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Executive summary 

Social media have become an important element of modern society in a short period of time. Social media are online tools to connect people; it implies the development of publication to conversation and from sending to dialogue (Social Media Update 2010, 2010, p.2). It is important to keep in mind that social media should not be a goal but a medium in order to reach a goal. The most important reasons for companies to use social media are: customer communication, branding, generate website traffic, and research. All these elements are connected with each other as one can lead to the other (Toepassingsmogelijkheden voor social media, 2009, par.2). 

The Dutch Interior Institute, hereafter referred to as the D.I.I., wants to use social media for branding, customer communication, and online community building to generate conversion – more members for the organization and more participants for the activities. By using the Social Media Trinity – blogging, micro-blogging and social networks –, the D.I.I. can gain maximum exposure and build an online audience containing its current members and potential members. The use of the Trinity can create brand, service, or product loyalty amongst the stakeholders. It can generate positive reputation and social prove of the benefits of being a member of the D.I.I. Besides, it is a way to communicate and receive feedback for quality control and improvement (Gerber, 2011). 



Improving the blog on its own website can help the D.I.I. build a trusted following, allow branding in a strong environment, and frequently set the blogger up as a perceived industry thought leader (The Social Media Bible, 2010, p.687). Micro-blogging – Twitter – can be used to send out short regular updates about the latest trends, news, and activities within the branch. It is a quick and easy way for the D.I.I. to share its knowledge and information, but also a medium to reach many people, to network, and to receive instant feedback. A social network offers the D.I.I. members a new way to interact with each other as well as with the organization. The D.I.I. should build an online community on its own website and on LinkedIn for members to feel like they are part of the organization’s network and to get to know each other better. 
Return on Investment of social media is not always obvious, but there are several possibilities to check the effectiveness of the social media activities and the D.I.I.’s online presence. Google Analytics can measure conversions on the D.I.I.’s website. The success of the social sites can be measured by the amount of followers and through (online) questionnaires when potential members register or when current members participate in activities. If the conversions are clearly determined and checked, the Return on Investment of the use of social media will ultimately be more members for the D.I.I. 
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1. Introduction 

The D.I.I. is a small non-profit organization that organizes activities in the field of trends as inspiration to stimulate the Dutch interior branch. The keyword of the D.I.I. is “connecting”; the organization gives suppliers within the interior branch the opportunity to meet each other. The D.I.I.’s main activity is the Trend Master Class, organized twice a year, with Lidewij Edelkoort, an internationally recognized trend watcher. Furthermore the D.I.I. organizes trend trips for its members to get inspired and to network. Also workshops are offered which stimulate and convert the general trends of the master class to individual companies. In order to be able to organize all the activities, the D.I.I. receives a membership fee from its members. Consequently it is important to have enough members and to stimulate them to enroll for the activities. Currently the organization has 88 members, but according to Executive Manager Astrid van Leeuwen there are 200 to 300 other suppliers and companies in the branch that would benefit from being a member. However, the management noticed that getting potential members to enroll is challenging – it is all about networking and it takes a long time. Per year about three new members enroll whereupon two of them unsubscribe. The reason why they do so is unknown to the management. 

The D.I.I. wants to be more visible within the interior branch to gain more members and to make the current members enroll for all its activities. The organization wants to offer its members the best network within the branch and be prominent in the field of spotting and communicating trends. Ultimately this will support the members to develop in the field of their market approach, concept development, and product development. In order to communicate this to its members and other stakeholders, the D.I.I. thinks new media – social media – offer many opportunities since they are media that can reach many people easily and quickly. In addition, the D.I.I. senses that social media are becoming an important element for businesses and that they should utilize it. Being an organization that spots trends and that wants to stimulate the interior branch, the D.I.I. feels like it is important to work with social media. Although the management thinks social media might be an answer, it does not know exactly how to use them. The organization already has accounts on Facebook and LinkedIn but those are not being used optimally because of a lack of knowledge (A. van Leeuwen, personal interview, October 1, 2010). 


This report describes the investigation of the possibilities of social media for the D.I.I. and gives recommendations about how to use them effectively. The recommendations are based on an analysis of social media – its B2B possibilities and usage – and the interest for it amongst the D.I.I.’s members. A best practice example is elaborated in order to show how the D.I.I. can learn from other B2B organizations that use social media. In conclusion, an advice is given based on all the findings.

1.1. The central question and sub questions

The central question for the investigation is: How can the Dutch Interior Institute effectively use social media? 
The sub questions to answer are:

1. What are the possibilities of social media for business-to-business organizations? 

2. To what extent are these possibilities relevant to the needs and objectives of the D.I.I.? 

3. What are the interests of the members when it comes to social media?  

4. How do other networking organizations in the branch make use of social media? 

1.2. Justification of research 

For this investigation books, articles, and presentations about social media on professional Internet sites and blogs were consulted. In order to keep the findings recent, only sources as recent as three years were accessed. Also, a survey amongst the current members and potential members was conducted. Both parties were questioned what perception and which expectations they have of the D.I.I. to see if it fits the organization’s desired image. The use of social media amongst the current members was also examined. In addition, interviews were held to get more detailed information which could not be obtained by using desk research. The following persons were interviewed:

· Astrid van Leeuwen, Directing Manager D.I.I. since 2007, works for the organization since 2003.

· Edvard Daamen, Manager D.I.I., works for the organization since 1995.

· Marie-Gon, Board Member CRISP – Central Register Interior Styling Professionals – since 2008. 

With the results of the survey, the interviews, and the desk research, the possibilities of social media for the D.I.I. are analyzed. Based on the findings, a conclusion is made and recommendations are given to make the D.I.I. more visible through social media. The complete reference list can be found at the end of the report, in Chapter 8. 

1.3. Structure of the report 

The report is divided into the following six main chapters: 

· Chapter 1: Problem analysis 
In this chapter, a general description of the D.I.I. is given: the organizational structure, the type of organization, and its activities. Also the issues and goals regarding social media are pointed out. 

· Chapter 2: Social media in general 
An analysis is made of social media and the possibilities of it for B2B (network) organizations. 

· Chapter 3: Members of the D.I.I. 
This chapter focuses on the interests of the D.I.I.’s members. Do they make use of social media and are they aware of the D.I.I.’s current presence on it? Statistics about social media usage in the Netherlands will also be given to see which social sites have the most potential. 

· Chapter 4: Best practice example
A description is given of other similar organizations which use social media successfully. What can the D.I.I. learn from them?

· Chapter 5: Conclusion 
The sub questions are answered after which a conclusion is made. 

· Chapter 6: Recommendations 
Based on the investigation, an advice is given about a strategy to effectively use social media. 

A complete overview of the construction of the report can be found in the Table of Contents, provided with page numbers. 

2. The Dutch Interior Institute 

The D.I.I., set up in 1988, is a non-profit organization that indicates trends for suppliers and businesses within the interior branch. The keyword of the organization is “connecting”: it wants to connect the present with the future; connect trends with products; connect places; and connect suppliers with entrepreneurs (Nederlands Interieur Instituut, “Homepage”, 2010, par.1). The organization believes it is important that there is a platform which offers inspiration collectively and which gives the branch a strong stimulus. It does so by organizing several activities such as tours, workshops, and seminars. All activities have been aimed to represent a common importance, but at the same time they offer an individual advantage (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.1). Most activities would not be organized by individual companies because they lack time and resources. By creating a platform of companies within the branch and receiving a contribution of the members, it is possible for the D.I.I. to organize it as a whole. At the moment the D.I.I. has 88 members, but according to the management there are 200 to 300 more suppliers within the branch that would benefit of being a member (A. van Leeuwen, personal interview, October 1, 2010). 

2.1. The D.I.I.’s vision

One of the founders of the D.I.I. thought the interior branch was in need of an organization that indicated trends for that branch. That is how it all started: simply making a trend forecast for the interior branch. According to the organization’s beliefs, gaining inspiration from different sources helps a company to do better business; it benefits creating products that better fit the market. This is what the D.I.I. wants to offer its members: inspiration (A. van Leeuwen, personal interview, October 1, 2010).  

2.2. The D.I.I.’s mission

The mission of the D.I.I. is to stimulate the development of the interior branch by organizing activities in the field of trends as inspiration. The D.I.I. wants to offer its members the best network and be prominent in the field of spotting trends, so being up-to-date and communicate the latest trends first are important. A significant element is to connect its members; through its activities and by offering a network the D.I.I. connects to the future, trends, places and people (entrepreneurs) (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.1). The D.I.I. wants to add value by supporting businesses within the branch to develop their market approach, concept development, and product development. 

2.3. Organizational structure

The D.I.I. is a non-profit organization and consists of a Board, which works on a volunteer basis, and an executive committee involving Managing Director Astrid van Leeuwen and Manager Edvard Daamen. Since the D.I.I. is a non-profit organization its activities have to be organized without a profit motive. Therefore the activities can only exist when the members enroll as they pay a contribution for it. 

At the moment the Board has three members, but the organization is looking for a fourth person. All board members are active in a different part of the market, i.e. different products, and therefore make a good representation of the interior branch. They have a management position within their company thus are able to talk on behalf of the company, and on behalf of the branch. The board and the executive committee gather about three to four times a year to discuss the state of affairs. The board is being used as a sounding board and is formally responsible for all activities, so the executive management has to render an account to the board (E. Daamen, personal interview, January 10, 2011). 

2.4. Stakeholders of the Dutch Interior Institute 

In order to get an idea of the D.I.I.’s target groups, the most important stakeholders are listed below. 

· Members: Given the fact that the D.I.I. is a foundation, sponsors – i.e. members – are important in order to receive money for the activities. Therefore, the organization has to make sure that members are being involved, want to participate in activities, and stay motivated to support the D.I.I. This group consists of persons or businesses which are professionally occupied with the residential and living environment of the consumer – home furnishing, lifestyle, and design. That is to say, they offer products or services within the interior branch (A. van Leeuwen, personal interview, October 1, 2010). 
· Potential members: Potential members are, just like members, persons or businesses which are professionally occupied with the residential and living environment of the consumer and offer products or services within the interior branch. However, these suppliers are not yet a member and need to be persuaded to join. 

· Students and youngsters that will be active within the interior branch: This group should also be kept in mind as potential members. 

· Partners within the branch: The foundation works together with organizations which promote the interests of the suppliers within the branch. Most important are CBW MITEX, Perscentrum Wonen, and ModInt. Though these organizations also inform stakeholders within the interior branch about developments and trends, they are focused more on the retail part of the branch. Cooperation with these organizations is essential because it is important to stay updated and they are links to a broader platform. 

· Competitors: The D.I.I. operates for and within the interior branch, so the organization only focuses on one branch. When it comes to trends, the biggest competitors of the D.I.I. in the Netherlands are Second Sight and Appletizer. Second Sight is an online, independent platform for trend watching and informs about trends, trend watching and future studies. The organization offers a network, a magazine, a trend letter, and events in order to inspire businesses to innovate and help find the right trend professionals (Over Second Sight, “Platform”, 2008, par.1). Appletizer offers international trend publications in the field of fashion, fabrics, interior and lifestyle, and also seminars with Lidewij Edelkoort (Appletizer, “Aangenaam”, 2007, par.2).

2.5. Services and activities of the D.I.I. 

2.5.1. Master class 

The D.I.I. offers its members several services and activities. One of the principal, and most popular, activities organized by the foundation is the master class. Lidewij Edelkoort, “one of the world’s most renowned trend forecasters” (Lidewij Edelkoort, 2010, par.1), gives her vision twice a year – during spring and fall – about the future and the trends of home-furnishing by a lecture and an exclusive trend book (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.3).

2.5.2. Trend trips 

Trend trips to different cities are offered to inspire the members. For years the D.I.I. organizes a trip to a furniture fair in Milan in April. With an explanation of trend watcher Monique van der Reijden trends are spotted in both the city and at the fair. During fall a destination is chosen for which a program can be set up for the members. In the past there have been trips to New York, London, Berlin, and Helsinki (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.9).

2.5.3. Workshops

The master class of Lidewij Edelkoort is very general. Whenever members feel they would like to get a more concrete idea of the trends they can sign up for a workshop shortly after the lecture. In a small group the abstract trends will be converted to one’s product or company. In case this is not satisfying enough it is also possible to work together with a trend analyst. The D.I.I. has connections with several specialists and will provide a match (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.5).

2.5.4. Fairs 

The D.I.I. is the initiator of Woonmodecity, the business event for the ‘living and sleeping branch’. At this event suppliers show their innovations to decorators and sleeping specialty stores. The concept is marked by its location, the catering, and its decoration which has a different theme every year (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.7). EVISA, the event for high-quality interior products, is also ‘powered’ by the D.I.I. The quality of the decorators, interior architects, stylists and entrepreneurs, and the aura of the location – a church – at this event attract participants and visitors (NII Events, “Evisa 2011”, 2010, par.2). 

2.5.5. NL Collection 

The D.I.I. set up a project called NL Collection which was a collaboration between young talent and the Dutch industry. The goal was to put the Dutch industry and Dutch design in the picture. Unfortunately this was only done once. The D.I.I. would like to repeat it but currently there is not enough motivation amongst the members and companies do not want to spend money on it (Nederlands Interieur Instituut, “Inspiratie door trends”, 2008, p.11).

2.6. D.I.I.’s image 

In order to set goals for the use of social media it is important to know the role the D.I.I. wants to play within the interior branch; the desired image. This will facilitate finding appropriate social media tools and applications. Therefore this paragraph covers results from the surveys conducted amongst the current members and some potential members. The participants were asked what perception and which expectations they have of the D.I.I.

The D.I.I. has two main goals: 1) to be considered as an organization that offers inspiration out of trends, and 2) cover the best network within the interior branch. The survey showed that current D.I.I. members associate the organization with the master class of Lidewij Edelkoort, with inspiration, trends, and with Woonmodecity. The main reason to become a member is the platform the D.I.I. offers in order to network. After that, to stay up-to-date and to receive information about trends within the interior branch is an important factor. The main task of the D.I.I. is, according to its members, to organize events and activities related to trends. Bringing together suppliers within the branch is least mentioned. In general the members are positive about the activities of the organization. Yet, some criticize the D.I.I. for coming across like it is still in development, and for the lack of diversity in the activities. When asked what recommendations they have for improvement, the use of social media is suggested – more ‘exciting’ ways to deepen the connections – as well as making their platform stronger. 
Potential members were asked why they were not (yet) a member of the organization and how they stay informed about developments and trends within the branch. Twenty surveys were sent out randomly of which only three were answered. One of the respondents did not even know the D.I.I. and its activities; the other two got to know the organization through its website but said they do not know the D.I.I. very well. Two of the respondents will become a member if the contribution is lower and the other one will not since he already joins a society for Dutch interior architects. They all stay informed about the latest trends through trade papers and by visiting fairs and seminars. Two of them work together with several experts and only one of them looks for information by surfing on the web.  

The results of the survey show that current members see the D.I.I. as an organization that mainly organizes events and activities that characterize trends and not necessarily as an organization that brings together suppliers within the branch. Yet, the organization’s network is one of the main reasons to become a member. Potential members got into touch with the D.I.I. through its website but said they do not have enough knowledge of the organization to have an opinion about it. 

2.7. The D.I.I. and social media 

Companies can have several reasons to start using social media, for example more website traffic, increased sales, or increased visibility. Often these goals are interrelated as success with one of these goals ensures success with the others (Choosing the best social media for your company, 2011, par.2). Before investigating social media, it is important to know what the D.I.I.’s goals are. 

When designing a website it is important to target traffic. If done accurately, it will result in conversions. These conversions can be sales leads, large numbers of page views or spending longer time on the site of the D.I.I. (stickiness). Other conversions can be brand awareness, offline contact like store visits or telephone calls, and referrals to friends or colleagues. Conversions have to be measured to find out whether one’s website is designed properly or not. Using, for example, Google Analytics makes it easy to measure how many visitors came to the page, how many clicked through and how many left (The Social Media Bible, 2010, p.99,100). 

At the moment the D.I.I. has a group on LinkedIn with 78 members and a page on Facebook with only one member. Once in a while a column or a blog is posted on the organization’s website. In spite of the limited use of social media, Executive Manager Astrid thinks that social media are a way to better position the D.I.I. since it is a ‘new’ medium to reach the target group and inform them. The use of social media has to support the D.I.I. to become a prominent organization in the field of spotting and communicating trends within the interior branch. “I think openness and sharing knowledge is an important element; the more you (can) show what you are doing and what you know, the more you (can) gain a prominent position within the branch. In the end we hope that more people will get to know us which might result in more participants for events, and more members. Yet, we don’t know what the options are” (A. van Leeuwen, personal interview, October 1, 2010).

2.7.1. Goals and ambitions

When trying to formulate clear goals for the use of social media by the D.I.I., the following aspects seem to be relevant. First of all the D.I.I. is a B2B network organization that wants to connect and inspire its members. The role the D.I.I. wants to play is as the organization that offers inspiration and has a fine network of suppliers within the interior branch. The ambitions of the D.I.I. are to become more known amongst all the suppliers within the branch which ultimately should lead to more participants for the activities and more members for the organization. It wants to do so by sharing its knowledge and information. 

Besides branding, customer communication and generating conversions, the organization wants to build an online community. The executive management already started with social media but they do not know how to use them optimally since not all the (B2B) tools and applications are known. Therefore, it is important to investigate which social media possibilities meet their objectives and goals the best. After that, a social media strategy will be set up in order for the management to effectively make use of social media. 

3. Social media 

To find out how the D.I.I. can use social media effectively, social media is described and examined in this chapter. Firstly a general description is given after which the business-to-business possibilities of it are listed. The findings are confronted against the needs and aims of the D.I.I. to see what strategy will be appropriate.

3.1. Definition of social media

In general social media are online tools to connect people. Social media gives the public a voice online and it facilitates communication. Through social media it is possible to generate content, exchange opinions, have conversations, or even work together. Social media starts with communication, but can proceed to collaboration, co-creation, and more (Handboek Communities, 2010, p.26).  
Social media implies the development of publication to conversation; from sending to dialogue. Sharing opinions, insights, and experiences can be done in many forms like text, audio, and video. It can occur in different places and platforms, for example, Twitter, Hyves and YouTube. It is not necessary to make use of an existing social platform since one’s own website can also be made “social” through integration of external social media, e.g. inserting YouTube-videos, and the use of tools for feedback or reviews (Social Media Update 2010, 2010, p.2).

3.2. Possibilities of social media for B2B

Depending on a company’s goals, social media offer several possibilities for B2B purposes. It is important to keep in mind that social media are not an advertising tool and clear marketing goals should be set. In other words, social media should not be a goal but a medium in order to reach a goal (Toepassingsmogelijkheden voor social media, 2009, par.2). 

Branding and interaction: One of the main reasons for companies to use social media is branding and brand awareness. Due to immersion in the site and the marketing message of a company, brand awareness amongst the users is stimulated (The Social Media Bible, 2010, p.99). It is also possible to interact directly with existing and potential clients. Participation of an organization on different platforms can contribute to a strong personal experience amongst the target group; social media make it easier to build and maintain relations which ultimately can lead to more trust in the organization (Kansen van Social Media voor B2B, 2011, p.23). 

Lead generation, sales support and relationship management: By following online conversations B2B organizations can find out their client’s needs, anticipate on it, and generate more profit – lead generation. When companies provide good, qualitative information they can positively influence the buying process. Social media also offer chances to give relationship management a new dimension (Kansen van Social Media voor B2B, 2011, p.23). 

Social recruiting and social PR: Social media make social recruiting and social PR possible since it is simple to localize and approach potential employees. This is especially interesting for companies which have difficulties finding appropriate personnel. It is also a way for employees to give their opinion about their employers online which makes an organization more personal and more attractive for potential employees and clients (Kansen van Social Media voor B2B, 2011, p.23).

Market research and reduction of the marketing expenses: Doing investigations through social media is easy since a lot of information is being shared through different manners on different platforms or communities. It is also a lot cheaper and can even be used to analyze competitors. Besides, investments are significantly lower than other media expenses. Despite investments in people, time and technology the profit margins will increase when social media is used correctly (Kansen van Social Media voor B2B, 2011, p.23). 

Shortening of the sales process: Increasing knowledge of prospects is core business of B2B marketers. Social media offer new possibilities to share knowledge with the target group and as a result shorten the sales process. The different tools and platforms offer new possibilities to communicate quicker with clients and prospects about the offer. Confidence in the organization as a potential supplier will expedite the sales process (Kansen van Social Media voor B2B, 2011, p.24).

Internal communication and competitive advantage: Internal communication is one of the main possibilities of social media, yet, the least used. One could think of a social intranet, or a Twitter service for internal use (Toepassingsmogelijkheden voor social media, 2009, par.7). When using social media correctly an organization can gain a significant competitive advantage. B2B organizations continually have to be relevant in their branch thus they have to be active in the media of their target group. Many companies, though, are slow in adopting social media; over 90% does not have a specific strategy in the field of online marketing (Kansen van Social Media voor B2B, 2011, p.24). 

Innovation & product optimization and expertise & market leadership: Companies can use social media for innovation and product optimization. In order to listen to the market B2B organizations can join knowledge-intensive communities. When doing that they will gain valuable feedback for improvements. To finish, social media can be used to share expertise and gain market leadership since it is easy to share knowledge with prospects. There are more chances to exchange information regarding unique propositions, products or services (Kansen van Social Media voor B2B, 2011, p.24). 

3.2.1. Social media tools and applications 

In order for B2B companies to effectively make use of social media there are many different tools and applications. A complete overview of all social media channels can be found in the Appendix. According to Lon Safko, Author of the Social Media Bible, there are fifteen different categories: social networking, publish, photo sharing, audio, video, micro-blogging, live casting, virtual worlds, gaming, productivity applications, aggregators, RSS, search, mobile and interpersonal (The Social Media Bible, 2010, p.9). 

Companies can divide those tools into four main goals: 
· Communication with customers;

· Brand exposure;

· Generate website traffic;
· And research. 
All these elements are connected with each other as one can lead to the other. When it comes to customer communication, users can be invited to share experiences and opinions and even be part of contests. It is easy to have a dialogue with the target group through social media and it can contribute to bonding of the target group with the brand – create more brand awareness (Leidraad voor strategie social media: Community Building Model, 2010, par.2,3). 

Typical for social media is the quick distribution of news. This can generate new brand experiences through, for example, a blog which exposes another side of the company. It can generate traffic to all the places or sites where the organization is active, both online and offline (Leidraad voor strategie social media: Community Building Model, 2010, par.3). 

Lastly, social media are good for web care and research: enhance a company’s image and effectively respond to complaints. It is possible to find out what the users are interested in, users can be brought together, and even when it concerns negative manners it is easy to quickly start a dialogue. The input of users can be used for product development and to investigate which subjects they are interested in (Leidraad voor strategie social media: Community Building Model, 2010, par.3).  

The different categories of social media can be allocated to the four main goals as following:
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Figure 1: Distribution of social media categories
(Source: Leidraad voor strategie social media: Community Building Model, 2010, par.2)
3.3. Social Media Trinity

The three most important categories of social media are blogging, micro-blogging and social networks, also called the Social Media Trinity. When companies want to use social media as a marketing tool, the Social Media Trinity will cover 90% of everything they need to know to successfully use social media in their marketing strategy. Yet, they need to understand and control the elements (The Social Media Bible, 2010, p.687). 

The elements of the Trinity are effective tools for customer communication and brand exposure, and they are easy to set up and to use. The goals of the D.I.I. to use social media are to become more known amongst all the suppliers within the interior branch – brand exposure – and to create the feeling of a community amongst the current members. The management also wants to share its knowledge and information – customer communication – which should lead generation. In the end it should bring in more participants for the activities and more members for the organization. The Social Media Trinity is elaborated in this paragraph; the tools are described in general after which they are linked to the D.I.I. 

3.3.1. Blogs 

A blog is an online journal where entries are published in the most recent order. Usually they are written in a personal, conversational style by an identified author about topics either really specific like a new product or broader as a personal view about life. Links to other websites can be inserted to lead generation and readers have the possibility to leave comments (Social Media – “Join the conversation”, 2010, p.6). 

Many professionals and businesses now have blogs which allow them to communicate in a less formal style than the traditional media like newsletters, brochures and press releases. Blogs can help to give an organization a human face and voice. Professionals can use blogs to build a network of like-minded individuals and to raise their own profile (Social Media – “Join the conversation”, 2010, p.7). Blogs can support a company build a trusted following. They allow branding in a strong environment, get the brand in front of the audience automatically, and frequently set the blogger up as a perceived industry thought leader. Yet, in order to be a successful blogger it is important to determine a strategy (The Social Media Bible, 2010, p.687,691).

3.3.2. Micro-blogging 

Micro-blogging gives users the opportunity to write extremely short text-only blogs – it is a short form of blogging. These blogs usually have a maximum of 140 characters and can be uploaded by different means anywhere and anytime. The difference between blogging and micro-blogging is the purpose: users of micro-blogging require or are interested in short, regular updates (Public relations and the social web, 2009, p.37). 

Twitter is the most popular micro-blogging platform. Users can send and receive short text-based messages that are referred to as ‘tweets’. These tweets can be delivered and read through many ways of technology: a cell phone, the Twitter website, RSS, email or an application like Facebook. Tweets are only delivered to the persons who have signed up and been accepted to ‘follow’ one’s messages (The Social Media Bible, 2010, p.258, 259). The amount of Twitter users in 2010 was about 26 million. Therefore, it is a medium for companies to reach many people, to network, and they can use it for instant feedback and quality control. It offers a steady stream of content, ideas, links, and other resources about one’s industry – a good way to spot trends and to see what the competition is up to (Gerber, 2011). 

3.3.3. Social networking

Social networks have evolved into online communities where users can communicate on many ways. They allow file sharing, blogging, and often integrate content from all sorts of other platforms (Public relations and the social web, 2009, p.50). Every social network has its own culture and purpose, and users interact on different ways. For example, MySpace is all about music and entertainment, Facebook for interacting on a personal basis, LinkedIn to provide an online professional network, and Ning to create one’s own vertical niche social networking site (The Social Media Bible, 2010, p.694).
Companies can use social networks to provide more information to prospects and customers about the products and services that they offer. It is even possible to add video, audio, status updates, and more. Social networks are a medium to build a loyal following, create engagement, and it is an inexpensive way of communication between a company and its customers. When inserting links to one’s own website, it will drive traffic to it and increase the search engine ranking of the site (Gerber, 2011).

3.3.4. The Social Media Trinity for the D.I.I. 

In case of the D.I.I. social media will be used for branding, customer communication, and online community building in order to generate conversion – gain more members. By using the Social Media Trinity, the D.I.I. can gain maximum exposure and build an online audience containing its current members and potential members. The use of the Trinity can create brand and service loyalty amongst stakeholders. It can generate positive reputation and social prove of the benefits of being a member of the D.I.I. It is also a way to receive feedback for quality control and improvement (Gerber, 2011). 

Blogging can give the D.I.I. a human face and voice as the management can give their personal view about certain topics. The D.I.I. already has a blog section on its website but blogs are not written frequently. Potential members can be driven to the blog and the website of the D.I.I. by inserting links on the social sites. A blog is the best way to gain important organic search traffic by boosting the D.I.I.’s search engine ranking with consistent, fresh, relevant, keyword rich content (Gerber, 2011). 

Twitter, the most popular micro-blogging platform, offers the D.I.I. the possibility to share its knowledge and information and to network. The D.I.I. can use it to interact with its target groups and other stakeholders. Tweets should be posted often with interesting or useful content. Links to other sites where the D.I.I. is present should be inserted to lead generation and for followers to get more in-depth content such as articles, videos, how to guides, and etcetera. 

At last, setting up a social network gives the D.I.I. the opportunity to create an online community where members can interact. The purpose of LinkedIn is to provide and maintain an online professional network. When the D.I.I. has good, interesting, and useful content on its page, readers are more likely to join or follow the organization. The more followers or members the D.I.I. gets, the more social proof the organization has that it is offering something desirable. However, it is important to determine a strategy in order to be successful (The Social Media Bible, 2010, p.694).

Figure 2: The Social Media Trinity
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 (Source: The Trinity of Social Media, 2009, par.9)

4. Social media interest amongst the members  

The previous chapters gave an indication of what the D.I.I. wants and what social media can offer B2B organizations. Besides the needs of the organization and the opportunities of social media it is necessary to know what the target group of the D.I.I. is interested in. After all, they are needed to make it happen – social media are all about the dialogue. 

A survey was conducted amongst the current D.I.I. members to see what their perception is of the organization, what their social media interests are, and to what extent they are active on it. There are 88 members, 31 responded (35%). Various members filled in the survey: large companies like Philips and Auping responded but also small organizations like Tooolbox and individuals – both involved and less involved as well. Given that not all members responded, the results of the survey are not completely representative but they give a reasonable indication of the social media interest amongst the members. Potential members were asked whether they know the organization, why they are not (yet) a member, and how they stay informed about developments and trends within the branch. Twenty surveys were sent to randomly chosen potential members, three persons answered. 

4.1. Results of the survey amongst current members

From the respondents of the survey 58% is active on one or more social networks. Most of them are on LinkedIn (89%), followed by Facebook (50%). Least popular is Hyves with only 4% and 33% is active on Twitter. Since the D.I.I. has accounts on social networks, the respondents were asked if they have a connection with the organization on one of these sites. Only 28% answered positively. 

The members were also asked for what purposes they use social media. 81% of the respondents answered this question. Main reason for them to use social media is to build and maintain business contacts (72%), followed by meeting persons with the same interests (56%). The least popular reason is to track and address potential customers or clients with 24%. 

The results of the survey show that the members of the D.I.I. are active on social networks. Yet, not all the respondents make use of social media. Business purposes are the most important reason for members to sign up. Meeting people with the same interest is also a reason to join or follow the D.I.I. on social media – i.e. meet people that are active within the interior branch and who want to stay updated about the latest trends. However, not all active members join the current social media accounts of the D.I.I. possibly because they are not being used and promoted actively by the management. 

Potential members were not asked whether they use social media but they all stay informed about the latest trends through trade papers and by visiting fairs and seminars. Two of them work together with several experts and only one of them looks for information by surfing on the web. 

4.2. Social media use in the Netherlands  

Because the survey does not cover that much data of social media usage amongst current and potential members, Dutch statistics are looked at to see which social media sites have the most potential. A research done in April 2010 by STIR – a Dutch organization that measures website statistics to portray the online behavior of visitors – indicated that the Internet population in the Netherlands was over 11 million at that time. The organization investigated the reputation and usage of social networks in the Netherlands. The results show that Hyves has a monthly amount of more than 5.2 million users (48%). The user group of Facebook is with 19% a lot smaller but this group spends more time on the social network than ‘Hyvers’. The strongest growth is expected for Twitter and LinkedIn and potential decliners are Hyves, MySpace, and Netlog (Sociale netwerken in cijfers, 2010, par.3,5). 

The following table portrays the social media usage in the Netherlands last year. Familiarity is the amount of Internet users that knows the platform/network. Profile indicates the number of people that actually have a profile on these sites and Usage stands for the number of people that actively make use of it. The Hours are calculated by multiplying the amount of active users by their average user intensity (hours per month). Future contains the percentage of current users that expect to make more or less use of the social media website in 2011 (Sociale netwerken in cijfers, 2010, par.3,5). 

Table 1: Social media in the Netherlands
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5. Best practice social media 

To see how other B2B organizations within the interior branch use social media in an effective way, this chapter covers two best practice examples in order for the D.I.I. to learn from it. In this case CRISP is analyzed, a partner of the D.I.I., and Second Sight, a competitor of the D.I.I. 

5.1. Social media and a ‘protected’ network for CRISP

CRISP stands for Central Register Interior Styling Professionals and is a professional branch organization for interior stylists. Members of CRISP will gain a better insight about the latest trends in the field of interior and styling – they will be kept informed about relevant branch information. A valuable network of colleagues and an extensive data bank are available at any time. The website of the organization is accessible for everyone but in order to access the data bank, the forum, and other significant information a login code is required (Crisp, “Onze visie”, 2011, par.1). 
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The organization uses social media for almost a year. CRISP has a Twitter account with 726 followers – the organization itself follows 130 people – and its group on LinkedIn has 466 members. Twitter is used to share pictures in order to enable followers to create an image and make them curious to go to CRISP’s website. However, it is mostly used because of its speed; it is a good way to stay on top of the news. The activities on Twitter are diverse: answering questions, reporting about relevant facts or daily activities, and etcetera. Members that follow CRISP on Twitter will get a better idea about the organization’s activities. LinkedIn is used because of its reach; it is an easy way to connect with business people and to let them know what the organization’s activities are (Marie-Gon, email interview, May 3, 2011). 

CRISP uses social media to publicize the organization and its activities and, in the end, to obtain more members. It is hard to measure these goals but according to Marie-Gon, President of the organization, they have passed their goals sufficiently. “You never know for sure why you get attention, but many visitors at our last event knew about it through Twitter or LinkedIn – we got to know this through a survey held at the end of the day” (Marie-Gon, email interview, May 3, 2011). Social media helped the organization to become known in the branch and to drive conversion – stimulate the members to visit websites or to participate in activities.

This example shows that Twitter and LinkedIn can be used for (multiple) business purposes and to gain more attention and brand awareness. Nevertheless, it is important to measure conversions and to have a person who is in charge of the social media activities. It is a possibility for the D.I.I. to design its own website like CRISP and to require a pass word in order for members to access certain information. 
5.2. An online platform for Second Sight
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Second Sight is an independent platform for trend watching and a network of trend professionals. Through its network, magazines, trend letters, and events the organization wants to inspire members to innovate and help them find the right trend experts. Second Sight was founded in April 2008; the goal was to create a trend network where people who demand information about trends and providers of this information can meet each other (Over Second Sight, 2011, par.2,3). 

The website of Second Sight is an online community where members can find and read information about other trend professionals. Currently there are 769 members within the Trend Network. The website is made social by enabling the members to provide feedback on articles and blogs, but also by allowing them to recommend sites or articles in their own profile. Members can even contribute to the magazine and the online database. When creating a profile, the members can write about themselves and their activities. They also have the opportunity to judge and commend the work of several trend watchers, trend professionals, and companies which respond to trends when the TWOTY – Trend Watcher Of The Year – Awards are given away. Within three years the network of trend watchers and trend professionals truly expanded, also internationally. It is free to register for the Trend Network and to receive the trend letter, but a subscription is needed in order to access all 8000 premium articles on the website of Second Sight. There are different kinds of subscriptions with different kinds of inclusions. 

The concept of Second Sight is interesting for the D.I.I. to create a feeling of a community amongst the members and to build this community online. Success of the website lies in the easiness of creating a profile and connecting with other trend professionals. The level of interaction is high to make it attractive for users to participate. Many links are inserted which makes the website social and which will improve SEO – Search Engine Optimization. 

6. Conclusion

The objective of this thesis is to conduct an investigation towards social media tools and the B2B possibilities in order to give the D.I.I. advice on how to use them effectively. The D.I.I. wants to use social media to be more visible within the interior branch. The organization wants to become more known amongst all the suppliers within the branch which ultimately should lead to more participants for the activities and more members for the organization. The central question during this investigation is: How can the Dutch Interior Institute effectively use social media? 

The sub questions to answer are:

1. What are the possibilities of social media for business-to-business organizations? 

2. To what extent are these possibilities relevant to the needs and objectives of the D.I.I.? 

3. What are the interests of the members when it comes to social media?  

4. How do other networking organizations in the branch make use of social media? 

Before recommendations are made about the use of social media by the D.I.I., a conclusion is given in this chapter.
6.1. Possibilities of social media for business-to-business organizations

Social media offer B2B organizations many possibilities. Branding and brand awareness is generated by immersion in the site and the marketing message of a company, and through interaction with clients. Lead generation, sales support, and relationship management can be done by following online conversations and providing good, qualitative information. Social recruiting and social PR are also a possibility, as well as, market research and reduction of marketing expenses since the costs of social media are significantly lower than other media expenses. Additionally, it is possible to shorten the sales process by sharing knowledge and quickly communicating with stakeholders. Social media can be used for internal communication as well, and when they are being utilized correctly, a company can even gain a competitive advantage. Through participation in communities and communication with the target group, social media can contribute to innovation and product optimization. Lastly, social media are a way to show expertise and enhance market leadership by sharing skills with prospects.

6.2. Relevant possibilities of social media for the D.I.I. 

The D.I.I. wants to be more visible and position itself as a prominent organization in the field of spotting and communicating trends within the interior branch. Therefore, branding is important. Create and enhance brand awareness amongst the (potential) members can be generated by immersion in the organization’s website and its marketing message and through interaction with the stakeholders. Furthermore, the D.I.I. wants to share its knowledge, information, and skills with the (potential) members to show its expertise and to enhance its market leadership. Lead generation and relationship management are relevant since the D.I.I. wants to obtain more participants for the activities and more members for the organization. In that case, the D.I.I. should follow online conversations and provide good, qualitative information. Another important opportunity is shortening the sales process. By sharing knowledge and quickly communicating with stakeholders, potential members are persuaded to become a member more quickly.
6.3. Social media interests amongst the members 

The use of social media is only effective if the target group also makes use of it. Part of the D.I.I.’s members is active on social networks. Business purposes are the most important reason for them to sign up. Meeting people with the same interest is also a reason to join or follow the D.I.I. on social media – i.e. meet people that are active within the interior branch. LinkedIn is the most popular social network with a percentage of 89%, followed by Facebook (50%) and Twitter (33%). Yet, not all active members join the current social media accounts of the D.I.I. probably since they are not being used and promoted optimally by the management. 

6.4. Social media usage other B2B organizations within the branch

To see how other B2B organizations within the interior branch use social media CRISP was analyzed, a partner of the D.I.I., and Second Sight, a competitor of the D.I.I. CRISP uses Twitter and LinkedIn for (multiple) business purposes and to gain more attention and brand awareness. It is important to measure conversions and to have a person who is in charge of the social media activities. The website of CRISP is accessible for everyone, but a password is required to obtain certain information. 

The website of Second Sight creates a feeling of a community amongst the members since it really is an online community. Success of the website lies in the easiness of creating a profile and connecting with other trend professionals. The level of interaction is high to make it attractive for users to participate. Many links are inserted which makes the website social and which will improve SEO.
7. Recommendations

To reach its goals and objectives and to effectively make use of social media, this final chapter covers recommendations for the D.I.I. Firstly the target audiences are described after which the communication objectives and a strategy are outlined to give a good recommendation. 

7.1. Target audiences

The D.I.I. has two main target audiences when using social media. Common for both target groups is that they consist of suppliers within the interior branch. They are persons or businesses which are professionally occupied with the residential and living environment of the consumer – home furnishing, lifestyle, and design. 

The first target group that the D.I.I. wants to reach is its current members. They have to know what the organization’s activities are and be kept up-to-date about the latest trends within the interior branch. Currently there are 88 members. This target group is easy to reach since the D.I.I. already has (personal) contact with the members. The second target group consists of potential members for the D.I.I. The organization has a list with potential members that need to be persuaded to enroll and to become a member. This group is harder to reach as they might not be aware of the existence of the D.I.I. Therefore, the organization has to be sure its online presence is well enough to get this group’s attention. 

7.2. Communication objectives 

The D.I.I. wants its current members to join or follow the organization online. This should make them more aware of the organization’s knowledge and activities. Ultimately, this should lead to more registrations for the organized activities. The D.I.I. also wants to create the feeling of a community amongst the members in order to enhance its network. The members of the D.I.I. have to feel like they are part of a valuable network within the interior branch since, in the end, the D.I.I. wants to cover the best network within the branch. 

Potential members have to get acquainted with the D.I.I. They have to know what the organization does and what its activities are. Potential members need to be convinced of the benefits of being a member and be persuaded to join the D.I.I.’s network. In order for them to get to know the organization, they have to be able to find the D.I.I. online when looking for information. After that, they have to be triggered to join or follow the organization online. 

	Target group
	Objectives
	Activities / Message
	Instrument

	Current members of the D.I.I.
	Make current members join or follow the D.I.I. online.

Increase the enrollments for activities.
	Share knowledge and activities of the D.I.I. 

Online community building. 
	Website of the D.I.I., Twitter, and LinkedIn.  

	Potential members within the interior branch
	Get the attention of potential members. 

Make potential members join or follow the D.I.I. online. 

Enrollments of potential members to become actual members. 
	Make potential members get acquainted with the organization and its activities. 

Convince them of the benefits of being a member of the D.I.I.
	Website of the D.I.I., Twitter, and LinkedIn.  


7.3. Overall strategy

The D.I.I.’s goals to use social media are generating conversion, branding, customer communication, and online community building. When using social media it is all about the online presence and the dialogue. Therefore, the D.I.I. has to make sure that SEO and interaction and participation of the members is encouraged. This is done by inserting links on the (social) sites, providing good, qualitative information, and by enabling the members to create profiles and share information. The D.I.I. has to be open and share its knowledge in order to build a trusted following. In the end, the use of social media will support the D.I.I. to become more visible in the interior branch and to gain more members.

7.3.1. Central communication theme 

The D.I.I.’s keyword is connecting. When communicating with its target groups, the organization wants to put emphasis on the benefit of being a member: be connected with all important aspects within the branch and gain inspiration from different sources to create products that better fit the market. Communication with the current members of the D.I.I. should make them aware of the knowledge and activities of the organization. Besides, they should feel part of the D.I.I.’s network. On the other hand, communication with the potential members should make them get acquainted with the D.I.I. and let them know what the benefits are of being a member of the organization. 

7.4. Inputs and tools 

To reach its goals and objectives, the D.I.I. has to use the Social Media Trinity: blogging, micro-blogging and social networks. The Trinity offers the D.I.I. a huge reach, the possibility to easily share knowledge and information, and the option to build an online community. Usage of the elements will help the D.I.I. gain maximum exposure and build an online audience containing its current members and potential members. It creates brand awareness, brand loyalty, and social prove of the benefits of being a member of the D.I.I. It is also a quick way to receive feedback for quality control and improvements to generate positive reputation (Gerber, 2011). 

Blogging can be done on the D.I.I.’s own website, but the management has to update its current blog and make it attractive for visitors to read and follow it. Twitter and LinkedIn can be used to gain more attention and create brand awareness. LinkedIn is recommendable to create an online community for the D.I.I.’s members because of its business purpose. Enabling members to create profiles and to connect with other members on the D.I.I.’s website generates the feeling of an online community. The level of interaction has to be high to make it attractive for users to participate, and links have to be inserted to make the website social and to improve SEO. A good website and online presence of the organization will provide a high SEO, which will contribute to being found by potential members. 

7.4.1. Professionalize own website for branding and SEO

It is important to have a professional, updated website that contains relevant information for every type of visitor – may it be a member or a potential member. When potential members are looking for information about trends or activities within the interior branch the D.I.I. has to make sure its website can answer all the possible questions they have at any given moment (The Social Media Bible, 2010, p.91,92). If the D.I.I. requires a password in order to obtain certain information on its website, this could even become a new form of receiving contributions. 

The website has to address the needs and desires of potential members. It has to provide a strong call to action along with satisfactory value – “What’s In It For Me” – in order for potential members to become interested and stay on the site. A cleverly designed site will produce several benefits. Firstly the D.I.I. will receive a high ranking on all of the search engines which makes it easier to be found by (potential) members. When providing valuable content for the visitors, they will be encouraged to stay longer on the site thereby granting the D.I.I. a greater opportunity to convey its message. Lastly, a good website will build trust and eventually encourage potential members to become a member and current members to or enroll for activities (The Social Media Bible, 2010, p.102,115).

7.4.2. Write blogs frequently in order to build a trusted following  
To become a prominent organization within the interior branch, the D.I.I. has to write blogs frequently. The blog on its own website needs to be open for feedback to make it attractive for members to read and follow it. Blogging is by far the easiest and most effective way to communicate with (potential) members and to build trust. It will generate “Google Juice” – the results that follow when one searches for a name, a company’s name, and a product or service’s name in Google or other search engines – which makes it easier to be found by potential members. The D.I.I. can also position itself as an industry leader by providing the latest information in the interior branch. (The Social Media Bible, 2010, p.155). 

7.4.3. Build an online community on the D.I.I.’s own website and on LinkedIn

When building an online community there are several options. A list of members can be found on the D.I.I.’s site. However, this list only contains the hyperlinks to the members’ own website. In order to create the feeling of a community, D.I.I. members have to be able to get to know each other (better) and to bond by sharing experiences. Currently they have this opportunity at gatherings after events or during other activities of the D.I.I. – e.g. trend trips. By expanding this option online it is easier for members to get an idea of the other suppliers that are member of the D.I.I. Similar to Second Sight, the D.I.I. should enable them to make a profile and to introduce themselves. That way a member is still able to get to know other members in case he or she cannot attend an activity or event in person. 
Besides creating an online community on its own website, the D.I.I. has to make use of existing social media networks. The most popular social network site amongst the members is LinkedIn. The main reason for them to use social media is to build and maintain business contacts (72%), followed by meeting persons with the same interests (56%). The D.I.I. already has a LinkedIn account but it has to be promoted on its own website to make members aware of the fact that the organization is active on LinkedIn. This will increase the awareness and most likely also the amount of members on the professional network. A Facebook account is already set up by the management, but this group only contains one member. Since Facebook is not a professional network, and the purpose of the site is to keep in touch with family and friends, it is not necessary to maintain a Facebook page. 

Figure 3: Differences between Facebook, Twitter and LinkedIn
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(Source: Social Media in de B2B-economie – Maak het relevant, 2011, par.3)

7.4.4. Share knowledge and information through Twitter

The D.I.I. has to set up a Twitter account and build a following by regularly posting interesting Tweets. A link to Twitter should be made on the D.I.I.’s website to gain more visibility. According to Lon Safko (2010), “Twitter is a social medium specifically created to enhance communication. It is a service for friends, family and co-workers to communicate and stay connected. Businesses started using Twitter as a free marketing research service and for feedback on products and services. Twitter can be used to provide updates to stakeholders, plus it is a practical method of communication” (The Social Media Bible, 2010, p.538). This micro-blogging tool is easy to use and is a good medium to share knowledge and information – keep stakeholders informed about the latest trends and activities. In the end, it is a way of branding and customer communication at the same time. 

7.5. Organizational aspects 

Above all it is important for the D.I.I. to encourage interaction on the social sites and on its own website. The management will have to invest time in it in order to find out how the social sites work exactly and what the culture is. Also (re-)designing the own website has to be done considerately. Ultimately, it is all about branding and improving the online presence of the D.I.I. Consequently, the potential of the organization will be expanded: the D.I.I. will be more visible for (potential) members. 
Return on Investment of social media is not always obvious, but there are several possibilities to check the effectiveness of the social media activities. Google Analytics has to be used to measure conversions on the D.I.I.’s website – how many visitors came to the page, how many clicked through and how many left? The success of the social sites can be measured by the amount of followers as well as through conducting (online) questionnaires when potential members register or when current members participate activities. If the conversions are clearly determined and checked, the ROI of the use of social media in the end will be more members for the D.I.I. 

Table 2: Overview of D.I.I.’s goals and recommendations
	D.I.I.’s goals
	Social media goals
	Tools
	Activities

	Offer members the best network within the branch.
	Online community building.
	Social network – LinkedIn and D.I.I.’s own website.
	Expand and promote LinkedIn network. 

Create an online community on D.I.I’s website.  

	Create the feeling of a community amongst the D.I.I. members.
	Online community building, customer communication. 
	Social network – LinkedIn and D.I.I.’s own website.
	Communicate with members and encourage them to interact. 

Enable members to create profiles on the D.I.I.’s website. 

	Be prominent in the field of spotting and communicating trends.
	Branding, customer communication.
	Twitter, blogging.
	Share knowledge and information in order to create brand loyalty and trust. 

	Be more visible within the branch in order to gain more members and to make the current members enroll for all its activities. 
	Branding and generate conversions.
	Social network, Twitter, blogging, and D.I.I’s website. 
	Improve Search Engine Optimization. 

Improve online presence in order to enhance social proof of desirability. 


8. Reference list 

Appletizer “Aangenaam”. (n.d.). Retrieved December 3, 2010 from Appletizer: http://www.appletizer.nl/basis_nieuw/aangenaam.php 

Baten, M. (2011, March 22). Social Media in de B2B – Maak het relevant! Retrieved April 1, 2011 from Frankwatching: http://www.frankwatching.com/archive/2011/03/22/social-media-in-de-b2b-economie-maak-het-relevant/ 

Blauw, S. (2009, August 13). Web 2.0: Toepassingen vergelijken. Retrieved February 26, 2011 from Frankwatching: http://www.frankwatching.com/archive/2009/08/13/web-2-0-toepassingen-vergelijken/
Blom, E. (2010). Handboek Communities: De kracht van sociale netwerken (3rd edition). Utrecht: Bruna Uitgevers B.V. 

Brown, R. (2009). Public Relations and the Social Web. How to use social media and web 2.0 in communications (1st edition). London: Kogan Page Limited.  
Chapman, C. (2009, October 7). The History and Evolution of Social Media. Retrieved March 13, 2011, from Webdesigner Depot: http://www.webdesignerdepot.com/2009/10/the-history-and-evolution-of-social-media/

Choosing the best social media for your company. (n.d.). Retrieved February 11, 2011 from Clientbridge: http://www.client-bridge.com/blog/bid/51832/Choosing-the-Best-Social-Media-for-Your-Company 

Gerber, C. (Producer). (2011). How to drive traffic – The Holy Trinity of Social Media Marketing [YouTube movie]. YouTube.  
Groves, S. (2009, July 24). The Trinity of Social Media. Retrieved May 4, 2001 from Social Marketing Conversations: http://www.stevengroves.com/2009/07/24/the-trinity-of-social-media/ 
Infographic: Mobile Marketing. (n.d.). Retrieved April 10, 2011 from Clientbridge: http://www.client-bridge.com/blog/bid/51888/INFOGRAPHIC-Mobile-Marketing

Kerkhofs, S. (2009, June 27). Toepassingsmogelijkheden voor social media. Retrieved February 25, 2011 from Molblog: http://www.molblog.nl/bericht/toepassingsmogelijkheden-voor-social-media/

Kornaat, N. (2010, July 28). Leidraad voor strategie social media: Community Building Model. Retrieved March 23, 2011 from Frankwatching: http://www.frankwatching.com/archive/2010/07/28/leidraad-voor-strategie-social-media-community-building-model/
Koster, B. & Van Gaalen, M. (2010, February). Social Media Update 2010. Organisatie van social media binnen bedrijven nog in experimentele fase. Retrieved March 4, 2011, from Frankwatching: http://www.frankwatching.com/archive/2010/02/05/download-social-media-update-2010/
Lidewij Edelkoort. (n.d.). Retrieved January 20, 2011 from Edelkoort.com: http://www.edelkoort.com/lidewij_edelkoort 

Mans, R. (2010, June 21). Handige statistieken voor de B2B marketeer. Retrieved April 12, 2011 from Marketingfacts: http://www.marketingfacts.nl/berichten/20100621_handige_statistieken_voor_de_b2b_marketeer/ 

Nederlander ‘netwerkt’ 7 uur per maand. (n.d.). Retrieved February 22, 2011 from Multiscope: http://multiscope.pressdoc.com/1081-nederlander-netwerkt-7-uur-per-maand

Nederlands Interieur Instituut (2008). Nederlands Interieur Instituut. The Hague: Nederlands Interieur Instituut. 
Nederlands Interieur Instituut. (n.d.). Retrieved October 4, 2010 from the NII website: http://www.interieurinstituut.nl/ 

NII Events: Evisa 2011. (n.d.). Retrieved December 17, 2011 from NII: http://www.interieurinstituut.nl/2010/06/evisa-2011/ 

Onze visie. (n.d.). Retrieved April 2, 2011 from Crisp: http://www.crisp-stylisten.nl/onzevisie 

Over Second Sight. (n.d.). Retrieved April 12, 2011 from Second Sight: http://www.secondsight.nl/over-second-sight/ 

Safko, L. (2010). The Social Media Bible (2nd edition). Hoboken, New Jersey: John Wiley & Sons, Inc. 

Sociale netwerken in cijfers. (n.d.). Retrieved April 8, 2011 from Mediaonderzoek.nl: http://www.mediaonderzoek.nl/1479/sociale-netwerken-in-cijfers/

Social Media – “Join the Conversation”. (n.d.). Retrieved March 1, 2011, from Slideshare.net: http://www.slideshare.net/TalkDebbie/social-media-join-the-conversation
Tribewise. (2009, September 2). Whitepaper: Social Media in Nederland. 20 cases van Nederlandse bodem en toegang tot 250 meer! Retrieved February 22, 2011 from Tribewise: http://www.tribewise.nl/wp-content/uploads/2009/09/Social%20media%20in%20Nederland.pdf
Verloop, R. (2009, June 24). Sociale netwerken – de basis. Retrieved April 1, 2011 from Frankwatching: http://www.frankwatching.com/archive/2009/07/24/sociale-netwerken-de-basis/
Veldwijk, J. (2011). Kansen van social media voor B2B – Rapport over de mogelijkheden voor de zakelijke markt. Retrieved May 3, 2011 from Slideshare.net: http://www.slideshare.net/Veldwijk/kansen-van-social-media-voor-b2b-rapport 

Appendices 

Appendix 1: The 15 social media categories
Appendix 2: Survey for the D.I.I.’s current members

Appendix 3: Results of the survey amongst current members

Appendix 4: Survey for the potential members

Appendix 5: Results of the survey amongst potential members
Appendix 1: The 15 social media categories 

1. Social networking

Social networks have evolved into online communities where users can communicate on many ways. They allow file sharing, blogging, and often integrate content from all sorts of other platforms (Public relations and the social web, 2009, p.50). Every social network has its own culture and purpose, and users interact on different ways. For example, MySpace is all about music and entertainment, Facebook for interacting on a personal basis, LinkedIn to provide an online professional network, and Ning to create one’s own vertical niche social networking site (The Social Media Bible, 2010, p.694).
Companies can use social networks to provide more information to prospects and customers about the products and services that they offer. It is even possible to add video, audio, status updates, and more. Social networks are a medium to build a loyal following, create engagement, and it is an inexpensive way of communication between a company and its customers. When inserting links to one’s own website, it will drive traffic to it and increase the search engine ranking of the site (Gerber, 2011).

2. Publish

The ability to accurately publish or record conversations to pass on to future generations is a relatively new concept. For many years, word-of-mouth was the way to pass through messages; stories where only told. After that, handwriting developed into the printing press where after the digitalization aroused. Communication nowadays goes amongst others through computers, desktop publishing, print-on-demand, forums, email, websites, blogs and comments, text messaging, photo and video sharing, voicemail, and Twitter. There are many ways for companies to publish on the Internet; mostly through social media (The Social Media Bible, 2010, p.10).
3. Photo sharing

Photo sharing brings businesses high-quality and low-cost exposure to their business marketing and communications plan. When companies update their product photos, they are participating in an area of Internet marketing that is highly targeted, competitively advantageous and free of charge (The Social Media Bible, 2010, p.176). 

According to Lon Safko (2010), “Sharing photos with global communities, friends, family, co-workers, prospects and customers and encouraging them to comment and communicate their feelings about your photos is the very essence of social media. Social media is all about the two-way communication. Upload photos, create communities, and start building credibility and trust with your clients and prospects” (The Social Media Bible, 2010, p.187). 
4. Audio

Podcast is a combination of the words ‘iPod’ and ‘broadcast’. Podcasts are audio or video files published on the Internet to which users can subscribe. With the subscription feature it is possible to build regular audiences and communities around the online files. It is an effective way for individuals and brands to compete against traditional media organizations for people’s attention online (Social Media – “Join the conversation”, 2010, p.7). 

Podcasting is an effective way for a company to be heard and to capture the valuable mindshare of stakeholders. It does not cost money, it is easy to do, and it is a medium that is much more psychologically desirable – and frequently more accessible – to stakeholders than simple text (The Social Media Bible, 2010, p.190). 

5. Video

According to Lon Safko (2010), “Human psychology is such that the more robust or stimulating the experience, the more engaging it is, and the better we comprehend and retain that experience. When two humans want to express an idea, thought, or concept, 55% of the communication comes from body language, 38% from voice, and only 7% from words” (The Social Media Bible, 2010, p.226).
Video sharing is a great way for companies to become visible. The more “What’s in it for me”-value that the video has, the more it will be watched and passed along. When posting videos on sites, it should be mentioned in one’s blogs and emails in order to promote it. Be sure that they can be found easily and use RSS feeds whenever possible (The Social Media Bible, 2010, p.255). 

6. Micro-blogging

Micro-blogging gives users the opportunity to write extremely short text-only blogs – it is a short form of blogging. These blogs usually have a maximum of 140 characters and can be uploaded by different means anywhere and anytime. The difference between blogging and micro-blogging is the purpose: users of micro-blogging require or are interested in short, regular updates (Public relations and the social web, 2009, p.37). 

Twitter is the most popular micro-blogging platform. Users can send and receive short text-based messages that are referred to as ‘tweets’. These tweets can be delivered and read through many ways of technology: a cell phone, the Twitter website, RSS, email or an application like Facebook. Tweets are only delivered to the persons who have signed up and been accepted to ‘follow’ one’s messages (The Social Media Bible, 2010, p.258, 259). The amount of Twitter users in 2010 was about 26 million. Therefore, it is a medium for companies to reach many people, to network, and they can use it for instant feedback and quality control. It offers a steady stream of content, ideas, links, and other resources about one’s industry – a good way to spot trends and to see what the competition is up to (Gerber, 2011). 

7. Live casting
Live casting is broadcasting information online. The purpose of this category is to create live content that is distributed on the Internet; this can be in the form of web conferences, Internet radio and other video content. The audio and video content is broadcast live and is playing in real-time which means that the listeners/viewers do not have control over the broadcast, as in traditional broadcast media (The Social Media Bible, 2010, p.279). 
8. Virtual worlds

The concept of doing business in a virtual world is still new. Since virtual worlds are huge trusted networks of like-minded participants – in which many may be prospects – there is a tremendous opportunity for enterprises. As with most technologies, the early adopters will benefit of taking risks. A company will not know if marketing in a virtual world is right until the concept has been explored. Therefore, companies should register first in order to find out and understand how virtual worlds work (The Social Media Bible, 2010, p.318). 

9. Gaming

According to Lon Safko (2010), “Online gaming is another one of those Internet phenomena that just keeps gaining popularity. The trusted networks of the MMORPG – Massively Multiplayer Online Role-Playing Game – communities are, in many cases, in the millions. Many people view online gaming as an activity with no business value – a waste of time in which only teenagers participate. However, any time you have 50,000 to 8 million people in the same place with the same interests in a trusted network, a business opportunity exists: in-game advertising” (The Social Media Bible, 2010, p.321).  

10. Productivity applications

This category covers companies which offer different features of any other category within the Social Media Bible. It includes companies and tools like Acteva, Eventful, Google Alerts, Google Docs and Yahoo!. The tools are readily available, highly feature rich, and also free of use. Features and functions should be looked up in order to see which tool is right for one’s company and goals (The Social Media Bible, 2010, p.569).  

11. Aggregators

Aggregators are programs or websites that allow a person to choose what type of content he or she wants to see. It is possible to choose where it comes from, and automatically will be presented in an organized page all the time. Aggregators will check and continuously search all the blogs, news sites, or other websites to which a person has subscribed for new content. All the news blogs, websites, audio, photos, video updates, and etcetera are shown in one convenient web page location, and it is free to use (The Social Media Bible, 2010, p.597).  

12. RSS

Really Simple Syndication is a web feed format used to publish content. RSS gives Internet users the possibility to keep up-to-date about subjects they are interested in without having to check back to the sites. Instead of looking for the information, the information will be send to the user. An RSS aggregator – programs or sites like amongst others Internet Explorer, Firefox, Google, and Microsoft Outlook that allow users to use RSS – can show content from multiple web sources in one place. Subscribing to the RSS feed usually goes through entering a link into the reader or by clicking on a RSS icon. When having a blog, an RSS button will send the followers with one-click all of the new content the moment it is being published. The RSS reader checks the original sources regularly and downloads the updates (Public relations and the social web, 2009, p.42).

13. Search
According to Lon Safko (2010), “Search Engine Optimization (SEO) and Search Engine Marketing (SEM) are techniques by which you optimize your web pages, photos, blogs, social media profiles, and even videos to maximize search engine rankings. While SEO and SEM are two completely different functions, they are equally important; both refer to your website’s ability to be recognized by the major search engines” (The Social Media Bible, 2010, p.356). 
SEO is all about having a presence on the web – being found when stakeholders are looking for a company in one’s branch. It’s about being found before stakeholders find the competition. It’s about always showing up in a listing when stakeholders are trying to find a product or service within the branch – regardless of their buying interests, or whatever keyword they think is relevant (The Social Media Bible, 2010, p.376). 
SEM on the other hand, is about implementing the optimization of a company’s websites and a Keyword-Sponsored Link Advertising program. In other words, this is marketing through a paid CPC (Cost-Per-Click) or PPC (Pay-Per-Click) (The Social Media Bible, 2010, p.380). 
14. Mobile

According to Lon Safko (2010), “Mobile marketing is expensive, and companies and providers have only begun to understand how to best serve information to trusted customers using this technology. While mobile marketing might not be a viable solution for every business right now, it will likely be soon. Companies should monitor this industry. Watch the technology, and follow the players in this field so that when it is the right time to begin mobile marketing, the opportunity will be recognized” (The Social Media Bible, 2010, p.418).
15. Interpersonal

Interpersonal refers to the many applications and websites in social media that allow users to communicate live and in real-time on one-to-one, one-to-many, many-to-one, and many-to-many bases. Examples of these tools are Skype, Twitter and Yahoo! Messenger (The Social Media Bible, 2010, p.421). This category covers tools that allow companies to connect and communicate with its stakeholders. Some companies use it, for example, to host a meeting for employees, or for webinars (The Social Media Bible, 2010, p.14). There are different tools and possibilities to communicate with the stakeholders, therefore they should be examined in order to see which one fits the organization’s goal the best. 
Appendix 2: Survey for the D.I.I.’s current members

Geachte heer/mevrouw, 


Voor mijn afstudeeropdracht van de Hogere Europese Beroepenopleiding aan de Haagse Hogeschool doe ik onderzoek naar de identiteit en het imago van het Nederlands Interieur Instituut. Met behulp van deze enquête hoop ik een goed beeld te krijgen van uw perceptie van het NII; u als lid bent uiteraard een belangrijke stakeholder. Ook zou ik graag willen weten of u actief bent op social media en op welke wijze. Als u deze enquête wilt invullen, stel ik dat zeer op prijs. 


Het invullen duurt ongeveer 10 minuten. Het is geheel vrijblijvend en indien u anoniem wilt blijven, kunt u de enquête terugsturen naar mijn email adres: Samira_tatuhey@hotmail.com.  

Alvast bedankt voor de moeite en de tijd! 

Vriendelijke groeten, 

Samira Tatuhey 

1. Wat is uw geslacht? 
- Man 
- Vrouw 


2. Wat is uw leeftijd? 
- 16 – 24 jaar 

- 25 – 40 jaar 
- 41 – 55 jaar 
- 56 – 70 jaar 
- 71 jaar of ouder 


3. Hoelang bent u al lid van het NII?

- < 1 jaar 

- 1 – 2 jaar 

- 2 – 3 jaar 

- 3 – 4 jaar 

- > 5 jaar 


5. Waaraan denkt u bij het NII? 
Het eerste dat in mij opkomt als ik aan het NII denk, is: ………………………………………


6. Hoe bent u in aanraking gekomen met het NII?

…………………………………………………………………………………………………………….……………………………………………………………………………………………………………………….…………

7. Waarom bent u lid van het NII? 

…………………………………………………………………………………………………………….……………………………………………………………………………………………………………………….…………

8. Hieronder volgt een aantal taken. Markeer de taak die volgens u tot de taken van het NII behoort? 
- Evenementen/activiteiten organiseren die trends karakteriseren 
- De interieurbranche stimuleren 
- Leveranciers binnen de branche bij elkaar brengen 
- Anders, namelijk …………………………………………………… 

9. Kunt u aangeven wat uw algemene oordeel is over de manier waarop het NII haar taken uitvoert? U kunt een keuze maken van 1 = ‘heel slecht’ tot 10 = ‘heel goed’. 
1    –    2    –    3    –    4    –    5    –    6    –    7    –    8    –    9    –    10 

10. Kunt u uw oordeel over het NII toelichten?
…………………………………………………………………………………………………………….……………………………………………………………………………………………………………………….…………

11. In welke mate vindt u de volgende kenmerken passen in het beeld dat u heeft van het NII? Markeer het antwoord dat het meest met uw mening overeenkomt.

Betrouwbaar 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Dwingt respect af 



mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Deskundig 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Daadkrachtig 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Open (houdt niets achter) 


mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Toegankelijk 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Stelt belang van deelnemers centraal 

mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Rechtvaardig 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Handelt zorgvuldig 



mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Levert kwaliteit 




mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Stelt zich onafhankelijk op 


mee eens  1 – 2 – 3 – 4 – 5  mee oneens

12. Tevens leg ik u een aantal negatieve eigenschappen voor. In welke mate vindt u de volgende kenmerken passen in het beeld dat u heeft van het NII? Markeer het antwoord dat het meest met uw mening overeenkomt.

Treedt nauwelijks naar buiten 


mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Weinig inzicht in functioneren 


mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Weinig inzicht in taken en werkzaamheden 
mee eens  1 – 2 – 3 – 4 – 5  mee oneens

Slecht inzicht in behaalde resultaten 

mee eens  1 – 2 – 3 – 4 – 5  mee oneens

13. Wilt u aangeven welke twee eigenschappen u het belangrijkst vindt voor het NII?

- …………………………………………
- …………………………………………

14. Aan welke activiteiten van het NII heeft u deelgenomen of gaat u deelnemen? Markeer wat van toepassing is. 

- Masterclass van Lidewij Edelkoort in het voorjaar 

- Masterclass van Lidewij Edelkoort in het najaar 

- Trendreis naar Londen 

- Trendreis naar Milaan 

- Woonmodecity 

- Evisa 

15. Hoe wordt u op de hoogte gebracht van de georganiseerde activiteiten?
- Via direct mail 
- Via elektronische mail 
- Via de website van het NII 
- Via persoonlijk contact met Astrid of Edvard 
- Anders, namelijk …………………………………………………………………………………


16. Ontvangt u de nieuwsbrief met trendweetjes van het NII?
- Ja 
- Nee (ga door naar vraag 18) 


17. Leest u deze? Markeer wat van toepassing is. 
Nooit     –    Soms     –    Meestal     –    Altijd  


18. Bent u actief op sociale netwerken?
- Ja 
- Nee (ga door naar vraag 21) 


19. Op welke sociale netwerken bent u actief?
- LinkedIn 
- Facebook 
- Twitter 
- Hyves 
- Anders, namelijk …………………………………………………………………………………

20. Bent u lid van de NII groep op één van deze sociale netwerken?
- Ja 
- Nee 


21. Hieronder staan enkele redenen voor het gebruik van social media. In hoeverre bent u het met de volgende uitspraken eens? Ik gebruik social media om…

	
	Helemaal mee eens 
	Mee eens 
	Neutraal 
	Mee oneens 
	Totaal mee oneens 

	Persoonlijke contacten te onderhouden
	
	
	
	
	

	Mensen te leren kennen met dezelfde interesses
	
	
	
	
	

	Te communiceren over grenzen (zowel zakelijk als persoonlijk)
	
	
	
	
	

	Zakelijke netwerken op te bouwen en te onderhouden
	
	
	
	
	

	Potentiele klanten op te sporen en aan te spreken
	
	
	
	
	

	Te monitoren wat het publiek bezig houdt
	
	
	
	
	


22.Welke suggestie(s) heeft u voor het NII om (nog) beter te kunnen functioneren?

…………………………………………………………………………………………………………….……………………………………………………………………………………………………………………….…………

Dit is het einde van de enquête, bedankt voor uw medewerking. 
Appendix 3: Results of the survey amongst the members 


A survey was conducted amongst the members of the D.I.I. to obtain a general idea about their perception. The survey was sent to all 88 members the institute has at the moment; however, 31 participated. Given this counts for 35% of all the members, this survey is not totally representative but should be seen as an indication. This is a summary of the most important outcomes. A complete overview in Excel can be requested.


With a percentage of 61.3% most of the respondents are aged between 41 and 55 year and only 29% of the participants is aged between 25 and 40 years. 61.3% of the participants are already a member of the D.I.I. for over five years. Regarding the remaining respondents only five joined the foundation during the last two years and only seven during the last two to four years. This indicates that many members are already ‘part of the team’ for a longer period of time. 

When asked what comes up first in their mind when they think of the Dutch Interior Institute, many different answers were given. The master class of Lidewij Edelkoort is mentioned the most, followed by inspiration, trends, and Woonmodecity. Notable is the fact that most of the members came in touch with the organization through their (former) employer or colleagues and through business relationships. Only two respondents came in touch with the D.I.I. through a publication in a magazine. The main reason to become a member of the D.I.I. is the platform that is being offered in order to network. After that, stay up-to-date and receive information about trends within the interior branch is an important factor. The main task of the D.I.I. is, according to them, to organize events and activities that characterize trends; bring together suppliers within the branch is least mentioned. 

On a scale from one (very bad) to ten (very good) the D.I.I. is judged with an average of 7.6 for the way she executes her tasks. In general the respondents are very satisfied with the organization of the activities and the locations. Besides, the motivation and passion of Astrid and Edvard have is also mentioned a couple of times (“they give content and soul to every activity”). There are just a few negative comments, amongst others: “it seems like the D.I.I. is still developing” and “one-sided trend information; always the same experts talking (Lidewij Edelkoort)”. It is suggested to give more information about the members, give the possibility to let them present, and to stimulate more interaction through workshops. 

Most of the participants agree that the D.I.I. is professional (22.6% strongly agreed and 58.1% agreed) and delivers quality (22.6% strongly agreed and 58.1% agreed). They mostly do not really have an opinion about the organization having an independent position (41.9% neither agreed nor disagreed). Remarkable is the fact that 54.8% neither agreed nor disagreed and even 12.9% disagreed with the D.I.I. commanding respect. 

Respondents think the main characteristics which are of importance for the D.I.I. are being professional and deliver quality. They think it is important for the organization to organize and to have knowledge of trends. The master classes of Lidewij Edelkoort during spring and fall in 2010 are by far the most popular activities with an attendance percentage of both 87%. Least popular are the trip to London (6%) and EVISA (13%).  
From the respondents of the survey 58% is active on one or more social networks. Of the 58% that has an account, most of them are on LinkedIn (89%), followed by Facebook (50%). Least popular is Hyves with only 4% and 33% is active on Twitter. Since the D.I.I. has accounts on social networks, the respondents were asked if they have a connection with the organization on one of these sites. Only 28% answered positively. 

The members were also asked for what purposes they use social media. 81% of the respondents answered this question. Main reason for them to use social media is to build and maintain business contacts (72%), followed by meeting persons with the same interests (56%). The least popular reason is to track and address potential customers or clients with 24%. 

Appendix 4: Survey for the potential members

Geachte heer/mevrouw, 

Voor mijn afstudeeropdracht van de Hogere Europese Beroepen opleiding aan de Haagse Hogeschool doe ik een onderzoek voor het Nederlands Interieur Instituut. Het N.I.I. wil zich graag beter profileren als een autoriteit binnen de interieur branche en ik onderzoek op welke manier zij dat kan verwezenlijken.

Het N.I.I. organiseert activiteiten op het gebied van trends en inspiratie om de interieur branche te stimuleren. Gezien u ook binnen de doelgroep valt, maar nog geen lid bent, zou ik u graag een aantal vragen willen stellen. Als u deze enquête wilt invullen, stel ik dat zeer op prijs.

Het invullen van de enquete duurt nog geen 10 minuten. Het is geheel vrijblijvend en de antwoorden worden uiteraard anoniem verwerkt. 

Alvast bedankt voor uw genomen moeite en tijd! 

Vriendelijke groeten, 

Samira Tatuhey

1. Wat is uw geslacht? 
o Man
o Vrouw


2. Wat is uw leeftijd? 
o 16 – 24 jaar
o 25 – 40 jaar
o 41 – 55 jaar
o 56 – 70 jaar
o 71 jaar of ouder


3. Hoelang bent u al actief in de interieur branche?
o < 5 jaar
o 5 – 10 jaar
o 10 – 15 jaar 
o 15 – 20 jaar
o > 20 jaar


4. Kunt u in één zin vertellen voor wat voor soort bedrijf u actief bent en wat u daar precies doet? 
………………………………………………………………………………………………………

………………………………………………………………………………………………………

5. Bent u bekend met het N.I.I. en haar activiteiten?
o Ja
o Nee (ga door naar vraag 10)


6. Hoe heeft u van het N.I.I. vernomen?
o Mond op mond reclame.
o Via de website van het N.I.I. 
o Via een advertentie in een vakblad.
o Via het N.I.I. zelf, zij hebben mij benaderd. 
o Anders, namelijk …………………………………………………………………………………


7. In welke mate bent u het met de volgende drie uitspraken eens:

	
	Helemaal niet mee eens
	Niet mee eens
	Niet mee eens, niet mee oneens 
	Mee eens
	Helemaal mee eens

	Het N.I.I. is een professionele organisatie
	
	
	
	
	

	Het N.I.I. is een succesvolle organisatie
	
	
	
	
	

	Het N.I.I. is een onzichtbare organisatie (zet zichzelf niet goed op de kaart)
	
	
	
	
	


8. Wat voor reputatie heeft het N.I.I.? (1 = heel slecht, 5 = heel goed)
1     -     2     -     3     -     4     -     5


9. Kunt u uw antwoord toelichten?
………………………………………………………………………………………………………

………………………………………………………………………………………………………


10. Volgens de gegevens van het N.I.I bent u nog geen lid. Wat is de reden dat u nog geen lid bent?
o Ik heb nog nooit van het N.I.I. gehoord.
o Ik vind de kosten te hoog. 
o Ik heb geen interesse in de activiteiten die zij aanbiedt.
o Ik ben al lid van een andere dergelijke organisatie, namelijk ………………………………
o Anders, namelijk ………………………………………………………………………………… 

11. Met welk van de volgende uitspraken bent u het eens? Ik zou overwegen om lid te worden van het N.I.I. indien zij: 
o Een lagere contributie vragen.
o Een ander pakket van activiteiten aanbieden.
o Ik zou helemaal niet overwegen om lid te worden.
o Anders, namelijk ………………………………………………………………………………… 

12. Indien u heeft aangegeven dat u wel zou overwegen om lid te worden als het N.I.I. een ander pakket van activiteiten zou aanbieden; wat zou u anders willen zien?
………………………………………………………………………………………………………

………………………………………………………………………………………………………


13. Hoe zorgt u ervoor dat u op de hoogte blijft van trends & ontwikkelingen binnen de interieur branche?
o Vakbladen, namelijk …………………………………………………………………………….
o Beurzen en/of seminars bezoeken, namelijk………………………………………………….
o Samenwerking met experts, namelijk………………………………………………………….
o (Internationale) websites bezoeken, namelijk…………………………………………………
o Anders, namelijk ………………………………………………………………………………… 

Dit is het einde van de enquête, bedankt voor uw medewerking.

Appendix 5: Results of the survey amongst potential members

Potential members were asked why they were not (yet) a member of the organization and how they stay informed about developments and trends within the branch. Twenty surveys were sent out randomly of which only three were answered. 

One respondent does not know the D.I.I. at all. She is active in the branch less than five years and is training coordinator of the education Interior Advisor. She said she does not know if it possible for the University to become a member and wants to know if there is a special price for that. She will become a member if the contribution is lower and if the D.I.I. offers a different series of activities – one that is suitable for education. Her way to stay up-to-date about the latest trends is through trade papers; visiting fairs and seminars; stylists and the website of CRISP. 

The second respondent is interior architect and between 10 – 15 years active within the branch. He knows the D.I.I. through the website. He does not know the D.I.I. very well and he is part of the Society of Dutch Interior Architects –a reason to not become a member of the D.I.I. He stays up-to-date about the latest trends through trade papers (Frame, Architecten Web Magazine); visiting fairs and seminars like “Maison et Objet”; cooperation with several experts; visiting several international websites and by investigating himself. 

The last respondent is a product manager of an international wholesale in furniture and store concepts, active within the branch for 5 – 10 years. She knows the D.I.I. through the website and says she is not well enough up-to-date about the organization to be able to give a suitable judgment. She is not a member of the D.I.I. because of the costs, she will become one if the costs are lower. She stays up-to-date about the latest trends through trade papers like Meubel and Home & Living, and by visiting fairs (Maison in Paris, Ambiente in Frankfurt) and several trend workshops/seminars. 
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