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Executive summary  
 

Social media have developed to be an integral part of each business’ existence. As SoftAtHome is 

working on revamping its LinkedIn strategy, it became evident that the company needed assistance 

in defining what a proper approach would be. Therefore, this research paper focuses on answering 

the following central question: How can SoftAtHome increase its social media presence on 

LinkedIn?  

 

Literature review has served as building blocks for this research and involved secondary research 

methods, such as: professional websites, expert blogs, e-books, scientific papers, etc. it must be 

pointed out that a custom-made field research had been conducted, which included updating 

SoftAtHome’s LinkedIn company page with information about current affairs, company news, 

partner collaborations, products or services. In addition, an operationalization table was designed 

and an interview with SoftAtHome’s top executive was conducted in order to gain more insights and 

provide the company with useful recommendations.  All three sections (field research, 

operationalization table and the interview) were based on Five Steps of Social Media Engagement 

theory by Khederchah.  

 

The outcome of the field research includes such recommendations as: designating a dedicated person 

to handle the social media strategy, conducting a full SWOT analysis of social media usage, posting 

content more frequently, as well as, trying new ways of creating content. It is clear that the 

company’s engagement rate on LinkedIn is not as bad as one might have assumed. It actually scores 

above average with 6.23%. In addition, in order to define what type of content is engaging the 

audience, it is advised to conduct a more thorough research, for an extended period of time, and 

spending some money on paid campaigns with LinkedIn. This way, SoftAtHome would be able to 

measure engagement on different types of content and choose the most effective one for inclusion 

in their revamped social media plan. With the pandemic taking over the 2020 it is, therefore, 

important to create an appealing social media strategy, that would ensure the continuity of doing 

business in the online reality by SoftAtHome.  
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1. Introduction  
 

Social media have become an essential part of each company’s corporate life. Now more than ever 

social media defines, or at least has a significant influence, on a company’s success or failure. This 

report investigates ways SoftAtHome can utilize in order to increase its presence on LinkedIn and 

ways to engage LinkedIn users. As Leonardi, Huysman and Steinfield (2013) stated in their article 

on social media in the enterprise: “(…) rather than functioning as a channel through which 

communication travels, enterprise social media operate as a platform upon which social interaction 

occurs.” What is more, they also claim that there are two dominant ways in which social media is 

being used by organizations. First way “is for organizational communication with external parties, 

such as customers, vendors, and the public at large.” What they mean by that, is that most companies 

promote their business on social networking platforms, such as Facebook or Twitter. The second 

way, “less commonly studied way in which organizations have employed social media platforms is 

for internal communication and social interaction within the enterprise.” While the authors state that 

enterprise social media has no distinction between social networking platforms but are a part of the 

combined enterprise social media; Joel Postman (2009) in his book Social Media Goes Corporate, 

states that “social media are a set of tools to add to the corporate communications mix.” Postman 

adds, that “social media enables genuine, 1:1 conversation with consumers.” This is an important 

point of view, as it shows that social media has now a significant place in the corporate 

communications strategy. Through engaging with “influencers”, an organization can increase its 

brand awareness and can show their stakeholders but also to the public that it is “connected to, and 

interested in, what’s going on outside the company’s four walls. Consumers also recognize that 

social media is a new direction for corporate communications and see companies that use social 

media as creative, willing to take risks, and forward thinking.” (Postman, J. 2009, p.3). The above 

examples only show that the social media importance in the corporate life has been on the rise in the 

past two decades.  

 

The purpose of this research was to try out various techniques on the company’s LinkedIn page and 

see which of them have the most engagement. Choosing the right type of posts would mean having 

a blue print for future posts and, hopefully, having SoftAtHome placed as one of the key thought 

leaders within the industry.  

 

1.1. Problem definition  

 

SoftAtHome, created in 2007, is a French software company, specialised in the digital home. 

According to a statement on the company’s website “SoftAtHome provides software products for 
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connectivity, pay TV, Home Networking and the Smart Home. SoftAtHome solutions are deployed 

with major operators in over 20 million homes in more than 18 countries.”  

 

The company is dedicated to “design products for operators to deliver the best connectivity and 

Digital Home applications possible to their subscribers, making homes smarter.” (SoftAtHome, n.d.) 

 

SoftAtHome helps service providers make the home smarter through implementing Home 

Automation, Energy Management or Home Monitoring Services. (SoftAtHome, n.d.)  

 

In 2018 the company has acquired V3D, a leading expert in Telecom data analytics and have started 

actively pursuing its presence in North America. 

 

For the last couple of years SoftAtHome has been working on improving their social media image, 

however, when talking about the company’s social media strategy, one of the management’s wishes 

has been to improve the engagement on LinkedIn. The reason behind this is to create more 

opportunities for lead generation which, in turn could be a way of identifying potential new 

customers. Having a corporate LinkedIn profile where followers and their networks can attract active 

participation has been one of SoftAtHome objectives for the past couple of years. Hence, the aim of 

this paper is to examine various techniques that could increase the company’s social media presence 

with focus on LinkedIn. In addition, the paper will also pay attention to how to engage its audience 

on social media and ensure the generation of new sales leads and to steer the company towards 

becoming a respected thought leader within the industry.  

 

1.2. Research question and sub-questions  

 

The central question of this dissertation is: How can SoftAtHome increase its social media 

presence on LinkedIn?  

 

In order to answer the central question, the following sub-questions have been therefore developed:   

 

1. What is social media and how business are using it?  

2. What is engagement and what it means on LinkedIn?  

3. What is LinkedIn?  

4. What is SoftAtHome’s current state of social media engagement?  

5. What are best practices with regards to community engagement?  

6. What are current opportunities and threats when using social media by SoftAtHome? 

7. What are next steps for SoftAtHome’s Marketing Communications team? 
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8. What is, suggested, SoftAtHome’s new LinkedIn strategy?  

9. What SoftAtHome can define as a successful LinkedIn strategy?  

10. Going forward, what types of social media posts should SoftAtHome focus on? 

 

The above sub-topics have been specifically selected to help answer the central question. It is of 

great importance that the reader can comprehend various topics, theories and definitions described 

in this paper.   

 

1.3. Scope of research  

 

The main motive for this research is to investigate the ways SoftAtHome could enlarge their social 

media appearance through engagement and to answer the central research question: How can 

SoftAtHome increase its social media presence on LinkedIn? 

 

A French company, SoftAtHome, was chosen to be the subject of this research. In addition, 

SoftAtHome’s Vice President of Marketing was interviewed, for the purpose of gaining more 

insights into the company’s approach to social media, with focus on LinkedIn.  

 

The main goal of this paper is to make recommendations to SoftAtHome on how the company could 

grow its social media presence by focusing on engagement with its followers on LinkedIn as well as 

improve their social media marketing by refining the company’s corporate LinkedIn presence.  

 

Therefore, a field research has been developed and performed on SoftAtHome’s LinkedIn company 

page, with a focus on organization’s engagement with its audience. Hence, the company’s audience 

is the main participant of the field study. By observing their responses to SoftAtHome’s updates 

during the period from 22 April until 3 July 2020, it was possible to determine behaviour of the 

company’s followers, the way they interacted, and see the types of posts that have had the most 

impact on them. The key reason for conducting this field study, was to measure various interactions 

between SoftAtHome and its LinkedIn audience, which would aid a development of a new LinkedIn 

strategy.  

 

Through sharing SoftAtHome's expertise and thought leadership via company page I will be able to 

measure SoftAtHome's follower's engagement and answer the questions included in the 

operationalization table. However, LinkedIn Stories is only in a test phase, just in a couple of 

countries, so this feature could be explored in more detail once it has been fully released. 

In addition to the above, I am planning on interviewing SoftAtHome's Chief Marketing Officer, 

Arnaud Bensaid, with the questions included in the operationalisation table.  
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1.4. Report structure 

 

This paper consists of the following six sections, namely: Introduction, Theoretical Framework, 

Methodology, Empirical Data, Results, Discussion, Conclusion and Recommendations.  

 

The Introduction gives an overview of the problem SoftAtHome has been struggling with and the 

background information on the company’s social media communication. Then, theoretical 

framework will be discussed, explaining the concept of social media, social media marketing, 

engagement, LinkedIn elements and theories related to it. After that, the methodology is described, 

including the ways all the research has been conducted and motivation for choosing certain sources. 

Next, results of the research result are examined. Subsequently, a discussion of the research results 

takes place, and then recommendations will be provided as to how SoftAtHome could plan its 

LinkedIn engagement expansion and, thus, increase its social media presence.   
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2. Theoretical framework  
 

The main focus of this chapter is social media marketing and engagement and the theories related to 

it. All these topics are relevant in order to be able to answer the central research question. Once we 

can understand what engagement means to SoftAtHome, we will be capable of making proper 

recommendations to the company on the ways they can improve its social media presence on 

LinkedIn. Through comparing various theories, we will be able to comprehend them and prepare a 

proper strategy, which SoftAtHome could then implement on LinkedIn. That is why it is important 

to do the literature review and field study, and by doing all this it will let me answer sub-questions 

1,2, and 3.  

 

2.1. What is social media and how companies are using it?  

 

According to Ahlqvist, Back, Halonen, Heinonen social media is: “the means of interactions among 

people in which they create, share, and exchange information and ideas in virtual communities and 

networks” (2008, p.13).  

Social media, in various forms and shapes, have been constantly expanding. There are endless 

platforms where people or businesses can get together and interact with each other. As illustrated, 

Figure 1, the so-called Conversation Prism 5.0 gathers various social media platforms in one place.  

As explained by Brian Solis, world-renowned digital analyst:  

 

The Conversation Prism is meant to help viewers better understand and 

appreciate the state of “the statusphere,” and how it’s evolving so that 

they may play a productive and defining role in shaping how business, 

educational organizations, governments, and everyday people engage, 

communicate and build mutually-beneficial communities.” (Solis, 

2017, “The 2017 Social Media Universe in One Infographic: 

Introducing The Conversation Prism 5.0”).  
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Figure 1: Social Media Prism 5.0 (Jess3 & Solis, 2017) 

 

The Prism shows 28 forms of social media and the platforms that have been developed to 

accommodate them. It is obvious that some platforms are more popular than others. From my 

professional view, when it comes to businesses within the Technology, Media, and Telecom sector 

(TMT), companies are making the most use of the following:  

• Blogs like Medium,  

• Social networks, such as Facebook, 

• Business networking, like LinkedIn,  

•  Video: Vimeo or YouYube,  

• Content networking: Dropbox or Google Drive,  

• Events, such as Eventbrite,  

• Livestreaming: Instagram, Facebook Live, 

• Social bookmarking: Evernote, 

• Messaging: Skype, WhatsApp. 
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However, the core four values, namely: listen, engage, learn and co-create are true for an individual 

as well as a brand or community.   

 

The Conversation Prism 5.0. has been used as one of the theories in order to study SoftAtHome.   

 

2.1.1. Social media versus brand recognition 

 

In today’s world most of our lives revolve online. Whether it be connecting with our families and 

friends on Facebook, goofing around on TikTok, snapping amazing images and posting them on 

Instagram, chatting away on WhatsApp or connecting with professionals on LinkedIn. These are just 

a few examples of what we can do.   

Social media are there to ensure our online persona is accessible and out there. Also, social media 

platforms are a way to build your online brand, let it be personal or business.   

 

Social media platforms are there to help consumers share information, opinions, ideas. They 

empower users to raise their voice about their experiences with various brands, products or services, 

openly in public. Those public messages enhance the market visibility, resulting in customers’ 

greater potential of negotiation. (Constantinides & Fountain, 2007; Ind & Riondon, 2001).  

 

2.1.2. Social media marketing – what does it mean?  

Nowadays, companies are using social media marketing as one of the ways to promote their services 

or products; meaning, they use social media platforms and websites in order to do that. Social media 

marketing has become an important part of a company’s life and companies with big budget even 

create their own department, dedicated to social media marketing. However, in most companies this 

falls under the Marketing department.  

 

According to Felix, Rauschnabel and Hinsch, “Social media marketing is the use of social media 

platforms and websites to promote a product or service” (2016). It is also known as e-marketing or 

digital marketing.  

 

As stated by Margaret Rouse, technical writer and content marketer for WhatIS.com, the goal of 

social media marketing (SMM) is “to produce content that users will share with their social network 

to help a company increase brand exposure and broaden customer reach.”  
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2.1.3. What does social media community mean?  

 

As stated by Evan LePage, in his blog post about building social media community,  

 

An engaged social media community is integral to your success online. 

(…) Your social media community isn’t just composed of prospective 

buyers; it’s also full of potential advocates – the people who will spread 

your message beyond your reachto their own networks. (Hootsuite, 

2014, “The 3 stages of building social media community,” para.1).  

 

The above statement proves that social media community plays an important role in a company’s 

success, as it is a part of an online business life and definitely contributing to its overall life. Social 

media community share some common characteristics, such as:  

• interact online and therefore are active,  

• share common interest, common domain,  

• form relationships which give a sense of community. 

 

2.1.4. What are the possibilities of creating a social community on LinkedIn?  

 

There are various ways of creating social community on LinkedIn. One of the most common one is 

to create a group on LinkedIn that is focused around the core activity or primary theme of one’s 

company. It is a place where members of such group have a common interest and have a feeling of 

belonging or feel encouraged to share their thoughts and ideas.  

 

2.1.5. Conclusion social media  

 

As Neal Schaffer says in his podcast #140, “You got to be in the platform to know what works. (…) 

You have to be an active user, you have to want to use the social network and use it on a daily basis 

and engage on a daily basis and become part of the community if you want it to work for your 

business.” It is important to note that creating a group on LinkedIn is not enough to build a 

community. It is only one of the steps towards designing it. When looking from business perspective, 

you need to actively interact with people within that community and create a feeling of belonging 

where they can freely share their views and suggestions.  
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2.2. What is engagement and what it means on LinkedIn?  

 

First of all, we need to understand what social media engagement means. According to Patti 

Neumann (2018), “Engagement simply means getting your fans to do something in response to your 

post. 

• Like 

• Comment 

• Click to open picture 

• Click on Link 

• Share.” 

 

Internet Marketing Inc. (afterwards referred to as IMI) states that ”engagement is a way to measure 

your fans’ personal connections with your brand, which ultimately leads to more success on and off 

your social media channels.” (2016, para. 6). What is more, the IMI weblog states, that “While your 

follower count is not necessarily a good measure of social media success, engagement is a much 

better way to gauge the impact your company is actually making in the social sphere.” This shows 

that engagement is the right tool for SoftAtHome to measure the impact the company is creating on 

its social media channels, i.e. LinkedIn.  

 

As Elad Yom-Tov has stated in his book, Measuring User Engagement (2014) “User engagement 

refers to the quality of the user experience that emphasizes the positive aspects of interacting with 

an online application and, in particular, the desire to use that application longer.”  

 

A number of authors suggest that engagement is an ongoing process of cyclical nature (e.g. Bowden, 

2009), and measuring engagement at several points in time should enhance the understanding of this 

enduring phenomenon. 

 

In the world where social media is omnipresent, more and more companies realize that, in order for 

their social media strategy to be successful, ensuring social media engagement with its audience is a 

must. As it was earlier stated, the purpose of this paper is to find out how SoftAtHome can increase 

its social media presence on LinkedIn. Engagement is one way of doing so, and it not only means 

creating a dialog with the audience coming across SoftAtHome’s posts, but also realizing how many 

people each LinkedIn post managed to reach. It becomes apparent that engagement becomes an 

important tool in business marketing. It not only helps develop significant social media relationships 

with prospects and current patrons but also ensures that, the ones that follow the company page on 

social media platforms respond to or become involved with SoftAtHome’s online post. What is more, 

with the updated LinkedIn reaction feature, updates from SoftAtHome can now benefit from this 
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feature and boost its engagement not only with a simple like but with a wider variety of audience’s 

reactions.  

 

As the below graphic shows (Figure 2), being hands-on, is the way to increase engagement. One of 

the fundamental steps, a company could do, is to listen to its audience. First and foremost, one must 

be aware of what their community is talking about, the trends that are being followed and discussed. 

Hence, monitoring the conversations is an important first phase to understand how to make 

engagement a success. Secondly, where there is action, there should be a reaction, therefore, an 

organization should become a part of the discussion and come up with proper responses to the topics 

concerning them. Next, according to Khederchah’s graphic, a company should share some positive 

comments or best practises. Fourthly, it is important to shape company’s social media strategy by 

creating some original content, becoming a thought leader within the area of their expertise. Last but 

not least, the fifth step is to lead a community by bringing together an audience where there is a 

mutual interaction, i.e. engagement between the two parties.  

In addition, for the purpose of this paper, Khederchah’s Five Steps of Social Media Engagement is 

the model that forms the basis for the field research and the operationalization table (Chapter 4).  

 

 

 
Figure 2: Five Steps of Social Media Engagement. (Khederchah, 2016) 
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2.2.1. Conclusion engagement  

It becomes evident that engagement has become an important tool in business marketing. Companies 

need to find new ways for their audiences to respond to their posts and, ideally, they will respond in 

one of the following ways:  

- Like, 

- Comment,  

- Click to open a picture,  

- Click on link,  

- Share. 

 

As Neal Schaffer, global educator, social media strategy consultant and author, says in one of his 

podcasts, “every social network is different and you need be part of that community.” It is obvious 

that, by being part of such community a person will be able to better engage and create interactions, 

which might turn into leads and, finally, into sales.  

 

It is important, therefore, to make sure you listen to your audience, as this will define the type of 

response which, in turn should provoke public to engage even more with your business. 

 

More importantly, study shows that followers, on social media, are more responsive to corporate 

updates that are concise, include either a photograph, infographic or a video and a link to an external 

page. All these things have an impact on engagement, and people are more prone to respond to posts 

with visual aids. According to 3M research, a company that came up with post-it notes, “we can 

process visuals 60,000 times faster than text.” Additionally, the Social Science Research Network, 

stated that 65% of population are visual learners, which only justifies the use of graphics in social 

media posts.  

 

2.3. What is LinkedIn?  

 

LinkedIn is one of many social media platforms. According to LinkedIn’s description on their 

website, LinkedIn is “the world’s largest professional network with more than 610 million users in 

over 200 countries.” (LinkedIn, n.d.). In December 2016, LinkedIn was acquired by Microsoft.  

As stated by Josh Gallant in his blog, “of all B2B leads coming from social media, LinkedIn is 

responsible for 80%. That’s 4 out of every 5 leads coming from LinkedIn.” (2020). This kind of 

information should be particularly interesting to SoftAtHome, since the company is planning to 

expand its presence on that social media site.  
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2.3.1. What is the mission and vision of LinkedIn?  

 

LinkedIn’s vision is to “create economic opportunity for every member of the global workforce.”  

As the LinkedIn name suggests, its mission is to link various professionals, in order to “make them 

more productive and successful.” (LinkedIn, n.d.) 

 

2.3.2. What types of content exist on LinkedIn?  

 

There are various ways of engaging with audience on LinkedIn. Below is a run-down of possibilities 

to do that:  

- Status updates on your own (personal) profile, 

- Company page updates,  

- Writing articles (posted as personal articled and not as business), 

- Video updates,  

- Photographic updates, including description. 

 

Most recently, LinkedIn updated its reaction features. Before, it was only possible to ‘like’ a post, 

and now, one can not only like but also celebrate, love, find a post insightful or be curious. Figure 3 

illustrates the reactions that are now available on the social network. As described by Petherick, 

“LinkedIn Reactions is a set of lightweight expressions that offer members a way to more easily 

participate in conversations and communicate with their network.” (2019). For many, this latest 

update is long overdue but definitely a welcomed option. It shows that LinkedIn is listening to its 

users and making interactions more targeted and diverse.  

 

 
Figure 3: LinkedIn reactions features. (Petherick, 2019) 
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2.3.3. Conclusion LinkedIn 

 

LinkedIn is a social network, launched on May 5, 2003. It brings together professionals from all over 

the world to connect them and help them flourish. Having a successful business account on LinkedIn, 

means to provide value by regularly posting engaging content. The content must be, however, 

interesting to the audience, important to them and show a way of solving their problem.  

According to LinkedIn (2017), over 80% of B2B leads generated by social media come from 

LinkedIn, and 94% of B2B marketers use LinkedIn to distribute content. This shows that the social 

media platform, when it comes to professional outreach, is one of the most effective ones and that a 

company trying to make an impact should spend a fair amount of time to target a carefully chosen 

audience with a carefully outlined content. In addition, designing new reaction features allows the 

whole LinkedIn community to be more interactive and engaging.  

 

 

2.4. What is SoftAtHome’s current state of social media engagement?  

 

SoftAtHome has joined social media in April 2011 and the platform that was used to promote the 

company was, indeed, LinkedIn. Since June 2012, SoftAtHome is also proudly represented on 

Twitter. The beginnings have been quite humble, as the company did not have a Communications 

department; there was only one marketing person back then who did not have the time to focus on 

developing a proper social media strategy. There were more important things to focus on than social 

media. Until, in 2012, an external public relations boutique agency has been brought onboard. What 

has followed, was a period of self-reflection (company-wise), rethinking the whole marketing and 

communications strategy as well as the company messaging. All this has helped to shift 

SoftAtHome’s brand needle and put the company on the radar of the industry media, as well as 

analysts’ firms.  

 

What is more, the company began to receive some brand recognition and the company’s both social 

media platforms have started to gain followers. SoftAtHome’s LinkedIn profile is followed by more 

than 2500 people, and their Twitter account tops nearly a thousand.  

 

When it comes to social media updates and overall audience engagement, one can argue that 

SoftAtHome is doing reasonably well. Most of the LinkedIn posts have nearly five per cent 

engagement rate (SoftAtHome’s LinkedIn analytics page).  
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However, the company’s wish is to improve it and move forward with a solid social media strategy, 

where engagement would turn into lead generation and this would turn into a sale. This research 

paper is one way to help SoftAtHome achieve their goal.  

 

2.4.1. Conclusion to SoftAtHome’s current state of social media engagement 

 

To conclude this sub-chapter, it is apparent that, SoftAtHome is a company that is engaging in social 

media activities and tries to keep up with the latest technology developments when it comes to 

communicating with their audience. However, it is also clear that SoftAtHome needs to invest more 

resources into social media and work on their social media strategy, in order to be more successful. 

Hence, to better engage with their target group, that would lead to creating more opportunities to 

gain new prospects, which would result in closing a deal, i.e. sale. 

 

2.5. What are best practices with regards to community engagement? 

 

When looking at what are best practices with regards to community engagement, one might want to 

understand a social media strategy. One of the strategies, SoftAtHome could consider when 

revamping its social media strategy, is the rule of thirds (Figure 11). According to Walker (2016, p. 

786),  

 

“The rule of thirds encourages a more well-rounded social media 

content strategy to both promote and better engage with social media 

communities. The rule states that a third of social content aims to 

promote the business, a third of social content should share ideas and 

stories. From thought leaders in your industry, and the final third of 

social content should be based on personal interactions and building a 

personal brand.”  

 

Therefore, it is important to balance SoftAtHome’s social media posts, endorse the things that others 

have done, curate relevant news, and limit the promotion of the business.  

 

 



How can SoftAtHome increase its social media presence on LinkedIn?     Marta Twardowska 

The Hague University of Applied Science 20 

 
Figure 4: Rule of thirds. (Walker, 2016) 

 

In addition, according to Quick Sprout, a company helping business grow their online presence and 

traffic, “LinkedIn has 3x higher visitor-to-lead conversion rate than Twitter and Facebook.” (2013). 

Quick Sprout also suggests that in order to increase LinkedIn engagement, a company should follow 

these steps:  

- Focus on when to post – they suggest posting each morning from Monday till Friday.  

- Focus on post frequency – they claim that having 20 posts in a month will help a business 

reach 60% of a unique audience on a monthly basis.  

- Focus on what to post – it is important to be aware of what other members are interested in. 

Are they interested in your product and services or do they want to hear more industry 

insights?  

- Focus on content type – Quick Sprout also states that including a link in a post can drive 

200% more engagement, while incorporating images drives 98% comment rate, and by 

connecting a video, share-rate can increase by 75%.  

 

2.5.1. Conclusion to best practices to community engagement 

 

There many ways to engage a community on social media platforms. However, the two introduced 

in this paper seem to be the most universal. Hence, utilizing the rule of thirds in SoftAtHome’s social 

media strategy might be a good starting point in rethinking it.  
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2.6. What are current threats and opportunities when using social media by SoftAtHome?  

 

After an internal analysis of SoftAtHome’s social media strategy, it is apparent that it needs to be 

revamped. Therefore, it is of utmost importance to take a look at the threats and opportunities when 

it comes to using social media platforms, especially LinkedIn, by SoftAtHome’s team.  This exercise 

will help clarify the direction the company should take in order to prepare new, fresh social media 

strategy. 

   

What is more, the purpose of performing what we can call a “half-SWOT” approach (Figure 4) is to 

aid the corporate marketing team with some reflection on the organization’s threats and 

opportunities. This analysis has been done in order to help SoftAtHome identify their challenges and 

help them make better strategic planning decisions when it comes to marketing and communications 

matters. In addition, when executing an internal, full SWOT analysis, the below outline could be 

considered and added to the matrix. This, in turn, could serve as a starting point for a discussion on 

identifying the company’s marketing objectives.  

 

Threats Opportunities 

Damage to brand reputation Reaching the right audience 

Limited audience reach  Engaging with its customers, prospects and 

employees 

Over-reliance on one platform  Creating new leads  

Revealing too much of the company condition  Higher brand awareness  

Table 1: Threats and opportunities when using social media by SoftAtHome 

 

As it can be seen on Figure 4, the threats when using social media by SoftAtHome, include:  

• Damage to brand reputation,  

• Limited audience reach,  

• Over-reliance on one platform,  

• Revealing too much of the company condition.  

Whereas, the opportunities can be listed as follows:  

• Reaching the right audience,  

• Engaging with its customers, prospects and employees,  

• Creating new leads, 

• Higher brand awareness.  
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Thinking about improving SoftAtHome’s social media strategy, we can see that some of the 

opportunities could mitigate the threats. However, this will be discussed in more detail in the 

recommendation section of this paper (Chapter 6).  

 

2.6.1. Conclusion to what are current threats and opportunities when using social media by 

SoftAtHome  

  

As indicated above, SoftAtHome’s social media strategy needs to be improved. Defining threats and 

opportunities for using social media is therefore a good first step in order to prepare an improved 

social media communication plan, that could be implemented by the company’s marketing team. 

 

2.7. Operationalization table  

 

As Matthew DeCarlo states in his book, Scientific Inquiry in Social Work (2018, p. 242), 

“operationalization is a process by which researches conducting quantitative research spell out 

precisely how a concept will be measured and how to interpret that measure.”   

For the purpose of this paper, and as mentioned in the introduction to this chapter, Five Steps of 

Social Media Engagement by Khederchah (2016) has formed the basis for the operationalization 

table, as shown on Figure 2. The operationalization table consists of five various variables, namely:  

• Listen,  

• Respond,  

• Share,  

• Shape,  

• Lead. 

Each variable has been defined and then, various questions have been formed. These questions had 

been helpful in completing the field research which, in turn, has been used in finalizing the 

operationalization table and posed as results to the test group. In addition, the questions have been 

answered by SoftAtHome’s VP Marketing and were included in the test group’s results. Moreover, 

by analysing the field research and including the findings in the operationalization table, we can 

draw following conclusions:  

• Listen – this objective was met during the test period, as the company posts were initially 

designed for the audience that was working from home due to the spread of the COVID-19 

coronavirus. In addition, as it is shown on Figure 6, and appendix 2, the very post that was 

included in the field research was solely dedicated to the situation and how resilient all the 

SoftAtHome employees have been through that. As Figure 6 shows, the number of 

impressions of this post has reached 1,841. However, when looking at the next post, shared 
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nine days later, only gained 690 impressions. As a matter of fact, the next three posts haven’t 

crossed 1,000-barrier impressions. Was it because SoftAtHome did not listen to its 

audience? Highly unlikely, the reasons why could be plenty.  

• Respond – this variable could be associated with reactions (Figure 8) on LinkedIn.  During 

the field research period, SoftAtHome, as a company, did not respond to any posts, however, 

the company’s employees were encouraged and did participated in commenting.  

• Share – this engagement technique is clearly linked with shares from the field research. 

Figure 9 indicates that during the time of the research, only one post has been shared more 

than 10 times. It is important to note, as the update relates to a collaboration with a high-

profile customer, namely, Deutsche Telekom. As DT is a one of the world’s leading telecoms 

companies, there was no other option for such update not to be widely shared, commented 

or clicked on.  

• Shape – as described in the operationalization table, a company should start to shape its own 

strategy by creating original content, own branding, or thought leadership. SoftAtHome have 

clearly embraced this feature, as all the published content during the test period have been 

specifically created for the company. Maybe with one exception, the announcement of IBC 

Show cancellation was not an original post but an acknowledgement of annulment of an 

important event off SoftAtHome’s, and the whole industry, calendar.  

• Lead – as defined in the operationalization table, ultimately, a company should be able to 

lead a build a community and build an audience that would react to your posts, i.e. engage 

with you. This can be related to the engagement rate, measured during the field research. 

When following the logic of the abovementioned characteristics, one might think the 

engagement rate should be high on posts with the highest number of impressions, clicks, 

shares. Unfortunately, this is not the case. LinkedIn defines engagement rate as “the number 

of interactions plus the number of clicks and followers acquired, divided by the number of 

impressions.” The post with the highest engagement rate was the very first update included 

in the field research, please refer to Figure 10 for reference.  
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Variable Definition Questions  Results Test Group 

 

 

LISTEN 

Organization should listen to what 

their audience has to say; what 

issues do they have; various 

discussions they are having, 

understand what themes are 

trending at any given moment.  

1. What SoftAtHome can do to ensure it is 

listening to its audience?  

2. How would SoftAtHome understand what 

are currently trending themes on LinkedIn?  

3. Who, within the company, should be the 

“listener”?  

1. Talking with its customers, 

partners, prospects. 

2. Trendy themes are not the ones 

SoftAtHome works on. SaH is 

looking at what people in its 

network are posting and this is 

a way to identify trendy 

themes.  

3. Everybody within the company 

has a role to play. R&D & CTO 

are looking out for technical 

trends, marketing and sales 

screening for customer 

announcements. There is a 

designated Product Board at 

SaH, which also a place to 

share market and tech 

benchmarks.  
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RESPOND 

 

A company should be able to 

respond to their audience’s issues 

and discussions or even be a part of 

it, all with its own voice.  

4. How can SoftAtHome become a part of its 

audience’s discussions?  

5. What type of tone of voice should 

SoftAtHome assume on their social media 

channels? 

4. Becoming a thought leader on a 

specific topic within the 

industry and posting regularly. 

5. Any tone would work. Need to 

find the right balance.   

 

SHARE 

Organization should be able to 

share, not only its own, comments, 

posts, but also from others and 

share that with its audience.  

6. What kind of content should SoftAtHome 

share with their audience?  

7. How frequent should the posts be?  

8. What could be a common indicator for all 

social media posts?  

6. Talk about SaH customer’s 

success. However, it is easier 

said than done. Most of the 

customers want to keep the 

credit for what they are doing.  

7. To be visible, minimum once a 

week. 

8. Not easy to define, as including 

only a number of clicks would 

be too easy and not really 

business oriented.  

 

SHAPE 

A company should start to shape 

its own strategy by creating 

original content, own branding, or 

thought leadership.  

9. How SoftAtHome’s strategy could be 

reflected in social media posts?  

10. What type of thought leadership should 

SoftAtHome adopt in order to build a 

community?  

9. Making sure to talk about 

strategy at least once a month. 

10. By becoming a thought leader 

in one topic. However, it is 

difficult to define it, as SaH is 

involved in so many markets.  
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11. How SoftAtHome’s products/solutions 

could be utilized to shape its social media 

strategy?  

11. By creating and proving a value 

to SaH customers.  

 

LEAD 

Ultimately, a company should be 

able to lead a build a community 

and build an audience that would 

react to your posts, i.e. engage with 

you.  

12. How can SoftAtHome ensure some form of 

engagement from its audience?  

13. What if SoftAtHome could build its own 

community on LinkedIn?  

 

12. Ideally, the customers should 

be helping SaH by creating 

testimonials. 

13. Great idea, however it requires 

a lot of effort and seeing SaH 

has many different products, 

building its own community is 

a challenge.  

Table 2: Operationalization table  

 

 



How can SoftAtHome increase its social media presence on LinkedIn?     Marta Twardowska 

The Hague University of Applied Science 27 

3. Methodology  
 

This chapter of the paper describes various research methods that were used for the purpose of 

gathering data and analysis. According to Leedy and Ormrod (2001), research is a process of 

collecting, analysing, and interpreting data in order to understand a phenomenon. It can also be 

mistaken for gathering information, documenting facts, and rummaging for information.  

 

The aim of this paper is to address a practical research problem, investigate and apply various 

theories for social media marketing and engagement on SoftAtHome’s LinkedIn company page, and 

compare which approach was the most successful one. What is more, after completing the 

comparison of the applied theories, this paper will be able to answer the central research question 

and make recommendations to SoftAtHome with suggestions on which model is best to use moving 

forward with the company’s social media marketing and engagement strategy.  

 

3.1. Literature review  

 

The building blocks for this research was done mainly through literature review. This research 

method is comprised of secondary research and consists of professional websites, expert blogs, e-

books, scientific papers or previously conducted research. In addition, a lot of desk research has been 

done, too, especially when looking for credible sources.  

 

For this paper, various definitions as well as aspects of social media marketing and engagement have 

been chosen, to show how diverse these are and why they are relevant to SoftAtHome. The theories 

mentioned in this document have the best chance of being effective and this is what the French 

company is looking for.  

 

The key motivation for choosing the sources described in this paper was to include industry 

influencers, like Brian Solis, prominent academic studies, such as Journal of Business Research and 

numerous recognized books, blogs, web pages or infographics.  

 

It needs to be stressed that the theories and the authors who created them are well-known and widely 

respected experts in the field of digital marketing, hence the theories described are credible and carry 

weight.  

 

Various theories are described further in this paper and one of them will be tested out on 

SoftAtHome’s LinkedIn company page. The main reason for this, is to investigate how new type of 
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updates is going to perform against the older ones. Another motive for executing the defined 

theories by means of LinkedIn posts, is to see which of them are the most successful, and, 

therefore can be implemented into the company’s social media communication strategy. In 

addition, this paper, specifically its outcomes and recommendations, can serve as a blueprint to 

other businesses as to how to improve one’s LinkedIn engagement.  

 

The below table lists the sources that have had the most impact when writing this paper.  

 

Neumann, P. (2018). What Exactly is Social 

Media Engagement? Why do I Need it? 

[Weblog] 

This blog by Patti Neumann has been a very 

useful source when working on this paper. It 

helped to clarify the meaning of engagement 

and showed a simple way of what online 

audience needs to be doing in order to engage 

with one’s brand.  This weblog was helpful in 

answering the following sub-question: What is 

engagement and what is means on LinkedIn? 

LinkedIn weblog Since this paper revolves around LinkedIn, its 

native sources had to be included. LinkedIn is 

actually a very rich source, with good tips on 

how to be more engaging, and not only, on 

their platform.  

Khederchah, A. (2016). 5 Steps of Social 

Media Engagement  

This post by Khederchah has formed the basis 

of the field research, so it is only fair, to list it 

here, and it also was helpful in answering the 

sub-question on what is engagement and what 

it means on LinkedIn.  

Solis, B. (2017). The 2017 Social Media 

Universe in One Infographic: Introducing The 

Conversation Prism 5.0. [LinkedIn article]. 

The Conversation Prism 5.0 is a great tool 

when looking on the variety of social media 

platforms and help in deciding where a 

company should be present, in order to make 

the most of its knowledge as well as ensuring 

better engagement. This chart was helpful in 

answering the sub-question on what is social 

media and how companies are using it. Many 

businesses rely on Mr. Solis’ research and this 

chart is definitely one of the most 
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comprehensive tools, listing all the social 

media platforms where companies can 

participate in a dialogue with other.  

Walker, R. (2016). B2B Social Media. The 

Complete Guide to Developing a B2B Social 

Media Strategy (Plus a Case Study). 

This book by Mr. Walker has helped in 

answering the sub-question related to best 

practices with regards to community 

engagement. There were a lot of interesting 

topics covered in this book and the author is a 

specialist in digital marketing.  

Gillett, R. (2014). Why we’re more likely to 

remember content with images and video 

(infographic). 

This article has had an added value when 

answering the sub-question about engagement, 

and had an interesting statistics from a 

research conducted by 3M corporation.   

Table 3: List of main sources used in this paper 

 

3.2. Field research  

 

For the purpose of this paper a specific, bespoke field research will be conducted, which will include 

updating SoftAtHome’s LinkedIn company page with information about current affairs, company 

news, partner collaborations, products or services.  

 

The field research was conducted between 22 April and 3 July 2020, and consists of data collected 

out of 11 LinkedIn updates. In that time, the company has focused on updating its audience with 

posts about the current affairs, mainly how Covid-19 is affecting people’s ability to work from home 

or how it relates to what the company core business is; latest news about collaboration with 

SoftAtHome’s partners and customers were also promoted.  

 

In order to be able to answer the central research question, the need to measure SoftAtHome’s 

LinkedIn audience interactions was required. The objective was to formulate each post slightly 

different, but trying to be consistent in a way they look to the audience, i.e. each should have a visual 

included, which would help in grabbing people’s attention and ensuring an interaction from their 

site. In addition, the field research included an operationalization table, where various questions and 

definitions were posed. The results were obtained through SoftAtHome’s LinkedIn status updates. 

What is more, the results of the collected data have been analysed using Excel. First, all the data 

from the interaction has been entered and then charts have been created, in order to be able to better 

investigate the amassed information.  
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It must be pointed out that the posts should be informative, include pictures or short videos. Then, 

the updates were compared and we will be able to see which of them have had the most engagement 

from amongst its followers. This will form a basis for recommendations as to how to approach a 

social media plan, which will be tailored to the company’s needs. Additionally, by conducting the 

field research by means of custom-made LinkedIn posts, the data will be reliable and serve as a good 

first step to benchmarking SoftAtHome’s LinkedIn strategy. Therefore, it is important to mention 

that the main idea behind the field research was to help the company create a template for future 

posts. What is more, this design could be applied by other business as well, not only by SoftAtHome.    

 

Furthermore, an interview with SoftAtHome’s VP Marketing, Mr. Arnaud Bensaid, was conducted, 

with the aim of gaining direct insights into the company stance on social media, especially his 

viewpoint on how the company is listening, responding, sharing, shaping and leading on its social 

media channels, but mainly on LinkedIn. It is worth noticing, that the interview questions have been 

based on the operationalization table, and the answers were compared with the findings from the 

data collected during the field study.  

 

3.3. Theories used to study the organization  

 

The Five Steps of Social Media Engagement by Aboud Khederchah (2016) is the key theory used in 

this research, to study SoftAtHome. This theory talks about the importance of reaching business 

goals by engaging through social media with one’s audience. The main engagement techniques are:  

• Listen, 

• Respond,  

• Share,  

• Shape,  

• Lead.  

 

The second model used to study SoftAtHome was, the so called, Conversation Prism 5.0 (Figure 1), 

created together by Brian Solis and Jess3. This visual map is there to help businesses “appreciate the 

state of the statusphere, and how it’s evolving.” (Solis, 2017, “The 2017 Social Media Universe in 

One Infographic: Introducing The Conversation Prism 5.0”). The Conversation Prism represents 

various social media platforms, and companies which would like to participate in a dialogue with 

other, like minded businesses, can easily navigate through this chart and see where they can make 

the most impact.  
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4. Results  
 

This chapter presents the results of the field research, which was performed by placing regular 

LinkedIn updates on the SoftAtHome’s company page. The field research exercise has been 

conducted between 22 April and 3 July 2020. In accordance with the operationalization table, various 

questions were posed, that were based on the Five Steps of Social Media Engagement concept by 

Aboud Khederchah (2016). In addition to the above, in order to receive more insights into the 

company’s objectives when it comes to the social media engagement, and specifically, engagement 

on LinkedIn, an interview with SoftAtHome’s Vice President of Marketing has been conducted.  

 

4.1. Field Research 

  

This section of the report describes the way in which the data has been collected, the purpose of 

conducting the field research and its reliability.  

In order to be able to properly answer the central question, which is: How can SoftAtHome increase 

its social media presence on LinkedIn, a field research had to be designed. The main advantage in 

conducting the field research was the ability of having access to SoftAtHome’s LinkedIn company 

page as one of the administrators. Therefore, due to having a direct entryway to businesses LinkedIn 

page, the collection of the data was much easier and faster to obtain.  

 

The field research design was based on Five Steps of Social Media Engagement by Aboud 

Khederchah (Figure 2). It consists of the following areas: listen, respond, share, shape, and lead.  

 

When collecting the data from the field research, it can be observed that there have been 11 LinkedIn 

posts that were considered in the field research. Hence, it can be concluded that the gathered data 

points are quite reliable and can serve as a starting point for suggesting recommendations (Chapter 

5) to SoftAtHome. Since all updates posted during the field research period included a visual, a link, 

hashtags, the effect of not having any was not measured.  

 

When amassing the data, the first thing that can be observed is, that from the evaluated posts, the 

following information can be retrieved:  

 

• Number of impressions,  

• Number of clicks,  

• Number of reactions,  

• Number of shares,  
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• Engagement rate.  

 

As it can be seen, Figure 5 is showing the number of impressions for the updates that have been 

researched in the period between 22 April and 3 July 2020.  

 

 
Figure 5: SoftAtHome LinkedIn field research analysis: Impressions 

 

It is evident that posts about collaboration with SoftAtHome’s customer and partners gather the most 

impressions, clicks and reactions, with posts from the following dates (starting with a post that scored 

best):  

• 18 June 2020 – a post about SoftAtHome’s software powering Deutsche Telekom’s mini 

smart speaker received 2,557 impressions, 80 reactions, 131 clicks and 12 shares.  

• 22 April 2020 – a post talking about the current world-wide situation, namely coronavirus. 

This post has gained 1,841 impressions, 37 reactions, 211 clicks and one share.  

• 26 May 2020 – a post about SoftAtHome’s collaboration with Reference Design Kit (RDK). 

This post has gathered 1,506 impressions, 24 reactions, 42 clicks and five shares.  

• 12 June 2020 – a post about SoftAtHome’s contribution to the open source community. This 

post has gained 1,355 impressions, 25 reactions, 63 clicks and five shares.  

 

It can be noted that a post about SoftAtHome’s software powering Deutsche Telekom’s mini smart 

speaker has obtained 2,557 impressions, and this was the update with the highest number of 

impressions, whereas the second highest score was 1,841 impressions (Figure 5).  
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When looking at Figure 6, the number of clicks on the measured posts, it can be observed that the 

very first post that was measured has obtained the most clicks.  This is the post from 22 April, talking 

about the current world-wide situation, namely, the spread of coronavirus and how SoftAtHome 

employees have manged to adapt to the situation they found themselves in. Post next in line, scored 

only 131 clicks.  

 

 
Figure 6: SoftAtHome LinkedIn field research analysis: Clicks 

 

Moving on, the post with the highest number of reactions has been a post talking about one of 

SoftAtHome’s clients’ success, namely, releasing DT’s mini smart speaker. This update has garnered 

80 reactions (Figure 7).  

 
Figure 7: SoftAtHome LinkedIn field research analysis: Reactions 
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When looking at a post with the highest share score, it can be observed that, yet again, the Deutsche 

Telekom’s post has beaten all the other measured posts. With 12 shares, it scored tremendously well, 

where the second-best score was only 5!  

 
Figure 8: SoftAtHome LinkedIn field research analysis: Shares 

 

Now, moving on to another interesting point, the engagement rate (Figure 9). It is worth pointing 

out that engagement rate is a key marker on LinkedIn in order to tell you “how well individuals 

interact with your LinkedIn content. Engagement rate is an indicator of whether individuals find 

your content interesting, resonant, and worth interacting with,” says Aamplify (n.d.), a digital 

product marketing company.  

 
Figure 9: SoftAtHome LinkedIn field research analysis: Engagement Rate 
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Figure 9, illustrates the percentage of engagement rate on SoftAtHome’s LinkedIn company page, 

in the period when the field research took place.  

 

When looking at SoftAtHome’s LinkedIn posts test period it can be noted that, out of all 11-measured 

updates, the lowest has had 2,51% and the highest 13,53% engagement rate (Figure 9). What is worth 

noting is, that there was not a single post that would score less than 2 per cent.  

 
4.2. Interview with Arnaud Bensaid  

 

Another research tool used to analyse SoftAtHome’s social media presence, with a focus on LinkedIn 

was an interview with Mr. Arnaud Bensaid, Vice President of Marketing at SoftAtHome.  

The interview was in a form of question-answer via e-mail, as during the outbreak of coronavirus no 

travel was allowed at the time. What is more, due to a busy schedule of Mr. Bensaid, he thought the 

best way was to answer all the questions through e-mail.  

 

The questions posed to Mr. Bensaid were based on the questions included in the operationalization 

table (Table 1). All of them were focused around the 5 Steps of Social Media Engagement theory by 

Khederchah, and included questions about SoftAtHome’s approach to the following social media 

engagement pyramid:  

• Listening,  

• Respond,  

• Share,  

• Shape,  

• Lead.  

 

There were 13 questions presented to Mr. Bensaid on all five engagement techniques. What is 

apparent, is that in his answers, the VP Marketing admitted that SoftAtHome has no dedicated team 

to focus on developing social media strategy, or as he put it “there is no organised process of 

gathering all this information into a shared view of the market.” However, there are resources within 

the company that are monitoring and updating the social media channels. In addition, on questions 

related to the listening part, Mr. Bensaid said one important thing, “SoftAtHome is listening to its 

audience with its ecosystem (not by listening to social media).” This is a powerful statement, and 

should be considered when working on creating, better yet, updating the company’s social media 

strategy.  
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On questions about how the company could become a part of its audience’s discussion or type of 

tone it should assume, he replied that “becoming a thought leader by posting regularly could help, 

but it requires time and energy,” and that “any tone could work.”  

 

On the topic related to the type of content, their frequency and what should be a common indicator 

for all social media posts, Mr. Bensaid, again said an interesting thing, “Number of RFP’s received 

(Request for Proposal), number of contracts signed (…) Number of clicks is too easy, and not really 

business oriented.”  

 

On the matter of topics which could be shaping SoftAtHome’s social media strategy the VP stated 

that it is difficult to shape the thought leadership on the company social media channels, as they have 

products on various markets and just “creating a market for us has not been successful so far.”  

 

Last but not least, when answering the questions about engaging the audience, Mr. Bensaid thinks 

that their customers should get involved by, for example, giving testimonials.  

 

When it comes to building a LinkedIn community, he stated that it requires a lot of effort, especially 

when having multiple products.  
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5. Discussion  
 

The aim of this chapter is to analyse the results from the previous chapter. In addition, a discussion 

on what SoftAtHome, as an organisation, can do in order to improve its social media presence on 

LinkedIn, and, what are key points to pay attention to when thinking of crafting a social media 

strategy. What is more, the following, remaining sub-questions will be answered:  

 

7. What are next steps for SoftAtHome’s Marketing Communications team? 

8. What is, suggested, SoftAtHome’s new LinkedIn strategy?  

9. What SoftAtHome can define as a successful LinkedIn strategy?  

10. Going forward, what types of social media posts should SoftAtHome focus on? 

 

5.1. Analysis of the field research  

 

For the purpose of this paper, the data from the period between 22 April and 3 July 2020 has been 

collected. Figures 5, 6, 7, 8, and 9 show the data of the company status updates in this time-frame.  

 

In order to understand what impressions, clicks, shares, reactions and engagement rate mean on 

LinkedIn, let us have a look at how LinkedIn defines all these terms.  

 

According to LinkedIn (n.d.), “impressions is the number of times each update is visible for at least 

300 milliseconds with at least 50% in view on a (signed in) member’s device screen or browser 

window. Clicks are “the number of clicks on your content, company name, or logo by a (signed in) 

member.” Reactions are “the number of times people have applied a Like, Celebrate, Love, 

Insightful, or Curious in response to your update.” Shares is “the number of times your update has 

been shared.” 

 

Whereas, the engagement rate is described as follows: “This percentage shows the number of 

interactions plus the number of clicks and followers acquired, divided by the number of 

impressions.” Reactions, comments, and shares is “the number of reactions, comments, and times 

your content was shared by members, including direct sponsored videos posts.”  

  

When looking at Figure 5, number of impressions, it is worth pointing out that all the posts measured 

in the test period did not score lower than 500 impressions. Post that reached 2,557, the highest 

number of impressions, was a post talking about SoftAtHome;s software powering Deutsche 

Telekom’s mini smart speaker. What is more, next post with a high number was an update about the 
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current situation, affecting the entire world, namely Covid-19. Third place belongs, again, to a post 

announcing a partnership with RDK. This shows, that posts referring to SoftAtHome’s clients and 

new partnerships are the posts the company should focus on when revamping their social media 

strategy.  

  

What is interesting to note is that Figures 5 and 6, impressions and clicks, are correlated; the same 

is true for reactions and shares, Figures 6 and 7. When we lay both graphs over each other, we can 

clearly see that the peaks are occurring in the same time frame.  

 

When looking at Figure 6, number of clicks, it is clear that a post with the highest number of clicks 

was related to the current situation affecting everybody on the globe. It was a well-timed update, 

posted in a period when many people were looking for comfort.  

 

Figure 7 illustrates the number of reactions each post has gathered. What is clear, is that, again, posts 

that scored highest are related to customers and collaborations.  

 

In addition, Figures 5 and 6 are visibly aligned, which can mean that certain company status updates 

on LinkedIn are better at engaging audience than others. Why would it be? Some deeper analysis of 

the data needs to be performed.  

 

Figure 9 shows data that is a proof that SoftAtHome’s LinkedIn audience is engaging in what the 

company is doing. However, in order to have a more reliable data, a period of longer research is 

required. On the other hand, the filed research results did show that SoftAtHome’s social media 

communication strategy is not in a bad shape at all. Nevertheless, it is worth stating that, when 

measuring the average percentage of the engagement rate for the researched time it can be observed 

that it is way above average with 6,23%. This measurement, according to Mindi Rosser, LinkedIn 

B2B pipeline product Expert, when answering a question related to what are average or excellent 

engagement rates for a company profile on LinkedIn on Quora (a question-and-answer platform), “it 

appears the average engagement rate on LinkedIn company pages ranges between .05% - 1.09% for 

B2B companies.” Mindi also mentions that, in order to define what to a company average and 

excellent engagement rate means, one needs to “benchmark your engagement rates for 60-90 days” 

(2016). It would be, however, interesting to see how the company engagement rate would score with 

the status updates being more frequent.  

 

When analysing the interview with Mr. Bensaid, a picture starts to emerge, and it is evident that 

SoftAtHome has a long road ahead when it comes to reshaping its social media strategy. As VP 

Marketing said, there is no dedicated employee focusing its efforts on social media approach. First, 
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it needs to be acknowledged that there is an issue with it and, secondly, there needs to be a will in 

setting new objectives, related to LinkedIn strategy. Once the marketing team is on board, then a 

brainstorm session should take place, during which fresh ideas can be introduced and a planning 

could kick off.  

 

Since the research only focused on gathering data, there was no way of measuring the type of social 

media that the company should focus on. However, when taking engagement rate and reactions into 

account, posts with visuals, links, praising customer successes and, indirectly, their own, 

partnerships, are the types of posts SoftAtHome should keep on focusing on.  
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6. Conclusion and recommendations 
 

The aim of this paper was to address a practical research problem, investigate and apply various 

theories for social media marketing and engagement on SoftAtHome’s LinkedIn company page, and 

compare which approach was the most successful one. All of the above was to help to answer the 

central research question: How can SoftAtHome increase its social media presence on LinkedIn?  

What is more, with the pandemic taking over the world this year, it is important to create an appealing 

social media strategy, that would ensure the continuity of doing business in the digital reality.  

 

According to Rich Walker (2016), “LinkedIn still reportedly outperforms other social media sites, 

driving over 80% of all B2B social media leads and convincing 63% of B2B marketers to judge 

LinkedIn as the most effective social media platform for lead generation,” (p. 343).  

 

The operationalization table was a good idea to use as one of the methods, however, the field research 

has carried more weight. Operationalization table allowed for a deeper insight into SoftAtHome’s 

approach to social media strategy. Supported by the interview with the company’s VP Marketing, 

Mr. Arnaud Bensaid, it showed that SoftAtHome needs to rethink its social media strategy and 

requires a wider support from its employees to make sure it can be considered a thought leader within 

the industry. There is a lot of work that needs to be done and the marketing department should be 

the one to initialize it. As Mr. Bensaid admitted, during the interview, SoftAtHome does not have 

any personnel dedicated to driving the social media strategy. If the company is serious about 

improving their social media presence, it is only wise to recommend to SoftAtHome to think of and 

ensure there will be a dedicated team member, taking care of social media.  

In addition, there needs to be a clear plan, first of all, of how to approach the topic, and then, once 

that is defined, a detailed, step-by-step long-term strategy of how to conquer LinkedIn and meet the 

most important objectives.  

 

Furthermore, the interview with Mr. Bensaid showed that the company “is listening to its audience 

with its ecosystem (not by listening to social media).” This can mean that by being more focused on 

what the industry and their clients have to say, creating content for social media is only to be more 

tactical and poised. What is more, Mr. Bensaid’s comment is clearly related to the Khederchah’s 

model, who states that the very first step in achieving social media engagement, one must start by 

listening to its audience, issues, influencers or trending topics. Hence, what is recommended is, to 

balance SoftAtHome’s social media posts, endorse the things that others have done, curate relevant 

news, and limit the promotion of the business. Consequently, focus on the rule of thirds (Figure 11). 

This way, the company updates will become more balanced and ensure that the topics selected for a 
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discussion are in accordance with what their audience’s is susceptible to. This is the second step out 

of five, presented by Khederchah’s theory.  

 

It is important to highlight that, in order to increase its social media presence on LinkedIn, 

SoftAtHome needs to perform a SWOT analysis. Earlier, in chapter 2.5. opportunities and threats 

were discussed, this included the following threats when using social media by SoftAtHome:  

• Damage to brand reputation,  

• Limited audience reach,  

• Over-reliance on one platform,  

• Revealing too much of the company condition.  

The opportunities:  

• Reaching the right audience,  

• Engaging with its customers, prospects and employees,  

• Creating new leads, 

• Higher brand awareness.  

When working on LinkedIn strategy the strengths and weaknesses should also be taken into account, 

which would allow to work on a comprehensive plan.  

 

In addition, another suggestion could be, for SoftAtHome to be more daring with their content 

creation, meaning, try new ways of producing content. One of such techniques could be designing 

an infographic related to SoftAtHome’s products, services or any issues, currently capturing the 

industry news. Such a way of sharing knowledge might be appreciated by the company’s peers; and, 

who knows, SoftAtHome might go viral because of it. Thus, the company might definitely increase 

its social media presence by creating a unique content.  

 

The field research has proved that, on average, when it comes to engagement rate, content including 

video links was performing better than a content with only a static visual. As Figure 9 shows, two 

posts with engagement rate above 10 per cent were the very first post measured and the last one. The 

last post was the only one containing video. While the update from 22 April 2020 did not include 

any video, possible explanation for such a noble performance might be that it was within the first 

month after the lockdown has started and people were yearning for some positive news. Hence, the 

post scoring 13,53% was quite an achievement. Therefore, it would be recommended that 

SoftAtHome starts posting more video content, as the research has shown that such posts definitely 

raise engagement rate.  
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Even though the engagement rate for SoftAtHome is well above the average (6.23%), the company 

should keep up the good work and continue creating posts that highlight their customers, as a chance 

of a post being noticed by a wider group on LinkedIn is twice as big as when not mentioning any 

customers. Therefore, sharing not only posts, but also comments and topic expertise is a key to 

keeping up with the obtained engagement rate. This supports the third step in Khederchah’s theory, 

that in order to become an engaging company on social media, one needs to share various content. 

In addition, this also can be linked to Khederchah’s fourth step, shape, meaning sharing original 

content and points of view is also of importance to the audience.  

 

Nevertheless, in order to define what type of content is engaging its audience, SoftAtHome would 

need to conduct a deeper research, for an extended period of time, with more frequent posts. It is 

understandable that the company can’t post videos all the time, so it may be worth to reserve a small 

budget and try to conduct a paid campaign on LinkedIn. Ideally, there would be multiple campaigns 

with the intention of measuring engagement on various type of content, and then choosing the most 

effective ones and including them in the company’s social media strategy. This leads to  

 

Last but not least, an important factor to make all the above recommendations work, is to designate 

a dedicated team member who would be solely responsible for monitoring social media, LinkedIn 

in this case. This person would need to make sure the company participates in relevant discussions, 

curates meaningful news, and involves SoftAtHome followers into direct interaction.  

 

The field research has shown that, clearly, putting further efforts in creating more engagement with 

SoftAtHome’s social media audience is the way forward and, therefore, increase the company’s 

social media presence on LinkedIn. However, achieving the fifth step in Khederchah’s theory, 

becoming a leader, is one of the toughest ones, as in order to build a community and lead “it requires 

a lot of effort, especially when having multiple products,” as Mr. Bensaid stated when answering 

our interview questions. Hence, this move is certainly the most challenging one for SoftAtHome but 

not unreachable.  
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Appendices  

Appendix 1  
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Appendix 2  

Informed Consent Form, signed by Arnaud Bensaid, VP Marketing at SoftAtHome 
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Appendix 3  

SoftAtHome LinkedIn statistics for period 22 April to 3 July 2020 
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Appendix 4 

E-mail interview with Arnaud Bensaid, VP Marketing, SoftAtHome 

 

26 May 2020 – e-mail sent to Arnaud Bensaid 

 

Hi Arnaud,  

 

Thank you for agreeing to taking part in my research and helping me finalise my paper. As I 

mentioned over the phone, I would like to ask you some questions about SoftAtHome's social media 

engagement. The questions are part of my operationalisation table on 5 steps of social media 

engagement. 

 

I hope that when I finalise my paper, I will be able to share with you and SoftAtHome some 

recommendations on how SoftAtHome could increase its social media presence with LinkedIn in 

mind, and by this, I mean mainly engagement on LinkedIn.  

 

Below are the questions I would like to ask you. Also, below is the operationalisation table that will 

give you the context for the questions.  

 

Please, feel free to let me know if you prefer to answer them via email or by phone. If the latter, I 

would like to ask your permission to record it, so I can provide the transcript. Afterwards I will delete 

the recording.  

 

1. What SoftAtHome can do to ensure it is listening to its audience?  

2. How would SoftAtHome understand what are currently trending themes on LinkedIn? 

3. Who, within the company, should be the "listener"  

4. How can SoftAtHome become a part of its audience's discussions?  

5. What type of tone should SoftAtHome assume on their social media channels?  

6. What kind of content should SoftAtHome share with their audience?  

7. How frequent should the posts be?  

8. What could be a common indicator for all social media posts?  

9. How SoftAtHome's strategy could be reflected in social media posts?  

10. What type of thought leadership should SoftAtHome adopt in order to build a community?  

11. How SoftAtHome's products/solutions could be utilized to shape its social media strategy?  

12. How can SoftAtHome ensure some form of engagement from its audience?  

13. What if SoftAtHome could build its own community on LinkedIn?  
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Thank you, a lot! 

With best wishes,  

Marta 

 

30 May 2020 – Arnaud answered the e-mail 

 

Marta, 

As discussed together, it is not easy to answer your questions as you are probably in a better position 

to answer some questions 

Here my first draft- I available for a quick chat if you want to dig into details 

Hope that helps! 

Arnaud 

1.     What SoftAtHome can do to ensure it is listening to its audience?  

SoftAtHome is listening to its audience by talking with its ecosystem (not by listening to social 

media).  

We are talking with our customers (they are launching projects on some innovative topics that are 

not yet visible on social media – they will communicate once it is ready). We are talking with our 

partners (Chipset vendors have to identify market disruptions years before because developing a new 

chipset requires 3 years of work! – Hardware Manufacturers – Application developers – 

Standardization bodies …). 

2.     How would SoftAtHome understand what are currently trending themes on LinkedIn? 

Trending themes are not the one we are currently working on. They are trendy today, but it is the 

result of years of works in labs. 

Answering your questions, we are looking at our LinkedIn page and read the post of our colleagues. 

We have to tool to identify a trendy topic independently from connected people’s posts. 

3.     Who, within the company, should be the "listener"  

Everybody in the company has a role to play:  

- R&D & CTO are screening the technical trends, 

-marketing and sales are looking at customer announcement, 

But indeed, there is no organized process of gathering all this information into a shared view of the 

market. 
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Nevertheless, we have governance instances within the company to share our view on products 

evolutions (Product Board), which is also the place to share market/technology benchmarks. 

  

4.     How can SoftAtHome become a part of its audience's discussions?  

It is a question for you I think. 

I would say that becoming a thought leader by posting regularly could help, but it requires time and 

energy. 

  

5. What type of tone should SoftAtHome assume on their social media channels?  

  

Once again, it is a question for you. 

Any tone could work … from a very professional one to a fun one => it is up to the company to 

decide depending on its identity and image it wants to push on the market 

Of course, it you are just “fun”, there is a risk that you are not serious (remember fun & serious from 

ViaccessOrca – being fun only is not the right tone!) 

  

  

6. What kind of content should SoftAtHome share with their audience?  

  

A question for you. 

I would say that I would love to share Customer Successes, but it is not always easy as customers 

want to keep the credit for what they are doing, which is fair! 

  

7. How frequent should the posts be?  

  

A question for you again J 

Once a week is a minimum to be visible, I would say. 

  

8. What could be a common indicator for all social media posts?  

  

Number of RFP received / Number of contracts signed. 

I understand it is not that easy … but it is the only indicator which is relevant. 

Number of clicks is just too easy, and not really business oriented.  

  

9. How SoftAtHome's strategy could be reflected in social media posts?  
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Ensure that one post per month is dedicated to SoftAtHome strategic topic? 

 

  

10. What type of thought leadership should SoftAtHome adopt in order to build a community?  

  

Become the leader on one topic, but as we are present on multiple markets (video, Broadband, WiFi, 

Security, analytics), it is difficult. 

Creating a “market for us” have not been successful so far (“Software for Operators, by Operators”?). 

  

11. How SoftAtHome's products/solutions could be utilised to shape its social media strategy?  

  

Not an easy question. 

We need to spend more time on value / benefits than technical speech. 

Product has no value if you don’t prove that it is generating value for customers (and customers don’t 

want to share the value, as they believe that value has been created by them rather than by their 

supplier). 

  

12. How can SoftAtHome ensure some form of engagement from its audience?  

  

We need customers helping us – Customer testimonies is the key, I think. 

  

13. What if SoftAtHome could build its own community on LinkedIn?  

  

Would be great. What level of effort is required to create this community, once again with so many 

different products? 

 

 

 


