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Abstract 
 
Today, social media is changing the way people communicate by giving the influence to the hands of the 
people. For organizations, it means that the issues of stakeholders are the focus of the communication, 
not the organizations. The question no longer is whether to use social media in public relations, but how 
to use it.  
 

In this research the social media communication of the Finnish missions abroad is studied. The missions 
have implemented social media as a part of their communication mainly since 2010. It is time to evaluate 
how the social media have been used so far, including an examination of what more social media can 
offer. It has been suggested that there is a need for re-evaluation of the theories of public relations due to 
the rise of social media. Therefore, in this thesis the theories of dialogue are inspected closer. In addition, 
this research tested the applicability of the Communication Grid (van Ruler 2004) in the context of social 
media. The purpose is to offer some guidelines about social media communication in the context of 
public diplomacy. Thus, the theoretical framework in this study is built on public relations in social 
media and public diplomacy.  
 

The research data was gathered by method triangulation: an interview with the communication 
specialists from the Ministry for Foreign Affairs, a questionnaire to the missions, and observation on the 
social media sites of the missions. 
 

The results of this study suggest that there is a need for improvement in the dialogic communication on 
the missions’ social media. At the moment, it seems that the missions use social media rather as 
traditional media, than utilizing the potential for dialogue. Thus, the strategies of the Communication 
Grid were applicable in the social media communication of the missions but not fully taken advantage 
of. Social media is used by the missions mainly for information and persuasion strategies. In addition, a 
somewhat used strategy is consensus-building. However, the dialogue strategy, dialogue with the 
stakeholders, it not in use in the social media of the missions. Based on these findings, it is 
recommended that the missions considered engaging in social media also to participate, interact and 
share. Furthermore, this study suggests that instead of considering the strategies of the grid separately, it 
may be beneficial to see them as complementary and more so, often interwoven.      
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Tiivistelmä  
Sosiaalinen media on muuttamassa ihmisten tapaa viestiä antamalla vaikutusvallan heidän käsiin. 
Organisaatioille se tarkoittaa sitä, että stakeholdereiden mielestä tärkeät aiheet ja asiat ovat viestinnän 
keskipisteessä, eivät organisaatiot. Kysymys ei kuulu, käyttääkö sosiaalista mediaa vaan miten sitä 
käytetään.  
 

Tässä tutkimuksessa tutkitaan Suomen ulkomaanedustustojen viestintää sosiaalisessa mediassa. 
Edustustot ovat ottaneet sosiaalisen median osaksi viestintäänsä muutaman vuoden aikana. On aika 
arvioida, miten sosiaalista mediaa on käytetty tähän mennessä, ja mitä muuta sosiaalinen media voi 
tarjota. On ehdotettu, että yhteisöviestinnän teorioita täytyy arvioida uudelleen sosiaalisen median 
valossa. Siksi tässä tutkimuksessa tarkastellaan dialogiteorioita. Lisäksi, tutkimus testaa van Rulerin 
luoman teorian (the Communication Grid 2004) soveltuvuutta sosiaalisen median viestinnässä. 
Tarkoituksena on tarjota suosituksia ja suuntaviivoja viestinnälle sosiaalisessa mediassa, 
julkisuusdiplomatian kontekstissa. Täten, tutkimuksen teoriakehys rakentuu yhteisöviestinnän 
teorioista sosiaalisessa mediassa ja julkisuusdiplomatiassa.  
 

Tutkimuksessa käytettiin metoditriangulaatiota tutkimusdatan keräämiseksi: haastattelu 
Ulkoasiainministeriön asiantuntijoiden kanssa, kyselylomake ulkomaanedustustoille ja havainnointi 
edustustojen sosiaalisen median sivuista.  
 

Tutkimuksen tulokset osoittavat, että on tarve kehittää dialogista viestintää edustustojen sosiaalisessa 
mediassa. Tällä hetkellä näyttää siltä, että edustustot käyttävät sosiaalista mediaa enemminkin 
perinteisen tiedotusvälineen tavoin kuin hyödyntäen sen mahdollistamaa dialogia. Tässä tutkimuksessa 
van Rulerin Communication Grid -teorian strategiat soveltuivat sosiaalisen median viestintään, mutta 
niiden suomia mahdollisuuksia ei täysin hyödynnetä. Edustustot käyttävät sosiaalisessa mediassa 
pääasiassa tiedotus- ja suostuttelustrategioita (information and persuasion strategies). Lisäksi 
yhteisymmärryksen rakentamisen -strategiaa (consensus-building strategy) käytetään jonkun verran. 
Kuitenkaan dialogistrategiaa (dialogue strategy), dialogi stakeholdereiden kanssa, ei käytetä. Näihin 
tuloksiin perustuen suositellaan, että edustustot pohtisivat myös osallistumista, vuorovaikutusta ja 
jakamista sosiaalisessa mediassa. Lisäksi tässä tutkimuksessa ehdotetaan, että Communication Grid  
-strategiat olisi hyödyllistä nähdä toisiaan täydentävinä ja osin yhteen kietoutuneina, sen sijaan, että ne 
olisivat erillisiä.      
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1 INTRODUCTION 
 

”Today, everything is about Social Media.” 
(Kaplan & Haenlein 2010, 67)   

 
Earthquake and tsunami in Japan in March 2011, riots in Egypt in January–
February 2011, flooding in Australia in December 2010, volcanic eruption in 
Iceland in April 2010, and restlessness and riots in Thailand in spring 2010. 
These are examples of the events around the world during the last two years. 
In each of these countries there is a mission of Finland looking after Finns in 
a crisis. The operational environment of the missions in the ever-changing 
world is challenging. Increasingly, the missions are implementing social 
media as a tool for crisis communication. But what more can social media 
offer for the communication of the missions?    

Today, social media is changing the ways people communicate by 
giving the influence to the hands of the people. For organizations, this means 
that issues of the stakeholders are in the center of communication, not the 
organization (Luoma-aho & Vos 2010, 316). “The question today is not so 
much a question of ‘if’ but ‘how’ to use social media in public relations” 
(Taylor & Kent 2010, 207).  

One of the interesting characteristics of social media is the constant 
change and the rapidity of the change. New forms of social media are being 
developed as we speak, while some vanish as fast as new ones emerge. It 
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provides an arena for people to share, unite and interact: “Internet today is as 
much sharing information as it is finding it” (Leino 2010, 12).   

Social media as “a revolutionary new trend” (Kaplan & Haenlein 2010, 
59) has strengthened the voice of individuals and is changing organizational 
communication and public relations (Henderson & Bowley 2010, 237). The 
concept of social media refers to “the diffusion of the production of media 
contents” (Matikainen 2009, 5). Researching social media relationships can be 
of interest to many groups (Hansen 2011, 44).   

In this research the Finnish missions abroad are studied. The research 
problem guiding this research is finding out how the social media are used in 
the communication of these missions. The starting point for the study is the 
fact that the missions have been using social media as part of their 
communication for some time now. It is time to evaluate how social media 
have been used so far and to see what more these new tools of 
communication can offer. As a matter of fact, this study also answers to the 
explicit need for research on the role of new communication technologies in 
public diplomacy (Wang 2006, 94). The social media communication of the 
missions has not been studied before. So far, it seems that the missions have 
used their social media sites in crisis communication, as mentioned, in 
addition to the basic tasks of informing and promoting. Finland’s current 
network of missions abroad consists of approximately a hundred diplomatic 
and consular missions around the world (Report on Finland’s Representation 
Abroad 2009, 7).   

It has been suggested that there is a need for re-evaluation of many 
theories of public relations due to the rise of social media (Luoma-aho 2010, 
2, 5–6, 8). The theoretical framework of this study is built on public relations 
in social media and public diplomacy. The theories of dialogue are inspected 
closer. Is the discourse in social media a dialogue? If so, what is the relation 
between listening and participating? In addition, attention will be given to 
the purposes for which social media are used and the outlook of social media 
in the missions. This study also strives to explore the relationship between 
the fields of public relations and public diplomacy as it has been suggested 
that one does exists (e.g. Signitzer & Coombs 1992, 145; Copeland 2009, 170).   

The study is conducted from the point of view of the missions. The 
purpose is to offer some guidelines on social media in a diplomatic context. It 
is expected that as the social media sites are rather new tools for the 
communication of the missions, the full potential has not yet been taken 
advantage of. 
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2 FINLAND’S MISSIONS ABROAD 
 
This research is conducted in cooperation with the Ministry for Foreign 
Affairs of Finland. The contact person during the research process was Ms 
Raija Leppäjärvi, Counselor and Head of Web Communications Group from 
the Unit for Communications in the Department for Communications and 
Culture. The initiative for the research as well as the research topic came 
from the researcher.  

In this chapter the research targets, the Finnish missions abroad, and 
the Ministry for Foreign Affairs of Finland under the umbrella which the 
missions operate, are presented. First, the functions of the missions abroad 
are briefly explained. After that, the communications of the missions is 
discussed. Also, the general concepts of this research are explained.    
 

2.1 Functions of the missions  
 
Finland’s representation abroad consists of diplomatic missions and consular 
missions. Diplomatic missions refer to embassies and their separate offices in 
different states as well as to permanent and special missions to international 
organizations and cooperation organs. Finland also has diplomatic missions 
called liaison offices. Consular missions refer to consulates general, 
consulates, and offices under the administration of a consulate general, 
headed by a career official, or honorary consulates, led by an honorary 
consul. (Finland’s Representation Abroad 2011.) Both the diplomatic and 
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consular missions operate under the Ministry for Foreign Affairs (Report on 
Finland’s Representation Abroad 2009, 9).  

The network of Finnish missions abroad comprises 96 offices: 76 
embassies in sovereign states and one separate office under the 
administration of an embassy, 6 permanent representations to international 
organizations, 1 special mission, 2 liaison offices, 7 consulates general, 2 
consulates headed by a career official, 2 separate offices under the 
administration of a consulate general and 3 roving ambassadors, based in 
Helsinki. (Finland’s Representation Abroad 2011, 2012.) The missions abroad 
have a central role in executing the Foreign Ministry’s comprehensive and 
target-oriented public diplomacy (Ulkoasiainministeriön 
viestintäsuunnitelma 2009, 9). 

The Vienna Convention on Diplomatic Relations, the Vienna 
Convention on Consular Relations, the Foreign Service Act and the Foreign 
Service Decree constitute the most central legal foundation for the functions 
of Finland’s missions abroad. In principle, the functions of the missions fall 
into two main categories: 

 
1. general political tasks, including matters pertaining to foreign, trade 
and development policy, and representing Finland bilaterally and 
multilaterally 

 
2. public responsibilities, including consular affairs in a broad sense, 
including issuance of passports and visas. (Report on Finland’s 
Representation Abroad 2009, 8.)  

 
According to the Foreign Service Act, the political tasks of the missions 
include: representing the Finnish State and watching over Finland’s political, 
economic and cultural interests; promoting Finland abroad; providing the 
Ministry for Foreign Affairs with information regarding matters of 
importance to Finland; and performing all duties assigned to them by the 
Ministry for Foreign Affairs. Citizen services are the largest core task 
performed by missions. (Report on Finland’s Representation Abroad 2009, 8, 
21.)   

Approximately 1 800 persons work for the missions of whom two thirds 
are locally engaged staff and one third sent from Finland, also known as 
deployed staff. The costs of the mission network represent about two thirds 
of the Ministry’s annual operational expense appropriations. Due to the State 
productivity programme the resources in the Foreign Service are 
diminishing. (Report on Finland’s Representation Abroad 2009, 12.)  
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2.2 Communication of the missions  
  
It seems that the Ministry for Foreign Affairs is open about their 
communications. The communication plan and the social media report are 
available on the Ministry’s website. Also, the attitude toward this research 
project was positive. However, the authorities are required by the law 
(380/2002) to draw up a communication plan (Ulkoasiainministeriön 
viestintäsuunnitelma 2009, 6).    

Every public servant has the responsibility to inform and thus to master 
basic communication skills as part of their daily work in the Ministry for 
Foreign Affairs (Ulkoasiainministeriön viestintäsuunnitelma 2009, 5, 17). 
There are decrees that obligate the state authorities in their communication. 
Act on the Openness of Government Activities 621/1999 states that an 
authority has to inform about their operation and services on one’s own 
initiative. Upon demand, one must inform also about uncompleted issues if 
they are generally significant. One has the obligation to answer the inquiries 
and questions of customers, and if necessary direct the client to the right 
authority. In addition, the Language Law 423/2003 requires the Ministry as a 
bilingual authority to provide necessary information in Swedish. 
(Ulkoasiainministeriön viestintäsuunnitelma 2009, 6.)  

The communication plan of the Ministry highlights that communication 
is about the influence of the operations of the Ministry. Communication has 
to be proactive, fast, timely, open, interactive, equal, helpful, and most of all 
trustworthy both in normal times and in crises situations and it requires the 
ability to interact not only with the media but also with citizens and 
communities. (Ulkoasiainministeriön viestintäsuunnitelma 2009, 7.)  

All the missions have a web presence but often the missions located in 
the same host country share a website (Web presence of the Finnish missions 
2011). In addition, the missions have started to enter social media gradually 
since 2010. The websites, Facebook pages and Twitter accounts of the 
missions are listed on the website of the Ministry.   

The number of missions using social media has increased during the 
research process. In the beginning of the research there were around 30 
missions in social media. The operational environment of the missions varies 
significantly and different social media tools are used in them 
(Ulkoasiainhallinto ja sosiaalinen media 2011, 2). At the moment, the main 
social media channel used is Facebook.  

The communication plan of the Ministry recognizes the importance of 
social media as direct communication of the citizens (Ulkoasiainministeriön 
viestintäsuunnitelma 2009, 5). However, the broader goal than utilizing 
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social media is the goal of developing digital diplomacy. The goal is that 
implementation of social media supports the communication and the 
operations of the mission. (Ulkoasiainhallinto ja sosiaalinen media 2011, 2–3.)  

The Web Communications Group of the Ministry wanted to emphasize 
the encouragement and strong support for implementing social media in the 
communication that they received from Mr. Alexander Stubb, the previous 
Minister for Foreign Affairs (2008–2011).  
    

2.3 Jargon in this research 
 
This study emphasizes the point of view of the Finnish missions abroad as 
each of the missions is responsible for their own communications 
(Ulkoasiainministeriön viestintäsuunnitelma 2009, 16). Later on in this study, 
the Finnish missions, Finland’s representation abroad, are referred to as 
‘missions’. This means that ‘missions’ include both diplomatic and consular 
missions. The Finnish missions abroad along with the Ministry for Foreign 
Affairs of Finland form the Finnish Foreign Service (Ministry for Foreign 
Affairs 2012). The Ministry for Foreign Affairs of Finland is later on referred 
to as ‘the Ministry’. Communication specialists from the Web 
Communications Group of the Ministry are interviewed in this research. 
Based on their position, the specialists are considered to represent the 
Ministry, thus the terms are used interchangeably. The missions are located 
in a host country. Host country refers to the country the mission is located in. 
For instance, the Embassy of Finland in Brussels is located in Brussels, 
Belgium, thus Belgium is the host country. An authority or civil servant is 
used to refer to an official from the Ministry for Foreign Affairs. Public 
diplomacy is executed in every mission. “The influence, appeal and 
credibility of Finland is promoted in public diplomacy in a way that the 
foreign-policy, economic, cultural and other goals have a better chance of be 
fulfilled.” (Julkisuusdiplomatia 2011.)        
 

2.4 Previous research  
 
The web communication of the missions has been the object of research 
before. In 2001 Ms Milla Koistinen wrote her master’s thesis on ”- - how the 
culture of the host country and the differences between the host country and 
Finland are striven to acknowledged on the websites of the missions, and if 
Finland is portrayed differently to the citizens of different host countries”. 
The thesis was a foundation for the reformation of the missions’ websites. 
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This research does not deny the effect culture has on communication, also in 
social media, but rather focuses on the aspects of communication enabled by 
social media, including dialogue.  

The focus of the research was chosen after consulting the Ministry. 
There was a consensus between the researcher and the Ministry that this 
research will focus on how social media is used in the missions on a wider 
scale instead of focusing on crises situations. It is expected that the Ministry 
has scanned the communication in social media during recent crises 
situations. Thus, in order to provide additional information about 
communication in social media, this topic with the emphasis on dialogue was 
chosen.  
 

2.5 Ministry for Foreign Affairs of Finland  
 

“Finn’s best interests – global responsibility.” 
(Brochure of the Ministry for Foreign Affairs 2009)  

 
The Ministry for Foreign Affairs concentrates on foreign and security policy, 
trade policy and development policy as well as on significant foreign policy 
issues and international relations in general. Finland’s welfare is increasingly 
based on knowledge, creativity and innovation. The relatively small 
domestic market offers limited possibilities for success. It is therefore of the 
utmost importance to work more effectively at an international level. Finns 
also travel more than ever, for both business and pleasure. This creates 
growing challenges for Finnish diplomatic and consular missions abroad. 
(Ministry for Foreign Affairs 2012.) The Ministry for Foreign Affairs marked 
the 90th anniversary year of its establishment in 2008 (MFA 90 Jubilee Year 
2011).  



8 

 

 

3 PUBLIC DIPLOMACY  
 
This chapter explores the concept of public diplomacy. First, a definition for 
diplomacy is provided. After that, public diplomacy and its characteristics 
are explained. However, the emphasis in this chapter is on the potential 
relationship between public diplomacy and public relations. Finally, country 
reputation is also discussed as Finland promotion is one of the main tasks of 
the missions.     
 

3.1 Diplomacy 
 
Before exploring the definitions of public diplomacy, the concept of 
diplomacy needs to be understood. Melissen (2005) explains the distinction 
by saying that traditional diplomacy concerns intergovernmental relations 
whereas public diplomacy targets the foreign publics. The definitions of 
diplomacy can emphasize the purpose of “resolving international difficulties 
peacefully”, the actors i.e. the accredited representatives of states, or the 
function of managing international relations by negotiating. (Melissen 2005, 
5.)   

According to Melissen (2005) “diplomacy is the management of 
change”. So far, it has succeeded in keeping up with the changes. Today, 
however, citizens take actively part in international politics on account of 
access to information. (Melissen 2005, 23–24.) The increasing role of 
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individuals has led to a shift from traditional diplomacy to public diplomacy 
(Signitzer & Coombs 1992, 138). 

Already Delaney (1968) talked about the difference between “the old 
diplomacy” in comparison to “the new diplomacy, or ‘public diplomacy’”. 
Delaney stated that diplomacy took place between governments according to 
a formal code of behavior whereas public diplomacy included direct or 
indirect influencing on public attitudes and opinions by both governments 
and individuals, the goal being affecting the foreign policy of other 
governments. (Delaney 1968, 3–4.) Copeland (2009) criticizes traditional 
diplomacy by claiming that it is “often insufficient when it comes to moving 
foreign governments to act”. Instead, he also suggests engaging with the 
publics of these governments in addition to influencing on international 
public opinion as a more effective way. (Copeland 2009, 162.) Next, public 
diplomacy is discussed in detail. 
 

3.2 Defining Public Diplomacy  
 
“Winning Others on Our Side!” is the slogan of the Ministry for Foreign 
Affairs of Finland concerning public diplomacy (Julkisuusdiplomatia 2011). 
The Ministry defines public diplomacy as “comprehensive, systematic and 
persevering influencing on carefully chosen foreign non-governmental target 
groups in order to achieve Finland’s political, economic and other goals”. 
Furthermore, “Public diplomacy is based on our society’s strengths (‘soft 
power’) by utilizing communication, culture and promotion. Public 
diplomacy needs to be integrated in all other diplomacy and it is based on a 
strong country brand.” (Ulkoasiainministeriön viestintäsuunnitelma 2009, 9.) 

As with the concept of public relations, so is defining public diplomacy 
fragmentary and somewhat vague (Stables & Hayden 2003, 401; Gilboa 2008, 
57; Copeland 2009, 163). Stables and Hayden (2003, 402) suggest that the 
ambiguity in defining public diplomacy may result from its historical use in 
describing a number of programs designed for foreign audiences, such as 
cultural exchange programs.  

Copeland (2009) defines public diplomacy to consist of “outwardly 
directed activities by national representatives aimed at identifying shared 
objectives and potential areas of collaboration with publics abroad”. As 
publics he distinguishes, for example, the general population, special interest 
groups, the media, the civil society, and business and opinion leaders. 
Branding, advocacy, lobbying, and partnership building are related concepts 
that fall under the umbrella of public diplomacy. (Copeland 2009, 163.) 
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Melissen (2005, 18) states that propaganda is in a way similar to and yet very 
different from public diplomacy: it attempts to persuade people’s thinking 
but also listens to what people respond.   

There are two schools in public diplomacy thinking: the tough-minded 
and the tender-minded. According to the tough-minded school the purpose 
of public diplomacy is to try to influence the attitudes of foreign audiences 
by using persuasion and propaganda. In this fairly short-term approach hard 
political information is important, and objectivity and the truth are used as 
tools of persuasion. Fast media such as television and newspapers is 
preferred. The tender-minded school finds information and cultural 
programs more important than foreign policy goals. The aim of public 
diplomacy as a cultural function is to create mutual understanding, therefore 
the truth is considered essential. In this long-term approach slow media such 
as exhibitions and academic exchanges is preferred. (Signitzer & Coombs 
1992, 140.) Furthermore, Signitzer and Coombs (1992, 141) emphasize that 
these schools function best when they are combined.  

Hocking (2005) states that there are two models of public diplomacy: 
the hierarchical and the network model. On the one hand, the traditional, 
hierarchical model emphasizes the importance of intergovernmental 
relations in which the Foreign Service is overseeing domestic and 
international policy environments. On the other hand, the updated, network 
model, emphasizes the significance of communicating with the publics. In 
reality, these views on public diplomacy are often linked with each other, yet 
sometimes they contravene. (Hocking 2005, 35–37.)  
 

3.3 Emphasis on publics  
 
Mostly, public diplomacy uses soft power, which is about relationships and 
networks. Hard power is often combined with the armed forces. Sometimes 
hard power can also be used like soft power, peacekeeping missions as an 
example. (Copeland 2009, 164–165.) Furthermore, Wang (2006, 92) states that 
the power resources of a country alternate, and often combining the types of 
power produces the desired result. Thus, as discussed earlier, public 
diplomacy is targeted at public opinion in a foreign country: “how 
stakeholders there feel about one’s own country, or issue or action in it” 
(Coombs & Holladay 2007, 105). Gilboa (2008, 62) also itemizes the media 
and the public as the main targets of soft power but adds that these targets 
do not necessarily understand the difference between the types of power.  
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Stables and Hayden (2003, 403) claim that “the renewed interest in 
public diplomacy is a reflection of the understanding that swaying 
international public opinion is critical to achieving policy objectives”. 
Hocking (2005) confirms that “public diplomacy is increasingly defined as 
diplomacy by rather than of publics”. The publics can be individuals or 
groups actively participating in international policy or consumers of 
diplomacy, e.g. consular services, due to increased global mobility. (Hocking 
2005, 32.)  

Delaney (1968, 5) made an apposite remark by stating that in new 
public diplomacy “individuals and groups speak directly to one another 
across national boundaries – not always in the same accents as their 
governments”. In fact, according to a newer remark, in the new public 
diplomacy one-way information that is often typical of public diplomacy has 
changed to dialogue with foreign publics (Melissen 2005, 13–14). Lee (2007, 4) 
summarizes public diplomacy as “a neologism describing changed 
diplomatic ways of nation-state governments”. As for Gilboa (2008, 58) new 
public diplomacy refers to adjusting “public diplomacy to the conditions of 
the information age”. In this study it is believed that this is exactly what the 
Ministry and the Finnish missions abroad have been pursuing by 
implementing social media in their communication.  

Grunig (1993, 141, 143) suggests that the field of public diplomacy in 
fact exploits public relations strategies in diplomatic efforts with 
international publics. Similarly, Signitzer and Coombs (1992, 137) have 
argued that “public relations and public diplomacy seek similar objectives 
and use similar tools”.  Lee (2007, 2) is crediting the strengthened role of 
public relations in public diplomacy to “the rise of soft power within today’s 
public diplomacy processes”.  This relationship is discussed in the following.   
 

3.4 Public diplomacy as international public relations? 
 
In recent years, the relationship between public diplomacy and public 
relations has increasingly been studied (Gilboa 2008, 65). The technological 
advances have resulted in organizations including foreign publics as part of 
their public relations targets (Signitzer & Coombs 1992, 137). In fact, the 
Internet has speeded up the expansion of global public relations as a form of 
public diplomacy (Coombs & Holladay 2007, 3).  

Coombs and Holladay (2007, 104) have expressed that instead of the 
assumption that public relations became global due to growth of 
international business, actually global public relations is rooted in diplomacy 
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and its ascent is related to transnational activism as well as to business 
world. Thus, it can be said that “Public diplomacy is the sub-field of 
diplomacy with the strongest linkage to public relations” (Signitzer and 
Coombs 1992 in Coombs & Holladay 2007, 105). As mentioned, this research 
also aims at exploring the common ground for public relations and public 
diplomacy. Copeland (2009, 170) assists by saying that “public diplomacy is 
rooted in issues and characterized by dialogue rather than monologue,” or 
one-sided information. 

Governments are increasingly affected by international publics due to 
the growth of international media, global business and global politics. Ethical 
and responsible public relations is a key element in the communication of 
nations in their efforts to develop understanding between publics and 
eventually reduce conflict. (Grunig 1993, 138, 141.) Taylor (2008, 8–9) 
acknowledges that public relations efforts in public diplomacy may be used 
in unethical ways: “Public diplomacy is the expression of an agenda.” 

Even though there was a time when neither these two concepts nor 
corporations and nations were hardly linked with each other (Yun 2006, 287), 
assimilation of public diplomacy and public relations has taken place due to 
modern technology and the set of needs of modern nations (Signitzer & 
Coombs 1992, 145). As modern nations attempt to influence the opinions of 
foreign publics it could be said that both in public diplomacy and in public 
relations the objective is often the same: affecting public opinion for the 
benefit of the organization they represent (Signitzer & Coombs 1992, 139, 
145). 

However, there seem to be differing views about communication in 
public diplomacy. On the one hand, Yun (2008, 304) states that “Diplomacy 
by nature acts from a symmetrical worldview.” On the other hand, Taylor 
(2008) claims that public diplomacy in public relations literature is often 
portrayed as one-way communication and image cultivation. Instead, Taylor 
suggests an alternative relational framework of public diplomacy “as ways 
that governments can support organizations in another nation that share 
their same values”. To her, public diplomacy is cultivating relationships 
rather than image building. In fact, Taylor argues that “public diplomacy, 
like public relations, is most effective and most ethical when it promotes 
relationships among people and organizations”. (Taylor 2008, 1–2, 10.) 
Furthermore, both Lee (2007, 5), and Coombs and Holladay (2007, 105) agree 
that the linkage between public relations and public diplomacy is relations. 
In addition, Melissen (2005, 21) encourages the field of public diplomacy to 
learn from relationship-management in public relations. Yun (2006, 307) 
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concluded in his study that “the public relations frameworks are transferable 
to conceptualizing and measuring public diplomacy behavior - -”.   

Gilboa (2008) draws attention to the integration of force, diplomacy and 
communication in order to have a successful strategy in foreign relations. 
Further, Gilboa encourages to understand the richness of multidisciplinary 
contributions to public diplomacy (see figure 1). The challenge remains in 
developing a unified line. (Gilboa 2008, 56, 60, 75.)  
 
 

 
Figure 1. Multidisciplinary approach to public diplomacy (Gilboa 2008)  
NB: PR = public relations, IR = international relations 
 
 
Coombs and Holladay (2007, 106) seem to suggest that public diplomacy is 
about attempting to influence policy decisions via public opinion. Along 
with public diplomacy, issues management is interested in having an 
influence on policy decisions, but with a wider approach. In public 
diplomacy, issues management and reputation management, two familiar 
areas within public relations, are dealt with on a global scale. (Coombs & 
Holladay 2007, 105–106.) Reputation management is discussed in the 
following.   
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3.5 Country reputation 
 
It is considered here that country reputation needs to be addressed in this 
study as Finland promotion is an important part of the missions’ area of 
responsibility. In addition, Yang, Shin, Lee and Wrigley (2008, 421) mention 
that country reputation is increasingly of interest for both the practice of 
public relations and public diplomacy. In public relations the management of 
country reputation is affiliated with organizational reputation which “refers 
to the aggregate of many images about the organization”. Country 
reputation can also be inspected from the perspective of public diplomacy 
and nation branding. (Yang et al. 2008, 422–423.) 

Reputation is about actual deeds whereas image consists of 
impressions. Reputation management can be defined as “various 
organizational communication functions which seek to positively impress 
stakeholders and contribute to the wellbeing and success of the organization 
in the future”. (Luoma-aho 2006, 36–37, 39.) Yang et al. (2008, 422) propose 
that country reputation management is managing “attractiveness of a 
country in the minds of foreign publics”, and if done successfully can 
strengthen the soft power of a country. 

Public diplomacy efforts have been used by nations to cultivate a 
favorable image in the eyes of their international publics (Taylor 2008, 3–5). 
Yun (2006, 309) combines managing national reputation with the issue of 
accountability that is facing the governments’ foreign affairs. For Wang 
(2006, 91), national reputation is “an instrument of power” and reputation 
management has been the “public face” of traditional diplomacy, i.e. public 
diplomacy. In the era of Internet and global networks favorable reputation is 
”more important than territory, access, and raw materials, traditionally 
acquired through military and economic measures” (Gilboa 2008, 56).  

According to Taylor (2008), instead of relying on media coverage, the 
Web is nowadays a platform for cultivating national image. The advantage is 
that nations control the content on their websites. (Taylor 2008, 6–7.) In this 
study it is believed that due to the emergence of social media the control has 
changed tremendously. This topic will be discussed further in chapter 4. As 
such the role of social media in managing country reputation with 
international publics has been noted (Yang et al. 2008, 437). 

Wang (2006) challenges to expand the understanding of the audiences 
of public diplomacy as opinion formation, also in terms of nations, is both 
rational and emotional. Reputation management should be “negotiating 
understanding with foreign publics”. Furthermore, due to the increase of the 
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participation of the public, the audiences need to be broadened. (Wang 2006, 
94.)    
     

3.6 Summary of public diplomacy 
 
Nowadays, citizens play an important role in international politics (Melissen 
2005, 24). Thus, the emphasis has shifted from traditional diplomacy to 
public diplomacy. The objective of public diplomacy and public relations is 
often the same: affecting opinions. (Signitzer & Coombs 1992, 138–139.) In 
addition, a common ground for public relations and public diplomacy is 
found in the trait of relationship building and management (Lee 2007, 
Coombs & Holladay 2007, Taylor 2008). Thus, a relationship between the two 
areas does exist and should be cultivated (Signitzer & Coombs 1992, 145–
146). The subject of interest for public relations has been the content of public 
diplomacy messages (Taylor 2008, 11–12), which will be explored in this 
study as well.   

In spite of the clear connection, herein public relations is understood as 
individual from public diplomacy, though public diplomacy may use some 
strategies of public relations. Melissen (2005, 6) concludes that “public 
diplomacy is here to stay” and the diplomatic services should prepare 
themselves to answer this challenge that should not be underestimated.   
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4 SOCIAL MEDIA 
 
This chapter aims to shed light on the concept of social media and related 
theories of organizational communication and public relations. First, the 
definition of social media is explored and the different social media 
categories are discussed. After that, both the subjects of participation and 
dialogue are introduced. Finally, monitoring and measuring of social media 
are briefly covered. As this study explores social media in external 
communication, that is the focus also in the theoretical framework. In this 
chapter also a few non-academic sources are used that add practical 
information about the social media.  
 

4.1 Facts and figures 
 
Even though ‘a buzz’ has arisen around the concept of social media, the 
understanding of what it means is very limited (Kaplan & Haenlein 2010, 59). 
In order to understand the magnitude of social media, some facts and figures 
concerning it are itemized.   

Often, the topic of social media is joined with Facebook. Facebook had 
901 million monthly active users by the end of March 2012 (in comparison to 
500 million in May 2011). It had more than 125 billion friend connections and 
over 42 million ‘Pages’ with ten or more ‘Likes‘ by the end of March 2012. 
Facebook is available in more than 70 languages. (Facebook Newsroom 2011, 
2012.) Twitter is used by people in nearly every country in the world and the 



17 

 

 

service is available in over 20 languages (Twitter Tietoja 2012). One hour of 
video is uploaded into YouTube every second. There are over 800 million 
individual users in YouTube each month. YouTube is localized in 39 
countries in 54 languages. In 2011, YouTube had more than a quintillion 
views which means almost 140 views for every person on Earth. (YouTube 
Press statistics 2012.) In May 2012 in Finland there were 43 355 blogs, 60 new 
blog posts and 23 new blogs in a day. This can be compared to the same 
numbers from the previous year: there were 35 950 blogs, 4 414 new blog 
posts and 45 new blogs in a day. (Blogilista.fi 2011, 2012.) And these are only 
the blogs that have been registered to Blogilista.fi service. 
 

4.2 Defining “the specter of Social Media” 
 
Social media has a central role in the external communication for companies 
(Naslund 2010, 36). However, there is no clear definition for social media 
(Matikainen 2009, 5; Kaplan & Haenlein 2010, 60). Probably, there are as 
many definitions as there are those who define it. In fact, Kaplan and 
Haenlein (2010, 59) refer to “the specter of Social Media”.  

In defining social media it can be useful to explore the words 
separately. Safko (2010, 4) says that ‘social’ “refers to the instinctual needs we 
humans have to connect with other humans” whereas ‘media’ refers to “the 
media we use with which we make those connections with other humans”. 
Safko (2010, 23, 447) adds that social networks have existed as long as there 
have been humans to create them but the change is related to how these 
networks interact: “The basic need to connect hasn’t changed in thousands of 
years, only the technology we use to make that connection.” Thus, it can be 
said that social media is about connections, relationships. In fact, Gilbert and 
Karahalios (2009, 211) have claimed that “Relationships make social media 
social.”  

Actually, Matikainen (2009, 13) thinks that both the terms ‘social’ and 
‘media’ cause difficulty as it can be interpreted that other media is not social 
and what is media. However, Matikainen (2009, 101, 113) concludes in his 
study that even though sometimes content production can be done 
individually, social interaction is included in social media as there needs to 
be some coordination.    

Hansen (2011) has studied social networks as maps that provide 
information about social spaces, subgroups and positions of individuals 
within networks. Following the changes in a network over time enables 
measuring of social capital development, community formation, and 
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marketing campaigns. (Hansen 2011, 45.) Further, Hansen (2011, 48) suggests 
that content can be considered as a network as well. Lietsala and Sirkkunen 
(2008) emphasize the active social roles in content production and using in 
addition to the social network as characteristic of social media. They define 
social networks as “online presentations where people’s connections are 
made visible”. (Lietsala & Sirkkunen 2008, 19–20.)       

Matikainen (2009, 5) sees that social media refers to “the diffusion of the 
production of media contents”, and users act as producers. Breakenridge 
(2008, 71) thinks that “Social media encompasses all the online technologies 
that people collaborate on, including their opinions and experiences as well 
as sharing different perspectives.” Similarly, Henderson and Bowley (2010, 
239) define social media as “collaborative online applications and 
technologies that enable participation, connectivity, user-generated content, 
sharing of information, and collaboration amongst a community of users”. 
Also Kaplan and Haenlein (2010, 61) include content created by the users and 
the technology in their definition: “Social Media is a group of Internet-based 
applications that build on the ideological and technological foundations of 
Web 2.0, and that allow the creation and exchange of User Generated 
Content.” To them, Web 2.0 is a platform where all users participate in the 
creation and modification of content (Kaplan & Haenlein 2010, 61).  

The concepts of web 2.0, user generated content (UGC), peer media, 
and social net are often mentioned in the same context with social media. 
Some researchers think that they are all parallel concepts (Matikainen 2009, 5, 
9) whereas some argue that they are not. For instance, Lietsala and Sirkkunen 
(2008, 18) do not consider web 2.0 as a synonym for social media as it refers 
to online services and technologies that from their point of view may not 
include neither the media nor the social aspect. Kaplan and Haenlein (2010, 
61) consider web 2.0 as “the platform for the evolution of Social Media” and 
user generated content as “the sum of all ways in which people make use of 
Social Media”. Smith (2010, 332) adds that involvement in social media seems 
dependent on technological facilitation (functional interactivity) and 
interdependent messaging (contingent interactivity).   

There are different theories linked with social media. Kaplan and 
Haenlein (2010, 61) unite the theories of media research (social presence, 
media richness) and social processes (self-presentation, self-disclosure) and 
consider them as the two key elements of social media. Naslund (2010, 36) 
has explored social media in internal communication and combines it with 
changing roles and responsibilities, the evolution of skills, communication 
style, risk tolerance and trust. Further, Naslund (2010, 36) sees that social 
media use in internal communication is beneficial as it may bring out issues 
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that need to be dealt with within the organization, and that could hinder the 
external social media efforts.    

As illustrated in table 1, the ingredients of social media seem to be 
somewhat standard but the answer to which of these ingredients has the 
greatest emphasis in the definition of social media varies. This research does 
not explore further the definitions and terms of social media as a uniformed 
one is difficult to find. Matikainen (2009, 11) has suggested that trying to find 
the core content of the concept is more useful than trying to determine where 
the boundary is drawn. 
 
 
Table 1. The emphasis of the definitions of social media  
TERM USERS / 

NETWORK 
TECHNOLOGY CONTENT PARTICIPATION/ 

INTERACTION  
RESEARCHER 

social 
media, 
web 
2.0, 
social 
net, 
peer 
media, 
UGC 

X (X) X X Matikainen 
(2009) 

social 
media  

X − X X Lietsala & 
Sirkkunen 
(2008) 

social 
media 

X X X X Breakenridge 
(2008) 

social 
media, 
web 
2.0, 
UGC 

X X X X Kaplan & 
Haenlein 
(2010) 

social 
media, 
web 2.0 

X X X X Henderson & 
Bowley (2010) 

social 
media  

X X X X Safko (2010) 

NB: The researcher either emphasized the ingredient (X) or did not 
emphasize it (-) in defining social media.  
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4.3 Categories   
 
There have been attempts to categorize social media into different types. As 
with the definition, there does not exist a uniformed categorization of social 
media. The fact that social media services have different functions makes 
categorizing challenging (Luoma-aho 2010, 3). Lietsala and Sirkkunen (2008, 
24) have listed five main characteristics of social media.  
 
1. There is a space to share the content. 
2. Participants in this space create, share or evaluate all or most of the 

content themselves.  
3. It is based on social interaction. 
4. All content has an URL to link it to the external networks. 
5. All actively participating members of the site have their own profile page 

to link to other people, to the content, to the platform itself and to the 
possible applications.  

 
They then suggest other features that often occur, but are not obligatory: 
 
6. It feels like a community. 
7. People contribute for free. 
8. There is a tagging system that allows folksonomy. 
9. Content is distributed with feeds in and out the site. 
10. The platforms and tools are in the development phase and changed on 

the run. (Lietsala & Sirkkunen 2008, 24.) 
 
This categorization has been molded by Luoma-aho (2010, 3–4) building on 
that and Karjaluoto (2008) “to consist of 8 different genres or categories that 
all involve the possibility for social interaction”: 
 

1. Content publishing & broadcasting: users produce written text or 
video material to blogs, wikis, microblogs, broadcasting (e.g. Twitter) 

2. Discussion forums: discussion forums, chats (e.g. Suomi24) 
3. Content sharing & social bookmarking: social bookmarking, sharing 

of podcasts, photos or videos (e.g. YouTube, Flickr) 
4. Social networking sites: communities for social networking and 

community building (e.g. Facebook, LinkedIn) 
5. Joint production: users create shared content and edit other’s 

contributions (e.g. Wikipedia) 
6. Virtual worlds: engagement in immersive worlds (e.g. Second Life) 
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7. Attachment services: individual service to aid an existing service (e.g. 
Google maps) 

8. Aggregation services: combining several elements of social media and 
more traditional communication (e.g. Friendfeed). (Luoma-aho 2010, 
3–4.)   

 
In addition, Kaplan and Haenlein (2010, 62–64) have identified six different 
types of social media: collaborative projects, blogs, content communities, 
social networking sites, virtual game worlds and virtual social worlds. 
Alternatively, Safko (2010, 9–10) divides social media in 15 categories: social 
networking, publish, photo sharing, audio, video, microblogging, livecasting, 
virtual worlds, gaming, productivity applications, aggregators, RSS, search, 
mobile and interpersonal. Henderson and Bowley (2010, 239) list social 
networking sites, wikis, blogs, podcasts, vidcasts (or vlogs), mashups, 
folksonomies and online virtual worlds. As is demonstrated, there seem to be 
several efforts to categorize social media. However, any attempt to categorize 
social media should also note future applications (Kaplan & Haenlein 2010, 
61).  
  

4.4 Participation 
 
In the social media participation and activity play an important role. People 
participate when it has value for them (Lietsala & Sirkkunen 2008, 174). 
Organizations, however, may be present in social media whether they want 
to or not. Crawford (2009) has studied listening as a metaphor for paying 
attention online focusing on social media. Based on the research three modes 
of listening were discovered: reciprocal listening, background listening, and 
delegated listening, which means that the act of online listening is 
outsourced. These modes of online listening can vary several times during 
the day depending on the degrees of attention of the internet users. 
(Crawford 2009, 526.)  

Crawford (2009, 526–528) adds that even though listening is not that 
common of a metaphor for online activity, e.g. attending to discussions 
online, it is worth examining instead of posting, commenting and ‘speaking 
up’ which are forms of participation that have already been recognized. 
Further, it describes the different stages of listening and disclosing online 
that alternate as forms of participation as well as receptivity that is 
characteristic of online engagement (Crawford 2009, 525, 527). The main 
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motivation for participating online is self-expression (Lietsala & Sirkkunen 
2008, 167).  

Due to the introduction of social media there has been a shift from 
consumption-based internet services toward interactive and collaborative 
services, thus enabling interaction between organizations and publics in a 
new way (Henderson & Bowley 2010, 237). Smith (2010, 329) suggests that 
social media sites function as “gateways through which public relations 
activities are socially distributed to non-organizational publics”. Further, 
Smith (2010) introduces a concept of social public relations which is a result 
from the shift of power toward the social media users. In this socially 
distributed model of public relations the public relations activities of an 
organization are based on user activity: the online public initiates and fulfills 
the activities with the help of communication technology even though they 
may not have an interest in the organization. (Smith 2010, 333.)   

It is suggested (Leino 2010, 290; Safko 2010, 733) that the best way to 
start entering social media is to listen. This supports the idea of social media 
as dialogue and draws attention to the rule of three M’s that organizations 
can apply to all social media: monitor first, then mingle, and finally measure 
(Leino 2010, 251, 254, 290).  

Lee (2007, 3–4) has studied Web public diplomacy of world 
governments and claims that if nations do not take advantage of the 
interactive communication enabled by the Internet, they will be deprived of 
the advantages of effective Web public diplomacy even in terms of social and 
economic development. Cultural sensitivity and utilizing various 
communication strategies will further targeting the right publics in the right 
circumstances (Lee 2007, 21).     

Social media is about participation, interaction, sharing and 
collaboration. If an organization has several social media channels the 
communication needs to be integrated. (Kaplan & Haenlein 2010, 65.) Despite 
the integration of messages organizations cannot control how the messages 
are being perceived, as discussed in the following.  
 

4.5 Loss of control and issue arenas   
 
In social media stakeholders have a platform for voicing their opinions. 
Luoma-aho (2010, 3) thinks that interaction and sharing, the essence of 
communication, has been highlighted in social media. As the users are free to 
interact and to share the organizations loose the control of their 
communications. Kaplan and Haenlein (2010, 59–60) have noticed that 
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businesses are not comfortable with the fact that today they don’t have much 
control over the information available about them online.  

Smith (2010, 329) believes that social media users have the power of 
organizations’ communication. Luoma-aho (2010, 6) confirms that “Social 
media takes a step further away from control, toward shared arenas where 
many produce in collaboration.” However, Solis and Breakenridge (2009, 
preface) argue that organizations’ loss of control over the communications 
has taken place a long time ago and that stakeholders are discussing them in 
social media with or without them. Coombs and Holladay (2007, 27) claim 
that “The greatest problem for public relations is the issue of power.” In this 
research it is believed that social media has shifted the power toward the 
public, the users. For organizations that is a wake-up call to engage with the 
stakeholders in social media.  

Luoma-aho and Vos (2010) also propose that organizational 
communication is evolving to become less predictable as the public debate 
and the discussions with the stakeholders take place in issue arenas. These 
dynamic arenas can be in traditional or social media, and are often outside 
the organization’s control. The activity of the participants in issue arenas 
may vary. These arenas need to be constantly monitored which means 
broadening the role of public relations beyond the traditional relationship 
management. For organizations finding the relevant issue arenas in which to 
participate is a matter of survival. (Luoma-aho & Vos 2010, 315–316, 319, 
324.)  

Henderson and Bowley (2010, 252) find moderation essential for public 
relations practitioners and therefore understand the difficulty the 
practitioners face as they are losing control of their messages in social media. 
In addition, the formation of public opinion is now affected by several 
players, whereas earlier the media had a significant role. Furthermore, the 
role of opinion leaders does exist but it has changed from providing 
information to drawing attention to certain issues as attention leaders. 
(Luoma-aho 2010, 6, 9.)   

Smith (2010) suggests that the role of stakeholders has changed in social 
media. Traditionally stakeholders are defined as groups of people who may 
affect or be affected by an organization, but in the era social media these 
people have little stake in the organization. (Smith 2010, 333.) For an 
organization, it is essential to communicate with the stakeholders in order to 
recognize their expectations of the organization, but also to tell them what to 
expect from the organization (Grunig 1993, 140).  
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4.6 The Communication Grid 
 
Van Ruler (2004) developed a new model of basic communication strategies 
as an answer to a problem she had noticed: an increasing number of public 
relations professionals are confused with what they manage, what aims they 
have and what strategies to use. The communication grid is a public relations 
“tool-kit” that constitutes of four public relations strategies each having a 
theoretical basis of their own. Individual strategies could be selected to 
address specific communication problems. (van Ruler 2004, 123, 139.)    

The square with controlled (monitored) one-way traffic in the 
denotation side of the matrix provides the information strategy; simply 
informing someone about something, which is often the purpose of press 
releases and public relations materials. The square with controlled 
(monitored) one-way traffic in the connotation side of the matrix provides 
the persuasion strategy, the basis of advertising and propaganda. This 
strategy aims to affect the knowledge, attitude and behaviors of the target. 
(van Ruler 2004, 139–140.)   

The square with two-way traffic in the connotation side of the matrix 
provides the dialogue strategy. This strategy is used to facilitate interactive 
policy-making and socially responsible enterprising, and it is in line with the 
first phase of interactive policy development and decision-making as it is 
used to explore and specify the problem. Informal messaging from both sides 
and an aware public is required. The square with two-way traffic in the 
denotation side of the matrix provides the consensus-building strategy. 
According to Dozier (1992 in van Ruler 2004) this strategy is about building 
bridges between the organization and the environment. This strategy is used 
to resolve conflicting interests among interdependent parties and to build 
mutual agreement. The strategy is in line with the second phase of interactive 
policy development and decision-making (figure 2). (van Ruler 2004, 139–
140.) 
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Figure 2. The communication grid (van Ruler 2004)  
 
 
Van Ruler (2004, 140) adds that these four strategies are all used in everyday 
communications between people but emphasizes that in the practice of 
public relations one-way strategies are used more often than two-way 
strategies. Also, van Ruler (2004, 140) admits that this theory-based “tool-kit” 
needs to be tested in order to find out the applicability of these strategies.     
    

4.7  Dialogue  
 
Van Ruler (2004, 140) highlighted dialogue and consensus-building as 
significant areas of research within organizational communication. Social 
media has challenged many of the theories of public relations (Luoma-aho 
2010, 2, 5–6, 8). In this research the theories of dialogue are inspected closer.   

The main goal in public relations is dialogue between the sender and 
the receiver. Coombs and Holladay (2007, 2) have defined public relations as 
“management of mutually influential relationships within a web of 
stakeholder and organizational relationships”. This research believes in the 
importance of dialogue in social media especially between the organization 
and its stakeholders, but also between the users (peer communication). Social 
media platforms has enabled communication that is a real dialogue (Luoma-
aho 2010, 7).  

Isaacs (1999, 24) has studied dialogue and says it presents a paradox 
meaning: on the one hand it is something we already know how to do but on 
the other hand something about which there is much to learn. He defines 
that dialogue is generated out of all the interactions of people and that 
instead of changing people it strives to create a quality of listening and 
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attention that takes into consideration all views (Isaacs 1999, 10, 20). 
According to Kantanen (2006, 76) dialogue is seen as interpersonal 
interaction and therefore the possibility for inter-organizational dialogue is 
questioned. Coombs and Holladay (2007) have emphasized that listening is 
not only hearing the stakeholders but also reacting to what is being said. 
Further, true dialogue can result in mutual understanding and influence. 
(Coombs & Holladay 2007, 37.)  

In this research it is believed that in social media organizations have 
received (free) platforms for dialogue. Kent and Taylor (2002, 21) find that 
clarifying the concept of dialogue in public relations is essential in order to 
understand “how organizations can build relationships that serve both 
organizational and public interests”. They describe dialogue to consist of five 
features: mutuality, propinquity, empathy, risk, and commitment. Mutuality 
refers to organizations recognizing the relationship with publics. Nowadays, 
as nations are dependent on each other, the events in the world affect that 
relationship. Collaboration and spirit of mutual equality are essential. 
Propinquity means that the organizations interact in time with the 
stakeholders on matters that concern them, and that the stakeholders are 
expressing their opinions when needed. Immediacy of presence, temporal 
flow and engagement are important. Empathy refers to confirmation of 
public goals and interests, organizations identifying with their publics. 
Supportiveness, communal orientation and confirmation are essential. Risk 
refers to the willingness to interact with publics on their conditions. 
Vulnerability, unanticipated consequences and recognition of strange 
otherness need to be considered. Commitment refers to “the extent to which 
an organization gives itself over to dialogue, interpretation, and 
understanding in its interactions with publics”. Genuineness, commitment to 
conversation and commitment to interpretation are essential in order to 
continue the conversation. (Kent & Taylor 2002, 24–30.)     

In their earlier study, Kent and Taylor (1998) have defined five 
principles for organizations to build relationships through the internet (in 
1998 it was still called the World Wide Web). The first principle, the dialogic 
loop, means that the public is able to ask the organizations questions and that 
the organizations have the opportunity to respond. Feedback and response 
are essential. The second principle, the usefulness of information, means that 
organizations should provide “information of general value” to the public. 
The third principle, the generation of return visits, means that the website 
needs to be attractive enough so that the people will revisit the website. The 
fourth principle, the intuitiveness/ease of the interface, means that the 
website is easy to use and that the visitors find what they are looking for. The 
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fifth and the last principle, the rule of conservation of visitors, refers to the 
efforts to keep the visitor on that website. (Kent & Taylor 1998, 326–330.)      

Rybalko and Seltzer (2010) have studied how dialogic communication is 
engaging stakeholders in Twitter by using the principles of Kent and Taylor 
(1998). Their findings conclude that “Websites and social networking sites 
provide useful information to the public and are easy to use, but they do not 
fully realize the dialogic potential of online tools.” This is interesting because 
Rybalko and Seltzer add that social networking sites are offering various 
ways for the organizations to engage in dialogic communication with their 
publics. Also, organizations may use targeting as it seems that different 
online tools are used to reach different publics with different needs. (Rybalko 
& Seltzer 2010, 337, 339–340.)   

The nature of communication in social media is feedback-oriented 
(Luoma-aho 2010, 8). It is then understandable that Luoma-aho (2010, 8) 
ponders on the challenge of communicating symmetrically considering the 
vast audience in social media. As Kent and Taylor (2002) have explored 
dialogue in several studies, they also suggest ways to incorporate dialogue in 
everyday public relations: the interpersonal, the mediated, and the 
organizational. In brief, the organization needs to have the personnel 
communicating with the publics “comfortable engaging in dialogue”, mass 
mediated channels to nourish the interaction, and finally preparedness in 
terms of organizational mechanisms for facilitating dialogue. However, 
incorporating dialogue requires organizational commitment and realizing 
the value of relationship-building. (Kent & Taylor 2002, 30–32.) Henderson 
and Bowley (2010, 241) suggest that “By indentifying and recognizing 
diversity, which does not necessarily result in agreement, public relations 
can strive to achieve authentic dialogue.”  

As Luoma-aho (2010, 4) has noted: “For public relations, social media is 
understood as a renaissance of relationship building.” Kent & Taylor (1998, 
325) interestingly claim that dialogue does not have to mean agreement and 
objective truth, instead it is about the process of open and negotiated 
discussion and intersubjectivity. This means that both parties attempt to 
understand the point of view of the other. Further, dialogue does not 
necessarily fit to all circumstances. (Kent & Taylor 2002, 24, 30). Theunissen 
and Wan Noordin (2012, 11) take the possibility of dialogue as a 
disagreement further by stating that as dialogue may lead to disagreement, 
the dialogic process is a great risk. Furthermore, dialogue could potentially 
precede persuasion which means that “while dialogue has potential value, it 
is no more ethical than or preferred to persuasion”. It is also questioned 
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whether engaging in dialogue is even desirable for organizations. 
(Theunissen & Wan Noordin 2012, 6, 11.)          

In their study Rybalko and Seltzer (2010) have agreed with the 
suggestions of previous literature that it is important that the responsibility 
of the implementation of social media tools in a dialogic fashion is 
coordinated by the public relations practitioners who understand the two-
way symmetrical model of public relations. The possibilities for dialogue 
with the stakeholders need to be actively sought which requires monitoring. 
(Rybalko & Selzer 2010, 340.)  
   

4.8 Monitoring and measuring 
 
As with all communication, also communication that takes place in social 
media needs to be monitored and measured by the organizations involved. 
In fact, the demand for monitoring has exploded as social media platforms 
are constantly “open” for people to write about, to comment on and to share. 
Monitoring, environmental scanning, is a necessity to find out what is 
discussed about the organization in order to engage in dialogue when 
appropriate (Rybalko & Seltzer 2010, 340). However, there is no ‘quick fix’ for 
monitoring and measuring in social media. In fact, they seem to be a sort of a 
stumbling block for organizations. There is a need for new ways to measure 
the effectiveness, the impact and the engagement of social media (Luoma-
aho 2010, 10). It is also essential for the public relations professionals to 
define what constitutes a successful social media strategy in order to develop 
measurement (Henderson & Bowley 2010, 250). Monitoring results may 
change organization’s activities (Luoma-aho & Vos 2010, 323).     

 Theunissen and Wan Noordin (2012, 11) are questioning quantifying 
relationships and measuring the success of dialogic communication as the 
result may be disagreement. As for Crawford (2009, 528), online engagement 
can be evaluated on the basis of listening practices instead of 
overemphasizing the significance of posting, for instance. Even though 
participation is essential in social media, Henderson and Bowley (2010, 249) 
say that engagement requires resources. Hansen (2011, 43, 50) sees that the 
understanding of social network analysis of individuals and organizations 
and what it means in practice is now limited, but development of tools and 
methods is in progress.  
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4.9 Summary of social media  
 
Solis & Breakenridge (2009, 24) argue in this new era of public relations (PR) 
that “PR is about people, not about the tools.” In this research, the people 
and the dialogue are the most important factors in social media, technology 
is considered to be merely an enabler. For the purposes of this research, 
social media is about the interaction between organizations and people and 
the network that arises from the interaction. These people are not necessarily 
stakeholders, at least not according to the traditional definition, as Smith 
(2010) suggested. The view of dialogue in this research is in line with the 
suggestions of both Kent and Taylor (1998, 2002), and Henderson and 
Bowley (2010). Thus, it is believed that dialogue is fruitful whether it results 
in an agreement or not as long as both parties attempt to understand one 
another. However, dialogue often requires nourishment. Online activity, 
listening, is crucial but may have different modes (Crawford 2009). 
Participation takes place in issue arenas, and finding the right arenas to 
participate in is essential for an organization (Luoma-aho & Vos 2010).  

  Luoma-aho (2010, 14) argues that “New media has changed not 
necessarily the essence of communication, but its speed, its channels, its 
interactivity and its impact.” Henderson & Bowley (2010, 243) recognize a 
need for further research in terms of organizational use of social media. Van 
Ruler (2004, 139) suggests the communication grid as a solution to managing 
the communications of an organization. In this study the applicability of this 
“tool-kit” is tested.    
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5 RESEARCH METHODS 
  
In this chapter the research problem is discussed and the research questions 
are explained in detail. The chapter also provides an overview of the 
methods used in this research and an explanation of why these particular 
methods were chosen. This research is mainly qualitative but it is 
supplemented with quantitative features.  
 

5.1 Research questions  
 
The research problem guiding this research is finding out how the social 
media are used in the communication of Finnish missions abroad. The 
research questions are: 
 
RQ1: For what kind of purposes are the social media sites of the missions 
being used? 
 
The communication of the missions is not only defined by law but it is also 
versatile due to the special nature of their tasks. It could be said that the 
communication is two-fold: providing information both to Finland as well as 
in the host country. In order to find out the current stage of social media 
communication of the missions, it is important to pin down the purposes of 
social media use.    
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RQ2: Which of the Communication Grid strategies are the missions using in 
their social media communication? 
 
It has been suggested that the communication grid (explained in chapter 4) 
needs to be tested (van Ruler 2004, 140). Thus, this research will test the 
applicability of this “tool-kit” in the context of social media in public 
diplomacy. The point of interest is to find out which of these communication 
strategies (information, persuasion, consensus-building, dialogue) the 
missions use in their social media communication. 

This research is particularly interested in dialogic communication in 
social media. Organizations join social media in order to “be there where the 
people are”. For organizations the social media offer more channels for 
communication in order to provide information to people, but are they also 
listening to what people have to say? As described in the theoretical 
framework, listening is important in social media. This research question also 
aims to find out whether the missions are embracing social media 
comprehensively: are they in a real dialogue with the stakeholders? 
 
RQ3: Which of the Communication Grid strategies would best suit the social 
media communication of the missions? 
 
After exploring which of these communication strategies the missions use at 
the moment, this research aims to provide some guidelines on which of the 
strategies would be the most productive ones for social media 
communication of the missions.               
 
RQ4: How is the future of social media seen in the missions? 
 
In this research it is believed that the emergence of social media has 
revolutionized organizational communication and public relations. As a 
phenomenon it has stirred a widely discussion. This research is interested in 
how the missions see the role of social media in their communication in the 
future. The question of interest is whether the concept of social media is 
fading or growing and what is its role in organizational communication in 
the future.           
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5.2 Qualitative and quantitative research  
 
As explained in the theoretical framework, in this study it is believed that the 
emphasis in social media is on the possibilities that the technology enables in 
terms of participation and dialogue rather than the technology itself. Thus, it 
was decided that qualitative methods would better suit the topic and provide 
answers to the research questions posed.   

Mason (2002) encourages integration of different methods and sources 
as it is often highly productive if strategically thought through. The reasons 
for integration of methods in this study, following Mason’s logic, are to 
explore different parts of a process or phenomenon, and to answer the same 
research questions in different ways or from different angles in order to 
analyze them in greater depth. (Mason 2002, 8, 33, 60.) It is emphasized that 
there is a fine line between quantitative and qualitative research, and that 
they are, in fact, complementary approaches. Furthermore, numbers and 
meanings are dependent on each other. (Hirsjärvi, Remes & Sajavaara 2006, 
127–128.) However, in this study qualitative methods are used as main 
approach and small-scale quantitative measuring is used to illustrate the 
main results like Metsämuuronen (2008, 60) has suggested. This research also 
complies with the fact that qualitative research is often chosen because the 
research involves an unexplored area and it is possible that the topic of the 
research is amplified or redirected during the gathering of data (Hirsjärvi et 
al. 2006, 75). Quantitative research is more clearly divided in separate phases 
whereas in qualitative research the data gathering, processing and 
concluding are interwoven. The foundation for categorization, deduction and 
interpretation is the same both in qualitative and quantitative research. 
(Heikkilä 2010, 17–18.)          

In qualitative research the purpose is to describe an event or an 
occasion, to understand certain activity or to provide an interpretation of a 
phenomenon (Eskola & Suoranta 2008, 61). Jensen (2002, 236) summarizes 
the features distinctive to qualitative research: examining meanings in their 
naturalistic context while the researcher is having the role as an interpretive 
subject. Quantitative methods are approaches that use systematic 
observations to account for and generalize human behavior. In fact, it is 
important that systematic observation is intentional, replicable and valid. 
(Allen, Titsworth & Hunt 2009, 6.)     

The reason why the emphasis in this research is on data received with 
qualitative methods is the fact that qualitative research explores how things 
work in particular contexts, rather than representing the full range of 
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experience. Also, the object of study is often a form of social process in need 
of an explanation (Mason 2002, 134, 136), as in this study.        

The main research methods of qualitative research are interviewing, 
observation, and document or discourse analysis (Jensen 2002, 239). This 
research utilizes the first two in addition to questionnaire.    
 

5.3 Interview 
 
The interview was chosen as a research method not only because it is the one 
of the most commonly used methods in qualitative research (Jensen 2002, 
240; Mason 2002, 62) but also because the desired data was not available in 
any other form, thus it was the only way to generate the kind of data wanted 
(Mason 2002, 66). In addition, group interviews assist the researcher to 
understand the research organization (Eskola & Suoranta 2008, 95) which 
was essential in this research. Often, and in this research, interview is chosen 
because the research consists of an unexplored area and it is difficult for the 
researcher to evaluate to which direction the answers will go (Hirsjärvi et al. 
2006, 194).               

Mason (2002, 62) refers qualitative interviewing to mean in-depth, semi-
structured or loosely structured forms of interviewing. Jyrinki (1976, 8) states 
that in a group interview the questions are either structured (uniformed) or 
free-formed. Thus, it needs to be decided whether a group interview is an 
interview or a conversation (Eskola & Suoranta 2008, 97). In this research the 
interview questions were designed beforehand so that the framework of the 
interview would strongly guide the conversation and it would be easier for 
the interviewer to stay on top of the interview situation. Despite the pre-
defined questions the conversation was abundant which supports the claim 
of Eskola and Suoranta (2008, 85) that interviews have transformed into 
conversational type of interviews instead of traditional question-answer 
interviews.    

It is perceived that an interview is interaction between the interviewer 
and the interviewee (Jyrinki 1976, 13; Jensen 2002, 240; Eskola & Suoranta 
2008, 85) where both of the parties affect each other (Eskola & Suoranta 2008, 
85; Heikkilä 2010, 17). Mason (2002, 62) supports the idea by defining a 
relatively informal style conversation and interactional exchange of dialogue 
as core features of interviewing. A group interview is an effective way to 
gather information as information is received simultaneously from several 
people (Hirsjärvi et al. 2006, 199). Group interviews may consist of 4–8 
persons (Heikkilä 2010, 17).      
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On the one hand, Jensen (2002, 240) claims that the challenge in 
interviews is that “people do not always say what they think, or mean what 
they say” but on the other hand Jyrinki (1976, 12) has noted as an advantage 
the fact that the interviewer is able to take note of the atmosphere during the 
interview in order to provide information concerning the validity of the 
interview. Jyrinki (1976, 11) also acknowledges the flexibility of the method: 
repetition of questions and correction of misinterpretations which reduce the 
potential lack of response.      
 

5.4 Questionnaire 
 
As this research is mainly focused on the point of views of the missions the 
emphasis was given to this part of the research. The missions are situated all 
over the world and questionnaire was chosen because it is the most 
convenient way of collecting the desired data in terms of costs and time. A 
planned questionnaire or an interview research is called a survey (Heikkilä 
2010, 19).   

The advantage of questionnaire is the fact that the effect of the 
interviewer is eliminated and the answerer might feel his identity better 
protected and thereby can better answer sensitive issues than in an interview 
(Jyrinki 1976, 25). In addition, like in this research, it is possible to gather a 
wide research data as the number of respondents can be high and several 
questions can be asked (Hirsjärvi et al. 2006, 184). However, the 
disadvantages of a questionnaire can be a low response rate and the fact that 
the researcher cannot know for sure who has answered to the questionnaire 
(Jyrinki 1976, 25, 27). Further, it is difficult to prevent misunderstandings and 
to evaluate how successful the response choices were from the point of view 
of the respondent. Also, constructing a questionnaire is time-consuming. 
(Hirsjärvi et al. 2006, 184.)  

The questionnaire included different types of questions: structured 
multiple choices, scale questions and open questions. The advantage of open 
questions is that they don’t force the answerer to choose from the given 
alternatives, thus are not leading questions. Furthermore, an open question 
allows the answerer to speak about the issues in a way characteristic of him. 
(Jyrinki 1976, 95.)   
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5.5 Observation  
 
As stated in the theoretical framework of this study, in social media 
participation is essential. Therefore, it seemed appropriate for the researcher 
to participate in the form of observation of the missions’ social media sites.  

In observation the researcher observes more or less objectively the 
research target while making notes (Metsämuuronen 2008, 42). Observation 
as a research method suits the purposes of this study as the data gathered via 
observation can complete the data gathered via the interview and the 
questionnaire, as Heikkilä (2010, 19) has suggested. Observation enables to 
find out whether people are acting as they say they will act.  Through 
observation it is possible to gain immediate and direct data on the actions 
and behavior of individuals, groups, or organizations. (Hirsjärvi et al. 2006, 
201–202.) 

Observation refers to generating data in a way where the researcher 
immerses himself to a research ‘setting’ in order to get first-hand experience 
about that setting (Mason 2002, 84). Often, the presence of the researcher in 
the locale is continuous and long-term (Jensen 2002, 242). The setting in this 
research is the social media sites of the missions.  

In observation the researcher, the observer, is the central instrument of 
research (Jensen 2002, 242). It is pinpointed that subjectivity is very common 
in observation as it is human activity and people tend to pay attention to 
different things. Due to abundant interpretations subjectivity should be 
considered as a positive feature. (Eskola & Suoranta 2008, 102.)  

There are several observation methods. Systematic observation is 
carefully outlined and the observer is an outside actor whereas participatory 
observation is free and adjusting to the natural action. (Hirsjärvi et al. 2006, 
203.) Monitored observation is suitable when there exists the kind of 
information that can be used as the basis of the observation and to limit the 
subjects of observation (Jyrinki 1976, 10).  

In some cases it is sensible to observe without participation meaning 
that the researcher does not identify to the research community 
(Metsämuuronen 2008, 43). Usually, in quantitative research observation is 
systematic and detached (Heikkilä 2010, 19). In this research the basis of the 
observation (testing the communication grid) guides the observation and 
actual participation on the social media sites (e.g. commenting, posting etc.) 
was considered unnecessary. Also, the communication grid provided a 
guideline for the documentation. Documentation in observation is highly 
important as the route from the initial observation to the conclusion needs to 
be transparent (Jensen 2002, 242).  
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It can be thought that observation is a valid approach to gathering 
information about a social environment (Jyrinki 1976, 9). In this research the 
social environment is the social media sites and the subjective experience the 
experiences of the personnel in terms of social media communication. The 
social media sites observed will consist of written language, photos and 
perhaps videos. Words, clauses, and expressions are more unambiguously 
categorized and quantifiable than for instance gestures (Jyrinki 1976, 9). In 
this study the data collected by observing is used alongside other methods in 
order to verify other forms of data (Mason 2002, 108).    
 

5.6 Triangulation  
 
So as to form an in-depth and thorough view of the research subject this 
research utilizes triangulation. Triangulation means that the same 
phenomenon is explored in several different angles (Metsämuuronen 2008, 
60). The basis of the decision to use triangulation in this research is the fact 
that one research method describes the research target only from one point of 
view and using several methods can have a positive effect on the reliability 
of the research (Eskola & Suoranta 2008, 68; Metsämuuronen 2008, 60). Thus, 
it also fulfills the aim of qualitative research: to research the subject as 
comprehensively as possible (Hirsjärvi et al. 2006, 152). 

The research is three-fold and utilizes method triangulation by using 
different data gathering and research methods to study the target (Eskola & 
Suoranta 2008, 70). In other words, the research consists of an interview, a 
questionnaire and observation. Despite the fact that triangulation is used in 
regards to the reliability of the research, Mason (2002, 66) reminds that the 
researcher should not expect different methods to produce the same kind of 
data, or even to address the same research questions.   
 

5.7 Sample  
 
Mason (2002, 135) gives two suggestions for the sample in qualitative 
research: it should give an understanding of the research topic rather than 
represent a population, and the selection of the sample should be a dynamic 
and ongoing practice.    

In qualitative research a rather small amount of cases is analyzed as 
thoroughly as possible and the size of the sample does not have a direct 
effect on the success of the research. The scientific emphasis is on quality 
instead of quantity. (Eskola & Suoranta 2009, 18, 61–62.) It should also apply 
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that the sample other than the one chosen would have been possible (Mason 
2002, 122).  

Mason (2002, 121) defines two reasons for sampling in qualitative 
research: first, practicality and resources and second, the importance of 
focus. Further, according to Mason (2002, 134) the researcher should think 
whether the chosen sample provides access to enough data, and with the 
right focus so that it is possible to answer the research questions.   

This research is a conducted as a census. In a census each member of 
the population is researched and it is sensible when the population is small, 
in quantitative research always if the population is under a hundred 
(Heikkilä 2010, 33). Thus, the sample for the questionnaire is all the missions 
that are using social media in their communications by 02/2012. The 
interviewees were chosen on account of their position as communication 
professionals in the Ministry’s Web Communications Group. There were a 
total of four interviewees. The decision to choose the interviewees was left to 
the Ministry as it was assumed that they would advise the people best 
suitable for discussing public diplomacy and social media. The observation 
was conducted on the Facebook pages of the missions, as all the missions use 
that social media channel.   
 

5.8 Process of the study  
 
This research was conducted in three parts. 
  

5.8.1 Specialists’ interview 
 
First, in order to familiarize with the target organization and to receive 
information about the communications of the Ministry and the missions an 
interview was conducted with four communication specialists from the Web 
Communications Group of the Ministry for Foreign Affairs (appendix 1). The 
interview was held on June 30th 2011 at the Ministry for Foreign Affairs. The 
interview was two-fold and had a total of 11 questions. The interview was 
taped. The duration of the interview was an hour and 20 minutes (80 min) 
and it was transcribed into approximately 14 pages. After transcription, the 
data was read several times in order to collect the main points that would 
benefit the construction of the questionnaire. Only after that the results were 
reported.    
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5.8.2 Missions’ questionnaire   
 
Second, a questionnaire about social media was sent to the missions. The 
questionnaire (appendix 3) was formed based on the theoretical framework, 
the interview and the materials provided by the Ministry (social media plans 
etc.) and consisted of 29 questions. The questionnaire was conducted with 
the Mr. Interview program. An email with the questionnaire link was sent on 
February 15th 2012.  A reminder of the questionnaire was sent after a week, 
also via email. Both emails were sent from the Ministry. The questionnaire 
was open for two weeks from February 15th to February 29th 2012. An 
answering period of two weeks was adequate, there were a total of 49 
missions that answered and the response rate was 98%. The purpose of the 
questionnaire was to collect data from the employees involved in social 
media of the missions.  

The questionnaire was pre-tested. As Jyrinki (1976, 41) suggests the 
following needs to be taken into consideration when constructing a 
questionnaire: the content of the questions, the wording of the questions, the 
technical form of the questions and the position of the questions in the 
questionnaire. Therefore, the questionnaire was tested both with the Ministry 
regarding to terminology and with people detached from the research 
process. The questionnaire data was processed with SPSS statistical analysis 
software. Some features of quantitative research were utilized. The data 
received was read several times. As the responses to the open questions were 
abundant, the open questions were categorized by themes. The 
categorization was done all at once, and rechecked later.      
 

5.8.3 Social media observation  
 
Third, observation was conducted on the Facebook pages of the missions. As 
the object of the research is rapidly changing social media, it was required 
that the time period for the observation was recent. Thus, the observation 
was conducted of the posts posted during the week 16, from 16th of April to 
22nd of April 2012. After consultation with the Ministry it was decided that it 
was not necessary to inform the missions about the observation as the 
observation was conducted retrospectively and the posts could not have 
been affected afterwards.     

Mason (2002, 89–90) has said that any observation is inevitably selective 
and based on a particular perspective. In this research the communication 
grid was used as a coding scheme guiding the observation. A content 
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analysis was conducted from the posts on the missions’ Facebook page. Each 
post made by the mission was coded in terms of the four communication 
grid strategies: 1 for meaning that the strategy is used, 0 for meaning that the 
strategy is not used. In addition, the content of the message in the post was 
written in the notes. Only the posts made by the mission were taken into 
consideration. Comments and posts made by the followers were excluded as 
again the emphasis of this research is on the efforts of the missions. Posts that 
were originally posted by someone else, but shared by the missions were also 
coded as sharing others’ posts is a typical feature of social media. The same 
posts in several languages were coded as one unit of analysis as the content 
is the same. In few cases, the observation was affected by a language barrier. 
The coding sheet was filled simultaneously during the observation. In the 
beginning, the language of the post and the assumed target group were 
coded as well. However, during the process it became clear that the targets 
cannot be guessed for sure on the basis of the language, as discovered in the 
questionnaire (e.g. some of the missions assume that the Finns living in the 
host country understand the language of the host country).       
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6 RESULTS  
 
 
In this chapter the results of this research are reported. The reporting will 
follow the actual research process: the interview results first, then the 
questionnaire results and the observation results last.   

Both the interview and the questionnaire were in Finnish and the 
citations of the interviewees (I) and the respondents (R) have been translated 
by the researcher.      
 

6.1  Interview with the web communications specialists  
 
The purpose of the interview was to familiarize oneself with the Ministry 
and to gain information about the Ministry’s communication in social media. 
In this research, interviewing is considered as a supplementary part of the 
research and the basis for the questionnaire along with the theoretical 
framework and other materials provided by the Ministry (Ministry’s 
communication plan and social media report etc.).    

The first three questions in the interview were meant as a warm-up and 
the purpose was to discuss the communication of the missions in general.   
 

1. What are the target groups for the communication of the missions?  
2. What are the goals in the communication of the missions? 
3. Who is responsible for the communication of the missions?  
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The rest of the interview was dedicated to discussing social media entailing 
altogether eight questions.    
 

4. Why was it decided to start using social media in the communication 
of the missions? 

5. How many missions use social media at the moment? Why were 
Facebook and Twitter chosen as the social media channels? 

6. What are the goals in the communication in social media? 
7. For what kind of purposes are social media used in the missions? 
8. From your point of view, what does social media offer to the 

communication of the missions? 
9. Are there some disadvantages in using social media? 
10. The term ‘digital diplomacy’ was mentioned in the Ministry’s report 

on social media. What does it mean? 
11. Are the missions doing social media follow-up, monitoring? How 

about social media measuring?  
 

6.1.1 Target groups for the communication 
 
The purpose of the first question was to find out what the target groups are 
for the communication of the missions, in other words, who are the clients 
they are serving. Especially, the subject of interest is how the missions 
balance between the target groups in the host country and the homeland. 
According to the interviewees there is a wide range of target groups. The 
first target group mentioned is Finnish citizens living in Finland.  
 

“The starting point is that taxpayers in Finland should know why we have a 
mission in some strange place. It costs money so what’s the purpose, what’s 
the benefit?” (I1) 

 
The communication of the missions takes place both in public and out of the 
public. The main task for the communication is diplomatic communication 
which does not take place in public but is often in the form of reports from 
the host country to Finland. The reports serve different groups.   
 

“These target groups are companies and businesses seeking a foothold in a 
certain country. Also political decision-makers here.” (I1) 
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In the host country the target groups are the citizens, the students, people 
moving to Finland, tourists traveling to Finland, and political decision-
makers among others. In the public diplomacy framework the missions are 
advised to plan and to tailor the target groups into local circumstances. Thus, 
the target groups may vary in different countries. In addition, there is a need 
for prioritizing in some countries due to the lack of resources. 
 

“The target groups of public diplomacy are not the same in for example 
Britain, China or Brazil. Especially in a country as large as China where 
Finland has small resources in comparison to the size of the country, they 
also need to prioritize there. You could find dozens of good target groups 
there, but they have wanted to prioritize young people with academic degrees, 
for instance.” (I2)  

 
There does not exist a public diplomacy country program for every country.  
 

“There is a certain amount of them that we have wanted to choose. We 
encourage [the missions] to think what target groups to place the stakes to.” 
(I2) 

 

6.1.2 Goals of the communication   
 
The purpose of the second question was to find out whether the 
communication of the missions is planned, and if so, who is the quarter 
responsible for the planning. The interviewees say that the objectives have 
been defined in the public diplomacy country programs. However, the 
objectives have not been tailored to all of the missions. There are 12 public 
diplomacy country programs yet approximately a hundred missions. 
 

“We are probably not going to tailor the goals to all of the missions.” (I1)  
 
There are two different types of missions: bi-missions and multi-missions. Bi-
missions are bilateral, between two countries, for example the Embassy of 
Finland in Brussels. The public diplomacy country programs are for the bi-
missions. Multi-mission is a mission founded around an international 
organization or cooperation bodies. There are altogether eight multi-
missions: Permanent Representation to the European Union in Brussels, 
Permanent Representation to the Council Of Europe in Strasbourg, 
Permanent Mission to the Organization for Security and Co-operation in 
Europe in Vienna, Permanent Mission to the Organization for Economic Co-
operation and Development in Paris, Permanent Mission of Finland to the 
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United Nations in New York and Geneva, Permanent Mission to the World 
Trade Organization in Geneva, and Mission to the North Atlantic Treaty 
Organization in Brussels. (Finland’s representation in international 
organisations and courts of justice 2012.)  

The communication of the bi-missions is focused on public diplomacy, 
consular affairs, foreign and trade policy and development cooperation 
whereas the communication in the multi-missions is concentrated on the 
functions of the organization which they are founded around (Tasks of 
diplomatic and consular missions abroad 2012). As there are two types of 
missions the communication needs are different in terms of the content.  
 

“For example, in Bangkok social media is based on communicating about 
consular services because there are a lot of Finnish tourists. They focus on 
them, also during the time when there is no crisis.” (I1)     

 
Although the bi-missions have gradually started to use social media in their 
communication mainly since 2010, at the moment (Mar. 2012), none of the 
multi-missions use it. The interviewees admit that they have not 
contemplated social media in terms of the multi-missions.   
 

6.1.3 Responsibility of the communication 
 
The purpose of the third question was to find out who is responsible for the 
communication of the missions. The question is based on the fact that the 
missions operate under the umbrella of the Ministry, and the subject of 
interest was how the missions are able to sustain a consistent line in the 
communication.    

According to the interviewees the communication of the missions is 
mainly mission-based and the head of the mission, the ambassador, has the 
main responsibility. The messages are outlined in the public diplomacy 
country programs. In general, the Ministry’s Unit for Communications 
suggests topics and issues that could be communicated and what is actually 
communicated is chosen in the missions.  
 

“The framework is defined by the Ministry, and then the mission decides 
what is worth communicating in that particular country, what are the core 
messages.” (I2)  

 
The strategic framework for the communication is also built on certain 
documents, for instance the Country Brand Report named Mission for 
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Finland and the Government Programme among others. Some issues are 
communicated via “Ministry for Foreign Affairs News”, a section that is on 
the website of each mission. 

Even though the missions have the responsibility of the 
communication, the Ministry assists by giving guidelines. At times the 
assistance is practical. The cooperation of the Web Communications Group 
and the missions is especially strong in a crisis situation.  
 

“Actually the communication of the missions is formed case-specifically.” 
(I1)   
 
“If you think about Japan [the tsunami in Mar. 2011], we updated the 
[mission’s] website and Facebook in close cooperation.” (I1)   

 

6.1.4 Decision to use social media 
 
The purpose of the fourth question was to find out whose idea it was to 
implement social media in the missions. When asked about reasons for 
joining social media the interviewees say the answer is somewhat cliché-like: 
 

 “We wanted to be there where the citizens are.” (I1) 
 
The initiative toward social media came basically from both the Ministry and 
the missions. The process started when the Web Communications Group 
wanted to create a strategy or guidelines about social media for public 
administration. The social media plan was at an early stage when the 
Embassy of Finland in Bangkok opened their Facebook page due to a crisis 
situation, and because the Embassy of Sweden in Bangkok had already 
opened their Facebook.    
 

“By no means did we want to be the last ones thinking about it.” (I1)  
 
“Already then it proved to be a very good channel for communication.“ (I1)  

 
The social media strategy was finished in fall 2010 and is available on the 
website of the Ministry. After the strategy was finished several missions 
joined social media.  The strategy focused on Facebook and the purpose was 
to return to discuss other social media platforms later on. Other social media 
tools considered have been SlideShare, Flickr, and Youtube among others. 
The Ministry has its own Facebook and YouTube profiles. In addition, 
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during the time of the interview a Twitter account for the Ministry was in the 
works, and later on it was opened.   

The decision whether to join social media or not is up to the missions. If 
a mission is interested in implementing social media in their communication, 
its personnel needs to submit a social media plan for the Web 
Communications Group. The structure for the plan has been outlined by the 
Web Communications Group and it consists of questions about the target 
groups, the language of communication, the content of the communication, 
staff resources, and the evaluation of the communication in social media. 
After the plan has been approved the mission is ready to join social media. 
Resources and the host country of the mission play a part in the decision-
making process concerning social media implementation.  
 

“The starting point is that certain missions don’t go there as themselves but 
if there is something to inform we will inform it via the Ministry’s Facebook 
and Twitter once we get the Twitter rolling.” (I1) 
 
“When you think about social media the host country sets restrictions. What 
is the ability to use social media? For example, in China the communication 
in social media is mainly from there towards here.” (I1) 

 
The Web Communication Group has been coordinating the web 
communications of the missions since the reformation of the missions’ 
websites over ten years ago. The purpose of the coordination is to create 
consistent and uniformed communication. Thus, they have the coordination 
responsibility in social media as well.  
 

“In a certain way we are a concern at least outwards so we should have a 
uniformed line in communications and uniformed goals of some sort, a 
certain visibility. Otherwise each of the missions would do as they please.” 
(I1)   

 
The purpose of the fifth question was to get a snapshot of how many 
missions use social media at the time of the interview. There are roughly a 
hundred Finnish missions abroad but the number is fluid. By the time of the 
interview (Jun. 2011), there were around 34–35 missions that were actively 
using Facebook, seven mission using Twitter, nine missions using blogs, two 
missions using YouTube, and one mission using Flickr. A few of the missions 
had made a hidden Facebook only for crisis situations so they are not open 
for public.  
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“The reason why these hidden pages aren’t in use is the fact that the mission 
already has the Finns there in hand, like in Damascus, Syria.” (I1)  

 
As can be seen from the responses received to the questionnaire, more 
missions have joined social media after the interview. 
 

6.1.5 Goals of the communication in social media 
 
The purpose of the sixth question was to find out if the communication in 
social media is planned and purposeful. According to the interviewees, in 
principal, social media sites are considered as additional communication 
channels, at least in a normal situation meaning that there is no crisis. The 
interviewees mention that the problem with social media is that it cannot be 
the only communication channel for public administration. This limits the 
usage of social media because the corresponding information has to be found 
somewhere else as well. The communication of the missions cannot lean 
solely on social media.    
 

“It could be pondered what else social media could be.” (I1)  
 
Even though social media cannot be the only communication channel for 
public administration, it is a channel that offers interaction. The objective and 
the goal in Ministry’s social media is communal communication where the 
users interact with each other as well.    
 

“It’s the kind of interaction that really can’t happen anywhere else.” (I3)   
 
“From one person to another. In a crisis situation it happens naturally, but 
how to get that working in a normal situation?” (I1) 

 
According to the interviewees, listening and scanning are things they have 
not emphasized enough to the missions. Also, they believe that the form of 
interaction that will be utilized more in the future is receiving information 
and following the discussion.  
 

“Even though you don’t tweet much you can collect information about what 
you are following without much interaction. That cannot be done with 
traditional media and with the same network as in Twitter.” (I3) 
 
“Reciprocity is something we could add to the social media strategy.” (I1) 
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The interviewees add that following and utilizing the information received 
by following can be complicated for state authorities. The information, e.g. a 
tweet, needs to be verified that it is accurate before it can be utilized (e.g. 
retweeted). The interviewees believe that the missions with sparse resources 
may not be too eager to do following on a wide range if the information 
cannot be verified and utilized. In spite of that, the interviewees encourage 
following. The importance of following is emphasized in a crisis situation.   
 

“You can always follow because in a crisis situation you can get the 
information via Twitter faster than from a news channel.” (I3) 
 
“The news has spotted it from Twitter.” (I1)                

 

6.1.6 Purposes of social media use  
 
The purpose of the seventh question was to find out for what kind of 
purposes the social media sites are being used in the missions. During so 
called normal times meaning that there is no crisis, the social media sites are 
used in promoting Finland. The purpose also depends on the content of the 
message and in which language the message is communicated. The language 
of the communication is defined by the missions. Also, the target groups can 
vary in different situations.  
 

“[The embassy in] Tokyo communicated earlier in Japanese and about 
Finland, and when there was a crisis the language changed to Finnish and 
the target group to the Finns in Japan and Finns in Finland. Now they are 
back communicating in Japanese and the content is promoting Finland 
again.” (I1) 

 
The interviewees also mention that surprisingly the Embassy of Finland in 
Tokyo has managed to keep the followers post-crisis even though the 
language and the content have changed. Regardless of the fact that the 
followers have stayed, no one knows whether they read the messages sent or 
hide them.        

So, there is a difference in views concerning the purposes the social 
media are used for. According to the interviewees some missions use 
Facebook to advertise events in Finland whereas some advertise the Finnish 
events in their host country, in the city where the mission is situated in. The 
purposes vary in regards to different countries but also in regards to 
different target groups.  
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“Some take Finnish tourists as a target group, like in Thailand. Others like in 
India, are mainly serving Indians that want to travel to Finland.” (I4)  
 
“It’s interesting that for instance in Bangkok’s Facebook page over half of the 
followers are Finns living in Finland whereas in England almost all of them 
are Finns living in England.” (I3)  

 
The Web Communications Group has had conversations about the issues 
that can be discussed on social media. They say that according to statistics 
human interest stories are what people are most interested in whereas 
immigration and visa issues would result in a never-ending and negative 
discussion. The topics and issues are followed in order to find out what the 
followers are interested to read about.      
 

“Maybe, maybe the missions do the same thing as we do here. Follow what 
stories take wind beneath their wings and what don’t.” (I1)  

 
The interviewees also welcome research on their social media. They say that 
intuition is a part of social media, and that intuition can help to understand 
what is interesting to people.  
 

“We emphasize the fact that we have no clear views on what we’re doing. It’s 
trial and learning for us too all the time.” (I1) 

 

6.1.7 Advantages and disadvantages of social media  
 
The purpose of the eighth and ninth question was to find out what social 
media has offered for the communication of the missions and whether 
disadvantages have occurred. The possibility for interaction, faster 
communication, easy accessibility and new target groups are advantages 
mentioned right away. The uncertainty hovering over the concept of social 
media is also present.  
 

“One could ask how people lived when there was no electronic 
communication. It’s probably difficult to clearly say what the benefits of 
social media are at this point.” (I1) 

  
According to the interviewees the social media are constantly in the 
awareness of the user. Compared to traditional websites where the user has 
to specially seek for the information and updates, in social media the 
updated information is brought to the user as long as the user ‘follows’ or 



49 

 

 

‘likes’ the organization that is providing the information. The interviewees 
say that some of the concerns about social media deal with organizational 
communication, how to use social media in organizational communication to 
be precise. Creativity and resources in using social media are also mentioned 
and discussed. Social media could provide a way to explain foreign policy to 
the public and the citizens for instance in the form of a video instead of 
reports.  
 

“YouTube is mainly used in promotion of different events but what else could 
you but in pictures that people would be interested in on a wider scale?” (I1)  
    
 “There are endless possibilities what you could do if you had the time and the 
resources.” (I3) 

 
The devices and the appliances social media platforms are used with are also 
discussed as an advantage. The device affects the target groups and the way 
these social media platforms are used. The interviewees say that the change 
in appliances has been tremendous. All information from the website to the 
social media sites should be in a form that can be used with any appliance, 
not bound in a certain place or time. However, the updating of social media 
takes place only during office hours (except in a crisis situation). The 
interviewees admit that the Ministry’s social media are not planned from the 
point of the user.     
 

“It’s a pretty big thing that we should remember. We haven’t yet planned 
[social media] mobile-wise but it’s going to be [important in the future].” (I3) 
 
“Mobile is the grounds for or strengthens the reason why you should be in 
social media because they are so easy to use, also via mobile phones.” (I2) 
 
”We haven’t thought about it from the user’s perspective. We don’t have the 
resources for someone participating 24/7/365. If you do that, it’s difficult to 
withdraw suddenly.” (I1)    

 
When asked about the disadvantages, the question of resources comes up 
again. Some of the missions have been worried that participating in social 
media takes up a lot of resources and that they would not have the time for 
it.  
 

“When they’ve started to use it they have noticed that it doesn’t take that 
much time and the advantage that comes from it is greater than the time 
spent on it.” (I4)  
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The most common challenges like information security and privacy are listed 
in the social media strategy of the Ministry. The interviewees agree that the 
disadvantages have not become concrete yet.    
 

“So far we don’t have knowledge of anything else except the making of these 
fake pages, like happened with Bangkok.” (I1) 

  

6.1.8 Concept of digital diplomacy  
 
The purpose of the tenth question was to find out if digital diplomacy is a 
synonym for social media, perhaps the Ministry’s own definition for social 
media. The concept of digital diplomacy was briefly introduced in the 
Ministry’s social media strategy and it is developed by British Foreign and 
Commonwealth Office (FCO).  

According to the interviewees digital diplomacy is not a synonym for 
social media. Social media is a part of digital diplomacy but digital 
diplomacy entails all traditional digital communication tools meaning e.g. 
regular websites and email that are not included in social media. In a way 
digital diplomacy is ‘electronic communication’, ‘electronic diplomacy’.   

Digital diplomacy is then a part of public diplomacy which is a broader 
concept that entails all other forms of influencing in a government-to-people 
spirit. One can also think that digital diplomacy is also a part of traditional 
diplomacy that takes place in cabinets without the public dimension. Then, 
digital diplomacy also entails features of internal communication.  
 

“Social media has been considered quite one-sidedly as inside–out kind of 
marketing tool - - but much less is talked about how social media can 
accelerate and open organizations’ internal communication and to make 
searching information and processes more transparent. I think that it [digital 
diplomacy] could also be organization’s intranet type of communication but 
in a social media kind of way if you could say it like that.” (I2) 

 
The interviewees emphasize that digital diplomacy will not replace the 
traditional diplomacy where personal presence is important, for instance in 
certain rituals, as it would not have the same importance. The definition is 
not yet precise or established as the concept is rather new but the emphasis is 
on the area of public diplomacy. Thus, digital diplomacy would be an 
addition, a new tool, instead of completely renewing the processes and 
traditions.  
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“It’s more like expanding diplomacy towards digital tools, at the moment 
mainly in the area of public diplomacy. To influence and explain - -.” (I2) 
 
“Video conferences and all that will be used more as tools to aid negotiations 
in the future because travelling will get more expensive and there are these 
green regulations and such. It would clearly be a tool, it will not change 
negotiation processes.” (I2) 

 
The interviewees add that the challenge in social media is that it is easy to 
‘like’ and ‘share’ the message forward but where does it lead to. The 
commitment is not necessarily strong.  
 

6.1.9 Social media monitoring and measurement   
 
The purpose of the eleventh and final question was to find out if the missions 
carry out social media monitoring and social media measurement. During 
the time of the interview the Web Communications Group had decided to 
test social media monitoring via an external service provider. 
  

“This is something that is in its infancy here with us.” (I1) 
 
In terms of monitoring and measurement the lack of resources is an issue 
that comes up again. The interviewees speculate that the missions do not 
monitor or carry out follow-up, at least not with any kind of service. The 
analysis of the monitoring is the problem.    
 

“There are these free tools and programs you can use but the biggest problem 
is that you can define tags that you search from social media but the scanning 
and the analysis of what it really means takes up quite a lot of work. That can 
be the thing that we stumble here as well as in the missions when there aren’t 
resources or time to do an adequate analysis about what it means.” (I1)  

 
It is discussed that if the missions were to follow they could report about it 
and the analysis could be done concentrated in the Web Communications 
Group to see if there is something that needs to be prepared for beforehand. 
The monitoring and scanning is now focused mainly on crises situations 
retroactively. For example, the social media sites of the Embassy of Finland 
in Tokyo are studied afterwards. The other problem in monitoring is the fact 
that in order for it to be useful, it needs to be done on a large scale.    
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“It [monitoring] can be problematic in a way that for example in Wikipedia 
it’s not enough that you follow some interpretation in your own language or 
in English, instead you should look what is written in the language of the 
host country.” (I1) 

 
The Web Communications Group follows other authorities on how they 
manage social media. British Foreign and Commonwealth Office among 
others is one good example with better resources to focus on social media.    
 

“US air force has a great chart about how they use their social media. Only in 
cases where there is a decent comment or a question asking about facts or 
there is incorrect information, then it needs to be dealt with. Trolls are 
ignored, but monitored.” (I2)  
 
“You need to be aware of those even though you don’t directly respond to 
them. You can try to affect the public opinion and the image in other ways.” 
(I1)  

 
The interview data was used in the build-up of the questionnaire. The 
interviewees were also given the opportunity to suggest questions for the 
questionnaire.   
 

6.2 Questionnaire to the missions  
 
The questionnaire was sent to the missions via an email list which includes 
all of the missions. The foreword from the Ministry in the email mentioned 
the purpose of the study and the fact that only the missions that are using 
social media in their communications were the desired respondents. The 
Ministry also encouraged the missions to answer. In addition to the foreword 
from the Ministry, the actual questionnaire entailed a foreword from the 
researcher explaining the basis of the research as well as the instructions for 
the questionnaire. The purpose was that the questionnaire would be 
answered by a person actively involved in the social media of the mission 
and that the questions would be answered from the point of view of the 
particular mission and on the basis of the current situation. It was also 
encouraged that if there were several people responsible for social media 
they would ponder the questions together. However, it was emphasized that 
only one response per mission was wanted. A brief explanation of social 
media was also provided. 

Within the time frame 49 answers were received, one mission answered 
late but that answer is also included in the data. Despite the instructions, one 
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mission answered twice and in this case, the first answer received was 
included in the data, the other answer disused. As this questionnaire is 
executed as a census it is important to receive as many responses as possible. 
According to the Ministry the total of missions using social media by the 
time the questionnaire was sent was 50. Thus, the response rate is 98 %. 
However, the list of respondents is not completely coherent with the 
missions known to use social media which can be for several reasons, e.g. the 
Ministry not receiving information that a certain mission has joined social 
media.  

As this study aims to find out how the social media are used in the 
communication of the Finnish missions abroad and the emphasis in this 
study is on participation and dialogue in social media, five respondents were 
removed from the data on account of the fact that their social media sites 
were planned but not yet opened for public or that they were only for the 
purpose of a crisis situation (dormant pages). The answers of these 
respondents are used in general questions such as concerning the future of 
social media because these missions have familiarized themselves with social 
media. In each question, the number of respondents (N) is mentioned. The 
original respondent numbers were preserved for clarity. 
 

6.2.1 Background information  
 
The first three questions were background questions that are easy for the 
respondents to answer. The first question concerned the name and the 
location of the mission, the second the number of personnel in the mission, 
and the third the position of the respondent in the mission.   

As mentioned, there were a total of 49 missions that answered to the 
questionnaire: 42 embassies, 6 consulates general and one consulate. 
Geographically, the missions that provided a response to the questionnaire 
are scattered all over the world. The list of these missions can be found in 
appendix 2. Out of the respondents, the above-mentioned 44 were chosen.  

The size of the personnel was asked in order to find out what kind of 
resources the missions have. As is demonstrated in figure 3, some over a 
third of the respondents have 11–20 people in their mission. Around a third 
of the respondents have a staff of 6–10 people. A fourth answered that they 
have 21–50 people in their missions. Only two respondents have over 50 
people in their mission. In one mission there are less than five people.  
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Figure 3. The number of personnel (N=44) 
 
 
The third question asked about the position the respondent holds in the 
mission. The response options were ambassador – ‘the second in command’ - 
press counselor – other. ‘The second in command’ is the Ministry’s own 
terminology meaning the person substituting for the ambassador. It is 
notable that the titles and the positions may vary somewhat from one 
mission to another. 
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Figure 4. The position of the respondent in the mission (N=44)  
 
 
According to figure 4, there were a few ambassadors and a few press 
counselors among the respondents. A tenth of the respondents were ‘the 
seconds in command’. Three fourths of the respondents answered other. 
Among those respondents a third had cultural and/or press related 
positions, i.e. press and cultural affairs assistant, web editor, press officer and 
consul. Cultural and press affairs are combined as a section in many 
missions. Around a fifth of the respondents were secretaries and assistants. 
Other positions were: consul general also known as the head of the mission, 
first secretary, attaché, ‘the third in command’, intern, data administrator and 
project coordinator.    
 

6.2.2 Decision to use social media and time period of usage  
 
The purpose of the fourth question was to find out whose initiative it was to 
join social media. A majority of the respondents, some three fifths, answered 
that they joined social media on mission’s own initiative. Around a third of 
the respondents answered that they joined on the initiative of the Ministry 
for Foreign Affairs. One respondent used the possibility to give another 
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reason mentioning that the decision was based on a particular crisis situation 
(see figure 5). 

  
Figure 5. The decision to join social media (N=44)   
 
 
The purpose of the fifth question was to find out how long the missions have 
been using social media in their communications. The implementation of 
social media in the missions for the most part started gradually in fall 2010. A 
ballpark figure was wanted.   

As can be seen in figure 6, almost half of the respondents have been 
using social media for approximately a year. Over a fifth of the respondents 
have been using social media for approximately half a year whereas a fifth 
answered that they have been using it for a few years. A few of the 
respondents answered that they have been using social media for a few 
months. There was only one mission that has been using social media for less 
than a month. 
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Figure 6. The time period of social media usage (N=44)  
 

6.2.3 Social media tools in use and frequency of use  
 
The sixth question wanted to confirm what social media tools the missions 
are using. Based on the background research and the interview with the 
Ministry, it was assumed that Facebook was the main social media channel, 
and that some missions would use Twitter or a blog, and a few missions 
would use YouTube or Flickr. The response choices were based on this 
assumption.   

According to figure 7, all of the missions are on Facebook. All the other 
social media tools are lesser used. Around a fifth of the respondents use 
Twitter, and a sixth of the respondents answered that they are using a blog. 
YouTube is used by a tenth of the missions, and only a few missions use 
Flickr. None of the respondents use a wiki. The response choices also enabled 
the respondents to name other social media tools they use (‘other, what?’ 
response choice). Only one respondent answered that they are using 
Foursquare.    
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Among the missions it is not common to use several different social 
media tools as the majority, two thirds of the respondents, only use 
Facebook. A fourth of the respondents use two social media tools, most 
commonly a blog or Twitter in addition to Facebook. One of the missions is 
using three social media tools. A few of the respondents are using four tools. 
There was one mission that is using five different social media tools.  
 
 

 
Figure 7. Social media tools used (N=44)  
 
 
The purpose of the seventh question was to find out how much the missions 
use social media on average (e.g. posts, tweets, reading and replying to 
messages). The frequency of use was itemized by social media tool. Most of 
the respondents did not answer each section of this question (see the number 
of respondents in each section). According to figure 8, out of the respondents 
that did answer, three fifths answered that they use Facebook a lot, and two 
fifths answered that they use it somewhat. Around a third answered that 
they use Twitter a lot, and a sixth answered that they use it somewhat. One 
respondent uses YouTube a lot, and two fifths of the respondents answered 
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that they use it somewhat. Flickr is used somewhat by around a third of the 
respondents that did answer. Around a tenth of the respondents reported 
that they are using blogs a lot. Nearly half answered that they use a blog 
somewhat. A sixth of the respondents answered that they are using wikis 
somewhat. Over a tenth answered that they use the previously mentioned 
other social media tool somewhat.    
 
 

 
Figure 8. The frequency of use of social media channels (N=15–43) 
 
 
In the eighth question the respondents were asked to specify how often they 
use a particular social media channel if they had answered “somewhat” or “a 
lot” to the previous question. As Facebook is clearly the most used social 
media tool in the missions and the other tools are lesser used, it was the only 
tool that received a reasonable amount of responses (see figure 9). Around a 
third of the respondents answered that they use Facebook several times a 
day. Around a fifth answered that they use Facebook once a day. Several 
times a week Facebook is used by over a third of the respondents. Around a 
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tenth reported using it once a week. A few of the respondents answered that 
they use Facebook several times a month. 
 
 

 
Figure 9. The frequency of use of Facebook (N=44) 
 
 
In the ninth question the respondents were asked if they have linked 
different social media tools with each other, e.g. the central updates to be 
directed from Twitter to Facebook. If they had, they were asked to specify 
what tools. If they hadn’t they were asked why not. Over two fifths of the 
respondents answered that they have only one social media tool in use. 
Around a fourth did not link different tools. One respondent mentioned that 
primarily they use only one social media tool, but in a crisis situation they 
use two social media tools. Also, one respondent answered that in a crisis 
situation the social media tools are linked but otherwise the content is 
different. Tailoring the content and sometimes also the languages of the 
communication with the social media tool used was mentioned by a few 
respondents.      
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“- - I feel that FB and TW are somewhat different platforms and even though 
a large part of the updated content is the same, I don’t want to synchronize 
everything. Also the ways of communicating, and sometimes languages as 
well, differ between the platforms.” (R1)  
 
“The style is different in Facebook and Twitter; FB is more ‘news-like’ and in 
terms of posts and geography the cover is wider, whereas Twitter is briefer, 
area-specific channel for commenting.” (R33)  

 
A sixth of the respondents answered that they link the social media tools 
with each other. The tools linked were: Facebook and Twitter, blog and 
Facebook , and YouTube and Facebook. One respondent mentioned linking a 
personal Facebook page to that of the mission: 
 

”The mission’s Fb page will discuss with any relevant source of information 
if need be. My ‘personal’ page is founded and serves the mission’s page – it is 
a way to keep the Finnish reference groups informed on what’s happening 
here. The synergy benefits are obvious.” (R32) 

 
Some of the respondents were planning to open a Twitter page and after 
opening it link it with Facebook. In addition, a fourth of the respondents 
mentioned linking the website of the mission to the social media tool used. A 
few of respondents mentioned linking other websites.  

The purpose of the tenth question was to find out if the missions utilize 
other social media profiles than those of the mission, e.g. personal social 
media profiles of the ambassador. The majority, two thirds of the 
respondents, answered that they do not utilize other social media profiles 
whereas a third answered that they do utilize other profiles. Out of those 
respondents that do utilize other profiles, over a tenth mentioned using the 
personal profiles of the personnel. These members of the personnel are data 
administrators, cultural and communications officers and their assistants, or 
the ambassadors. The social media profiles of other missions or the Ministry 
were mentioned by a tenth of the respondents. Other profiles mentioned 
were: Global, maailma.net, CMI, local partner organizations, Finnish 
societies and institutions, cultural factors, politicians and any relevant 
sources.     
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6.2.4 Responsibility of social media  
 
The purpose of the eleventh question as well as the twelfth question was to 
find out how the responsibilities of social media communication are handled. 
First, it was asked who is responsible for the content in social media.  

In around three fifths of the missions the persons responsible for social 
media content are press and/or culture affairs personnel or their assistants. 
The head of the mission, the ambassador or the consul general, is responsible 
for the content in around a third of the missions. Some have the whole staff 
responsible for the content and some have all of the deployed staff. Over a 
tenth answered that the personnel of consul affairs was responsible. Some 
mentioned public diplomacy team, interns, ‘the seconds in command’, 
project coordinators, and administrative personnel. A few of the respondents 
mentioned in addition to the title that the ones responsible are staff members 
hired in the host country which can mean either a Finn or a citizen of the host 
country. Individual answers were: assistants, visa officer, counselor, data 
administrator, an outsider of the mission (language instructor), specialists, 
officer, and ‘the third and second carrier officers’.  

Second, it was asked who is responsible for the updates in social media. 
In over half of the missions the persons responsible for updates in social 
media are press /culture affairs personnel or their assistants. In over a fifth of 
the missions the interns were responsible for the updates. Some missions 
have the whole personnel and some have all the Finnish speaking personnel 
updating social media. The head of the mission (ambassador or consul 
general) is responsible for the social media updates in a sixth of the missions. 
Assistants were updating in over a tenth of the missions. Also over a tenth of 
the respondents answered that the staff members hired from the host 
country were responsible for updating. The personnel of consul affairs is 
updating in a tenth of the missions. Some updates are made by ‘the second in 
command’. Individual answers were: public diplomacy team, administration, 
project coordinator, ‘the third and second carrier officers’, data 
administrator, specialist and counselor. The titles (translated by the 
researcher) in the Ministry are very diverse and field-specific, so these 
questions were interpreted as a suggestive overview.  
 

6.2.5 Communication goals in social media  
 
The purpose of question 13 was to find out if the missions have set objectives 
for their communication in social media. The promotion of Finland and 
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increasing the knowledge of Finland in the host country, along with 
communication related to the public diplomacy country programs, were 
mentioned as a communication goal in social media by almost half of the 
respondents. In this context, strengthening, diversifying, and in some cases 
renewing the image of Finland, bringing up the strengths of Finland, and 
reaching public diplomacy target groups in a diversified way is discussed. 
Similarly, half of the respondents considered communicating about the 
operations of the mission as a goal.         
 

”We strive to share timely information concerning Finland - - to excite 
interest toward Finland, and to appear as an open and active player in our 
host country.” (R9) 
 
 “To strengthen the communication in the priority areas defined in public 
diplomacy country programs, - - and to reach the target groups working in 
these priority areas in a more diversified way.” (R47) 
 
“- - FB has been used in everyday communication about the mission’s 
responsibilities and events. Social media offer easy, fast and more casual tools 
to reach our clients when it’s about communicating to the masses.” (R12)  

 
Over two fifths of the respondents mentioned communicating about cultural 
and current affairs as a goal. This includes communicating about current 
affairs and cultural events in addition to the relations between Finland and 
the host country. A fourth of the respondents defined the goal of social 
media communication to complement the website of the mission, and 
sometimes email correspondence. This includes expanding and revitalizing 
the content on the website, strengthening the messages communicated via 
other channels, and acting as a buffer to the website. 
 

“As a communicational goal is of course to reach an audience as large as 
possible that doesn’t come to the website of the mission for other reasons 
among others cultural events coming up, other current affairs (elections and 
voting, relations between Finland and the host country) and the news from 
the embassy.” (R1) 
 
“With the help of social media we strive to tempt visitors to our website 
which is still our main communications channel in public diplomacy work.” 
(9)  
 
“To support the website of the mission, to inform partly lighter and shorter 
than is possible on the mission’s website, to expand the contents of mission’s 
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communication, to rouse constructive conversation and to bring new topics 
to mission’s communication - -.” (R35)  

 
Social media as means for crisis communication was mentioned by some 
third of the respondents. Some of the missions said that they have taken 
social media in use in case of a crisis situation as they are fast means of 
communication. A tenth of the respondents considered it a goal to keep the 
interest of the followers in case of a crisis situation, thus creating a basis for 
potential crisis communication.    
 

    “- - an integral and essential tool in crisis communication.” (R35)  
 
“With social media use we aim at preparing better for crisis communication 
in an operational environment prone to earthquakes.” (R47)    
 
 “To create a functioning network in case of crises situations while the going 
is good.” (R40) 

 
The goal for a sixth of the respondents is to reach a target audience as large 
as possible. It is believed that by using many communication channels, a 
wider audience can be reached. For some respondents new target groups 
were a goal of social media communication. The speed of communication 
was mentioned as a goal by over a tenth of the respondents. Only a tenth of 
the respondents mentioned the possibility for interaction and listening as 
goals. Some of the respondents defined openness and activeness as a goal. 
This includes conveying an image of a renewing and modern, up-to-date 
organization. Networking was considered a goal as well by a few 
respondents. Also, some of the respondents have a goal to bring the 
operation of the missions closer to the people. For some missions it means 
communicating lighter which includes reducing authoritative-like talk.     
        

“To listen, to smell the trends and to discuss, and networking (depending on 
the medium).” (R46)  
 
 “Be there where others are, to communicate openly and fast, to brand, to 
reduce jargon. Simply to inform.” (R43)  
 
 “The embassy wants to profile itself as an open institution that follows 
what’s happening and operates there where the citizens are.” (R22)  
 
“Networking and marketing and communications cooperation with other 
organizations.” (R30) 
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Single goals mentioned were: communicating about foreign policy, shortness 
of communication, finding information, attention, visibility, platform for 
communication, linking to external websites, doubling the number of ‘likes’ 
each year, easiness and target groups (as goals). One respondent answered 
that asking about the goals of social media communication was a good 
question and that she has been demanding after a communication strategy. 
One respondent answered with a question mark.  
 

6.2.6 Target groups in social media communication 
 

The purpose of question 14 was to find out how important the following 
target groups are in the missions’ social media. Especially, the subject of 
interest is how the missions balance between the target groups in the host 
country and in Finland. The response choices were: important – somewhat 
important – not at all important – I don’t know.  
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Figure 10. The importance of target groups in social media communication 
(N=44) 
 
 
According to figure 10, Finns in Finland is an important target group for over 
a fifth of the respondents. A majority, some two thirds of the respondents, 
considered them a somewhat important target group. Some of the 
respondents did not consider them at all important. One mission answered 
that they don’t know. Finns living, traveling or interested in the host country 
are an important target group for almost all of the respondents. One 
respondent considered them a somewhat important target group. The 
citizens of the host country interested in Finland are an important target 
group for the majority. Some of the respondents considered them somewhat 
important. To one respondent they are not important at all.  
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The domestic media is an important target group for a tenth of the 
respondents. For half of the respondents it is a somewhat important target 
group. Some third considered that it is not important at all. A few of the 
respondents answered that they don’t know. The media of the host country 
is an important target group for some two fifths of the respondents. Some 
half considered it a somewhat important target group. For a tenth of the 
respondents it is not an important target group at all. One mission answered 
that they don’t know.   

Business world is an important target group for around a fifth of the 
respondents. For the majority it is a somewhat important target group. A 
sixth of the respondents said that it is not important at all. A few of the 
respondents answered that they don’t know. Educational and research 
institutions, universities are an important target group for around a fourth of 
the respondents. A majority considered them somewhat important. Some of 
the respondents said that these are not important target groups at all. A few 
of the respondents answered that they don’t know. Political decision-makers 
are an important target group for some of the respondents. Over half 
considered them a somewhat important target group. Around a third of the 
respondents said that they are not important at all. Some of the respondents 
answered that they don’t know.    

Cultural organizations are an important target group for over two fifths 
of the respondents. Likewise, over two fifths considered them somewhat 
important. For a tenth of the respondents these are not important target 
groups at all. One mission answered that they don’t know. Quarters 
interested in Finnish cooperation are important for the majority of the 
respondents. For a third of the respondents these are a somewhat important 
target group. One respondent considered them not at all important. One 
mission answered that they don’t know.  
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Figure 11. Target groups of social media communication (N=41–44)  
 
 
The response choice ‘I don’t know’ was processed as missing knowledge in 
order to receive an accurate mean in each section (see figure 11). The 
respondents were rather unanimous. The most important target groups are 
Finns in the host country and citizens of the host country interested in 
Finland. Also quarters interested in Finnish cooperation are important. Also, 
the standard deviation does not reveal that dissenting views. Some 
differentiation was concerning cultural organizations (SD=0,68), the media of 
the host county (SD=0,67) and the domestic media (SD=0,66).   

In this context the respondents were also asked if other important target 
groups come to mind. A third of the respondents answered to this additional 
question. Out of those respondents that did answer, over a tenth mentioned 
students, either Finnish students in the host country or students of the host 
country in Finland, as a target group. Also schoolchildren and the youth 
were mentioned. Other target groups mentioned were Finnish actors in the 
host country, citizens of the host country staying in Finland, development 
cooperation partners, other active social media users, the missions of the host 
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country and other Finnish missions in the neighboring area, and citizens of a 
third country “for some reason or other” interested in the mission or in 
Finland. One respondent brought up the fact that as Facebook is restricted in 
the host country, the target group is mainly Finns and the westerners, and 
the language is mostly Finnish. Another respondent wanted to define that 
they are aiming at political decision-makers and the media of the host 
country as an important target group for the mission’s social media 
communication, but akin to a country like the host country, it is “easier said 
than done”. One respondent mentioned as a target group to awaken the 
interest of the citizens of the host country that are not that much interested in 
Finland. The actors interested in Finnish culture that are mainly others than 
cultural organizations were mentioned along with any target group that one 
wants to “awaken” in terms of a Finnish connection in order to get that 
group as a target for more permanent influencing. One respondent 
emphasized the communication between the Finns:  
 

“Social media in our host country have a special meaning in communication 
between the Finns. The country is large and the cultural differences within 
the country very big, the ability of the country to assimilate immigrants is 
astonishingly good. The possibility for the Finnish immigrants for daily 
communication via social media is critical in terms of maintaining Finnish 
identity.” (R29)   

  

6.2.7 Possibility for dialogue  
 
The purpose of question 15 was to find out if there is a possibility for 
interaction on the social media sites of the missions. The respondents were 
asked if there is a possibility for the followers to write freely on the social 
media sites. If the writing is not allowed, the respondents were asked to 
specify why not. One can conclude that if the option for commenting is not 
there, it is obvious that interaction does not take place.  

A majority of the respondents answered that the users are able to write 
freely on their social media sites. In fact, for most respondents, it seems to be 
axiomatic that it is made possible for the users to participate. One respondent 
mentioned that inappropriate messages will be removed, and that some of 
the questions are asked to be sent via the mission’s email if they are personal. 
A few respondents mentioned that comments are moderated (in blogs). It 
was also mentioned that the users are not that active to comment, and one of 
the respondents wished that the followers would be more active to contact 
the mission. In addition, a few of the respondents mentioned that 
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commenting and writing is completely open and that there have not been 
any problems.  
 

“It’s an important starting point for us so that the communication would 
truly be two-way. Some individual posts have received plenty of comments, 
but I’m hoping for much more unprompted contacts, question etc. via social 
media.” (R1)  
 
“All the people logged in the service can comment on/ add pictures, videos 
and other links on the wall of our Facebook page. A separate discussion area 
was removed from our site by the Ministry.” (R9)  
 
“Yes, of course!” (R13)  
 
“Commenting on the blog and Facebook is possible but faint.” (R17)  
 
“Yes. The purpose is to give this opportunity and that has worked well. In 
case there begins to come more to censor than the resources are able to take, 
we will reconsider.” (R25)  

 
In some missions the commenting is limited, e.g. it is possible to comment on 
Facebook updates but not to post on the wall. Some of the missions have 
limited opportunities to follow and to react to messages sent in the language 
of the host country. Also, there seems to be some concerns that allowing 
commenting would require too many resources. 
 

“Some of the tweets on Twitter are replied in public. The citizens of the host 
country don’t wish for open Twitter.” (R15)  
 
”In FB our wall posts can be commented on but you aren’t able to write on 
our wall. We want to keep the space looking like us, our clientele is very 
diverse and would definitely use the wall for their own purposes. The 
commenting on the blog is moderated. In practice, none of the comments have 
been removed or moderated.” (R12)  
 
“The mission is evaluating opening the possibility to post.  In crisis situation, 
however, posting is made possible.” (R22) 
 
”No, we use Facebook as a channel for informing, not a platform for 
conversation. The questions received via Facebook are answered but the wall 
posts of the users are not visible in public.” (R26)  
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One respondent added that it would be enlightening to receive an analysis 
from the researcher about the pros and cons of allowing the possibility for 
the users to post. This question will be addressed in the conclusions.  
 

6.2.8 Purposes and frequency of social media use  
 
The aim of question 16 was to find out what kind of purposes the social 
media sites of the missions are used for and how often. The timeframe given 
was daily – weekly – monthly – less frequently – not at all – only in special 
cases.  

According to figure 12, the social media sites are used in 
communicating about the general operations of the mission weekly by nearly 
half of the respondents. Around a fourth answered that they use social media 
monthly for this purpose. Around a fifth answered less frequently. One 
respondent answered daily, and another respondent answered that they 
don’t use social media at all for this purpose. One respondent answered only 
in special cases. 

A majority, around three fourths of the respondents, use social media in 
crisis communication only in special cases. Over a tenth answered that they 
use social media less frequently. Some respondents answered that they don’t 
use social media for this purpose at all. A few of the respondents reported 
monthly use.  

In event communication / communicating about the current affairs 
social media sites are used weekly by the majority, some two thirds of the 
respondents. Daily the sites are used for this purpose by a fifth of the 
respondents and monthly by a tenth.  

The sites are used to answer citizen inquiries less frequently by some 
two fifths of the respondents. Around a fifth of the respondents reported use 
only in special cases, and the same amount of the respondents answered 
monthly. A sixth answered that they use social media weekly for this 
purpose. Some respondents don’t use the sites at all.  

In informing about the mission’s citizen services (voting, opening 
hours, travel info etc.) social media sites are used monthly by over half of the 
respondents and weekly by a fifth. A tenth answered that they use social 
media less frequently for this purpose. Some of the respondents reported use 
only in special cases. One respondent mentioned using social media daily for 
this purpose, and another respondent answered not at all.  

In contacting interest groups (the media etc.) the sites are used less 
frequently by a third of the respondents. Around a third answered that they 
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don’t use social media at all for this purpose. A fifth of the respondents 
reported weekly use. A tenth answered monthly. A few of the respondents 
use social media for this purpose only in special cases.   

In participating in the general discussion social media sites are used less 
frequently by some two fifths. The same amount of respondents answered 
that they don’t use the sites at all for this purpose. A tenth reported weekly 
use. Monthly and only in special cases social media sites are used by a few of 
the respondents. One respondent answered daily.   

In Finland promotion and marketing the sites are used weekly by over 
two fifths of the respondents. A third uses social media monthly for this 
purpose. Over a fifth of the respondents answered daily.   

In promoting export and internationalization social media sites are used 
less frequently by some third and monthly by around a third of the 
respondents. Over a fifth uses social media weekly for this purpose. The sites 
are used only in special cases by a few of the respondents. Also a few of the 
respondents answered not at all. One respondent answered that they use 
social media daily for this purpose in their mission.    

In informing about development cooperation social media sites are not 
used at all by some two fifths of the respondents. Less frequently the sites are 
used by around a fourth and monthly by over a tenth. A tenth of the 
respondents answered that they use the sites only in special cases. A few of 
the respondents use social media weekly for this purpose.    

In informing about authoritative issues social media are used less 
frequently by some two fifths of the respondents and monthly by over a 
third. Some of the respondents reported use only in special cases. Weekly the 
sites are used by a few of the respondents whereas a few answered that they 
don’t use social media at all for this purpose. One respondent answered 
daily. 

In communicating about the core messages of public diplomacy country 
programs social media sites are used monthly by a fourth. Both weekly and 
less frequently they are used for this purpose by a fifth of the respondents. 
Also a fifth answered that they don’t use social media at all for this purpose. 
Daily use was reported by a tenth of the respondents. One respondent 
answered only in special cases.  

In supporting the communication on the mission’s website social media 
sites are used weekly by the majority of the respondents and daily by a sixth. 
Monthly the sites are used for this purpose by over a tenth of the 
respondents. A few of the respondents answered less frequently.  

Social media sites are not used as an arena for peer communication 
(between the users) at all by over a third. Around a fifth answered less 
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frequently. A sixth of the respondents answered weekly. Both monthly and 
only in special cases the sites are used by over a tenth of the respondents. 
One respondent answered daily.  

Social media sites are used in order to make the mission easier to 
approach, “to be in on the everyday lives of the people”, both monthly and 
weekly by around a fourth. Daily the sites are used for this purpose by a 
fourth. A sixth of the respondents answered less frequently. One respondent 
does not use social media at all for this purpose, and another respondent 
answered only in special cases. 

 

Figure 12. The purposes and the frequency of social media use (N=44)  
 
 
The respondents were also asked if other purposes for social media use come 
to mind. Some of the respondents answered to this complementary question. 
A few of the respondents mentioned the role of social media as 
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complementary to the mission’s website. Thus, the content is mainly about 
current issues, news from Finland, events in the mission, photos, and topics 
provided by the Ministry. Also a few of the respondents answered that 
occasions and events are tied to specific time periods (such as elections), and 
it means that during those time periods communicating is more active than 
usual, e.g. several times a week or a month. It was mentioned that Facebook 
is a great tool in crisis communication, and otherwise it is used as soon as 
there are current topics and news to communicate. One respondent 
mentioned following the newsfeed on the mission’s Facebook page as a 
purpose in terms of Facebook being a source of information. One mission 
answered that they receive positive feedback about their communication in 
terms of cultural and current affairs on a weekly basis.    
 

6.2.9 Statements about dialogue in social media  
 
The purpose of question 17 was to find out with the help of statements how 
the missions perceive dialogue in their social media. The response choices 
were according to Likert scale.  
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Figure 13. Statements about dialogue in social media (N=44) 
 
 
The first statement claimed that “By being present in social media we are 
better serving our customers.” As can be seen in figure 13, majority of the 
respondents agree with this statement. Over a tenth answered that they 
somewhat agree. One respondent answered somewhat disagree.  

The second statement claimed that “Social media as for our part is 
mainly one-way information sharing.” Over a tenth of the respondents 
answered that they agree. Some third answered that they somewhat agree. A 
fourth of the respondents reported that they somewhat disagree. Around a 
fifth of the respondents disagreed with this statement. Some of the 
respondents answered that they neither agree nor disagree.  

The third statement claimed that “We take actively part in the 
conversation that takes place on our social media sites.” Around a third of 
the respondents answered that they agree. Also around a third reported that 
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they somewhat agree. Some of the respondents somewhat disagree with this 
statement. A sixth answered that they disagree. Also a sixth answered that 
they neither agree nor disagree.  

The fourth statement claimed that “Our activity in social media is 
consistent and ‘we are speaking with one mouth’.” Some three fifths of the 
respondents agree with this statement. Some third answered that they 
somewhat agree. A few of the respondents reported that they neither agree 
nor disagree.    

The fifth statement claimed that “The employees of our mission do not 
want to appear in the mission’s social media with their own faces and 
names.” Over a third of the respondents agree with this statement. A fourth 
of the respondents answered that they somewhat agree. A fifth reported that 
they somewhat disagree. One respondent answered disagree. Some of the 
respondents reported that they neither agree nor disagree with this statement 
and some answered that they don’t know.  

The sixth statement claimed that “We are also in the position of 
receiving information in social media (information from the users).” Over 
two fifths of the respondents agreed with this statement. A fourth reported 
that they somewhat agree. Some of respondents answered that they 
somewhat disagree and some of respondents answered disagree. A tenth of 
the respondents answered that they neither agree nor disagree. One mission 
answered that they don’t know.    

The seventh statement claimed that “We receive feedback from our 
operations in social media.” A third of the respondents agreed with this 
statement. Some two fifths of the respondents answered that they somewhat 
agree. A sixth reported that they somewhat disagree. One respondent 
answered disagree. Four respondents neither agree nor disagree.   

The eighth statement claimed that “We have encouraged our followers 
to an active discussion.” A fourth of the respondents agreed with this 
statement. Over a tenth answered that they somewhat agree. A fourth 
reported that they somewhat disagree. A fifth of the respondents disagree 
with this statement. A sixth of the respondents answered that they neither 
agree nor disagree.   

The ninth statement claimed that “We listen to our customers in social 
media.” Over half of the respondents agree with this statement. Around a 
third of the respondents answered that they somewhat agree. One 
respondent answered somewhat disagree. Some respondents answered that 
they neither agree nor disagree.  

The tenth statement claimed that “We succeed in reacting rapidly to the 
messages sent via social media.” Over half of the respondents answered that 
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they agree. A fourth of the respondents reported that they somewhat agree. 
A tenth answered that they somewhat disagree with the statement. A few of 
the respondents neither agree nor disagree.     

The eleventh statement claimed that “We would like to be more active 
conversationalists in social media.” Around a third of the respondents 
agreed with this statement. Around a fourth answered that they somewhat 
agree. Around a fifth reported that they somewhat disagree. A few of the 
respondents answered that they disagree. A fifth of the respondents 
answered that they neither agree nor disagree.        

The twelfth statement claimed that “Social media is an important part 
of the communication of our mission.” A majority, some two thirds of the 
respondents agreed with this statement. Over a fifth answered that they 
somewhat agree. Some of the respondents reported that they neither agree 
nor disagree.  

 

 
Figure 14. Statements about dialogue in social media (N=35–44) 
 
 



78 

 

 

The response choices ‘neither agree nor disagree’ and ‘I don’t know’ were 
processed as missing knowledge in order to receive an accurate mean in each 
statement. According to figure 14, in most statements the answers were 
either somewhat agree or agree, thus it seems that the respondents were 
quite unanimous. However, when inspecting the standard deviation of the 
statements, the most significant difference in the respondents’ opinions 
concerns the statements about encouraging active discussion (SD=1,17), 
taking actively part in conversation (SD=1,11) and receiving information 
from the followers (SD=1,01). Other statements that scattered the opinions 
concerned finding social media as one-way information sharing, not 
personifying the employees in the mission’s social media, and the desire to 
be more active conversationalists.        

  

6.2.10 Statements about social media in practice  
 
The purpose of question 18 was to find out with the help of statements about 
the social media in practice. The response choices were according to Likert 
scale.  
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Figure 15. Statements about social media in practice (N=44) 
 
 
The first statement claimed that “We feel we have enough knowledge to use 
social media.” As demonstrated in figure 15, a fourth of the respondents 
answered that they agree with this statement. Over half of the respondents 
reported that they somewhat agree. Around a fifth answered that they 
somewhat disagree. One mission answered that they don’t know.     

The second statement claimed that “We are forerunners in social media 
use in our host country compared to other missions.” Around a fourth of the 
respondents answered that they agree with this statement. A third reported 
that they somewhat agree. Some of the respondents answered that they 
somewhat disagree, and some reported that they disagree. Around a fourth 
answered that they don’t know.  

The third statement claimed that “We were doubtful about the 
implementation of social media.” Some of the respondents answered that 
they agree with this statement. Around a fourth of the respondents reported 
that they somewhat agree. Over a fifth answered that they somewhat 
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disagree. A third reported that they disagree. Some respondents answered 
that they don’t know.   

The fourth statement claimed that “Our communication in social media 
is planned.” Some third answered that they agree with this statement. Over 
two fifths reported that they somewhat agree. Some respondents answered 
that they somewhat disagree. None of the respondents disagreed with the 
statement. Over a tenth answered that they don’t know.   

The fifth statement claimed that “Our operational environment affects 
our social media usage.” Around half of the respondents answered that they 
agree with this statement. A fourth answered that they somewhat agree. 
Some of the respondents reported that they somewhat disagree. A few 
respondents disagreed with the statement. A tenth of the respondents 
answered that they don’t know.  

The sixth statement claimed that “Responsibilities concerning social 
media are written down in the distribution of work of our mission.” Almost 
half of the respondents answered that they agree. A fifth reported that they 
somewhat agree with the statement. A tenth of the respondents answered 
that they somewhat disagree. Over a tenth of the respondents disagreed. 
Some respondents answered that they don’t know.  

The seventh statement claimed that “We have made plans in case 
problems occur in the usage of social media.” A few of the respondents 
answered that they agree with the statement. A fourth reported that they 
somewhat agree, and the same amount of respondents answered that they 
somewhat disagree. Over a third of the respondents disagreed. Some of the 
respondents answered that they don’t know.  

The eighth statement claimed that “Our social media use is dependent 
on individual employees’ skills.” Almost half of the respondents answered 
that they agree. Some two fifths reported that they somewhat agree. Some of 
the respondents answered that they somewhat disagree, and a few of the 
respondents disagreed with the statement.    

The ninth statement claimed that “The benefits that social media bring 
are greater than the risks.” A majority of the respondents answered agree. 
Around a fifth of the respondents reported that they somewhat agree. A few 
of the respondents answered that they don’t know.  

The tenth statement claimed that “The use of social media is constant 
learning and experimenting.” Over two fifths of the respondents answered 
that they agree. Over a third reported that they somewhat agree. Some of the 
respondents answered that they somewhat disagree. A tenth answered that 
they disagree. One mission answered that they don’t know.   
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The eleventh statement claimed that “We archive the discussions that 
take place in social media (e.g. posts, tweets).” None of the respondents 
answered agree. A few of the respondents answered that they somewhat 
agree with this statement. Around a fifth reported that they somewhat 
disagree. A majority of the respondents answered that they disagree. Some 
respondents answered that they don’t know.  

The twelfth statement claimed that “Social media follow-up is 
important.” A majority of the respondents answered that they agree with this 
statement. Over a fifth reported that they somewhat agree. One respondent 
answered somewhat disagree. One mission answered that they don’t know.  
 

 

 
Figure 16. Statements about social media in practice (N=32–44) 
 
 
The response choice ‘I don’t know’ was processed as missing knowledge in 
order to receive an accurate mean in each statement. According to figure 16, 
it is clear that concerning the statements about being doubtful about the 
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implementation of social media, and archiving the social media discussions 
the responses center around somewhat disagree or disagree. Otherwise, most 
of the responses lean toward somewhat agree or agree. The most significant 
difference between the respondents were in statements about the 
responsibilities of social media being written down (SD=1,12) and being 
doubtful about the implementation of social media (SD=1,03). Other 
statements that divided opinions concerned being a forerunner in social 
media, the operational environment affecting social media use, having plans 
in case problems occur, social media use dependent on individuals, and 
social media as constant learning and experimenting.           
 
 

6.2.11 Features of social media  
 
The purpose of the question 19 was to find out how important the 
respondents consider the following features of social media. The response 
choices were very important – somewhat important – not at all important – I 
don’t know. 
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Figure 17. The importance of social media features (N=44) 
 
 
According to figure 17, speed was considered very important by almost all of 
the respondents. Some of the respondents considered it quite important. 
Easiness was also considered very important by almost all of the 
respondents. Some of the respondents considered it quite important. One of 
the missions answered that they don’t know. Accessibility was considered 
very important by almost all of the respondents. Some of the respondents 
mentioned it as quite important.  

Interactivity was considered very important by some half of the 
respondents. The other half mentioned it as quite important. The feature of 
real-time was considered very important by the majority of the respondents. 
Around a fifth mentioned it as quite important. Openness was considered 
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very important by the majority of the respondents. Around a fourth of the 
respondents mentioned it as quite important. One respondent answered that 
it is not an important feature at all.  

Transparency was considered very important by three fifths of the 
respondents. Over a third considered it somewhat important. One 
respondent answered that it is not important at all. New target groups were 
considered very important by a majority of the respondents. Around a fifth 
mentioned it as quite important. Citizens as means of communication and 
opinion leaders were considered to be very important by almost half of the 
respondents whereas the other half mentioned it as quite important. A few of 
the respondents answered that they don’t know.  

The feature of not tied to either time or space was considered very 
important by two thirds of the respondents. Around a third mentioned it as 
quite important. One of the respondents answered that it was not important 
at all. One mission answered that they don’t know. Peer communication 
(between the users) was considered very important by a third of the 
respondents. Over half of the respondents mentioned it was quite important. 
One mission answered that it was not important at all. Some of the missions 
answered that they don’t know.  

The fact that information comes directly to the user was considered 
very important by a majority of the respondents. A tenth of the respondents 
mentioned it to be quite important. Feedback from the citizens was 
considered very important by three fifths of the respondents. Some third 
mentioned that it is quite important. One respondent answered that it was 
not important at all. A few of the missions answered that they don’t know.  
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Figure 18. The importance of social media features (N=40–44)  
 
 
The response choice ‘I don’t know’ was processed as missing knowledge in 
order to receive an accurate mean in each feature. According to figure 18, 
inspection of the means suggests that the respondents were quite unanimous 
in their views. Also, the standard deviation does not reveal dissenting views.    

The purpose of question 20 was to find out how the respondents 
evaluate the above mentioned features of social media to be reflected on their 
mission’s social media sites. The response choices were very well – quite well 
- not at all - I don’t know.  



86 

 

 

Figure 19. The reflection of the social media features (N=44) 
 
 
According to figure 19, over half of the respondents answered that speed is 
reflected very well. Over two fifths reported that it is reflected quite well. 
One of the respondents though that speed is not reflected at all. Easiness is 
reflected very well according to over half of the respondents. Some two fifths 
estimated that it is reflected quite well. One mission answered that they don’t 
know. Accessibility is reflected very well according to over half of the 
respondents. Over two fifths mentioned that it is reflected quite well.  

Interactivity is reflected very well according to around a fifth of the 
respondents. Some two thirds of the respondents mentioned that it is 
reflected quite well. A sixth reported that it is not reflected at all. One 
respondent answered I don’t know. Real-time is reflected very well 
according to some half of the respondents, over half thought that it is 
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reflected quite well. One respondent answered that it is not reflected at all. 
Openness is reflected very well according to some two fifths of the 
respondents. Over half mentioned that it is reflected quite well. One 
respondent thought that it is not reflected at all. One mission answered that 
they don’t know.  

Transparency is reflected very well according to around a third of the 
respondents. Over two thirds of the respondents mentioned that it is 
reflected quite well. One respondent thought that it is not reflected at all. A 
few of the respondents answered that they don’t know. The feature of new 
target groups is reflected very well according to around a fifth of the 
respondents. Some two thirds reported that it is reflected quite well. One 
respondent thought that it is not reflected at all.  A tenth of the respondents 
answered that they don’t know. The feature of citizens as means of 
communication and opinion leaders is reflected very well according to some 
of the respondents. Over half answered that it is reflected quite well. 
According to around a third of the respondents it is not reflected at all. A 
tenth answered that they don’t know.  

Not tied to either time or space is reflected very well according to 
around half of the respondents. Over a third answered that it is reflected 
quite well. Over a tenth of the respondents thought that it is not reflected at 
all. One mission answered that they don’t know. Peer communication 
(between users) is reflected very well according to a tenth of the respondents. 
Some half reported that it is reflected quite well. Around a fourth thought 
that it is not reflected at all. A sixth of the respondents answered that they 
don’t know.  

The fact that information comes directly to the user is reflected very 
well according to some three fifths of the respondents. Over a third reported 
that it is reflected quite well. A few of the respondents thought that it is not 
reflected at all. One mission answered that they don’t know. Feedback from 
the citizens is reflected very well according to some of the respondents. A 
majority reported that it is reflected quite well. A sixth of the respondents 
thought that it is not reflected at all. Two missions answered that they don’t 
know.  
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Figure 20. The reflection of the social media features (N=37–44) 
 
   
The response choice ‘I don’t know’ was processed as missing knowledge in 
order to receive an accurate mean in each feature. As demonstrated in figure 
20, the answers were quite unanimous. Only two features, not tied to either 
time or space (SD=0,72) and peer communication (SD=0,66), caused 
somewhat dissenting views. The most important features of social media, 
feedback from the citizens, peer communication and citizens as a means of 
communication, are not reflected that well.    

By comparing the results from questions 19 and 20, it seems that the 
respondents consider most of the features of social media mainly very 
important and sometimes quite important whereas on the social media sites 
of the mission these features are reflected mainly quite well and sometimes 
very well. It seems that the actual execution does not quite add up to the 
considered importance of these features.     
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6.2.12 Heckling and troublemaking  
 
The purpose of question 21 was to find out whether the missions have faced 
interference or troublemaking on their social media sites. If there had been 
troublemaking, the respondents were asked to specify what kind.  

Some three fourths of the respondents answered that there has not been 
any troublemaking on their sites. Over a fifth of the respondents reported 
that there has been troublemaking.  The troublemaking that had taken place 
was mainly nothing serious. A tenth mentioned advertisements as 
troublemaking. Over a tenth of the respondents mentioned individual users’ 
inappropriate comments about various issues: conspiracy theories, 
miscellaneous posts beside the point and rough language.   

A few of the respondents mentioned that the financial crisis in Europe 
and Finland’s role in it, and the parliamentary elections (in April 2011) 
caused some stir. One of those missions postponed the opening of their 
Facebook page due to these factors. One of the respondents mentioned that 
there had been so called hate group sites directed toward the operations of 
their mission. One of these hate groups was using the mission’s logo but the 
issue was resolved with the help of Facebook administration. One 
respondent mentioned that there have been some commenting related to visa 
issues. Another respondent mentioned that during a crisis there were few 
negative comments, ‘painting devils on the walls’ so to speak. Some of the 
respondents mentioned that they have removed individual posts, but none of 
them mentioned blocking anyone from the site.  
 

6.2.13 Social media monitoring  
 
The purpose of question 22 was to find out how often the missions follow the 
following social media sites. The response choices were not at all – somewhat 
– a lot – I don’t know.   

When asked about the social media sites of other Finnish missions 
around a third of the respondents answered that they follow them a lot. Two 
thirds of the respondents reported that they follow them somewhat. One 
mission answered that they don’t follow them at all. One mission answered 
that they don’t know.  

When asked about the social media pages of other countries’ missions 
in the host country over a tenth reported that they follow the sites a lot. 
Almost half follow them somewhat. Two fifths of the respondents don’t 
follow these sites at all.  
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In regards to the social media sites of the Ministry for Foreign Affairs of 
Finland some two fifths follow them a lot whereas some half of the 
respondents follow them somewhat. Some respondents don’t follow the 
pages at all.  

When asked about the social media sites of thisisFINLAND service 
some third of the respondents reported that they follow the sites a lot. Half of 
the respondents follow them somewhat. A sixth does not follow that service 
at all. thisisFINLAND is a service produced by the Ministry and published 
by the Finland Promotion Board that informs about “things you should and 
shouldn’t know” about Finland.    

The response choice ‘I don’t know’ was processed as missing 
knowledge in order to receive an accurate mean in each section. According to 
figure 21, the missions do some social media monitoring. As with previous 
questions, the respondents seem to be quite unanimous. However, there are 
some respondents that don’t follow the social media sites of the Ministry at 
all. Also, some of the respondents don’t follow thisisFINLAND service, a 
good source of information in terms of content, at all. An important interest 
group, the other missions in the host country, is not monitored that much. 
This may be the reason for the missions not knowing whether they are a 
forerunner in social media in their host country (question 18, statement 2). 
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 Figure 21. Social media monitoring (N=43–44) 
 
 
In this context the respondents were also asked if other social media sites 
that they are following come to mind. Most of the missions listed some sites. 
These included: foreign ministries of the host country, other ministries of 
Finland and the host country; host country’s press and domestic press, 
journalists; Finnish communities in the host country; Finnish cultural 
institutions in the host country, interests groups;  chambers of commerce, 
Finpro; EU delegation to the host country; societies involving Finland and 
the host country, UN; organizations such as Global.fi, Maailma.net, CMI, 
Cleantech Finland, WB, Finnfact, CIMO, Eures, Finnish Tourist Board; 
authorities and political leaders of the host country and in Finland; the 
meteorological and geological institutes (for earthquakes and tsunamis); 
citizens of host country in Finland; event organizers, cultural organizations, 
campaigns and projects; cities of the host country, and revolutionary 
activists. One respondent mentioned that the monitoring is done via a 
personal social media site due to personal interest in social media.  
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The purpose of question 23 was to find out what the respondents 
thought of the usefulness of social media monitoring. Over two fifths of the 
respondents felt that monitoring is very useful whereas over half of the 
respondents felt that it is somewhat useful. None of the respondents found 
that monitoring is not at all useful.   

The purpose of question 24 was to find out how much the respondents 
assume that the mission’s personnel follows the mission’s social media sites. 
In addition, the purpose was to awake the respondents to think about the 
role of their personnel in social media. Of course, it needs to be taken into 
account that this is only an assumption. A majority, some four fifths of the 
respondents, assumed the personnel would follow somewhat. Some 
respondents assumed the personnel would follow the sites a lot, and some 
respondents assumed they would not follow the sites at all. One mission 
answered that they don’t know. 
   

6.2.14  Social media measuring 
 
The purpose of question 25 was to find out whether the missions evaluate 
their communication in social media. Previously, the respondents answered 
a claim about social media follow-up being important (question 18, statement 
12) where the majority agreed with the statement.   

According to figure 22, the majority of the respondents, three fourths, 
evaluate their social media communication occasionally. A fifth of the 
respondents do not evaluate the communication in their social media at all. A 
few of the respondents answered that they evaluate their social media 
communication systematically.  
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Figure 22. Frequency of social media measuring (N=44) 
 
 
The purpose of question 26 was to find out how the missions evaluate social 
media. As demonstrated in figure 23, over a tenth of the respondents use 
written feedback from the users in their evaluation, and a fifth uses verbal 
feedback. The quality of updates is a criterion in the evaluation for around a 
fourth of the respondents whereas some third uses the quantity of updates. A 
majority of the respondents evaluate on the basis of the number of “likes”. 
Half of the respondents follow the effect social media has on the number of 
visits on their website. Over a fifth of the respondents evaluate the 
conversation that takes place on their social media sites. Over two fifths of 
the respondents use the statistics provided by the service provider. Less than 
a third of the respondents evaluate on the basis of re-linked materials 
(“share” function). One respondent used the response choice “other, what?” 
and mentioned that they were planning to conduct a Survey Monkey 
questionnaire.       
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Figure 23. Methods of measuring (N=44)  
 

6.2.15 Advantages of social media 
 
The purpose of question 27 was to find out what advantages the respondents 
(N=44) have achieved by using social media. The idea behind this question 
was to inquire about the experienced advantages, instead of potential 
advantages. This was an open question so that the respondents could 
describe the advantages in the way most suitable for them.   

Almost all of the respondents answered that there have been 
advantages in using social media. Most of these respondents reported several 
advantages. The advantages mentioned the most relate to the scale of social 
media. A fourth of the respondents mentioned reach as an advantage 
whereas around a fifth of the respondents mentioned accessibility. Another 



95 

 

 

fifth mentioned new target groups as an advantage. Thus, social media 
reaches those that would not otherwise seek to the mission’s website.  

 
“We reach people that don’t go to the missions [web]site and so we get the 
Finland advertisement to a wider public.” (R34) 
 
“Within six months we have reached well especially the Finns living in the 
host country which was our main target group. Via Facebook we can pass 
information directly to them by coming ‘to them’ without them having to seek 
e.g. to our website.” (R20)  
 
“We have reached new interest groups and we’ve managed to get important 
messages fast to the awareness of the users.” (R50) 

 
Some third of the respondents mentioned speed as an advantage. Especially 
important speed is in crises situations. Over a tenth of the respondents 
mentioned the important role social media plays in crisis communication, in 
changing situations. Social media sites are a source of information as well as 
the citizens can convey information to the mission.       
 

 “In a crisis situation we reach citizens fast, also we get information from 
them. Twitter acts as a source of information in states of emergency.” (R12)  
“We have a target group ready for a possible crisis situation.” (R40) 

 
Around a fourth of the respondents mentioned openness and informality as 
advantages. Presence in social media brings humanity to the operation of the 
missions and has brought the missions closer to ‘the man in the street’. There 
has been a transition toward modern and present-day communication. Also, 
the information is served directly to the customers without them having to 
seek for it. Interaction, feedback and learning from it, and activity were all 
mentioned as advantages by a few of the respondents.     
       

“We are more ‘human’.” (R40) 
 
”We have wanted to show outwards our expertise and make the mission as 
open and approachable as possible.” (R1)  
 
“There has been a move to modern, more open communication. The image of 
the mission might not be so office-like.”  (R48) 
 
“We have been able to create a better, direct contact and a channel for 
communication than before to the citizens of the host country interested in 
Finland.” (R45)  
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“Feedback from the users and the reciprocity of social media are great 
advantages compared to passive informing.” (R34) 

 
Around a fifth of the respondents mentioned the advantage that social media 
brings to Finland promotion. Coverage as an advantage was brought up by a 
few of the respondents. It is also mentioned that social media communication 
is easy and effortless, where there is also the ability to bring up information 
provided by others by linking. Informing about general operations of the 
mission, topical communication, and event communication were mentioned 
as advantages by some of the respondents. One respondent thought that 
social media presence brings legitimacy in the eyes of the customers.     
 

“New audiences, a lot of attention both in host country and domestic media.” 
(R15) 
 
“- - I think the social media channels have fast reached and even bypassed in 
meaning the other channels that the mission has had in use. Because people 
are in the social media platforms, we must be there, too. “ (R1)   
  
“We have received positive feedback about the cultural tips, so promoting 
Finnish culture in our host country has succeeded.” (R17)    
 
 “One can think that social media have made the mission more visible in 
Finland as well, and using social media is one way of bringing up the fact 
that we are an active and very important mission from point of view of 
Finland’s benefit!” (R1)  

  
A fifth of the respondents said that social media have made communication 
more effective and versatile. Easiness of social media, mentioned by a tenth 
of the respondents as an advantage, enables the whole personnel to take part 
in communication. A few of the respondents mentioned that they have been 
able to change the image of the mission thanks to social media. It was also 
said that presence in social media creates positive profile and works as a 
timeline for own operation. One respondent sees social media 
communication as a different approach to external communication. Some of 
the respondents mentioned the supporting role of social media in terms of 
the mission’s website. According to a few of the respondents, presence in 
social media brings a reputation of a forerunner. The flexibility of social 
media was mentioned by a few of the respondents. One respondent brought 
of the fact that thanks to social media they are better serving not only 
customers but interest groups.    
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“Faster and easier communication, a low threshold increases the involvement 
of the personnel to communication.” (R24) 
 
“The threshold for using social media is vanishing. Mission’s relation to 
communication has gotten clearer, easier and evolved. Social media have 
offered a different opportunity to analyze and approach our external 
communication.” (R25) 
 
“The communication has become more effective, a pull-in channel for the 
website.” (R13) 
 
“We have been able to change the image of the mission’s operations and 
gotten our messages through better.” (R18) 
 
“We have received a new valuable means of communication. By linking we 
have been able to increase the visibility of Finland in our host country and via 
Facebook we are able to create a better contact surface for our target groups in 
our host country and to act as an active party for other Finnish actors.” (R9) 
 

There were also individual responses: timeliness, extravagance, networking, 
a valuable means of communication and cheap. One respondent thought that 
there has not been a significant advantage yet. Another respondent predicted 
that there will be advantages in the future. Two of the respondents asked to 
see their previous responses. One respondent did not answer this question.  
 

6.2.16 Disadvantages of social media 
 
The purpose of question 28 was to find out whether the respondents (N=44) 
have noticed disadvantages or risks in using social media. The emphasis was 
on disadvantages and risks already experienced, neither potential 
disadvantages nor risks. This was also an open question so that the 
respondents could describe the disadvantages in the way most suitable for 
them.   

Around half of the respondents said that they haven’t come across any 
disadvantages or risks in using social media. A few of the respondents 
mentioned that disadvantages have not come up as they don’t have the 
resources to discuss with the users. One respondent noted that the benefits of 
social media outweigh the disadvantages.      
 

“We contemplated disadvantages and risks when we were opening the 
Facebook page but in practice we haven’t noticed them.” (R23)  
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“The benefits that social media bring are greater than the potential risks. 
There are risks in other media as well so there is no need to be particularly 
‘scared’ of social media.” (R5)  
 
“We haven’t noticed anything, partly maybe because we don’t have the 
resources to ‘discuss’ with the users and there have not been disturbing 
comments.” (R50)  
 
“Hmm…. it’s maybe misleading to talk about risks but creative ideas, 
educating oneself constantly and following what others do is very important, 
I think, to keep up with all that social media actually enables.” (R1)  

 
Around a third of the respondents reported resources as a disadvantage or 
risk, and often the reason was that social media communication is dependent 
on individual employees. When these employees are absent there is no one to 
cover for them and to take the responsibility of the social media sites. A few 
of the respondents said that there is pressure to update social media. One of 
the respondents mentioned that it has been somewhat difficult to get the 
other employees of the mission to understand the importance of social 
media. Some of the respondents mentioned the fast pace of social media as a 
disadvantage. In a hurry mistakes can happen e.g. in the content or 
misspelling, that then spread to a wide audience.  
 

 “Now social media is maintained alongside other duties with left-hand. 
Holidays among others are risks when fb and twitter are not updated and 
followed for weeks.” (R2)   
  
“Disadvantages is maybe the fact that the usage is dependent on active 
individuals and when they are on holiday no one else takes the 
responsibility.” (R1) 
 
“Limited resources cause pressure in terms of content production.” (R47)  
 
”Eats small resources – is the advantage gained worth the work 
contribution?” (R31)   

 
Over a tenth of the respondents thought that answering to the expectations 
of the public is a disadvantage or a risk. Presence in social media is expected 
to be full-time and it requires constant updating and monitoring, the 
respondents reported. One respondent mentioned the unanswered questions 
of the followers as a disadvantage. Updating takes up already limited 
resources. Some of the respondents feel pressure to create posts. A few of the 
respondents mentioned the inability to update social media. 
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“Answering to the expectations of the public is challenging: They require 24h 
presence and a lot of feedback.” (R15)  
 
“The medium has to be in use all the time so the amount of information 
cannot shift a lot.” (R18)   
 
 “Due to the lack of resources we don’t have time to answer all of the 
questions fast enough.” (R11) 
 
“- - the inability to update own sites. If the sites decompose the effect is 
negative.” (R32) 

 
A tenth of the respondents considered negative or irrelevant comments as a 
disadvantage or risk. It seems that this problem occurs from time to time and 
one should be prepared for these comments. Potential hecklers /trolls were 
mentioned also by a tenth. It was also mentioned that heckling will increase 
if the social media page is popular. If so, then social media would take up a 
lot of time. Thus, some of the respondents considered the popularity of social 
media as a disadvantage. Some of the respondents mentioned caution with 
the contents, likewise some considered the uncontrollability as a 
disadvantage or risk.  
 

 “Heckling on the sites is of course always possible and that’s why the pages 
need to be constantly monitored, administration needs to be in order.” (R48)  
 
 “- - there have been some discussions about what could be published in social 
media that the Foreign Ministry is not used to publish.” (R1) 
 
“One needs to always remember that we are an authority and the published 
information has to be correct and no-nonsense so you should not get provoked 
or rush. False information or misunderstanding balloons fast and easily. 
Luckily we don’t have an example of this but so called touch and go situations 
have thought us this.” (R12) 
 
“The disadvantages have been minor during the year of operation. We’ve 
received some critical questions / comments that needed to be responded as 
‘diplomatic’ as possible.” (R19)  

 
There were also individual responses. A few of the respondents reported that 
they have removed advertisements from their social media page. Also a few 
of the respondents mentioned the lack of language skills which makes it 
difficult to monitor the social media communication that takes place in the 
language of the host country. One respondent brought up the fact that social 
media use is restricted in the host country.    



100 

 

 

 
“Because of the restrictions in the host country FB is not as a worthy medium 
as in the West and the lack of language skills prevents the use of the local 
social media.” (R40)  

 
Privacy issues (e.g. in crisis communication), the problems with control and a 
consistent line in the communication, losing prestige, and the difficulty of 
increasing the amount of followers were mentioned by individual 
respondents. One respondent mentioned the lack of education and 
guidelines which is also linked to the fear of making a mistake. 
 

“There have been incidents in the news in our host country about Twitter 
slip-ups meaning cases where a small careless mistake becomes national 
news. Maybe I am somewhat worried about political correctness etc., even 
though I consider myself as an experienced social media user, I can’t say that 
I have particular guidelines on how one should act in social media. For the 
most part I define it myself.” (R1) 

 
Three respondents did not answer the question.  
 

6.2.17 Future of social media  
 
The purpose of the last question was to find out how the missions perceive 
the future of social media in the communication of the missions. This 
question was an open question and the phrasing of the question was 
intentionally impersonal because the intention was to find out about the 
future of social media in the missions in general. Also, it was thought to be 
easier for the missions to evaluate social media in a general way. However, a 
few of the respondents answered in terms of their own mission. Answers 
from all of the respondents were included (N=49) in this final question.    

A majority of the respondents, some nine out of ten, were positively-
oriented about the future of social media in the missions. Two thirds of the 
respondents clearly stated that the role will increase or become more 
important. Over a fourth thought that social media will have a significant 
and strategic role in the communication of the missions. Social media sites 
are used both in communicating with the Finns and the citizens of the host 
country. A few of the respondents mentioned that growth of social media is 
the only way. One mission aims to provide a platform for communication.        

 
“Constantly growing, there is no other way.” (R33) 
  



101 

 

 

“A natural part of communication.” (R15)  
 
“It will be established as a part of everyday communications and the channels 
will increase.” (R40) 
 
“Increasingly the communication and the readers/audience/customers are 
found in social media.” (R35)   
 
“The site of the mission is like a meeting place and a place for conversation.” 
(R44)  

 
A fifth of the respondents reported that social media should be more planned 
and systematic. It needs to be developed further in the future and invested in 
both in time and resources. A seventh of the respondents considered that the 
lack of resources hinder the usage of social media in the future. A few of the 
respondents mentioned that the responsibility of social media is on the 
shoulders of individual employees. One respondent mentioned re-evaluating 
the previously made social media plan. Another respondent recommended 
bravely using social media.  
   

“The usage of social media will probably increase but that should be taken 
into account also in resources (training, number of personnel etc.).” (R11) 
 
“- - using social media is also very ad hoc based. If we had more people in the 
mission interested in it and more time, I think the usage should be directed 
into a more systematical direction, e.g. build small-scale social media 
campaigns and competitions etc..” (R1) 
 
 “[Social media] should be utilized more efficiently and to engage also the 
other employees of the mission to the same matter.” (R38)   
  
“Social media already is a pack of different tools that all should work 
seamlessly together in order to reach the best gain and advantage.” (R2) 
 
 “There is no returning to the past, it requires more input in future.” (R48)  
 
“Everybody should use it more extensively and bravely.” (R8) 
  

Over a tenth of the respondents specified that social media will continue to 
be only one of the tools and it is used to support other communications. 
Some of the positively-oriented respondents were also somewhat skeptical. 
For instance, a call for moderation in social media was expressed, and 
resources mentioned as hindrance for a more active participation.             
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“I believe that the role will strengthen but at the same time a moderate and 
composed way is found for authorities. However, social media site is just one 
tool.” (R12) 
 
“On the other hand it terrifies what new services come that we are going to 
take part in and how long the fad will last. Nothing is eternal, there is always 
something new.” (R34) 
 
“An important but supporting role for other communications. With the 
current human resources a more active participation in social media is not 
possible.” (R16)  

 
A tenth of the respondents mentioned the role of social media growing 
especially in crisis communication. Some of the respondents mentioned 
activity and interaction in the future of social media. Being present there 
where the clients are and making the mission more approachable were 
mentioned again.     
 

“Social media will have a central role in all of our communications. In crisis 
communication social media have a very significant role.” (R9)  
 
“- - in a crisis situation social media communication defeats traditional 
communication in its efficacy. In crisis situations specifically interaction has 
a priceless role.” (R34)   
 
“I also think that it is a great channel for opening discussions, participating 
and spotting weak signals and highlighting them. (R49) 

 
Single reasons given for the increase of social media in the future were: 
speed, modernity, a medium of information, accessibility, making the 
mission easier to approach, affirmation of the visibility of the mission, 
rapidly changing, and new target groups. 

Some of the respondents thought that the role of social media will stay 
the same in the future.  
 

“The role of social media will strongly be in informing purposes unless it is 
actively directed toward replacing existing functions, e.g. customer service.” 
(R5)  

 
One respondent didn’t answer the question. The summary of the 
questionnaire results can be seen in table 2.  
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Table 2. Overview of the main results of the questionnaire 
 
 
the decision to join social 
media 

 
on missions’ own initiative 

 
time period of usage  

 
1-2 years 

 
the main social media tool 

 
Facebook: daily/ several times a week 

 
main target groups 

 
Finns living, traveling or interested in the host country, 
citizens of the host country interested in Finland, 
quarters interested in Finnish cooperation 

 
main purposes on a weekly 
basis 

 
communicating about the general operations of the mission,  
communicating about events / current affairs,  
Finland promotion, supporting the website 

 
dialogic communication: 
agreement 

 
an important part of communication, 
serving clients better, activity consistent, listening, reacting rapidly, 
follow-up important 

 
dialogic communication: 
division 

 
participating and encouraging discussions, 
receiving information in social media, preparedness for problems   

 
dialogic features  
of social media 

 
considered very important, reflected quite well 

 
troublemaking 

 
no troublemaking (three fourths) 

 
evaluation /measuring 

 
occasionally:  
the number of ‘likes’,  
the number of visits of the website,  
service provider’s statistics 

 
advantages 

 
there have been advantages (almost all of the respondents) 
reach, accessibility, new target groups etc.  

 
risks 

 
no risks (half of the respondents) 
resources (a third), dependent on individuals 

 
future of social media  

 
positive, increasing use (two thirds)   
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6.3 Observation 
 
The research data was supplemented with observation. According to the 
questionnaire all of the missions use Facebook as a social media tool. 
Therefore, the missions’ Facebook pages were chosen as the targets for the 
observation. However, some of the missions use Facebook in cooperation 
(e.g. the Embassy of Finland in Berlin and the Consulate General of Finland 
in Hamburg) in which case there was naturally only one page to observe. In 
addition, one mission is on Facebook together with the Nordic missions in 
the host country, and as there was no way of knowing for sure which post is 
made by the Finnish mission, this page was not observed. Also, the pages 
used only in crisis communication (mentioned in the questionnaire) were left 
out. All in all, a total of 41 Facebook pages were observed. The coding sheet 
(appendix 4) for the observation was constructed according to the 
communication grid by van Ruler (2004).  

There were a total of 189 posts that were coded. It was rarely straight-
forward as to what strategy the message was conveying. For example all of 
the posts could have been coded as information, because the messages were 
often for the purpose of informing. In addition, van Ruler’s consensus-
building strategy is suggested to be used in a situation where an agreement 
needs to be achieved between differentiating opinions. If the consensus-
building strategy is considered to require a conflict, there were no posts in 
this strategy. However, if the consensus-building is understood as building 
bridges between the organization and its environment, the operations of the 
missions are all based on consensus-building strategy, as that is their 
purpose. Van Ruler seemed to suggest that these strategies need to be 
considered separate, therefore the coding attempted to do the same.   

The observation results confirmed the results received from the 
questionnaire. A majority of the posts, nine out of ten, were coded as 
information strategy. Most of the time, but not all the time, the posts were 
coded as another strategy in addition to information. Around half of the 
posts were coded as persuasion strategy. A sixth of the posts were coded as 
consensus-building strategy, which was understood as building bridges. 
Only a few of the posts were coded as dialogue strategy. The purpose of the 
posts was mainly Finland promotion including informing about cultural 
events. Furthermore, the posts were used to communicate about the current 
affairs and about the operations of the missions. Often, the strategies used in 
a post were information and persuasion in promoting Finland. On average 
there were 5 posts per week. There were two posts that were coded 0 in all 
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the strategies as none of the strategies seem to fit them. The researcher was 
unable to code six posts due to language barrier.     

 
 
 

   
Controlled 
one-way 
            

  

 Information 
169 

 Persuasion 
87 

 

Denotation     Connotation 

 Consensus-
building 
32 

 Dialogue 
4 

 

  Two-way   

 
 
Figure 24. The number of posts coded according to Van Ruler’s 
Communication Grid (N=189)  
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7 CONCLUSIONS AND DISCUSSION 
 
As mentioned in the introduction, social media is everywhere nowadays 
(Kaplan & Haenlein 2010, 67). However, for the Finnish missions abroad 
social media tools are rather new tools for communication. The main 
research problem guiding this research was how social media are used in the 
communication of the missions. The aim was to provide some guidelines 
about social media communication in the context of public diplomacy.  

In this chapter the theoretical framework and the results are combined 
as conclusions. The research questions are addressed individually. In 
addition, evaluation of the research is discussed and suggestions for further 
study are provided.   
 

7.1 Answers to research questions 
 
RQ1: For what kind of purposes are the social media sites of the missions 
being used? 
 
The special nature of the missions as representing and promoting Finland 
abroad also affects the communication of the missions. As the interviewees 
mentioned, on the one hand the communication is directed to Finland and 
the target groups here, on the other hand it is directed to the host country 
and its target groups. It became clear both from the interview and the 
questionnaire that there is a wide range of target groups for the social media 
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communication of the missions, and these groups may vary between 
different countries (public diplomacy country programs). The main target 
group defines the content of the messages and the language(s) of the 
communication, also sometimes the social media tool chosen.      

According to the respondents the most important target groups are first 
of all Finns living, traveling or interested in the host country and second of 
all the citizens of the host country interested in Finland. Furthermore, 
quarters interested in Finnish cooperation are a part of the main target 
groups. Thus, it can be said that the emphasis of the public diplomacy 
communication is in the host country. That is understandable as public 
diplomacy is “negotiating understanding between nations and peoples”. 
However, it is worth noting that broadening of the audience of public 
diplomacy is also suggested. (Wang 2006, 94.)    

The respondents considered event communication and communicating 
about the current affairs, and supporting the communication on the mission’s 
website as the main purposes for using social media. This communication 
takes place on a weekly basis in general. In addition, communicating about 
the general operations of the mission, and Finland promotion are also often 
used purposes. This is not surprising as cultural communication is indeed an 
important aspect of public diplomacy (Signitzer & Coombs 1992, 143). Based 
on these purposes, it could be said that social media sites are in fact only a 
part of the communication for the missions, and they are used in a traditional 
way to inform which was mentioned by the interviewees as well. However, it 
is emphasized that the purpose of social media is not to convey the same 
messages the stakeholders already receive via traditional media channels 
(Rybalko & Seltzer 2010, 340). The clear weaknesses in the social media 
communication are the lack of participation in the general discussion and not 
answering to citizen inquiries. Also, interest groups should be taken into 
account more in social media communication. However, there seems to be ‘a 
ray of hope’ in terms of dialogue which is that one of the purposes for which 
social media is sometimes used  is to make the mission easier to approach; 
more ‘human’, as the respondents said.  

There was controversy between some responses. On the one hand, the 
respondents agreed that presence in social media is better customer service, 
while on the other hand it was admitted that social media sites are not used 
to answer citizen inquiries. In addition, most of the respondents agreed that 
they succeed in reacting to the messages received via social media in a timely 
manner, even though the lack of resources came up in several questions. As 
suggested, the value of well-managed and interactive Web public diplomacy 
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for nations is increasing in terms of effect and competitive edge (Lee 2007, 6, 
8).  
 
RQ2: Which of the Communication Grid strategies are the missions using in 
their social media communication? 
 
In this study it is believed that in social media organizations have received 
(free) platforms for dialogue and that these platforms should be taken 
advantage of. Social media has enabled communication that is a real 
dialogue (Luoma-aho 2010, 7).  

The results of this study show that there is a need for improvement in 
the dialogic communication on the missions’ social media. This research is in 
line with van Ruler’s (2004, 140) suggestions that in the practice of public 
relations the one-way strategies of the communication grid are used more 
often than the two-way strategies. Social media is used by the missions 
mainly to provide information, which clearly follows information strategy, 
and Finland promotion, which is considered a persuasion strategy: “Winning 
others on our side!” as stated by the Ministry. Somewhat used strategy is 
consensus-building in the form of building bridges between the organization 
(the mission) and the environment (the host country and its target groups). 
However, both the questionnaire and the observation results demonstrated 
that the dialogue strategy, i.e. dialogue with the stakeholders, is not in use in 
the missions.    

Interestingly, aspects of dialogic communication, such as receiving 
feedback and citizens as means of communication, were considered 
important. This could imply that social media as participation, interaction, 
sharing, and collaboration (Kaplan & Haenlein 2010, 65) is partly understood 
but for some reason not executed. These findings also support previous 
studies as it has been suggested that organizations do not fully understand 
the dialogic potential of online tools (Rybalko & Seltzer 2010, 339). Also the 
interviewees from the Ministry admit, that listening and scanning are things 
they have not emphasized enough to the missions. 

In addition to dialogue with their clients the missions should engage in 
dialogue with the interest groups. Concerning the purposes of social media 
usage the respondents mentioned that they do not use it to contact interest 
groups. This is unfortunate, since organizations should value the opinions 
and the needs of their stakeholders (Coombs & Holladay 2007, 38). It is 
important to remember, that dialogue does not always result in agreement 
(Henderson & Bowley 2010, 241). Instead, the process of open and negotiated 
discussion is the essence of dialogue (Kent & Taylor 1998, 325). 
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RQ3: Which of the Communication Grid strategies would best suit the social 
media communication of the missions? 
 
As mentioned in the introduction of this research, the aim was to provide 
guidelines about social media communication. As an official channel for 
communication, the traditional website is important for the missions. Thus, 
many of the respondents mentioned that social media communication has a 
supporting role in terms of the website of the mission. The strong attachment 
with the website is understandable as in the interview it became clear that 
social media cannot be the only tool for an authority. At the moment, 
however, it seems that the missions use social media rather as traditional 
media than utilizing the potential for dialogue.   

This research tested the applicability of van Ruler’s Communication 
Grid (2004) in the context of social media communication in public 
diplomacy. Based on the results it can be concluded that the strategies were 
applicable but not fully taken advantage of. Van Ruler’s suggestion was that 
this “tool-kit” is used to resolve specific communication problems in the 
practice of public relations (2004, 139). However, it was understood that this 
suggestion found the strategies to be separate. Even though the relationship 
between the grid and the social media communication of the missions was 
achieved, this study is suggesting that instead of considering these strategies 
separate it may be useful to see them as complementary and more so, often 
interwoven. It is also worth noting that this study may be the first to test the 
communication grid in the context of social media.     

Mostly, the conclusions in this study are in line with previous research. 
It is recommended that the missions consider engaging in social media 
communication as social media are meant to be used: to participate, to 
interact and to share. In order to build genuine relationships with the 
publics, they need to be able to ask questions and share concerns, and 
rightfully expect to receive service also in social media (Kent & Taylor 1998, 
328, 330). Furthermore, the possibilities for dialogue with the stakeholders 
need to be actively sought (Rybalko & Selzer 2010, 340). Of course, there are 
researchers (Theunissen & Wan Noordin 2012, 11) that claim dialogue to be a 
risk for the organization. This is a valid point, but it is then necessary to ask if 
not participating is an even bigger risk? At least, in dialogic communication, 
both sides have a chance to express their opinion, sometimes reaching 
agreement, sometimes not. However, the reward can be increased public 
support (Kent & Taylor 2002, 30). Theunissen and Wan Noordin (2012, 7) 
find that for organizations the difficulty in engaging in dialogue is that it 
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requires forgoing the control over the outcome and enabling the stakeholders 
to express themselves freely.  

The context of public diplomacy ‘adds a twist’ around the social media 
efforts of the missions, so to speak. Even though it was concluded in the 
theoretical framework that in this study public relations and public 
diplomacy are found to be separate but having a common ground in 
relationships (Lee 2007, Coombs & Holladay 2007, Taylor 2008) it is 
necessary to ask do social media blur the line between what is public and 
what is not? The assumption of the researcher was that the authorities would 
be doubtful about the implementation of social media. However, the 
attitudes of the respondents toward social media were very diverse. Some 
respondents demanded that a proper way for authorities to be present in 
social media should be developed, others encouraged experimenting with 
different social media tools. Due to the fact that these where individual 
mentions, a conclusion cannot be drawn.   

In the end, “public diplomacy is increasingly defined as diplomacy by 
rather than of publics” (Hocking 2005, 32). That is why “Communicating 
with people, not at them” should not be forgotten (Solis & Breakenridge 
2009, 187). “With social media, the content is by the people, for the people” 
(Safko 2010, 195). 
 
RQ4: How is the future of social media seen in the missions? 
 
In this research it is believed that social media has changed organizational 
communication and public relations. Digital developments are changing the 
field of communications (Luoma-aho 2010, 2). Based on the results of this 
study, both the interviewees and the respondents agree that social media 
plays an important part of the communication of the missions.  

The majority of the respondents had a positive outlook about the future 
of social media in the communication of the missions and two thirds said 
that the role is increasing and becoming more important. Half of the 
respondents had not come across disadvantages regarding social media. The 
most significant finding considering the disadvantages is that a third of the 
respondents mentioned that the mission’s social media performance is 
dependent on individual employees’ skills. This also endangers the 
continuity of the social media communication. The ideal would be that, as 
one of the respondents mentioned, all of the personnel are engaged with 
social media even though they may not be responsible for it. As with all 
communication, plans need to be explained to all of the staff members, this 
also includes burnishing the goals of social media communication. This is 
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especially important considering that the background of the personnel 
involved in the social media of the missions is not necessarily in 
communication; instead, they may have strong knowledge of the substance. 
Thus, guidelines for social media are essential, preferably ones that apply 
different tools (Kaplan & Haenlein 2010, 64–65).  

Some of the missions have understood the interactive and participatory 
nature of social media. The online public will learn to expect the organization 
to listen as its social media presence is developing (Crawford 2009, 526). It 
has been suggested that the online public can contribute to the organizational 
social media efforts (Smith 2010, 333).  

During the research process the number of missions using social media 
has increased. In addition, several missions as well as the Ministry have 
implemented new social media tools. Based on these findings, it can be said 
that the ongoing effort of the Ministry, and hopefully the missions as well, to 
develop their social media communication is not only purposeful but also 
necessary. As a word of encouragement it can be said that the growing role 
of social media in combining personal communication and online media has 
been acknowledged in the management of country reputation among 
international publics (Yang et al. 2008, 437). Attention should be paid in 
finding the relevant issue arenas to participate and monitor (Luoma-aho & 
Vos 2010, 323).    
 

7.2 Evaluation of the research and limitations of the methods 
 
In terms of validity the research succeeded in exploring how social media are 
used by the missions. The research data provided answers to the research 
questions posed. In terms of reliability, it is believed that the research could 
be replicated. However, in every research there are subjective choices made 
by the researcher such as research methods, formation of the questions and 
the way of reporting (Heikkilä 2010, 31). This study was conducted as a 
census in order to receive an extensive view of the research problem. The 
response rate in the questionnaire was good.  

In this study method triangulation was used in order to provide reliable 
results. However, during the course of the research, it became clear that the 
broad data is burdensome to analyze. In the end, the methods chosen proved 
to be practical to obtain the desired data. This research follows the qualitative 
approach as the research plan evolved through the stages of the research 
data gathering, analysis, interpretation and reporting (Eskola & Suoranta 
2008, 16).   
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The value of this study lies in the overall picture formed about the 
current nature of social media communication in the missions and the 
suggestions given for further reference. Even though the findings of this 
study are not necessarily generalizable, they hopefully provide food for 
thought for other organizations as well.  

All in all, the active and positive cooperation with the Ministry enabled 
the researcher to apply her mind to the research. It is realized that the lack of 
resources plays an important role in the communication of the missions and 
possible improvements take time. In the name of objectivity, it is important 
to mention that the researcher carried out an internship in one of the 
missions in fall 2011. It must be stressed, however, that the mission in 
question is not included in this study. 
 

7.3 Suggestions for further research 
 
As suggested earlier, constant change is an inseparable feature of social 
media. Thus, it would be beneficial to execute a follow-up study about the 
same issues within a few years.  It was revealed in the conclusions of this 
study that dialogue rarely occurs without feeding the interaction. The further 
study could be executed on a smaller scale and it could concentrate on the 
dialogic communication, ‘a stumbling block’ for the missions.  

Social media is often used in the external communication of 
organizations. Increasingly, it is becoming an integral tool in organizations’ 
internal communication as well. The internal communication between the 
Ministry and the missions may be challenging as the missions are located all 
over the world and the Ministry is based in Helsinki. It would be productive 
to find out what is the role of social media in internal communication. 
Perhaps social media could partly replace email which is still considered 
essential in the communication between the missions and the Ministry 
(Ulkoasiainministeriön viestintäsuunnitelma 2009, 13). This research 
concludes by agreeing with other researchers (Henderson & Bowley 2010, 
243) that there is a need for more research in terms of social media tools in 
public relations and organizational communication.  
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7.4 Implications for public relations and organizational communication  
 
Based on the findings of this study, it is suggested that social media has 
already established its position as an integral part of organization 
communication of the missions (e.g. in terms of crisis communication) and it 
will continue to do so. As the demands of the public increase, the 
organizations will have no other choice but to respond. Social media is 
constantly changing. However, it is believed, also in this study, that the 
essence of communication is remaining but the change is in the speed, 
channels, interactivity and impact of the communication (Luoma-aho 2010, 
14). It is the organizations and the public relations professionals that need to 
keep up with that change by constant monitoring and learning.   
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APPENDIX 1 
 
List of the interviewees 
 
Counselor, Head of Web Communications Group 
Press Officer, Digital diplomacy 
Web Editor 
Web Editor 
  
  



 

 

 

APPENDIX 2   
 
List of the questionnaire respondents in alphabetical order 
 
Embassy on Finland in Ankara, Embassy of Finland in Astana, Embassy of 
Finland in Athens, Embassy of Finland in Bangkok, Embassy of Finland in 
Beijing, Embassy of Finland in Berlin, Embassy of Finland in Bratislava, 
Embassy of Finland in Brussels, Embassy of Finland in Bucharest, Embassy 
of Finland in Budapest, Embassy of Finland in Cairo, Embassy of Finland in 
Copenhagen, Embassy of Finland in Dar es Salaam, Embassy of Finland in 
Dublin, Consulate General of Finland in Hamburg, Consulate General of 
Finland in Hong Kong and Macao, Embassy of Finland Jakarta, Embassy of 
Finland in Kathmandu, Embassy of Finland in Kuala Lumpur, Embassy of 
Finland in Kyiv (x2), Embassy of Finland in Lima, Embassy of Finland in 
Lisbon, Embassy of Finland in Ljubljana, Embassy of Finland in London, 
Consulate General of Finland in Los Angeles, Embassy of Finland in Lusaka, 
Embassy of Finland in Luxemburg, Embassy of Finland in Madrid, Embassy 
of Finland in Moscow, Embassy of Finland in Nairobi, Embassy of Finland in 
New Delhi, Consulate General of Finland in New York, Embassy of Finland 
in Oslo, Embassy of Finland in Paris, Consulate General of Finland in St. 
Petersburg, Petrozavodsk office of the Consulate General of Finland, 
Embassy of Finland in Prague, Embassy of Finland in Pretoria, Embassy of 
Finland in Riga, Embassy of Finland in Rome, Embassy of Finland in 
Santiago de Chile, Consulate General of Finland in Shanghai, Embassy of 
Finland in Sofia, Embassy on Finland in Stockholm, Embassy of Finland in 
Tallinn, Embassy of Finland in Tokyo, Embassy of Finland in Vienna, 
Embassy of Finland in Vilnius, and Embassy of Finland in Warsaw. 
 
 
 
 
 
 
 
 
 
 
 
 



APPENDIX 3 
 

Questionnaire to the missions  

Arvoisa vastaanottaja, 

 

oheinen kyselylomake on osa yhteisöviestinnän pro gradu -tutkielmaani, jonka aiheena on 

sosiaalinen media julkisuusdiplomatiassa. Teen tutkielmani Jyväskylän yliopiston Viestintätieteiden 

laitokselle yhteistyössä ulkoministeriön verkkotoimituksen kanssa. Kyselylomake on lähetetty 

teille, koska edustustonne käyttää sosiaalista mediaa viestinnässään. Kyselylomakkeeseen 

vastaaminen vie noin 20 minuuttia. Tarkoituksena on, että kyselyyn ottaa osaa henkilö, joka 

edustustossanne vastaa sosiaalisesta mediasta tai on muutoin aktiivisesti mukana sosiaalisen 

median ylläpidossa. Kyselyyn voi vastata 15.–29.2.2012 välisenä aikana.  

 

Tässä tutkimuksessa sosiaalisella medialla tarkoitetaan verkkoviestintäympäristöjä, joissa 

jokaisella käyttäjällä tai käyttäjäryhmällä on mahdollisuus olla aktiivinen viestijä ja sisällön 

tuottaja. 

 

Kiitos vastauksestanne! 

 

Tutkielmaterveisin, 

Maria Nurmi 

 

Kyselylomake edustustoille: Sosiaalinen media julkisuusdiplomatiassa 
 
Vastausohje: Vastatkaa kysymyksiin oman edustustonne näkökulmasta perustuen tämänhetkiseen 
tilanteeseen. Vastaajan tulisi olla aktiivisesti mukana edustustonne sosiaalisen median 
viestinnässä. Jos sosiaalisen median viestintää hoitaa useampi henkilö, on suositeltavaa, että he 
vastaavat yhdessä kyselyyn. Huomioittehan kuitenkin, että täytätte kyselyn vain kerran.  
 

1. Edustuston toimipaikka (esim. SL Lontoo):  

 
2. Edustuston koko henkilöstön määrä:  
  
□ alle 5 
□ 6-10 
□ 11-20 
□ 21-50 
□ yli 50 
 
 



3. Vastaajan asema edustustossa:  
 

□ suurlähettiläs 
□ edustuston kakkonen 
□ lehdistöneuvos 
□ muu, mikä?  
 
4. Miksi sosiaalinen media päätettiin ottaa käyttöön edustustossanne?  
 
□ edustuston omasta aloitteesta 
□ ulkoministeriön aloitteesta 
□ muusta syystä, mistä? 
 
5. Kuinka kauan edustustonne on käyttänyt sosiaalista mediaa?  
  
□ alle kuukauden 
□ muutamia kuukausia 
□ noin puoli vuotta 
□ noin vuoden 
□ muutamia vuosia 
 
6. Mitkä seuraavista sosiaalisen median kanavista ovat käytössä edustustossanne?  
 
□ Facebook 
□ Twitter 
□ YouTube 
□ Flickr 
□ blogi 
□ wiki 
□ muu, mikä?   
 
7. Kuinka usein edustustonne keskimäärin käyttää sosiaalista mediaa (esim. postaukset / twiitit, 
viestien lukeminen, vastaaminen)?  
 

 
ei lainkaan jonkin verran paljon 

 
Facebook □  □  □  

 
Twitter □ □  □  

 
YouTube □  □  □  

 
Flickr □  □  □  

 
blogit □  □  □  

 
wikit □  □  □  

 
muu (edellä mainittu) □  □  □  

 
 

 



8. Jos vastasitte "jonkin verran" tai "paljon", niin tarkentakaa, kuinka usein käytätte tiettyä 
kanavaa?  

 

useita 
kertoja 
päivässä 

kerran 
päivässä 

useita 
kertoja 
viikossa 

kerran 
viikossa 

useita 
kertoja 
kuukaudessa 

kerran 
kuukaudessa 

harvemmin 
kuin joka 
kuukausi 

 

Facebook □  □  □  □  □  □  □  
 

Twitter □  □  □  □  □  □  □  
 

YouTube □  □  □  □  □  □  □  
 

Flickr □  □  □  □  □  □  □  
 

blogit □  □  □  □  □  □  □  
 

wikit □  □  □  □  □  □  □  
 

muu (edellä 
mainitsemanne) 

□  □  □  □  □  □  □  
 

 

9. Oletteko linkittäneet sosiaalisen median välineitä toisiinsa (esim. keskeiset päivitykset 

ohjautumaan Twitteristä Facebookiin tms.)? Jos olette, mitkä välineet? Jos ette, miksi? 

 

 

10. Hyödyntääkö edustustonne muita kuin edustuston omia sosiaalisen median profiileja (esim. 
suurlähettilään henkilökohtaiset sosiaalisen median profiilit)?  
 
□ Kyllä, mitä profiileja?  
□ Ei 
 

11. Kuka / ketkä ovat edustustossanne vastuussa sosiaalisen median sisällöstä? 

 

12. Kuka / ketkä ovat edustustossanne vastuussa sosiaalisen median päivityksistä? 

 

13. Mitkä ovat edustustonne viestinnän tavoitteet sosiaalisessa mediassa? 

 

14. Miten tärkeitä seuraavat kohderyhmät ovat edustuston sosiaalisessa mediassa?  
 

 
ei lainkaan 
tärkeä 

jonkin verran 
tärkeä 

tärkeä en osaa sanoa 

suomalaiset Suomessa □  □  □ □  

asemamaassa asuvat, □  □  □  □  



matkailevat tai maasta 
kiinnostuneet suomalaiset 

Suomesta kiinnostuneet 
asemamaan kansalaiset 

□  □  □  □  

kotimainen media □ □  □  □  

asemamaan media □  □  □  □  

yritysmaailma □  □  □  □  

koulutus- ja tutkimuslaitokset, 
yliopistot 

□  □  □  □  

poliittiset päättäjät □  □  □  □  

kulttuuriorganisaatiot □  □  □  □  

suomalaisesta yhteistyöstä 
kiinnostuneet 

□  □  □  □ 

 

Tuleeko mieleenne muita tärkeitä kohderyhmiä? 

 

 

15. Onko sosiaalisen median sivuillanne (Facebook, blogi tms.) mahdollisuus kommentoimiseen? 

(avoin tila, jonne käyttäjät saavat vapaasti kirjoittaa). Jos ei, miksi? 

 
16. Kuinka usein käytätte sosiaalista mediaa seuraaviin käyttötarkoituksiin?  

 
päivittäin viikoittain kuukausittain harvemmin 

ei 
lainkaan 

vain 
erityistapauksessa 

edustuston yleisestä 
toiminnasta 
kertomiseen 

□  □  □  □ □  □  

kriisiviestintään □  □  □  □  □  □  

tapahtumatiedotuksee
n / ajankohtaisista 
asioista kertomiseen 

□  □  □  □  □  □  

kansalaiskyselyihin 
vastaamiseen 

□  □  □ □  □  □  

edustuston 
kansalaispalveluista 
kertomiseen (äänestys, 
aukioloajat, 
matkustustiedotteet 
jne.) 

□  □  □  □  □  □  

sidosryhmien 
yhteydenpitoon (media 

□  □  □  □  □  □  



jne.) 

yleiseen keskusteluun 
osallistumiseen 

□  □  □  □  □  □  

Suomi-promootioon ja 
markkinointiin 

□  □  □  □  □ □  

VKE-toimintaan □  □  □  □  □  □  

kehitysyhteistyöstä 
kertomiseen 

□  □  □  □  □  □  

viranomaisasioista 
kertomiseen 

□  □  □  □  □  □  

JD-maaohjelmien 
ydinviestien 
kertomiseen 

□  □  □  □  □  □  

edustuston 
verkkosivujen 
viestinnän tukemiseen 

□  □  □  □  □  □  

areena 
vertaisviestinnälle 
(käyttäjien kesken) 

□  □  □  □  □  □  

"mukana ihmisten 
arjessa": tehdä 
edustustosta 
helpommin 
lähestyttävä 

□  □  □  □  □  □  

 

Tuleeko mieleenne jokin muu käyttötarkoitus? 

 

17. Mitä mieltä olette seuraavista väittämistä?  

 
eri mieltä 

jokseenkin 
eri mieltä 

ei samaa 
eikä eri 
mieltä 

jokseenkin 
samaa 
mieltä 

samaa 
mieltä 

en osaa 
sanoa 

1. Olemalla läsnä 
sosiaalisessa mediassa 
palvelemme 
asiakkaitamme 
paremmin. 

□  □  □  □  □  □  

2. Sosiaalinen media on 
osaltamme lähinnä 
yksisuuntaista tiedon 
jakamista. 

□  □  □ □  □  □  

3. Otamme aktiivisesti 
osaa sosiaalisen median 

□  □  □  □  □  □  



sivuillamme käytävään 
keskusteluun. 

4. Toimintamme 
sosiaalisessa mediassa 
on yhdenmukaista ja 
puhumme ”yhdellä 
suulla”. 

□  □  □  □  □  □  

5. Edustustomme 
työntekijät eivät halua 
esiintyä edustuston 
sosiaalisessa mediassa 
omilla nimillään ja 
omilla kasvoillaan. 

□  □  □  □  □  □  

6. Olemme myös 
tiedonsaajan roolissa 
sosiaalisessa mediassa 
(tieto käyttäjiltä). 

□  □  □  □  □ □  

7. Saamme 
toiminnastamme 
palautetta sosiaalisessa 
mediassa. 

□  □  □  □  □  □  

8. Olemme rohkaisseet 
seuraajiamme 
aktiiviseen 
keskusteluun. 

□  □  □  □  □  □  

9. Kuuntelemme 
asiakkaitamme 
sosiaalisessa mediassa. 

□  □  □  □  □  □  

10. Onnistumme 
reagoimaan sosiaalisen 
median kautta 
lähetettyihin viesteihin 
ripeästi. 

□  □  □  □  □  □  

11. Haluaisimme olla 
aktiivisempia 
keskustelijoita 
sosiaalisessa mediassa. 

□  □  □  □  □  □  

12. Sosiaalinen media 
on tärkeä osa 
edustustomme 
viestintää. 

□  □  □  □  □  □  

 

 



18. Mitä mieltä olette seuraavista väittämistä?  
 

 
eri mieltä 

jokseenkin 
eri mieltä 

en osaa 
sanoa 

jokseenkin 
samaa mieltä 

samaa mieltä 

1. Koemme, että meillä on 
tarpeeksi osaamista 
sosiaalisen median 
käyttöön. 

□  □  □  □  □  

2. Olemme 
asemamaassamme 
edelläkävijöitä sosiaalisen 
median käytössä suhteessa 
muihin edustustoihin. 

□ □  □  □  □  

3. Sosiaalisen median 
käyttöönotto arvelutti 
meitä. 

□  □  □  □  □  

4. Viestintämme 
sosiaalisessa mediassa on 
suunniteltua. 

□  □  □  □  □  

5. Toimintaympäristömme 
vaikuttaa sosiaalisen 
median käyttöömme. 

□  □  □  □  □  

6. Sosiaalisen median 
vastuut on kirjattu 
lähetystömme työnjakoon. 

□  □  □  □  □  

7. Sosiaalisen median 
käyttöönotossa 
mahdollisesti ilmaantuvien 
ongelmien varalle on tehty 
suunnitelmat. 

□  □  □  □  □  

8. Sosiaalisen median 
käyttömme on 
riippuvainen yksittäisten 
työntekijöiden taidoista. 

□  □  □  □  □  

9. Sosiaalisen median 
tuomat hyödyt ovat 
suuremmat kuin riskit. 

□  □  □  □  □  

10. Sosiaalisen median 
käyttö on jatkuvaa 
opettelua ja kokeilua. 

□  □  □  □  □  

11. Arkistoimme 
sosiaalisessa mediassa 
käytyä keskustelua (esim. 
postauksia, twiittejä). 

□  □  □  □  □  

12. Sosiaalisen median □  □  □  □  □ 



seuranta on tärkeää. 

 

19. Miten tärkeänä pidätte seuraavia sosiaalisen median ominaisuuksia?  

 
ei ollenkaan 
tärkeä 

melko tärkeä erittäin tärkeä en osaa sanoa 

nopeus □  □  □  □  

helppous □  □  □  □  

saavutettavuus □  □  □  □  

vuorovaikutteisuus □  □  □  □  

reaaliaikaisuus □  □  □  □  

avoimuus □  □  □  □  

läpinäkyvyys □  □  □  □  

uudet kohderyhmät □  □  □  □  

kansalaiset tiedonvälittäjinä ja 
mielipidevaikuttajina 

□  □  □  □  

ei aikaan eikä paikkaan sidottu □  □  □  □  

vertaisviestintä (käyttäjien 
kesken) 

□  □  □  □  

tieto tulee suoraan käyttäjälle □  □  □  □  

palautteensaanti kansalaisilta □  □  □  □  

 

20. Edelliseen kysymykseen viitaten, miten hyvin edustustonne sosiaalisen median käyttö 
todellisuudessa heijastaa edellä mainittuja ominaisuuksia? 

 
ei ollenkaan melko hyvin erittäin hyvin en osaa sanoa 

nopeus □  □  □  □  

helppous □  □  □  □  

saavutettavuus □  □  □  □  

vuorovaikutteisuus □  □  □  □  

reaaliaikaisuus □  □  □  □  

avoimuus □  □  □  □  

läpinäkyvyys □  □  □  □  

uudet kohderyhmät □  □  □  □  

kansalaiset tiedonvälittäjinä ja 
mielipidevaikuttajina 

□  □  □  □  

ei aikaan eikä paikkaan sidottu □  □  □  □  

vertaisviestintä □  □  □  □  

tieto tulee suoraan käyttäjälle □  □  □  □  

palautteensaanti kansalaisilta □  □  □  □  

 



21. Onko edustustonne sosiaalisen median sivuillanne ollut häiriköintiä? Minkälaista? 

 

 

22. Kuinka usein seuraatte seuraavia sosiaalisen median sivuja?  

 
 

ei lainkaan jonkin verran paljon en osaa sanoa 

muiden Suomen edustustojen 
sosiaalisen median sivuja 

□  □  □  □  

asemamaan muiden maiden 
edustustojen sosiaalisen 
median sivuja 

□  □  □  □  

ulkoministeriön sosiaalisen 
median sivuja 

□  □  □  □  

This is Finland -palvelun 
sosiaalisen median sivuja 

□  □  □  □  

 

Tuleeko mieleenne muita sosiaalisen median sivuja, joita seuraatte?  

 

 

23. Kuinka hyödylliseksi koette seuraamisen?  
 

□ ei lainkaan hyödylliseksi 
□ jonkin verran hyödylliseksi 
□ erittäin hyödylliseksi 
□ en osaa sanoa 
 
24. Kuinka paljon oletatte edustustonne oman henkilökunnan seuraavan edustustonne sosiaalisen 
median sivuja?  
 
□ ei lainkaan 
□ jonkin verran 
□ paljon 
□ en osaa sanoa 
 
25. Arvioitteko edustustonne sosiaalisen median viestinnän tuloksia?  
 

□ ei lainkaan 
□ satunnaisesti 
□ systemaattisesti 
 



26. Jos arvioitte, miten teette sen? Jos ette tee seurantaa, voitte siirtyä seuraavaan kysymykseen 
(27).  
 
□ kirjallinen palaute käyttäjiltä 
□ suullinen palaute käyttäjiltä 
□ päivitysten laatu 
□ päivitysten määrä 
□ tykkääjämäärän kasvu 
□ edustuston verkkosivujen kävijämäärän kasvu 
□ sivuilla käydyn keskustelun arviointi 
□ palveluntarjoajan tilastot 
□ uudelleen linkitys ("jaa"-toiminto) 
□ muuten, miten? 
 

 

27. Mitä etuja olette sosiaalisen median käytöllä saavuttaneet? 

 

 

28. Mitä haittoja / riskejä olette sosiaalisen median käytössä havainneet? 

 

 

29. Minkälaisena näette sosiaalisen median roolin edustustojen viestinnässä tulevaisuudessa? 

 
 
 
Kysely on päättynyt. Kiitos vastauksestanne! 
 

 



 

 

 

APPENDIX 4 
 
Observation 16th - 22th April 2012 

coding sheet instructions:  
the first number of the post is the respondent number of the mission

the second the number of the post

(e.g. 1.1 = the first post of the first respondent, R1)

x = not coded (language barrier)

post  topic  information  persuasion consensus‐  dialogue

building 

1.1  Fin. promotion  1 1 0  0

1.2  current  1 0 0  0

1.3  current  1 0 0  0

1.4  Fin. promotion  0 1 0  0

1.5  Fin. promotion  0 1 0  0

2.1  current  1 0 0  0

2.2  travel info  1 0 0  0

2.3  current  1 0 0  0

4.1  Fin. promotion  0 1 0  0

4.2  Fin. promotion  1 1 0  0

4.3  Fin. promotion  1 1 0  0

4.4  current  1 0 0  0

4.5  Fin. promotion  1 0 0  0

5.1  Fin. Promotion  1 1 1  0

5.2  Fin. Promotion  1 1 0  0

5.3  Fin. Promotion  1 1 0  0

5.4  Fin. Promotion  1 1 1  0

5.5  Fin. Promotion  1 1 0  0

5.6  Fin. Promotion  1 1 0  0

5.7  Fin. Promotion  1 1 0  1

5.8  Fin. Promotion  1 1 0  0

5.9  current  1 0 0  0

5.10  Fin. Promotion  1 1 0  0

5.11  Fin. Promotion  1 1 0  0

5.12  Fin. Promotion  0 1 0  0

5.13  Fin. Promotion  1 1 0  0

5.14  Fin. Promotion  0 1 0  0

6.1  Fin. Promotion  1 1 0  0

6.2  politics  1 0 0  0



 

 

 

6.3  Fin. Promotion  1 0 0  0

6.4  Fin. Promotion  1 1 0  0

6.5  Fin. Promotion  1 1 0  0

6.6  Fin. Promotion  1 1 0  0

6.7  Fin. Promotion  1 0 0  1

6.8  Fin. Promotion  1 1 0  0

7.1  Fin. Promotion  1 1 0  0

7.2  x  x x x x 
7.3  operations  1 0 1  0

7.4  Fin. Promotion  1 1 0  0

8.1  Fin. Promotion  1 1 0  0

8.2  Fin. Promotion  1 1 0  0

9.1  Fin. Promotion  1 1 0  0

9.2  state visit  1 0 1  0

9.3  state visit  1 0 1  0

9.4  state visit  1 0 1  0

10.1  Fin. Promotion  1 1 1  0

10.2  Fin. Promotion  1 1 0  0

10.3  Fin. Promotion  1 1 0  0

10.4  Fin. Promotion  1 1 0  0

10.5  Fin. Promotion  1 1 0  0

11.1  Fin. Promotion  0 0 1  0

12.1  current  1 0 1  0

12.2  crisis communication 1 0 0  0

12.3  Fin. Promotion  1 0 1  0

13.1  Fin. Promotion  1 0 0  0

13.2  current   1 0 0  0

14.1  politics  1 0 0  0

14.2  Fin. Promotion  1 0 0  0

15.1  current  1 0 0  0

15.2  x  x x x x 
15.3  Fin. Promotion  1 1 0  0

15.4  Fin. Promotion  1 1 0  0

15.5  Fin. Promotion  1 0 0  0

15.6  Fin. Promotion  1 0 0  0



 

 

 

16.1  current/operations 1 0 0  0

16.2  current/operations 1 0 0  0

16.3  current/operations 1 0 0  0

16.4  Fin. Promotion  1 1 0  0

16.5  current  1 0 0  0

17.1  Fin. Promotion  1 1 0  0

17.2  current/operations 1 0 0  0

17.3  state visit  1 1 0  0

17.4  state visit  0 1 0  0

17.5  state visit  1 0 0  0

17.6  current  1 0 1  0

17.7  state visit  0 0 1  0

17.8  state visit  1 1 1  0

17.9  state visit  1 0 1  0

17.10  state visit  0 0 1  0

17.11  state visit  0 0 1  0

17.12  state visit  1 0 0  0

17.13  Fin. Promotion  1 1 1  0

17.14  state visit  0 1 0  0

17.15  Fin. Promotion  1 0 0  0

17.16  current  1 0 0  0

18.1  current  1 0 1  1

18.2  Fin.Promotion  1 1 0  0

18.3  current   1 0 0  0

18.4  state visit  1 0 0  0

18.5  Fin.Promotion  1 1 0  0

18.6  current/operations 1 0 0  0

18.7  current/Fin.Promotion 1 1 0  0

18.8  Fin.Promotion  1 1 0  0

18.9  current  1 1 0  0

18.10  operations  1 0 0  0

18.11  cooperation  1 0 1  0

18.12  Fin.Promotion  1 1 0  0

18.13  Fin.Promotion  1 0 0  0

18.14  state visit  1 1 0  0

18.15  operations  1 0 0  0

19.1  Fin. Promotion  1 1 1  0

19.2  current  1 0 0  0

19.3  state visit  1 0 0  0

19.4  operations  1 0 0  0

19.5  current/operations 1 0 0  0



 

 

 

19.6  current  1 1 0  0

19.7  Fin. Promotion  1 1 0  0

19.8  operations  1 0 0  0

19.9  Fin. Promotion  1 0 0  0

19.10  Fin. Promotion  1 0 0  0

20.1  Fin. Promotion  1 1 0  0

20.2  Fin. Promotion  1 1 0  0

20.3  Fin. Promotion  1 1 0  0

20.4  Fin. Promotion  1 1 1  0

20.5  Fin. Promotion  1 1 1  0

21.1.  operations  1 0 0  1

22.1  current  1 0 1  0

22.2  Fin. Promotion  1 1 0  0

22.3  current  1 0 0  0

22.4  politics  1 0 0  0

22.5  Fin. Promotion  1 1 0  0

22.6  current  1 1 1  0

22.7  current  1 1 0  0

22.8  Fin. Promotion  1 1 0  0

23.1  operations  1 0 0  0

23.2  current  1 0 0  0

23.3  current  1 0 0  0

23.4  current/operations 1 1 0  0

23.5  operations  1 0 0  0

23.6  current  1 0 0  0

23.7  current  0 0 0  0

23.8  current  0 0 0  0

24.1  current  1 0 0  0

24.2  operations  1 0 0  0

25.1  x  x x x x 
25.2  current  1 0 0  0

25.3  Fin. Promotion  1 1 0  0

27.1  operations  1 0 0  0

30.1  Fin. Promotion  1 1 0  0

30.2  Fin. Promotion  1 1 0  0

30.3  operations  1 0 0  0

30.4  Fin. Promotion  1 1 0  0



 

 

 

30.5  Fin. Promotion  1 1 0  0

31.1  Fin. Promotion  1 1 1  0

31.2 
Fin. 
Promotion/politics 1 1 1  0

31.3  operations  1 0 0  0

32.1  state visit  1 0 1  0

32.2  state visit  1 0 1  0

32.3  Fin. Promotion  1 1 0  0

32.4  Fin. Promotion  0 1 1  0

35.1  Fin. Promotion  1 1 0  0

35.2  Fin. Promotion  1 1 0  0

35.3  S‐promo/kulttuuri 1 1 0  0

36.1  Fin. Promotion  1 1 0  0

36.2  Fin. Promotion  1 0 0  0

36.3  current  1 0 0  0

36.4  current  1 0 0  0

36.5  current/politics 1 0 0  0

36.6  current  1 0 0  0

36.7  operations  1 0 0  0

36.8  operations  1 0 0  0

38.1  current  1 0 0  0

38.2   Fin. Promotion  1 1 0  0

38.3  Fin. Promotion  1 1 0  0

38.4  Fin. Promotion  1 1 0  0

38.5  operations  1 0 0  0

38.6  Fin. Promotion  1 0 0  0

38.7  x  x x x x 
38.8  current  1 0 0  0

38.9  current  1 0 0  0

38.10  x  x x x x 

39.1  Fin. Promotion  1 1 0  0

39.2  Fin. Promotion  1 1 0  0

39.3  x 

40.1  current  1 0 0  0

40.2  current  1 1 0  0

43.1  Fin. Promotion  1 1 0  0

43.2  current  1 0 0  0



 

 

 

44.1  current  1 1 0  0

44.2  Fin. Promotion  1 1 0  0

44.3  Fin. Promotion  1 0 0  0

44.4  operations  1 0 0  0

44.5  Fin. Promotion  1 1 0  0

45.1  state visit  1 0 1  0

45.2  state visit  1 0 1  0

47.1  operations  1 0 0  0

48.1  politics  1 0 1  0

50.1  current  1 0 0  0

50.2  operations  1 0 0  0
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