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Abstract 

 
The intention of this study was to investigate consumer engagement behavior and 

consumer engagement on the Facebook page of Icelandair, an international airline 

operating from Iceland. Three separate studies were conducted. The first study went 

over Icelandair’s Facebook posts for the year 2018 (158 posts). The study measured 

which posts types received the most engagement, in terms of likes, reactions, comments 

and shares by using a conceptual model by de Vries, Gensler and Leeflang (2012). The 

results indicated that social posts, pictures and the interaction call-to-action had a 

positive effect on engagement. Furthermore, promotional posts and the interactivity a 

question in posts had a negative effect on engagement. The second study investigated 

through interviews the engagement behavior of Icelandair’s consumers. This was done 

by asking consumers about their engagement behavior on social media and about 

Icelandair’s Facebook page and what type of content they want to see from Icelandair. 

The third study were interviews with Icelandair’s managers to investigate the 

relationship between Icelandair and their consumers by using the bilateral contingency 

model from The Theory of the Marketing Firm (TMF). The interviews were coded and 

the results from the interviews indicated that consumers have very little memory of 

their engagement behavior, unless it is to partake in a Facebook game. Consumers 

though stated that content that they relate to, pictures, Facebook games, informational 

and entertaining content is the type of content they engage mostly with. The content 

that consumers would most like to see from Icelandair are more photos of destinations 

and flight offers. From the interview with the managers it can be seen that Icelandair by 

TMF’s definition is a customer-oriented company that bases their marketing efforts and 

strategy on research and feedback from their consumers. 

 

 

 

Keywords: Engagement, Social Media, Facebook, Icelandair, 
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1 Introduction 
 

Social media platforms such as Facebook and Twitter have changed the landscape 

of traditional and communication marketing in recent years. The era of Web 2.0 has 

seen social networking sites ranking as the most popular online activity among 

consumers all over the world (Kujur & Singh, 2017). As of July 2018, the total number 

of active internet users has reached over 4.1 billion people and social media users 3.3 

billion (Statista, 2018b). Facebook currently has over 2.2 billion users, Twitter: 336 

million users, Instagram: 1 billion users, Snapchat: 255 million users, and YouTube 

with 1,9 billion users (Statista, 2018c). With these platforms expanding every day. This 

development has created new opportunities for organizations to use social media to 

improve their internal operations and opening up new ways for them to communicate 

and collaborate with their customers, business partners and suppliers (Culnan & 

McHugh, 2010). In 2007, Facebook launched a feature called Facebook pages, 

commonly known as ‘fan pages’ which were designed to connect organizations and 

users together. Fan pages allow brands to establish a presence on Facebook and today 

there are millions of businesses using Facebook pages (Facebook, 2018). On brand 

pages consumers can interact with the organization, its brand or other consumers to 

fulfil various needs, like social interactions or for utilitarian purposes such as inquire 

information about the products (Coelho, Rita, & Santos, 2018). 

The main advantage of social media is the possibility of two-way 

communication between organizations and consumers, encouraging engagement on 

social media (Malthouse, Calder, Kim, & Vandenbosch, 2016). Consumer engagement 

has been defined crucial for brands since it allows in the long-term increase of brand 

loyalty that positively influences purchase behavior of consumers. Additionally, it is 

thought to create emotions and relationships with customers (Barger, Peltier, & Schultz, 

2016).  

With these social media platforms expanding every day it has led to increased 

competition amongst brands to stand out from one another (Olenski, 2018). Thus, it is 

vital for organizations to post content that is relevant and interesting to consumers. 

Organizations have the possibility to post whatever they want on their social media 

page, but not all content is equal in value for the organizations since organizations can 

post whatever they want on social media. Content must be properly designed so that it 

creates value for consumers for it to build a high level of engagement and aid in value 
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outcomes (Malthouse, Haenlein, Skiera, Wege, & Zhang, 2013). It is therefore, 

important for companies to understand what type of content resonates best with their 

consumers and what factors influence consumer engagement.  

This begs the question of what type of content receives the most engagement? 

How do organizations make sure they are posting relevant content for their consumers 

and what type of content do consumers want organizations to post? 

 

1.1 Research Questions and Methods of Inquiry 

This thesis is done in collaboration with Icelandair, a global airline operating 

from Iceland. Icelandair has a very active presence on social media and their Facebook 

brand page is number seven in popularity for Icelandic Facebook brand pages 

(Socialbakers, 2018). According to Jón Skafti manager at Icelandair, they have a very 

active social media strategy and a social media page (Jón Skafti Kristjánsson, marketing 

director at Icelandair, personal communication, 2018). Thus, serving as a good case 

study for this research. 
This focus of this research was to investigating engagement behavior on 

Icelandair’s Facebook brand page. This was done by using the conceptual model 

proposed by de Vries, Gensler and Leeflang (2012). Based on the conceptual model, 

Facebook posts were sorted into categories based on their content and presentation. 

Next, the engagement of the Facebook posts was measured. A similar usage of this 

model has previously been conducted on Icelandair’s Facebook posts in 2015 

(Sørensen, 2015). However, a lot has changed in the digital world since the research 

was conducted. The literature review will cover theories in the field of consumer 

engagement. However, although academic research in the field is common, it does not 

capture the continuous development of social media features and new platforms 

(Coelho, Oliveira, & Almeida, 2016; Dessart, Veloutsou, & Morgan-Thomas, 2016). 

The current research will therefore serve to re-evaluate the applicability of this model 

based on current state of Facebook. 

Furthermore, a series of interviews with marketing managers at Icelandair and 

their consumers were conducted to gain a deeper understanding of why people engage 

with organizations and their content on Facebook and how Icelandair’s conducts their 

social media strategy. The objective of these interviews was to investigate if Icelandair 

is posting content that is relevant for their consumers and to understand what content 

consumers want to see from Icelandair and their engagement behavior on Facebook. 

The relationship between Icelandair and their consumers is investigated using the 
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bilateral contingency model proposed by Foxall (2018) in the theory of the marketing 

firm. Finally, a review is conducted where the results from the interviews are compared 

to the statistical results from the conceptual model in order to gain a deeper 

understanding of the correlational relationship between brand intention and consumer 

perception and engagement of Icelandair’s brand posts on Facebook.  

 

The term ‘engagement’ has been defined a research priority by the Marketing 

Science Institute from the year 2014-2018 (2014; 2016) and limited studies have studies 

have been conducted on airlines on social media (Leung, Schuckert, & Yeung, 2013). 

Furthermore, this research contributes to the development of the research of the theory 

of the market firm, the connection between managers and consumers emphasizing the 

bilateral contingency in a framework that links organizations and consumers together in 

a social media setting. But to the researcher’s knowledge the bilateral contingency 

model by Foxall (2018) has never been used for social media engagement.  

Furthermore, this thesis supports the need to strategically design social media 

content in the marketplace by linking specific type of content to different aspects of 

social media engagement behavior. By doing so it provides guidance to managers and 

the managers of Icelandair to deliver social media content that enhances engagement on 

the social media site Facebook. 

 

This thesis will attempt to answer the following questions: 

 

1. What factors drive engagement on Facebook brand pages? 

2. What type of content drives engagement on Icelandair’s Facebook page?  

3. What is the bilateral contingency between Icelandair’s marketing managers and 

their consumers in the social media setting of Facebook? 

 

1.1 Structure of the Thesis 

This thesis includes ten chapters, including this chapter about the Introduction, 

Research Questions and Methods of Inquiry. The second chapter provides a brief 

introduction of the airline Icelandair, which is the organization this case study revolves 

around. The third chapter will go over prior literature related to the topic of this thesis. 

Chapter four explains the conceptual model used for the research to measure brand post 

engagement and study 1 conducted and the results from it. Chapter five explains the 
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second model used for this research, the bilateral contingency model from the theory of 

the marketing firm and how it is utilized in this research. Chapter six is the chapter that 

explains the second study, which is the consumer interviews and their results. Chapter 

seven explains the third study, which is the managerial interviews and their results. 

Chapter eight presents the conclusion of the studies and chapter nine provides the 

discussion of the three studies. Next comes chapter ten where the references are 

presented and at last the Appendices. 
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2 Icelandair 
 

This chapter provides a short overview of the airline Icelandair to better 

understand the company, its objectives and therefore better understand the thesis. 

 

Icelandair is an Icelandic airline that has been operating since 1937 when it was 

founded under the name Flugfélag Akureyrar in the North of Iceland (Icelandair, 

2018d). Later, in 1973, the company merged with the company Loftleiðir and become 

known as Icelandair (Icelandair, 2018a). 

 Icelandair is Iceland’s most known and widely recognized brand, representing 

the company’s service, product and character (Icelandair, 2018c). It is owned by 

Icelandair Group, an organization which mainly focuses on the international sector and 

tourism sector (Icelandair Group, 2018). Every week Icelandair operates up to 600 

flights with up to 12,000 passengers every day (Icelandair, 2018c). The business 

strategy of Icelandair is centered around Iceland’s geographical location, but Iceland is 

placed midway between the east coast of USA and Europe (Icelandair, 2018a). 

Icelandair’s flights connect 19 gateways from North America with 28 gateways in 

Europe with Iceland serving as a hub. Icelandair operates on a 24-hour rotation, where 

connecting flights leave Iceland in the afternoons and the mornings (Icelandair, 2018e). 

Icelandair has a reward club for frequent flyers called the Saga Club. Being a member 

of Saga Club, you can gather Saga Points, that can be used to purchase flights or 

products from the Saga shop, booking hotels or car rental service for example 

(Icelandair, 2018b).  

 
2.1 Icelandair Sponsorships  

Icelandair sponsors many events and charities in Iceland. Iceland Airwaves is 

one of the events that Icelandair sponsors, along with Reykjavík City. Iceland Airwaves 

is a music festival held annually in the city of Reykjavík. The festival is held in 

November and lasts for four days and nights, with music being heard from all over 

Reykjavík, from large venues to small record stores. The focus of the festival is to bring 

together the country’s emerging new talent and forward-thinking international acts. The 

festival has been widely successful with thousands of people attending, including 

journalists, agents, people from the music business etc. (Iceland Airwaves, 2018). Other 

music events that Icelandair sponsors include: The Icelandic Music Experiments and 
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Reykjavík Loftbrú (Icelandair, 2018b). Icelandair sponsors various other charities such 

as the ‘Special Children’s Travel Fund’ which is an organization that helps children 

fighting with long-term illnesses and children living under difficult circumstances. The 

funds objective is to help children and their families living in Iceland and nearby 

countries to get the chance to travel with their families (Vildarbörn, 2018). 

Furthermore, and highly noticeable this year 2018, due to the first time Iceland 

competed in the World Cup in Football, the Icelandic football team (the Football 

Association of Iceland (FAI)). Other sport sponsorships include the National Olympics, 

Sports Associations of Iceland, the Icelandic Handball Federation (IHF), the Icelandic 

Sport Association for the Disabled, the Golf Union of Iceland and the Icelandic 

Basketball Federation (Icelandair, 2018b) 
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3 Literature Review 
 

Social media has become an important facet of organizations’ marketing 

strategy due to the ever-expanding number of users on social media sites. (Peters, Chen, 

Kaplan, Ognibeni, & Pauwels, 2013). This has led companies to increasingly invest 

more in social media. A report by the Statistical Portal claims that social media 

advertising budget has more than doubled for the past few years from $16 billion in 

2014 to $31 billion in 2016 and a forecasted budget increase of $48 billion in 2021 

(Statista, 2018a). Social media marketing offers many advantages over regular e-

commerce activities, such as fast ways to drive sales or distribute content because social 

media has the potential to create virtual brand communities (Culnan & McHugh, 2010). 

However, social media has become ubiquitous and like other things needs to be 

effectively managed to employ its goals (Peters et al., 2013). So how can social media 

effectively add value to an organization and what factors drive engagement on social 

media? This chapter will cover what social media marketing is, what virtual brand 

communities are, consumer engagement, content marketing, previous research on 

engagement and the theory of the marketing firm. 

 

3.1 Social Media Marketing 

The emergence of social media has made it possible to conveniently 

communicate with a vast number of people all over the globe, share information, 

photos, opinions etc. The Chartered Institute of Public Relations (CIPR) (2013, p. 3) 

defines social media as: 

 

“Social media is the term commonly given to Internet and mobile-based 

channels and tools that allow users to interact with each other and share 

opinions and content. As the name implies, social media involves the building of 

communities or networks and encouraging participation and engagement”. 

 

Chaffey and Smith simplified this definition stating it is ‘online content created 

by people’ (Fahy & Jobber, 2015, p. 319). The rise of social media has given consumers 

more flexibility, power and visibility therefore changing the way organizations and 

consumers interact with each other (Mangold & Faulds, 2009). Consumers have started 

to become active participants of brand messages instead of being passive receivers of 
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marketing content (Mangold & Faulds, 2009). Social media differs from other medium 

(e.g., tv, newspaper, films etc.) as it is relatively inexpensive and can make the 

consumers the creators of the content (Fahy & Jobber, 2015, p. 319). This interactive 

relationship consumers have with brands over social media has been linked to a 

significant influence factor over purchasing behavior, consumer behavior aspects, 

information acquisition and post purchase communication (Fahy & Jobber, 2015, p.319; 

Mangold & Faulds, 2009). Marketers have started to extensively integrate social media 

into their traditional marketing activates (Stelzner, 2015) and are more frequently 

turning away from traditional marketing mediums such as print, broadcast, direct mail 

and telephone (Lieb, 2012; Vollmer & Precourt, 2008) and are instead becoming the 

media (Lieb, 2012). Meaning that their focus has started to shift to Facebook and other 

online social media platforms. With these social media platforms organization can 

create brand communities where customers can interact with the organization and each 

other (Coelho et al., 2018). 

 

3.2 Virtual Brand Communities 

Virtual brand community has been defined by De Valck et al. (2009, p. 185) as 

“a specialized, non-geographically bound, online community, based on social 
communications and relationships among a brand's consumers.” (Brodie, Ilic, Juric, & 

Hollebeek, 2013). Over the past two decades, the internet has become widely used and 

still expanding communications medium. It has enabled people with similar interests to 

gather online regardless of their geographical location (Thomsen, Straubhaar, & 

Bolyard, 1998). Virtual brand communities connect organizations and consumers 

together creating a platform where consumers and organizations can communicate and 

share content online (de Valck et al., 2009). Furthermore, virtual brand communities 

thrive on consumers being active participants by utilizing interactive processes that is 

comprised of multiple feedback loops and immediate communication (Hoffman & 

Novak, 1996; Prahalad & Ramaswamy, 2004). 

Creating virtual brand communities where consumers can engage with the 

organization regularly or create content and share information can create value for 

organizations. If organizations can successfully create consumer relationships, the 

consumer can feel like a part of the organization, serve as a champion for the 

organization or its products, be more willing to try out new products from the 

organization and become more resistant towards negative comments about the 
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organization (Culnan & McHugh, 2010). These virtual brand communities have been 

highlighted by recent studies to show the importance of virtual brand communities to 

brand loyalty (Coelho et al., 2018). It has been shown that consumers who have become 

fans of brand pages on social networking sites tend to be committed and loyal towards 

the brand and are more willing to receive information regarding the brand (Bagozzi & 

Dholakia, 2002). These people are also likely to visit the brand’s store more often, 

generate more positive word-of-mouth and become more emotionally attached to the 

brand (Dholakia, Bagozzi, & Pearo, 2004). One of the benefits of electronic word-of 

mouth is the extreme speed that information is able to travel at virtually no cost within 

the virtual brand community and beyond it (de Valck et al., 2009) Furthermore, 

consumers usually think that peer opinions and recommendations are more reliable than 

information coming from companies (Brown, Broderick, & Lee, 2007; Coelho et al., 

2018). Hence, social interaction that is based on other consumers experience and 

information shared amongst consumers with long-lasting relationships is a good way of 

establishing consumers’ brand trust (Bowen & Bowen, 2015; Coelho et al., 2018; 

Laroche, Habibi, & Richard, 2013; Laroche, Habibi, Richard, & Sankaranarayanan, 

2012).  

Virtual brand communities have the potential to increase value for the 

organization. This value stems from the content produced and shared by consumers 

during interaction and conversations that occur on the platform (Gutiérrez-Cillán, 

Camarero-Izquierdo, & San José-Cabezudo, 2017; Jin, Lee, & Cheung, 2010). Active 

and ongoing participation or engagement of consumers on an organization’s social 

media brand page (e.g., Facebook page) is regarded as a key functional aspect of a 

brand’s virtual community (Gutiérrez-Cillán et al., 2017; Rothaermel & Sugiyama, 

2001) and therefore imperative to ensure the survival and perseverance of the 

community (Algesheimer, Dholakia, & Herrmann, 2005; Gutiérrez-Cillán et al., 2017; 

Koh & Kim, 2004). 

 

3.3 Consumer Engagement  

In 2014-2018, the Marketing Science Institute (MSI) (2014, 2016) defined 

consumer engagement as one of the top research priorities in the field. This is due to the 

fact that there doesn’t appear to be a consensus on a common definition for consumer 

engagement in marketing literature, despite the widespread use of the term (Lin, 
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Swarna, & Bruning, 2017). The topic has thus received growing interest from 

practitioners and academics (Viglia, Pera, & Bigné, 2018). 

In marketing literature, the term engagement has been defined based on 

different focuses, for an example with a focus on brand, organization, advertising, 

community or online engagement and even the focus on consumers or customers 

(Coelho et al., 2018; Hollebeek, Glynn, & Brodie, 2014). What these literatures have in 

common is that they define engagement as a multidimensional approach based on 

cognitive, emotional and behavioral aspects (Brodie, Hollebeek, Jurić, & Ilić, 2011; 

Hollebeek et al., 2014). Brodie et al. (2011, p. 260) summarizes customer engagement 

as perspectives and stating that “customer engagement is a psychological state that 

occurs by virtue of interactive, co-creative customer experiences with a focal 

agent/object (Brand)” (Coelho et al., 2018). Vivek et al., (2012) defined consumer 

engagement as the involvement of connection that individuals create with the 

organizations created on the individual’s experiences with the organizations offering 

and activities. Jahn and Kunz (2012) explained engagement as a powerful implication 

because it can transpire actions as well as behavior that transfer into favorable brand 

outcomes. Dessart et al., (2015) said that consumer behavior drives consumer 

engagement and that behavior can be expressed through various levels of behavioral 

cognitive and effective manifestations that go further than immediate exchange 

relations. Hollebeek et al. (2014) defined engagement on social media as commenting 

on posts and interacting with brands.  

The precise definition of engagement might not be clear, but the effects of 

consumer engagement on social media has been shown. According to Brodie et al., 

(2013) consumer engagement can be used as an indicator of future business 

performance and has been shown to be a strategic importance for organizations to 

establish and sustain competitive advantage (Viglia et al., 2018). Consumer engagement 

has also led to an increase in sales, increased organization’s profitability and given 

organizations superior competitive advantage (Bijmolt et al., 2010; Gambetti & 

Graffigna, 2010; Viglia et al., 2018). Posts that receive high number of likes and 

comments reflect the brand’s post popularity (de Vries, Gensler, & Leeflang, 2012). 

Specifically, organizations social media usage and their social media post popularity 

can influence what consumers think about a brand or a product (Beukeboom, Kerkhof, 

& de Vries, 2015). 
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3.3.1 Engagement on Social Media.  

Facebook is undoubtedly the biggest player when it comes to social networking 

sites that enable consumer engagement tactics. In a short time, Facebook has shaped the 

landscape of social media with more than billion users and has become an integral part 

of many consumers everyday life. (Kabadayi & Price, 2014). Facebook offers a 

platform for researchers to access tools to quickly investigate reactions to an 

organization’s posts on social media such as the number of likes, shares and comments 

(Kim & Yang, 2017).  

Engagement on Facebook can be categorized into three behaviors ‘like, 

‘comment’ and ‘share’ (Kim & Yang, 2017) and Facebook recently added the reactions: 

‘love’, ‘sad’, ‘angry’, ‘wow’ and ‘haha’ reactions for Facebook posts as well. Facebook 

uses algorithm that gives these engagement behaviors different weight to determine 

what shows up on users feed, suggesting that each behavior implication differs from the 

other (Kim & Yang, 2017). Cho et al. (2014) explains that Facebook behaviors such as 

‘likes’, ‘comments’ or ‘shares’ indicate different level of engagement on an 

organization’s posts. However, they did not explain their argument for it (Kim & Yang, 

2017).  

High levels of engagement have shown to be beneficial for organizations, but 

why do people engage on social media? Uses and gratification theory (UGT) is a theory 

about how people find and use a particular media to satisfy their particular needs (Katz 

& Foulkes, 1962). The theory was derived from Herzog (1944) when he used the word 

‘gratification’ to specify a dimension of satisfaction reported by radio program 

audiences. From that, academics started to become interested in knowing more about 

why people engaged in different types of behavior, for example read the paper or listen 

to a radio (Wimmer & Dominick, 1994). UGT explains that people on purpose select a 

media that satisfies their needs, that allows them to realize gratification such as 

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

remuneration and personal identity (Calder, Malthouse, & Schaedel, 2009; Ko, Cho, & 

Roberts, 2005).  

On social media platforms, the goal of organizations is to attract consumers by 

producing value or gratification through content (Malthouse et al., 2013). A social 

media site can be used for various purposes. The value does therefore not come from 

the social media site itself but how the site is used. Creating an online presence on 

social media does not guarantee that customers will engage with the page or to other 
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customers (Culnan & McHugh, 2010). The content that is posted is the reason 

consumers engage with the site (Gutiérrez-Cillán et al., 2017; Jin et al., 2010). Content 

must therefore be properly designed so that it creates value for consumers for it to build 

a high level of engagement and aid value outcomes (Malthouse et al., 2013). 

 

3.4 Content Marketing  

Information is an indispensable part of marketing. Consumer behavior and 

marketing research is mainly concerned with gathering information regarding existing 

and potential consumers to potentially enhance the value of the marketing exchange for 

the consumer and thereby the organization. Marketing communications objective is 

conveying information to consumers that potentially influences their behavior (Rowley, 

2008). Most goods contain information (e.g., a loaf of bread has the content, branding 

and contact details written on the packaging). More complex goods have manuals 

written to instruct the consumer how to use the goods. Information such as this is 

indispensable for the customer to reap the full benefits from the products. Even services 

include information (e.g., a hairdresser gives its customer information how to manage 

the new hairstyle etc.). In the digital age, information becomes the most important 

marketing exchange (Janal, 1998; Rowley, 2008). 

 

The Content Marketing Institute (2018, Useful content should be at the core of 

your marketing section, para. 3) defines content marketing as: 

“Content marketing is the strategic marketing approach of creating and distributing 

valuable, relevant and consistent content to attract and acquire a clearly defined 

audience – with the objective of driving profitable customer action.” 

 

When marketing on social media the overall goal of the organization, or brand, 

is to attract audience by providing posts that create value for consumers and to build a 

strong level of engagement (Malthouse et al., 2013). Higher popularity can make posts 

more effective in conveying organizations message to engage and influence consumers 

(Lin et al., 2017). The competition and pressure on organizations to post relevant 

content is high. Facebook statistics from August 2016, indicates that the average 

number of posts shared by Facebook users every day is 4.75 billion and the average 

user is exposed to more than 1500 posts in every login (Fu, Wu, & Cho, 2017). This 
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indicates that organizations must carefully select what content to post in order to 

capture consumers’ attention and receive engagement on their posts.  

 

3.5 Previous Studies on Engagement 

Previous studies have been conducted on which type of posts and what factors 

influence engagement on social media. Usually the posts were categorized after post 

type, content and other control variables. Then engagement was measured by using the 

total number of likes and comments of the posts. When Facebook users post content on 

Facebook, they can select between posting a text, image, link, picture and or videos. 

Furthermore, the posts can vary in interactivity and how much vividness they display. 

Previous studies have tried to account for different levels of vividness and interactivity 

for posts related to engagement. 

 

3.5.1 Interactivity. 

Scholars such as Stromer-Galley (2004) and Steuer (1992, p.84) have defined 

interactivity as “the extent to which user can participate in modifying the format and 

content of a mediated environment in real time”. Posts on social media can vary in 

interactivity, for example a poll posted on Facebook where users can vote their answer, 

or a question asked in a post encouraging user to comment their answer, or just a link 

posted for consumers to click-on. Previous studies on interactivity on social media have 

shown that interactivity is associated with positive attitudes toward websites (Coyle & 

Thorson, 2001; Liu & Shrum, 2002) and companies (Fortin & Dholakia, 2005). Chua 

and Banerjee (2015) found that interactivity is related to a organizations ability to 

attract comments and likes and shares. When consumers take actions such as clicking 

on links or customizing features like adjusting the thermostat, consumers get the feeling 

of control (Liu & Shrum, 2002) which increases their self-efficacy (Tafarodi, Milne, & 

Smith, 1999), leading to increase in satisfaction (Judge, Bono, & Locke, 2000). Liu et 

al. (2017) explains that this feeling of satisfaction and control will elicit more electronic 

word of mouth (eWOM) behavior on Facebook. Further studies confirm this and 

specially question-answer dialogue, contest, promotions and links to websites and 

online votes have found to increase engagement (Chua & Banerjee, 2015; de Vries et 

al., 2012; Erdoğmuş & Tatar, 2015). 
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3.5.2 Vividness.  

Vividness was defined by Steuer (1992) as being related to the breadth and 

depth of a content. Breadth meaning the number of sensory-dimensions that are being 

stimulated by the content. Meaning if there are many factors such as sound, video, color 

etc. the more vivid it is. Depth meaning the resolution and quality of the content. Lin et 

al (2017) explained vividness as the way a brand post appeals to an individual’s senses. 

That posts can attain vividness by adding dynamic animations, colors and pictures. 

Vivid brand posts are known to add to the salience or prominence of brand posts (de 

Vries et al., 2012; Lee, Hosanagar, & Nair, 2013). Vivid brand posts on social media in 

Singapore have found that vivid posts get more likes, comments and shares then less 

vivid posts (Chua & Banerjee, 2015; Lee et al., 2013). It is more likely that the 

consumers will recognize a post if it is more vivid (Lee et al., 2013). A video is more 

vivid than a picture since a video can stimulate both the visual and auditory senses (Lee 

et al., 2013). Further studies have found that videos and images on Facebook receive 

more engagement than posts containing just texts. Furthermore, research shows that 

images are more powerful source of engagement than videos are (Sabate, Berbegal-

Mirabent, Cañabate, & Lebherz, 2014).  

 
There have been conducted several studies on what post types and factors 

increase engagement on Facebook. Where various factors have been tested to find out 

which factors has a positive effect on engagement. In Table 1 a summary of previous 

studies is presented. The Table indicates that the findings have been relatively 

consistent. Almost all the studies mentioned that entertaining posts increase 

engagement. Furthermore, informational posts and vivid posts are frequently mentioned 

as engagement factors. 
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Table 1. Summary of Previous Studies Engagement Factors. 

Author and Year Factors that Increase Engagement 

Gaber & Wright (2014) Incentives 

Entertainment 

Shen & Bissel (2013) Entertaining content 

Pletikosa Cvijikj & 

Michahelles, (2013) 

Entertaining content 

Informative content 

Remunerative content 

Vividness 

Lin et al. (2017)  Vividness 

Interesting posts 

Practical posts 

Personalized posts 

Interactive posts 

Lee et al. (2013) Accessible posts 

Practical posts 

Informative posts 

Entertaining posts 

Fedric Kujur and Saumya 

Singh (2017)   
Vividness 

Interactivity 

Entertaining posts 

Informational posts 

Liu et al. (2017)  Vividness 

Emotional appeals (i.e. when posts were attempting 

to arouse emotions or appealing to reasoning) 

 

Consumers are different and vary in their preferences and especially depending 

on the industry the organization operates in. It is important that organization find out 

what their consumers preferences are (Hoffman & Fodor, 2010). It is especially 

important in today’s market where competition is fierce (Foxall, 2018). But how do 

organizations find out they are producing content that their consumers will like? 
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3.6 The Theory of the Marketing firm  

In modern economics, organizations face colossal competition from other 

organizations. Over the years the market has changed from organizations problems 

being keeping up with mass production and the ability to meet supply over to increased 

competition with other organizations. Furthermore, consumers have started to become 

more informed and demanding. This has led to a change in organizations’ strategy and 

the focus of organizations has changed to win over consumers through marketing 

activities to ensure consumers-long term existence (Foxall, 1999). 

The aviation market is no exception from that and has over the past two decades 

seen a tremendous change. Terrorist attacks, increased competition and rising fuel costs 

(Shane, 2018) have transformed the industry. Today, consumers are more price-

sensitive and many airlines feel the pressure by updated security and regulations around 

airports (Jarach, 2004). This means that marketing has never been more important to the 

industry than now. Airlines have started to use Facebook brand pages to deliver 

promotional material, attract new customers, distribute information and participate in 

user engagement (Leung et al., 2013). This seems to indicate that airline companies are 

becoming increasingly focused on marketing.  

This change in the market place calls for a change in organizations strategy. In 

other words, organizations should put their focus on serving and winning over 

consumers through marketing activates in order to ensure consumers long term 

existence (Foxall, 2018). From a marketing point of view Foxall (1999) has proposed 

the theory of the marketing firm (TMF). TMF provides a theoretical assessment to 

answer the question why firms exist? According to TMF when organizations focus on 

marketing, they recognize that consumers are the most important reason a firm exist. 

Meaning that for firms to exist they must satisfy the needs of their consumers and adopt 

customer-oriented marketing management (Foxall, 1999). According to Foxall firms 

should create a strategy that focuses on creating a long-term sustainable relationship 

with their consumers, though at the same time try to attract new ones. This means that if 

organizations understand consumer behavior and meet consumers demands it will lead 

to a profitable organization as well as satisfied customers. Consumers’ behavior can be 

explained as their response to what the firm offers. In summary, firms create and offer 

marketing mixes (i.e. price, product, place and promotion) that the consumers respond 

to. Meaning that the marketing mix determines the behavior of the consumer and 

managers. The marketing mixes serve as discriminative stimuli for consumers and this 
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discriminate stimulus can entail either a rewarding or punishing response (Foxall, 

2018). Furthermore, this discriminant stimuli serves as a feedback to firms that they can 

create and modify marketing mixes that can maximize business interest and meet 

consumers’ need. This type of interaction gives rise to interlocking relationships 

(Biglan & Glenn, 2013; Glenn, 2004). This type of interaction can according to Foxall 

(1999) can be explained as operant behavioral contingencies of reinforcements in 

contextual system. Foxall (1999) labeled this relationship between organizations and 

consumers as bilateral contingency. Foxall explains it as the existence of the marketing 

firm is dependent on maintaining this bilateral contingency where the marketing firm is 

able to retain and attract new customers by creating relevant marketing mixes.  

 There have not been many studies that have researched the application of the 

theory of the marketing firm (Foxall, 2015; Vella & Foxall, 2011; Vella, 2015). Therefore, 

this research will further contribute to the literature on the theory of the marketing firm. 

With a focus on aviation and engagement behavior.   

 

3.7 Research Design  

The three studies in this thesis will be divided into three separate chapters. The 

first chapter is about the conceptual model where Icelandair’s Facebook page posts will 

be quantitatively analyzed. Next comes a chapter about the interviews with Icelandair’s 

consumer and then the chapter about the interviews with the managers at Icelandair. 

Following chapters include the results and a discussion of the studies. Each chapter is 

sub-divided into sections explaining the experimental design and the results. 
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4 Study 1 - The Conceptual Model 
 

For this thesis the conceptual model created by Vries, Gensler and Leeflang 

(2012) will be utilized. The conceptual model has though been modified in regard to 

changes in Facebook and to better fit the specific circumstances of Icelandair. This 

chapter will go over the conceptual model and the changes applied, the methodology 

and the results from the analysis. 

Vries, Gensler and Leeflang (2012) defined brand post popularity as the number 

of ‘likes’ and ‘comments’ on a brand page posts. In their research the authors created a 

conceptual framework based on six factors to measure the popularity of brand posts 

(see Figure 1). The factors were: Vividness, interactivity, entertainment, informative 

content, position of brand post on the brand page and the valence of the comments on 

the brand post. The control variables used for their research were: The day of the week 

the post was posted, the length of the message of the brand post and product category of 

the post. These factors were used to measure the brand post popularity. This model has 

been very popular to measure brand post popularity and has been used in various 

studies and cited 302 times on Web of Science and 1079 on Google Scholar (In 

November 2018).  

 

 

Figure 1. The Conceptual Model by de Vries et., al (2012) 
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In the framework proposed by de Vries et al. the model has four levels of 

intensity for the categories: Vividness and interactivity (none, low, medium and high) 

see in Table 2. A low level of vividness is defined as a picture posted on the brand page 

and medium level is an event that the brand advertises on their brand page. A high level 

of vividness is a video posted. With regards to interactivity, a low level is a link to a 

website, mainly news sites or blogs but never to the company website. A low level is 

also a vote where brand fans are able to vote on things like what design they like best 

etc. Medium interactivity is a call-to-action urging brand fans to do something such as 

visiting a website or like this post. Medium interactivity can also be a contest where 

brand fans are asked to do something to win the contest. High interactivity can be a 

question where brand fans are asked to comment an answer to a question or participate 

in a quiz where brand page fans can get a chance to win prices. However, the authors 

ended up excluding the ‘quiz’ option and ‘events’ because brands did not post this type 

of content often enough.  

 

Table 2. The Levels for the Category’s Vividness and Interactivity from the de Vries Model 

Level Vividness Interactivity 

Low Picture Link to a website 

Voting 

 

Medium Event Call to act 

Contest 

 

High Video Question 

Quiz 

 

The next factors are the content of the posts (i.e., ‘entertaining’ content or 

‘informative’ content). de Vries et al., (2012) defined posts that are informative to be 

information about the product or its brand. Entertaining posts are posts which do not 

contain brand related content but are humorous and entertaining posts. Furthermore, 

they included a category for posts that do not fit into these two categories. The factor 

‘valence of comments’ is the total number of positive, neutral and negative comments 

on a post where they computed the ratio of the comments to the total number of 

comments on a post. They used the neutral comments as a base category in their 

studies. Furthermore, ‘position’ was defined as the position of the posts by the number 

of days the posts was on top of the brand page. 
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4.1 The Modified Framework 

This thesis will use the foundation of the conceptual model proposed by Vries, 

Gensler and Leeflang with some modifications to better fit the circumstances of 

Icelandair and modifications which account for how social media has changed in recent 

years. Since de Vries et al., published their model in 2012 there have been numerous 

changes made to social media platforms such as Facebook, like the addition of a ‘share’ 

button and ‘reaction emojis’. The modified version of the framework is explained in the 

following subsections. 

4.1.1 Vividness. 

In this authors opinion, Vries et al., seemed fairly vague with regards to how 

photos are defined in the conceptual model. According to de Vries et al., Pictures are 

defined as low vividness, events as defined as medium vividness and videos are high 

vividness. (de Vries et al., 2012). However, one can argue that one photo is not equal to 

another photo and may vary greatly in their degree of vividness (e.g., a photo with big 

bold text written on it can contain more vivid sensory information compared to the 

same photo without the text). Like the phrase says, “A picture is worth a thousand 

words” and one single image can convey a complex idea and deliver vast amount of 

information to the viewer (Zimbardo, 1992). Research has shown that viewers report 

higher effectiveness towards tourism photographs in advertisements when the photos 

include text in a language the viewer knows (Li, Huang, & Christianson, 2016). The 

text on the image can be displayed in a different color or with a larger font size 

compared to the default sized font on the surrounding Facebook page. This may 

therefore be able to capture the consumer’s attention more effectively.  

This research accounts for this by replacing the medium level of vividness (i.e., 

event) with ‘photos with text’. The reason why the ‘event’ level was removed from the 

is because Icelandair does not post events on their brand page on Facebook. Therefore, 

in this modified version of the framework, the levels the variables for vividness are: 

none, low (i.e., photo), medium (i.e., photo with text), and high (i.e., video). 

4.1.2 Interactivity. 

According to de Vries et al., interactivity has four categories: None, low (link 

and voting), medium (call to act and contest) and high (question and quiz). It was 

decided to skip the level ‘voting’, ‘contest’ and ‘quiz’ since they hardly come up on 

Icelandair’s Facebook page. For this research four levels of interactivity are recognized: 
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None, low for link to website other than Icelandair’s, medium for call-to-act such as 

‘tag a friend in this post’, and high for a question. This can be seen in Table 3. 

 

Table 3. The Modified Categories and the de. Vries Categories for Vividness and Interactivity 

Level de Vries et al., 
Vividness 

New 
Vividness 

de Vries et al. 
Interactivity 

New 
Interactivity 

Low Picture Picture Link, 

Voting 

Link 

Medium Event Picture with 

text 

Call-to-act, 

Contest 

Call-to-act 

High Video Video Question, 

Quiz 

Question 

 

4.1.3 Post Types. 

There are very few posts on Icelandair’s brand page that fit the ‘entertaining’ 

description by de Vries et al. There are also vast amounts of posts which would be 

labeled ‘informative’ such as posts about various types of flight destinations, flight 

updates, offers and promotions. Furthermore, Icelandair posts vast amounts of posts 

about projects they sponsor and events such as the Icelandic national soccer team and 

the Special Children’s Travel Fund. Icelandair also posts a lot of post containing 

various offers (e.g. ‘hraðtilboð’), marketing campaigns, Facebook contests and games 

etc. All of these posts will be considered as ‘promotional’ posts, as these posts are 

generated to promote sales and create customer awareness for service provided.  

With these posts the following categories are proposed for the de Vries model 

for Icelandair: ‘Informative’ posts, ‘social’ posts, ‘entertaining’ posts and ‘promotional’ 

posts. Meaning that the two categories ‘social’ and ‘promotional’ are added to the 

framework since Icelandair posts many of these types of posts on their Facebook page. 

Furthermore, the ‘valence of comments’ in the model has been removed from 

the model. The reason for that is it proved hard to estimate whether a comment was 

negative or positive and many comments had both negative and positive aspects in 

them. Furthermore, the analysis would add an additional qualitative factor to the 

analysis, requiring significant effort to limit errors and bias during evaluation and 

analysis. It was therefore decided to remove this variable from the model. The ‘position 
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of brand post’ was also removed, since the focus of this research was on the effects of 

post categories on popularity not post position. 

For the measurements it was decided to add ‘shares’ and ‘reactions’ as a 

measurement in addition to ‘likes’ and ‘comments’. ’Shares’ plays an important role 

since it indicates additional commitment from consumers to spend the effort to ‘share’ a 

brand post (Kim & Yang, 2017; van Dijck, 2013). If a post is shared often the more 

popular it is. Furthermore, Facebook ‘reactions’ involve a slightly increased amount of 

commitment compared to a ‘like’ because the consumer is required to press and hold 

the button and select the desired ‘reaction’. For the control variable ‘product’ category’ 

was removed since it does not apply to Icelandair since they only offer one type of 

service. In Figure 2 the modified framework can be seen. 

Figure 2. The Modified Framework Utilized in this Thesis 
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4.2 Methodology 

 

4.2.1 Data. 

The data was collected from Icelandair’s Facebook brand page from the period 

7 November 2018 – 1 January 2018. In total there were collected 181 posts, but it was 

decided to use 158 posts. The posts that were removed were a Facebook game, where 

various clues were posted repeatedly to Icelandair’s Facebook page in a row. This 

Facebook game was specifically made for Seattle USA, where people had to solve clues 

to find a physical location of tickets to win. These posts were unusual from other posts 

posted on Icelandair’s Facebook page and received very little engagement and since it 

was location specific it was decided to remove. 

The data was coded manually by the researcher. The data was then entered into 

the statistical software SPSS and a regression analysis was conducted.  

 

4.2.2 Categorization. 

The posts were categorized into the categories ‘informative’, ‘entertaining’, 

‘promotional’ and ‘social’ posts. Furthermore, each post was also categorized by the 

level of vividness and interactivity and the level of engagement for each posts was 

noted. It was decided to add all the reactions up into one category (e.g. combine the 

reactions ha-ha, wow, love, sad, angry), since some reactions hardly ever came up and 

most of the ‘reactions’ were positive.  

Icelandair is a global organization so their posts are posted in multiple 

languages. For this research, only posts written in Icelandic and English are taken into 

account. These posts are labeled separately in the research since the demographic varies 

considerately in size. The posts will be referred to from now on as ‘Icelandic posts’ and 

‘Global posts’.  

 

4.2.3 Informative Posts. 

Informative posts are posts that contain information about the organization such 

as about specific products, brand or marketing activities (de Vries et al., 2012; 

Muntinga, Moorman, & Smit, 2011). These posts give consumers more information 

about products enabling them to make better informed choices (Muntinga et al., 2011). 

Previous studies have found that people become fans of brand pages because they have 
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a positive experience with the product so being able to search for information is 

important for people engaging with brand pages (Lin & Lu, 2011; Park, Kee, & 

Valenzuela, 2009). De Vries et al (2012) said that brand posts that contain information 

such as release dates or product description makes consumers more motivated to 

respond to posts and engage with them. If consumers are motivated, they are more 

likely to comment on posts (Cvijikj, Spiegler, & Michahelles, 2011). 

There are a large number of posts on Icelandair’s brand page that can be 

labelled ‘informative’ such as posts about flight destinations, flight updates, posts about 

Saga Club etc. that fall into the category informative posts. Therefore, a category 

named ‘informative’ was added. 

 

4.2.4 Entertaining Posts. 

Entertaining posts are posts that are not necessarily brand related or product 

related but instead they are posts that contain for example humorous videos or 

anecdotes, slogan, teasers or wordplay (Pletikosa Cvijikj & Michahelles, 2013). 

Previous studies have found that entertainment is a very important factor that affects the 

behavior of social networking sites users (Kulviwat & Sledgianowski, 2009; Lin & Lu, 

2011).  

There are very few posts on Icelandair’s brand page that fit the ‘entertaining’ 

category as defined by de Vries et al. Icelandair’s posts are more about posts that 

interest consumers instead of making them laugh. Entertaining posts will therefore 

include posts that have interesting photos, pictures or videos and Facebook games.  

 

4.2.5 Promotional Posts. 

Promotional posts are posts that contain information that is indirectly or directly 

related to rewards such as promotions, free trials, special offers, coupons etc. to attract 

consumers attention (Pletikosa Cvijikj & Michahelles, 2011; Wood, Ray, & Messinger, 

2013). Previous studies have shown that remuneration motivation increases engagement 

of consumers on social networking sites and brand related online activates because 

consumers expect to gain rewards or incentives (Youcheng & Fesenmaier, 2003). 

Icelandair also frequently publishes post containing various ‘flash-offers’ (e.g., 

‘hraðtilboð’), marketing campaigns, Facebook contests and games etc. Therefore, it was 

decided to add a new category named ‘promotional’ posts, as these posts are generated 

to promote sales and create customer awareness for service provided. 
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4.2.6 Social Posts. 

The last category of posts types is social posts. Posts that have social activities 

or sponsorships in them. Social has been defined as relating to society or its 

organization (Oxford Online Dictionary, 2018). Social posts have been defined as 

messages designed to encourage participation from consumers, they include questions 

and statements and give users the chance to respond and facilitate in interaction 

(Pletikosa Cvijikj & Michahelles, 2013). When consumers engage in discussion about 

the brand, they add value to the brand (Muntinga et al., 2011). Because social posts are 

used to encourage interaction on Facebook, consumers might be more likely to exhibit 

more engagement behavior towards social posts (Luarn, Lin, & Chiu, 2015). 

Icelandair posts vast amounts of posts about projects they sponsor and other 

social events. Therefore, a category named ‘social’ posts was added. A social post is a 

post that notifies consumers of events or social activities and informs people about the 

various sponsorships Icelandair offers such as about the Icelandic football team. 

Furthermore, posts that take a stand on social issues is categorized into social posts. 

 

4.2.7 Procedure. 

When the posts had been categorized, they were analyzed using descriptive 

statistics and multiple regression. The four dependent variables of engagement were 

used a indicators of brand post engagement and are the number of ‘likes’ (y1), ‘number 

of comments’(y2), ‘number of shares’ (y3) and ‘number of reactions’ (y4). All of which 

are count data. The structural model can be seen below and the definition for the 

variables can be seen in Table 4.  

 

!"# =	∝ 	+ exp(	∑ -.	/0/01	.# + ∑ -2	03	2# +	-"	0456# + -7	8498:9304# +
;
2<=

;
.<=

	->	?:6@69064# +	-A	B6C03D#			) + F"#  

 

As can be seen in Table 4 the dependent variables are count data and all the 

independent data are dummy variables. The dependent variables are assumed to follow 

a Poisson distribution and the data has been turned into logarithm for the regression 

since not doing so would weaken the regression models (Tabachnick & Fidell, 2014).  
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Table 4. Structural Model Variables 

Factor Scale Explanation 

yij Count Y1j, y2j, y3j or y4j: The number of ‘likes’, ‘comments’, 

‘shares’ and ‘reactions per brand post j  

vividfj Dummy Indicates whether the vividness characteristic f is present or 

not in a brand post j (baseline category is no vividness) 

iagj Dummy Indicates whether the characteristics of interactivity of g is 

present in a brand post (baseline category is no interactivity) 

infoj Dummy Indicates whether the post is informational (baseline 

category is no information) 

entertainj Dummy Indicates whether the post is entertaining (baseline category 

is no entertainment) 

promotionj Dummy Indicates whether the post is promotional (baseline category 

is no promotion) 

socialj Dummy Indicates whether the post is social (baseline category is no 

social) 

eij  e1j, e2j, e3j or e4j: Normally distributed error terms for the 

dependent variables 

 

4.2.8 Interobserver Agreement Test. 

In order to ensure validity of the post categorization, an interobserver agreement 

test was conducted. The interobserver agreement test used was based on Poling et al., 

(1995) test which uses the formula presented to evaluate the strength of the coding of 

the categorization: 

 

GH =
I

IJK
 * 100 

 
Where A represents the number of times two individuals agree on the 

categorization of the post and D is the number of times the individuals did not agree. A 

random sample of 50 posts were selected from the data and where an individual and the 

researcher separately labelled the posts into the four post types ‘informative’, 

‘entertaining’, ‘promotional’ and ‘social’ posts. The results were then compared and put 
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into the formula. The results indicated that 41 times the individuals agreed and 9 times 

they disagreed. This gives the following formula: 

GH = 	
41

41 + 9
∗ 100 = 82	 

 

This was deemed sufficient to continue with the research. 

 

4.3 Results 

This section will go over the results from the data gathered. The data was 

gathered from Icelandair’s Facebook page for the period of 7 November 2018 – 1 

January 2018. The data was manually coded by the researcher. This section will provide 

descriptive statistics for the post data and the results of the multiple regression 

conducted. The data was divided into three categories, all posts (158 posts), Icelandic 

posts (77 posts) and global posts (81 posts). The statistics and results will be reported 

for each category. 

 

4.3.1 Descriptive Statistics. 

In this section the data will be analyzed in terms of frequency, mean and 

standard deviation. 

4.3.2 Frequency and Percentage of Media and Post Types.  

The frequency and percentage of media and post types can be seen in Table 5 

below. Around 98,09% of the ‘all posts’ were vivid, overall photos were 58,22 %, 

where 31,64% included a picture without text, and 26,58% included picture with a text 

and 39,9% included video. For the Icelandic posts 59,7% of the posts included a 

picture, where 22,07% were just pictures and 37,66% were pictures that included text 

and posts that included video were 38,96%. Icelandic posts and global posts were 

similar in frequency for vividness, though Icelandic posts had more photos with texts or 

37,66% but global posts only 16%.  

 Around 64,6% of ‘all posts’ included some kind of interactivity. The most 

popular was a question or 52,53%, then a call-to-act with 7,59% then a link 4,43%. 

Icelandic posts had more interactivity in their posts than global posts or 23,37% of 

Icelandic posts had no interactivity but global posts had 46,9% of their posts without 
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interactivity. Furthermore, a question was the most popular interactivity for both 

Icelandic and global posts. 

 As for post types for all posts, 26,66% of the posts were informational, 13,29% 

of the posts were entertaining, 42,4% of the posts were promotional and 15,2% of the 

posts were social posts. For Icelandic posts promotional posts were the most popular or 

51,95% of the posts. The second most popular for Icelandic posts was entertaining posts 

or 22,07% then social posts 14,28% and informational posts or 11,69%. For global 

posts the most popular post type was informational posts or 45,68% then promotional 

posts or 24,69%, then social posts 16,04% and entertaining posts 13,59%. 

 

 
Table 5. Frequency and Percentage of Media and Post Types  

Media/Post type  Level All Posts  Ice. Posts  Global Posts  

   Freq % Freq. %   Freq % 

Vividness  
Photo 

Photo w. t 
Video 

None 
Low 

Medium 
High 

Total: 

3 
50 
42 
63 
158 

1,9% 
31,6% 
26,6% 
39,9% 
100% 

1 
17 
29 
30 
77 

1,30% 
22,07% 
37,7% 
39,0% 
100% 

2 
33 
13 
33 
81 

2,47 % 
40,7% 
16,0% 
40,7% 
100% 

Interactivity  
Link 

Call-to-act 
Question 

None 
Low 

Medium 
High 

Total: 

56 
7 
12 
83 
158 

35,4% 
4,4% 
7,6% 
52,5% 
100% 

18 
0 
9 
50 
77 

23,4% 
0% 

11,7% 
64,9% 
100% 

38 
7 
3 
33 
81 

46,9% 
8,6% 
3,7% 
40,7% 
100% 

Information  No Inform. 
Information 

Total: 

112 
46 
158 

70,9% 
26,6% 
100% 

68 
9 
77 

88,3% 
11,7% 
100% 

44 
37 
81 

54,3% 
45,7% 
100% 

Entertainment  No Entert. 
Entert. 
Total: 

137 
21 
158 

86,7% 
13,3% 
100% 

60 
17 
77 

77,9% 
22,1% 
100% 

70 
11 
81 

86,4% 
13,6 

100% 
Promotion  No Promo. 

Promotion 
Total: 

91 
67 
158 

57,6% 
42,4% 
100% 

37 
40 
77 

48,05% 
51,9% 
100% 

61 
20 
81 

75,3% 
24,7% 
100% 

Social  No Social 
Social 
Total: 

134 
24 
158 

84,8% 
15,2% 
100% 

66 
11 
77 

85,7% 
14,3% 
100% 

68 
13 
81 

84,0% 
16,0% 
100% 
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4.3.3 Frequency and Percentages of the Dependent Variables for Media Types. 

Below in Table 6 the percentage and frequency of the dependent variables for 

media types will be presented. Overall Icelandair’s Facebook page generated in total 

186.157 likes, 14.257 comments, 13.364 shares and 18.865 reactions for the data 

gathered. Pictorial content generated the highest percentage of likes or 73,97%. 

However, the category pictures generated the most likes or 57,36%, but pictures with 

text only 16,6% of the likes. Videos received 23,95% of the likes and no vividness or a 

Facebook status generated 2,08% of the likes. Fans shared videos the most or 46,6% of 

the time. Pictures received the most comments or 60,34% but pictures with texts only 

15,7%. Pictures also received the most reactions or 53,82% and pictures with text only 

11,8%. Posts that had no interactivity received the most likes or 65,6% of the likes, next 

came a question with 23,8% of the likes, link received 2,1% of the likes and call-to- act 

received 8,5% of the likes. The distribution is similar with reactions and share, but for 

comments call-to-action receives the highest percentage of likes or 48% then no 

interactivity with 28,9% of the likes. 

 For Icelandic posts in total there were generated 27.121 likes. Where pictures 

received the most likes or 38,6% however, there is less difference between pictures and 

pictures with text than all data or pictures with text received 31,35% of the likes. 

Videos then came in third with 29,7% of the likes. A Facebook status or a post with no 

vividness only received 0,28% of the likes. A picture received the highest number of 

comments or 61,3% of the comments. In second place was a picture with text with 

26,6% and then videos with 11,8%, posts with no vividness only received 0,34% of the 

comments. Videos received the highest percentage of shares or 49,5% then pictures 

with text 28%, then picture with 22% and no vividness only received 0,16% of the 

shares. For interactivity there was no link posted in the Icelandic posts. A question 

received the highest percentage of the likes or 53,2% of the time, then no interactivity 

with 30,68% of the likes and a call-to-act 16,14%.  The percentage for share was 

similar to likes and the reactions, though posts with no interactivity received higher 

percentage or 42,2%. For comments call-to-act received the highest number of 

comments, then a question with 27% of the comments and then none interactivity 4,4%.  

 For global posts, pictures received the highest number of likes or 60,55%, and 

pictures with text only 14,09%. Then videos with 22,97% of the likes. The percentage 

is similar for the dependent variable’s reactions and comments. However, for share, 

videos received the highest number of shares or 46,15%, then a picture with 40,98% 
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and pictures with text 11,86% and no vividness 1,01%. For interactivity in global posts, 

no interactivity receives the highest number of likes or 71,5%, then a question with 

18,83%. The percentage stays similar for all the categories except for comments, for 

comments no interactivity receives the highest number of comments or 42%, then call-

to-action with 37% and a question 18,46% and link 2,1%. 

 



Table 6. Frequency and Percentage of the Dependent Variables for the level of Vividness and Interactivity. 

Posts Media Type Level Operationalization Likes 
Freq 

Likes 
% 

Comments 
Freq 

Comments 
% 

Share 
Freq 

Share 
% 

Reactions 
Freq 

Reactions 
% 

All Posts Vividness None 
Low 
Medium 
High 
Total 

 
Picture 
Picture w text 
Video 

3.877 
106.783 
30.912 
44.585 
186.157 

2.08% 
57.36% 
16.61% 
23.95% 
100% 

213 
8.710 
2.240 
3.094 
14.257 

2.24%  
60.34%  
15.71%  
21.70%  
100.00% 

120 
5132 
1884 
6228 
13.364 

0.89%  
38,4%  
14.10%  
46.60%  
100.00% 

294 
10.153 
2.228 
6.190 
18.865 

1.56% 
53.82 % 
11.81% 
32.81% 
100.00% 

 Interactivity None 
Low 
Medium 
High 
Total 

 
Link 
Call to act 
Quest 
 

122.103 
3914 
15.776 
44.364 
186.157 

65.59% 
2.10% 
8.47% 
23.83% 
100% 

4.120 
194 
6.879 
3.064 
14.257 

28.90%  
1.36%  
48.25%  
21.49%  
100.00% 

9.455 
325 
1.178 
2.406 
13.364 

70.75%  
2.43%  
8.81%  
18.00%  
100.00% 

13.772 
359 
1.410 
3.324 
18.865 

73.00%  
1.90%  
7.47%  
17.62%  
100.00% 

Icelandic 
Posts 

Vividness None 
Low 
Medium 
High 
Total 

 
Picture 
Picture w text 
Video 
 

77 
10.480 
8.503 
8.061 
27.121 

0.28%  
38.64%  
31.35%  
29.72%  
100.00% 

17 
3.072 
1.334 
592 
5.015 

0.34%  
61.26%  
26.60%  
11.80%  
100.00% 

3 
407 
517 
907 
1.834 

0.16%  
22.19%  
28.19%  
49.45%  
100.00% 

2 
629 
362 
568 
1.561 

0.13%  
40.29%  
23.19%  
36.39%  
100.00% 

 Interactivity None 
Low 
Medium 
High 
Total 

 
Link 
Call to action 
Question 
 

8.322 
- 
4.376 
14.423 
27.121 

30.68% 
- 
16.14% 
53.18% 
100% 

220 
- 
3.437 
1.358 
5.015 

4.39% 
- 
68.53% 
27.08% 
100.00% 

505 
- 
320 
1.009 
1.834 

27.54%  
 - 
17.45%  
55.02%  
100.00% 

659 
- 
217 
685 
1.561 

42.22%  
- 
13.90%  
43.88%  
100.00% 

Global 
Posts 

Vividness None 
Low 
Medium 
High 
Total 

 
Picture 
Picture w text 
Video 
 

3.800 
96.303 
22.409 
36.524 
159.036 

2.39 %  
60.55%  
14.09%  
22.97%  
100.00% 

196 
5.638 
906 
2.502 
9.242 

2.12%  
61.00%  
9.80%  
27.07%  
100.00% 

117 
4.725 
1.367 
5.321 
11.530 

1.01%  
40,98%  
11.86%  
46.15%  
100.00% 

292 
9.524 
1.866 
5.622 
17.304 

1.69%  
55.04%  
10.78%  
32.49%  
100.00% 

 Interactivity None 
Low 
Medium 
High 
Total 

 
Link 
Call to action 
Question 
 

113.781 
3.914 
11.400 
29.941 
159.036 

71.54%  
2.46%  
7.17%  
18.83%  
100.00% 

3.900 
194 
3.442 
1.706 
9.242 

42.20%  
2.10%  
37.24%  
18.46%  
100.00% 

8.950 
325 
858 
1.397 
11.530 

77.62%  
2.82%  
7.44%  
12.12%  
100.00% 

13.113 
359 
1.193 
2.639 
17.304 

75.78%  
2.07%  
6.89%  
15.25%  
100.00% 



4.3.4 Frequency and Percentage of the Dependent Variable for Post Types. 

In Table 7 below the frequency and the percentage of the dependent variable are 
presented. For all posts promotional posts were posted the most often or 42,4% of the 
time, then informational posts or 26,66%, social posts 15,2% and entertaining posts 
13,29%. For all posts the brand post type that received the highest number of likes were 
promotional posts or 31,6%, however it was close between informational posts with 
30,14% of the likes and social with 28,56% of the likes. Entertaining posts only 
received 13,28% of the likes. Promotional content also received the highest number of 
comments or 58,1%. Social posts received the highest number of shares or 37% and 
also for reactions or 34,5%.  
 Among the Icelandic post, promotional posts were most often posted or 51,95% 
of the time, then entertaining posts 22,07%, social posts 14,28% and informational 
posts 11,69% of the time. Promotional posts received the highest number of likes or 
46,99% of the likes and social posts with 36,3% of the likes. Promotional post also 
received the highest number of comments or 85,6%. Promotional and social posts were 
the posts that were most shared or 41,66% each. For reactions social posts received the 
highest number of reactions or 52,7% then promotional posts with 31,26%. 
 For Global posts informational posts were most often posted or 45,68% and then 
promotional 24,69% of the time, social posts 16,04% and entertaining posts 13,59% of 
the time. Informational posts received the highest number of likes or 33,49% of the 
likes, then promotional posts with 29,2% of the likes. Promotional post received the 
highest number of comments or 47,64% of the comments, then informational posts with 
25,48%. Social posts received the highest number of shares or 36,37% and the highest 
number of reactions or 32,86%. Informational posts were the posts that were most often 
posted or 45,68% of the time then promotional posts or 24,69% of the time. 
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Table 7. Frequency and Percentage of the Dependent Variables for post Types 

Posts Relative Likes  Comments  Shares  Reactions  
All Freq. Freq. % Freq. % Freq. % Freq % 
Information 
Total 

26,66% 56.107 
186.157 

30.14% 
100% 

2.644 
14.257 

18.5% 
100% 

3.143 
13.364 

23.52% 
100% 

4.843 
18.865 

25.67% 
100% 

Entertaining 
Total 

13,29% 17.956 
186.157 

9.65% 
100% 

1.119 
14.257 

7.85% 
100% 

1.385 
13.364 

10.36% 
100% 

2.536 
18.865 

13.44% 
100% 

Promotional 
Total 

42,4% 58.934 
186.157 

31.66% 
100% 

8.286 
14.257 

58.1% 
100% 

3.879 
13.364 

29.03% 
100% 

4.977 
18.865 

26.38% 
100% 

Social 
Total 

15,2% 53.160 
186.157 

28.56% 
100% 

2.208 
14.257 

15.5% 
100% 

4.957 
13.364 

37.01% 
100% 

6.509 
18.865 

34.50% 
100% 

Icelandic          
Information 11,69% 2.667 

27.121 
9.83% 
100% 

239 
5.015 

4.77% 
100% 

178 
1.834 

9.71% 
100% 

146 
1.561 

9.35% 
100% 

Entertaining 22,07% 1.871 
27.121 

6.90% 
100% 

88 
5.015 

1.75% 
100% 

114 
1.834 

6.22% 
100% 

104 
1.561 

6.66% 
100% 

Promotional 51,95% 12744 
27.121 

46.99% 
100% 

4.294 
5.015 

85.6% 
100% 

764 
1.834 

41.66% 
100% 

488 
1.561 

31.26% 
100% 

Social 14,28% 9.839 
27.121 

36.28% 
100% 

394 
5.015 

7.86% 
100% 

764 
1.834 

41.66% 
100% 

823 
1.561 

52.72% 
100% 

Global          
Information 45,68% 53.256 

159.036 
33.49% 
100% 

2.399 
9.242 

25.96% 
100% 

2.938 
11.530 

25.48% 
100% 

4.676 
17.304 

27.02% 
100% 

Entertaining 13,59% 16.023 
159.036 

10.08% 
100% 

637 
9.242 

6.89% 
100% 

1.283 
11.530 

11.13% 
100% 

2.444 
17.304 

14.12% 
100% 

Promotional 24,69% 46.436 
159.036 

29.20% 
100% 

4.403 
9.242 

47.64% 
100% 

3.116 
11.530 

27.03% 
100% 

4.498 
17.304 

25.99% 
100% 

Social 16,04% 43.321 
159.036 

27.24% 
100% 

1.814 
9.242 

19.63% 
100% 

4.193 
11.530 

36.37% 
100% 

5.686 
17.304 

32.86% 
100% 

 

4.3.5 Mean and Standard Deviation of the Dependent Variable for Media and 
Post Types.  

In Table 8 below the mean and standard deviation of the dependent variable for 

media and post types can be seen. In total the mean of the likes for all vivid posts was 
1178,2 (SD=1789,2). The mean for pictures was 2135,66 ‘likes’ (SD=2161,97), the 
mean for pictures with text was 736,0 ‘likes’ (SD=1070,86). The mean for videos was 
707,69 ‘likes’ (SD=1582,41) and the mean for no vividness was 1292,33 (SD=1322,03).  
The mean for total comments was 90,234 (SD=255,128). The mean for total shares was 
84,582 (SD=214,642) and the mean for total reactions was 119,399 (SD=242,125). 

The average number of likes for vivid Icelandic posts was 331,27 (SD=343,7) 
with pictures receiving the highest mean or 603,12 ‘likes’ (SD=513,16). For comments 
the mean for all Icelandic posts was 66,932 ‘comments’ (SD=141,968). The mean for 
shares was 20,878 ‘shares’ (SD=38,461) and the mean for total reactions was 17,541 
‘reactions’ (SD=27,613). 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

41 

The mean of likes for vividness on global posts was 1963,4 likes (SD=2206,56) 
with pictures receiving the highest mean or 2918,2 ‘likes’ (SD=2274,773). The mean of 
the total comments was 114,099 ‘comments’ (SD=328,766). The mean for total number 
of shares was 142,346 ‘shares’ (SD=285,181). The mean for number of total reactions 
was 213,629 ‘reactions’ (SD=309,136). 

For the mean for total interactivity on all posts was 1178,209 ‘likes’ 
(SD=1789,619) for likes. The mean for total comments was 90,234 ‘comments’ 
(SD=255,128). The mean for total of shares was 84,582 ‘shares’ (SD=214,641) and the 
mean for total reactions was 119,399 ‘reactions’ (SD=242,125). 

For Icelandic posts the mean of total likes was 327,88 ‘likes’ (SD=342,665), the 
mean of total comments 66,267 ‘comments’ (SD=141,12), shares were 20,64 ‘shares’ 
(SD=38,255) and reactions were 17,333 ‘reactions’ (SD=27,48).  

For global posts the mean for total likes was 1963,407 ‘likes’ (SD=2206,745), 
the mean for comments was 114,099 ‘comments’ (SD=328,766), the mean for shares 
was 142,346 ‘shares’ (SD=285,181) and reactions was 213,630 ‘reactions’ 
(SD=309,126). 

For posts types all post had the mean of 1178,209 ‘likes’ (SD=1789,619). Where 
social posts received the highest number of mean for likes or 2134,2 ‘likes’ 
(SD=2568,105), then informational posts with 1219,717 ‘likes’ (SD=1428,672), then 
promotional posts with 919,780 ‘likes’ (SD=1782,511) then entertaining post with the 
mean 801 ‘likes’ (SD=1179,428) likes. The mean of total comments was 90,234 
‘comments’ (SD=255,128), the mean for shares was 84,582 ‘shares’ (SD=214,642) and 
reactions was 119,3987 ‘reactions’ (SD=242,125).  

For Icelandic posts the mean for likes was 327,88 (SD=342,665), with social 
post receiving the highest mean for likes or 812,11 (SD=730,27). The mean for 
comments was 66,26 ‘comments’ (SD=141,123), the mean for shares was 20,64 
‘shares’ (SD=38,256) and reactions was 17,33 ‘reactions’ (SD=27,484). 

For global posts the mean for likes was 1963,408 ‘likes’ (SD=2206,745) with 
social posts receiving the highest mean or 3332,385 ‘likes’ (SD=3081,84). The mean 
for total comments was 114,099 ‘comments’ (SD=328,766) and the mean for shares 
was 142,346 ‘shares’ (SD=285,181) and reactions was 213,630 ‘reactions’ 
(SD=309,136). 
 



 
Table 8. Mean and Standard Deviation of the Dependent Variables  

  ALL POST  ICELANDIC POSTS     GLOBAL POST  
  N Mean Std. dev N Mean Std. dev N MEAN STD. DEV 

Likes None 3 1292.33 1322.03 1 77.000 - 2 1900 1131.371 
 Pic 50 2135.66 2161,97 16 603.125 513.165 33 2918.273 2274.773 
 Pic w text 42 736.00 1070.864 29 293.207 129.145 13 1723.769 1532.423 
 Video 63 707.698 1582.415 29 219.345 305.918 33 1106.788 2087.709 
 Total 158 1178.208 1789.61 75 331.270 343.735 81 1963.407 2206.745 

Comments None 3 71.000 60.893 1 17.000 - 2 98 55.154 
 Pic 50 174.200 426.819 16 191.000 249.833 33 170.849 498.761 
 Pic w text 42 53.333 76.619 29 46.000 76.409 13 69.692 77.557 
 Video 63 49.111 92.210 29 19.414 41.015 33 75.818 115.994 
 Total 158 90.234 255.128 75 66.932 141.968 81 114.099 328.766 

Shares None 3 40.00 33.422 1 3.000 - 2 58.5 13.435 
 Pic 50 102.640 172.625 16 24.750 28.046 33 143.182 200.677 
 Pic w text 42 44.857 101.126 29 17.828 11.263 13 105.154 170.117 
 Video 63 98.857 290.996 29 21.793 57.351 33 161.242 388.357 
 Total 158 84.582 214.642 75 20.878 38.461 81 142.346 285.181 

Reactions None 3 98.000 96.504 1 2.000 - 2 146 69.297 
 Pic 50 203.060 283.547 16 33.188 40.150 333 288.606 316.283 
 Pic w text 42 53.048 117.353 29 12.483 14.075 13 143.539 183.693 
 Video 63 98.254 257.682 29 13.966 27.323 33 170.364 340.684 
 Total 158 119.399 242.125 75 17.541 27.613 81 213.629 309.136 
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   ALL POSTS    ICELANDIC POSTS       GLOBAL POST 
  N Mean Std. dev N Mean Std. dev N MEAN STD. DEV 

Likes None 56 2180.411 2377.606 16 362 398.854 38 2994.236 2484.553 
 Link 7 559.143 686.121 - - - 7 559.143 686.121 
 Call to act 12 1314.667 1886.313 9 486.222 215.759 3 3800 2651.415 
 Question 83 534.506 829.378 50 288.46 338.315 33 907.303 1161.674 
 Total 158 1178.209 1789.619 75 327.88 342.665 81 1963.407 2206.745 

Comments None 56 73.571 103.901 16 10.938 12.428 38 102.632 115.228 
 Link 7 27.714 - - - - 7 27.714 34.789 
 Call to act 12 573.25 760.250 9 381.88 222.28 3 1147.333 1523.846 
 Question 83 36.916 47.098 50 27.16 33.24 33 51.697 60.1485 
 Total 158 90.234 255.128 75 66.267 141.12 81 114.099 328.766 

Shares None 56 168.839 332.352 16 13.687 17.11 38 235.526 384.864 
 Link 7 46.429 56.243 - - - 7 46.429 56.243 
 Call to act 12 98.167 150.501 9 35.556 33.407 3 286 222.603 
 Question 83 28.988 52.188 50 20.18 43.37 33 42.333 61.590 
 Total 158 84.582 214.641 75 20.64 38.255 81 142.346 285.181 

Reactions None 56 245.929 349.582 19 24.875 37.011 38 345.079 386.135 
 Link 7 51.286 62.763 - - - 7 51.286 62.763 
 Call to act 12 117.5 220.241 9 24.11 13.373 3 397.667 330.276 
 Question 83 40.048 76.005 50 13.7 25.529 33 79.970 105.247 
 Total 158 119.399 242.125 75 17.333 27.48 81 213.630 309.136 
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   Likes   Comments   Shares   Reactions  

All  N Mean Std. dev N Mean Std. Dev N Mean Std. dev N Mean Std. dev 

 Informational 46 1219.717 1428.672 46 57.478 69.061 46 68.326 152.412 46 105.283 163.840 

 Entertaining 28 801 1179.428 28 243.857 560.534 28 59.714 121.698 28 100.643 189.103 

 Promotional 59 919.780 1782.511 59 43.322 69.253 59 60.627 158.190 59 79.373 207.620 

 Social 25 2134.2 2568.105 25 89.16 129.587 25 198.88 405.516 25 260.84 403.975 

 Total: 158 1178.209 1789.619 158 90.234 255.128 158 84.582 214.642 158 119.3987 242.125 

Icelandic              

 Informational 11 297.091 240.786 11 22.636 46.252 11 20.818 17.526 11 16.818 24.169 

 Entertaining 15 299.2 214.860 15 219.867 260.987 15 15.133 15.620 15 13.333 9.774 

 Promotional 40 238.15 137.884 40 26.85 29.693 40 15.35 17.737 40 8.825 8.476 

 Social 9 812.111 730.271 9 38.778 50.744 9 53.111 99.045 9 62.444 55.299 

 Total: 75 327.88 342.665 75 66.267 141.123 75 20.64 38.256 75 17.333 27.484 

Global              

 Informational 37 1444.324 1507.327 37 65 71.357 37 80.135 167.989 37 126.946 175.922 

 Entertaining 11 1576.273 1611.172 11 320 856.926 11 126.727 177.456 11 234.455 252.773 

 Promotional 20 2246.8 2618.411 20 75.15 105.920 20 148.9 251.664 20 217.1 318.173 

 Social 13 3332.385 3081.840 13 139.539 161.496 13 322.539 532.543 13 437.385 502.891 

 Total: 81 1963.408 2206.745 81 114.099 328.766 81 142.346 285.181 81 213.630 309.136 



4.3.6 The Posts that Received the Highest Engagement. 

In Figure 3 the posts that received the highest number of likes are presented1. 

The post that received the highest number of likes or around 9500 likes was the post 

posted on August 10th, a post that was labeled as a promotional post. The post that 

received the second highest number of likes with around 8900 likes was the post posted 

on June 16th a video post about how Iceland is going to compete in FIFA World Cup, 

thus labeled as a social post. The following post was the one posted on August 11th with 

around 8400 likes, a post posted on the day of Gay Pride, a post taking a stand on a 

social issue and thus labeled as a social post. The fourth post posted on March 5th is a 

promotional post that received around 7800 likes. Then the top four posts were two 

promotional posts and two social posts.  
Figure 3. The Posts that Received the Highest Amount of Likes from the data 

 

                                                
1 Note that the on the figures the total number presented is both for likes and reactions and is thus not the 
same number as indicated in the text 
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When looking at the posts that received the highest engagement for ‘comments’ 

the post that received the highest number of comments was a Facebook game, to win a 

trip to Iceland with around 2900 comments. The following posts that came next were 

also Facebook games, where you commented on the post to win, though the number of 

comments was not as high or around 500-700 comments. 

When looking at the posts that received the highest engagement for ‘share’ the 

post that received the highest share was the same World Cup post that received one of 

the highest likes with 1966 shares. The posts that came after was an informational post, 

informing of a new Boeing aircraft addition, a promotional post advertising flights to 

Iceland and then a social post of about the Women’s Strike, where Icelandic women 

stop working at 2:55 and protest for equality. 

When looking at the posts that received the highest engagement for ‘reactions’ 

the top four posts were: In first place the FIFA World Cup posts as previously 

mentioned with 1519 reactions. In second place the Gay Pride post previously 

mentioned. In third place a promotional post, the same promotional post as received the 

high number of shares and in fourth place the same informational post about the Boeing 

airplane. 

4.3.7 Multiple Regression. 

For the regression the data was transformed to logarithm before conducting the 

regression since not doing so would weaken the regression models (Tabachnick & 

Fidell, 2014). The residuals behavior was tested for normality, multicollinearity and 

homoscedastic in order to maintain the assumptions for the regression analysis. For 

multicollinearity all the VIF values were all less than 2. The results of the tests were 

satisfying so a regression analysis was conducted. For the regression analysis the 

variables no vividness was removed since it had to few variables to test against and the 

category videos was used to test against. Furthermore, for interactivity ‘link’ was 

removed since it had to few variables for reliable testing and none variables for 

Icelandic posts. 

 

4.3.7.1 Multiple Regression of All posts 

The results of the multiple regression analysis of ‘all posts’ can be seen in Table 

9. For the multiple regression of all posts the model for likes, comments, shares and 

reactions were significant. With likes F-value = 14.766 p-value <0.001, comments F-

value 11.353 p-value <0,001, shares F-value = 5,377 p-value <0,001 and reactions F-
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value = 10,937 p-value <0,001. The results indicated that pictures had a significant 

effect on all the dependent variables expect share. Pictures with text also had a 

significant effect on likes and comments. For interactivity call-to-act had a positive 

significant effect on comments and a question had a negative significant effect on likes, 

shares and reactions. For post type social posts had a significant effect on likes, shares 

and reactions. No other categories were significant except for promotional posts had a 

negative significant effect on comments and reactions. 

 

4.3.7.2 Multiple Regression of Icelandic Posts. 

The results from the multiple regression for Icelandic posts can be seen in Table 

9. The results for the multiple regression are significant. With the likes model F-value = 

9,123 p-value <0,001, comments F-value = 16,431 p-value <0,001, shares F-value = 

4,013 p-value <0,001 and reactions F-value = 4,331 p-value <0,001. The results 

indicated that pictures had a significant effect on all the dependent variables except 

shares. However, pictures with text had a significant effect on all the dependent 

variables. For interactivity call-to-act had a significant effect on comments and shares. 

For post types social post had a significant effect on the number of likes, shares and 

reactions. Furthermore, promotional posts had a negative significant effect on the 

number of comments and reactions. 

 

4.3.7.3 Multiple Regression of Global Posts. 

The results from the multiple regression for Global posts can be seen in Table 

10. The results for the multiple regression for all the global models are significant. With 

likes with F-value = 6,062 p-value <0,001, comments F-value = 3,199 p-value <0,05, 

shares F-value = 3,294 p-value <0,05 and reactions F-value = 4,567 p-value <0,001. 

The results indicated that pictures had a significant effect on likes and reactions, 

Pictures with text had no significant effect on the number of the dependent variables. 

For interactivity call-to-act had a significant positive effect on the number of comments. 

A question had a significant negative effect on the number of likes, shares and 

reactions. For post types social post had a significant effect on the number of likes, 

shares and reactions. 
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Table 9. Multiple Regression Analysis of All posts 

 

Variables 
 

Level 
 

Operationalization 
Log 

Likes 
β 

 

Log 

Comments 
β 

 

Log 

Shares 
β 

 

Log 

Reactions 
β 

Informative 
 

 

Entertaining 
 

 
Promotional 

 

 
Social 

 
 

 

Vividness 
 

 
 

Interactivity 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Low 

Med 

High 

 

Low 

Med 

High 

Informative 

(no informative 

baseline) 

Entertaining 

(no entertaining 

baseline) 

Promotional 

(no promotional 

baseline) 

Social 

(no social baseline) 

 

 

Picture 

Picture W text 

Video 

(baseline) 

None (baseline) 

Call-to-act 

Question 

0.269 

--- 

 

-0.341 

--- 

 

-0.638 

--- 

 

0.827** 

--- 

 

 

1.609** 

0.790** 

--- 

 

--- 

-0.421 

-0.659** 

0.328 

--- 

 

0.079 

--- 

 

-0.706* 

--- 

 

0.453 

--- 

 

 

0.978** 

0.947** 

--- 

 

--- 

2.266** 

-0.120 

0.159 

--- 

 

-0.341 

--- 

 

-0.577 

--- 

 

0.922* 

--- 

 

 

0.629 

0.494 

--- 

 

--- 

0.072 

-0.803* 

0.413 

--- 

 

-0.246 

--- 

 

-1.072** 

--- 

 

1.167** 

--- 

 

 

1.524** 

0.366 

--- 

 

--- 

-0.742 

-0.921* 

Constant   Log 

Likes 

Log 

Comments 

Log 

Shares 

Log 

Reactions 

  N 

F-Value 

R2 

Adj. R2 

158 

14.766** 

0.408 

0.380 

158 

11.353** 

0.348 

0.317 

158 

5.377** 

0.203 

0.165 

158 

10.937** 

0.342 

0.311 
* p-value < 0.05, ** p-value < 0.001. Reported are unstandardized coefficients. 
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Table 10. Multiple Regression Analysis of Icelandic Posts 

 

Variables 
 

Level 
 

Operationalization 
Log 

Likes 
β 
 

Log 

Comments 
β 
 

Log 

Shares 
β 
 

Log 

Reactions 
β 

Informative 
 

 
Entertaining 

 

 
Promotional 

 

 
Social 

 
 

Vividness 
 
 

Interactivity 

 

 

 

 

 

 

 

 

 

 

 

 

 

Low 

Med 

High 

 

Low 

Med 

High 

Informative 

(no information 

baseline) 

Entertaining 

(no entertainment 

baseline) 

Promotional 

(no promotional 

baseline) 

Social 

(no social baseline) 

 

Picture 

Picture W text 

Video 

(baseline) 

None (baseline) 

Call-to-act 

Question 

0.362 

--- 

 

-0196 

--- 

 

-0.741 

--- 

 

0.895** 

--- 

 

1.390** 

1.183** 

--- 

 

--- 

0.266 

0.140 

-0.150 

--- 

 

0.517 

--- 

 

-0.739* 

--- 

 

0.701 

--- 

 

0.890* 

1.653** 

--- 

 

--- 

3.094** 

0.638 

0.468 

--- 

 

-0.587 

--- 

 

-0.583 

--- 

 

1.057* 

--- 

 

0.332 

0.880* 

--- 

 

--- 

1.366* 

0.342 

0.473 

--- 

 

-0.113 

--- 

 

-1.186** 

--- 

 

1.424** 

--- 

 

1.137* 

1.078** 

--- 

 

--- 

0.489 

0.150 

Constant   Log 

Likes 

Log 

Comments 

Log 

Shares 

Log 

Reactions 

  N 

F-Value 

R2 

Adj. R2 

77 

9.123** 

0.488 

0.435 

77 

16.431** 

0.635 

0.597 

77 

4.013** 

0.299 

0.224 

77 

4.331** 

0.321 

0.247 
* p-value < 0.05, **: p-value < 0.001. Reported are unstandardized coefficients. 
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Table 11. Multiple Regression Analysis of Global Posts 

 

Variables 
 

Level 
 

Operationalization 
Log 

Likes 
β 
 

Log 

Comments 
β 
 

Log 

Shares 
β 
 

Log 

Reactions 
β 

Informative 
 

 
Entertaining 

 

 
Promotional 

 

 
Social 

 
 

Vividness 
 
 

Interactivity 

 

 

 

 

 

 

 

 

 

 

 

 

 

Low 

Med 

High 

 

Low 

Med 

High 

Informative 

(no information 

baseline) 

Entertaining 

(no entertainment 

baseline) 

Promotional 

(no promotional 

baseline) 

Social 

(no social baseline) 

 

Picture 

Picture W text 

Video 

(baseline) 

None (baseline) 

Call-to-act 

Question 

-0.326 

--- 

 

-0.071 

--- 

 

-0.219 

--- 

 

0.945* 

--- 

 

1.202** 

0.554 

--- 

 

--- 

0.531 

-0.812* 

-0.109 

--- 

 

0.255 

--- 

 

-0.443 

--- 

 

0.566 

--- 

 

0.401 

0.262 

--- 

 

--- 

2.250* 

-0.346 

-0.399 

--- 

 

0.278 

--- 

 

-0.361 

--- 

 

0.965* 

--- 

 

0.257 

0.144 

--- 

 

--- 

0.954 

-1.116* 

-0.511 

--- 

 

0.159 

--- 

 

-0.324 

--- 

 

1.225* 

--- 

 

0.936* 

0.024 

--- 

 

--- 

-0.483 

-1.006* 

Constant   Log 

Likes 

Log 

Comments 

Log 

Shares 

Log 

Reactions 

  N 

F-Value 

R2 

Adj. R2 

81 

6.062** 

0.368 

0.307 

81 

3.199* 

0.235 

0.161 

81 

3.294* 

0.243 

0.169 

81 

4.567** 

0.305 

0.238 
* p-value < 0.05, **: p-value < 0.01. Reported are unstandardized coefficients. 
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5 Theory of the Marketing firm Model 
 

The theory of the marketing firm (TMF) is a theory put forward by Gordon Foxall. 

TMF tries to account for the nature of modern marketing-oriented firms as response 

from the environment of the marketplace. In the theory of the marketing firm the focus 

of the firms has changed to marketing rather than production, like it used to be. 

However, TMF does not eliminate production as a factor but emphasizes that modern 

business environments are highly competitive, and that consumers demands have 

increased through the years as well as their average income. TMF explains that the 

existence of modern firms is based on creating a sustainable relationship with their 

consumers resulting in customer-oriented marketing management. The ultimate goal of 

customer-oriented marketing management is to satisfy their consumers as well as 

increasing firms’ profitability, creating a business environment for both consumers and 

firms. This means that firms must take marketing actions that increases the firm’s 

ability to retain their customers and attract new ones (Foxall, 1999, 2018). Foxall 

explains customer-oriented marketing management from TMF as that firms need to 

understand the behavior of their customers in order to serve them effectively. This 

behavior can be analyzed using consumer behavioral analysis (CBA) (Foxall, 2018) 

within the framework of the Behavioral Perspective model (Foxall, 1990, 2004, 1993, 

2001, 2002, 2018). 

 

5.1 Consumer Behavior Analysis 

The foundation of Consumer Behavior Analysis (CBA) is built on the term 

“three-term contingency”. According to Foxall (2018) the three-term contingency can 

be understood as a Response (R) from a Discriminative Stimulus (SD) that can either be 

Reinforcing (Sr) or Punishing (Sp) (see Figure 4).  

 
Figure 4. The three-term contingency 

SD → R → Sr/ p 
 

In Figure 4 the relationship between the three terms can be seen. The first term 

SD denotes any element of the environment which may affect the response of a person. 

These elements include the accumulation of knowledge (i.e., learning history) that a 
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person has acquired, combined with the consumer behavior setting which specifies 

prior activities of search, consumption, and evaluation. This knowledge acquisition, 

which together form the discriminative stimulus (SD), is contingent on the behavioral 

response (R) of the person. The behavioral response (R) dictates how the person 

responds to the discriminative stimulus (SD). Furthermore, the response (R) of a person 

to the discriminative stimulus (SD) can either have a reinforcing or punishing 

consequence in terms of utilitarian and informational reinforcements. Any consequence 

that leads to an increase in behavior rate (i.e., rate of which a behavior is repeated) is 

characterized as a reinforcing stimulus (Sr). If it leads to negative increase in behavior 

rate, it is characterized as a punishing stimulus (Sp). Utilitarian reinforcement and 

punishment refers to the functional benefits of obtaining, owning and using an 

economic- or service product, while informational reinforcement and punishment refers 

to indications of social and symbolic status as a result of using the product. These 

relationships are visualized in the Behavioral Perspective Model (BPM), shown in 

Figure 5. 

 
Figure 5. Summative Behavioral Perspective Model Foxall (2018, p.381) 

 

In the BPM, the relationships explained in the three-term contingency model 

can be better understood. According to Foxall (2018), the essence of BPM is the 

interaction between the consumer situation and consumer behavior which can be seen 

in the dotted ellipse. This interaction highlights how certain behaviors are more likely 

to occur while others are inhibited because the consumer’s experience has been primed 

by the setting stimuli.  

 CBA indicates that there is an important relationship between consumers and 

marketing firms (see Figure 6). Foxall explains that the task of a marketing firm is to 

manage the consumer behavior setting through the creation and deployment of effective 

marketing mixes (i.e., product, price, place and promotion). The consumers respond to 
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the activities or behavior by the marketing firm in a way that reinforces (Sr) the 

marketing firm’s behavior and encourages more of it, or discourages (i.e, punishes (Sp)) 

the behavior of the marketing firm. This cycle of relationship between consumers and 

firms propagates in both directions where the managerial behavior of the marketing 

firm is reinforced or punished by the consumers while the consumer behavior is 

reinforced or punished by the activities of the marketing firm. This type of interaction 

gives causality to interlocking relationships (Biglan & Glenn, 2013; Glenn, 2004).  

Foxall (1999) calls this relationship bilateral contingency and explains that 

marketing firms have to maintain bilateral contingency between the firm and the 

customers by acquiring new customers and, importantly, retain its current customers. 

Marketing firms can do this by providing marketing mixes that appeal to new and 

current customers. A reinforcing stimuli for the marketing firm is a persistent exchange 

of money (i.e., consumer buys the product). On the other hand, if the exchange of 

money decreases, the firm knows that something is not right. The next step is to modify 

and adapt the marketing mix to current situations by gathering marketing intelligence 

and creating an appropriate strategy. Gathering marketing intelligence is important so 

that the firms understands what the customer is reacting well to and what not. As well 

as to understand how the customer behavior is changing and evolving over time. 

Having this information is important for the firm in order to create an effective strategy, 

adapt to the consumer and create effective marketing mixes as it is the discriminant 

stimulus that initiates a consumer response. If the response of the consumer indicates 

that the consumer keeps purchasing the service or goods, then the managerial behavior 

is rewarded with utilitarian (i.e., profits and revenue) and informational (i.e., reputation) 

reinforcements. When consumers continue to purchase from the firm is serves as a 

stimulus to the firm that it will take into consideration when creating marketing mixes 

in the future. In broad terms the bilateral contingency relates to the maximization of 

both utilitarian and informational reinforcements for both managers and consumers 

(Oliveira-Castro, Cavalcanti, & Foxall, 2016; Kevin J. Vella & Foxall, 2013).  

 

 

 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

54 

  

 
Figure 6. The Bilateral Contingency Model Proposed by Foxall (2018, p.386). 

 

The theory of the marketing firm (TMF) has before been analyzed in various case 

studies (e.g., Foxall, 2014, 2015; Nicholson & Xiao, 2010; Vella & Foxall, 2011, 2013). 

For this research the relationship between managers and consumers of the organization 

Icelandair is investigated. With a specific focus on the social media platform Facebook 

and engagement behavior on Facebook. To the researcher’s knowledge this is the first 

research based on TMF in the context of social media engagement and will thus further 

contribute to the knowledge of TMF as well as engagement behavior on aviation’s 

Facebook brand pages. 

 

5.1.1 Interviews 

For this thesis, two separate series of interviews were designed. The first series 

of interviews was directed towards consumers while the second series was directed 

towards marketing managers at Icelandair. The interviews were designed to collect data 

about the bilateral contingency between consumers and managers in the social media 

setting of Facebook. The interviews investigate what the marketing department at 

Icelandair is doing in regard to their consumers and what Icelandair’s consumers want 

to see from Icelandair and their engagement behavior. The results are expected to 

provide important insight into social media marketing at Icelandair and engagement 

behavior on Facebook.  
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The following chapter explains the design of the consumer interviews, how the 

interviews were conducted and how the results were coded. The chapter after that 

explains how the managerial interview was designed, conducted and coded. 
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6 Study 2 - The Consumer Interviews 
 

This chapter will explain the purpose of the consumer interviews and how the 

questions were designed. The procedure of the interview and coding is explained, and 

the results are presented. 
 
6.1 Interview Design 

The consumer interviews were split up into two phases. In the first phase, 

participants were asked to complete an online survey that included an introduction text 

about the interview and gathered data about the participants such as age, social status 

etc. (See Appendix B). The second phase was a verbal interview. The interview was 

designed to answer the research question: “What factors drive engagement on Facebook 

brand pages?”. Additional questions in the interview were directed to the research 

question: “What factors drive engagement on Icelandair’s Facebook page?”. The 

bilateral contingency model by Foxall (2018) was used to design the questions. 

In the beginning of the interview, participants were asked if they used Facebook 

and if they had ever flown with Icelandair. All participants replied yes to both 

questions, so they met the requirement for the interview and had thus established 

purchase consumption from the bilateral contingency model. Next, all the participants 

read the same introduction text about the interview and answered a short survey 

regarding their: Age, gender, level of education and their social media habits. In the 

survey the participants were asked to rate on the scale from 1-5 how active they claim 

to be on social media. This question was crucial to understand and establish a pattern of 

their behavior. If a participant’s answers indicated abnormal engagement behavior on 

Facebook, then those answers could be analyzed to investigate if they differ from other 

participants. Next, the participants were asked to rate from 1-5 how likely they are to 

recommend a brand that they like on social media. Next the participants were asked 

how they engage with brands on Facebook with options provided by the researcher. 

This question was asked to understand more about the participants engagement 

behavior on social media. Furthermore, participants were asked if they travel for 

leisure, business or both, this was asked to determine which segment people are in. 

Airline companies often categorize their segments into business travelers and leisure 

travelers and these segments might have different needs. Then the survey concluded. 

         After the survey concluded, the interview started (the questions for the interview 

can be seen in Appendix B). The first questions were directed towards the research 
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question: “What factors drive engagement on Facebook brand pages”. The first 

question asked if participants had liked any organization’s Facebook page and if so, 

what made them like the Facebook page. This was asked to collect information 

regarding if participants use Facebook to monitor organizations and if so, why they do 

that. The next question asked if the participants engage with organizations on Facebook 

and if so, what factors makes them engage. This was asked to gather information if 

people are active in engagement with organizations and what factors make them 

engage. Next questions were directed towards Icelandair’s Facebook page and the 

marketing mix from Icelandair. It asked if the consumers had been on Icelandair’s 

Facebook page and why. The following question asked if they had engaged with 

Icelandair’s Facebook page. Questions about the content were asked to understand what 

consumers would be interested in seeing on Icelandair’s Facebook page. Questions 

about what factors are important to consumers when purchasing flight tickets. 

Questions about if the participants had purchased flight or other services that they had 

seen advertised on Icelandair’s Facebook page. Furthermore, question about the 

participants opinion of Icelandair (functional outcomes (UR) and status (IR)) were 

asked. The last question asked the consumers to imagine that they were on Icelandair’s 

Facebook page and they saw the four posts that were presented to them (see Appendix 

B). The participants were then asked to read and look at the posts and asked to select 

which of these posts they would most likely engage with. The four posts that were 

selected were labelled as ‘informative post’, ‘promotional post’, ‘entertaining post’ and 

‘social post’ with the categories defined in the modified de. Vries model. The posts that 

were selected were all global posts and were similar with regards to vividness. This was 

added to the interview to gain feedback from consumers about the posts posted by 

Icelandair and give the opportunity to ask them more about the posts. 

 

6.1.1 Procedure. 

Ten qualitative interviews were conducted for this research. Nine of the 

interviews were conducted in a closed room with minimal distractions. One interview 

was conducted in an open space where people were working, but with minimal 

distractions. The interviews were either conducted in English or Icelandic. Each 

interview started with the participants filling out an online survey gathering information 

such as their age, gender and social media activities and reading an introduction text 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

58 

about the interview (see Appendix B). After the participants had filled out the survey, 

the interview started. All interviews were recorded with a sound recording app on a 

smartphone. The interviews took around 5-7 minutes each. The first interview served as 

a pilot interview to see if any rephrasing or additional questions there needed to be 

added to the interview. The pilot interview went well, and the researcher noted to be 

careful to read straight the questions from the paper to avoid changing the questions 

between participants to ensure reliability in the questions. The interview was a semi 

structured interview with open-ended questions. This was done to give participants 

more freedom to express their views, ideas and feelings and to give the participants 

time to talk longer and deeper. Additional probing questions were also asked to get 

fuller answers and when additional follow-up questions came to mind. 

         After and during the interviews the researcher wrote immediately down notes 

about the interview such as if there were any distractions, the compliance of the 

participant and any change in facial expression during the interview. Few days later, the 

interview was transcribed verbatim or translated to English as carefully as possible, 

then thoroughly reviewed and coded into categories. 

6.1.1.1 Participants. 

The participants were selected based on the criteria that they used Facebook and 

had traveled with Icelandair. Thus, a purposive sampling method was used. All 

participants knew the facilitator personally. That was not determined to be an obstacle 

due to the lack of direct connection between the facilitator and the topic of the interview 

questions (i.e., Icelandair’s brand page). If the topic of the interview would have 

involved talking about the facilitators personal Facebook page, that would likely result 

in biased answers. However, knowing the facilitator likely made the participants feel 

more relaxed to talk and reflect on their Facebook behavior.  

6.1.1.2 Materials and Instruments. 

An online survey was presented to the users. The survey was made using 

Google Forms and was presented on a MacBook Pro laptop. During the interview, the 

facilitator used pen and paper to write down notes and observations during the 

interview. A smartphone was used as a recording device to record audio.  
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6.1.1.3 Ethical Considerations. 

In qualitative tests the results are mostly based on the interpretations of the 
researchers and no statistical analysis. These interpretations can be subjective to biases 

(Bluhm, Harman, Lee, & Mitchell, 2011). Possible ethical issues with this research 

were that all of the participants knew the researcher and thus anonymity and 

confidentiality was lacking. Furthermore, there was also no formal review of 

confidentiality for the participants, only the text they read in the online survey. Before 

the interview all the participants were asked if they wanted to participate in the 

interview and all agreed, and they were informed that there were no correct or incorrect 

answers. Participants were also notified that they could stop the interview at any time. 

 

6.2 Results from the Consumer Interviews 

In total, ten people participated in the interview, six were female and four were 

male. The youngest person was 21 and the oldest person 53. The highest level of 

education for 40% of the participants was compulsory education, 30% had finished 

upper secondary education, 10% University level first stage, and 20% had finished 

University level second stage. All participants had flown with the airline Icelandair 

were 90% travelled for leisure while the other 10% for both leisure and business.  

Preliminary analysis did not reveal differences between males and females in 

their social media behavior. However, a difference was noted between the younger 

participants in the interview and the older participants. The younger participants seem 

to engage more on social media compared to the older participants. 

Table 12 shows a summary of the answers from the initial survey. It can be seen 

that all the participants claimed to have interacted with brands on Facebook. 

Participants were also asked to rate their activity level on Facebook from the level 1-5, 

the results from this indicated that some of the participants are very active in terms of 

engagement and some show little engagement behavior on Facebook. The questions 

regarding ‘commenting on the brands wall’ and ‘I don’t engage with brands’ were 

never selected by participants in the engagement behavior question. 
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Table 12. Summary of the Gathered data from the Initial Survey 

Participant Gender Age Highest level 
of Education 

Traveling 
for 

Activity 
Level 

Engagement 
Behavior 

1 Male 29 Master’s 
degree 

Leisure 1 Reactions 

2 Female 21 Compulsory 
education 

Leisure 3 Reactions, 
private msg2. 

3 Female 24 Bachelor’s 
degree 

Leisure 5 Reactions 

4 Female 39 Upper 
secondary 
education 

Leisure 4 Commenting, 
reactions, 
sharing, 
private msg. 

5 Male 21 Compulsory 
education 

Leisure 3 Commenting, 
reactions, 
private msg. 

6 Female 50 Upper 
secondary 
education 

Leisure 2 Commenting, 
reactions 

7 Male 53 Upper 
secondary 
education 

Leisure 
and 

business 

2 Reactions 

8 Female 21 Compulsory 
education 

Leisure 3 Reactions, 
sharing 

9 Male 23 Master’s 
degree 

Leisure 2 Private msg. 

10 Female 26 Compulsory 
education 

Leisure 2 Private msg., 
reactions 

 

6.2.1 Coding 

The interviews were transcribed and then coded. The interviews were coded by 

reading all the printed transcripts thoroughly over. Then the transcripts were read again 

and then notes were made about the impression of the interviews and along the printed 

papers. Then the notes were reviewed, and similar notes were grouped. This is when 

categories started to form. This process kept going until gradually the notes were 

refined into codes. Then the interviews were read again and after that, the categories for 

the interviews were created. This was a process that happened over a couple of days, so 

the researcher could take time to clear her head. Then the researcher came back and 

read the interviews over again and coded the interviews into relevant categories.  

                                                
2 Msg = message 
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6.2.2 Coding Results 

In this section the interviews with the consumers is summarized. Summary of 

the answers from all participants can be seen in Table 14. 

 

Engagement Drivers 
All participants that were interviewed stated that they had liked an 

organization’s Facebook page. When participants were asked why they had liked an 

organizations Facebook page or if they engage with organizations Facebook page, 

participants often mentioned that they did it to participate in Facebook games. 

Participant 3 said that she engages on organizations Facebook page when participating 

in games “like Facebook games, you get something out of like liking, commenting or 

tagging a person in it and then you have a chance of winning something”. Participant 4 

said that “I like posts, don’t comment unless it’s games, then I might comment to tag 

somebody”. Participant 5 said “I think I have commented to win a trip” when he was 

asked if he had engaged on Icelandair’s Facebook page. Participant 8 and 10 said that 

the reason they engage on organizations Facebook page is “mostly for Facebook games. 

All of these mentioned participants had rated themselves relatively high with regards to 

how active they are on Facebook. The pattern of Facebook games quickly became 

operant and the participants that mentioned Facebook games often mentioned it 

repeatedly throughout the interview. 

  In Iceland, it is very popular for companies on Facebook to ask consumers for 

engagement in return for a chance to win something, such as a product that the 

company sells. A typical example of a Facebook game is to ask consumers to ‘like their 

page’, ‘comment’, ‘tag a friend’, ‘like’ the post and ‘share’ the post to get the chance to 

win something. 

 When asked why the participants had liked organizations Facebook page, some 

participants answered that they wanted to be informed about new products. Participant 

5 said “probably just to get information about when they are coming out with new 

products or something, see the newest”.  Participant 9 said “I think it was mostly to get 

updates of anything, like anything new happened or new things came out”. 

Participants mentioned that they would engage or like an organization if the 

content was something that resonated with them. Participant 1 said the reason he likes 

organizations Facebook page is that if it relates to his interest and if that “those brands 

might coincide with those things. Art coincides with Photoshop” but the biggest hobby 
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of participant 1 is art and art related things. Participant 2 said she engages in posts that 

are “something funny or something I like”. Participant four says she likes an 

organizations Facebook page if it’s something she likes. Participant 6 says that she likes 

an organizations Facebook page if its “connected to my hobby”. Participant 7 says he 

likes organizations page if it is something interesting or something, he likes. People 

seem to be more likely to engage with posts if the content resonates with them. When 

asked more about how the content should be in regard to their hobby, participant 1 

mentioned that for him to engage with Icelandair “they have to have a campaign that 

adheres to me specifically. I would be much more willing to participate” he mentions an 

example that “they could say like: We are picking cooks to travel to India or musicians 

to go to airwaves, or visual artist to go to Machu Picchu. Then Icelandair would take 

art as a submission to participate”.  However, he mentions this in somewhat humorous 

way and smiles as if he knows that is not very likely. 

 Through the interviews it was noticeable that participants did not seem to know, 

or remember, what type of content they engaged with on Facebook, or why they liked 

an organizations Facebook page. All of the participants seemed to think hard, and some 

even struggled to produce an answer. “don’t know. Probably depends” said participant 

1 when asked what factors made him engage with organizations posts. Answers like 

that seemed to be a pattern throughout the interview. If participants claimed that they 

engaged to participate in games, that usually meant that they knew their motives which 

was to get the chance to win something. However, if participants mentioned anything 

other than ‘I don’t know’ or ‘participating in games’, the reason was to get some 

information from the organizations, or that they liked the content and that was after 

thinking hard about it. 

 

Functional Outcomes  

The participants from the interview were all fairly positive towards the airline 

Icelandair, and some even claimed “it is like coming home” (participants, 1 and 8) and 

two participants claimed that it was their favorite airline (participants 2 and 10). Other 

participants mentioned trust and that is was good flying with Icelandair. Four out of ten 

participants had not been on Icelandair’s Facebook page. Most of the participants that 

claimed that they had gone on Icelandair’s Facebook page, could not recall why they 

went to the Facebook site. However, after thinking for a while, they mentioned both 

utilitarian reasons (UR) and informational reasons (IR) such as: Participant 2 said that it 
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is her favorite airline so therefore she visited the page. Participant 4 said that she 

recently flew with Icelandair and that’s why she went on their Facebook page. 

Participant 5 and 9 said that they went on to look at travel deals. Participant 4 

mentioned both utilitarian reason and informational reason. She said that she went to 

their Facebook because she just flew with Icelandair and because she prefers Icelandair 

over other airlines. All of participants that had gone to Icelandair’s Facebook page said 

that they had engaged with content posted by Icelandair on their Facebook site.  

 

Content 
When asked about which type of content, the participants would like to see from 

Icelandair almost all mentioned good deals on flights (participants: 4, 5, 6, 7, 9, 10). 
Another thing that quickly became apparent about participants wanting to see 

more destination photos (participants: 2, 3, 4). Participant 2 mentioned “I like seeing 

photos from other countries”, participant 3 wanted to see “more picture of places that 

they go to, like what you could do there so people get more ideas”. When participants 

were asked about if photos are important to them – this was a probing question because 

many participants had mentioned it. Participant 1 said “Ninety percent” when asked if 

photos are important to him in terms of engaging on social media. Participant 3 said 

“the picture is the one that captures the audience, so you have to have a good picture 

for people wanting to read the text” and further comments about the importance of 

photos was repeated throughout the interviews. 

There was a trend of participants not liking the ‘tourist’ photos on Icelandair’s 

Facebook page. When looking at the Facebook posts from Icelandair, participant 6 said: 

“This one looks like it is for people living abroad (pointing to picture A) and are 

coming to Iceland”. Participant 4 mentioned that “I’m Icelandic, I have seen the 

northern lights and its always pretty, but I enjoy seeing the name of the plane, who took 

the photo, this is not something you see very often”. Furthermore, participant 8 

mentioned that it was a pretty photo of the northern lights and the photo of the 

mountain was also pretty and talked about it being an extra bonus for tourist who are 

coming to see the nature. The photo of Iceland airwaves was also criticized by people 

as it did not resonate with them participant 6 said that “Iceland airwaves I have no 

interest in Iceland airwaves” and participant 10 said that “I’m not an airwaves type”. 

Further contributing to the fact that content should resonate with people like mentioned 

before.  
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In Table 13 the total of the selection of post category is presented. From the 

Table it can be seen that the northern lights promotional photo (A) was most often 

selected by the participants interviewed. The participant that selected the photo claimed 

that they selected that photo because it was a pretty photo and some mentioned because 

it was that the post was presented deals. The person that selected the social post of 

Iceland Airwaves mentioned it was because he would like to be at the concert. 

Furthermore, the person that selected the informational post selected it because she 

would not like the other photos, giving the indication that she would probably not like 

any of these posts in real life. 

 
Table 13. Participants Choice of Icelandair Posts 

Posts Post choice Number of times selected 

Promotional post A 5 

Entertaining post B 3 

Social post C 1 

Informational post D 1 

 

Three participants had purchased flights from Icelandair through Facebook. All 

the participant except one mentioned that price was important to when purchasing 

flights. However, most of the participants though mentioned it as not the most 

important factor, they gave a more indication that they were willing to pay for the extra 

service Icelandair offers and mentioned that the service, availability, timing and 

consistency in prices are important to them. Participant 1 said that “price to extent”, 

then continues to mention other things such as length of flight and entertainment. 

Participant 9 said “mostly just price, but there is a price for legroom to, like I would pay 
for that”.   
 

 

 



Participants 1 2 3 4 5 6 7 8 9 10 
Questions:           

Liked an 
organizations 

Facebook page? 

Yes Yes Yes Yes Yes Yes Yes Yes Yes Yes 

What is the 
reason for that? 

Related to 

my 

interest 

Likes the 

company 
Like the 

company, 

ads 

Likes the 

company 
Information Interest Interesting Games Information Games, 

ads 

Have you engaged 
with organizations 

on FB? 

Rarely Yes Yes Yes No Yes Yes Yes Yes Yes 

Why did you 
engage? 

Don’t know Entertaining, 

FB games 

FB games, 

entertaining 

posts 

Likes post, FB 

games 

Don’t 

know 

Can’t 

remember 

Interesting FB 

games 

Question or 

notification 

Games, 

like it 

Have you been 
on Icelandair’s 

FB page 

No Yes Yes Yes Yes No Yes Yes Yes No 

If yes what 
made you go to 
their FB page? 

N/A Fav. airline Not sure Recent flight Check 

trips 

N/A N/A N/A Travel 

deals 

N/A 

If yes - Did you 
engage with 
Icelandair’s 

content 

N/A Yes Yes Yes Yes N/A N/A Yes Yes N/A 

If yes what type 
of content? 

N/A New 

locations 

Entertaining 

photo 

New 

destinations 

FB game N/A N/A Liked a 

video 

Sent a 

direct msg. 

N/A 

Have you 
purchased flights 

No Yes No Yes No N/A N/A No Yes No 
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from ads from 
Icelandair on 

Facebook? 
What is your 

opinion of 
Icelandair? 

Feels like 

home 
Favorite 

airline 
Positive Positive Okay Positive Trust Coming 

home 
Favorite 

airline 
Positive 

What type of 
content would 
you like to see 

from 
Icelandair? 

Related to my 

interest 
Games, 

photos from 

other 

countries 

More 

destination 

photos 

New 

airplanes, 

promotion 

Discounts Offers, 

exiting trips 
Offers Don’t 

know 
Discounts Cheap 

flights 

What factors 
are important 
to you when 
purchasing 

flight? 

Price, length 

of flight, 

entertainment 

Price, 

service, 

location 

Right dates, 

low prices, 

service 

Entertainment Price, 

destination 
Availability, 

price 
Price No 

layover 
Price, leg 

space 
Price, 

timing 

Post Choice C A B B A D A A A B 
 

 

 

Table 14. A Summary of the Participants Answers from the Interview 



7 Study 3 - Manager Interviews 
 

This chapter explains how the questions for the managers interview were designed 

and what the purpose of the interview was. Procedure of the interview and coding is 

explained. Finally, the results from the interviews is presented. 

 
The interviewees were managers at the marketing department at Icelandair. It 

was designed to answer the research question: What is the bilateral contingency 

between Icelandair’s managers and their consumers in a social media setting of 

Facebook? To answer that question the interview was based on the bilateral 

contingency model proposed by Foxall (2018). The overall goal of the interview was to 

find out: 1) Who Icelandair’s customers are and what business they are in. 2) If 

Icelandair conducts or purchases any marketing research (Rm) 3) if they have any 

strategy overall or any strategy for their marketing mix (SD). 4) How they measure 

success on social media and if they would consider themselves successful (UR) (IR) 

and 5) If they monitor feedback from their consumers and monitor engagement from 

consumers (bilateral contingency). Further questions were related to the content that 

they post on their Facebook page. If they think any specific content resonates better 

with their audience and what is the purpose of the content that they post. See 

questionnaire in Appendix C. 

 

7.1 Methodology 

 

7.1.1 Procedure. 

Two interviews were taken with marketing managers at Icelandair. Both of the 

interviews were taken in a closed meeting room. Both of the interviews were conducted 

in English. However, the participants were instructed to answer in Icelandic if they 

could not find the correct wording in English since all of the participants were 

Icelandic.  In the beginning of the interview a short introduction text was read to the 

manager to instruct them about the interview and that there were no right or wrong 

answers and if there were any matters that they could not go into details, it would be 

preferable they would let the researcher know. The interviewer used an interview guide 

with questions that the managers had asked for beforehand to prepare their answers. 

The interview was semi-structured with open-ended questions. Additional probing 
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questions were also employed to get fuller answers and when additional questions came 

to mind. The interviews were recorded and took around 40 minutes. 

 

7.1.2 Participants. 

Based on convenience sampling procedure, three managers at Icelandair’s 

marketing department were interviewed in a face-to-face situation at Icelandair’s 

headquarters. Icelandair was contacted through email exchange where one manager 

agreed to come and then the manager contacted his colleagues whom agreed to 

participate in the interview. The target interviewees were marketing executives that are 

in charge of planning and executing marketing activities at Icelandair. The interviewees 

were: Marketing Director at Icelandair (Date: 14th of November), Brand Manager and 

Social Media Director for Icelandic and Global market (Date: 23rd of November). 

 

7.1.3 Materials and Instruments. 

The interviews were conducted at Icelandair’s headquarters in Reykjavík 

Iceland. The interview with the marketing director was taken in a meeting room with no 

distractions. The interview with the brand manager and social media manager was taken 

at Icelandair headquarters in a meeting room. At the beginning of the interview there 

was minimal noise in the meeting room, that quickly stopped. The researcher took 

down notes and noted down change in facial expression if there were any. The 

interviews were recorded with a smartphone, and a short briefing was conducted before 

the interview (see Appendix C). The interviews were conducted in English and the 

interviews were transcribed verbatim.  

 

7.1.4 Ethical Considerations.  

In qualitative tests the results are mostly based on the interpretations of the 

researchers and no statistical analysis. These interpretations can be subjective to biases 

(Bluhm et al., 2011).  
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7.2 Results 

 Overall three mangers of Icelandair participated in two interviews. The first 

interview with the director of digital marketing and the second one with brand manager 

and Icelandic and global social media manager. Preliminary analysis revealed similar 

answers although they varied somewhat in depth and details. In the second interview 

(i.e., with the two managers) the managers frequently helped each other answer the 

questions, so there was often a discussion of the answers between them. This discussion 

often revealed more information than else would have been uncovered with just one 

person. A summary of all the answers from the interview can be seen in Table 15. 

The interviews were coded into the categories that this research wanted answers to. The 

following questions were desired to know the answers to: 

1) What business Icelandair is in. 

2) If Icelandair conducts or purchases any marketing research 

3) How their strategy towards the marketing mix is 

4) How they measure success and if they consider themselves successful  

5) If they monitor feedback with consumers 

6) What content they think resonates best with their consumers 

 

In the following text an analysis from all of the interviews is summarized into 

relevant categories. During the analysis the managers are referred to by these codes: 

R1: Marketing Director 

R2: Brand Manager 

R3: Social Media Director 

 

The Business and their Customers 

When Icelandair was asked what business, they were in the managers all 

provided the same answer: That they were in the travel experience business. Further 

when asked about their customers they provided the same answers but labelled it with 

different names: That they’re customers are defined into three customer groups defined 

as ‘yanks’ (29-37), ‘manks’ (40-45) and ‘selts’ (55+). Manager R2 said their customers 

are “they are travelers that want comfortable and convenient airline that offers them 

value for money these are both leisure and business travelers…adventurous, they’re 

nature lovers they are perhaps, have more education, higher income and we have 

recently been through kind of strategic research about our customers and most of them 
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don’t have children actually”. When asked more about the segmentation of their 

customers the managers all talked about how they change their marketing efforts in 

relation to each segment. The younger travelers are more digitally driven and that is the 

target group their Facebook page is targeted at.  Manager R1 said that “we want to be 

where our customers are” and that they through research determine where they’re 

customers are and plan their strategy accordingly. During the interviews they placed 

emphasis on being where they’re customers are and doing research because the 

customer is not always who you think the customer is, so through research they find out 

who their customers are. Manager R2 talked about how they “we will continue to 

develop our products for those customer groups instead of developing products and 

then finding the customers, now we know with more data analysis that these are our 

core customers, so we will maintain them by developing our products to fit their 

needs”. 

 

Strategy  

Before the interview started, through email exchange it was warned that the 

managers could not go into any specifics about their strategy. However, during the 

interviews they explained that Icelandair has a strategy for their Facebook page and the 

managers explained that Icelandair has a multi marketing channel approach. That they 

have many social media channels that they and they want to use them all together, but 

that they have a broaden strategy for their Facebook page where they have KPI’s that 

they look at said manager R2. They explained that Facebook was mainly used to drive 

sales and for awareness. On Facebook they post various campaigns, the goal of the 

campaigns varies, sometimes its sales driven and sometimes awareness. But before 

every campaign they “sit down before and create a concrete plan but you know maybe 

me and we are mostly involved with looking at the month ahead what is going on, what 

are the specific dates and then we are looking at the global and Icelandic and if it’s not 

really a campaign then the markets are just doing their own thing in the meantime so 

it’s mostly about how to maintain and grow globally or trying to have the global 

awareness and then the markets come in where there is a specific campaign” explains 

manager R2. By doing their own thing manager R2 means that they take a look at if 

there are any specific dates in the country such as New Year’s or a national holiday, 

then they do a post around that, or create some sort of awareness posts. Manager R1 

explained that before they go out with a content and before they produce the content, 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

71 

they think about who they are producing the content for, who is going the be the target 

group and what they are trying to do with the content. They further explained that when 

they go out with a campaign, they set a budget and plan goals for that investment to 

deliver certain results such as a target for how many people the campaign should reach, 

impressions, engagement, comment, share goals etc. Furthermore, manager R1 said: 

“We don’t always know beforehand if a post is going to perform good or bad so we can 

maybe sometimes, we try to post three different versions of the post to begin with and 

then we see what post is performing best then we turn off the other ones and promote 

the post that is performing better with more paid investment because then it is more 

likely to drive engagement and the reach we want”. The managers said that they 

frequently hold retrospect meeting where they evaluate posts of the campaign and look 

at how much engagement the campaign received and try to learn from it.  

However, they don’t purely focus on that each post posted gets as much likes as 

possible and manager R2 said that “even though we have something we are going to 

post we can almost say that we are never going to get a lot of engagement, but we still 

do it because it is a part of a bigger campaign or something”. Manager R3 further 

added that “we are not like force pushing it out but if something is going well, we of 

course try to keep it ongoing, alive and put more under it”. 

Through the answers it can be seen that Icelandair’s posts have strategy behind 

them depending on what the need is at the time. That they place thought to what content 

they post and for whom the post is directed to through meetings and retrospect of 

previous campaigns, down to individual markets.  

 

Strategy Towards the Marketing mix  
The managers at Icelandair explain that they have different marketing mixes for 

their different target groups and that they use social media mostly for their younger 

target segments and other digital channels but for the older segment they use more 

traditional media such as print magazines and PR. Since they want to be where they’re 

customers are. Manager R1 explains that “Facebook is just a distribution channel for 

our sales activities that connects to the website and Facebook is a really important 

channel to drive sales and traffic to our website”. Manager R2 further talks about how 

since Facebook mostly has their younger target segment, the prices tend to be lower and 

they tend to promote more ‘hraðtilboð’ (e. flash offers) since younger people tend to 

have less money. Manager R2 though talks that they do not always know who likes 
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what offers, so what they often do is re-target customers. Meaning that if a customer 

has bought for an example ‘pakkatilboð’ (e. package offer) then they will re-target that 

customer with another package offer. Furthermore, when they are designing the content 

that they post they always think for whom the posts are for, so that they are creating 

relevant content for the right consumers.  

 

Market Research 

According to the managers at Icelandair they purchase a lot of research and use 

the service of various companies to help the marketing department. As manager R2 

mentions about one organization that they work with “they are kind of like an extension 

of our marketing team and they do a lot of execution and they’re actually kind of like a 

consultant in the social media strategy, so they are really like a big part of everything 

that we do and kind of give us advices”.  The studies are done frequently and here in 

Iceland Gallup delivers marketing research every month. The global studies are less 

frequent but though done regularly. Furthermore, they mention that a lot of their 

consultant agencies they work with conduct or have studies they use as well.  Marketing 

studies that they mention are: Brand awareness, both aided and unaided awareness, the 

consideration for our brand, the preference for a brand and how likely or unlikely 

people are willing to purchase a flight with Icelandair. However, they mention that they 

use social media quite frequently for an instant feedback. Manager R1 says that: “So we 

use the likes and shares more as intent or is this good content that resonates with the 

target group we are trying to reach and if the comments are negative or it gets few likes 

or something like that then it’s a good measurement if the content was maybe not good 

enough or that target group of the specific time, so you can kind a get an instant 

feedback on whether the content is good or bad”.  They explain that they use the 

measurements and hold meetings and discuss and try to learn from the posts posted. 

When asked about if they base their marketing efforts on these marketing 

intelligences, the managers were quick and determined in their response that “Yes, 

absolutely” giving the impression this is a very important factor at the marketing 

department at Icelandair. Further in the interview they keep mentioning “according to 

our research” etc. so it seems like they place a large emphasis on that. 
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Success  

When asked about the success and how they measure success on Facebook, the 

managers mentioned that they have a lot of KPI’s that they use. Manager R1 said that 

use financial terms such as cost per post and revenue per post, but furthermore, they use 

Facebook measures such as if the post is receiving negative comments or low or high 

engagement. They also measure the click through rate to their website from the 

Facebook, but sometimes they use content on Facebook to drive to their website. 

From those measurement and in general all the managers agreed that they feel like 

Icelandair’s page is quite successful, they back that up with mentioning that Icelandair’s 

Facebook page is one of the most popular Facebook sites in Iceland and that recently 

they have been able to lower their cost-per-transaction of posts, meaning that they are 

gaining more reach with less money spent. The managers mention that each month they 

go over their Facebook page and check if their followers have increased or decreased, 

how the engagement rate is, how many people are driving through Facebook to their 

website, impressions and that they have been pleased with the results. They further 

mention that Icelandair’s Facebook page has always grown, they have never 

experienced a drop in followers. 

 

The Content 
The content that Icelandair posts is twofold, for awareness and for tactical sales 

messages. Awareness posts are for example posts that talk about that Icelandair is the 

main sponsor of Iceland Airwaves, other sponsorships Icelandair has, posts that say 

happy new year etc. The tactical sales messages are for example ‘hraðtilboð’ (e. flash 

offer). When asked about which content resonates best with their audience all the 

managers were quick to mention the northern lights and that ‘Icelandic posts’ are very 

popular, that their audience loves everything Iceland related. Furthermore, posts that 

take a stand on social issues and their sponsorships such as the special children’s travel 

found and the Icelandic football team. When asked about why they think people use 

their Facebook site they mentioned that: “We think mostly because they see that there is 

something relevant for them there and also just see the benefit of being a follower there 

because we are posting things that they can relate to or like or resonate, could be travel 

deals it could be something about Iceland or something in general , they want to follow 

the company to know about new updates or new destinations and it’s also because they 

can easily be in contact with our service center if they are traveling with us and also 
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just some of them want to be in relationship or associate with the brand” explained 

manager R1. Furthermore, like previously mentioned they monitor the engagement on 

their social media sites and use that as an indicator of what content works well for their 

audience. 

 

Consumer Monitoring 
Like previously mentioned, Icelandair does various things to monitor their 

customers on social media. From marketing studies to a dedicated social media 

response team, to monitoring engagement on their posts etc. Furthermore, they monitor 

the traffic they have coming from the Facebook to their website manager R2 says that 

they never put out a link that they can’t track referring to the method they post their 

links on social media. But Icelandair uses a service such as bit.ly which is a software 

that creates shorter URLs. With this service they can monitor how many people press 

on the link and for example where they are coming from. 

From the interviews it can be seen that they place an emphasis on their social 

medias. That they see the value in it and as manager R2 mentioned: “Social media is 

basically a key to why we are today… social media is just I think the corner stone of 

how we market ourselves or you know drive conversions in that sense”.  

 
Table 15. Brief Summary of the Answers from the Interview 

Questions Interview 1 Interview 2 
What business is 
Icelandair in? 

Travel experience business 
and transportation 
business. 

Experience and travel 
business 

Who are Icelandair’s 
Customers 

Travelers – three target 
groups between the age: 
29-37, 40-54 and 55+ 

Travelers that want 
comfortable and 
convenient airline that 
offers value for money. 
Leisure and business 
travelers. More education, 
higher income, childless. 

Who will be Icelandair’s 
customers? 

N/A Yes, but they will of 
course develop. We will 
continue to develop for our 
current customers. 

Does Icelandair have a 
social media strategy? 

Yes, is a part of the media 
mix. Mostly to build brand 
awareness and drive sales. 

Yes, multi marketing 
channel approach. But 
also, a specific one for FB 
for brand awareness and 
drive sales 
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How do you measure 
success on the Facebook 
page? 

Cost-per-transaction, 
return-on-ad-spend in 
financial terms. Also 
measure impressions, 
reach and engagement 
rate. 

Check if the rates have 
changed each month, such 
as followers, engagement 
rate, drive through FB to 
website, impressions, 
shares 

Do you conduct or 
purchase marketing 
intelligence? 

Yes, conduct demand 
forecasting, brand 
research, brand awareness, 
brand preference, purchase 
intention, market size. 
Mostly purchase through 
third party 

Know little about it but 
mention demand 
forecasting, marketing, 
brand research. “Buy a lot 
of tools”. Google trends. 
Have agencies do strategy 
and research. 

How do you manage 
marketing mixes? 

Yes, varies between target 
segments. Use digital 
channels mostly for the 
younger target segment. 
Facebook is our 
distribution channel 

Depends on the segment, 
younger segment digitally 
Price: Cheaper offers are 
targeted at younger people 
and package trips for older 
people or couples. 

Do you set goals for the 
Facebook page? 

Yes, set target for reach, 
impressions, engagement. 
Sales through social media 

Yes. KPI’s engagement, 
revenue on ad-spend, cost 
per transaction, reach, go 
through website. 

Do you consider the 
Facebook page 
successful? 

Yes. One of top Facebook 
site in Iceland and from 
return-on-ad-spend. 
Pleased with the return on 
their investment 

Yes, steady and always 
growing, reducing cost-
per-transaction 

What is the purpose of the 
content posted? 

Depends on the segment, 
awareness, drive sales. 

Awareness and tactical 
sales driven. 

Do you monitor-link-
clicks? 

Yes. Yes, never put out a link 
we can’t track. 

Do you monitor 
engagement? 

Yes, use it as feedback for 
the content posted. Do 
retrospective of each 
campaign and learn from 
the posts. 

Yes. 

Do you monitor feedback 
from consumers? 

Yes, have a whole social 
media support team on call 
24/7. 

Yes, social media team for 
that. They contact us 
regularly. 

Why do you think people 
use the Facebook page? 

Something relevant for 
them that resonates such 
as travel deals or 
something about Iceland in 
general 

Loyal to the brand, want to 
see the content. See our 
characteristics, Icelandic 
specific content 

What content resonates 
best with consumers? 

Depends on target group 
but Iceland related content 
to educate people about 
Iceland such as Northern 

Depends on the target 
group but northern lights, 
everything Icelandic, take 
a stand on social issues, 
and our sponsorships 
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lights. When we take a 
stand on social issues. 

What do you think are 
most important factors for 
consumers purchasing 
flights? 

Divide it to rational 
drivers and emotional 
drivers.  
Price, timing, leg room, 
service, Wi-Fi, 
entertainment, frequent 
flyer points, comfort, 
friendliness, familiarity, 
trust 

Number of destinations, 
connections, flight time, 
trustworthy, good service, 
good value for money. 

How are you targeting 
your Facebook posts? 

12+ languages to all 40 
destinations. 

12 or 16 languages. 
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8 Conclusion 

The purpose of the study was to investigate engagement behavior in general and 

engagement behavior on the Facebook brand page of Icelandair with a focus on the 

bilateral contingency between consumers and managers. 

With regards to consumers engagement behavior, it could be seen that 

participants generally did not seem to recall why they engaged with organizations’ 

Facebook posts. All participants had to think really hard about their answers. However, 

after some consideration some participants mentioned that pictures are very important 

to them when they engage, some even claiming that pictures are almost the sole reason 

for engaging with organizations’ posts. Other factors mentioned were Facebook games, 

informational content, or that the content that was posted resonated with them or they 

found the content entertaining. When asked about their engagement behavior on 

Icelandair’s Facebook page and what type of content they would most like to see from 

Icelandair, all the participants responded positively towards Icelandair. Participants 

mentioned that they use Icelandair’s Facebook page for both utilitarian and 

informational purposes. They said they visit the Icelandair Facebook page to look at 

travel deals or that they recently flew with them. Additionally, because they like 

Icelandair or because it is their favorite airline. What the consumers most want to see 

from Icelandair are travel deals and destination photos. 

During the categorization of the data it could be seen that there were not many 

Facebook posts containing destination photos, except for where Iceland was the 

destination. However, when looking at the posts that received the highest number of 

likes, the post that received the highest number of likes was a photo of a destination in 

Europe. From the analysis of the data it could be seen that posts that received 

significantly positive level of engagement were pictures with positive effect on likes, 

comments and reactions for all posts. Furthermore, pictures with text received 

significant positive effects on likes and comments for all posts. This supports the 

comments that consumer participants noted where they said that photos are important 

when they engage on Facebook. The function ‘call-to-act’ had a significant effect on 

comments. For post types, social posts were the only post type that had a positive effect 

on engagement with significant effect on likes, shares and reaction. Promotional posts 

had a significant negative effect on comments and reactions. When a post included an 

interactive question, it had a significant negative effect on likes, shares and reactions. 

When Icelandic posts and global posts were analyzed separately, the results were 
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similar. The only post type that had a significant effect on likes, share and reactions was 

social posts. Pictures had a positive effect for both Icelandic and global posts. Pictures 

with text had a significant positive effect on all the engagement variables for Icelandic 

posts, but no significant effect for global posts. For both Icelandic and global posts, 

‘call-to-act’ had a significant positive effect on comments, and for Icelandic posts the 

same could be seen for shares as well. Promotional post had a negative effect on the 

number of comments and reactions for Icelandic posts, however this effect was not seen 

for global posts. 

From the interviews with the managers, the managers mentioned that the 

content that resonated the most with their audience was Icelandic posts and social posts 

about events and activities that Icelandair sponsors as well as posts about social issues. 

This corresponds to the results from the statistical analysis which indicates that social 

posts received significantly high engagement. Furthermore, Icelandair almost never 

posts a post without vividness, indicating that they understand the value of photos and 

videos. However, during the interviews they never mentioned anything about posting 

destination photos, only that they were promoting Iceland as a destination. Based on the 

interviews with the managers and according to Foxall’s definition of a customer-

oriented marketing firm, it can be seen that Icelandair follows the bilateral contingency 

model. They conduct and purchase marketing research to learn about their consumers, 

they have strategic plans and use profit/success (UR) and feedback (IR) from their 

consumers when developing their marketing mix and strategic plans. 

 Based on the interviews with the consumers it can be seen that Icelandair could 

benefit from posting more destination photos. However, it seems that Icelandair has a 

fairly well-established methods of researching and understanding what their consumers 

like to see. 
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9 Discussion 
 
 

In this chapter a discussion about the thesis, the experiments and its limitations 

will be reviewed. Furthermore, a discussion about what can be transferred to further 

studies will be presented.  

 

The Conceptual Model 
2018 was an unusual year for Icelandair. It was the year that Iceland competed 

for the first time in the FIFA World Cup and Icelandair being their biggest sponsor with 

advertising rights for the national team, published a lot of posts related to the World 

Cup. These posts received the highest amount of engagement this year on Icelandair’s 

Facebook page according to the regression analysis. Furthermore, it could be seen from 

the descriptive statistics and when examining the posts that received the highest 

engagement. However, upon examination of the posts it could also be seen that there 

were some posts from almost all the post categories (i.e., social, promotional, 

informational) that received high engagement (see Chapter 4 section 4.3.6). For 

example, the post that received the highest number of likes was a promotional post 

advertising a trip to Europe, other posts included informational posts informing 

consumers of new airplanes etc. Though the results were not significant for those 

categories, it can be seen that post from all categories can receive high engagement. 

This begs the question of why did some posts do exceptionally well, while other posts 

didn’t? In order to answer that question, a vast number of control variables would need 

to be tracked. Variables such as; the amount of advertisement spending budget when 

boosting Facebook posts, the design and efficiency of the ad-campaign design, how 

many followers Icelandair had at the time of posting, day of the week, etc. All of these 

factors could have significant effect on the results in some way or another. However, 

the researcher could not get access to information about which posts were boosted, the 

ad-revenue budget or the history of number of followers. When a post is boosted, 

Facebook increases the reach of the post which means that more people will see it, 

therefore making it more likely that it receives higher engagement. Same with the 

number of followers, the more followers the more likely the post will be seen by more 

people and thus receive higher engagement. 
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During the categorization of Icelandair’s posts, the researcher realized that the 

conceptual model was rather subjective. There were several posts that technically could 

have fitted into more than one category, and often it was difficult to determine a single 

category that was the most representative for the post. For example, a post, informing 

consumers of new airplanes, was labeled as an informative post since it informs the 

consumers about the new planes. This informational post may actually be very 

entertaining for people that are interested in airplanes and new service provided (i.e., 

people’s taste is different). However, the researcher tried to categorize all the posts 

consistently throughout the process and went over all the posts twice to ensure 

reliability. Additionally, the researched conducted inter-coder-reliability test to ensure 

validity and since the reliability test and the inter observer test findings were consistent 

and not even the de Vries et. al, research did they conducted an inter observer reliability 

test it was not labeled as an issue. 

  

Consumer Interviews 

For the interviews, the consumer interviews were rather short. People didn’t 

seem to think much about their engagement behavior online. When the participants 

were asked about their engagement behavior they could rarely answer with confidence. 

All participants had to think extensively about their answers and most often ended up 

stating that they did not know why they engage with posts. This suggests that some of 

the mental processes involved in engagement with social media, such as a ‘like’, may 

be non-conscious. Further suggesting that a ‘like on Facebook is a low-level 

involvement. Even when additional probing questions were asked, there was not much 

that came to the surface. However, participants seemed to fully know their motives 

when they engaged with posts to participate in games for a chance to win. Furthermore, 

the researcher avoided asking too detailed questions which may lead participants to 

answer in a particular way.  

  

Managers Interview 

In the interview with manager R1, it was mentioned that the Icelandic market is 

the smallest market Icelandair serves accounting for only 10% of their business. In the 

consumer interviews, 9 Icelandic people were interviewed, only one of the participants 

was from USA. This could have had an effect since Icelandair posts many pictures that 

are more directed towards tourists. This was observed during the interviews with the 
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consumers, when people were asked to select which photo that Icelandair has posted 

they would most likely engage with, some participants mentioned that sure it’s a pretty 

photo of the northern lights but it’s not that appealing to them. As with the photo of the 

mountain some people mentioned that it is a pretty photo, but this is not something 

special for Icelanders to see. This could definitely be a factor and should be considered 

if further studies on the subject would be conducted. 

  

Limitations of the Study Design 

Conducting a qualitative research has its limitations with regards to maintaining 

validity and reliability. Such as, the interviews and the situation of the interview cannot 

be replicated. There is lack of anonymity and confidentiality. The researcher and 

participants can have a conscious or nonconscious effect on each other. All of which 

can be minimized by using a quantitative analysis. However, qualitative research excels 

with regards to gaining deeper insight into a topic, qualitative descriptions can have an 

important role suggesting relationships, and deep insights can’t be gathered with 

statistics (Burns, 2000). In the consumer interviews all the participants knew the 

researcher. However, that was felt to help the interview, as the participants felt more 

relaxed and would therefore answer in more details. The inclusion of interviews in this 

research provided deep insights from both the consumers and managers perspective that 

could not be told from the conceptual model. 

  

Numerous things were done to ensure reliability and validity in the studies. For 

the interviews, the interview setting was always kept the same except for one 

participant. In that case however, a quiet place was selected to try to replicate the other 

circumstances. All participants got the same introduction text about the purpose of the 

interview and about the interview. The facilitator read all the questions in a similar tone 

between interviews, though the tone and phrasing of the probing questions varied. For 

the manager interviews, only managers that knew about Icelandair’s social media 

marketing were selected as participants to ensure valid answers. Participants were 

selected by convenience for the consumer interview. During the analysis of Icelandair’s 

Facebook posts reliability was ensured by reviewing each post twice and to ensure 

validity an inter-rater reliability test was conducted. 
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There have been relatively few studies conducted that have focused on the 

theory of the marketing firm (TMF) and no studies at least not to the researcher’s 

knowledge about TMF and social media engagement. Since there have been no studies 

conducted about social media engagement and TMF, there were no guidelines to base 

the questions designed for interviews on. Therefore, the questions should ideally be 

further examined if further studies are conducted on this topic. However, these 

questions can serve as a contribution to further development of the theory of the 

marketing firm. 

  

Further Research 

This thesis was limited to the study of the airline Icelandair. It would be 

beneficial for future studies to explore additional industries or other airlines to see how 

applicable the theories and methods explained in this thesis can be. 

The understanding of why people engage with organizations is very valuable. 

Further researches could benefit from exploring how consumers interact with an 

organization’s Facebook page. Additional equipment such as eye trackers or EEG 

sensors could be utilized in unison with verbal explanations from participants to 

measure gaze durations and brain activity to shed some light on how people engage 

with posts on a lower cognitive level. 

Further studies might also benefit from utilizing Artificial Intelligence (AI) to 

process and categorize posts. The AI approach could be used to analyze and account for 

a huge plethora of factors which would take a human years to code and analyze. Factors 

such as which keywords are trending, date and time of posting, number of followers at 

time of posting and much more. In the current competitive landscape of vast online 

media marketing the number of variables and likely sources that may influence an 

outcome is huge. Therefore, it seems more logical now than ever to outsource some of 

this processing to a computer system that can be systematically revised and improved. 

  
 

 

 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

83 

10 References 
 
Algesheimer, R., Dholakia, U. M., & Herrmann, A. (2005). The Social Influence of 

Brand Community: Evidence from European Car Clubs. Journal of Marketing, 

69(3), 19–34. https://doi.org/10.1509/jmkg.69.3.19.66363 

Bagozzi, R. P., & Dholakia, U. M. (2002). Intentional social action in virtual 

communities. Journal of Interactive Marketing, 16(2), 2–21. 

https://doi.org/10.1002/dir.10006 

Barger, V., Peltier, J. W., & Schultz, D. E. (2016). Social media and consumer 

engagement: a review and research agenda. Journal of Research in Interactive 

Marketing, 10(4), 268–287. https://doi.org/10.1108/JRIM-06-2016-0065 

Beukeboom, C. J., Kerkhof, P., & de Vries, M. (2015). Does a Virtual Like Cause 

Actual Liking? How Following a Brand’s Facebook Updates Enhances Brand 

Evaluations and Purchase Intention. Journal of Interactive Marketing, 32, 26–

36. https://doi.org/10.1016/j.intmar.2015.09.003 

Biglan, A., & Glenn, S. S. (2013). Toward prosocial behavior and environments: 

Behavioral and cultural contingencies in a public health framework. In G. J. 

Madden, W. V. Dube, T. D. Hackenberg, G. P. Hanley, & K. A. Lattal (Eds.), 

APA handbook of behavior analysis, Vol. 2: Translating principles into 

practice. (pp. 255–275). Washington: American Psychological Association. 

https://doi.org/10.1037/13938-010 

Bijmolt, T. H. A., Leeflang, P. S. H., Block, F., Eisenbeiss, M., Hardie, B. G. S., 

Lemmens, A., & Saffert, P. (2010). Analytics for Customer Engagement. 

Journal of Service Research, 13(3), 341–356. 

https://doi.org/10.1177/1094670510375603 

Bluhm, D. J., Harman, W., Lee, T. W., & Mitchell, T. R. (2011). Qualitative Research 

in Management: A Decade of Progress: Qualitative Research in Management. 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

84 

Journal of Management Studies, 48(8), 1866–1891. 

https://doi.org/10.1111/j.1467-6486.2010.00972.x 

Bowen, G., & Bowen, R. (2015). Offline and Online Brand Trust Models: Their 

Relevance to Social Media. Journal of Business and Economics, 6(1), 102–112. 

https://doi.org/10.15341/jbe(2155-7950)/01.06.2015/010 

Brodie, R. J., Hollebeek, L. D., Jurić, B., & Ilić, A. (2011). Customer Engagement: 

Conceptual Domain, Fundamental Propositions, and Implications for Research. 

Journal of Service Research, 14(3), 252–271. 

https://doi.org/10.1177/1094670511411703 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer engagement in a 

virtual brand community: An exploratory analysis. Journal of Business 

Research, 66(1), 105–114. https://doi.org/10.1016/j.jbusres.2011.07.029 

Brown, J., Broderick, A. J., & Lee, N. (2007). Word of mouth communication within 

online communities: Conceptualizing the online social network. Journal of 

Interactive Marketing, 21(3), 2–20. https://doi.org/10.1002/dir.20082 

Burns, R. B. (2000). Introduction to research methods (4th ed). London; Thousand 

Oaks, Calif: SAGE. 

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An Experimental Study of the 

Relationship between Online Engagement and Advertising Effectiveness. 

Journal of Interactive Marketing, 23(4), 321–331. 

https://doi.org/10.1016/j.intmar.2009.07.002 

Cho, M., Schweickart, T., & Haase, A. (2014). Public engagement with nonprofit 

organizations on Facebook. Public Relations Review, 40(3), 565–567. 

https://doi.org/10.1016/j.pubrev.2014.01.008 

Chua, A. Y. K., & Banerjee, S. (2015). Understanding review helpfulness as a function 

of reviewer reputation, review rating, and review depth: Understanding Review 

Helpfulness as a Function of Reviewer Reputation, Review Rating, and Review 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

85 

Depth. Journal of the Association for Information Science and Technology, 

66(2), 354–362. https://doi.org/10.1002/asi.23180 

CIPR. (2013). Social Media | Chartered Institute of Public Relations. Retrieved 13 

October 2018, from https://www.cipr.co.uk/content/policy-resources/toolkits-

and-best-practice-guides/social-media 

Coelho, P. S., Rita, P., & Santos, Z. R. (2018). On the relationship between consumer-

brand identification, brand community, and brand loyalty. Journal of Retailing 

and Consumer Services, 43, 101–110. 

https://doi.org/10.1016/j.jretconser.2018.03.011 

Coelho, R. L. F., Oliveira, D. S. de, & Almeida, M. I. S. de. (2016). Does social media 

matter for post typology? Impact of post content on Facebook and Instagram 

metrics. Online Information Review, 40(4), 458–471. 

https://doi.org/10.1108/OIR-06-2015-0176 

Content Marketing Institute. (2018). What is Content Marketing? Retrieved 6 October 

2018, from https://contentmarketinginstitute.com/what-is-content-marketing/ 

Coyle, J. R., & Thorson, E. (2001). The Effects of Progressive Levels of Interactivity 

and Vividness in Web Marketing Sites. Journal of Advertising, 30(3), 65–77. 

https://doi.org/10.1080/00913367.2001.10673646 

Culnan, M. J., & McHugh, P. J. (2010). How Large U.S. Companies Can Use Twitter 

and Other Social Media to Gain Business Value. MIS Quarterly Executive, 9(4), 

243–259. 

Cvijikj, I. P., Spiegler, E. D., & Michahelles, F. (2011). The Effect of Post Type, 

Category and Posting Day on User Interaction Level on Facebook. In 2011 

IEEE Third Int’l Conference on Privacy, Security, Risk and Trust and 2011 

IEEE Third Int’l Conference on Social Computing (pp. 810–813). Boston, MA, 

USA: IEEE. https://doi.org/10.1109/PASSAT/SocialCom.2011.21 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

86 

de Valck, K., van Bruggen, G. H., & Wierenga, B. (2009). Virtual communities: A 

marketing perspective. Decision Support Systems, 47(4), 185–203. 

https://doi.org/10.1016/j.dss.2009.02.008 

de Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of Brand Posts on 

Brand Fan Pages: An Investigation of the Effects of Social Media Marketing. 

Journal of Interactive Marketing, 26(2), 83–91. 

https://doi.org/10.1016/j.intmar.2012.01.003 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in 

online brand communities: a social media perspective. Journal of Product & 

Brand Management, 24(1), 28–42. https://doi.org/10.1108/JPBM-06-2014-0635 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer 

engagement: duality, dimensionality and measurement. Journal of Marketing 

Management, 32(5–6), 399–426. 

https://doi.org/10.1080/0267257X.2015.1130738 

Dholakia, U. M., Bagozzi, R. P., & Pearo, L. K. (2004). A social influence model of 

consumer participation in network- and small-group-based virtual communities. 

International Journal of Research in Marketing, 21(3), 241–263. 

https://doi.org/10.1016/j.ijresmar.2003.12.004 

Erdoğmuş, İ. E., & Tatar, Ş. B. (2015). Drivers of Social Commerce through Brand 

Engagement. Procedia - Social and Behavioral Sciences, 207, 189–195. 

https://doi.org/10.1016/j.sbspro.2015.10.087 

Facebook. (2018, December 12). Facebook Business. Retrieved 12 December 2018, 

from https://en-gb.facebook.com/business 

Fahy, J., & Jobber, D. (2015). Foundations of marketing (5. ed). London: McGraw-Hill 

Education. 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

87 

Fortin, D. R., & Dholakia, R. R. (2005). Interactivity and vividness effects on social 

presence and involvement with a web-based advertisement. Journal of Business 

Research, 58(3), 387–396. https://doi.org/10.1016/S0148-2963(03)00106-1 

Foxall, G. R. (1990). Consumer psychology in behavioral perspective. Washington, 

DC: Beard Books. 

Foxall, G. R. (2004). Consumer psychology in behavioral perspective. Washington, 

DC: Beard Books. 

Foxall, Gordon R. (1993). A Behaviourist Perspective on Purchase and Consumption. 

European Journal of Marketing, 27(8), 7–16. 

https://doi.org/10.1108/03090569310042891 

Foxall, Gordon R. (1999). The behavioural perspective model: Consensibility and 

consensuality. European Journal of Marketing, 33(5/6), 570–597. 

https://doi.org/10.1108/03090569910262143 

Foxall, Gordon R. (2001a). Foundations of Consumer Behaviour Analysis. Marketing 

Theory, 1(2), 165–199. https://doi.org/10.1177/147059310100100202 

Foxall, G. R. (Ed.). (2002). Consumer Behaviour Analysis: Critical Perspectives in 

Business and Management. London and New York: Routledge 

 
Foxall, Gordon R. (2014). The marketing firm and consumer choice: implications of 

bilateral contingency for levels of analysis in organizational neuroscience. 

Frontiers in Human Neuroscience, 8. https://doi.org/10.3389/fnhum.2014.00472 

Foxall, Gordon R. (2015). Consumer Behavior Analysis and the Marketing Firm: 

Bilateral Contingency in the Context of Environmental Concern. Journal of 

Organizational Behavior Management, 35(1–2), 44–69. 

https://doi.org/10.1080/01608061.2015.1031426 

Foxall, Gordon R. (2018). An Economic Psychology of the Marketing Firm. In A. 

Lewis (Ed.), The Cambridge Handbook of Psychology and Economic Behaviour 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

88 

(2nd ed., pp. 365–402). Cambridge University Press. 

https://doi.org/10.1017/9781316676349.013 

Fu, P.-W., Wu, C.-C., & Cho, Y.-J. (2017). What makes users share content on 

facebook? Compatibility among psychological incentive, social capital focus, 

and content type. Computers in Human Behavior, 67, 23–32. 

https://doi.org/10.1016/j.chb.2016.10.010 

Gaber, H. R., & Wright, L. T. (2014). Fast-food advertising in social media. A case 

study on Facebook in Egypt, 9(1), 52–63. 

Gambetti, R. C., & Graffigna, G. (2010). The Concept of Engagement: A Systematic 

Analysis of the Ongoing Marketing Debate. International Journal of Market 

Research, 52(6), 801–826. https://doi.org/10.2501/S147078531020166 

Glenn, S. S. (2004). Individual behavior, culture, and social change. The Behavior 

Analyst, 27(2), 133–151. https://doi.org/10.1007/BF03393175 

Gutiérrez-Cillán, J., Camarero-Izquierdo, C., & San José-Cabezudo, R. (2017). How 

brand post content contributes to user’s Facebook brand-page engagement. The 

experiential route of active participation. BRQ Business Research Quarterly, 

20(4), 258–274. https://doi.org/10.1016/j.brq.2017.06.001 

Herzog, H. (1944). What do we really know about daytime serial listeners. In Radio 

Research 1942-1943 (pp. 3–33). New York: Essential Books. Retrieved from 

https://www.americanradiohistory.com/Archive-Ratings-Documents/Radio-

Research-1942-1943.pdf 

Hoffman, D. L., & Fodor, M. (2010). Can You Measure the ROI of Your Social Media 

Marketing? MIT Sloan Management Review, 52(1), 41–49. 

Hoffman, D. L., & Novak, T. P. (1996). Marketing in Hypermedia Computer-Mediated 

Environments: Conceptual Foundations. Journal of Marketing, 60(3), 50–68. 

https://doi.org/10.2307/1251841 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

89 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer Brand Engagement 

in Social Media: Conceptualization, Scale Development and Validation. Journal 

of Interactive Marketing, 28(2), 149–165. 

https://doi.org/10.1016/j.intmar.2013.12.002 

Iceland Airwaves. (2018, October 31). What why when. Retrieved from 

http://icelandairwaves.is/about/ 

Icelandair. (2018a). Flying Since 1937 | Icelandair. Retrieved 17 December 2018, from 

https://www-icelandair-com-internal/en-gb/about/history/flying-since-1937/ 

Icelandair. (2018b). Icelandair Frequent Flyer program | Icelandair. Retrieved 17 

December 2018, from https://www-icelandair-com-internal/en-

gb/about/history/flying-since-1937/ 

Icelandair. (2018a, October 29). About Icelandair. Retrieved 29 October 2018, from 

https://www.icelandair.com/en-gb/about/ 

Icelandair. (2018b, October 31). Icelandair Sponsorships. Retrieved 31 October 2018, 

from https://www.icelandair.com/about/media/sponsorships/ 

Icelandair Group. (2018, October 31). Our Company. Retrieved 31 October 2018, from 

https://www.icelandairgroup.is/ 

Icelandair, I. (2018c). Media. Retrieved 29 October 2018, from 

https://www.icelandair.com/about/media/ 

Icelandair, I. (2018d, October 29). Icelandair History. Retrieved 29 October 2018, from 

https://www.icelandair.com/en-gb/about/history/ 

Icelandair, I. (2018e, October 29). Icelandair Network Routemap. Retrieved 29 October 

2018, from https://www.icelandair.com/about/routemap/ 

Jahn, B., & Kunz, W. (2012). How to transform consumers into fans of your brand. 

Journal of Service Management, 23(3), 344–361. 

https://doi.org/10.1108/09564231211248444 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

90 

Janal, D. S. (1998). Online marketing handbook: how to promote, advertise, and sell 

your products and services on the Internet (1998 ed). New York: J. Wiley. 

Jarach, D. (2004). Future Scenarios for the European Airline Industry: A Marketing-

Based Perspective. Journal of Air Transportation, 9(2), 23–39. 

Jin, X.-L., Lee, M. K. O., & Cheung, C. M. K. (2010). Predicting continuance in online 

communities: model development and empirical test. Behaviour & Information 

Technology, 29(4), 383–394. https://doi.org/10.1080/01449290903398190 

Judge, T. A., Bono, J. E., & Locke, E. A. (2000). Personality and job satisfaction: The 

mediating role of job characteristics. Journal of Applied Psychology, 85(2), 

237–249. https://doi.org/10.1037/0021-9010.85.2.237 

Kabadayi, S., & Price, K. (2014). Consumer – brand engagement on Facebook: liking 

and commenting behaviors. Journal of Research in Interactive Marketing, 8(3), 

203–223. https://doi.org/10.1108/JRIM-12-2013-0081 

Katz, E., & Foulkes, D. (1962). On the Use of the Mass Media as ‘Escape’: 

Clarification of a Concept. Public Opinion Quarterly, 26(3), 377. 

https://doi.org/10.1086/267111 

Kim, C., & Yang, S.-U. (2017). Like, comment, and share on Facebook: How each 

behavior differs from the other. Public Relations Review, 43(2), 441–449. 

https://doi.org/10.1016/j.pubrev.2017.02.006 

Ko, H., Cho, C.-H., & Roberts, M. S. (2005). INTERNET USES AND 

GRATIFICATIONS: A Structural Equation Model of Interactive Advertising. 

Journal of Advertising, 34(2), 57–70. 

https://doi.org/10.1080/00913367.2005.10639191 

Koh, J., & Kim, Y.-G. (2004). Knowledge sharing in virtual communities: an e-

business perspective. Expert Systems with Applications, 26(2), 155–166. 

https://doi.org/10.1016/S0957-4174(03)00116-7 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

91 

Kujur, F., & Singh, S. (2017). Engaging customers through online participation in 

social networking sites. Asia Pacific Management Review, 22(1), 16–24. 

https://doi.org/10.1016/j.apmrv.2016.10.006 

Kulviwat, S., & Sledgianowski, D. (2009). Using social network sites: The effects of 

playfulness, critical mass and trust in a hedonic context. Journal of Computer 

Information Systems, 49(4), 74–83. 

Laroche, M., Habibi, M. R., & Richard, M.-O. (2013). To be or not to be in social 

media: How brand loyalty is affected by social media? International Journal of 

Information Management, 33(1), 76–82. 

https://doi.org/10.1016/j.ijinfomgt.2012.07.003 

Laroche, M., Habibi, M. R., Richard, M.-O., & Sankaranarayanan, R. (2012). The 

effects of social media based brand communities on brand community markers, 

value creation practices, brand trust and brand loyalty. Computers in Human 

Behavior, 28(5), 1755–1767. https://doi.org/10.1016/j.chb.2012.04.016 

Lee, D., Hosanagar, K., & Nair, H. S. (2013). The Effect of Advertising Content on 

Consumer Engagement: Evidence from Facebook, 42. 

Leung, R., Schuckert, M., & Yeung, E. (2013). Attracting User Social Media 

Engagement: A Study of Three Budget Airlines Facebook Pages. In L. Cantoni 

& Z. Xiang (Eds.), Information and Communication Technologies in Tourism 

2013 (pp. 195–206). Berlin, Heidelberg: Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-642-36309-2_17 

Li, Q., Huang, Z. (Joy), & Christianson, K. (2016). Visual attention toward tourism 

photographs with text: An eye-tracking study. Tourism Management, 54, 243–

258. https://doi.org/10.1016/j.tourman.2015.11.017 

Lieb, R. (2012). Content marketing: think like a publisher-- how to use content to 

market online and in social media. Indianapolis: Que. 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

92 

Lin, H.-C., Swarna, H., & Bruning, P. F. (2017). Taking a global view on brand post 

popularity: Six social media brand post practices for global markets. Business 

Horizons, 60(5), 621–633. https://doi.org/10.1016/j.bushor.2017.05.006 

Lin, K.-Y., & Lu, H.-P. (2011). Intention to Continue Using Facebook Fan Pages from 

the Perspective of Social Capital Theory. Cyberpsychology, Behavior, and 

Social Networking, 14(10), 565–570. https://doi.org/10.1089/cyber.2010.0472 

Liu, J., Li, C., Ji, Y. G., North, M., & Yang, F. (2017). Like it or not: The Fortune 500’s 

Facebook strategies to generate users’ electronic word-of-mouth. Computers in 

Human Behavior, 73, 605–613. https://doi.org/10.1016/j.chb.2017.03.068 

Liu, Y., & Shrum, L. J. (2002). What is Interactivity and is it Always Such a Good 

Thing? Implications of Definition, Person, and Situation for the Influence of 

Interactivity on Advertising Effectiveness. Journal of Advertising, 31(4), 53–64. 

https://doi.org/10.1080/00913367.2002.10673685 

Luarn, P., Lin, Y.-F., & Chiu, Y.-P. (2015). Influence of Facebook brand-page posts on 

online engagement. Online Information Review, 39(4), 505–519. 

https://doi.org/10.1108/OIR-01-2015-0029 

Malthouse, E. C., Calder, B. J., Kim, S. J., & Vandenbosch, M. (2016). Evidence that 

user-generated content that produces engagement increases purchase 

behaviours. Journal of Marketing Management, 32(5–6), 427–444. 

https://doi.org/10.1080/0267257X.2016.1148066 

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013). Managing 

Customer Relationships in the Social Media Era: Introducing the Social CRM 

House. Journal of Interactive Marketing, 27(4), 270–280. 

https://doi.org/10.1016/j.intmar.2013.09.008 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the 

promotion mix. Business Horizons, 52(4), 357–365. 

https://doi.org/10.1016/j.bushor.2009.03.002 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

93 

Marketing Science Institute. (2014). Research priorities 2014–2016. Marketing Science 

Institute. Retrieved from http://www.msi.org/uploads/files/MSI_RP14-16.pdf 

Marketing Science Institute. (2016). Research priorities 2016–2018. Marketing Science 

Institute. Retrieved from https://www.msi.org/uploads/articles/MSI_RP16-

18.pdf 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs: 

Exploring motivations for brand-related social media use. International Journal 

of Advertising, 30(1), 13–46. https://doi.org/10.2501/IJA-30-1-013-046 

Nicholson, M., & Xiao, S. H. (2010). On the Evolutionary Bases of Consumer 

Reinforcement. Journal of Organizational Behavior Management, 30(2), 127–

144. https://doi.org/10.1080/01608061003756356 

Olenski, S. (2018, February). Top 25 Social Media Tools For Marketers. Retrieved 21 

December 2018, from 

https://www.forbes.com/sites/steveolenski/2018/02/24/top-25-social-media-

tools-for-marketers/ 

Oliveira-Castro, J. M., Cavalcanti, P. R., & Foxall, G. R. (2016). What Consumers 

Maximize: Brand Choice as a Function of Utilitarian and Informational 

Reinforcement: WHAT CONSUMERS MAXIMIZE. Managerial and Decision 

Economics, 37(4–5), 360–371. https://doi.org/10.1002/mde.2722 

Oxford Online Dictionary. (2018). social | Definition of social in English by Oxford 

Dictionaries. Retrieved 31 December 2018, from 

https://en.oxforddictionaries.com/definition/social 

Park, N., Kee, K. F., & Valenzuela, S. (2009). Being Immersed in Social Networking 

Environment: Facebook Groups, Uses and Gratifications, and Social Outcomes. 

CyberPsychology & Behavior, 12(6), 729–733. 

https://doi.org/10.1089/cpb.2009.0003 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

94 

Peters, K., Chen, Y., Kaplan, A. M., Ognibeni, B., & Pauwels, K. (2013). Social Media 

Metrics — A Framework and Guidelines for Managing Social Media. Journal 

of Interactive Marketing, 27(4), 281–298. 

https://doi.org/10.1016/j.intmar.2013.09.007 

Pletikosa Cvijikj, I., & Michahelles, F. (2011). A Case Study of the Effects of 

Moderator Posts within a Facebook Brand Page. In A. Datta, S. Shulman, B. 

Zheng, S.-D. Lin, A. Sun, & E.-P. Lim (Eds.), Social Informatics (Vol. 6984, 

pp. 161–170). Berlin, Heidelberg: Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-642-24704-0_21 

Pletikosa Cvijikj, I., & Michahelles, F. (2013). Online engagement factors on Facebook 

brand pages. Social Network Analysis and Mining, 3(4), 843–861. 

https://doi.org/10.1007/s13278-013-0098-8 

Poling, A., Methot, L. L., & LeSage, M. G. (1995). Fundamentals of Behavior Analytic 

Research. Boston, MA: Springer US. https://doi.org/10.1007/978-1-4899-1436-

1 

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice 

in value creation. Journal of Interactive Marketing, 18(3), 5–14. 

https://doi.org/10.1002/dir.20015 

Rothaermel, F. T., & Sugiyama, S. (2001). Virtual internet communities and 

commercial success: individual and community-level theory grounded in the 

atypical case of TimeZone.com. Journal of Management, 27(3), 297–312. 

https://doi.org/10.1177/014920630102700305 

Rowley, J. (2008). Understanding digital content marketing. Journal of Marketing 

Management, 24(5–6), 517–540. https://doi.org/10.1362/026725708X325977 

Sabate, F., Berbegal-Mirabent, J., Cañabate, A., & Lebherz, P. R. (2014). Factors 

influencing popularity of branded content in Facebook fan pages. European 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

95 

Management Journal, 32(6), 1001–1011. 

https://doi.org/10.1016/j.emj.2014.05.001 

Shane, D. (2018, June 4). Higher oil prices are taking a toll on airline profits. Retrieved 

29 November 2018, from https://money.cnn.com/2018/06/04/investing/iata-

airline-profits-oil/index.html 

Shen, B., & Bissell, K. (2013). Social Media, Social Me: A Content Analysis of Beauty 

Companies’ Use of Facebook in Marketing and Branding. Journal of Promotion 

Management, 19(5), 629–651. https://doi.org/10.1080/10496491.2013.829160 

Socialbakers. (2018). Most popular Facebook pages in Iceland. Retrieved 14 November 

2018, from 

https%3A%2F%2Fwww.socialbakers.com%2Fstatistics%2Ffacebook%2Fpages

%2Ftotal%2Ficeland%2F 

Sørensen, H. (2015). Master of Science in International Business. Reykjavík 

University. 

Statista. (2018a). Social media marketing - Statistics & Facts. Retrieved 1 November 

2018, from https://www.statista.com/topics/1538/social-media-marketing/ 

Statista. (2018b, July). Global digital population as of July 2018 (in millions). Statista. 

Retrieved from https://www.statista.com/statistics/617136/digital-population-

worldwide/ 

Statista. (2018c, July). Most famous social network sites worldwide as of July 2018, 

ranked by number of active users (in millions). Statista. Retrieved from 

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-

number-of-users/ 

Stelzner, M. A. (2015). How Marketers Are Using Social Media to Grow Their 

Businesses (p. 54). Social Media Examiner. Retrieved from 

https://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport20

15.pdf 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

96 

Steuer, J. (1992). Defining Virtual Reality: Dimensions Determining Telepresence. 

Journal of Communication, 42(4), 73–93. https://doi.org/10.1111/j.1460-

2466.1992.tb00812.x 

Stromer-Galley, J. (2004). Interactivity-as-Product and Interactivity-as-Process. The 

Information Society, 20(5), 391–394. 

https://doi.org/10.1080/01972240490508081 

Tabachnick, B. G., & Fidell, L. S. (2014). Using multivariate statistics (6th ed.). 

Harlow: Pearson. 

Tafarodi, R. W., Milne, A. B., & Smith, A. J. (1999). The Confidence of Choice: 

Evidence for an Augmentation Effect on Self-Perceived Performance. 

Personality and Social Psychology Bulletin, 25(11), 1405–1416. 

https://doi.org/10.1177/0146167299259006 

Thomsen, S. R., Straubhaar, J. D., & Bolyard, D. M. (1998). Ethnomethodology and the 

study of online communities: exploring the cyber streets. Information Research, 

4(1). Retrieved from http://www.informationr.net/ir/4-1/paper50.html 

van Dijck, J. (2013). ‘You have one identity’: performing the self on Facebook and 

LinkedIn. Media, Culture & Society, 35(2), 199–215. 

https://doi.org/10.1177/0163443712468605 

Vella, Kevin J., & Foxall, G. R. (2011). The marketing firm: economic psychology of 

corporate behaviour. Cheltenham, UK ; Northampton, MA: Edward Elgar. 

Vella, Kevin J., & Foxall, G. R. (2013). The Marketing Firm: Operant Interpretation of 

Corporate Behavior. The Psychological Record, 63(2), 375–402. 

https://doi.org/10.11133/j.tpr.2013.63.2.011 

Vella, Kevin James. (2015). Selection by Consequences of the Marketing Firm (PhD 

Thesis). Cardiff University. 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

97 

Viglia, G., Pera, R., & Bigné, E. (2018). The determinants of stakeholder engagement 

in digital platforms. Journal of Business Research, 89, 404–410. 

https://doi.org/10.1016/j.jbusres.2017.12.029 

Vildarbörn. (2018, October 31). Um vildarbörn. Retrieved 31 October 2018, from 

https://www.vildarborn.is/um-vildarborn/ 

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer Engagement: Exploring 

Customer Relationships Beyond Purchase. Journal of Marketing Theory and 

Practice, 20(2), 122–146. https://doi.org/10.2753/MTP1069-6679200201 

Vollmer, C., & Precourt, G. (2008). Always On: Advertising, Marketing and Media in 

an Era of Consumer Control. International Journal of Advertising, 27(4), 670–

672. https://doi.org/10.2501/S0265048708080219 

Wimmer, R. D., & Dominick, J. R. (1994). Mass media research: an introduction (4th 

ed). Belmont, Calif: Wadsworth Pub. Co. 

Wood, C. A., Ray, S., & Messinger, P. (2013). Leaving the Tier: An Examination of 

Asymmetry in Pricing Patterns in Online High Tech Shops. In J. Järveläinen, H. 

Li, A.-M. Tuikka, & T. Kuusela (Eds.), Co-created Effective, Agile, and Trusted 

eServices (Vol. 155, pp. 63–73). Berlin, Heidelberg: Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-642-39808-7_6 

Youcheng, W., & Fesenmaier, D. R. (2003). Assessing Motivation of Contribution in 

Online Communities: An Empirical Investigation of an Online Travel 

Community. Electronic Markets, 13(1), 33–45. 

https://doi.org/10.1080/1019678032000052934 

Zimbardo, P. G. (1992). Psychology and life (13th ed). New York, NY: HarperCollins. 

 

 

 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

98 

Appendix A 
 
Icelandair Posts 

The content of Icelandair’s Facebook posts is categorized into four categories: 

‘informative’, ‘entertaining’, ‘promotional’, and ‘social’. An example of posts is 

presented in this Appendix 

 

Informative Posts 

Informative posts are posts that contain some information about the organization 

or the brand or the service they provide. Information to consumers also falls into this 

category. See an example of informative post from Icelandair on Figure 7. 

 

 
Figure 7. Informative Post Example 

Entertaining Posts 

Entertaining posts are posts that have content that is aimed at being interesting 

to consumers, such as interesting photos or videos. See an example of an entertaining 

post in Figure 8.  
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Figure 8. Entertaining Post Example 

 

Promotional Posts 

Promotional posts are posts that include offers and marketing campaigns, see 

Figure 9 for an example of a promotional post. 

 
Figure 9. Promotional Post Example 
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Social Posts 

A social post is a post that notifies consumers of events or social activities and 

informs people about the various sponsorships Icelandair offers such as about the 

Icelandic football team. Furthermore, posts that take a stand on social issues is 

categorized into social posts. See Figure 10 for an example of a social post. 

 

 
Figure 10. Social Post Example 
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Appendix B 
 
Consumer Interview Icelandair 
 
Online Survey 
 
The purpose of this interview is to investigate consumer engagement on social media. 
You will be asked several questions about your social media habits and engagement 
towards brands on social media in general and then about the airline Icelandair. With 
engagement being defined as likes, comments, shares, write on the brands Facebook 
wall, send direct message etc. This interview is a part of a MSc degree in Marketing at 
Reykjavík University. 
 
The interview will be recorded but all the data will be kept anonymous and no data will 
be disclosed to other parties than involved in this research. There are no right or wrong 
answers, the focus of the interview is only to gather your thoughts about the subject. 
 
Thank you for your participation 
 

1. Age? 
� 18 or younger 
� 19-25 
� 26-35 
� 36-45 
� 46-55 
� 56 or older 

 
2. Gender 

� Female 
� Male 
� Other 

 
3. What is the highest level of education you have completed? 

� Compulsory education (Grunnskóli) 
� Upper secondary education (Menntaskóli) 
� University level first stage (certificate or diploma, bachelor’s degree) 
� University level second stage (postgraduate diploma, master’s degree) 
� University level third stage (PhD) 

 
4. On the scale from 1-5 how would you describe how active you are on 

Facebook? With active meaning, liking, commenting etc. when using 
Facebook 
 

Not very active      Very active 
   1 2 3 4 5  
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On the scale from 1-5 how likely are you to recommend a brand that you like on 
Facebook? 
 
Not very likely      Very likely 
   1 2 3 4 5 
 
How do you engage with brands on Facebook? Note that you can select more than 
one 
 

� Comment on a post 
� Liking or using reactions (ha-ha, love, sad, hate, wow) 
� Sharing posts 
� Commenting on the brands wall 
� Private message 
� I don’t engage with brands 

 
 
Have you ever flown with the airline Icelandair? 
 

� Yes 
� No 

 
When traveling, do you travel for? 
 

� Leisure 
� Business 
� Both 

 
 
 
 
 
 
 
 
 
-Survey ends 
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The interview guide for the interview with consumers 
 
 
Have you liked any organizations Facebook page?  

� Yes  
� No 
� I don’t remember 

 
- If yes what made you like the organizations Facebook page? 

 
 
Do you engage with organizations on Facebook? (such as liking a post, 
commenting etc.)  
 

� Yes  
� No 
� I don’t remember 

 
- If yes what factors made you engage with it? 

 
Icelandair Questions: 
 
Have you been on Icelandair’s Facebook page? 

� Yes  
� No 
� I don’t remember 

 
If yes - what made you go onto Icelandair’s Facebook page? 

 

Have you engaged with Icelandair’s Facebook page (liked posts, commented etc.?) 
to your recollection?  

� Yes 
� No 
� I don’t remember 

 
If yes - what type of posts did you engage with? 

 
 
Have you purchased a flight or other service Icelandair offers because you saw it 
advertised on Icelandair’s Facebook page? (e.g. “Hraðtilboð”, 
“vildarpunktatilboð” etc.) 

� Yes 
� No 
� I don’t remember 

 
What is your opinion of Icelandair? 
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What would you be interested in seeing on Icelandair’s Facebook page?  
 
 
 
 
What factors are most important to you when purchasing flight tickets? 
 
 
 
 
 
 
 
If you had to select. Which of these Facebook post would most likely engage with? 
And why?  

� A 
� B 
� C 
� D 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



ENGAGEMENT BEHAVIOR ON FACEBOOK AND THE RELATIONSHIP 
BETWEEN MANAGERS AND CONSUMERS: THE CASE OF ICELANDAIR 
 

 

105 

A       B 
 

 
 

 
 
C       D 
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Appendix C 
 
Interview Questions for Managers at Icelandair 
 
Questions: 
 

1. What business is Icelandair in? 
 

2. Who are Icelandair’s customers?  
 

3. Who will be Icelandair’s customers? 
 

4. Does Icelandair have a social media strategy for its Facebook page?  
 

5. How do you measure success of Icelandair’s Facebook page?  
 

6. Do you conduct or purchase any marketing intelligence?  
 

a. If yes what kind?  
b. If yes do you base your marketing efforts on the marketing intelligence?  

 
7. How do you (Icelandair) manage marketing mixes in the pursuit of profitable consumer 

response?  
 

8. Do you set goals for Icelandair’s social media efforts?  
 

9. Would you consider Icelandair’s Facebook page successful?  
 

10. What is the purpose of the content posted on Facebook?  
 

11. Do you monitor link-clicks on links posted on your Facebook to your webpage, through 
bit.ly or goo.ly or other?  
 

12. Do you monitor engagement on Facebook e.g. ‘likes’, ‘comments’ ‘reactions’, ‘shares’ 
etc. 
 

13. Do you monitor feedback from consumers on Icelandair’s Facebook page?  
 

a. If yes what do you do with the feedback? 
 

14. Why do you think people use Icelandair’s Facebook page?  
 

15. What kind of content do you think resonates best with Icelandair’s audience?  
 

16. What do you think are the most important factors for consumers who are purchasing 
flights with Icelandair?   
 

17. How are you targeting your Facebook posts? How many languages do you post? 
(Icelandic, English. etc?)  

 


