second objective is to determine how and where social media in this
sector might create value. In order to address this objective it is necessary to ask
guestions around who engages with who engages with independent brewery associated
social media and what the nature of their engagement is. It is also necessary to
understand what constitutes 'value' in this context and how independent breweries
might use their social media platforms to help co-create value with other users.
Specifically, what outcomes do the breweries perceive for the various actors engaging in

social media in this area?

Finally, the third objective is to establish whether use of social media can give
independent breweries a competitive advantage. Here the research questions revolve
around the defining characteristics of the independent brewery sector that lend
themselves to social media engagement, including the role of brewery employees; the
control and management of sector led social media; and the extent that individual

breweries might differentiate themselves from one another through social media.

It must be stressed that the intention here is to view this from an organisational
perspective, rather than through the eyes of the consumer. As such the data consists of
the breweries' perceptions of how their customers experience sector related social
media, rather than consumer data per se. In doing so, the research is intended to
produce outcomes that are not only of value to management practitioners, but are also

able to advance academic theory in this area.



1.4: Conducting the Research

Bryman (2014) underlines the need to approach any research study from a clear
epistemological and ontological position. In this study, the researcher does not believe
that social media relationships can be studied objectively, as he himself is a 'digital
immigrant' (Tuten & Solomon, 2013), with pre-conceived views around social media, as
well as a consumer of the beer produced by independent breweries. He does however
accept that a social reality exists, evidenced by the great number of fora, chatrooms and
blogs around beer as a subject. The research will therefore be interpretative in nature,
approached through grounded theory methods. A full justification of this approach is

given in Chapter 3 of this thesis.

The study uses preliminary secondary research to define the parameters of the
independent brewery sector and the extent of its engagement with social media at a
broad level. From here the primary research is based on in-depth interviews with
owners or managers of sixteen independent breweries. The principal tool of data
analysis is analytic abduction using iterative explanation building to develop existing
theory. A convergent approach to interviewing is adopted, in order to narrow down
what might be construed a wide research area (Williams & Lewis, 2005) with concurrent
analysis of the data through first and second stage coding techniques (Miles et al., 2014)

in order to develop themes for further discussion.

1.5: Expected Contribution to Knowledge and Practice

At a broad level this research is all about how social media is changing the world at a

seemingly ever-increasing rate and how this represents a challenge for businesses to stay



ahead of the game. It is therefore intended that the study can contribute both in an
academic sense, by developing existing theory around social media as a holistic business
strategy, but also in a practical way by informing business practice in the independent
brewery sector. The combination of a burgeoning and vibrant industry sector, together
with an exciting and somewhat unpredictable communications medium is a worthwhile
area in which to develop existing knowledge. In doing so however, the author is mindful
of the need to ensure that a significant contribution is made (Tracy, 2010) and to clearly

demonstrate the nature of this contribution (Nicholson et al., 2018).

An initial search of the literature supporting this research — relationship marketing,
service-dominant logic, the co-creation of value, and social media marketing — suggests
that the independent brewery sector is under-represented in studies in these areas. In
particular, empirical studies of online brand communities and the accompanying co-
creation of value, appear to concentrate on large organisations (e.g. Dessart et al., 2015;
Wang & Kim, 2017) or high involvement products such as cars, notebook computers and
branded athletic shoes (e.g. Algesheimer et al., 2005; Hudson et al., 2016, Munnukka et
al., 2015). However, the author does not claim that the contribution to knowledge made
in this thesis is solely based around filling a gap simply because of the sector being
studied. For one thing, various studies already exist in the micro/craft brewing area (e.g.
Drummond et al., 2018; McGrath & O'Toole, 2017), and also within research associated
with the Beeronomics Society, so the sector itself does not give uniqueness in terms of
study. Indeed, the whole issue of gap-spotting in developing a contribution to
knowledge is contentious, despite empirical evidence that it is commonplace in extant

research (Alvesson & Sandberg, 2012; Nicholson et al., 2018).

Although some maintain that careful scrutiny of existing research is necessary in order to
develop rigour (Donaldson et al. 2012), others believe that a more innovative approach
is required in order to make a significant contribution (Alvesson & Sandberg, 2012; Tracy,

2010). In particular, Alvesson and Sandberg (2012) heavily criticise the incremental, gap-



spotting approach which they liken to “vacuum-cleaning narrow fields” of existing
theory (p 135), picking up specks of opportunity or possibility. They propose that for
more interesting or innovative study, there needs to be a shift from gap-spotting to path
(up) setting. Two methodological approaches are suggested to achieve this — using
problematisation to generate assumption-challenging; and being more imaginative with
empirical data, i.e. looking for mysteries in the data and trying to solve these, rather
than using the data to confirm existing beliefs. In terms of the author's own research, it
is contended here that the assumption that social media can be an effective marketing
tool for independent breweries can be questioned (or problematised), not only as a
result of the research findings, but also through wider contemporary events (e.g. J.D.

Wetherspoon's highly publicised withdrawal from social media).

The notion of problematisation is also used by Tracy (2010) who claims that contribution
should go beyond the (re) application of existing theory, into something that builds,
extends, or problematises existing assumptions. Such advances require new conceptual
understandings that “explain social life in unique ways” (p 846). In doing so she suggests
three areas where research can have theoretical significance — heuristically; practically;
and methodologically. Of these the author's research could be said to be of practical
significance because it helps shed light on a contemporary problem around the worth of
social media as a business marketing tool, how it can add value for small businesses and
to what extent it empowers participants (in this case small independent breweries) to
see things differently. Given that the research presented in this thesis is intended as a
contribution to a Doctor in Business Administration degree, the need to apply analysis

from a practical, as well as a theoretical perspective has thus been respected.

In terms of generating a theoretical contribution, Corley and Gioia (2011) suggest that
the gap between practical utility and scientific utility can be bridged by making a
contribution which is problem driven, and thus expands the scope of the research. It is

already contended in this thesis that the research is problem driven because it is centred
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on the current topicality and uncertainty around business use of social media.

The

terrain of the expected contribution of this research is therefore indicated by the

position of the arrow appearing across Quadrants 3 and 1 in Figure 1.1.

Originality

Revelatory

Incremental

Figure 1.1: Current dimensions for theoretical contribution
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(Corley & Gioia, 2011, p 15)

Corley and Gioia (2011) also argue that theoretical contribution would be more

pragmatically useful if it was prescient (i.e. it anticipated what might be of significance in

this field in the future). The findings of this thesis touch upon this as they explore the

impact of social media on generic lifestyles of businesses and the melding of roles

between what is individual or personal, and what is related to work life or the roles of
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employees. It is thus suggested in this thesis that acceptance of social media as a tool
that merges both private and business applications could be viewed as prescient, whilst
the contention that social media relationships can be pseudo (mechanical) or genuine

(organic) expands the scope of the findings.

To further reinforce this claim, Nicholson et al.'s (2018) study into contribution can be
considered against the research in this thesis. They present a three-phase research
paper on contribution which develops a conceptual framework from which to explore

contribution claims. This reveals 5 types of contribution with 11 sub-types (Figure 1.2).

Problematization Contribution made in this thesis
Type 1:
Revelatory
Using Multiple Lenses

Neglect Spotting Contribution made in this thesis
Type 2:
Incremental
Confusion Spotting
Exact Replication
Type 3:
Replicato
" e Close Replication
Systematic Review
Type 4:

Consolidatory Traditional Review

Meta-Analysis

Type 5: New Context Contribution made in this thesis
Differentiated
Context Differentiated Replication

Figure 1.2: Dimensions in contribution in industrial marketing

(adapted from Nicholson et al., 2018, p 5)

Considering the contribution claimed in this thesis against each of Nicholson et al.'s
contributory types, it is contended that it falls primarily in the 'revelatory' category, but

with elements of 'incremental' and 'differentiated context'. The research here is not
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considered to be replicatory as no paper so far has been discovered which does exactly
the same thing. Neither is it considered to be consolidatory in that it is not based on
bringing together existing studies but in developing something new from them. In
arguing that the contribution is revelatory the author draws upon a 'problematisation’
approach to social media marketing literature by challenging the value of social media as
a conventional marketing tool and questioning the range and scope of the medium in
the independent brewery industry. This is borne out in the findings that these breweries
can use social media either organically or mechanically, but that the organic approach
changes their role and the way in which they relate to the various 'actors' in the social

media engagement process.

The research is not overtly incremental, although it could be argued that in terms of
'neglect spotting' there is a gap for contrasting an organic with a mechanical approach in
the independent brewery context. There is also some scope for 'confusion-spotting' due
to the inconsistency that can be seen between those who see social media as another
marketing tool (e.g. Chan & Guillet, 2011), and those who see it as changing all the rules
(e.g. Hennig-Thurau et al., 2015). Finally there might be some 'new-context-spotting’,
from the perspective that the findings reveal that rather than replacing traditional
marketing in small breweries, social media has become a universal way of 'doing things',
which spans the division between business and home lifestyles. Bearing in mind
however, Hazen's (2016) contention that 'new context' is not enough to claim significant

contribution, it is hoped that the contribution can be viewed as primarily revelatory.

In terms of a contribution to practice, the research is intended to give small businesses a
better understanding of social media as a potential business tool. Various studies have
considered this area, e.g. the use of social media as a digital marketing communications
tool (Jarvinen, 2012; Karjaluoto & Mustonen, 2014); the B2B networking opportunities
afforded by social media (Quinton & Wilson, 2015); the use of social media in innovation

and entrepreneurship (Drummond et al., 2018; Jusilla et al., 2011) and the use of social
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media by SMES to reach new customers (Michaelidou et al., 2011). The emphasis in this
thesis however, is on a particular sector — independent breweries — and using social
media across a multi-stakeholder environment, including B2C and B2B, as well as
external and internal influencers. In this sense the objective is not to prescribe a
standardised social media approach, but to evaluate how the medium is being used in
different types of brewery. In this way a conclusion can be drawn regarding effective
social media approaches based around the breweries' age, size and market, but perhaps
more importantly, their individual personalities. These conclusions are outlined in
Section 9.3.1, in the shape of five broad findings. These findings are further developed

into five practical implications for independent breweries, described in Section 9.4.2.

To summarise, it is contended that the research makes a contribution to knowledge that
is both prescient and revelatory. At the same time a contribution to practice is made by
helping independent breweries better understand the worth of their social media

engagement in the light of their own circumstances.

1.6: Supporting Literature

The context of the research is positioned in the domain of relationship marketing
because it is concerned with interaction and involvement (Gummesson, 1987; Gronroos,
1994) through online social media. As such, the literature review considers theories
around how value is created through interaction and in particular what part the ‘social’
and ‘relational’ elements of the consumption experience might play in the co-creation of
value. In order to focus these theories on the research topic, literature around social
media and social media marketing is reviewed. The literature review takes an
interpretative approach, more akin to traditional review principles than a strict
systematic approach (Schultze, 2015), taking key influential texts and identifying areas

that can be developed in line with the research objectives. The key areas considered are
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relationship marketing, anchored through the principles of service-dominant logic (SDL)
and the co-creation of value. Contemporary studies around social media engagement
and social media marketing are then considered against the principles of SDL and the co-
creation of value, from an organisational perspective. The objective is to develop a
conceptual framework on which to base the methodology. It is suggested here that
advances in IT, specifically in the shape of online social media, have provided a platform
for co-creation through a social networking context (Halliday, 2016; Rihova et al., 2013).

An integration of literatures in these areas can be seen in Figure 1.3.

Service-
Dominant
Logic

Relationship
Marketing

~ Location of this
~ Research within
Extant Literature

Social Media
and Marketing

Figure 1.3: Supporting literature and location of this study

In the light of this, the author identifies several areas where the literatures can be
developed, in a way that can contribute to both knowledge and practice. First, by
widening the scope from an organisation-consumer perspective to one that involves
relationships with all actors (Merz et al., 2018), in and round the independent brewery
sector. Doing so would address Vargo and Lusch's (2017) call for the development of
mid-range, or meso-level theories around service-dominant logic and co-creation.
Second, by building upon theories of the life-roles of actors in the social media arena
(Halliday, 2016; Merz et al.,, 2018) and the development of an anthropomorphic
approach (Hudson et al. 2016). Third, by applying this thinking to small independent
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breweries, rather than large, multi-national or high involvement brands which many
studies of consumer involvement on social media tend to look at (Chan & Guillet, 2011;
Dessart et al., 2015; Divol et al., 2012). Finally, by extending social media studies across
a wider set of variables, including culture, industry type and firm size (Felix et al., 2017,

Wang and Kim, 2017).

1.7: Structure of the Thesis

The thesis is presented in nine chapters, each one linked to the previous such that a
picture unfolds around what on the surface looks like a complicated area. These
chapters represent the development journey of the researcher himself as he discovers
more about online relationships and social media engagement in small independent
breweries. The intention is to address the research questions directly and in doing so
bring the reader full circle from the broad objectives outlined in this chapter to the
findings presented in the final chapter. This first, introductory chapter thus presents a
brief background to the research, outlining why it is of interest, what the research aims,
objectives and questions are and how and why the findings might contribute to

knowledge.

The second chapter presents an 'interpretative' literature review (Schultze, 2015) based
around influential studies and recent articles relating to relationship marketing, service-
dominant logic, the co-creation of value, and social media marketing. The approach
taken is one of assumption-challenging or problematisation (Nicholson et al., 2018) in
order to develop existing theories associated with the research questions and objectives.
At the end of this chapter a conceptual model is developed to guide the research
methodology and subsequent data analysis. Chapter 3 describes the research
methodology, justifying the approach taken at various levels. It is here that the

underpinning research philosophy is presented, along with the nature of the research
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approach that was used. Chapter 4 describes how the research was actually carried out,
including an overview of the respondents and the interview process. This chapter also
details the analysis process, describing in detail how convergent interviewing and the

coding of data were conducted, and how four key themes emerged from the data.

The following four chapters (5 — 8) each consider one of the four key themes emerging
from the first and second cycle coding processes. These chapters are thus labelled
'sector context'; 'lifestyle'; 'relationships' and 'control'. Each of them concludes with a
section detailing the findings in the light of the research objectives and how this has
built upon or developed contemporary literature in this area. Finally, chapter 9 brings
these findings together within the context of the overall research aims and objectives,
and summarises what has been learned and the contribution of the work. This chapter
also includes an acknowledgement of the limitations of the research and suggestions for

further research going forward.
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Chapter 2

Literature Review

2.1: Introduction

A literature review is necessary to develop an overview of social media applications in
business, comparing theory with practice and considering the underlying concepts and
contexts through which the subject area might be understood. The previous chapter
outlines the research topic, which is concerned with the impact of social media
engagement within the independent brewery sector and the resulting implications for
breweries seeking to use this as an effective communication tool. In developing the
objectives of the research it is suggested that the advent of Internet based social
networking applications, such as Facebook, Twitter, YouTube, etc., has created a new
landscape in which consumers interact with each other as well as with brands and
organisations. Marketing as a subject area has yet to come to grips with this new
landscape and the possibility that marketers have lost control, and that the balance of
power has transferred to customers has been mooted (Fournier & Avery, 2011; Halliday,
2016; Mangold & Faulds, 2009). Whilst the prospect of this new landscape might
potentially apply across a wide spectrum of marketing and consumption, this study
focuses on the UK independent brewery sector — a sector which brings together
consumer branded products, social media and SMEs (organisations not usually
associated with big marketing spends). The purpose of this literature review is
therefore to consider existing relevant theory, against the context of the independent
brewery sector, and to identify areas of theory that might be developed within this

context.

19



2.1.1: Literature review method

In putting together a literature review, two broad schools of thought exist — the
'systematic' approach and the 'traditional' approach (Jesson et al., 2011). Borne out of
research in the pure sciences, but more recently adopted in social sciences, the
systematic approach scours a field for all evidence pertaining to the research question.
It is tightly bound by inclusion criteria: usually key words which are used on database
searches for all relevant articles, and exclusion criteria which strictly limit what can be
included in the review. Conversely, the 'traditional' literature review method does not
use strict inclusion and exclusion criteria and is more exploratory in nature. It relies
instead on the researcher's “interpretation, imagination, creativity and individuality in
selecting and judging the studies” (Boell & Cecez-Kecmanovic, 2015, p 162). Here the
researcher develops his or her own relevance criteria based on their increased

understanding of the literature.

Proponents of the systematic approach point to its superiority in being replicable,
transparent, objective, unbiased and rigorous compared to the traditional method of
conducting a literature review (Boell & Cecez-Kecmanovic, 2015). Critics however
suggest that traditional reviews can also be 'systematic' and 'rigorous' without being
tied to strict inclusion and exclusion criteria, thus enabling them to be more exploratory
(Shultze, 2015). In deciding the best approach to take in this research, the author is
guided by Shultze's (2015) advice that the objectives of the literature review should be
in line with the overall study aims. Here, the broad aim is to develop a better
understanding of how social media is shaping independent breweries' relationships with
their markets and to determine what value (if any) might be derived from their
engagement with this medium. As such an approach based around problematising
contemporary literature as it might apply to the independent brewery sector is adopted,
in order to develop the theory into a framework. The intention is to use this to develop

a better understanding of the value impact of social media in this sector. Using Shultze's
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‘continuum' of review approaches, the literature review here is therefore described as
more interpretative than systematic, relying on key texts and recent, influential and well
respected articles around the field of study. Whilst this might be considered a
traditional approach (Boell & Cecez-Kecmanovic, 2015) the author is comfortable with
it, as it fits the exploratory nature of qualitative research better than a hard systematic

literature review (Jesson et al., 2011).

2.1.2: Literature review structure

In order to assign structure to the study, the focus of this chapter is therefore on the co-
creation of value borne out of the interactivity which is now possible between
independent brewery beer brands and consumers. This interactivity is generally
accepted as a fundamental feature of online social media (Bolton et al., 2013; Lariviere
et al., 2013; Wirtz et al., 2013), but is also acknowledged as one of the backbones of

relationship marketing (Gréonroos, 1994; Gummesson, 1999):

"relationship marketing is marketing based on interactions within networks of

relationships" (Gummesson, 1999, p 1)

Of particular significance here is the notion that 'low involvement', 'commoditised'
products such as beer, might be more suited to a non-relationship, transactive, or
traditional marketing approach (Veloutsou et al., 2002; Zineldin & Philipson, 2007),
based around mass marketing concepts such as the '4ps' (McCarthy, 1960) which don't
typically involve customers and are controlled by the organisation (Gronroos, 1994).
This then raises a question around what relevance or value the interaction brought
about by social media might have for consumers in this market - why would they want
to engage with organisations and/or their products via social media if on paper at least,

that product is not conducive to a relationship approach? In order to answer this, it is
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necessary to question how breweries might contribute to any consumer value that
might derive through their social media engagement. On this basis the concepts which
bring together consumer and organisational value are explored, in the shape of 'service-
dominant logic' (Vargo & Lusch, 2004; 2017) and the 'co-creation of value' (Alves et al.,

2016; Merz et al., 2018; Ramaswamy & Ozcan, 2018).

These concepts shape the direction of the research as they question the ‘value’ created
through interaction (Edvardsson et al., 2012). This leads to further questions around
who controls the marketing process if value is created jointly through social media
engagement. Some have questioned whether the organisation has any right to use
social media (e.g. Fournier & Avery, 2011; Schultz & Peltier, 2013), given that it was
developed for social, and not commercial purposes. As such an exploration of theories
around social media in marketing, including brand communities, networking, and the
use of social media marketing in SMEs is undertaken. The research is thus intended to
develop literature around the application of service borne relationships to products (as
exemplified in Gummesson & Gronroos, 2012) and the value created therefrom (as
described by Vargo & Lusch, 2017). The research also contributes to contemporary
literature around social media and marketing, as explored in articles such as Zhu and

Chen (2015), Dessart et al. (2015), and Lariviere et al. (2013).

To summarise, the key areas considered here are relationship marketing, anchored
through the principles of service-dominant logic (SDL) and the co-creation of value.
Contemporary studies around social media engagement and social media marketing are
then considered against the principles of SDL and the co-creation of value, from an
organisational perspective. The relationship of these strands is depicted in Figure 2.1.
In order to provide a guide for the research data analysis, the chapter concludes with a
conceptual figure based around user involvement in social media, drawn from the

review of social media literature.
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Figure 2.1: Integration of different literatures to support this thesis

(source: Author's own)

2.2: Relationship Marketing Context

Gummesson’s (1987) original paper on relationships asserted that marketing should be
concerned with different values from those he ascribed to ‘traditional marketing’.
These included the notion that long-term relationships with all stakeholders (not just
customers), both inside and outside the organisation, were instrumental in the success
of the organisation. In effect this widened the concept of marketing from a ‘functional
silo’ to an organisational philosophy. This thinking led to the concept of ‘full-time
marketers’ (FTMs), represented by traditional marketing roles (such as advertising
executives, brand managers, sales people) and ‘part-time marketers’ (PTMs),

representing all the other roles in and around an organisation. Gummesson (1998) went
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on to describe these networks of relationships and interactions as 'virtual or imaginary

organisations' as opposed to hierarchical or clearly delineated entities.

This adherence to the notion of an imaginary organisation, where the boundaries
between the firm and the market dissolve and both become a network of interacting
elements, might be reflected in the application of today’s online social networking,
because it allows for the involvement of customers (Ramaswamy & Ozcan, 2018). This
leads on to a second important value of relationship marketing — that all parties are
active and that the customer is a ‘co-producer’. Gummesson's (1998) view of a ‘value
constellation” with value added holistically through interactions and networks between
all parties is brought up to date by Ramaswamy and Ozcan (2018) who acknowledge
that these interactions are enabled on a large scale through new, digital technology
platforms — in other words, social media. It is thus construed here that social media
supports the notion of the customer as co-producer as described in broad relationship

marketing theory.

2.2.1: Can relationship theory apply to beer?

As far back as 1985, Bund Jackson argued that markets characterised by multiple
suppliers, with a lack of differentiation between product offerings and low switching
costs for customers, would require a transactive approach. She described customers in
such markets as ‘always-a-share’ because the product is divisible and the customer can
share his or her business amongst multiple suppliers simultaneously or at least over
short term, consecutive purchase situations. Suppliers could win a share of this
business provided they offered “an immediate attractive combination of product, price,
support and/or other benefits” (p 122) - i.e. Four Ps marketing. O’Malley and Tynan
(2000) concurred, arguing that the antecedents for a non-relational approach included

large numbers (i.e. mass markets); anonymous customers, limited opportunity for
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personal interaction and products of low value and/or representing a low risk for the
customer. In such markets, having an interactive relationship with the supplier can add

little or no value for the customer (Sheth & Parvatiyar, 2000).

Beer might well fit this classification, as from the consumer’s perspective, its purchase
and consumption is viewed over a short time scale, there is plenty of choice in the
market and there is little risk or involvement attached to its purchase. From the
brewer’s perspective the market can appear anonymous and homogeneous as it is
difficult to identify individual customers and develop discrete relationships with them.
If the notion of the customer as co-producer is to be applied, then it is necessary to
guestion how and where a customer might be able to create value for themselves
through interaction with an individual brewery. Gronroos (1994) broadened the view
that the organisation-consumer relationship was purely exchange based into something
that involved a shared experience. Here, the customer determined the value of the
product in use, in a way that was unique and personal to them. This thinking was
developed by Vargo and Lusch (2004) in their concept of service-dominant logic (SDL),
which took the view that value was embedded in the service elements enabled by a
product, rather than the exchange value of the product itself. Over the years Vargo and
Lusch have developed this theory into a position where today they make no distinction
between products and services - service is the fundamental basis of all exchange and
value is created by multiple 'actors' around the exchange (Vargo & Lusch, 2017). SDL
might therefore offer a position from which to examine social media relationships

around beer and the independent brewery sector.

2.3: Service-Dominant Logic and Beer

Vargo and Lusch (2004) argued that all production becomes the “application of

specialised competences (knowledge and skills) through deeds, processes and
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performances for the benefit of another entity” (p 2). Following this argument, beer
consumers are experiencing a range of services ranging from a selection of particular
hops and malts, to the skill of managing a brewing process (bearing in mind that the
customer could feasibly brew the beer him or herself at home). Value is perceived by
the consumer as ‘value in use’ rather than ‘exchange value’ and firms make ‘value
propositions’. Wealth is created through the application and exchange of specialised
knowledge or skills rather than the exchange of tangible resources and goods, and this
can be seen as representing a shift in the dominant logic from valuing operand resources
(resources on which some action is performed) to operant resources (resources which

can produce effects).

Applying this to breweries, the implication is that value is created when people are
consuming the beer. Thus the customer is buying into a personal experience enabled by
the brewing process (be it taste, contentment, intoxication, social inclusion, etc.) rather
than simply buying a product. However by focusing on value in use, the suggestion is
that value is only created when people are actually drinking the beer, not when they are
merely engaging on brewery based social media. Consideration of a more holistic
consumption experience is required if the value experienced by the consumer is to go
further than just the consumption of the product. ‘Experience Marketing’ (Holbrook &
Hirschman, 1992) focused on the subjective elements of the consumer experience,
which Tynan and McKechnie (2009) extended into a pre-consumption stage and a post-
consumption stage, as illustrated in Figure 2.2. From the suppliers’ perspective, such an
approach required a deeper understanding of the customer, the provision of a multi-
sensory platform through which to experience the brand, managing all touch points
through integrated marketing communication, and continuous innovation (Pine &

Gilmore, 1998; Schmitt, 1999).
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Figure 2.2:
Stages of the customer experience — activities, value sources and outcomes
(Tynan & McKechnie, 2009, p 509)

Pre-Experience Customer Experience Post-Experience
Activities Value Sources Outcomes

Sensory

Emotional Enjoyment

Functional Entertain
lmagin{ng Relational Learning
Searching Social Skills
Planning Information Nostalgia
Budgeting Novelty Fantasising

Utopian Evangelism

Time

It is construed here that the multi-sensory platform referred to above would include
experiences through brewery related social media engagement. Considering beer, in
the pre-consumption stage, this might enable imagining and searching, whilst the value
source at the consumption stage would certainly fit the sensory category (as beer is
experienced though sight, smell, taste and texture) but also carry an emotional appeal.
The interaction borne out through online media could provide relational, social and
informational value. Finally in the post experience stage, as well as enjoyment, online
social media might enable reminiscing (nostalgia) and even evangelising. These
concepts might thus inform the analysis of the research data in this thesis as they
suggest that the consumer, through social media, is contributing to the co-creation of
value around the beer, through social media engagement. Although not originally
envisaged by Vargo and Lusch's (2004), it is conjectured in this thesis that the social

process engendered by social media supports the basic tenets of SDL. Social media is a
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transmitter of operant resources (embedded knowledge), whether it is accompanied by
the actual consumption of the product or not, and the users of brewery associated
social media are operant resources as they become co-producers of value. The notion
of the brewery owning and controlling its value creating resources is thus outstripped by

a resource concept that is much more holistic.

This holistic view is reflected in Vargo and Lusch's (2017) recent theory of resource
integration (as opposed to resource allocation), which introduces the role of multiple
stakeholders to the value creation process which is controlled both outside and inside
the organisation. In this way social media becomes a resource, that is not applied by the
breweries, but rather used and developed by a multitude of actors (social media
engagers) to create value in a way that is meaningful for them. These actors might
include customers, but they are also likely to take in anyone with an interest in beer.
Developing this thinking, Vargo and Lusch (2017) talk of a 'service eco-system' that
supports resource integration and the co-creation of value. It is construed in this thesis

that social media represents this service eco-system.

A recent article by Halliday (2016) is particularly relevant here, because it directly
explores the link between SDL and social media, acknowledging that all of those
engaging in social media are acting as operant resources. Although Halliday focuses her
attention on customers, in practice this could include anyone, including employees, B2B
partners throughout the supply chain, as well as the public at large. In the independent
brewery sector, these 'actors' constitute a large 'beer geek' community which features
centrally in the findings of this research. Describing the customer's role in value-
creation, Halliday (2016) links SDL with consumer culture theory, where experiences and
meanings are embedded in the cultural life-worlds of consumers. Here, consumers are
not simply following a brand, they are constructing their own identity based around that
brand, and social media is the ideal vehicle from which to achieve this. This identity

represents 'life roles’, 'life-projects' and 'life-goals', suggesting that lifestyle and identity
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will be significant factors in determining how social media might create value in the

independent brewery sector. This theme is taken up in the research analysis.

Despite its relevance, Halliday's (2016) article differs from the focus of this thesis in two
areas. First, it takes the perspective of the consumer, whereas this research is based
around the independent breweries' perceptions of how social media engagement might
create value. Second, and as a result of the consumer focus, Halliday does not consider
the other actors engaged in social media. This presents the researcher with an
opportunity to apply some of the lifestyle factors outlined by Halliday in a wider context,
including organisational and B2B relationship settings. The inclusion of a range of
actors, playing different roles on interactive platforms concurs with B2B network theory
enunciated in the 'interacted actor' concept of Hakansson and Snehota (2002). In
studying social media networks around independent breweries, it is therefore relevant
to ask how the co-creation of value can be effected across a range of actors, away from
the actual consumption of the product. In order to do this, it is necessary to unpack the

concept of the co-creation of value around beer as a product.

2.4: Co-creation of Value Around Beer

The literature on co-creation is varied, with articles ranging from physical co-production
(Etgar, 2008; Potts et al., 2008) to more recent papers where the co-creation of value is
seen as a psychological, or social concept, based around identity and self-actualisation
(Halliday, 2016; Ramaswamy & Ozcan, 2018; Saarijarvi, 2012). Physical co-creation is
often quite literal, involving examples like self-service restaurants, home assembly of
flat-pack furniture or ‘Build-A-Bear Workshop’. Whilst physical co-creation certainly
stimulates involvement and interaction between the consumer and the supplier, short
of inviting consumers into the brewery to stir the mash, it is difficult to apply this to the

beer market. The more psychological view can be seen in Holbrook's (2006) suggestion
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that co-creation activities can be divided between intrinsic and extrinsic in terms of the
value that customers derive from them. Whilst intrinsic values entail a direct
gratification from the co-creation process, be it saving money (by for example
assembling your own furniture), or having fun (by for example building your own bear),
extrinsic values are more psychological. These have been linked to hedonic, self-
actualisation ideals, such as the search for self-identity or lifestyle goals (Arnould &
Thompson, 2005; Bech-Larsen et al.,, 2007; Halliday, 2016) or the need for self-
expression and individuality (Etgar, 2008; Hatch & Schultz, 2010). This element of co-
creation is explored by Bech-Larsen et al. (2007) in a study of how an ethnic minority
community created their own brand identity around a Danish beer product. Bech-
Larsen et al. (2007) conclude that consumers have created a brand identity around their
own individuality and that the brand identity provided by the brand’s owner has been
left malleable enough for consumers to do this. This then leads to a supposition — that
the principles of customer co-creation can apply to beer brands, through a

psychological, extrinsic model of value added.

In an attempt to put a value on psychological co-creation Merz et al. (2018) set out to
define a 'customer co-creation value scale' (CCCV) specifically related to brand value co-
creation. Referring to social interaction among actors in an ecosystem (which in this
thesis is construed as social media), they identify seven dimensions of CCCV, based
around customer owned resources and customer motivation (Figure 2.3). It is argued
that the higher that customers score on the CCCV scale, the more valuable they are for
the organisation. Managers can thus use the scale to deploy their resources more
effectively. Merz et al. (2018) suggest two areas in which their theories around CCCV
can be developed. First, by broadening the consideration of co-creation from customers
to a wider set of actors, and second, by exploring the impact of individual personality as

a moderating factor. Both of these areas are developed in this thesis.
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Figure 2.3: Dimensions of customer co-created value around brands

(adapted from Merz et al., 2018)

Alves et al. (2016) widen the scope of co-creation of value, by exploring the participative
context in which people and organisations develop meaning. They identify four clusters
of value co-creation based around different types of value, processes (e.g. B2B and B2C),
and actors. These consist of co-creation as a business logic, where the value added
feeds business innovation; co-creation as a source of knowledge to aid product
development; co-creation as the value added through customer experience and
subsequent loyalty; and co-creation as a relationship dynamic with value added through
interaction among all parties (i.e. B2C, B2B; C2C, and C2B). Whilst each of these four
clusters can be developed through social media engagement, it is the fourth one (co-
created value-added through multi-participant relationships) which informs this
research thesis the closest. Furthermore, it is in this area that Alves et al. (2016) suggest
future research be undertaken in order to determine what resources are required to
enable value-added through multi-participant interaction. This thesis proposes that the

existence of a social media based 'eco-system' represents a resource which the various
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actors can use to develop value co-creation in a way which is relevant for them.
Specifically, the enabled interaction has increased the propensity for a social element,
not only between customers and suppliers, but also with others in the network,
including fellow customers, external experts, opinion leaders and other stakeholders

(Tynan & McKechnie, 2009).

The social aspect of the co-creation of value has been explored by Rihova et al. (2013) in
their study of C2C co-creation. They identify four layers of 'social co-creation' which
represent different levels of interaction between customers: 'detached customers';
'social bubble'; 'temporary communitas'; and 'ongoing neo-tribes'. However, their study
concentrates on physical, face to face interaction rather than online, and of their four
levels only the final one, 'ongoing neo-tribes' might relate to this particular research as
they depict the sharing of skills, experience and knowledge that can be seen in tightly
knit members of an online community. These neo-tribes reflect ongoing social practices
between customers who consider themselves members of a community, and can take
place either in a physical or an online context. Rihova et al.'s (2013) findings are applied
to service sectors such as tourism and retail, leaving room for development of the
research here, in terms of beer products. They were also confined to neo-tribes of

customers, again suggesting scope for a consideration of a wider range of participants.

2.5: Implications for this Study from SDL and Co-Creation Literature

Although on the surface beer might be more suited to a transaction based marketing
approach, the application of service-dominant logic (SDL) suggests that the consumer,
through the social processes associated with brewery based social media, is contributing
to the co-creation of value around the beer. This is supported by Vargo and Lusch's
(2017) notion of a service 'eco-system' to engender co-creation among multiple actors.

In this research the service eco-system is represented by social media, a view replicated
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by Merz et al. (2018) when considering how co-creation of value occurs around brands.
Halliday (2016) also links SDL theory and the co-creation of value to social media,
emphasising the part played by individual lifestyles in what is a social and relational
process of co-creation. This supports the view taken in this thesis that co-creational
value added is psychologically based (as opposed to physical), and underpins the

interpretivist approach taken.

However, in making a contribution to knowledge it is necessary to 'problematise' current
theory such that a useful development can be advanced from the research at hand. To
this end a number of areas have been identified where existing theory can be
developed. Chief among these is the scope for taking a wider perspective. Whilst it is
generally acknowledged that digital technology has enabled multiple actor co-creation
(Ramaswamy & Ozcan, 2018), papers in this areas tend to to take the consumer
perspective (Alves et al., 2016; Halliday, 2016; Merz et al., 2018; Rihova, et al., 2013).
Indeed, the recommendation to widen the scope of actor inclusion is regularly suggested
as a base to extend the theory. Merz et al. (2018) call for a consideration of how
employees might be used as a co-creative resource, whilst Alves et al. (2016) suggest
extending the study of co-creation to the many-to-many interactions, including B2C;
B2B; C2C; and C2B. Whilst Ramaswamy and Ozcan (2018) acknowledge the roles of
these multiple actors in co-creation, their paper is conceptual and does not consider
particular sectors or product areas. By applying a multiple actor consideration within a
specific area, it is argued that this research can contribute at a more granular level. The
author is reassured here by Vargo and Lusch's (2017) call for the development of mid-

range, or meso-level theories around SDL and co-creation, which this thesis delivers.

A second area where this research can contribute is through incorporating factors of
personality into the co-creational process. It is acknowledged here that social media can
add value through psychological dimensions, and the concept of consumers developing

their own identity around a brand relationship is accepted (Bech-Larsen et al., 2007;
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Halliday, 2016). However, the author feels that there is scope to develop this at a more
granular level by considering the role of individuals' personalities conveyed through
social media, in developing relationships and creating value. This is supported by Merz
et al. (2018) who suggest that more research is needed into how individual personality
factors might act as moderators of customer co-creation of value. The research takes up
this suggestion and goes further, by including the personalities of all actors in the value-

creation process, not just customers.

2.6: Social Media

In order to develop the avenues described above, it is necessary to explore literature
around social media, and in particular social media marketing, in order to define it
within the parameters of the research and also to position it in marketing terms. The
following sub-sections are structured around a number of questions, beginning with an
overview of what social media is, before moving on to an exploration of its context
within consumer behaviour, such that a better understanding of how independent
breweries might engage more effectively. This leads to questions around the issue of
who is in control of social media and a further section considering the literature on
social media marketing. At the end of these sections a conceptual model is presented to

develop the theory along the lines of the research objectives.

2.6.1: Defining social media

The term 'social media' came about in the 1990s, allegedly coined by executives at
American mass media corporation AOL when discussing how users of online sites could
entertain, communicate and participate with each other in a social environment

(Bercovici, 2010). Since then the term has become synonymous with networking,
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interacting, community building and collaboration in an online environment (Hunsinger
& Senft , 2014). Indeed, the evolution of social media as a communications platform has
been credited with affecting the everyday lives of billions of people across the world (De
Kare Silver, 2011; Felix et al., 2017; Tuten & Solomon, 2013; Wang & Kim, 2017). The
opening sentence of this thesis demonstrates not only the scale of social media usage
but also its dynamic rate of adoption. Different approaches can be observed in the
literature discussing social media, which is divided between those who see it as another
communications tool through which organisations can reach their customers (Divol et
al., 2012; Edelman, 2010; Hudson et al., 2016; Karjaluoto & Mustonen, 2014; Mangold &
Faulds, 2009), and those who see something which can have an as yet unpredictable
impact on society, and therefore on organisation's relationships with their customers (De
Kare Silver, 2011; Felix et al., 2017; Fournier & Avery, 2011; Hennig-Thurau et al. 2010;
Hunsinger & Senft, 2014). This latter view underpins the research by addressing
guestions around the nature of the relationships engendered through social media

engagement.

The differing views relating to social media can also be seen in the use of metaphors

when discussing it:

"Groundswell" (Li & Bernhoff, 2008; Vasanta Madhavi & Akbar, 2011).

"Revolution" (Smith, 2009; Shih, 2009; Tuten & Solomon, 2013).

"Child" (De Kare Silver, 2011).

"Digital crossroad" (Ryan, 2015).

"Spectre" (Kaplan & Haenlein, 2010).
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It might thus be viewed that social media is at once, ubiquitous, wide ranging, dynamic,
revolutionary, unpredictable, opportunistic,c but at the same time potentially
threatening. These themes are explored in this research when interviewing breweries.
However, in order to contextualise the subject from a research perspective, the following

sub-sections categorise social media in terms of its empirical features and usage.

2.6.2: Categories of social media

It might be concluded from the above reviews that 'social media' is an amorphous
concept, with varying definitions and descriptions depending on the outlooks of the
various commentators. From the perspective of this study it is necessary to establish
some specific parameters, relevant to the topic in order to guide the methodology. In
this way, a typology can be developed based on the primary function of each social
medium, and the motivations of those using these media. The need to break up the
different types of social media into categories is generally taken up by both academics
and practitioners (Chan & Guillet, 2011; Kaplan & Haenlein, 2010; Osatuyi, 2013; Wang
& Kim, 2017) in order to gain a better understanding of how and why people use social
media. The objective of categorising social media in this thesis is twofold: first, to
determine what constitutes a 'social medium' and thus might fall within the boundaries
of the research, and second, to provide a framework of social media usage relevant to

the independent brewery sector which can be used as a base for interview questions.

Initial studies of the literature reveal no consensus on what the separate categories of
social media might be or indeed how many categories there should be. Marked
differences are seen between practitioners (such as digital media agencies, social
bloggers, etc.) and academic theorists. Generally speaking business consultancies tend
to suggest larger numbers of categories or types of social media including Internet

search engines (see Appendix 2). The categories considered by bloggers tend to be
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fewer and more condensed than the consultants (see Appendix 3). These categories
appear too wide for this study, which is primarily concerned with the interaction enabled
by social media, so it is useful to consider the peer reviewed academic considerations of
social media typologies. Some of these follow the functional typologies of the agencies
and the bloggers - Chan and Guillet (2011) for example list 6 different categories, whilst
Mangold and Faulds (2009) identify no less than 15 separate examples of different social
media. Whilst these make useful check lists however, they tend to be retrospective and
one-dimensional in terms of simply considering what the features of the social media
are. This study, requires a more conceptual delineation of social media usage along the

lines of potential value added through co-creation.

To this end some academics (Dessart et al., 2015; Kaplan & Haenlein, 2010; Zhu & Chen,
2015) have attempted to classify social media according to the wunderlying
characteristics, both of the users and of the media themselves. For example, Zhu and
Chen (2015) develop a social media matrix to explore how the human needs side of
social media usage leads to satisfaction and therefore affects potential social media
marketing approaches (Figure 2.4). Their model is based around the nature of the
connection that a user has with a social media site, and the degree to which messages
on the site can be customised to the individual user. The nature of connection ranges
from sites which are predominantly ‘profile-based’, i.e. they are based around a specific
individual, and those that are ‘content based’, i.e. they are based around a specific
subject rather than an individual person. The other dimension on the model represents
the level of customisation which the postings on a media site afford, i.e. the extent they
can be tailored for a specific person or small group, as opposed to being broadcast to
anyone who is interested. Applying these dimensions produces a matrix comprising four

different categories of social media (Figure 2.4).
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As this research is concerned with the user perspective of social media rather than the
platform features per se, Zhu and Chen's (2015) model appears relevant because it
emphasises the psychological aspects of social media, based around users' needs and
desires, thus introducing room for debate around how individuals engage with the
various media. Specifically, it offers a framework to consider which types of social media
might be more or less relevant in particular circumstances. From the perspective of this
research it lends greater depth to questions around how customers of particular product
categories (e.g. beer) might engage with the product, or its brands, within the context of
social media. For example under 'creative outlets' it is suggested that intrinsically
attractive or appealing products (such as brands of beer?) might lend themselves to
users posting in this category. Similarly, users may develop 'parasocial relationships'
with a brand (Gummesson, 1999) and thus follow the brand's broadcast messages
through the 'self-media' category. In the 'relationship’ quadrant, products that are
conducive to self-presentation, by embodying the personality of the user (e.g. particular
types of beers) lend themselves to consumer engagement, whilst under 'collaboration’ a

product must be relevant to users seeking information, answers or solutions (Zhu &

Chen, 2015). The model might therefore usefully support the research design around
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how beer drinkers engage with social media and the resulting implications for the
breweries themselves. In doing so, a key question will be what type of person engages

with social media and how this correlates to beer drinkers.

2.6.3: Social media users

In terms of usage, age is a clear factor, with the ONS reporting in the UK that penetration
is highest among the 16 - 24 age group bracket (90%) and lowest in the 65- 74 age group
at 19% (Office for National Statistics, 2013). These figures are supported by Pitta (2010)
who reports that ‘millennials’, or 'Generation Y' (those born between 1980 and 2000)
have the highest usage of social media at 77%. The usage figures fall off through
‘generation X’ (born between 1960 and 1980) at 61%, ‘boomers’ (born 1945 - 1960) at
46% and ‘matures’ (born pre-1945) at 36%. In a study of Generation Y and their use of
social media, Bolton et al (2013) conclude that this generation are more likely to
participate actively, i.e. posting and creating content, than the previous generations. A
similar picture is painted by Tuten and Solomon (2013) who distinguish between ‘digital
natives’, i.e. those who have grown up with the Internet, and ‘digital immigrants’, who
have experienced life without it and can therefore make more of a choice about how far
to accept social media as part of their lives. Notwithstanding these simple age related
demographics, Bolton et al. (2013) show that individual differences also contribute to
user profiles. These include not only socio-demographic factors such as economic status
and life-cycle stage, but also endogenous factors such as personal goals, emotions and
social norms. These issues have a bearing on this research as they raise questions about

the nature of independent brewery customers and how this audience uses social media.

Kozinets (2015) defines four distinct types of user based on their level of involvement.

From the perspective of a beer consumer these might be described as follows:
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Tourists who lack strong social ties and are only passively interested in the consumption

activity around beer brands.

Minglers who maintain strong social ties, but are only perfunctorily interested in beer

and beer consumption activities.

Devotees who have a strong interest in beer and beer related topics, but are less

interested in the social aspects of the online activity.

Insiders who have a strong interest both in beer and beer consumption activities and are

also heavily involved in the social aspects of online activity.

The different levels of involvement described above, lead many studies to distinguish
between 'posters' - users who actively contribute by posting content; and 'followers' or
'lurkers' - users who are predominantly consumers of content (Preece et al., 2004;
Bolton et al., 2013; Lai et al., 2014; Petrovci¢ & Petri¢, 2014). Shang et al. (2006) note
that while both lurking and posting can be classed as participation, lurkers outnumber
posters by as much as 9:1. A similar distinction is made by Lipsman et al. (2012) who set
out to quantify the value of ‘fans’ on social media sites like Facebook and in doing so
differentiate between ‘fans’ of a brand and ‘friends of fans’ who, they claim on average
outnumber the fans by a factor of 34:1. They conclude that these ‘friends of fans’
represent greater value than the fans alone because of their sheer numbers and market
potential. This thinking mirrors that of Granovetter (1973) whose work on network
theory suggests that weak ties in a network are more effective at diffusing messages
than strong ties. It also supports an approach which looks at all categories of user types,
irrespective of their level of involvement. Establishing any links between types of social
media user and beer drinkers will be necessary in order to meet the wider research
objectives.  Building on user typologies, a further questions arises around why

consumers engage in the first place (Hennig-Thurau et al., 2010).
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2.6.4: Why do people engage with social media?

Literature in this area generally draws upon historical psychological studies such as
Maslow (1954), Ryan and Deci (2000), Reis et al. (2000), Sheldon et al. (2001), to explain
motivation and the fulfilment of human needs. These needs are usually broken down
into categories such as Maslow's Hierarchy of Needs, or Ryan & Deci's three innate,
psychological needs of self-determination - competence, autonomy and relatedness. In
a study on satisfaction Sheldon et al. (2001) amalgamate some of these wider theories

into ten different psychological "candidate needs" which they label:

autonomy (the need for self-determination)

competence (the need to feel effective in what one does)

relatedness (the need for closeness and belonging with others)
physical thriving (the need for health and personal well-being)
security (the need for safety and protection)

self-esteem (the need for self-confidence in one's own worth)
self-actualisation (the need to fulfil one's ultimate potential)
pleasure-stimulation (the need for escape, entertainment, enjoyment)
popularity-influence (the need to have an impact on others)

money-luxury (the need for physical reward)

Zhu and Chen (2015) apply these psychological needs across their four different social
media categories and conclude that each category is capable of fulfilling different human
satisfaction needs. Examples of how these different psychological needs might be
fulfilled by different social media categories, depending on whether one is an active

engager (a poster) or a passive follower, can be seen in Figure 2.5.
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Figure 2.5: Psychological needs met by social media

(adapted from Zhu & Chen, 2015)

The needs outlined in this model might be applied to the 'beer geek' community who
engage in beer and brewery based social media. Some of them will get satisfaction
through demonstrating their knowledge and experience, whilst others will be there to
feel a sense of belonging with like-minded individuals. However, whilst this categorises
people's use of social media from a psychological perspective, an alternative more
"functional explanation of why people use media" (Calder et al., 2009, p 323) exists in

the shape of 'Uses and Gratification Theory' (UGT).

UGT is relevant here because it is specifically focused on studies of mass media, being
described as an "influential tradition" (Shao, 2009, p 8) in studies of how different media
meet the needs of individuals and add value to their experience. Sometimes referred to
as an approach, rather than a theory, (Calder et al., 2009) the origins of UGT are not

precise, but it remains relevant in today's studies of the Internet as a tool of mass media:
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"..uses and gratifications has always provided a cutting-edge theoretical
approach in the initial stages of each new mass communications medium:

newspapers, radio and television, and now the Internet..." (Ruggiero, 2000, p 3)

It follows that many studies into why and how people use online social media base their
analysis on UGT concepts (Bronner & Niejens, 2006; Calder et al., 2009; Dessart et al.,
2015; Lariviére et al., 2012). The underlying concepts vary, depending on the author, but
popular interpretations include those originally advanced by Katz et al. (1973) and
McQuail (1983), which broadly break down into cognitive needs (seeking information,
knowledge or understanding); personal needs (seeking outlets for self-expression,
finding oneself); social needs (seeking interaction, companionship, belonging) and
entertainment needs (seeking escape, diversion, tension release or enjoyment /
hedonism). These are reduced to three broad categories of engagement by Dessart et al.
(2015) which they describe as affective (enthusiasm, enjoyment, emotions-based),
cognitive (interest, absorption, knowledge-based), and behavioural (sharing, learning,
action-based). Shao (2009) uses such categories to try and understand the appeal of
online social media, concluding that three distinct, yet interdependent types of
behaviour can be observed depending on the nature of the gratification which is being
sought. These behaviours range from content consumption (when seeking information
or entertainment); active participation (when seeking social connectivity); and content
creation (when seeking to fulfil the personal needs of self-expression or self-
actualisation). In each case gratification increases the easier to use the social media site

is, and the more control the users have over it.

Lariviere et als (2013) research also uses UGT concepts, this time to study how value is
derived from mobile based social networked systems. Here the four UGT concepts are
transformed into customer values. Thus the cognitive needs become informational
value which empowers the customers’ purchasing and consumption decisions. Personal

needs become identity value through for example expressing one’s personality by ‘liking’
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a brand on Facebook. Social needs translate into social value through the customers’
interactive engagement, involvement and experience (Calder et al., 2009) both with
fellow consumers and also with the brands and their owners. Finally, entertainment
needs become emotional value, involving feelings or affective states (Sweeney & Soutar,
2001). Lariviere et al's (2013) work is of relevance to this research from two
perspectives — first, it categorises how customers might derive value from online social
media (thus potentially guiding the design of effective social media marketing); second,
because it considers the reciprocal value that the organisation derives through
interacting with consumers. It thus suggests how the use of online social media can

contribute to the mutual co-creation of value discussed earlier in the chapter.

2.6.5: How do people engage with social media?

If UGT serves to illustrate why people engage with social media, there exists the more
practical consideration of how they engage in a way that relates to the concept of
customer co-creation. To facilitate this Kaplan and Haenlein (2010) discuss 'User
Generated Content' (UGC) as a means for individual end users to create content in
various media and make this publicly available to other users. As such, UGC represents
the use of social media (Kaplan & Haenlein, 2010), rather than the social media itself,
and can be seen in the generation of blogs, wikis, photos, videos, message board posts,
reviews and ratings, etc. Some have referred to this as a 'democratisation' (Ryan, 2015;
Tuten, 2008) reflecting the fact that everyone has an equal opportunity and right to
create content (not just organisations or website developers) and it is this area that has
caused a stir amongst management academics and practitioners (Felix et al., 2017;
Fournier & Avery, 2011; Hennig-Thurau et al., 2010; Mangold & Faulds, 2009) who
believe that it opens up new opportunities and challenges for organisations. Indeed,
when the word Consumer Generated Content is substituted for User Generated Content,

guestions of who is in control of brand messages and brand positioning are raised (Felix
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et al., 2017; Fournier & Avery, 2011; Ryan, 2015). Reflecting this, various new marketing
terms have been applied, including 'crowdsourcing, 'digital dialogue', 'citizen marketing'

and 'brand democratisation' (Tuten, 2008).

These concepts support the reviews earlier in this chapter around 'co-creation' and how
the co-creation of value around a product (Ramaswamy & Ozcan, 2018; Saarijarvi, 2012)
can be enabled by online social media. Specifically, the interaction enabled by online
social media has increased the propensity for a social element within the consumption
process, not only between customers and suppliers, but also with other actors in the
network, including fellow customers, external experts, opinion leaders, employees and
members of the supply chain (Merz et al., 2018). From the perspective of this research,
UGC therefore represents examples of the co-creation discussed in the previous chapter,
and is a direct output of the use of social media. Such considerations have led to an
assertion that customers now have an equal, if not greater role than the organisation in
the creation of their own value experience (Fournier & Avery, 2011; Halliday 2016;
Schultz & Peltier, 2013). If social media is an integrated resource based eco-system
(Vargo & Lusch, 2017) then what is the role of the organisation here and how can this

resource be linked to a marketing strategy?

2.7 Social Media and Marketing

Given that this research is conducted from the perspective of the organisation, with the
objective of guiding independent breweries in their social media engagement, the
following sub-sections consider how contemporary literature views social media as a
potential marketing tool, its use by SMEs and its impact on their relationships. The
intention is to provide a basis against which to develop the multi-actor, personality

driven research objectives described in the previous sections.
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2.7.1: Social media marketing (SMM)

In determining how organisations can best engage with consumers via social media,
some studies take a traditional approach by viewing social media as another
communications platform which organisations can use to engage their customers. For
example Wang and Kim (2017) attempt to link customer relationship management
(CRM) with social media users, using a concept of social CRM (Trainor et al., 2014) to
determine whether the firm's overall performance can be improved. They conclude
that CRM effectiveness can be enhanced if the firm is able to merge social media into its
marketing activities. Similarly, Edelman (2010) argues that social media has impacted
on the consumer decision making process, shifting the emphasis of marketing from the
pre-purchase to the post purchase-stage. Both Wang and Kim (2017), and Edelman
(2010) appear to contextualise SMM within integrated marketing communications
(IMC), a concept popularised by Schultz et al. (1993) whereby organisations achieve a
consistent brand message across all customer communications and touch points. These
views are replicated in a B2B context by Karjaluoto and Mustonen (2014) and Jarvinen
(2012). In this parlance, social media simply becomes just another customer

engagement tool.

Despite a body of thought suggesting that organisations have ceded some control of
their marketing to customers (De Kare Silver, 2011; Felix et al., 2017; Labreque et al.,
2013; Vasanta Madhavi & Akbar, 2011) many management based books and articles
focus on how the marketer can remain in control. These approaches usually revolve
around the employment of hard metrics such as views on YouTube or ‘fans’ on
Facebook, and the demographics of the audiences using them (Pitta [Ed.], 2010), leading
to suggestions of how organisations can monitor consumer behaviour and develop
promotional strategies accordingly. For example Divol et al. (2012) attribute ‘core

functions’ to social media which enable organisations to monitor, respond, amplify and
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lead consumer behaviour. This almost makes it sound as if social media has been
designed for a marketing purpose and Divol et al.’s (2012) statement of purpose —
“..here’s how senior leaders can harness social media to shape customer decision
making in predictable ways...” (p 66) — sounds glib and potentially naive when
contrasted with the views of Hennig-Thurau et al. (2010), who use the analogy of a

pinball machine when describing the impact of new media on marketing:

"...companies serve up a 'marketing ball' (brands and brand building messages)
into a cacophonous environment, which is then diverted and often accelerated by
new media 'bumpers’, which change the offering's course in chaotic ways. After
the marketing ball is in play, marketing managers continue to guide it with agile
use of the 'flippers' but the ball does not always go where it is intended to and the

slightest miscue can be amplified into a catastrophic crisis..." (p 313)

Indeed for some, organisational involvement in social media is an oxymoron — “[social
media] ..was created not to sell branded products, but to link people together in
collective conversational webs...” (Fournier & Avery, 2011, p 193). Recognising this
dichotomy, some studies have sought to compare the effects of ‘seeded’ word of mouth
and ‘organic’, naturally occurring word of mouth on social networking sites. Bruhn et al.
(2012) conclude that firm created (seeded) word of mouth has more influence on
functional brand attitudes amongst customers, and user generated (organic) word of
mouth has more influence on developing hedonic brand image. Thus, in terms of beer,
functional attitudes might revolve around taste, colour, strength, etc., whereas hedonic
attitudes would be more about things like ‘what kind of people drink the beer’ and
whether or not it is fashionable. Bruhn et al. (2012)point out that firm created
messages will always be positive, but user generated comments can be either positive
or negative. In a similar study, Trusov et al. (2009) suggest that social media based word

of mouth is more effective than traditional media at attracting new customers, but that
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“

‘seeded” word of mouth on social networks “...may be substantially less effective than

organic...” (p 98).

In terms of developing a strategic approach to social media marketing, Felix et al. (2017)
develop a framework to guide the firm according to their needs and objectives. This
framework consists of four dimensions along which a firm's social media marketing can

be positioned:

Social media marketing culture, ranging from conservatism to modernism
Social media marketing scope, ranging from being a defender to being an explorer
Social media marketing structure, ranging from hierarchical to networking

Social media marketing governance, ranging from autocracy to anarchy

This is useful to the author because it presents a basis from which to design an interview
approach, bearing in mind that independent breweries exist in all shapes, sizes, cultures
and structures. Although Felix et al. (2017) acknowledge that the effectiveness of social
media marketing may depend on specific characteristics of customers, the application of
such a framework suggests that social media marketing is within the control of the

organisation.

Finally, some studies consider whether the product or service itself has any bearing on
the way in which social media marketing is experienced by the consumer. For example,
Hudson et al. (2016) find that social media usage is positively related to the consumer's
brand relationship quality. In other words, if the consumer can relate to the brand, they
are more likely to engage with, and react positively to the organisation's social media
marketing. Hudson and his colleagues note that this is particularly pronounced when
the brand has a high perceived level of anthropomorphism (the extent to which human
characteristics are associated with the brand). It would seem pertinent therefore to

explore brand anthropomorphism in the independent brewery sector, although as
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Hudson et al. (2016) acknowledge, any such feelings will be dependent on the
experiences of customers rather than the organisation. This underlines the ultimate test
of social media marketing effectiveness: its impact on consumer behaviour. A possible
way of exploring this is through elements of socialisation around a product or brand, as

manifested in brand communities or 'consumption tribes' (Kozinets, 1998).

2.7.2: Socialisation theory and brand communities

Consumer socialisation theory posits that consumers will learn skills, knowledge and
attitudes relevant to their role as consumers in the market place (Ward, 1974). This
learning is facilitated not only by demographic variables such as age, gender, education,
income, etc., but also by processes through peers - in particular circles of friends and
acquaintances. These socialisation processes among peers lead to the development of
affective consumer feelings and attitudes toward product, and behavioural outcomes in
terms of product purchase and usage (de Gregorio & Sung, 2010). Researching these
concepts further, Wang et al. (2012) developed a 'socialisation framework' to
demonstrate how relationships with peers on social media, impact on subsequent
consumer behaviour. They conclude that socialisation among peers online does affect
consumers' attitude towards a brand, and their subsequent purchase intention. These
findings concur with Zhou (2011) who finds that social identity and group norm have a
significant impact on user participation, suggesting that social media behaviour may be
collectively driven rather than individualistic. These issues of consumer collectivity are
often associated with studies of brand or consumption communities (Dessart et al.,

2015; Narvanen et al., 2013; Stokburger-Sauer & Wiertz, 2015).

In terms of how and why consumers participate in brand communities Dessart et al.
(2015) make a distinction between those who engage with a community based around

the intrinsic qualities of a specific product or brand, and those who are there for reasons
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more to do with the lifestyle associated with that product. Studies of communities
where the consumers are participating through a genuine love of the brand tend to
feature high involvement products such as the Harley Owners Group described by
Fournier and Lee (2009) or the MacUser's Group considered by Muiiiz and O'Guinn,
(2001). Conversely, in a study of the low involvement, fast moving consumer good
Nutella, Cova and Pace (2006) conclude that participation in brand community activity is
based more on personal self-exhibition and engagement in a community, rather than an

intrinsic love of the brand.

This raises a question for this research in terms of whether social media usage around
individual beer brands can ever be based on a close affiliation with a particular brand, or
whether consumers are there for other reasons which are less associated with the brand
per se. Applying this distinction to Kozinet's (2015) typology of social media users, it
might loosely be concluded that 'insiders' and 'devotees' fit the brand/product oriented
community, whilst 'minglers' and 'tourists' fit the social relationships community.
Similarly, in terms of Zhu and Chen's (2015) social media typology, product oriented
community members might be more focused on 'creative outlets' and 'self-media’ (e.g.
YouTube, Flickr, Pinterest, Twitter, WeChat) , whilst socially motivated members would
be more likely focused on 'Relationship' and 'Collaboration' social media (e.g. Facebook,
LinkedIn, Whatsapp, Quora, Reddit, etc.). These distinctions have ramifications for this
research in terms of how and why beer drinkers might engage in online consumption
communities and which social media outlets are the most appropriate for breweries to
use for marketing purposes. These issues also open up questions of how effective social

media marketing might be in different business scenarios.

2.7.3: Social media marketing in business
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Whilst most studies of social media marketing are based around a business-to-consumer
(B2C) context (Jusilla et al, 2011; Lacoste, 2015), a number of research articles consider
the subject in a business-to-business context. These include exploring the use of social
media as a digital marketing communications tool (Jarvinen, 2012; Karjaluoto &
Mustonen, 2014); the B2B networking opportunities afforded by social media (Quinton
& Wilson, 2015); and the use of social media in innovation and entrepreneurship
(Drummond et al., 2018; Jusilla et al., 2011). Of relevance to this thesis, some of these
studies specifically explore the use of social media by SMEs. For example, Michaelidou
et al. (2011) shows how SMEs are using social media to raise brand awareness and reach
new customers. These studies tend to conclude that the use of social media as a
marketing tool for B2B companies is not as advanced as it is for B2C, either through a
perceived lack of relevance to the sector (Michaelidou et al., 2011) or attitudinal

resistance to the use of a new technology for marketing purposes (Jarvinen, 2012).

These latter points, relating to sector relevance and attitudes towards social media can
help to inform the research in this thesis. It has already been noted that the
independent brewery sector is a prolific user of social media, so a deeper consideration
of the characteristics of this sector is needed to try to understand why. At the same
time, the personal attitudes of the individual businesses interviewed in this study will
need to be taken into account in the research design. There is however, scope for the
research in this thesis to build upon or develop the B2B articles discussed above. Not
least of these is the opportunity to take a more holistic approach than simply B2B. Beer
is a consumer product and whilst B2B relationships play an important part in its
manufacture and distribution, the social media surrounding the sector cannot be seen as
purely a B2B medium. Furthermore, the focus of B2B social media are professional
networking platforms like Linked In and Viadeo, whereas independent breweries are
almost exclusively using Facebook and/or Twitter, along with Instagram and Pinterest.
Indeed, Michaelidou at al. (2011) and Lacoste (2015) both suggest expanding the scope

of their research into more wide stream social media platforms.
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2.8: Implications for this Study from Social Media and Social Media Marketing

Literature

The literature pertaining to social media is wide and diverse, but there is common
agreement that it affects business marketing through the way in which relationships are
experienced by users. As such there is much to support the direction of this research,
both in terms of how and why users engage with social media, and how organisations
might develop a strategy around the new medium. Despite its depth and breadth ,
there appear to be a number of areas where this study can contribute to existing
knowledge. First of these is the focus of the research — the independent brewery
sector. Much of the contemporary literature tends to concentrate on large consumer
brands such as McDonald's, Starbucks, Pepsico (Divol et al., 2012); high involvement
products like athletic shoes, computer notebooks, or cars (Hudson et al. 2016); hotels,
which are geographically distant from their prospective customers (Chan & Guillet,
2011); or multi-national brands with large consumer followings, such as Disney, Rangers
FC, Coldplay, or Nutella (Dessart et al., 2015). This is in contrast to this research, which
is focused on independent breweries which serve small, localised customer bases.
These smaller businesses are less likely to have professional social media strategies in

place and will thus tend toward a less corporate approach to social media.

Contemporary studies of social media in smaller organisations tend to focus B2B
contexts (Drummond et al.,, 2018; Michaelidou et al., 2011), where the predominant
subjects are professional networking sites like Linked in and Viadeo (Lacoste, 2015).
This leaves an opportunity for the research in this thesis to take a more holistic
approach, incorporating not just B2B, but B2C, as well as a wider range of social (as
opposed to professional ) social media sites. Although simply filling a gap is not

necessarily the most valuable contribution to knowledge (Corley & Gioia, 2011), the
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research undertaken here does meet the call of Felix et al. (2017) and Wang and Kim
(2017) to extend social media studies across a wider set of variables, including culture,

industry type and firm size.

Mention above of a less corporate approach to social media engagement is another area
in which a contribution can be made. The debate around whether social media is a
legitimate tool for business purposes raises the prominence of hedonic or personality
based relationships, as opposed to hard commercial ones. This can be seen in the
literature around brand communities and in concepts like Wang and Kim's (2017) social
CRM. Hudson et al. (2016) advocate the value of an anthropomorphic brand, based
around human characteristics through which to develop social media relationships.
There is room here to extend this thinking beyond the anthropomorphic brand, into a
human element on the part of the entire brewery, including its employees, if they are to
engage effectively on social media. This meets the suggestion made by Merz et al.

(2018), that areas around lifestyle and personality be developed in further research.

Perhaps the largest contribution that can be made however, is bringing together the
various social media user engagement theories into a model that can be used to
understand the drivers and behaviours of all the actors in the breweries' social media
networks. These theories generally break down into four broad dimensions, each with
several sub-dimensions. These broad dimensions are user objectives (Zhu & Chen,
2015); user psychology (Dessart et al., 2015); user gratification (Lariviere et al., 2013);
and user level of involvement (Kozinets, 2015). These different concepts are brought
together in a conceptual model (Figure 2.6), to represent a holistic view of social media
engagement. Here, users' objectives, psychologies, gratifications and levels of
involvement are combined into a multi-dimensional profile of social media users. The
model is used to guide the research design and data analysis, and is further developed

from the research findings in Chapter 9.
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Figure 2.6: A conceptual social media user engagement model

(source: Author's own)

2.9: Chapter Summary

The context of the research is positioned in the domain of relationship marketing
because it is concerned with consumer interaction and involvement (Gummesson, 1987;
Gronroos, 1994). As such, the literature review considers theories around how value is
created through interaction and in particular what part the ‘social’ and ‘relational’
elements of the consumption experience might play in the co-creation of value. In
order to focus these theories on the research topic, literature around social media and
social media marketing is also reviewed. The literature review takes an interpretative
approach, (Schultze, 2015), taking key influential texts and identifying areas that can be
developed in line with the research objectives. The key areas considered are
relationship marketing, anchored through the principles of service-dominant logic and
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the co-creation of value. It is suggested here that advances in IT, specifically in the
shape of online social media, have provided a platform for this co-creation through a
social networking context (Halliday, 2016; Rihova et al.,, 2013). An integration of

literatures in these areas can be seen in Figure 2.7.

Service- \
Dominant
Logic )

Relationship /
Marketing [

~ Location of this
~ < Research within
Extant Literature

Social Media
and Marketing

Figure 2.7: Integration of different literatures to support this thesis

(source: Author's own)

As beer is a low involvement, branded, fmcg it is concluded that consumer value is likely
to derive through psychological (‘hedonic’, ‘extrinsic’) elements of co-creation
(Holbrook, 2006) rather than the more practical or intrinsic elements. It is construed
here that social media extends the basic consumption experience into something which
is more complex and holistic (Tynan & McKechnie, 2009). In the words of Vargo and
Lusch (2017) social media represents a service eco-system that supports resource
integration among multiple stakeholders in the co-creation of value. The co-creation of
value through multi-participant relationships widens the scope of the research into B2B

and C2C, as well as B2C and C2B (Alves et al. 2016). At the same time, the social nature
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of such relationships introduces elements of lifestyle and personality into the research

(Halliday, 2016).

The literature around social media is diverse, but tends to divide between studies of
participants' motivations and behaviours (e.g. Chan & Guillet, 2015; Dessart et al., 2015)
and those which explore social media in an organisational context (e.g. Felix et al., 2017;
Hudson et al., 2016). There is disagreement over how much control the organisation
can exercise in the use of social media (Felix et al. 2017; Hennig-Thurau et al., 2010), but
general consensus that social media can represent a valuable co-creational resource for

all users (Ramaswamy & Ozcan, 2018).

In the light of this, the author identifies several areas where the literatures can be
developed, in a way that can contribute to knowledge. First of these is by widening the
scope from a single B2C or B2C perspective to one that involves all actors (Merz et al.,
2018), which would include here general 'beer geeks', employees, competitors, and
others in the supply and distribution chains around this sector. Doing so would address
Vargo and Lusch's (2017) call for the development of mid-range, or meso-level theories
around service-dominant logic and co-creation. Second, the research can build upon
Halliday's (2016) suggestion that the various actors' life roles can shape the co-creation
of value, by introducing the concept of lifestyle and individual personality as a
moderator of co-created value (Merz et al., 2018). This would also develop Hudson et
al.'s (2016) notion of an anthropomorphic brand, by extending the human element

across the entire brewery and its employees.

The research undertaken is able to fill a gap by considering small independent breweries,
rather than large, multi-national or high involvement brands which many studies of
consumer involvement on social media tend to look at (Chan & Guillet, 2011; Dessart et
al., 2015; Divol et al., 2012), but more importantly by meeting the call of Felix et al.

(2017) and Wang and Kim (2017) to extend social media studies across a wider set of
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variables, including culture, industry type and firm size. Finally, the various studies of
actor engagement are brought together into a conceptual model consisting of user
objectives (Zhu & Chen, 2015); user psychology (Dessart et al., 2015); user gratification
(Lariviere et al., 2013) and user involvement level (Kozinets, 2015). The resulting model
is depicted in Figure 2.6 and serves as a basis from which to evaluate the effectiveness of
social media engagement on the part of the independent breweries and the value

derived by all parties therefrom.
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Chapter 3

Research Methodology

3.1: Introduction

The preceding chapters consider how Internet based social networking applications
have challenged existing marketing theory and practice by creating a ‘new landscape’ in
which customers, brands and organisations interact with each other. It is postulated
that this new landscape can be addressed through relationship marketing, anchored in
the multi-actor, resource integration theory of co-creation (Vargo & Lusch, 2017). Such
an approach would support the study of the subjective experience delivered through
engagement in online social media platforms. Various typologies of social media user
objectives, psychology, gratification and involvement are combined into a user
engagement model (Figure 2.6) suggesting a diverse and complex range of networks,
relationships and motivations facing the would-be social media marketer. The purpose
of this chapter is to position the research approaches, philosophies and traditions that

are used to address this complex research area.

A review of research literature presents contrasting suggestions, ranging from starting
at a philosophical level and working towards a detailed consideration of research
methods (as exemplified by Saunders et al.’s ‘Research Onion’; 2015) or alternatively,
beginning with methods and working backwards to justify them. The latter approach is
suggested by Crotty (1998) who argues that we start with a real life issue that we wish
to address and work back to the wider theoretical and philosophical considerations
which support what we are trying to do. This opens up the debate about whether we
have a choice about our epistemological and ontological approaches (as suggested by

Hassard, 1991) or whether we are inextricably committed to a single approach because
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of our fundamental ontological and epistemological beliefs (as maintained by Burrell &

Morgan, 1979).

Beginning as Crotty suggests, with research questions drawn out of the critical literature
review, an attempt is made to justify these within an epistemological approach. The
research approach, methodology, and methods are then developed from this, thus
following something more akin to Saunders et al.’s (2015) ‘research onion’. On the basis
of these proposals an approach to analysing the research results is advanced and the
chapter finishes with a summary of the research proposal. The following chapter
(Chapter 4) describes in detail how the research was undertaken and how the data was
broken down to arrive at the four major themes considered in the research analysis

chapters, 5, 6, 7, and 8.

3.2: Research Philosophy

In developing a research philosophy an ontological consideration must be made about
how far social entities can be exist objectively, with a reality that exists independently to
social actors, or alternatively how much that entity should be considered to be a social
construction developed by those actors (Bryman, 2014). In this particular piece of
research, the researcher must question what can be known about social media
marketing? Ontologically, he accepts that a social reality exists independent of his own
cognition and perceptions (McAuley et al.,, 2007). However, at the same time he
accepts that this social reality cannot be observed objectively and that it will inevitably
be influenced by the prevailing thoughts of the researcher and of those who are the
subjects of the research. This leads to an ontological position of constructivism, being
antithetical to objectivism and involving social phenomena and social interaction, with

potentially multiple meanings (Bryman, 2014; Whitely, 2012). In other words, the
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researcher is exploring the subjective experiences of breweries engaging with social

media, with the objective of identifying potential sources of value.

At the same time it is possible to apply a range of epistemological standpoints from
which to view the subject — how can we know what we know about social media and
marketing? In marketing, these standpoints generally include positivism, realism,
interpretivism (Johnson & Duberley, 2000) and post-modernism (Brown, 1993),
depending on how far the researcher believes that something can be studied objectively
as a natural science, or the extent that to which he/she believes that something can only
be understood subjectively. Each of these stances has its proponents and opponents
who argue vigorously that theirs is the most appropriate way of looking at theories and
research in the social sciences, including marketing. Whilst each of them looks
compelling in its own way, the vehemence of the arguments for and against each
particular epistemology, suggests that adherence to any one is mutually exclusive

(Burrell & Morgan, 1979).

The question of objectivity raised above causes problems with adopting a positivist
epistemology in this research. Johnson and Duberley (2000) remind us that the belief
that science can produce objective knowledge rests upon the ontological assumption
that there is an objective reality out there to be known. However this research is
concerned with what is a very subjective area — relationship marketing, service-
dominant logic and the the co-creation of value (Gummesson, 2003; Vargo & Lusch,
2004). The principles here are opposite to the mechanistic underpinnings of traditional
marketing. Instead of aggregating customers into segments and assigning collective
behaviours to all, relationship marketing looks at customers as individuals (Gummesson,
1987), and it accepts that multiple actors can be involved in the creation of value
around a product or service (Vargo & Lush, 2017). These concepts acknowledge the
foibles and eccentricities of the various actors, and their underlying attitudes and

feelings. Why do we fall in love? Why do we make friends with some people and dislike
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others? In marketing terms, why have thousands of people gone out of their way to join
an online community called “My Nutella” in order to show their appreciation for a brand
of chocolate hazelnut spread? (Cova & Pace, 2006). Can then, an objective reality of

social networking in marketing ever be known?

Furthermore, adopting a positivist epistemology would require the researcher to
remove all subjective bias in the assessment of a reality (Johnson & Duberley, 2000).
The research involves online social networking and its impact on the marketing activities
of independent breweries, but the researcher is already a participant in social media,
with pre-conceived attitudes, thus precluding objectivity. It could also be said that as an
enthusiastic consumer of the products of the independent breweries who form the
subject of this research, he can hardly class himself as an objective observer! For these

reasons the epistemological position of positivism has been rejected in this study.

This being the case, and at the other end of the scale, it might be questioned whether
postmodernism is an appropriate platform from which to approach the subject. Firat
and Venkatesh (1995) describe five themes of postmodernism - hyperreality;
fragmentation; reversal of production and consumption; decentred subjects; and
juxtaposition of opposites — all of which could be applied to this research area. Taking
an epistemological view of postmodernism, would accept that there are multiple
realities out there each with their own language and their own truth. In this sense it
could be argued that postmodernism could support the fragmentation in marketing
brought about by social media. However, postmodernism does not claim to have any of
the answers, relying instead on deconstructing the epistemological theories of others.
This has led to claims that it is parasitic and only able to demolish (Bauman, 1991). Thus
whilst postmodernism looks attractive in marketing practice relating to social media, it
has not been adopted as an epistemology in this study as the researcher believes that

there is a meaning beyond what we can see.
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Realism (and in particular critical realism) shares some of the features of positivism,
namely that a common approach to finding knowledge can be adopted in both the
natural and social sciences and that an external reality exists which is separate from the
observer (Bryman, 2014). However, whereas positivism is empiricist, in that reality must
be experienced directly through the senses, critical realism accepts that reality is shaped
by underlying structures or discourses which are not amenable to our senses. Critical
realism is therefore concerned with the identification and understanding of these
structures, accepting that this will entail hypothetical descriptions. In other words a
realist approach is reflective (as opposed to reflexive) and takes a view of an established
order, albeit subjectively viewed. However, mindful of the dynamic environment and
shifting structures brought about by social media (Ramaswamy & Ozcan, 2018), the
researcher believes that a more reflexive approach is needed here. As a result, and
given the researcher's constructivist ontological position, a realist epistemological

position is rejected in this thesis.

This leaves interpretivism as a natural position from which to conduct this research
study. The interpretivist approach, would enable a qualitative research methodology
which would appear to meet the research objectives. It would also fit with the grander
theories of relationship marketing, networks and interactionism, supporting
Gummesson’s (2003) view that “all research is interpretative”. The use of interpretative
research in the study of consumption experiences is also supported by Cova and Elliot
(2008) who in describing interpretative consumer research talk of the subjective
components of the consumption experience, including hedonic aspects of searching for
pleasure and enjoyment through consumption. This does sound like it might apply to
the consumption of beer brands! Rather than seeking causality, interpretative studies
aim to theorise patterns and connections, emphasising the subjectivity of the actors and
the emergence of multiple realities (Charmaz, 2012). From an axiological perspective,
the researcher accepts that his approach will be value-laden, as both a beer consumer

and a 'digital-immigrant' and that the approach taken will inevitably be subjectivist.
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Accepting this need for reflexivity, and the subjectively experienced nature in which
social media engagement takes place (across all actors), an interpretative approach is

deemed the most suitable for this research study.

Summarising this section, although marketing has long been associated with positivist,
realist theory, recent developments in the form of relationship marketing have caused
these views to be questioned. Furthermore, the whole marketing 'landscape' has been
thrown into disarray by the advent of Internet based social media which has arguably
reversed the traditional roles of buyer and seller and has been accompanied by greater
fragmentation of markets and a decentred subjectivity. Given the dynamic and
amorphous nature of social media described in the previous chapter, the subjective way
in which it is experienced (as exemplified in the user engagement model depicted in
Figure 2.6) and the researcher's own preconceptions around the subject, an

interpretivist epistemology has been adopted in this research.

3.3: Research Approach

Bryman (2014) makes the point that effective research questions must connect with
existing literature and theory. However, relating the literature to the research
guestions, and the subsequent design of the research methodology, inevitably raises the
guestion of whether to take an inductive or a deductive approach. Having already
underpinned this research with relationship based theories, the gut feel is for an
inductive approach, as relationship marketing thinking sets out to offer an alternative to
traditional, established marketing theories with something which is more holistic.
Describing traditional marketing as being stuck in obsolete paradigms and rituals
Gummesson (1998) launches a vehement plea for an inductive approach to research in
marketing, based on the notion that marketing knowledge must be based upon the

experiences of reflective practitioners.
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However, the literature review shows that relationship marketing, service-dominant
logic (SDL) and the principle of value co-creation are themselves now established
subjects with their own concepts, models and theories. This suggests that the research
here could be deductive, as it will draw upon these theories. In addition, a deductive
approach would seek to test or explain the findings against existing studies of social
media, SDL and Halliday's (2016) consumer culture theory, or Felix et al.'s (2017)
strategic social media framework. In particular, the four areas which are combined in
the conceptual user engagement model (Figure 2.6) - user objectives (Zhu & Chen,
2015); user psychology (Dessart et al., 2015); user gratification (Lariviere et al., 2013);
and user level of involvement (Kozinets, 2015) - could be applied deductively. Indeed,
deduction is the predominant approach of many existing research studies around social
media. For example, Chan and Guillet (2011) based their study of online social media in
the Hong Kong hotel sector on Kierskowski et al.’s (1996) digital marketing framework,
whilst Hatch & Schultz (2010) based their study of LEGO’s online brand community

around Prahalad and Ramaswamy’s (2004) earlier ‘building blocks’ of co-creation.

Nevertheless there remains in the mind of this researcher a reluctance to follow a
deductive route, not least because the research is being conducted into what has
repeatedly been described as a ‘new marketing landscape’, and one which is potentially
still developing (Alves et al., 2016; Ramaswamy & Ozcan, 2018). It would seem
therefore that the research here will necessarily be inductive, particularly when the
user engagement model (Figure 2.6), which is developed by the author from existing
studies, is used. The danger however, is that such research can become what Marsden
(1982) terms ‘naive empiricism’ where data is simply collected without any theoretical
development. Whilst it is possible to generate theory purely inductively (e.g. through
grounded theory), in practice it is difficult to eschew all existing knowledge and pre-

conceptions borne out of latent theory (Bulmer, 1979).
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For this reason the approach taken here is a mixture of inductive and deductive, hoping
to extend existing theories (Strauss & Corbin, 1990) by using the user engagement
model (Figure 2.6) as a conceptual framework (Teece, 2009). Such a framework would
be less rigid than a new theoretical model, as in Teece's words “it is sometimes agnostic
about the particular form of theoretical relationships that might exist” (p 5). This
approach might be described as abductive reasoning, being a mid-way point between
induction and deduction, whereby the researcher “matches theories by systematically
combining findings from the field and theory from the literature...” (Polsa, 2013, p 289).
Unlike deduction, abduction does not seek to prove a point, but it does make inferences
which are most likely to be true, given the evidence. In this study, theories of the co-
creation of value and a combination of social media engagement studies are used to
understand how and why people engage with social media in and around independent
breweries, and how those breweries might use this engagement to their advantage. To
conclude this discussion, an abductive approach, somewhere between deductive and

inductive is adopted in this study.

Thus far an implicit assumption has been made that the research will be qualitative
given the constructivist and interpretivist philosophy that has been adopted. The
overall research aim - to develop a better understanding of how social media is shaping
relationships between businesses and their customers, and determining the value (if any)
of its use in the UK independent brewery sector — might be construed as being
concerned with qualitative research because of its use of the word ‘value’.
Contemporary dictionary definitions of ‘value’ all describe it in terms of worth,
desirability and utility (Milliken, 2001) which can be adjudged subjectively (i.e. what is
valuable to one person might not be valuable to the next). Such thinking underpins
relationship marketing where individual experience is emphasised, and it is no surprise
that Gummesson (2005) is an exponent of qualitative research methods in marketing,
pointing to the complexity, ambiguity, fuzziness, chaos, change, uncertainty and

unpredictability of modern markets to support his view. Given the dynamic, yet
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amorphous nature of social media, described in the previous chapter, Gummesson's

words might readily be applied to the research area.

However, although the research questions outlined in Chapter 1 are predominantly
gualitative in nature, some of them do lend themselves to a quantitative approach. For
example, the questions around who engages with brewery based social media, and how
social media engagement might affect brewery performance, could be construed in a
guantitative context. As a result a ‘mixed methods’ approach has been considered,
based on both qualitative and quantitative research. Such an approach has become
increasingly accepted and popular, particularly in studies of marketing (Hanson &
Grimmer, 2005). Of the three classifications of mixed methods research put forward by
Hammersley (1996), ‘facilitation’ would appear to be most justified to this particular
research study's purposes because the use of quantitative research might pave the way
for qualitative by for example, providing background data to the sector, and helping to
select breweries to interview. Of the other mixed methods approaches suggested by
Hammersley (2005) ‘triangulation’ sounds less relevant as this suggests that the results
of the quantitative research can be used to corroborate the results of the qualitative. In
this study the two types of research would be producing answers to different questions
(use of social media against the nature of the co-creation of value) so corroboration via
triangulation would be difficult. Hammersley’'s final approach ‘complementary’ is

relevant here because it enables different aspects of the investigation to be dovetailed.

Whilst a mixed methods approach might not be acceptable to those who adhere to the
notion that research methods are fixed to a particular epistemological commitment, it
would appear to work well at the ‘technical’ level of data collection and analysis
(Bryman, 2014). However, for the purposes of this study, there is a reluctance to
commit to a quantitative approach (even within mixed methods) for the reasons
outlined above about the complex, ambiguous and potentially fuzzy nature of the

research area, as well as the practical considerations of conducting surveys when the
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researcher's interest lies in the underlying subjective concepts of social media
relationships and co-creation of value. Here the underlying concepts of social media
marketing, networks and relationships can be viewed as ‘sensitising’ concepts Blumer
(1954). Unlike the ‘definitive’ concepts of quantitative research, ‘sensitising’ concepts
need not be capable of measurement and can instead present more of a sense of
reference and guidance when viewing empirical data. In short therefore, although some
guantitative data is gathered in this research in order to position the sector, it is not
claimed that a mixed methods approach is used, as the research undertaken is
predominantly qualitative. To summarise, the thesis is advanced as a constructivist,

interpretative, qualitative study.

3.4: Research Methodology

In developing a research methodology, it is questioned here whether an interpretivist
approach incorporating symbolic interactionism or phenomenology might be more
appropriate. On the surface, symbolic interactionism appears to fit the research area
because it is about shared meaning and the way in which we use symbols to represent
this meaning (Alvesson & Berg, 1992). Thus the brands of independent breweries might
represent the symbols and the social networks of Facebook or Twitter would be the
collective resource by which people make meaning of the brands. Such research might
be conducted using focus groups or some form of online ethnography. The problem
however is that symbolic interactionism is collective and does not consider the deeper,
emotional aspects of interaction within the individual (McAuley et al.,, 2007). Being
interpretative in a collective way, it is concerned with behaviour which is stable, or
changing gradually (Burrell & Morgan, 1979) and is thus less able to address the fast
moving and dynamic situation of the ‘new marketing landscape’. For these reasons

symbolic interactionism has been rejected in this research.
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Phenomenology is a more attractive proposition here because it considers the deeper
emotions and values which underlie the way in which individuals give meaning to their
experiences (McAuley et al., 2007). In this study, a phenomenological approach would
enable a consideration of the meanings attributed by the brewery to its social media
engagement. Acknowledging that phenomenology can be both a research philosophy
and a research methodology (Gill, 2014), for the purpose of this study, Van Manan's
(2007) orientation of phenomenology to practice is accepted, linking the 'in-being'
experiences of our life-world (as described by Heidegger, 1985), to the way in which we
act. Van Manan's 'pathic' understanding based around “relational, situational,
corporeal, temporal, actional” (2007, p 20) tendencies is clearly seen in this thesis in the
four broad themes of the analysis chapters 5, 6, 7, and 8. For example chapter 5 is
based around sector specific characteristics around independent breweries as
exemplified in the lived experience of the actors involved in this sector. The lived
experience theme is continued in the subsequent chapters relating to 'lifestyle’,
relationships', and 'control'. Here, depth interviews are an appropriate research
method in order to uncover the ‘common sense’ reflected in the everyday details of our
lives. Such an ethno-methodological approach would attempt to show how people
develop an understanding of the world (Alvesson & Skoldberg, 2000) and thus fit the
research questions relating to the expectations and experiences of the independent
breweries. For this reason, the research here is supported by a phenomenological

methodology.

Gill (2014) reminds us that use of a phenomenological approach is more commonly seen
in studies of nursing, pedagogy or psychology. However, several authors have shown
how it can be useful in management research, including Gill (2014), Wilson (2012), and
Ardley (2011). The latter two articles specifically apply phenomenological methods to
marketing and consumer studies, so the author of this research is comfortable with
adopting such an approach. It is acknowledged however that use of phenomenology

precludes the use of grounded theory (Starks & Brown Trinidad, 2017). Section 3.6 of
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this thesis describes how the data analysis draws upon grounded methods, using an
abductive approach whereby the researcher constantly interacts with his or her data in
order to develop the analysis (Charmaz, 2011). It must be stressed that this approach
does not constitute the use of grounded theory per se, as the author is not using the
multiple sources usually associated with Grounded Theory (Starks & Brown Trinidad),
but is concerned with the philosophical notion of gaining understanding through in-

depth interviews of the lived-experiences of the respondents.

3.5: Research Methods

Having adopted an interpretative, phenomenological methodology, the next choice is
how to go about generating the data needed to address the research questions. Unlike
positivism, a relatively wide range of research methods is available within this approach,
including surveys, ethnographies and case studies. In choosing a method, Easton (2010)
advises us to think about the research questions. Generally speaking, these can be

n Y AN}

categorised into “who”, “what”, “where”, “how” and “why” questions (Yin, 2018).

vy ",

It can be seen that the research questions outlined earlier fall across the “how”, “why”
and “what” categories. In terms of this research study the “how” and “why” questions
fulfil the exploratory, qualitative nature of the research area. According to Yin (2018)
“what” questions can be viewed either as exploratory, as in aiming to develop
propositions for further study, or descriptive, as in “how much” or “how many”. In this
case the “what” questions are more exploratory in nature as they are intended to assess
the potential for co-created value. For these reasons a descriptive survey is not a
suitable method for this research (although a survey of secondary data relating the
general area of independent breweries and social media may be necessary to set the

scene for the deeper research). Neither is an experimental method appropriate.

Although Yin (2018) concedes that an experimental approach can be used for
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exploratory purposes, it would require the identification and isolation of variables and
the controlled measurement of change (Saunders et al., 2015). This would be outside

the scope of this research which is predominantly qualitative in nature.

Having identified an exploratory strategy, a number of methods are still open to the
researcher, the most prominent of which appear to be in-depth interviews, case study
research, and ethnography. On the surface ethnography would appear to be an
attractive option because it is able to provide the “thick description of the lived
experience” (Elliot & Jankel-Elliot, 2003, p 215) that the study area might require. A
form of participant observation (Bryman, 2014), when used in a business research
sense, ethnography is often associated with organisations, whereby the researcher
becomes part of the organisation for a period of time. Whilst this might be appropriate
for exploring how and why independent breweries use social media, it is not practical or

possible for the researcher in this study to undertake organisational ethnography.

There remains however, the possibility of using ethnography here in the sense of
engaging as a social media user. The rapid spread of, and ubiquity, of social media has
led Kozinets (1998) to coin a whole new term - 'Netnography' — to describe such a
research approach. However, whilst this appears to be an attractive proposition, given
the nature of this research study, the author is mindful of Caliandro's (2018) caution of
the need to manage the complexities of multiple social media environments. Caliandro
suggests that social media ethnography is more than simply identifying an online
community with which to associate, it is more about studying online social formations
across multiple sites and engagement methods. In the beer world this would entail
immersing oneself in the social media sites of numerous independent breweries, as well
as third party sites associated with this sector, such as Untappd and RateBeer; and
multiple individual blog sites dedicated to beer and brewing. Such an endeavour is

beyond the scope of this study, and so social media ethnography has been ruled out.
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Like ethnography, case study research is referred to as a ‘naturalistic’ design (Stake,
1995), as opposed to experimentally contrived, thus fitting the research objectives. The
use of a case study method would fit the research questions - as Yin (2018) points out it
is a preferred method for “how” and “what” questions. Yin further asserts that it is an
appropriate method for studies of complex social phenomena (e.g. social networking)
and those that are traced over time and may thus give some meaning to the dynamic
nature of social media in marketing terms. However, case study research entails a very
detailed examination of single cases, such as Chen and Tabari's (2017) study of the
impact of negative online reviews on the Marriott Hotel Group in Beijing. The depth of
such intensive analysis usually entails multiple angles and data sources from which to
get a detailed picture. For example, Chen and Tabari's (2017) study included online
customer feedback, coupled with managerial responses, employee attitudes and overall
business performance. It is the intention here to use in-depth interviews with a number
of independent breweries, but these cannot on their own constitute case studies. For

this reason the use of a case study method has been rejected in this thesis.

Use of in-depth interviews with multiple independent breweries enables the researcher
to develop ideas and understanding based on the perspectives of different respondents
(Daymon & Holloway, 2011). Drummond et al. (2018) use in-depth interviews in their
study of social media impact on entrepreneurial firms' relationships and networks. Such
an approach enabled them to gather “perspectives, opinions and experiences on social
media use” (p 73), which, coupled with empirical data from the firm's social media
platforms, is developed into a conceptualisation of activity structures in B2B networks.
Drawing on Drummond et al.'s approach, the author is comfortable that use of in-depth
interviews is an appropriate tool for a social media impact study. Such interviews can
be either unstructured or semi-structured, depending on how far the same questions
and question sequence are used amongst different respondents (Bryman, 2014). A
semi-structured interview technique is compatible with the qualitative approach taken

in this research, focusing on the respondent's personal point of view. Allowing
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respondents to elaborate on, or deviate from the questions posed, enables them to
highlight what is important or relevant to them. It also allows the researcher to exercise
an element of control, such that a convergent interviewing technique can be used in
order to narrow down emerging themes. Such an approach requires the preparation of
an interview guide, comprising a loose list of issues to be addressed (Daymon &
Holloway, 2011). Whilst not rigidly binding, use of such a guide ensures the collection of
similar types of data from different respondents, thus saving time and reducing material
that is of less relevance to the agenda . This is not to say that each interview should be
the same. As Daymon and Holloway acknowledge (2011); “Each interview differs from
those before and after it because your developing knowledge leads you to concentrate
on particular areas, and also because of the interest of participants” (p 223). For the
purpose of this research, semi-structured in-depth interviews are used, and an interview
guide prepared separately before each interview — an example of the first one can be

seen in Appendix 4.

In terms of developing the data 'iterative explanation building' (Yin, 2018) would fit the
analytic abduction approach. This involves continual revision of theoretical positions as
the data is examined until a consistency between developed theory and observation is
achieved. To facilitate iterative explanation building, convergent interviewing is
proposed whereby emerging themes are tested in subsequent interviews until no new
data is generated (Rao & Perry, 2003). Rao and Perry contend that this is an appropriate
method to investigate under-researched areas because it can quickly narrow down a
wide field of enquiry to key issues relating to the area of study. Whilst it is not suggested
here that social media marketing is under-researched, it could be construed as a
complex area, with many potential lines of enquiry, straddling both management and
psychological issues. However, Rao and Perry's (2003) convergent interviewing takes a
very structured approach, using a snowball method to find new interviewees and, as the
interviews proceed, developing a conceptual framework that can then be tested. They

contrast convergent interviewing with in-depth interviews, which are far less structured.
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However, they acknowledge that in convergent interviewing the interviewer must have
prior knowledge of the subject under investigation, and in this study that is not the case.
The researcher in this thesis is approaching the subject in a very exploratory way, with
areas identified in literature, but with no knowledge of how or why they might apply in
independent breweries. As such in-depth interviews are proposed which are based
upon a convergent approach, but do not comply with the highly structured method

outlined by Rao and Perry (2003).

3.6: Analysis of Data

The analysis of qualitative data is not as straightforward as it is for quantitative because
it is does not tend to be structured or numeric (Silverman, 2010). As a result a number
of options are open to researchers including analytic induction and grounded theory
(Bryman, 2014). Grounded theory may well be appropriate here because it seeks
consistency of explanation through the examination of multiple data sources (e.g.
interviews, observations, etc.). In this way emerging ideas are coded, developed and
refined against existing theories (Strauss & Corbin, 1990). However, in being totally
inductive, it would not support the development of existing theories around social
media marketing and networks. As is already intimated, it is hoped to use an approach
here that is between inductive and deductive in order to develop existing theory. In this
sense it is more likely that some form of analytic abduction is better as this will enable
the researcher to relate the iterative cycles of data collection to existing theories until a
revised theoretical platform is supported by the data. Here, abduction refers to an
inferential conclusion which is most likely to represent actuality. It does not however go
so far as to positively verify that conclusion, as a deductive reasoning approach might,
by either proving or falsifying existing theory. Neither does it follow a totally inductive
path, by developing new theory from observation, rather it seeks “a situational fit

between observed facts and rules” (Timmermans & Tavory, 2012, p 171). This fits the
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convergent interviewing approach used in this research because it narrows down the

observations from consecutive interviews to find a most likely explanation.

Such an approach might be construed as using grounded theory methods, as opposed to
the use of pure grounded theory per se. Such methods “begin with inductive logic, use
emergent strategies, rely on comparative enquiry, and are explicitly analytic” (Charmaz,
2011, p 359). The use of an iterative, convergent interviewing technique, as described
above would fit Charmaz's description to a certain extent, in the use of a grounded
approach to the data collection. However, in terms of data analysis, pure grounded
theory would require the use of a number of specific tools including theoretical
sampling, where the analyst simultaneously collects, codes, analyses and develops
theory as he or she goes along (Bryman, 2014). This is not exactly how the research
analysis in this thesis is proposed. Rather, it will be more abductive, in developing
theories and concepts, such as the user engagement model already advanced in the
thesis. Charmaz (2011) acknowledges that an abductive approach can be consistent
with using a grounded method, because the researcher is constantly interacting with his
or her data in order to develop the analysis. In this thesis, convergent interviewing
leads to the development of themes which are then coded and sub-coded in the analysis
process. It is conjectured here therefore that grounded methods are employed both in
the collection and the analysis of the data, but it is not claimed that this represents a
pure grounded theory approach. In order to facilitate the collection and analysis of the
data in this way, use of computer aided qualitative data analysis software (CAQDAS) is

proposed.

Bryman (2014) points out that CAQDAS has now become an accepted part of qualitative
data analysis, particularly when one is working from a large data set, as is the case in this
study. They highlight the advantages of using CAQDAS, not least its ability to make the
coding and data retrieval process much quicker and more efficient. In addition, given

that the research here is all about computer based social media platforms, the use of a
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computer based platform for data analysis seems appropriate. CAQDAS facilitates the
use of coding, whereby the interview data is broken up into sentences or sections which
are then assigned a word or short phrase to capture their essence or deeper meaning
(Saldafia, 2016). In this way the data becomes organised, with similarly coded pieces of
data grouped together in categories, such that patterns start to emerge. An Nvivo 11
CAQDAS application is used in this research to facilitate this coding process and ensure

rigour in the form of a clear audit trail between the data and the emerging themes.

3.7: Ensuring Rigour

Unlike quantitative research whose accuracy can be tested through tightly defined
reliability and validity constructs, qualitative studies rely on reflection and reflexivity,
with no one right way of achieving one's objectives (Whitely, 2012). As such, various
means of assessing the rigour with which a qualitative study has been undertaken have
been proposed. For example, Murphy and Yielder (2010) suggest four dimensions:
credibility; transferability; dependability; and confirmability, whilst Porter (2007) cites
six: transparency; accuracy; purposivity; utility; propriety; and accessibility. The
problem is that such dimensions are themselves arbitrary, in that they are subjectively
viewed and do not possess hard, scaleable boundaries. As such it is acknowledged that
achieving the same consensus of evaluative criteria that are used by quantitative
researchers will not be possible (Tracy, 2010). Despite these difficulties, it is important
to demonstrate rigour and the author of this thesis defends the rigour of his research
against the framework set out by Tracy (2010) which blends the criteria of the end goals
of strong research with the various methods by which these goals have been achieved.
In doing so, Tracy purports to create a parsimonious, conceptual framework from which
to test the rigour of any piece of qualitative research. This eight criteria framework is

applied to the author's research in Table 3.1.
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Criteria for Quality

Means, Practices and Methods Through Which Achieved

Worthy Topic

Topicality of social media, as described in section 1.2.2, and illustrated in
recent news announcements of companies pulling out of social media
Of practical use to independent breweries

Concerned with a burgeoning sector which is bucking national trends

Incorporates a theoretical concept (the user engagement model - Figure 2.6) to

develop theory

Rich Rigour Use of both CAQDAS and manual coding
Use of analytic memos after each interview
Existence of a full audit trail relating to the research
Application of self-reflexivity (the author is a beer drinking digital-immigrant)
Sincerity Limitations of the research acknowledged in section 9.4.1
Transparency about methods used and challenges faced given in Chapter 4
All interviews recorded and transcribed verbatim (see example in Appendix 5)
Credibility
Verbatim quotations from anonymised respondents used throughout the data
analysis Chapters, 5, 6, 7 and 8
Resonance The research moves beyond a basic organisation-customer perspective and

brings in issues of lifestyle among all actors connected with the topic
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The research presents a practical explanation and guide for small independent

breweries

The research is problem driven, revelatory and prescient (as outlined in Section

1.5)

Significant

Contribution
The original contribution to knowledge is described in Section 9.3.5

Institutional and procedural ethics followed throughout

All permissions sought and agreed, respondents anonymised and audit trails

Ethical

kept

(Section 4.2.4 gives details)

Research aim, objectives and questions presented in Section 1.3

Aim, objectives and questions answered in Section 9.4, bringing the thesis full
Meaningful

circle
Coherence

Inclusion of a justified research methodology (Chapter 3)

Brings together theory and research in an abductive way

Table 3.1: Application of Tracy's (2010) “Eight 'Big Tent' Criteria for Excellent

Qualitative Research” to this study

3.8: Chapter Summary

An ontological position of constructivism is adopted in this research because the subject
involves social phenomena and social interaction, which the author believes are

experiences of those involved, rather than a separate reality existing independently of
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the actors. This leads to the rejection of a positivist paradigm, which is untenable with
the researcher's belief that social media relationships cannot be studied objectively. At
the other end of the scale, a postmodernist approach is also rejected because the
researcher does accept that a social reality exists which is shaped by the underlying
constructs and discourses of social media engagement. Of the remaining
epistemological paradigms an approach based around realism is rejected because it
cannot accommodate the reflexivity required in what the author believes is a dynamic
and ever-shifting environment. Instead, an interpretative approach is adopted because
it emphasises the subjectivity of the actors involved in the study, and the potential

emergence of multiple realities.

In determining a research approach, a mixture of inductive and deductive is proposed,
referred to here as an abductive approach. This will use a conceptual framework, which
the author advances from social media engagement theory, to develop themes and
concepts from the research data. The research itself is predominantly qualitative in
nature, being concerned with the breweries' subjective experiences of social media
engagement and the perception of worth, or value, created therefrom. The nature of
these experiences and perceptions leads here to the adoption of a methodology based
around phenomenology, because this enables a consideration of the deeper emotions

and values through which the actors give meaning to their experiences.

Having adopted an interpretative, phenomenological methodology, the use of in-depth,
semi-structured interviews with brewery owners or managers is proposed to gather the
research data. Ethnography is rejected here because it would not be practical or
feasible for the researcher to immerse himself fully with the social media operations of
a brewery from within. At the same time a case study method is rejected because this
would involve drilling down into a single brewery or breweries, whereas the intention
here is to gather data across a number of breweries to develop a broader picture. The

use of semi-structured, in-depth interviews enables data gathering in an iterative way
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which fits the abductive approach taken. In this way the data is collected and analysed
simultaneously in what is described as a grounded method (as opposed to the use of
pure grounded theory) in order to develop themes and concepts. A convergent
interviewing technique is proposed to develop these themes, which are then coded and
sub-coded in the analysis process, using a CAQDAS application. Throughout the whole
process, rigour is ensured using Tracy's (2010) 'Big Tent' criteria as a yardstick (Table

3.1). The approaches described in this chapter are summarised in Figure 3.1.

Constructivist
Research Philosophy:

Interpretivist

!

Abductive
Research Approach:

Qualitative

!

Research Phenomenological
Methodology:

In-Depth
Research Method: Interviews

!

Grounded approach

Data Analysis: analytic coding to
develop themes

Figure 3.1: A summary of the research approaches taken in this thesis

(source: Author's own)
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Chapter 4

Data Collection and Analysis

4.1: Introduction

The previous chapter outlined how the research follows an interpretative approach
using in-depth interviews with owners or senior managers of independent breweries.
Whilst an element of quantitative secondary data is used to get a better picture of the
sector parameters, the bulk of the data analysis is qualitative. This comprises analytic
abduction techniques using iterative explanation building to develop existing theories.
Those theories are summarised at the end of Chapter 2 in the user engagement model

(Figure 2.6).

The purpose of this chapter shifts to how the research was carried out, detailing the
interviewee selection process, the development of the interview questions and the
justification behind the approach that was taken. The practical obstacles encountered
along the way are described along with an acknowledgement of the research ethics
adhered to in this study. The chapter goes on to describe the data analysis process and
concludes by showing how the findings were developed into the four major themes

examined in chapters 5, 6, 7, and 8.

4.2: The Research Process

Whilst the issue of statistical sampling is not significant in qualitative research (Bryman,
2014) the focus of this study is to consider how small breweries engage with social

media. Confining the study to independent breweries maintains the criteria of
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considering small businesses, as it excludes multi-national corporations such as AB InBey,
Carlsberg or Molson Coors, and large national brewery groups, such as Greene King,
Marston's or Charles Wells. Whilst these companies take a large share of the total UK
beer market, they are relatively few in number compared to the many hundreds of

smaller, independent breweries.

4.2.1: Secondary research findings on the independent brewery sector

For the purpose of this research a spreadsheet was compiled incorporating 1,195
independent breweries operating in the UK in 2016 (see Appendix 1). This list was put
together from the not-for-profit wiki site, Quaffale, run by beer enthusiasts, which was
then cross referenced with the brewery listings in CAMRA's 2016 Good Beer Guide. It is
not intended to be definitive, largely because the sector is dynamic, with some of those
listed ceasing trading since the list was compiled, new breweries coming along and
others brewing periodically as part of a wider set of business activities (e.g. brewpubs).
However, it serves as a reasonable estimate of numbers, given that the independent
breweries trade body, SIBA, has a membership of around 840 and claims to represent
around 80% of the independent brewery sector by volume (SIBA, 2017). The purpose of
compiling this list was to get a picture of how much social media was being used by the
independent breweries. As such each brewery's website was visited, to establish that it
was a genuine beer brewing business and also to identify which, if any, social media
platforms the brewery was using. This was followed up with exploration across the most
prominent social media sites (Twitter and Facebook) to identify the breweries that were

active there.

Brewpubs (defined here as pubs brewing beer solely for sale in their own outlet) were
not considered in this analysis as these businesses might be classed as predominantly

service, as opposed to product based. It was noted in Chapter 2 that it was easier for
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service providers to build on customer experience and co-creation around a relationship
encounter, than it was for product manufacturers (Brodie et al., 1997; Vargo & Lusch,
2004; Zineldin & Philipson, 2007). Whilst Hudson et al. (2016) acknoweldge that social
media can provide a platform for manufacturers to engage in relationship building with
their end consumers, it will be far easier for a pub to develop personal relationships with
its customers than it will be for breweries that rely on intermediaries to sell their
products. Furthermore, the nature of the relationship will be different as with a
brewpub it will be more likely based around the location and activities of the pub (e.g.
quiz nights, new menus, accommodation, etc.) than it will be about the beer itself. As
the objective of this research is to explore the co-creation of value between breweries
and their social media users, brewpubs, and others whose brewing of beer is a side-line
to their core activities, have not been included here. This is not to say however that
none of those breweries interviewed had a service element to their business. Many
breweries undertake online sales, have a brewery shop or visitor centre, offer brewery
tours and take part in beer festivals and other events. Accepting this, the key
consideration in this research is that their core activity is the brewing of beer and that
their social media engagement is predominantly based around this, rather than any

service they offer.

Having refined the list in this way, it could be seen that 90% of independent breweries
were using some form of social media. All of these were using Facebook and/or Twitter,
with Twitter coming out marginally on top. A diverse range of other platforms was also

being used, albeit in small numbers as illustrated in Table 4.1.

Twitter 70%
Facebook 66%
Twitter and Facebook together 55%
Personal blog 1%
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Instagram 1%

YouTube 0.5%

Others 2%

Table 4.1: Percentage of independent breweries using social media platforms

(source: Author's own)

The secondary data gathered in this way was valuable for two reasons. First, it narrows
down the research population. Saunders (2012) reminds us that qualitative research is
usually approached through a non-probability sample, and that in such situations the
specification of a population is not necessary. However, he goes on to point out that the
researcher must use his or her judgement to determine who should be included in the
research and who should be left out, based upon the need to meet the overall research
aims. As explained above, brewpubs, and other predominantly service based brewery

businesses have necessarily been omitted from consideration.

Second, the secondary findings reveal a background picture to assist the researcher
develop an interview guide based on a semi-structured interview approach. Bryman
(2014) suggests that such an approach is appropriate where the topic under
investigation has a fairly clear focus; where the researcher has a clear idea of how the
data will be analysed (more on which later); and where multiple examples are being
considered in order to enable cross-case comparability. Thus, the secondary data led to
interview questions around the nature and choice of social media platforms being used
in the independent brewery sector. In this way, basic secondary research into the use of

social media in the sector is able to support and guide the primary research that follows.
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4.2.2: Towards a non-probability sample

In selecting respondents for the depth interviews, a non-probability approach was taken
for a number of reasons. First, the list of independent breweries described above
cannot be taken as a definitive sampling frame, thus ruling out probability sampling
(Bradley, 2012). Second, the number of breweries interviewed is likely to be fewer than
the suggested minimum of 30 (Stutely, 2003) required for statistical analysis, thus again
precluding the use of a probability sample. In any case, the underlying epistemology of
this research is not one of positivism, it being based on the researcher's judgement

rather than statistical probability (Saunders, 2012).

Of the non-probability sampling techniques described by Saunders (2012), a purposive
approach was deemed the most suitable for this research. Purposive sampling requires
the researcher to use his or her judgement to select respondents best able to address
the research aims (Miles & Huberman, 1994). In this case breweries were selected who
were prominent engagers with social media. No attempt was made to select what
Saunders (2012) describes as 'critical' or 'extreme' cases, the researcher preferring to
interview 'typical' cases that represent the sector in general (albeit not in a statistical
way). In this way the nature of social media engagement across the sector might be
gauged. The list of independent breweries compiled for this research was able to assist

in this purposive selection.

In practice an element of '‘convenience' sampling was also employed. Whilst Saunders
(2012) describes the risk of convenience samples being 'haphazard’, he acknowledges
that they can often meet the sample selection criteria. In this research the breweries
initially approached were based in the South Yorkshire and North Derbyshire region
where the researcher himself is based. Not only was this convenient from a practical
point of view, in terms of travel and setting up interviews, it also presented a large cross-

section of typical independent breweries. Research undertaken by the University of

85



Sheffield in 2016 suggested that this region has 57 independent breweries, the highest
number per capita of population in the UK (Brown, 2016b). Furthermore, whilst still
conforming to the criteria of 'independents', these breweries ranged in age, size, beer
styles and social media usage. Notwithstanding this, a number of breweries in other
areas were contacted, partly through the researcher's existing contacts and partly
through 'snowballing' recommendations from breweries already interviewed. These
were in North and West Yorkshire, Lancashire, Greater Manchester, Oxfordshire,
Cornwall, Dorset and Kent. In all 27 breweries were contacted, and a total of 16

interviews undertaken.

In terms of the sample size needed in a qualitative study, there are no hard and fast
rules, as statistical validity is not an objective. Here, the validity of the research is
dependent on the quality of the data analysis rather than the size of the sample
(Daymon & Holloway, 2011; Saunders, 2012; Silverman, 2010). Nevertheless, a number
of commentators suggest a minimum of 15 (Bertaux, 1981) or a figure between 5 and 25
(Kvale & Brinkmann, 2009). The 16 interviews secured fitted both of these
recommendations. In practice the sample size of 16 was determined sufficient when it
appeared that saturation was being reached in the data generated, a point described by
Daymon and Holloway (2011) as when “no new data emerge that are important for the
agenda of the study” (p 217). Thus, the data analysis commenced in parallel with the
data collection, such that a form of convergent interviewing technique was used
(Williams & Lewis, 2005). In this way, concepts raised in the first interviews were used
for developing questions in the following interviews and after around 12 interviews, no

new conceptual areas were generated in the further four that followed.

4.2.3: Conducting the interviews

The interviews took place between August 2016 and March 2017. Selected breweries

were contacted by e-mail or social media messaging, in batches of two or three so as not
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to overwhelm the researcher and to allow time for analysis of the data between each
interview. In this way, the interviews were spread out more or less evenly across an
eight month period.  The initial approach briefly outlined the nature of the research
and the requests were tailored to each brewery, using the researcher's prior knowledge
of that brewery's history and products. Some breweries responded almost immediately
to the request, and these ended up being the ones that were interviewed. Those that
did not respond were followed up two or three times, but in none of these cases was an
interview successfully secured. Where e-mail addresses were not available, the
breweries were contacted through Facebook messaging. Ironically, given the subject of

the research, none of those contacted through social media replied to the researcher!

It was originally envisaged that the researcher would travel to the respondent's brewery
to conduct the interview, but in fact only three of the 16 interviews conducted took
place in the breweries' offices. Daymon and Holloway (2011) remind us that qualitative
interviews can be conducted face-to-face, over the telephone, or online via e-mail. In
this research all three of these techniques were used, in each case the method adopted
being the preference of the respondent. The different locations and interview methods
are summarised in Table 4.2 (pseudonyms have been used here for each of the
respondents to hide their real identities - these pseudonyms will be used for the

remainder of this thesis).

Table 4.2: The interview respondents

Brewery Respondent Position Brewer? Interview Location
IBL DI Dom DI |Manager N Pub where IB1's beers on sale
IB2 DI  Adam DI |Manager N Telephone interview
IB3 DN Ewen DI | Director Y Brewery Office
IB4 DI Sam DI Director N Brewery visitor centre
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Brewery @Respondent Position Brewer? Interview Location
IB5 DN |Seb DN | Manager N Brewery visitor centre

IB6 DN Charlie DN Director Y Pub where I1B6's beers on sale
IB7 DI | Joe DN | Manager N Brewery Office

IB8 DN | Harry DN | Director Y Pub where IB8's beers on sale
IB9 DI Kate DN | Manager N Brewery Office

IB10 DN Tom DI Director Y Brewery visitor centre

IB11 DN Andy DN Director N Telephone interview

IB12 DN Jack DN  Director Y Pub where IB12's beers on sale
IB13 DN Zee DN Director N Telephone interview

IB14 DN Emily DI Director Y Telephone interview

IB15 DN Kris DN  Director Y Telephone interview

IB16 DI Holly DI Manager N Via e-mail

For the purpose of this thesis, each of the breweries has been given a number, IB1
through to IB16, where IB stands for “Independent Brewery”. All of the respondents
were in senior positions within their breweries, either at manager or owner/director
level. The suffixes 'DI' and 'DN' are based upon Tuten & Solomon's (2013) terms to
depict whether the brewery and the respondent are 'digital natives' or ‘'digital
immigrants'. For the purposes of this study breweries founded before 2005 have been
classed as 'DI' and those 2005 or after as 'DN'. Similarly respondents born before 1990
have been classed as 'DI' and after 1990 as 'DN'. These distinctions have some bearing
on the later analysis of the data. A column has been included to indicate whether the
respondent actually did the brewing of the beer or not — later analysis of the data
indicated that the use of social media by the actual brewers themselves, as opposed to
non-brewing employees of the brewery, was a significant factor in the nature of that

brewery's engagement in social media. The final column indicates how and where the
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interviews took place. Those that took place in brewery visitor centres and pubs did so
whilst the venues were open and in at least three of the interviews, the respondent had

to break off to deal with customers.

Before each of the interviews, including those undertaken by telephone, permission was
sought to audio record them. The one e-mail interview in this study was by its nature
already recorded. Bryman (2014) describes the importance of recording the interview in
this way, based upon a number of considerations. First, it releases the interviewee from
the need to make notes during the interview, thus enabling the maintenance of eye
contact and concentration on what is being said. Second it allows everything that is said
to be captured, so anything which might have been overlooked can be picked up and
expanded in further interviews. It also provides a definitive record of what was said,
thus contributing to the rigour of the research (Tracy, 2010). Such records not only assist
in the analysis process, but also allow the respondent to see what has been recorded
and agree to its use in the research. In this study a small, digital recording device was
used which picked up dialogue quite clearly, even in noisy pubs. Each interview lasted
between 35 and 75 minutes and at the end, the respondent was thanked and the
recording device switched off. No comment or discussion made outside of what was
recorded has been used in this thesis. In one of the interviews, customers in the pub
joined in the conversation, not realising that it was an interview. In this case, the
comments made by customers were not used in the research because they had not
given their permission to take part in a research interview. In truth their comments did
not add anything particularly relevant anyway, but they did help spur the respondent on

to talk more.

Although laborious, Daymon and Holloway (2011) recommend that the researcher
undertakes the transcription him or herself, in order to become fully immersed in the
data and sensitive to potentially important issues. The researcher thus chose to

transcribe each of the recordings himself, because of the ongoing analysis and the desire

89



to truly 'own' the data. All of the interviews were transcribed verbatim, including pauses
and hesitations, once again, contributing to the rigour of the process (an example of one
of these transcripts can be seen in Appendix 5). In this way, the respondent's own
subjective interpretation of social media engagement, expressed in their own words was
captured, mirroring the interpretative nature of the research (Daymon & Holloway,
2011). At the end of each transcription an 'analytic memo' was produced documenting

the researcher's thinking and reflections on the data produced (Saldaiia, 2016).

4.2.4: Ethical considerations

The need to take an ethical approach was taken very seriously in this research study.
Whilst on the surface the research subject was not sensitive, nor concerned with people
who might be considered vulnerable, it did involve commercial organisations for whom
privacy might be an issue. In common with all university based research projects, a
research ethics checklist (SHUREC 1) was prepared in advance and signed off by the
university Research Ethics Committee. However, Daymon and Holloway (2011) remind
us that institutional ethics approval is only the first step and that ethical issues develop
and apply throughout the whole research process. They suggest three broad areas to
address in this respect: gaining access to participants; obtaining informed consent; and
maintaining privacy. In this study, participants were initially contacted by e-mail, and the
purpose and nature of the study explained. It was made clear from the start that the
research was part of a doctoral study and the university's logo and contact details
appeared on the e-mails sent. Copies of this correspondence, and the consent of the

participant have been kept as supporting documents to this thesis.

Once the interview had taken place and the notes transcribed, a copy of the
transcription was sent to the respondent. This was not only to ensure that what had

been transcribed was an accurate record of what had been said, it was also to gain the

90



agreement of the participant that what had been recorded could be used for analysis
purposes in the research. In this way, informed consent was gained from all of those
interviewed. In terms of privacy, all participants were advised that the data would be
anonymised in terms of names, places, brands and other associations which might
enable them to be identified. In practice, only one respondent showed any concern that
the information he disclosed might be of interest to his competitors, but he was happy
to proceed under the reassurances of anonymity given. The others were remarkably
open, generally feeling that their competitors knew everything that they were doing
anyway, and that nothing disclosed was not already in the public domain. All of the
respondents were offered a copy of the thesis upon completion, or alternatively a

synopsis of the main findings, and all expressed an interest in receiving this.

4.3: Formulating the Interview Questions

A semi-structured interview approach was taken using an interview guide which laid out
general areas to be explored. It must be stressed that these were not hard and fast
guestions, the objective being to allow flexibility to pursue alternative avenues of
interest that might arise (Bryman, 2014). The purpose of the interview guide was to
keep the researcher focused on the overall objectives of the study and help to produce
data that would address the research questions. Whilst it is sometimes recommended
that a pilot interview be carried out to test the interview questions (Silverman, 2010),
this was rejected here as the research was developmental (Daymon & Holloway, 2011)
and the question areas changed as the interviews revealed new topics of interest.
Nevertheless, as described in the following sub-section, care was taken to ensure that

the nature of the questions used was able to generate data of a high quality.
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4.3.1: The nature of the questions

Although the interview guides were based around the research questions, these
guestions did not represent precisely those used in the interviews. Silverman (2010)
warns against presenting the study research questions directly to respondents as it can
lead to what he calls 'lazy research', whereby detailed analysis is replaced with simple
repetition of what the respondent has said. As such the actual questions asked in the
interviews were varied and intended to elicit different facets of the topic under
discussion. Patton (2002) describes six different types of questions which might be used

to this effect. The main ones used in this research were as follows:

‘experience and behaviour questions', where the respondents were asked to describe

their experience and use of social media within their breweries.

‘'opinions and value questions', where the respondents, and his or her brewery's own

attitudes to social media, were explored.

'knowledge questions', for example; relating to how the outputs from social media

engagement might be measured.

'background questions’, relating to the defining characteristics of the respondent's

brewery.

In addition, in an attempt to draw comparisons and contrasts between the breweries

interviewed, further types of question were asked:

'structural questions' (Daymon & Holloway, 2011) to discover how the various

respondents utilised their feelings and knowledge of social media in a business sense.
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'idealisation questions' (Schatzman & Strauss, 1973) to explore the respondent's ideal
use of social media in their brewery. It was from these questions that the concept of the

imaginary 'social media nirvana' was born.

‘closing question' (Bryman, 2014) to capture an overall personal view of the issues
covered. This tended to be along the lines of “what do you think will be the biggest issue

affecting your brewery's future use of social media?”

4.3.2: A convergent interview approach

In line with the abductive approach taken, elements of the user engagement model,
developed in Chapter 2 were used to guide the questions in what has been described as
a convergent method (Rao & Perry, 2003). Williams and Lewis (2005) suggest the use of
such a method when the research subject area is complex, with different lines of
potential enquiry, as might be construed in a study of social media engagement and co-
created value. As previously acknowledged the researcher approached the subject in a
very exploratory way, with areas identified in literature, but little knowledge of how or
why they might apply in independent breweries. As such in-depth interviews were used
which were based upon a convergent approach, but did not comply with the highly

structured method outlined by Rao & Perry (2003).

At the end of each interview an 'analytic memo' was produced to begin the analysis
process. Saldafia (2016) describes these memos as 'analytic sticky notes', written up
immediately following the interview “to 'dump your brain' about the participants,
phenomenon, or process under investigation” (p 44). In this way, emergent reflection
takes place and ideas start to develop. Saldafia contends that these memos can be used
as research data in themselves, but in this study they were primarily used to develop

themes which guided the following interviews. As such they fed into a convergent
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approach and led to the coding of data and thematic analysis. An example of the key

themes emerging from the first interviews is shown in table 4.3.

181 182 183 184 IB5 186 187 188 189 1IB10 | 1811 | IB12 | I1B13 | 1B14 | IB15

B16

Age/Generation
Employees/Customers/
Change/Acceptance
Networking
Relationship

Belonging
Collaboration

Beer Geeks

DIDN

Community

Brewery Tribes
Walled Garden
Customer Value
Authentic Voice
Human Side

Empathy
Communications
Social vs. Commercial
Ubiquity / Way OF Life
Personal / Work Life
Social Trends

Serategy

Ownership
Co-creation

Identity

Melting Pot

Management.

Inexact Science

Control

Organic/Spontaneous
Managing Followers
Paving The Way

Table 4.3: An example of the convergent interview themes arising from this study
(source: Author's own)

Table 4.3 shows five key themes emerging from the first interviews. These were labelled
'Digital Immigrant/Digital Native' (DIDN); 'Community’; 'ldentity’; 'Melting Pot'; and
'‘Control’. These themes were pursued throughout all of the interviews, but were
developed into smaller themes as new angles came to light. Sometimes the smaller
themes were quickly expired as no new ideas were generated (as in ‘change and
acceptance' under the DIDN theme). At other times, related themes developed in much
later interviews (e.g. the notion of followers being a 'walled garden' within the
community theme). The themes illustrated in this table are only some of those
generated by the process. As the interviews progressed, the amount of data generated
and the ideas coming out of the analytic memos began to multiply. At this stage, the
researcher was faced with a choice of pursuing the data analysis manually, or using a

CAQDAS (computer-assisted qualitative data analysis software) system.

94



4.4: Conducting the Analysis

The initial intention was to use CAQDAS in this research. Bryman (2014) highlights the
ability of CAQDAS to make the coding and data retrieval process much quicker and more
efficient. As such the researcher downloaded an Nvivo 11 programme and undertook
some rudimentary training in its use. As the interviews were transcribed, the data was
uploaded to Nvivo for coding purposes. Saldafia (2016) reminds us that the CAQDAS
programme does not do the coding for us, but it does allow us to store, organise,
manage and reconfigure the data to enable “human analytic reflection” (p 30). As this
was the researcher's first time using Nvivo it was decided to code the first interview
manually, in order to come to terms with the coding process before transferring it into
Nvivo. In practice this led to a 'belt and braces' approach, as data from all of the
interviews was subsequently coded manually as well as in Nvivo, for reasons described

later. Figure 4.1 shows the sticky post it notes used for the manual coding.
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Figure 4.1
The author’s manual
approach to data coding

4.4.1: Coding the data

Miles et al. (2014) strongly advise that the analysis of qualitative data is done
concurrently with its collection, and the first part of this analysis is coding. The process
of coding breaks up the interview data into sentences or sections which are then
assigned a word or short phrase to capture their essence or deeper meaning (Saldafia,
2016). In this way the data becomes organised, with similarly coded pieces of data
grouped together in categories, such that patterns start to emerge. In order to facilitate
this, the interview transcripts were printed off with large margins down the right hand
side, in which codes were inserted against highlighted pieces of text within the data.
The analytic memos which had been prepared at the end of each interview were a big
help here. Additionally, as the process of coding can be very subjective, the whole

procedure was undertaken twice for each interview, with a gap of several days between
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each run through. The purpose of this was to triangulate thought processes and see if
different interpretations were possible from the same data. Saldafia (2016) describes
this as recoding with a more attuned perspective of the data. Around 60% of the codes
generated thus, were the same for the first and second run-throughs. Of the 40% that
were not the same, the final codes allocated were taken from those which seemed to
offer the most promising insight. In this way the researcher ensured that the codes were

directly reflective of the data.

It was at this stage where the Nvivo software proved its worth, as it was possible to
organise the smaller codes within the larger ones, a process usually described as creating
first and second cycle codes from a larger number of free codes. (Bryman, 2014). The
data in this research was broken down into 14 second cycle codes, from 45 first cycle
codes, themselves resulting from 266 free codes. In developing these codes the
researcher was mindful of the need to be consistent in his approach. Saldafa (2016)
describes 25 different coding approaches, which he divides into seven subcategories.
The choice of approach is dependent on what is being analysed, for example, the nuance
and texture of data, or the participant's emotive and subjective experiences. In order to
determine the best approach here, the researcher returned to the overall research

questions.

A key feature of these questions is how the independent breweries engage with and
potentially benefit from social media. It was thus decided that an element of
'descriptive coding' was necessary to determine which social media platforms they were
using, and for how long, and what they were actually doing on those platforms. Saldafia
(2016) warns against an over-reliance on descriptive codes as they do not necessarily
give a deep insight into the data. As such, their use was mixed with 'concept coding'.
Concept coding fits the abductive methodological approach of this research as it relates
to theory and theory development. For example, the term 'Beer Geeks' was applied as a

concept code to describe a wide audience of social media users whose relationship to
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beer ran at a deep, lifestyle level. Finally, an element of 'values coding' was also used, as
this brought out the affective nature of the participant's own attitudes and experience,
which was needed to address the overall research objectives. Each of the codes was
thus given a suffix of 'D', 'C' or 'V' to signify which of the coding types they were. In the
manual coding process, this entailed using different coloured post-it notes for each of
the different types (see Figure 4.1). In practice, this proved somewhat challenging as
determining the difference between what constituted description and what might be
considered a personal value, or a concept, was not always straightforward. Ultimately
anything developing heuristically from the ideas of the researcher was considered
potentially conceptual and as the coding progressed a large number of these types of

code were produced.

4.4.2 Reaching the themes

Thus far the process had followed what Miles et al. (2014) describe as 'first cycle' coding
whereby a large number of free codes are reduced to a smaller number of categories
called first order codes. In this thesis the 266 free codes were reduced to 45 first order
codes. The second cycle involves grouping the first order codes into even smaller
categories, themes called pattern codes. Here, the 45 first order codes were reduced to
14 second order pattern codes. These pattern codes then begin to pull the data into
emergent themes. This proved to be a laborious process as many of the first cycle codes
appeared to cross into different patterns. Once again the researcher returned to the
original research objectives to try to prioritise what was important and what was less so.
So, for example, a number of codes relating to the brewery venue (where the brewery
had a visitor centre) were left out of the second cycle coding, as the research objectives
did not relate to service based aspects of the businesses. It was at this stage that the
researcher valued the use of a manual coding process, as he found it much easier to peel
off the post notes and re-assign them to pattern codes, than doing so on Nvivo.

Sometimes the codes were re-assigned several times and some of the codes ended up

98



not being assigned to any second level pattern codes (for example, the breweries'
relationship with consumer organisation CAMRA). These outlying codes were
considered against the research objectives and were subsequently dropped from the
research process. As a result of this process, the large number of first cycle codes was
reduced to 14 second cycle, or pattern codes, all of which can be related directly back to

the interview data:

'‘Nature of sector' — this drew together a number of largely descriptive codes relating to
the brewery industry, including the nature and size of the breweries, their age and

history, and the market structure itself.

‘Control and Ownership' — this was a key part of the research, reflecting the
respondents' personal reflections on social media, as it developed from the conceptual
user engagement model developed in Chapter 2, and also the underlying theory of co-

creation.

'Digital immigrant/digital native' — this has been a constant theme in this thesis,
cropping up first in the literature review and then strongly in the analytic memos
produced after each interview. Although coined by Tuten & Solomon (2013) the term is

used here to describe the age related issues arising from the interview data.

'Lifestyle’ — this issue stood out in the interview data, and was initially labelled 'melting
pot' by the researcher, to reflect the way in which social media appeared to have infused

into all aspects of business and home life, and blurred the boundaries between them.

‘Community’ — this was another key part of the underlying research theory, around
online communities. Here the codes relating to beer consumers (as perceived by the
breweries themselves) were used, as well as those relating to the brewers and the

breweries themselves.
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'Identity’ — this pattern emerged through the descriptive and conceptual first order
codes and could be seen strongly in many of the interviews. Possessing identity and

personality appeared to be significant issues in using social media.

'Routes to market' — it quickly became apparent that different breweries were using
social media to connect with their end markets as well as their distribution chains in

different ways, and this code attempts to bring these issues together

'Product issues' — this built on the discussion in the literature review around customer
co-creation and the hedonic values associated with beer. Its significance lies in the

distinct way in which social media and beer can work together.

'Users and followers' — related to the nature of the 'beer geek' community. This was a
significant area as it informed the mix between social media engagement of the

breweries, and their perception of customers and other online followers.

'Management and strategy' — although similar in nature to 'ownership and control' this
was distinguished by its practical approach to handling social media from a business
perspective (as opposed to the more values-based concept of 'owning' it). This
addressed the research questions directly and underlined a fractured and often

uncertain approach to social media in this sector.

'Social media platforms' — this was a relatively small area but was included as a pattern
code because it did not fit easily with other areas. Its purpose is largely contextual,
although some conceptual areas were developed (e.g. ‘anonymity’ and 'social media

opens doors’).
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‘Content and communication' — this area represents an embodiment of what is said on
social media and how messages are spread. It also included codes relating to the
interface between offline and online marketing, including the breweries' use of websites

in conjunction with social media.

'‘Employees’ — this area was included as a second level code because it included a
number of areas not easily covered elsewhere, and appeared highly relevant to the
research questions relating to how and why independent breweries used social media
and the nature of their engagement here. There was some overlap in this area with

‘control and ownership' and also with 'lifestyle' and 'identity’.

'Relationships' — this area also overlapped other patterns, but stood out as a
fundamental essence in much of the data. In particular, a large number of codes
associated with 'B2B or B2C' were generated, an area which was not expected when the
research commenced. It was also strongly supported by codes relating networking

within the sector and brewery collaborations.

Notwithstanding the reduction of the data in this way, the pattern codes described
above still represented a large amount of data from which to draw analytical
conclusions. Additionally, there was still some overlap between these codes. As such,
Miles et al. (2014) advise the researcher to determine what is more or less important in
order to develop core themes which can be taken forward. The 14 pattern codes were
thus further absorbed into four broad themes, which were deemed significant in the
light of the overall research objectives. This meant that some areas, which seemed less
important here were set aside, perhaps for the data to be used in future research (for
example all of the data around website usage and website synthesis). These themes can

be summarised as follows:

Sector (context): This relates to issues which don't necessarily transmute to other

industries. A recurring theme of the interviews was that the SME independent brewery
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sector is unique in many respects and this has a bearing on how social media operates in

this sector. This theme adds originality to the research.

Change (lifestyle): This represents what has been termed here 'melting pot', an

observation that social media is blurring the boundaries between things like business
and home life; between traditionally separate business functions; between end
consumers and intermediaries; etc. It represents the digital immigrant-digital native

concept and brings in the values and attitudes of those who were interviewed.

People (relationships): This might be construed the most striking of the four themes in

that it brings the research together more acutely than the others. All of the data
ultimately boils down to people, whether it be the values of the respondents, the role of
employees, or the perceived behaviour of users and followers. This theme represents

the idea that social media is 'humanising' businesses.

Management (control): This theme incorporates issues of control and ownership, which

can be viewed organically; and management issues in terms of mechanical tools and
metrics. There are contradictions to be explored here, between hard and soft;
spontaneous and planned; and the whole theme is inextricably linked with underlying

theoretical and methodological issues around co-creation and inductive interpretations.

These four broad themes form the basis of the next four chapters, each of which

undertakes a deeper analysis of the data findings.

4.5: Chapter Summary

Having determined an overall research approach in the previous chapter, the purpose
here was to describe how the research and initial data analysis took place. Secondary

research was used to define the scope of the independent brewery sector and justify its
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parameters for the purpose of this study. A list of 1,195 independent breweries was
compiled and further contextual data gathered about the amount and type of social
media they were using. This provided a useful base for determining a research sample,
and also to start developing the interview guides for the primary research that followed.
Although sampling was not a critical consideration given the qualitative approach
adopted here, a broad based non-probability method was used to select respondents, 16
of whom were interviewed for this study. This number was determined through
saturation, after no significant new data was emerging for the study (Daymon &

Holloway, 2011).

The interviews were carried out in a semi-structured manner, drawing on an interview
guide with broad question areas laid out. These questions were initially guided by the
overall research objectives, then subsequently developed from data gathered in the
previous interviews. In this way a convergent based approach was used (Williams &
Lewis, 2005), with new or emergent areas of interest being followed up in subsequent
interviews. Analytic memos (Saldafia, 2016) prepared after each interview, were used to
gauge the nuance and direction of the data, and to identify emergent themes for further
study. All of the data was gathered with the full permission of the respondents.
Transcriptions of the interview were then sent to them for approval, on the basis that all

data used in the thesis would be anonymised.

Analysis of the data was conducted using an Nvivo CAQDAS programme alongside a
manual process to break the data up into free codes and look for emerging patterns and
themes. The data was coded using the overall research objectives as a guide in order to
keep it focused, and yet hundreds of codes were still produced. These were divided
between descriptive (contextual); conceptual (generating ideas) and values (based on
the individual perspectives of the respondents). In Nvivo 266 free 'nodes' were
incorporated into 45 'parent nodes', which were then reduced to 14 second cycle

pattern codes. These were then further reduced to four concept themes: 'sector
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(context); ‘change’ (lifestyle); 'people’ (relationships); 'management’ (control). These are
the themes which are taken forward into to the next four chapters for a deep analysis of

the data findings. The whole process is summarised in Figure 4.3.

(=~ ©0—-0—@

Concept
Themes

Free Codes
1st Order Themes
2nd Order Themes

Figure 4.2: Arriving at four broad themes
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Chapter 5

Key Theme 1 - Sector Related Drivers

5.1: Introduction

This is the first of four chapters, each based around core themes emerging from the first
and second cycle coding process described in the previous chapter. These themes
represent issues related to the independent brewery sector; contemporary lifestyle;
relationships; and control. Figure 5.1 shows how the four areas are connected, with the
independent brewery sector itself driving issues in the remaining three areas. This
figure also shows which areas of the literature these four themes draw upon and
develop.
Figure 5.1:

Structure of the analysis chapters
(source: Author's own)

Sector
Informed by:
B2B/B2C Service-dominant logic
Camaraderie Co-creation of value
Product
Lifestyle Relationships Control
Age Community O';/Ivner_ship
Change Identity Ma"".'"g
Home/Work Communication T S
User Diversity Content gneions
ey \ J . 4
Informed by: Informed by: Informed by:
Social media literature Relationship Marketing Social media marketing
Usage & engagement Co-creation of value
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The subject of this chapter is 'sector related drivers', a broad theme relating to issues
that are peculiar to the independent brewery sector and that might not necessarily
apply to other industries. A recurring theme of the interview data is that the brewery
sector - and in particular the SME independent brewery sector - is unique in many
respects, and this has a bearing on how social media is used across this sector.
Observing this, the initial consideration was to include such issues into a 'contextual’ or
'background' section of the thesis. After further reflection however, it was decided that
the nature of the sector was directly relevant to the first and second research objectives
and inherently linked to the research findings. It is partly the uniqueness of this sector

that gives the research originality.

The chapter is divided into four distinct areas which have emerged from the data
analysis relating to the first and second cycle codes. The first area relates to the
complex network of distribution routes from brewery to end consumer, and is
underpinned by those codes associated with how the beer is sold, whether this be
through B2C or B2B channels, the role of intermediaries, and in some cases the
breweries' own venues. The second area discussed in this chapter is the camaraderie
which exists within the sector, supported by those codes relating to social media
collaboration and the support of a tight knit community and belonging seen in the
sector. The third area is concerned with the existence of social media based third party
stakeholders, whilst the fourth draws upon the social nature of product itself — beer —
and how social media enables the co-creation of value here. Each of these areas is
supported directly by codes relating back to the verbatim interview data. The full node

path from Nvivo leading to the overall theme can be seen in Figure 5.2.
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Free 1st Order 2nd Order Concept
Codes Themes Themes Theme
@ [ 3rd Party Social Media Sites } :

[ Brewery Industry ] : [ Nature of Sector ]

@ [ Collaboration ] N

[ B2B or B2C ] 1
@ [ Brewery Business Issues ] - [ Routes to Market ]

[ Brewery Venue ] R

@ [ Beer as a Product ] ; [ Product Issues ]

Figure 5.2: Code path to 'Sector' theme

5.2: Splintered Distribution Routes in the Independent Brewery Sector

The varied distribution routes from brewery to end consumer and the nature of the
relationships within the distribution chain create a rich and complex social media
scenario. |Initially the objectives of this research were to consider how independent
breweries' use of social media played out in their relationships with consumers —i.e. a
study of business to consumer (B2C) or consumer to business (C2B) relationships.
However, data from the interviews quickly pointed to a significant element of business
to business (B2B) relationships being conducted through social media within the
breweries' distribution channels. Clear examples of breweries working with pubs and
bottle shops in joint social media activity were seen in several of the interviews, albeit in

an unstructured and informal way. As such traditional business-to-business (B2B) and
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business-to-consumer (B2C) communications started to become merged and handled in

an informal way.

5.2.1: The nature of B2B relationships in the independent brewery sector

The independent brewery sector is diverse; not only in terms of its product output, but
also in terms of how it gets its products to the final consumer. Generally speaking

independent breweries have four broad routes to market:

Pubs and bars

Bottle shops and other 'off-sales’ retailers such as supermarkets

Tied outlets - i.e. venues owned or run by the brewery themselves

Direct sales of packaged product on line - either through the brewery's own online shop,

or through national online beer retailers.

All of these routes can be supplied directly by the brewery, and most of the breweries
interviewed worked in this way. There exists however, the propensity for a further link
in the chain when national distribution companies such as East-West Ales, are used to
deliver to pubs and bars. This is usually the case where large national pub chains (e.g.

J.D. Wetherspoon) are selling the beer.

Naturally, those at the end of the chain will have the most direct contact with the final
consumer and, arguably, the most control over consumer relationships. Conversely the
brewery cannot interact directly or form relationships with the end consumer very
easily. Some breweries attempt to overcome this by running their own pubs or visitor
centres based at the brewery, or by selling direct online from their own websites. Other
than wine, which it could be argued bears similarities to beer in terms of product

features, branding and consumption, it is difficult to think of other products with such a
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varied and splintered distribution arrangement. For small brewers in particular,
reaching an end market is one of the biggest challenges they face (Holden, 2017) and so
it is perhaps not surprising to find such a plethora of outlets being used. Most of those
interviewed cited strong social media connections with these distributors, whether
prompted by the brewery or not. Furthermore, the social media was not always used in
a 'social' way — it was used as a business tool to place orders, find new outlets and as a
direct selling tool. These issues were contextualised in the Nvivo nodes: 'B2B
Communications' and ‘Kill 2 Birds With One Stone' the analysis of which led to four
general strands in this area. These were social media enabled 'co-creation’ (killing two
birds with one stone); 'piggybacking' on the social media marketing of others; the
replacement of conventional business communication tools like e-mail and telephone
with social media; and finally the 'inexact science' resulting from different levels of

social media adoption.

5.2.2: Co-creation — killing two birds with one stone

It was noted in Chapter 2 that co-creation might be viewed from two perspectives, one
being 'intrinsic' and leading to direct, tangible value added for both parties, the other
being 'extrinsic' and leading to a more psychological gratification (Holbrook, 2006).
Several examples of intrinsic co-creation were observed, whereby the brewery and the
distributor colluded with each other using social media to benefit each other. From a
brewery perspective this theme was labelled 'killing two birds with one stone' because it
enabled them to support the distributor at the same time as telling the end consumer

where they could buy their beer:

“...we do work with I've said the pubs that are plugged into it. We will help them
promote stuff, or do joint stuff with them on it.”

Ewen; IB3
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“And then that kind of goes a bit of cross-promo, so anybody that might be
interested can see “oh look, if | sell some beer, they will advertise my pub for me”,
and vice versa, hopefully they'll re-share it and say “thanks for having us [IB8]”
and all that.”

Harry; IB8

“..if we've got like a new pub, or their pub's first time in having one of our beers, |
think it's about promoting each other as well as yourself, and I'll do a bit of
sharing, a bit of tweeting, a bit of Facebooking, about each other.”

Kate; IB9

In the examples above the breweries are using the features of social media, such as
tagging, to gain greater exposure, not only for themselves, but for their B2B customers
the pubs, as well. Such use of social media requires that both parties are using social
media and that at least one party has a significant following in order to spread the
message further. Not only is this a virtually cost free means of promotion, it helps both
parties offer something worthwhile to their followers — breweries can tell their followers
where they can find their beer, and the pubs, or outlets can tell their followers that they

now have that particular brewery's beers available.

In effect social media is enabling a three way relationship between the brewery, the
middleman and the consumer, a relationship which benefits all of them. It
demonstrates the ability of social media to reach diverse audiences with relevant
messages simultaneously. On the surface this is an intrinsically beneficial form of co-
creation between the brewery and the middleman/distributor, as both of them clearly
benefit from the publicity to the final consumer. It could be argued however that both
parties enjoy extrinsic benefits through the sharing of risk, the mutual reliance on each

other and the security that this brings. Who relies on whom here? The breweries need
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the pubs and bottle shops to reach the market, but the latter need the brewery's
following on social media. Social media provides an environment where both can
benefit each other. Within the context of the independent brewery sector, social media

represents a 'win-win' scenario.

5.2.3: 'Piggybacking' on distributors' social media

Whilst co-creation suggests an equitable division of input from both parties to create an
output of value (Saarijarvi, 2012), there is evidence of breweries relying on the social

media of the distributor, or retailer:

“..what we've found is that some of our trade partners use it probably better
than we do...”

Andy; IB11

This raises questions about who controls the relationship with the final consumer. By
relying on the social media of a retailer, a brewery is in effect ceding that relationship
with the final consumer. This appears to contradict an initial presumption that
breweries were using social media to develop relationships with the final consumer.
However, the brewery's brand still requires recognition among consumers to make it
worthwhile for the retailer to stock it. The flexibility of social media allows breweries to
connect with followers of retailers and vice-versa, thus maintaining the three-way
relationship. It can be argued that 'piggybacking' on the social media of another,
represents a sharing of the strengths of both the brewery and the retailer as community
members. Although one party (in this case the retailer) might be construed a leader, all
parties benefit through the use of social media. The benefits of using the retailer's
social media to promote brewery products are first that the retailer's site becomes a

destination for beer followers in general and second that the brewery does not need to
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develop and resource its own social media skills to the same extent. The retailer
benefits from the brewery's beer knowledge and kudos, enabling it to present relevant
and exciting social media content and the consumer benefits both psychologically and

materially from being part of a wider, beer based online community.

5.2.4: Replacement of traditional B2B marketing communication tools

Social media is not simply used in a B2B context to jointly reach the end consumer
however. The data suggests that it is being used as a much wider communication tool,

and replacing traditional media like e-mail or telephone:

“..there is a growing trend in the B2B, so for instance I'll see tweets at night from
a pub who says, oh you delivered the beer, but you forgot the pump clip, can you
send me a pump clip...”

Dom; IB1

“...we do liaise with a lot of pubs through Twitter especially. Errm, I'd say Twitter
we get more interactions with pubs...”

Joe; IB7

It could be construed therefore that social media is being increasingly used as an
alternative B2B management tool by the breweries, based around naturally occurring
social interaction. This underlines the ubiquity of the medium in its ability to reach
diverse audiences in a quick and convenient way. At the same time, it represents an
extension of the media user's lifestyle into the running of a business and this fits the
splintered nature of the independent brewery sector's distribution arrangements. This
builds into a broader theme which has been labelled 'lifestyle' and will be considered in

more depth in the next chapter. It should be noted here however, that any suggestion
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that social media is a 'management tool' is problematic because social media tends to
be organic, not mechanical. In the words of one of the breweries interviewed it is an

“an inexact science”.

5.2.5: An inexact science...

The problem with trying to use social media as a universal management tool within a
splintered distribution system is that different organisations have different levels of

engagement with the media:

“There's a bit of a sort of, 'all or nothing' with some of them, so you either get a
pub that is massively into it, the whole ethos of what they do is driven through
that. Or you get, like you said before, someone who's never even seen the
Internet, and they just simply don't exist on it. So we, yeah, we do quite well with
those pubs that are engaged...”

Sam; IB4

Use of social media in this way comes down to gauging each opportunity for co-
promotion individually. It relies on both parties being active on social media, with their
own bands of followers, but also both parties using the same social media platforms.
Where large distribution companies are used (e.g. when selling to large pub chains),
they tend to stick to rigid rules about communication, using formal channels, and they
do not use social media. However, these large distribution companies have no
involvement with the end consumer, they have no public face. Thus, whilst splintered
and varied distribution channels used in the independent brewery sector can provide
opportunities to use social media very effectively in a B2B context, this very diversity
turns the use of social media for business purposes into an inexact science. Just as there

are no rules about how and with whom we use social media in our personal lives, so
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there are no universal rules applying to small businesses. So whilst social media might
offer an alternative means of communication, which fits the general lifestyle of those
associated with the independent brewery sector, it cannot fully replace the more

traditional forms of communication that are needed to be able to deal with all parties.

5.2.6: Summary of this section

Social media is particularly suited to the splintered nature of the distribution chains in
this sector because of its ubiquity in modern lifestyles and its ability to bring diverse
individuals together under one common interest. As such, the relationships engendered

cross the boundaries of traditional B2B and B2C communications.

This develops Vargo and Lusch's (2017) updated theories of service-dominant logic, by
by providing a practical application at the 'meso’ level of theory, concerning the roles of
multiple actors determining the co-creation of value. Social media provides the 'service
eco-system' described by Vargo and Lusch (2017) to support resource integration and
co-creation. The ability of social media to achieve this in the way described above builds
upon Halliday's (2016) and Ramaswamy & Ozcan's (2018) views of value co-creation
taking place around interaction, and the ability of social media to reflect the cultural life-
world of the various actors. Whereas these articles concentrated on consumer life-
worlds, the research here suggests a wider range of actors. In effect social media is
enabling three way relationships between the brewery, the middleman and the
consumer, which benefits all of them. The breweries need the pubs and bottle shops to
reach the market, but the latter need the brewery's following on social media. Social
media thus provides an environment where both B2B parties can benefit each other in a
'win-win' scenario. The introduction of the B2B element in value co-creation supports
the concept of the 'interacted actor' in IMP network theory (Hdkansson and Snehota,

2002), but develops this by considering social media as the 'service eco-system'
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described by Vargo and Lusch above. Whilst the possibility of breweries 'piggybacking'
on the social media of their B2B retail partners remains a possibility, the flexibility of
social media allows breweries to connect with followers of retailers and vice-versa, thus
maintaining the three-way relationship. However, the suggestion that social media is a
'management tool' is problematic because it tends to be organic and associated with
individuals, not mechanical and associated with traditional business planning. This
suggests that social media usage in a business sense is taking on the characteristics of
individual, personal social use, whether it be B2B or B2C. Just as there are no rules
about how and with whom we engage with social media in our personal lives, so there
are no universal rules applying to small, independent breweries. In other words it is an

“an inexact science”.

5.3: Camaraderie in the Independent Brewery Sector

This 'personal' approach to using social media is particularly suited to the close
relationships which characterise the independent brewery sector. The camaraderie
observed within this sector stands out as being a potentially unique feature here. This
was captured in the Nvivo nodes of 'Tight Knit Brewery Community' and 'Collaboration’,
each of which fell under the broader theme of 'Brewery Industry Characteristics'. All of
those interviewed mentioned the heavily networked nature of the business and this
manifested itself in the large number of collaborations between breweries which enable
them to bring unique, one-off products to the market. Additionally the networks of
brewers themselves, as opposed to the breweries they worked for, provided a social
and 'fun-based' release for employees. Although many of these breweries are rivals of
each other, there was little evidence to suggest that this is how they considered

themselves:
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“..obviously there is a competition between all the breweries, but | think
everybody appreciates that working with each other, and knowing what each
other are doing, keep following on with market trends and all that kind of thing,
benefits everybody...”

Joe; IB7

“..brewing is a very friendly place. And, errm, for anyone that says your
competitors are XXXX and YYYY and ZZZZ and that sort of thing, | say no, they're

not...

Tom; IB10

This sentiment was replicated in one way or another in all of the interviews, and it is
clear that the people in this industry see themselves as part of a group of like-minded
individuals, rather than out-and-out competitors. Whilst this might be expected in
terms of the brewers, who all technically belong to the same profession, the
camaraderie also extended to those not directly employed in the brewing process,
suggesting a tight feeling of belonging, whatever one's role in the brewery. Collectively
then, the breweries appear to represent a community in themselves. Whilst various
studies have considered belonging and online communities from a consumer's
perspective (Cova & Pace, 2006; Dessart et al.,, 2015; Narvanen et al., 2013), studies
relating to communities of businesses are fewer. Social media is undoubtedly an
enabling medium used by these businesses to maintain this camaraderie, friendship and

belonging, and as in any community sharing and collaboration is common.

5.3.1 Collaboration

This sharing and collaboration overrides the competition which might be expected

between breweries selling into the same markets. As already noted, these breweries do
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not see themselves particularly as competitors of each other. Rather they see
themselves competing against the large national and multi-national brewers whose
products dominate the market in terms of volume sold. Whilst the smaller breweries
are arguably more agile anyway than bigger companies, the sharing and collaboration
afforded by social media provides an additional innovative edge to their operations.

New and varied beers are thus produced on a regular basis, usually in short runs:

“..it was just a chance comment | made on something XXXX posted on Facebook.
| made some chance comment and it led very quickly to “well come down and do

a collaboration”.

Jack; IB12

“Facebook is err, has been our main source of collaborations...”

Emily; IB14

A deeper consideration of the data suggests that social media plays a significant role
within these collaborations in three broad ways. First, on a practical level it enables the
collaborations to take place by connecting different brewers to one another. For one of
the respondents this led to collaboration with a large national brewery, albeit via the
personal network of the brewer employed by that national brewery. Second, at an
emotional level these collaborations reflect a social release for the brewers themselves.
Several of them mentioned that brewing is a lonely process and the chance to get out,
travel somewhere different and experiment with new beers was a huge attraction for
them. Third, social media is used by the breweries to publicise the collaborative brew,
thus operating at a relational level, by meeting the needs of their followers in terms of
being involved in a 'beer scene' (these 'relational aspects of social media engagement

are considered in chapter 7).
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All of the respondents confirmed that their use of social media was an important part of

who they were:

“..we've got a very strong story... which helps, and people remember it, and the
name sticks in people's minds.”

Sam; IB4

“..we're sort of... we're not like the sort of breweries like Cloud Water, or Lost and
Grounded.”

Kris; IB15

“..as a small company we have the opportunity to... to express a genuine
personality, err, through social media.”

Tom; IB10

The practical, emotional and relational benefits of using social media enabled them to
develop their own personas within the industry, just as an individual might through his
or her own social media platforms. Social media is thus enabling each brewery to be
part of something, whilst maintaining its own identity. Again this mirrors the way in
which social media is used by individuals for social purposes, maintaining friendships,
keeping in touch and promoting one's own personality. For breweries it is about being
part of something and being relevant, whilst still being recognisable as an individual
entity. The data suggests that the personal networks of those working within the
breweries are a big part of this, and one which particularly characterises the

independent brewery sector.
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5.3.2: Brewer networks

Whilst the camaraderie and friendship can be applied at a brewery level, there is clear
evidence that the brewers themselves (i.e. those who actually brew the beer, and might
be classed as employees) are networked at a separate level. Social media has enabled
these networks to flourish at a national and even an international level, such that the

brewers themselves are tightly bound:

“..it's a very beer geeky one, because he's a brewer, and he's in touch with
thousands of brewers from Hawaii to Barnsley, you know, it's really weird (laughs)
and we learn from each other!”

Ewen; IB3

“I can't think of many others, where you get in, you find you've got no yeast, so
you ring the brewer down the road and say can | borrow some yeast, and he's like,
yeah, carry on. It's like there's not many businesses, not many industries' market
sectors like that...”

Jack; IB12

Networks of brewers transcend those of the breweries they work for, and it is not
unusual for brewers to have their own social media sites, with their own followers. This
builds upon the observation made earlier that the social media characteristics
demonstrated by the brewery reflect the personal characteristics of individuals within
the brewery. Doubtless the personal employee networks would exist without social
media, through beer festivals or other events but social media enables more frequent
contact and broader networks, all of which lead to a large element of sharing and

collaboration within the sector.

119



5.3.3: Summary of this section

The independent brewery sector is characterised by a strong sense of camaraderie,
belonging and friendship which largely override issues of the breweries competing with
each other. The availability of social media as a networking and communication tool has
driven this camaraderie to high levels. Within the breweries, the brewers themselves
are a tightly networked group and their close connections regularly lead to
collaborations between breweries to produce new beers. These collaborations build
upon the levels of benefit described by Dessart et al. (2015) when considering online
brand communities: practical; emotional; and relational. Whereas Dessart and his
colleagues were considering consumer based communities focusing on large brands, the
data here describes employee/peer based communities, focused around a small
industry sector, thus widening the scope of the derived benefits of social media
engagement. These benefits are able to provide the independent brewery sector with
an innovative edge in new product development and keeping abreast of market trends.
In this way the smaller breweries are able to compete with larger national and multi-
nationals and serve the needs of a distinct market sector. The closeness of relationships
within the sector potentially fulfils deeper, more psychological needs, usually found in
individuals, not businesses. Social media provides the brewery with an identity among

its industry peers and thus a sense of relevance and belonging.

These issues will be considered in more depth under the themes of lifestyle and
relationships in the subsequent chapters. Continuing here with the factors that
characterise the sector, it is pertinent to consider the role played by third parties within

beer focused social media.
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5.4: Third Parties

The existence of third party stakeholders who cannot be classed as producer, distributor
or customer, but nevertheless have a major influence within the sector represents a
further distinction within the independent brewery sector in terms of social media. The
existence of these parties is the result of an interest in beer in general as a subject, and
their frequency in the interview data prompted the allocation of a separate Nvivo node:
'3rd Party Social Media Sites'. Prominent examples are RateBeer, a beer forum with an
estimated half million signed up members (RateBeer Members Forum, 2017), and
Untappd, an online app and social media site claiming over three million members
worldwide (CNBC. Com, 2016).

Sites such as these have been described as 'cyber-mediaries' (Sarkar et al., 1995) as they
represent a bridge between the supplier and the consumer through a digital medium.
Acting in a similar way to Trip Advisor in the travel industry, they add a further

dimension to social media relationships between the brewery and its customers.

5.4.1: The third dimension

Most of these third party sites owe their existence to the widespread use of
smartphones, because they enable beer consumers to post online at the point of
consumption, sharing their views and experiences with a wide audience. This not only
supports Gummesson's (1987) notion of the customer as a co-producer, it also fits Lusch
& Vargo's (2006) conceptual transition from 'goods-dominant logic' to 'service dominant
logic' where promotion by the organisation gives way to dialogue between all parties.
All those breweries interviewed were aware of these third party fora, but some gave

them greater prominence than others:
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“Untappd...[ ]...because that's, from a business to a consumer point of view, it's
massive”

Charlie; I1B6

“..another thing that's not done us any harm whatsoever is we've tried to be
involved in as many beer forums as well, as possible...”

Andy; IB11

In general it was the smaller of those breweries interviewed that had most to say about
third party beer forums like Untappd, but their opinions differed markedly between
those that saw them as an opportunity to promote their products and get involved with
their consumers, and those that saw them as a potential drawback because they

removed an element of control:

“I just go on and like, you know...”oh, you've given it a three out of five have you,
oh right” (laughs) “oh you've given it a four out of five that's fine”...”

Charlie; IB6

“...whether you like it or not, they're on Untappd.”

Charlie; IB6

Those with established brands and market shares were more likely to feel confident in
their ability to control consumer perceptions, and had less to say about third party sites,
whereas newer entrants felt that they had to play along with sites like Untappd, even if
they did not agree with what was being said. The newer, 'digital native' breweries tend
to be more involved with these sites, accepting them as an established part of the
online beer scene. It might be possible for a brewery to 'ride on the coat tails' of these
fora, when for example one of their beers gets a high rating, or get into discussions

about particular brands or styles of beer with the forum posters. However, the nature
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of engagement will depend on the individual attitudes and personalities of those within
the brewery doing the engagement. This underlines the lack of hard and fast rules on

how to engage on social media fora.

5.4.2: Third party site users

This raises a further question; to what extent do 'cyber-mediary' forum posters
represent mainstream consumers? One of the themes running through the interview
data has been the existence of what have been described 'Beer Geeks'. This term is
loosely applied to those with a deep interest and knowledge of beer and breweries.
However, there is a difference between those following a brewery's social media site
and those following third party sites. Brewery followers generally seek to further their
knowledge or become involved or associated with the brewery, thus fulfilling a sense of
belonging. Those following third party sites however, tend to be there more to expound
their own knowledge and self-esteem. In other words they are there for themselves
and not the brewery. Using Kozinet's (2015) terminology, users of third party sites
might be described as 'devotees’, rather than 'minglers' and 'tourists' on the breweries'
own sites. On third party sites the breweries can take part themselves, either as
individuals with their own profiles, or by engaging in on-site conversation. The brewery
thus becomes a 'devotee' or an 'insider' as they are now acting in the same way as
individual users, albeit from an expert opinion position. The individual from the
brewery taking part will thus require kudos in their own right, either as proprietor
and/or brewer. Nevertheless, they will be unable to fully control what is said, and

evidence from the data suggests that this is a source of frustration:

“Yeah, it's like I've tried... they're multiple beer tickers, the books, you know, “I've
tried 40,000 beers” and | think, “well that sounds depressing!”

Charlie; I1B6
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“.. like I've got a blonde ale, they just go, yeah it's a blonde beer, because what
they're expecting is a raspberry ripple twist, served with vermouth or whatever, do
you know what | mean? And they'll have paid £8.99 for a 33cl bottle.”

Harry; IB8

Whilst this might be frustrating, breweries can perhaps take solace from studies of
online communities which suggest that posters - those actively participating in online
fora - are less behaviourally loyal than 'lurkers' - those who observe without getting
involved (Shang et al., 2006). From the brewery perspective it is important to recognise
that posters on third party sites are more likely to be there for their own self-
aggrandisement. Lurkers on the other hand - who according to Shang et al. (2006) are
likely to significantly outnumber posters - will be there to check out different beers and
find those that they like. In this sense they are likely to be more attractive to the
brewery from a behavioural point of view. The implication is that it is in the breweries'
interests to engage with third party social media sites where possible, even if they do
not have full control over what is being said. Simply being there gives them relevance

and an identity, in much the same way as the devotees described by Kozinets (2015).

5.4.3: Summary of this section

The prominent role of third party sites, described here as 'cyber-mediaries' is a further
distinguishing feature of independent breweries, and the consideration of social media
usage around this sector. These sites have significance for newer, 'digital-native'
breweries, and although content on these sites is largely uncontrollable, simply
engaging with them gives the brewery relevance and an identity. In this way it is an
accepted part of their lifestyle, in much the same way as it is for individuals engaging

with social media fora. This represents a practical application of Kozinets' (2015)

124



distinction of social media users, whereby these breweries are acting as 'devotees' or
'insiders', being there as autonomous experts. Those breweries fitting the 'digital-
immigrant' descriptor can rely more on established branding and thus have less need to

engage with the 'cyber-mediaries'.

The users of these online sites have been labelled 'beer geeks' denoting a deep interest
in beer in general rather than any specific brewery or beer brand. Whilst posters on
these sites are likely to have their own agendas in terms of self-advancement, non-
posters, or 'lurkers' are more likely to be there through a general interest in the product.
Breweries can therefore benefit from engaging with all site users through raising the
brewery's profile as a 'devotee’ or 'insider' and thus impressing those who are simply
observing. It must be borne in mind however, that engaging with third party sites from
a commercial objective is not something that can be controlled easily, much as Hennig-

Thurau et al.'s (2010) describe in their pinball analogy seen in Chapter 2.

The beer geek theme is discussed in greater depth in Chapter 7 when looking at the

'people' element of brewery social media involvement.

5.5: Product

The final key area which distinguished the independent brewery sector from others was
the product itself. It was noted in Chapter 2 that whilst beer might be described as a
'fast moving consumer good', it is possible to apply elements of service logic to its
consumption (Vargo & Lusch, 2004), supported by notions of experience marketing
(Tynan & McKechnie, 2009) and consumer co-creation (Ramaswamy & Ozcan, 2018).
The existence of 'beer geeks' and the large followings on beer and brewery related
social media sites suggest that beer is different from most other fast moving consumer

goods. Indeed, interest in beer has led to huge social media followings in some areas.
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In recent years this interest has been fuelled by the rise of 'craft beers', and the ability of
small independent breweries to produce one-offs and specialist beers has tapped into

this.

The product category is wide ranging, featuring a plethora of different beer styles,
strengths, brands, packaging and dispensing methods. Furthermore, new product
development in the sector is rife, and product lifespans are often kept deliberately
short, thus perpetuating a continual churn of product and sense of anticipation among
followers. The large number of independent breweries in the UK covers all of these
different product variants and is often at the forefront of innovation. These market
characteristics are one of the elements which give the study of social media in this

sector a unique and dynamic quality.

5.5.1: Market characteristics

The beer market in the UK demonstrates a classic Pareto effect with a few large MNC
and national breweries taking the bulk of the market, leaving a relatively small market
share to the hundreds of SME independent breweries (Key Note Market Report, 2015).
That the market can support such a large number of small breweries is testament to the
appetite that consumers have for something that is different to the mainstream. Whilst
most of the breweries interviewed had a standard beer or range of beers which was
always available, all of them were involved in brewing 'one-offs' or specials. Sometimes
these were brewed for special occasions or times of the year, or at other times they
were the result of collaborations with other breweries. With so much going on at any
one time, social media thus becomes an invaluable tool for communicating the latest

news and keeping people updated:
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“..we've got the XXXX, which is an additional one, just for the Olympics, and we
did one for the World Cup, we did one for the rugby, so we always like, trying to
get a beer for everything really...”

Seb; IB5

“..breweries have to be constantly brewing new beers, and you know, the range,
constant rotation...”

Joe; IB7

“...we did a load of events in XXXX in January, like kind of, food and beer dinners
that were matching, and beers like XXXX, and XXXX. and a few other breweries
around the different [outlets], and then kind of, specials. So that was good that
we were able to push a lot through social media.”

Kris; IB15

This constant rotation of beers and new product launches characterises the SME
independent brewery sector. It could also be said that it mirrors the nature of social
media in that there is always something new to talk about every day. Without these
regular updates a site becomes stale, and finding material which is new and engaging
for users can be a challenge for organisations (Chan & Guillet, 2011). Whilst it might be
going too far to suppose that the need to feed social media drives this constant churn of
product development in the sector, it is not unreasonable to suggest that the product
churn drives social media in the sector. However, social media is more than just a
communications tool to tell people about these product developments — websites and
traditional advertising can do that. It is very much about creating a buzz, a relevancy,
and being part of people's lives. Whilst it is possible to see similar things in other
sectors (e.g. music or films) the fact that beer is, on paper at least, a fast moving
consumer good, makes it somewhat unique in this relationship with social media. It's

about saying to users we belong on social media, just as much as you and your friends
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do, we're part of the crowd. Once again the brewery takes on the role of an individual
engaging on social media. A key part of this is perhaps the social associations that beer

possesses.

5.5.2: “There is nothing more social than beer...”

The social aspect of beer is acknowledged in the slogan above from a prominent
independent brewery. It is consumed in a relaxed setting, usually with friends, and
whilst there is certainly an element of enjoying the product in itself, the emphasis is also
on the social atmosphere created rather than the product itself. This social element
distinguishes beer from other fast moving consumer goods, and helps support the
notion that consumer co-creation and elements of experience marketing are applicable.
When consuming a pint of beer the consumer is buying into an experience, be it taste,
contentment, intoxication or social inclusion. Social media not only allows consumers to
share this experience at the point of consumption, it enables them to connect to

networks of like-minded people:

“..there's that sense of community so I'm a XXXX drinker in Plymouth and yet |
can relate to other XXXX drinkers...”

Dom; IB1

“We often see groups of friends commenting on each other's comments, so in a
way it can bring people together socially with a topic they have mutual interest

in.

Holly; IB16

The research data reinforces the social associations of beer and confirms the existence

of online social interaction around the product. There is however a difference between
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these online social interactions and the kind of social interaction which might take place
in a pub or bar. In the online examples, social interaction is facilitated by the brewery
through their own social media sites, whereas in the pub it is not. The ability of
commercial organisations with commercial products to effect social interaction and
social inclusion is a significant departure from their traditional marketing and
operational activities. In this sense social media is changing traditional roles and the
brewery, driven by the social associations of the beer it brews, becomes an active
facilitator of social interaction alongside its more traditional role of brewing and

supplying the beer.

'Connectedness, collectivity, closeness and belonging' was one of the Nvivo nodes used
in the data analysis when considering the user benefits of being part of a social media
network. It is worth remembering that the breweries themselves are users of social
media and thus part of these networks, and the benefits of connectedness, collectivity,
closeness and belonging thus apply to them too. This reaffirms the suggestion that
traditional roles are changing and leads to a supposition that the boundaries between
suppliers and consumers are blurring. Breweries, brewers, pubs, bottle shops,
consumers and other interested individuals are all following each other on social media.
This observation has led to a theme which has been labelled 'melting pot' in this thesis
and the implications of this will be discussed more fully in the next chapter when
considering the impact of lifestyles. The unique nature of the independent brewery

sector has made this possible.

5.5.3: Summary of this section

It can be argued that beer is more than just a product. Associations and traditions
linked with beer are supported by the large 'beer geek' following that the product
attracts. Social media enhances the potential relationship dynamic with this following

by enabling closer, interactive relationships akin with experience marketing and co-
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creation of value. The unique and dynamic nature of the beer sector lends originality to
this research as few, if any other products can boast the same characteristics. The
continued growth and diversity of the sector feeds social media usage, whilst at the
same time social media usage feeds the dynamism, thus creating a self-perpetuating
relationship. This expands extant theory around consumer-brand interaction, which
tends to focus on global brands such as McDonald's, Starbucks, or Pepsico (e.g. Divol et
al 2012), or those with large fan bases such as Rangers FC, Coldplay, or Nutella (Dessart
et al., 2015). Here the principles of social media engagement, as described in the user
engagement model, go beyond simple consumer-brand interaction into something
involving all stakeholders, and associated with something that is more sector based than

brand based.

Ultimately, social media usage in the independent brewery sector is driven by the
nature of the sector, which is characterised by three things: a huge diversity in product
output; a highly dynamic rate of new product development; and a keen interest in beer
among consumers and beer enthusiasts. The resulting buzz on social media creates an
inclusive and social environment which transcends the traditional supplier-customer
relationship and brings all parties together as part of a common community. Social
media has enabled breweries to expand their traditional roles of beer producer into

something based more around social interaction and inclusion within a community.

5.6: Overall Findings from this Chapter

Whether the issues discussed above can be considered unique to the independent
brewing industry, or applied to a wider consideration of SMEs per se is open to debate.
What is proposed here is that the independent brewing industry can be distinguished by
certain characteristics. Data from the interviews suggest the following recurring

characteristics of the independent brewery industry which appear to impact directly on
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the usage of social media in the sector: varied and splintered distribution routes from
brewery to end consumer; camaraderie within the sector; the existence of influential

third party stakeholders; the social nature of beer itself.

The splintered distribution routes end the engagement of social media a significant B-2-
B (business-to-business) element as well as B-2-C (business-to-consumer). The resulting
co-creation that takes place, and 'piggybacking' of one party on another suggests a large
element of sharing, as in a community rather than a business environment characterised
by traditional market factors. Social media thus represents an alternative means of
communication in the business world. It not only changes the dynamic of the
communication, by for instance making it more immediate, it begins to blur the line
between business and social use in lieu of it being transmitted on a universal medium
used as part of most people's daily lives, whether they are at work or not. Furthermore,
the networking ability of social media means that any number of participants can be
involved at any one time, thus enabling three way relationships, for example B-2-C-2-B,

or B-2-B-2-C, or even C-2-B-2-B.

The networking potential of social media also underpins a further distinguishing feature
of the independent brewery sector — the camaraderie that exists here. The resulting
close knit communities and collaborations provide three levels of benefit to the
breweries which are practical, emotional and relational, mirroring arguments in
Lariviere et al.'s (2013) utility theory on why an individual might use social media. In
terms of networking, it tends to be brewers themselves (individuals within the brewery)
that take part, lending character to the brewery they work for and tightening the
camaraderie within the industry. The personal, emotional and relational driven
collaborations give small independent breweries a potential edge over larger
competitors in a practical sense. They also provide the independent breweries with an
identity within the community and an emotional release for employees. Once again this

is the way in which individuals benefit from engaging with social media.
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The existence of third parties represents a further unique characteristic of the sector.
Social media has enabled these third parties to flourish, at once representing both a
threat and an opportunity for small breweries, as control of marketing messages is
arguably now in the hands of consumers. In this sense the concept of consumer is
broadened to represent a wider 'beer geek' community. Breweries have to engage with
beer geeks in a way that reflects that the brewery itself is part of the beer geek
community and are themselves beer geeks. This has the potential to give the brewery a
relevance, or presence, from which to develop a commercial approach to the market as
a whole. The notion of the brewery being an inclusive part of a wider community is
underlined by the final distinguishing feature of this sector, the product itself — beer.
The social associations and traditions around beer make it more than just a product, and
enhance the potential relationship dynamic within the sector. The research data
suggests that breweries are not simply providing a product around which social
interaction takes place, they are themselves part of that social interaction. As such, the
dynamism of the independent brewery sector feeds social media usage in this sector

and the nature of social media itself feeds this dynamism.

It is therefore construed that independent SME breweries are demonstrating behaviour
more usually associated with individuals than business organisations. They can't help
using it, but their use is varied and unpredictable and can be seen in softer factors
associated with the personality of the business. This expands upon the ethos of social
media being a platform on which people (individuals) can find belonging, express
themselves, seek entertainment or learn from each other (Zhu & Chen, 2015) into
something that is applicable to organisations too. In these circumstances it is inevitable
that a personality will be evident and that the user will behave and be perceived as an
organic entity rather than a machine. Hudson et al. (2016) suggest that a brand will do
better on social media if it has an anthropomorphic (human) element attached. Here it

is suggested that the whole brewery needs to have a presence akin to an individual in
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order to engage with other individuals using the social media. This goes beyond Hudson
et al.'s (2016) description of an anthropomorphic brand, it involves real human

interaction at a genuine level.

It is finally argued here that the uniqueness of the independent brewery sector, and the
resulting complexities in terms of merging business and personal lifestyles, the close
camaraderie and networks that exists and the social nature of the product itself, give
this research originality in terms of a study of social media in business. All of the sub-
themes included in this chapter (distribution structures; camaraderie; 3 party sites;
and beer as a social product) revolve around knowledge and belonging, in what can be
construed a specialist area. Dividing the user engagement model into sections, or
quartiles, the issues of collaboration, cognitive knowledge and being part of a
community, can be predominantly associated with Quartile 1 of the model, (Figure 5.3).
This quartile represents a tight knit, highly knowledgeable community, supporting one
another, whatever their individual roles might be, in terms of brewery, bottle shop,
publican, end consumer, or just generally interested beer geek. Social media feeds and
nourishes this area, and from the breweries' perspective their role becomes one of

'partner’.

Figure 5.3
Application of sector based issues - the brewery as a partner on social media
(source: Author's own)

133



..........

Collaboration Social Media

Category
Cognitive
i User
Independent Security Psychology
Breweries as
Partners User
On Social Media Gratification

User Category

In terms of contemporary literature around service-dominant logic; co-creation of value;
and social media engagement, a number of advancement are proposed here. First,
Vargo and Lusch's (2017) call for the development of more meso level theory around
service-dominant logic has been met, by considering the roles played by multiple actors
in the co-creation of value, with social media representing a 'service eco-system' to
support resource integration and co-creation. Second, the notion of social media
enabled 'cultural life-worlds', espoused by Halliday (2016) is expanded beyond the
consumer dynamic described and into a much wider range of actors, including the
breweries, middlemen, and consumers. Similarly, contemporary studies of social media
user utility (such as Dessart et al., 2015) have been expanded here beyond consumer
communities, which are based around large brands, into wider employee-peer based
communities focused around a specific sector. Third, by considering the breweries
themselves as 'insiders', develops Kozinets' (2015) typology of user roles into a practical
application for organisations. Finally, the findings here suggest that contemporary
literature around social media engagement and utility, as depicted in the conceptual
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user engagement model, is expanded beyond traditional consumer-brand interaction to

something that involves all stakeholders and is sector based rather than brand based.

Unlike traditional marketing much of this is built upon individual personality and
genuine human engagement. Building on these sector based issues leads directly to the

following three chapters: lifestyle; relationships and control. This pathway is illustrated

in Figure 5.4.
Figure 5.4: Impact of the sector on the research themes
(source: Author's own)
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Chapter 6

Key Theme 2 - Lifestyle

6.1: Introduction

This is the second of four chapters, each based around core themes emerging from the
first and second stage coding processes. These core themes are sector context; lifestyle;

relationships; control.

The previous chapter considered how contextual issues associated with the
independent brewery sector drive social media engagement. Analysis of the data
identified three key areas of significance here. First, when engaging with social media,
breweries exhibit the behaviour and characteristics of individual human beings, as
opposed to business organisations. This is seen in the softer factors associated with the
personality of the brewery, usually deriving from individuals within the business. The
independent brewery sector is particularly character driven, both in terms of branding
and in the individuals associated with the various breweries. The suggestion that these
businesses behave more like individuals than organisations affects the way in which the

different breweries engage with social media.

The notion of the business as an individual leads to a second proposal, that belonging
and identity are significant elements of a brewery's engagement with social media. The
independent brewery sector is characterised by camaraderie and networks of
relationships, which can give these businesses a potential edge over larger rivals. The
third proposal is that small independent breweries are part of a wider community, made

up of brewers, consumers and others, all with a common interest in beer. The theme of
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being part of a community is a common thread running through the data, and it is thus
proposed that engagement with social media expands the brewery's role from being a
producer of consumer goods to an enabler of relationships. The concepts that have
emerged here of blended lifestyles, multi-level relationships and the role of the brewery
itself form the basis of this, and the following chapters: lifestyle; relationships and

control.

The subject of this chapter is Lifestyle, as underpinned by the proposal that independent
breweries are engaging with social media in the same way that an individual might. On
the surface this reflects generic c