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Abstract 

Title:  What risks are you taking with Social Media?  

Authors:  Annika Greven and Sofia Sibring 

Advisor:  Thomas Helgesson  

Level:  Bachelor thesis in marketing (15 Swedish credits). Spring 2013. 

Keywords:  Social media, Social networks, Blogs, risks, Communication. 

Purpose:  Our purpose is to contribute with theoretical knowledge about how 

companies can perceive risks with Social Media communication. The 

purpose is also to gather information about risks with Social Media 

communication from existing theory and based on the theoretical findings 

test how the companies perceive the risks. 

Frame of 

Reference: In this chapter we will present our theoretical findings relevant for our 

study. We will cover traditional communication, Social Media 

communication and channels as well as risks with Social Media 

communication. 

Methodology:  A deductive and qualitative approach has been used in this study since 

appropriate for the purpose. Personal interviews with four companies from 

completely different sectors have been conducted in order to get a wide 

range. 

Empirical  

Study:  The empirical finding from the interviews conducted with Schwarzkopf, 

ICA Banken, Halmstad Kommun and Stayhard is presented in this chapter. 

Conclusion:  Our conclusion is that companies have to be prepared and know what they 

want to get out of their activities when engaging in Social Media. 

Knowledge is needed in order to minimize the risks. 
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1. Introduction 

This chapter will contain the background for our study and why this subject is relevant which 

is followed by the problem discussion and purpose of this research. It will also include the 

delimitations of the work as well as a disposition to give the reader an overview. 

1.1 Background 

“The Internet is the sum total of devices interconnected using the Internet protocol” 

(Hofacker, 2001). 

The use of internet is growing fast all over the world even though it is relatively new 

compared to other traditional media (Holmström & Wikberg, 2010). The Internet was created 

in 1979 but was not made available to the private sector until the beginning of the 1990’s 

(Carr, 2011; Kaplan & Haenlein, 2010).    

The use of Internet has also contributed to a shift in power when it comes to consumption 

(Leboff, 2011). The buyer has gotten more alternatives and power to choose, therefore the 

seller has to adapt its offerings to the consumer’s needs and wishes even more than before 

(Frankel, 2007). Information can easily be extracted from the Internet; companies can get user 

statistics from services like Google Analytics (ibid.). This is a cost-effective and easy way to 

gather information but the larger quantities of information also makes it more important for 

marketers to turn it into usable knowledge (ibid.).  

According to Findahl (2011) 88 per cent of the Swedish population above the age of 12 has 

access to the Internet and 73 per cent use it on a daily basis. More than half of these users 

spend time on different Social Media
1
 communities every day (ibid.).The usage is spreading 

to young children and half of the 3-year old children in Sweden are familiar with the Internet 

and it is not longer only for working professionals as it used to be (ibid.). 

                                                

1Social Media is the newest version of the World Wide Web and allows people to collaborate and interact with 

each other. Facebook, YouTube, Twitter and blogs are a great communication channel for companies to create 

new customer relationships as well as maintain already established relationships. (Carlsson, 2010)   
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Thanks to Social Media, people can communicate with each other in a completely different 

extent than before (Carlsson, 2010). Social Media makes it possible for people to exchange 

both opinions and experiences and information spreads quickly without geographical 

boundaries (ibid). The past few years, the popularity of social networks have had an impact on 

how companies conduct marketing (Bolotaeva & Cata, 2011).  According to Constantinides & 

Fountain (2007) and Yan (2011) Web 2.0
2
 is the next media for marketing and is the most 

recent step in the Internet marketing evaluation. Unlike Web 1.0
3
, Web 2.0 is more interactive 

and dynamic, where the user both have access to content and can contribute to the website 

(Murugesan, 2007). With this development, companies try to be where the customers are, and 

customers spend more and more time on the internet and on web 2.0 (ibid). Individuals now 

blog, download music, find news, read newspapers, trade stock and even do their shopping 

online. (Frankel, 2007) 

“If you do not participate in Facebook, YouTube and Second Life, you are not a part of 

cyberspace anymore” (Kaplan & Haenlein, 2010). 

A lot of companies are interested in Social Media and are looking at ways to make it 

profitable (Kaplan & Haenlein, 2010). Even though there is a huge interest not many people 

seem to know what Social Media really is (ibid.). Web 2.0 has proven a major impact on 

consumer behavior and its empowerment, which has resulted in companies choosing to 

integrate Social Media into their marketing plan (Constantinides & Fountain, 2007). Web 2.0 

enables companies to identify customers and  markets, not only to maintain contact with 

them, but also learn about their needs and opinions in addition to interacting with them in an 

individual way (ibid). So most companies find it crucial to be a part of Social Media, but are 

they exposing themselves to risks? 

 

 

                                                

2  Web 2.0 is synonymous with Social media (definition see Social Media). 

3 Web 1.0 is the early stage of the World Wide Web and original Internet Website. It allows a one-way 

communication where the sender cannot interact with the receiver. (Thackeray, Neigern, Hanson, McKenzie, 

2008) 
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1.2 Problem discussion   

The opportunities for companies with Social Media are endless and should not be ignored 

(Bolotaeva & Cata, 2011). However, companies are facing challenges and risks with 

communication in Social Media. The opportunities of Social Media marketing is a subject that 

has been studied before but information about risks with using Social Media as a 

communication channel is difficult to find.  

There has been several failed Social Media campaigns in the last couple of years, one 

example is McDonald’s twitter campaign launched in 2012 that failed miserably. The idea 

was for people to post nice experiences from the restaurant but it failed when people started 

posting their worst memories and it spread like wildfire and caused real harm to the brand 

(Marjavaara, L., 2012 January 25). 

Another example is when Snickers did a campaign in 2012 on Twitter, they paid celebrities to 

take pictures on themselves eating Snickers and post them on the Social Media network 

Twitter. Since it was not obvious it was marketing paid by the company, Snickers was 

suspected of breaking UK laws of advertising. UK’s office of fair trading did an investigation 

but Snickers was later cleared of all charges. Even though there were no legal implications in 

this case, it still caused negative press and angry consumers (Barnett, E., 2012 January 25).  

As previously stated Bolotaeva & Cata (2011) means that there are risks with Social Media 

communication, which is important for companies to take into consideration (Aula, 2010). 

But how do the companies perceive the risks? 

1.3 Purpose 

Our purpose is to contribute with theoretical knowledge about how companies can perceive 

risks with Social Media communication. The purpose is also to gather information about risks 

with Social Media communication from existing theory and based on the theoretical findings 

test how the companies perceive the risks. 
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1.4 Research questions  

To achieve our purpose we will answer the following questions; 

 How and why do the companies use Social Media Communication? 

 How do the companies perceive the risks? 

 Are the risks greater than the benefits? 

1.5 Delimitations  

 There is not much information about risks with Social Media communication. Our purpose is 

to gather information about risks, therefore we will only mention the benefits briefly but not 

in depth since there already is plenty of information about this subject.  We will focus on the 

perspective of the chosen companies and will therefore not focus on the perspective of the 

consumer since it is not relevant for our purpose.  

We have chosen to focus on Social Media communication in Sweden since Social Media is 

widely used and established in Sweden. Since this is our native country, it was a natural 

choice to focus on the Swedish market. We can therefore not apply our conclusions for 

companies outside Sweden. 

The research is limited to the most popular Social Media channels in Sweden; Facebook, 

Blogs, YouTube and Twitter. Popularity in this case is defined by the number of users. These 

are also the most popular amongst companies to use. There are more Social Media channels, 

however it would not be a good idea to include them in our research since they are not used in 

same extent and would not add anything to our research. 
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1.6 Disposition 
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2. Frame of reference 

In this chapter we will present the theoretical findings relevant for our study. Traditional 

communication will begin this chapter since it is the basis for all communication. Before 

moving on to risks with Social Media, we will describe the changes in communication and 

give an introduction of the selected Social Media channels. 

2.1 Traditional communication  

For a successful and effective communication, marketers need to understand the 

communication process (Kotler, Armstrong, Saunders & Wong, 2008). Communication 

involves two parties, the sender and the receiver (Doyle & Stern, 2006). For a successful 

communication the audience needs to acknowledge the message that are sent out (ibid.). 

However, there are two major problems that can occur when the sender forms the 

communication process and those problems are; to get the receivers attention and that the 

receiver interprets the message the way the sender intended (ibid.). Noise is something that 

can occur during the communication process, which can lead to misinterpretation and affect 

the receiver's perception of the message (Kotler et al., 2008)  However, by selecting the right 

media the sender can increase the receiver's attention and reduce the risk of misinterpretation 

caused by noise (Doyle & Stern, 2006). But since people normally only pay attention to a 

small part of the message that is sent out, there are a few factors the sender needs to consider 

while designing the message (ibid.). Doyle & Stern (2006) means that the message should be 

consistent, interesting and create an impact to receive attention from the customers.  
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Model 2.1: Traditional communication model reconstructed based on Kotler, Armstrong, 

Saunders & Wong (2008). 

2.1.1 Push & Pull Strategies 

There are two basic strategies to choose from for the promotion mix, push-promotion or pull-

promotion (Kotler, Armstrong, Saunders & Wong, 2008). A push strategy means that the 

producer”push” the product to the distributor in order to get it to the customer (Kotler et al. 

2008). According to Carlsson (2010) a push strategy is based on a one-way communication 

where the sender controls and pushes the message through marketing channels. 

Pull strategies is more about interacting with the receiver (Carlsson, 2010) and influence them 

to buy the product by aiming direct marketing activities toward the end consumer (Kotler et 

al. 2008). When used properly the consumer will demand the products from the distributor 

who will demand it from the producers (Kotler et al. 2008).  The web enables the receiver to 

decide whether he want to receive the message or not, which is different from the push 

strategy where the receiver cannot choose for himself (Carlsson, 2010). The consumers no 

longer accept the former used push strategies (Leboff, 2011). The companies are no longer 

able to control the message in the same extent as before, and should therefore be available on 

the web to communicate on a more personalized level (Carlsson, 2010).  
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Model 2.2 Push strategy model reconstructed based on Kotler, Armstrong, Saunders & Wong, 

(2008). 

 

Model 2.3 Pull strategy model reconstructed based on Kotler, Armstrong, Saunders & Wong, 

(2008). 

2.1.2 Personal communication 

Kotler, Armstrong, Saunders & Wong (2008) means that personal communication is 

interactive and is communication between two or more people. It does not matter if they talk 

to each other online, on the telephone, in text or in person (ibid.). Some of the personal 

communication channels can be controlled by the company, like salespeople interacting with 

potential customers, but most cannot (ibid.). The channels that the company cannot control 

are considered the most reliable by the customers (ibid.). These becomes the most effective 
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communication channels for the company to use, however it is also connected with a lot of 

risks (Kotler et al. 2008)  

2.1.3 Word-of-Mouth (VOM)  

According to Kotler, Armstrong, Saunders & Wong (2008) people are a lot more eager to tell 

other people about their bad experiences with a company or a product than a good experience, 

therefore bad VOM spreads faster than good WOM. The purpose of Word-of-mouth 

marketing is to make people talk about the brand in a positive way and create a “buzz” 

(Carlsson, 2010). If the customers are happy, it creates a good VOM and if the company 

works actively to create something new and interesting for the customers to talk about, a 

successful “buzz” can be created (Carlsson, 2010). Kotler et al. (2008) also means that if the 

opinion leaders
4
 for the target group can be influenced by the company to spread information 

about the product or the service, a “buzz” can be created and help the brand in a positive way. 

2.1.4 Changes in communications channels 

Traditional mass media such as television, newspaper and print advertising has been popular 

communication channels since it is reaching a large amount of people relatively cost effective 

(Hongcharu & Eiamkanchanalai, 2009). According to Frankel (2007) and Hongcharu & 

Eiamkanchanalai (2009) the one-way communication is where the receiver cannot respond to 

the message and is unable to interact with the sender. However, the Internet makes it possible 

for a more interactive communication where the receiver can interact with the sender 

(Hongcharu & Eiamkanchanalai, 2009). Leboff (2011) means that it is no longer possible to 

hinder the customers from responding and the company can receive direct feedback from the 

customers. The customers can now react in real time and it means that they are no longer 

passive (Ibid.). The consumer has gotten more power to choose what information they want to 

receive (Frankel, 2007; Leboff, 2011). With the new interactive communication, companies 

can have a closer contact with their customers, which in the longer term can strengthen the 

relationship between the company and the customer (Hongcharu & Eiamkanchanalai, 2009). 

                                                

4 Opinion leader is a person with an ability to influence a large number of people. (Kotler, Armstrong, Saunders 

& Wong, 2008) 
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Interactivity will be of great importance in the near future as this is expected to affect how to 

reach the right target audiences (ibid). 

Model 2.4: Interactive Communication model reconstructed based on Solomon, M.,R. (2009) 

2.2 Communication on the Internet  

Marketers saw the potential of Internet marketing very soon after the Internet became 

accessible for the masses and today a lot of companies use Internet as a marketing channel 

(Hofacker, 2001). The Internet allows the company to communicate with customers and 

distribute content inexpensively (Leboff, 2011). Building relationships is a big part of 

marketing (Kotler, Armstrong, Saunders & Wong, 2008) and Hofacker (2001) means that the 

Internet is especially good for building strong relationships with the customers. Since the 

communication on the Internet is more interactive than traditional media (Hongcharu & 

Eiamkanchanalai, 2009) it will contribute to a better relationship. Since there has been a shift 

to consumer power (Frankel, 2007; Leboff, 2011) companies will have to use pull-strategies 

rather than the former used push-strategies (Carlsson, 2010; Leboff, 2011) since push 

strategies are no longer accepted by the customers (Leboff, 2011). The Internet is faster and 

more synchronous, the receiver can respond to a message almost at the same time, which is 

not possible with traditional media since there is no interactivity (Hongcharu & 

Eiamkanchanalai, 2009).  

Holmström & Wikberg (2010) means that the website should be integrated with the Social 

Media communication and be the basis for all information. Most companies have their own 
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websites today; it is a good way to provide information to the customers (Hongcharu & 

Eiamkanchanalai, 2009). 

2.3 Social Media 

“It [social media] is a collection of technologies, business strategies, and social trends” 

(Murugesan, 2007). 

Web 2.0 allows users to interact, share information and cooperate between each other 

(Carlsson, 2010). This is different from its predecessor Web 1.0 where only a one-way 

communication through statistics websites was possible and the user could not contribute to 

the website in the same extent (Thackeray, Neigern, Hanson, McKenzie, 2008; Murugesan, 

2007). Murugesan (2007) discloses further that Web 2.0 not only is a new version of Web 

1.0 but have some significant differences for example; 

 Brings people with common interest closer to each other and establish a Social 

Network  

 A place to gather and facilitate collective information by collaboration 

 Re-usage and combining different web applications is a way to facilitate and develop 

new applications  

Company's should not necessarily replace the traditional methods with Social Media but see it 

as a complement where each function has its strength (Carlsson, 2010). However, the new 

way of communicating requires high commitment from the companies as social media is a 

great way of communicating and create new customer relationships (ibid.). The Social Media 

can contribute to multiple interfaces and rapid contagion (Carlsson, 2011).  

2.3.1 Blogs 

The word blog is an abbreviation of weblog, where individuals publish posts and other people 

can share, read and comment (Holmström & Wikberg, 2010). According to Kaplan & 

Haenlein (2010) Blogs are the earliest form of Social Media and are still one of the most 

common. A blog is relatively easy to create, use and it is a cost efficient way to communicate 

(Frankel, 2007). It has become increasingly common for companies to engage in blogs the last 

couple of years (Holmström & Wikberg, 2010). It is a great way to nurture already established 
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contacts, create trust and strengthen customer relationships (Frankel, 2007). Blogs reach many 

individuals and therefore may seem appropriate for advertising, however marketing 

containing an obvious sales message is not popular (Ström, 2010). This might decrease the 

popularity and reader frequency of the blog itself, as the consumer has the power to choose 

what to read and what blog to follow (Ström, 2010). Paid posts that are made to seem 

independent are more effective in a marketing sense but not legally or morally accepted 

(ibid.). Both companies and bloggers who use this method are taking serious risks when it 

comes to credibility and the channel becomes ineffective since it is based on trust between the 

blogger and the reader (ibid.). 

2.3.2 Facebook 

Facebook has over 900 million users worldwide (http://www.checkfacebook.com/, 2013-05-

04) and is a meeting place for people who want to socialize online (Carlsson, 2010). Facebook 

is a social network where people can interact with each other, share information and 

exchanges thoughts and ideas (Carlsson, 2010; Ström, 2010). There are different ways of 

using Facebook as a communication channel according to Ström (2010); registering the 

company as a person, a group, an event or creating a Facebook page. Facebook members can 

share pictures, join groups, users can comment and “like” on each other’s status updates 

(Ström, 2010). According to Carlsson (2010) Facebook is a great communication channel 

where news can spread quickly to a large number or people in a short matter of time. 

Facebook can also be a great tool to increase brand awareness, get closer and to create a better 

dialogue with their customers (ibid.). Carlsson (2010) further discloses that Facebook is a 

great place to inspire, present upcoming events and thus engaging the customer. Facebook is 

quite simple to master and can be administered by more than one administrator (ibid.). Status 

updates, photos and links can be seen by everyone who likes the page, but it also becomes 

visible to their friends (ibid.). Company has access to statistics on who is visiting the page, as 

well as demographic information (ibid.). 

2.3.3 YouTube 

YouTube has over 1 million visitors each month and was founded in 2005. It is a forum where 

people can inspire, interact with each other and use for advertising (http://www.youtube 

.com/t/about_youtube). YouTube is a content community (Kaplan & Haenlein, 2010) where 
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people can share video clips and users can comment and “like” clips. An issue with this kind 

of uploading by individuals is regarding intellectual property (Holmström & Wikberg, 2010). 

The Swedish Royal Court decided to announce the engagement of the Swedish crown 

princess Victoria and Daniel Westling on YouTube in 2009 and they got hundreds of 

thousands views (ibid.). 

2.3.4 Twitter  

Twitter is a network where people can share opinions, ideas and news (https://twitter.com/ 

about). Twitter is a shorter version of a blog where the message, unlike a regular blog, is 

limited to 140 characters (Carlsson, 2010; https://twitter.com/about). Messages that are 

written are available to anyone and individuals can follow friends, acquaintances and people 

who write in fields that they are interested in (Carlsson, 2010). Twitter can be used both to 

strengthen the brand (ibid.) and relationships by connecting customers and companies 

(https://twitter.com/about). Carlsson (2010) describes that Twitter compared to Facebook is 

not particularly suited for companies; however twitter can still be effective when to reach out 

with information, inspiration and tips. Twitter collects information about markets and enables 

companies to receive instant feedback (https://twitter.com/about). 

2.4 Companies and Social Media 

Social media offers a variety of opportunities for companies; however along with the 

opportunities the company are facing challenges and risks (Carlsson, 2010). It is important 

that the company has a clear strategy and selects the right media for their purpose, in order to 

create a successful communication and reach the right target audience (Kaplan & Haenlein, 

2010). Through social media channels, companies can make a significant difference by 

creating and maintaining relationships, strengthen their brand, increase awareness and create 

competitive advantages if used properly (Carlsson, 2010).  

To succeed, however, the company should have an interest in social media, be engaged and 

have patience (Carlsson, 2010). Kaplan & Haenlein (2010) further discloses that humility and 

sincerity is important in order to succeed, as individuals can easily distinguish what is sincere 

and probably has much more knowledge about social media than the businesses involved. 
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The conversations between individuals has shifted from face-to-face to online, this gives 

companies a golden opportunity to get to know their costumers (Carlsson, 2010). Carlsson 

(2010) mean that it does not matter if companies take part in Social Media or not because 

people will still talk about the brand. To minimize the risk of bad WOM escalating, 

monitoring the Social Media channels is a good idea (ibid.).  

2.5 Risks with communication in Social Media 

“As with any advertising campaigns, social network marketing comes with its share or risks” 

(Bolotaeva & Cata, 2011). 

Along with the opportunities there are risks to consider when it comes to communicating in 

Social Media (Bolotaeva & Cata, 2011; Aula, 2010). The brand can be at risk if the channel is 

used the wrong way since social media is all about communication, which the companies need 

to be aware of (Leboff, 2011). 

2.5.1 Transparency 

The companies are becoming transparent due to Social Media which Carlsson (2010) mean 

allows consumers insight into the organization. Therefore it is important that companies 

decide how much information they should share and how open they want to be before 

deciding to use Social Media (ibid.). Ström (2010) and Leboff (2011) state that honesty and 

authenticity is necessary since the companies act in the personal sphere of the customers. One 

problem is that companies cannot control Social Media outlets or the information made 

available about the company in the same way as bought advertising (Kaplan & Haenlein, 

2010; Carlsson, 2010). However, Carlsson (2010) describes that firms are able to influence 

public opinion by participating in conversations in order to respond to criticism and 

confusion.  

2.5.2 Interesting content 

Social Media is a fast moving platform with constant changes and being up-to-date is crucial 

(Kaplan & Haenlein, 2010). This could be a risk for companies who want to be on Social 

Media, since failure to keep content up-to-date and follow these fluctuations can have a 

negative impact on businesses success (ibid.). It is important that the content posted on Social 
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Media is interesting in order to keep visitors coming back (ibid.). Kaplan & Haenlein (2010) 

means that Social Media is about creating an “open and active conversation”, rather than 

trying to convince the customers how great the product or service is. In order to engage 

customers, the posted content must be interesting and it is all about what the customers are 

interested in talking, reading or hearing about (ibid.). Another way of making the content 

interesting is to not act too professional and try to be on the same level as the followers
5
 from 

the target group (ibid.).  

2.5.3 Legal aspects 

 It is important to do proper planning before posting items on Social Media platforms and to 

consider legal aspects according to Tenenbaum & Zottola (2011). Posting content on Social 

Media Platforms usually falls under media laws and there are also risks when advertising on 

Social Media Networks (Bolotaeva & Cata, 2011). This means companies have to act with 

caution on Social Media to not break any laws (ibid.). If companies post content made by 

others there could be issues about copyright (Tenenbaum & Zottola, 2011). 

Tenenbaum & Zottola (2011) also mean that it should also be obvious that the posted content 

is marketing. Disguised marketing such as blog posts meant to look like user 

recommendations is not legal (ibid.). The International Chamber of Commerce (ICC, 2011) 

states that “the Code of Advertising and Marketing Practice” should be applied on digital 

interactive marketing communication. ICC (2011) also means that the rules and terms should 

be applied on regional and national level. ICC (2011) means that advertising should not be 

misleading and the offer should be clearly stated. Unsolicited posts on review sites or bulletin 

boards are not appropriate and the terms and conditions of each site must be followed (ibid.).  

There are also ethics to take into consideration, especially when it comes to user privacy 

(Bolotaeva & Cata 2011). International Chamber of Commerce (ICC, 2011) further states that 

the data being collected by the company should be properly stored at all times when it comes 

to physical, electronically and administrative security. If third-party data is collected, notice 

should be given to the visitors of the page (ibid.). Good marketing practice is also widely used 

in Sweden and all marketing should be designed by this practice, if not legal implications are 

                                                

5
Followers are individuals that follow the company’s social media page. 
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possible (ibid.). The ICC codes serves as guidelines in the Swedish legal system and an 

arbitrator from ICC are used in Swedish court in cases when special expertise is needed 

(ibid.).  

2.5.4 Negative Word-of-Mouth 

It is hard to control what people write about the company in Social Media (Aula, 2010). 

Dissatisfaction and disappointments can easily be expressed in blogs or on other websites 

(Kaplan & Haenlein, 2010; van Noort & Willemsen, 2011; Bolotaeva & Cata, 2011), which in 

the long run can be a threat to the organization (Aula, 2010). An attempt of viral marketing 

that takes a wrong turn can result in a very disastrous outcome for the company and create 

negative word-of-moth (Carlsson, 2010). Negative WOM is a persuasive source of consumer 

information and affects decisions when making a purchase (van Noort & Willemsen, 2011). 

Media relations, positioning and competitiveness will be affected as well as trust and loyalty 

of stake holders if the company's reputation gets damaged (Bolotaeva & Cata, 2011). Aula 

(2010) further discloses that the users creates their own image of the company based on 

communication from the Social Media and share it with others, whether it is the truth or a lie 

(Carlsson, 2010). Van Noort & Willemsen (2011) means that negative WOM can also be an 

attempt to get the attention of the company and more than half of the people who complain 

online expect a reply. Attacks on the companies are also a fact; some people try to 

deliberately hurt the image of the company (ibid.). If undesirable opinions are being spread, it 

can be difficult to manage, therefore it is important to be proactive and act before the 

company gets a bad reputation (Aula, 2010).Carlson (2010) also means that there should be a 

plan for how to handle criticism and complaints. Aula (2010) describes that companies should 

take Negative Word-of-Mouth seriously since it will not only affect individual companies, but 

an entire industry.  

A reactive web care strategy is when the company responds to negative WOM only if 

requested by the consumer behind the complaint (van Noort &Willemsen, 2011). But if a 

proactive web care strategy is chosen, complaints will be handled without requested by 

consumer (ibid.). Van Noort & Willemsen (2011) also states that there is no right way for all 

companies but the effectiveness and balance between proactive or reactive strategies must be 

tested by each individual company.  
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There is a risk for companies of intervening in consumer-generated platforms
6
 as proactive 

web care, especially if the forum is intended for consumer communication only (van Noort & 

Willemsen, 2011). The company can be seen as inauthentic or intrusive and in the worst case 

unsolicited intervention can lead to negative impact on the brand image (ibid.). This is not the 

case when it comes to brand-generated platforms
7
 where the consumers expect a reply from 

the company, interventions here has a positive impact on the brand image (ibid.). This is 

positive since it makes the company appear open and caring towards the customers (ibid.). If 

the company responds at the right time and place, “follow-up attacks” and negative publicity 

can be avoided (ibid.). 

2.5.5 Lack of knowledge  

According to Carlsson (2010) companies may refrain from Social Media activities if they do 

not have sufficient knowledge or understanding. Although Social Media can be a great 

communication tool to strengthen the brand and to build relationships, this kind of approach 

does not suit all companies (ibid.). Carlsson (2010) describes that this may cause a risk and 

companies should therefore abstain this type of marketing if: 

 People in the organization lack understanding, knowledge and commitment 

 If there are no set goals for how to use Social Media 

 The company is not willing to spend resources or time 

 If the company is afraid to make mistakes and is not prepared for the consequences 

Kaplan & Haenlein (2010) means that before participating in Social Media, companies must 

take time to understand the platform and learn about the basic rules. Bolotaeva & Cata (2011) 

also states that companies need to have a plan before entering the Social Media sphere. 

2.5.6 Aggressive advertising 

Carlsson (2010) mean that people are tired of advertising and the new generation is more 

critical towards pure advertising compared to previous generations. The usage of software that 

                                                

6 Consumer generated platforms are when the content is made by the consumer for example blogs or discussion 

forums. 

7 Brand-generated platforms are channels controlled by the company and where the content is made by the 

company for example the company’s Facebook page or website. 
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blocks advertising on the internet is getting bigger and not many people click on banners on 

websites (ibid.). This makes it crucial to come up with new ways to get the message across 

(ibid.). Companies now have to listen to the consumers and push-strategies are not appropriate 

to use in Social Media according to Carlsson (2010) and Leboff (2011). If companies are not 

careful with aggressive advertising the consumers might leave their page (Bolotaeva & Cata, 

2011). The user has the power to choose and will leave if they do not like the content 

(Frankel, 2007). 

2.6 Risk vs. Benefit 

Ström (2010) states that the costs of spreading immaterial content over the internet is close to 

nothing and digital marketing can be done without large amounts of money (ibid.). According 

to Kaplan & Haenlein (2010) the potential gain of Social Media is not possible to ignore even 

though the task is not easy and may require “new ways of thinking”. There are a lot of 

advantages with social media for businesses and it can be a powerful tool, however there are 

still risks with Social Media communication according to Bolotaeva & Cata (2011). 

Companies have to be aware of ethical issues but in the end businesses should not ignore the 

opportunities and to take part of Social Media (ibid.).  
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3. Methodology 

In this chapter we will present and argue our choices when it comes to methodology. We will 

point out the negative and positive aspects of the decisions we have made in order to show 

that we are aware of the consequences and influences in our study. A discussion regarding 

reliability and validity will close the chapter. 

3.1 Comprehensive approach 

The purpose of a study is to find relationships between different studies (Jacobsen, 2002) and 

the methodology chosen should be based on the research question (Daymon & Holloway, 

2011). According Jacobsen (2002) an empirical research can be either descriptive or 

explanatory. A descriptive approach means that the researcher wishes to gain a deeper 

understanding of the subject and describe how the unit looks like in terms of similarities and 

differences (ibid.). An explanatory approach means that researcher wishes to explain the 

relationship between several variables as well as why these phenomena occur (Jacobsen, 

2002). Based on our purpose a descriptive approach is most suitable for us as we want to 

describe why and how companies use communication in social media. We also intend to 

gather information about the risks and aim to get a deeper understanding of the relationship 

between risks and benefits. Therefore we have decided to exclude the explanatory approach 

since our study is not intended to explain how the phenomenon occurred or to determine 

cause- and affect relationships.    

According to Jacobsen (2002) there are two different methods of data collection, inductive 

and deductive. A deductive approach means that the researcher conduct the research based on 

existing theory, develop hypotheses about the reality and then collect empirical data to see 

whether the expectations match the reality (Andersen, 2012). However, this may mean that 

the researcher miss important information since he is only looking for information that he 

finds the most relevant and that emphasizes his expectations (Jacobsen, 2002). Inductive 

approaches means that the researcher based on empirical data collect information and create 

an image of the reality without any expectation and then formulate the theory (Andersen 

2012). Compared to the deductive approach, the inductive approach is better in a way as it 

does not limit the collection of information (Jacobsen, 2002). Despite this we decided to use 

the deductive approach as we have developed our hypothesis based on theory and the 
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gathered information about risks with Social Media communication. The collection of our 

empirical data was done by gathering information through interviews with four different 

companies, in order to get more knowledge in this subject. We are aware that there is a risk of 

missing important data by limiting the amount of theory collected before conducting the 

interviews; however we found this approach the most suitable for our research. 

3.2 Choice of method  

Social sciences distinguish between two approaches; qualitative and quantitative approach 

(Daymon & Holloway, 2011; Holme & Solvang, 1997). A quantitative approach is designed 

to determine the frequency and extent of a problem (Jacobsen, 2002). Holme & Solvang, 

(1997) describes that a quantitative approach based on information from questionnaires and 

surveys, with a statistical analysis makes it possible to convert the data into numbers 

(Dawson, 2007). An extensive design means that the researcher examines many devices 

simultaneously, but with few shades (Jacobsen, 2002) which resulting in a higher degree of 

generalization (Holme & Solvang, 1997). The disadvantages with the quantitative approach 

are that the researcher controls and assumes standardized questions, which can force the 

interviewee to choose an answer (ibid). 

A qualitative approach means that the researcher wants an in-depth analysis (Jacobsen, 2002). 

To achieve this, the researcher has to focus on smaller samples to provide information about a 

specific phenomenon (ibid.). Unlike the quantitative approach, where the researcher uses 

standardized questionnaires, the researcher uses interviews and observations as data collection 

methods (Holme & Solvang, 1997). Interviews imply that the researcher cannot control the 

interviewee as much as he usually does in a quantitative approach (Holme & Solvang, 1997). 

Holme & Solvang (1997) further discloses that it is important to have a physical closeness and 

trust in the person the researcher has chosen to examine. However, this closeness can build up 

expectations where the interviewee answer what  he believes the researcher want to hear 

instead of what his real opinion is (ibid). To minimize the risk of this interviewer effect, it is 

important for researchers to take a role as an active listener to obtain the interviewees own 

opinions and perceptions (ibid).  
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3.2.1 Qualitative approach  

We have chosen the qualitative approach as our objective is to acquire a deeper understanding 

of the risks of Social Media marketing. In order to get more nuances, few units has to be 

studied in depth (Jacobsen, 2002) therefore we will only examine four units since the time and 

resources are limited. Jacobsen (2002) means time and resources are required in order to 

process and analyze the amount of data that are collected in qualitative interviews. We were 

forced to choose between many variables or many units, in order to get nuances and depth we 

chose few units which enabled us to use many variables (Jacobsen, 2002). By only examining 

a few units it will be hard to generalize our results, this could be a problem when it comes to 

external validity (Jacobsen, 2002).  We have considered this and to increase the external 

validity, we chose different companies from different industries (Silverman, 2010). 

Our knowledge in this subject is limited and so is the general amount of information available 

to the public. Jacobsen (2002) mean that a qualitative approach is suitable when the objective 

is to “create clarity in an unclear subject” which we aim to achieve. When the previous 

knowledge is limited, it will be hard to design the correct questions for a questionnaire 

(Jacobsen, 2002) and this is one of the reasons why we chose not to conduct a quantitative 

research. Furthermore a qualitative method allowed us to remain open to unexpected events 

(Jacobsen, 2002). 

3.3 Case study 

A case study investigates a specific phenomenon empirically by doing interviews or 

observations (Yin, 2003). Jacobsen (2002) states that a case study are usually performed on a 

single case; it can be a specific organization, individual or an event. The objective of our 

research is to get a deeper understanding for a specific phenomenon which makes a case study 

appropriate according to Jacobsen (2002). Yin (2003) further states that if the purpose is to 

answer questions about “how” and “why” a case study is appropriate. Since our questions aim 

to answer how and why companies use Social Media a case study has been used in our study. 

As our previous knowledge before conducting this research was limited, we were able to 

bring clarity the subject by doing a case study. Yin (2003) means that a case study is 

appropriate when examining a modern phenomenon in reality. Since we have decided to study 

Social Media which is a relatively new phenomenon a case study is suited for our research.   
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According to Silverman (2010) there is three different ways to convey a case study: intrinsic, 

instrumental and collective. The intrinsic is used when the aim is to describe that particular 

case rather than trying to make a generalization or to build new theories (ibid.). In an 

instrumental case study the main focus is not to study the case in depth but to provide insight 

or maybe retry a generalization that was made previously. The last type of case study 

according to Silverman (2010) is to use several cases to find out more about a certain 

phenomena, this is called a collective case study. Based on Silverman’s (2010) explanations, 

we think a combination of intrinsic and collective will be appropriate for our case study. 

A single-case design is used when there are no other cases to compare it to, the problem with 

this approach is that the results cannot be generalized since it is very difficult to replicate the 

results, this is the reason why a multi-case design is to prefer (Tellis, 1997; Yin, 2003). Since 

the ability to replicate the ways of matching patterns, the research conducted becomes more 

reliable (Tellis, 1997; Yin, 2003). Since we had the possibility to study more than one 

company, we used a multi-case design and are comparing four different companies which will 

strengthen the reliability. 

3.3.1 Chosen companies  

Our criteria when choosing companies to study was: 

 Active in Social Media (posts at least once a month in at least one of the channels) 

 Active in Sweden (content is written in Swedish) 

 The companies chosen should not be active in the same industry 

 The amount of followers should differ greatly between the companies 

We have made the assumption that companies use Social Media in a similar way and that the 

purpose is the same regardless of the type of industry or company. The reason for choosing 

four companies to interview was that we wanted a deeper understanding but had a limited 

amount of time. We wanted to conduct as many interviews as we could, with three companies 

as a minimum. We were fortunate enough to have time for one more company which enabled 

a deeper analysis and more reliable conclusions. 

The usage of Social Media Communication channels is not restricted to a specific industry 

and since we wanted opinions from different units we chose wide criteria. We did not want to 



Page 23 

 

limit our research and therefore chose four companies from four completely different sectors. 

We chose one company that offers a service towards private consumers on the internet, one e-

commerce company within the fashion industry, one retail company selling to private 

consumers and one organization within the public sector. We also wanted a wide range when 

it came to amount of follower on Facebook, and the chosen companies has between 3000 and 

500 000 followers. This was a conscious decision since we wanted a wide and representative 

selection which according to Repstad (2007) can be achieved if the individuals being 

interviewed are very different from each other.  

3.4 Data collection   

3.4.1 Primary data 

Primary data implies collections of information the researcher gather directly from other 

individuals, through firsthand observation or experience (Jacobsen, 2002; Dawson, 2007). 

According to Jacobsen (2002) there are various methods to collect primary data and these are 

interviews, questionnaires or observations. We have chosen to conduct interviews which 

according Jacobsen (2002) is the most common method of data collection and also one of the 

most important when using a qualitative approach (Yin, 2003). The amount of data that can be 

collected depends on the number of individuals being interviewed, if too many people are 

being interviewed the data can be too much to handle (Jacobsen, 2002). There is no need to 

conduct too many interviews since there is a point where no more new information can be 

extracted and the outcome of the interviews will be similar (Ibid.). We have taken this into 

consideration and chosen four companies since this will enable us to get enough information 

but still be able to process the amount of data. 

3.4.1.1 Interview method 

It is important to conduct the interview in the right way and each method has its positive and 

negative aspects (Jacobsen, 2002). Which method to use when interviewing depends of the 

nature of the subject (ibid.). We have decided to use face-to-face interviews which according 

to Jacobsen (2002) give the interviewer an opportunity to connect to the interviewee on 

personal level. This might make it harder for the person being interviewed to lie since 

personal interviews creates a sense of trust (Jacobsen, 2002). Even though it takes more time 

and effort to conduct a face-to-face interview, it enables an open and personal interview 
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(ibid.). Face-to-face interviews can add dimensions that might be missed if the interview is 

conducted over the phone (ibid.). We tried to conduct our interviews face-to-face when 

possible since this seems to be more reliable and has more positive aspects. However, due to 

lack of time and geographical distance we had to conduct two of our interviews over the 

phone, which is a good alternative in our opinion. 

It is impossible to choose a place where the environment does not affect the results at all 

(Jacobsen, 2002). Jacobsen (2002) mean that this has to be taken into consideration in order to 

minimize the context effect. We have considered this and therefore our face-to-face 

interviews took place at the office of the interviewee where they felt comfortable, since this 

can decrease the effect of the context compared to an unfamiliar environment (Jacobsen, 

2002). We have also chosen to record our interviews and made notes when conducting the 

interview to ensure that important information is not missed (Holme & Solvang, 1997). 

According to Repstad (2007) there is a risk that the answers will be affected if the person 

being interview does not feel comfortable with being recorded. We have taken this into 

consideration and made sure they felt comfortable. When the interview was finished we 

transcribed the recording, it took a lot of time and effort but was valuable to us and is in 

accordance with Jacobsen (2002). 

We have chosen to interview individuals that are in charge of the Social Media activities at 

the chosen companies since we assume that they possess the right and relevant information 

about the subject. Repstad (2007) mean that this is important in order to get valid information. 

We have used the self constructed table below in order to make sure we extract the right data 

to increase the validity. It will also help the reader gain a better understanding for the 

structure. 
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Table 3.1 Structure for the empirical data and analysis. Constructed by Annika Greven & 

Sofia Sibring (2013).  

3.4.1.2 Interview guide  

When deciding how to conduct the interview, the degree of formality has to be considered 

(Jacobsen, 2002). Should it be open and informal or shut with no room for discussion 

(ibid.).We used open questions to create an informal discussion and to get a natural flow in 

the interview. Jacobsen (2002) mean that a certain amount of structure is needed and that the 

degree of structure should be decided before conducting the interview (Jacobsen, 2002). We 

started our interview with general questions, then a set of structured questions and in the end 

open questions. Another reason for choosing an open interview is that we did not want to limit 

the amount of information that was possible to extract, and to allow the interviewee to talk 

freely (Jacobsen, 2002). The risk of controlling the interview too much is that the 

interviewee’s answers may be affected and only get to answer the questions the interviewer 

find important (ibid.). 

We have based our questions on scientific articles and books to gain prior knowledge in this 

subject and compiled an interview guide which according to Holme & Solvang (1997) is an 

important tool in order to conduct the interview. The interview guide results in that the 

interviewee knows what will happen during the interview so he in a natural way can express 

his opinions and thoughts (ibid.). Before conduction the interviews we sent out a modified 

version of our interview guide to give the interviewee an opportunity to reflect on the subject. 

This was also to create trust between us and the interviewee which is important in order to get 

an open exchange of information according to Jacobsen (2002). 
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3.4.1.3 Interview by telephone 

As we were unable to complete two interviews face to face due to geographical distance and 

lack of time, we chose to do two telephone interviews. According to Jacobsen (2002) a face-

to-face interview takes a lot of time and effort which can be reduced by a telephone interview. 

 The interviewer’s physical presence can affect the interviewee’s behavior and this is 

commonly called the “interviewer effect” (Jacobsen, 2002). This effect can be favorably 

avoided by telephone interview as the interviewee cannot observe the behavior and body 

language of the interviewer (ibid.). We are aware however that an interview over the 

telephone may involve risks as mentioned above and that it can affect how the interviewee 

responds which we had in mind at all times.  

Primary data has been collected from the following interviewees: 

Tarik Belqaid – Personal interview 2013-04-16 

Tarik Belqaid works as a Nordic PR Manager and is responsible for the Social Media at 

Schwarzkopf.    

Lena Zetterberg-Björk – Telephone interview 2013-04-27 

Lena works as a Web editor at ICA Banken and is responsible for all activities and 

communication in Social Media. 

Anna-Charlotta Pettersson – Personal interview 2013-04-29 

Anna-Charlotta is the Information and PR manager at Halmstad Kommun and is responsible 

for the Social Media activities. 

Robin Johansson – Telephone interview 2013-04-30 

Robin is a Market Controller at Stayhard and is also responsible for the communications in 

Social Media. 

3.4.2 Secondary data 

Secondary data implies collection of information from other researchers made for a different 

subject (Jacobsen, 2002; Dawson, 2007). It is important to critically interpret the secondary 

sources as well as assess the credibility of the sources in order to ensure that the information 

the researcher collect is current (Jacobsen, 2002). It should be consistent with the information 
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that it will be used for (ibid.). We have taken this into consideration and therefore chosen to 

use scientific articles and books that are published relatively recently. We find this especially 

important when it comes to sources regarding Social Media since this is a phenomenon of 

constant changes.  

The scientific articles we used were found through Google Scholar, Emerald, ProQuest and 

ScienceDirect which we could access through the library at Halmstad University. The 

keywords used when searching in databases and search engines are: Social Media; risks; 

Social Media marketing; Social Media failure; web 2.0; communication; Facebook; Twitter; 

YouTube; blogs; word-of-mouth; proactive and reactive. 

The books and articles we have used have been in English and Swedish. Since some of the 

books have been in Swedish, we had to translate it to English. We are aware that translating 

involves a risk of misinterpreting since English is not our native language and we have 

considered this possible influence at all times. All articles used about risks with Social Media 

communication are written in English and we are aware that there could be cultural 

differences to consider when judging the reliability. We do not consider that this had an 

impact on our research since the theoretical and empirical findings were similar. There was 

not much information to be found about communication in Social Media in Swedish but our 

primary source was books by Lena Carlsson. We are aware about the criticism towards these 

books since some of the theories have not been tested in a scientific matter. Because of this 

we have found additional sources to support the statements made. Another reason for using 

Lena Carlsson is that the books are published recently and are very up to date. 

3.5 Analyzing data 

According to Jacobsen (2002) the analyzing process includes three parts; describing, 

systematizing and categorizing. These things do not have to be performed in a certain order, 

meaning that the method can always be adapted to the information acquired during the 

process (Jacobsen, 2002). After transcribing the raw data from the interviews, we categorized 

the data into the following categories; Communication in Social media, Risks with 

communication in Social media and risks vs. benefits. This gave us helpful structure in our 

comparison between theory and empirical study which according to Jacobsen (2002) is the 

main purpose of categorization. These categories were also used in the empirical study to 
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obtain cohesiveness throughout the research. We have divided the analysis into two parts; 

within-case analysis and cross-case analysis. Theoretical and empirical findings were 

compared for each company in the within-case analysis. In the cross-case analysis all four 

companies were compared in order to find differences and similarities. We made word tables 

to make it easier to compare the companies with each other and with the different categories 

which Yin (2003) suggests is a good way of analyzing data. We kept the previous structure 

and addressed the topics in a chronological order which makes it easier to follow according to 

Yin (2003).  Since we did our own interpretations of the empirical findings when doing the 

word tables, we are aware of that this could have impacted the results of our research. When 

analyzing data we tried to find patterns in the theoretical and empirical data and according to 

Yin (2003) this is the most desired approach. We found matching patterns which according to 

Yin (2003) will strengthen the internal validity. 

3.6 Reliability & Validity 

Certain steps are required in order to conduct a research to make the extracted data valid and 

reliable (Jacobsen, 2002). It is important to always critically examine the data collected in 

order to determine how valid and reliable the information really is (Bell, 1993).  

Reliability refers to conducting the research in a credible way (Jacobsen, 2002) and whether 

the results would be the same if exactly the same study was performed again (Bell, 1993; 

DePoy & Gitlin, 1999). The empirical data collected is relevant for our purpose and is what 

we wanted to study. Therefore we believe that the result will be similar if the research would 

be done again with the same method which is crucial for the reliability (Bell, 1993). One 

threat to the reliability is that we conducted our interviews in Swedish since that was the 

native language of our interview object and later translated the interviews; we also translated 

books from Swedish to English. We are aware that this is a threat and had this in mind both 

when translating and interpreting the data. 

According Jacobsen (2002) distinction is made between external validity and internal validity. 

Internal validity refers to if the researcher measured what he intends to measure (Ejvegård, 

2009) and external validity refers to how valid the results are in other contexts, which are 

related to how much the results can be generalized (Jacobsen, 2002; Yin, 2003). Qualitative 

research methods are as previously stated difficult to generalize but there are ways to argue 
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that the probability of generalization is higher (ibid.), with this in mind we chose companies 

from different units and target groups to increase the external validity. We chose a qualitative 

and a descriptive approach, since our purpose is not to make generalizations. 

To further increase the level of reliability and validity of the data collected, we chose to 

interview individuals that are in charge of the Social Media activities and that possess a great 

amount of knowledge in the subject. We recorded the interviews since this made it possible to 

go back and listen to the raw data. This increased the accuracy of the data collected and left 

little room for errors, this increased the credibility (Jacobsen, 2002). 
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4. Empirical study 

Our empirical data collected from four qualitative interviews will be presented in this 

chapter. We have decided to present the data for each company and kept the same structure 

throughout the study. 

4.1 Schwarzkopf Retail  

Schwarzkopf Retail is a part of Henkel Beauty Care and sells products for hair care, styling 

and hair color and they have about 20 employees in Sweden. Schwarzkopf’s Facebook page 

has 441 474 followers (https://www.facebook.com/schwarzkopfsverige?fref=ts, 2013-04-27). 

The target group is consumers above the age of 18, it is a big target group because they have 

different brands to cover different target groups.  

4.1.1 Communication in Social Media 

Belqaid means that the new way of communicating through Social Media gives Schwarzkopf 

a direct communication with the target group unlike traditional media like TV-advertising and 

Internet banners. Social Media gives Schwarzkopf an opportunity to interact through follow 

up questions and comments. Belqaid means that more information can be shared which can 

lead to a deeper communication, compared to the limited amount of information in traditional 

advertising. 

The reason for using Social Media according to Belqaid is that their target group is active in 

Social Media. Belqaid means that the channel is good for building relationships and to reach a 

big audience. Social Media makes it possible to interact with the customers in a completely 

different way. If one person asks a question the answer will be visible for everyone to see.  

Schwarzkopf uses Facebook and Belqaid means that it is necessary. They aim is to update the 

Facebook page at least once a week but sometimes they update several times a week. The 

content posted should be adapted for the target group. Schwarzkopf posts news, tips about 

hair care and information about new launches. Belqaid means that this channel is just like any 

other channel when it comes to sharing news. YouTube is not used actively but they do post 

existing marketing materials. Belqaid means that YouTube is a good channel to use but that 

they do not have enough resources at the moment to develop the activities further. Blogs are 
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of interest for Schwarzkopf and they work both proactively and reactively according to 

Belqaid. Proactive work means giving samples and products to bloggers as well as 

information about the products means Belqaid. Bloggers also contact Schwarzkopf directly 

and ask for samples, but before Schwarzkopf sends the products they visit the blog to make 

sure the blog is appropriate and relevant, as the image of the blog should enhance 

Schwarzkopf’s image. According to Belqaid they do not use Twitter since their target 

audience is not present here and it is therefore not relevant. But in the end it is a matter of 

resources and Belqaid means that if the company should do something, it should be done 

wholehearted.   

4.1.2 Risks with communication in Social Media 

Belqaid means that there are no obvious risks when entering Social Media; however the 

company needs to be aware that there is a degree of transparency. Before Schwarzkopf 

engaged in Social Media they had a discussion about the risks. It is important to think of 

possible outcomes before posting competitions and campaigns. Schwarzkopf always to try 

think of the worst case scenario and how to avoid it.  Belqaid means that there is a risk of the 

campaign being “hijacked”, that someone uses the campaign to spread their own message. 

Belqaid further means that to minimize the risks of a campaign going bad, good preparations 

are needed.  

4.1.2.1 Transparency 

The customer expects openness and critical questions will come up, this is something 

companies must be prepared for and handle one way or another according to Belqaid. If these 

questions cannot be answered it is not good for the image of the company. It is important to 

have a qualified person who can communicate and answer questions in the right way to avoid 

further misunderstandings, and to prevent it from escalating. Belqaid means that it is 

important to handle uncomfortable questions, if it is done in the right way it can be turned into 

a positive thing for the company.  

4.1.2.2 Interesting Content 

Belqaid means that the channel has to be updated regularly, if it is not updated it will give a 

bad impression. When Schwarzkopf first created Facebook pages in 2008 they did it just for 

fun and the pages became like empty shells which led to that the costumers did not revisit the 
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Facebook pages. There is an expectation from the customer of regular and interesting posts 

and they aim to update at least once a week. Competitions are popular and they try to always 

have at least one competition running at all times. Schwarzkopf want the consumers to try the 

products so that they can create Word-of-Mouth, this is also something the consumers 

appreciate. If they can get people talking about their products, it means that Schwarzkopf can 

spend less resources and time on advertising and communication. 

4.1.2.3 Legal Aspects 

The legal aspects are something Schwarzkopf has thought about and considers important. 

Content regarding the product must be approved by the technicians who are responsible for 

what the product will fulfill. All content regarding correct usage of the products are handled 

by customer service. 

4.1.2.4 Negative Word-of-Mouth 

Customers expect an answer on questions, if the company does not bother to meet this 

expectation it will irritate people and the customers will talk negatively about the brand. 

Negative word-of-mouth is handled on a case-by-case approach and each case has to be 

evaluated to predict the possible extent of the problem. If the problem is not considered as 

serious, it might be better to leave it. Blogs can be considered as a private sphere, like a diary 

and it would not be good to interfere and correct means Belqaid, he further means that you 

have to choose your battles. However if there is a lot of people involved, they take action to 

make sure people get the right information since it might spread quickly.  One risk is when 

companies do not bother to answer uncomfortable questions or complaints. If they are not 

willing to answer questions, they should not be in Social Media at all according to Belqaid. 

Schwarzkopf are monitoring what is being said about the brand and they get a report by e-

mail if there is a discussion or conversation about the brand or the products.  

4.1.2.5 Lack of Knowledge 

Social Media is all about having the courage to try new ways of communicating means 

Belqaid. He further states that no specific knowledge is needed but an interest and 

understanding in Social Media communication is important, in order to predict possible 

outcomes and to know what the consumer expects. Belqaid means that the company should 
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ask themselves whether there is a need for presence in Social media or not and if they can 

gain anything from it. 

Belqaid states that Social Media requires that the company acts fast because it is a fast 

moving platform therefore a certain amount of knowledge is needed and can help the 

company avoid risks and misunderstandings. At Schwarzkopf, people from three different 

departments works together in order to support the channel in the best way; customer service, 

brand managers and PR. There was no specific strategy for Social Media before starting their 

activities so they had to learn as they went along.  

4.1.2.6Aggressive Advertising 

Facebook wants companies to update three times a day but Schwarzkopf mean that they do 

not have the resources. In addition Schwarzkopf think three times a day is too much and do 

not want the costumers to consider it as spam which would have a negative impact. It is more 

important that the content is of good quality rather than big quantity. Belqaid means that the 

posts should be interesting and that it is better to take it slowly and be careful.  

4.1.3 Risks vs. Benefits 

Belqaid means that the greatest risk is to be unable to contribute with interesting content and 

that they become boring. They can handle both transparency and negative word-of-mouth but 

to create interesting and relevant content is a matter of resources which makes it a risk for 

them. Belqaid thinks that the benefit is definitively greater than the risk because it allows the 

company to have a direct two-way communication. 

4.2 ICA Banken AB 

ICA Banken AB is part of ICA AB and they started their business in 2001. They offer 

banking services to 460 000 customers. The target group is mainly women at the age where 

they are about to start a family. They also target students with offers through the ICA student 

page. They have 15 464 followers on Facebook (https://www.facebook.com/icabankenfref=ts, 

2013-04-26). 
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4.2.1 Communication in Social Media  

Zetterberg means that the new communication has made the company more perceptive, 

responsive, flexible and faster due to the high pace of Social Media. It also enables them to 

learn more about their customers and all of this has had positive effect on the communication.  

One of the reasons for being on Social Media is that their customers demand their presence 

and availability and ICA Banken want to meet that demand and expectation according to 

Zetterberg. She also means that the purpose of the communication differs from the different 

channels but it can be everything from customer service, to creating awareness and to increase 

sales. 

Zetterberg says that they have accounts and presence in several different channels but the 

most important one is Facebook, this is also where they spend the most time and effort. The 

core content of the Facebook page is customer service and at least one person answers 

questions daily between 8 am to 10 pm. One of their objectives with their Social Media 

communication is to answer all questions posted on the Facebook page. Another purpose of 

their communication on Facebook is marketing activities like special offers, competitions and 

campaigns. This is targeted towards existing customers because Zetterberg means that most of 

the followers on Facebook are already customers. ICA Banken also uses Facebook to spread 

information. They want to inform customers about problems with the service, website or 

mobile applications before the customer notice it. Facebook is especially appropriate for 

spreading important information since it will spread fast, it is also interactive which means 

that the customers can ask any questions they may have. ICA Banken is monitoring what is 

being said about the company both in their own channels and in other Social Media. The 

customer service department is ready to answers anytime 14 hours a day. ICA Banken has an 

account on Twitter but it is not used on a regular basis. The posts include special offers, news 

and tips and questions will be answered but Twitter is not mainly for customer service unlike 

Facebook. ICA Banken has an account at YouTube but there is no active communication, 

strategies or plans for this channel, since they want to get a feel for it first.  

4.2.2 Risks with communication in Social Media 

In Zetterberg’s opinion there are risks with communication in Social Media. They have 

considered and analyzed general risks, especially for Facebook. She says that it is a fast 
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moving platform and that it is hard to keep up. There is a risk with moving too fast and 

replying on comments or questions too fast, a reply that is not well-formulated can make it 

even worse. This is why there need to be guidelines and policies for how to respond and how 

to pass it on to the right person. 

Another risk for ICA Banken according to Zetterberg is hijacking, that someone will hack 

their accounts and use them for fraud and damaging the brand. ICA Banken has never been a 

victim of a failed social media campaign. However, someone did make a fake Facebook page 

that the company was not aware of. Customers found it and posted questions that were not 

answered; this gave a negative image of ICA Banken to the customers who tried to contact 

ICA Banken through the fake Facebook page. Zetterberg believes that the reason for why they 

have not been a victim of even more serious risks is that they have been very well prepared.  

4.2.2.1 Transparency 

It is a risk if someone discloses information that is considered a trade secret or commercial 

confidentiality according to Zetterberg which can damage the company but not benefit 

anybody else. Zetterberg means that transparency itself is not damaging but it depends 

whether the information can be used to damage the company.  

4.2.2.2 Interesting Content 

One of the objectives for ICA Banken’s communication in Social Media is to engage the 

customer. Zetterberg means that the content has to be interesting for the customer in order to 

engage them. According to their statistics, the customers do not actively search for 

information since the customers get posts directly in their newsfeed when ICA Banken 

updates. Zetterberg does not see it as a risk not to update the page regularly, she does not 

think the customers will notice if there are no updates for up to three weeks. Zetterberg admits 

that people might lose interest and that it might give a negative impression of the company.  

4.2.2.3 Legal Aspects 

The biggest risk regarding legal aspects for ICA Banken is that they are not allowed to 

acknowledge that the individuals are in fact one their customers according to the Bank 

Secrecy Act. This means that ICA Banken cannot comment on specific cases and has to refer 
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them to their customer service. To avoid this risk, they never look up the individual in their 

systems but keep it completely separated. 

4.2.2.4 Negative Word-of-Mouth 

ICA Banken monitors what is being said about the brand everyday of the week, and try to be 

aware of possible negative Word-of- Mouth the same day as it is happens. If there is anything 

that needs action like a misunderstanding or a question they will respond. As part of the 

strategy are the policy to always answer questions and complaints. An exception of this policy 

is if someone just states an opinion for example that “the interest rate is too high”, they just 

leave it. They are fully aware of the fact that not everybody is happy with them or the things 

that they do. This will show on Facebook for example and ICA Banken accept that. 

4.2.2.5 Lack of Knowledge 

According to Zetterberg it is important to gather knowledge before engaging in Social Media. 

Since ICA Banken want conduct the Social Media activities in the best way possible and 

Zetterberg means that knowledge is good in order to avoid the risks. Zetterberg means that it 

may not be important for everybody, some learn as the go along. ICA Banken has also 

developed a general strategy for Social Media Communication and how to relate to Social 

Media, this strategy is the basis of all their activities. ICA Banken has developed a specific 

strategy for Facebook which is a part of the communication plan, it includes objectives for the 

Facebook activities and how these should be accomplished. ICA Banken makes a conscious 

decision of what to send out through the different channels and all ideas and concepts should 

be in line with the general strategy. They also follow up and make sure that the purpose and 

objectives are being met. 

4.2.2.6Aggressive Advertising 

Before they post content they ask themselves whether it is appropriate for the target audience 

and if they think they want the information. Zetterberg says that there are no set targets for 

how often to update the different channels but that the quality of the content is more important 

than the frequency. 
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4.2.3 Risks vs. Benefits 

The most important risk to avoid is intrusion according to Zetterberg; that someone hacks 

their channel and spreads false messages that can hurt the brand or the customers. It is hard to 

control and it is only a hacked password away.  

Despite the risks, the benefit of using Social Media is greater. The alternative of not being on 

Social Media at all is a far greater risk for the brand, there is a risk that ICA Banken would get 

many dissatisfied customers. 

4.3 Halmstad Kommun  

Halmstad Kommun has 93 000 inhabitants and is the 18th largest municipality in Sweden 

(www.halmstad.se). Their Facebook-page has 3734 followers (https://www.facebook.com/ 

halmstadskommun?fref=ts, 2013-04-30) and targets the general public but mostly residents of 

the municipality.  

4.3.1 Communication in Social Media 

Pettersson means that Social Media has changed the way of communicating drastically in a 

positive way. She means that they used to be dependent on other media channels that they had 

little control over. They now have gained control and can spread information much faster in a 

completely different way than before. The range is bigger and if they answer one question 

other people will see the answer as well. One other positive change is that the feedback the 

organization gets can be indicators of what needs to be improved.  

Pettersson thinks that it is a must for Halmstad Kommun to be on Social Media. It is an 

incredibly beneficial channel for them to use, since they can reach their audience in a 

completely different way according to Pettersson. As an organization within the public sector, 

involvement in Social Media is a must. Not all municipalities are using Social Media, but they 

should and according to Pettersson, all will have to join sooner or later.  

Halmstad Kommun has a Facebook-page and uses it to spread important information that is 

posted on their website, which is their main channel. Compared to traditional media they own 

and can control these channels. Twitter is not actively used, a reactive approach is used and 

they only answer questions and post auto-generated content. When they post content on their 

http://www.halmstad.se/
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website or on Facebook it will also be posted on Twitter. According to Pettersson Twitter is 

mainly used by a certain crowd for example journalists and other people within media but also 

by politicians. She further states that it is not used for the general public but it is a way of 

managing PR. There is also a possibility to create a ripple-effect of a specific subject or an 

event. Halmstad Kommun does not have a blog but some of the different institutions have a 

blog. Pettersson means that it would be a good idea to have a common platform for gathering 

the different blog posts. Their aim is to create consistency but there are currently no resources 

for this. YouTube is not used regularly but video material is posted and sometimes embedded 

on Facebook and on the website. Pettersson states that there is a lot more possibilities with the 

channel but in the end it is a matter of resources. Sometimes they air live and the video 

content is later posted on YouTube.  

The goal is to answer questions within 24 hours during office hours, if they cannot give an 

answer they will reply and further investigate. If questions are at risk of escalating they will 

answer outside office hours to make sure it does not get out of proportion. One person is 

responsible for monitoring activities in their own Social Media channels but Halmstad 

Kommun has several communicators, they all get indicators of Social Media activities on 

their mobile phones and they all work together. 

Pettersson states that they do not have a specific goal for number of updates per week. That 

would not be a good goal to have according to Pettersson, she means that they should only 

update if they have something interesting to say.  

4.3.2 Risks with communication in Social Media 

There are obviously risks with Social Media according to Pettersson. It can seriously damage 

the brand and make it weaker which is the biggest risk. She also means that companies are of 

greater risk than the organizations within the public sector.  

4.3.2.1 Transparency 

Pettersson thinks that Halmstad Kommun has to be transparent since it is a public sector, she 

does not think that transparency itself is a risk. Transparency gives them a chance of 

explaining and motivating their actions or decisions. Halmstad Kommun are in the public eye 

as well as all of their departments, all actions should be able to handle critical scrutiny 
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according to Pettersson. Transparency can be an issue for companies that have something to 

hide like poor product quality. 

4.3.2.2 Interesting Content 

If the content is not interesting, it will not give a positive image of the company according to 

Pettersson. During a big fire in the harbor last year, Halmstad Kommun played an important 

part of spreading information to the public through Social Media. It raised expectations of the 

content by the public after all the attention and they now have to spend more time and effort 

to maintain and sustain interest says Pettersson. Halmstad Kommun post content that might 

not be of high importance but to create interest. The language is also adapted on Halmstad 

Kommun’s Social Media channels to a more informal language in order to create interest and 

able them to connect with the audience on a personal level. Pettersson means that they should 

only update if they have something interesting to say. Halmstad Kommun post mostly 

important information aimed to the public. They also post content that might be of interest for 

the readers in order to keep on reaching a larger audience, and also to create a sense of pride 

for the municipality and the organization in Halmstad. 

4.3.2.3 Legal Aspects 

Legal aspects are important for Halmstad Kommun to handle properly according to 

Pettersson. Terms of use are stated on the Facebook page and when the terms are violated, 

comments need to be removed. Confidentiality is also a legal aspect that Halmstad Kommun 

has to consider according to Pettersson. Occasionally individual posts content regarding cases 

protected by the Public Access to Information and Secrecy Act and the content has to be 

removed. When comments or questions are removed due to confidentiality they have to 

explain why in order to avoid dissatisfaction says Pettersson. 

4.3.2.4 Negative Word-of-Mouth 

One of the risks is that employees speak negatively about Halmstad Kommun as an employer 

which can easily get out of hand. Due to legal issues they cannot comment on a specific case 

which gives them a disadvantage, since they cannot explain the circumstances and defend 

themselves. If a single one of the 7800 employees gives bad service or makes a bad 

impression it can easily get out of proportion and destroy the trust for Halmstad Kommun 

according to Pettersson. Many of the people working at the municipality is chosen by the 
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inhabitants in the municipality, if they do something questionable or wrong the people might 

lose trust. This has happened in the past but the high pace of Social Media makes negative 

word-of-mouth spread faster and it can easily escalate, it is important to handle it the right 

way according to Pettersson. Pettersson states that it is better if people comment on the 

channels owned by Halmstad Kommun, because then they can handle it and respond in order 

to minimize the impact. If individuals write on their own personal pages or in other groups, 

Halmstad Kommun can only refer them to their own channels. If comments or questions are 

at risk of escalating immediate action must be taken to make sure is does not get out of 

control. Halmstad Kommun monitors traditional media but not any other Social media 

channels but their own, if a crisis occurs they can monitor all Social Media channels as well 

but it takes an incredible amount of time. Even if they would monitor what is being said about 

Halmstad Kommun they will not have the resources to handle it all. 

4.3.2.5 Lack of Knowledge 

Pettersson means that knowledge is needed in order to minimize the risks, it can be everything 

from legal issues to creating and managing a page. Pettersson states that you always learn as 

you go a long but knowledge can make it easier. There needs to be a plan and at least one 

person needs to be in charge and responsible for the Social Media activities. The person in 

charge should know how to handle different situations and act upon the previous strategies. 

Experience make it easier to predict what different types of comments will be posted and what 

type of problems the organization might have to face. 

The language used is also important, as the language used by the authorities is very official 

and does not work in Social Media. Pettersson means that they figured this out as they went 

along and that knowledge about what creates an interest is gained gradually. 

4.3.2.6 Aggressive Advertising 

Pettersson says that Spam and direct advertising breaches the user regulations on Facebook, 

many do it anyway but Halmstad Kommun does not. The user has the power to decide 

whether to follow the page or not, if companies use spam or too much advertising the users 

will simply decide not to follow the company anymore according to Pettersson.  
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4.3.3 Risks vs. Benefits 

“Sometimes you are a little bit more afraid of the risks that you ought to be.” 

(A.-C.,Pettersson, personal communication, Halmstad, 2013-04-26) 

The biggest risks for Halmstad Kommun are legal implications and negative Word-of-Mouth. 

However the benefit is greater than the risks, they are aware that there can be much more 

negative aspects than they have encountered.  

4.4 Stayhard 

Stayhard targets men of the age 18-35 and sell fashion online; they also have a physical store 

in Gothenburg. They have 35 employees and are based in Herrljunga. They have 18 426 

followers on Facebook (https://www.facebook.com/Stayhard.se?fref=ts, 2013-04-30).  

4.4.1 Communication in Social Media 

Social media has changed the way of communicating by enabling transparency in a 

completely different way, both positive and negative. Johansson means that there are mostly 

benefits because it is a way of engaging the customers and getting closer to the customer. 

Social Media enables Stayhard to interact with the customers and to reach a larger audience 

according to Johansson. They do not see it as a must for companies in general to be active in 

Social Media, however engaging in Social Media is a must for Stayhard. Johansson thinks 

being active on Social Media depends on the type of company and whether there is a need of 

engagement or a need to build a relationship with the customers. 

Stayhard is active on Facebook, YouTube, and Twitter. The content is adapted for the 

different type of channels. Facebook is used on a daily basis. The content differs greatly from 

questions and comments that need to be answered. According to Johansson competitions are a 

“pretty good thing” and they try to integrate all channels. Twitter is used every other week but 

it depends on the needs, it is a channel where a lot of people from the fashion industry are 

present and is therefore a good channel to spread news according to Johansson. They are least 

active on YouTube according to Johansson, but they do want to improve this. They post new 

commercials and other video material but Johansson means that it requires more effort to post 

videos.  
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4.4.2 Risks with communication in Social Media 

Johansson means that if transparency is not seen as an opportunity it can be seen as a risk. 

Stayhard has not experienced any risks so far.  

4.4.2.1 Transparency 

If the customers have a problem or a question, Stayhard does not hide anything and try to be 

honest, explain the situation and do their best to solve it. Comments do not matter if it is 

constructive criticism because it gives Stayhard an opportunity to respond and it is visible for 

other people to see.  

4.4.2.2 Interesting content 

Johansson means that the most important thing is that the questions are being answered rather 

than posting new and exciting content. However, they do post news and try to make it 

engaging. They are satisfied with their rate of updates and do not have an objective of number 

of updates.  

4.4.2.3 Legal aspects 

Johansson says that there is always a risk of legal implications, they take this into 

consideration and try to do it the “right way”. If somebody posts inappropriate content on 

their page, it is their duty to remove it since they own the page. They have not experienced 

any legal implications yet.   

4.4.2.4 Negative Word-of-Mouth 

Stayhard used to monitor different communication channels on a daily basis, they tried a 

service where they got daily updates but right now they do not monitor any channels. People 

will talk about the brand whether the company decides to engage in Social Media or not, so it 

is always a risk.  

4.4.2.5 Lack of knowledge 

Johansson do believe that some knowledge is needed in order to avoid risks. On the other 

hand he do not believe that extensive planning is required before engaging in Social Media 

and that it is better to just get started. 
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4.4.2.6 Aggressive Advertising 

Johansson states that companies have to consider this because the acceptance level of 

advertising is different among different customers. If there is too much advertising it can 

create aggression with people and they might leave the page.  

4.4.3 Risk vs. Benefit 

“There is no reason to be overly worried, it is better to just get started.” 

(R., Johansson, Personal communication, 2013-04-30.) 

Johansson states that in their industry, transparency could be a problem if the company are not 

conscious about it. But for Stayhard uninteresting content and aggressive advertising is the 

two major risks. But the benefit is of course greater than the risks. He means that the company 

can decide how big the risks can become. People is probably more forgiving if there is a 

dialogue when a problem occur, it is worse not to be involved at all in Social Media according 

to Johansson. 
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5. Analysis of empirical data 

We have decided to do a within case analysis followed by a cross-case analysis in order to 

create a structure, we have also categorized the data by company and subject. We have made 

a comparison between theoretical findings and empirical findings to find similarities and 

differences. 

5.1 Within case analysis 

5.1.1 Schwarzkopf 

5.1.1.1 Communication in Social Media 

Traditional mass media is a one-way communication and is different from the new interactive 

way of communicating through Social Media (Hongcharu & Eiamkanchanalai, 2009). Belqaid 

states that in addition to the interactivity, the communication is aimed to the target audience 

and it also gives Schwarzkopf an opportunity to have a direct two-way communication. 

According to Hongcharu & Eiamkanchanalai (2009) this benefits the company by getting 

them closer to the customer and by that strengthen relationships long term. This is the reason 

why Schwarzkopf decided to engage in Social Media according to Belqaid. Belqaid also 

means that it enables them to reach a wider audience. 

Schwarzkopf is most active on Facebook and uses it in a proactive way. Through Facebook 

Schwarzkopf share news, tips and new product launches which are adapted to the target 

group, which Carlsson (2010) agrees with and means that Facebook is a great place to 

announce launches, present news and upcoming events. Through YouTube companies can 

advertise and interact with the customers (www.youtube.com/t/about_youtube) this is exactly 

what Schwarzkopf does; they post existing marketing materials according to Belqaid. He 

further states that it is a good channel to use but it requires a lot of resources, which is limited 

at the moment. Blogs is a great way to nurture already established contacts and strengthen 

relationships (Frankel, 2007). Schwarzkopf agrees and means that this is why they use this 

channel and Belqaid further discloses that they work both proactively and reactively with 

blogs. Twitter can be effective when to reach out with news and tips (Carlsson, 2010) and it 

also connects customers and companies to help build and strengthen relationships 

(https://twitter.com/about). Despite this Belqaid believes that their target group is not active 
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on this channel, he further states that they do not have enough resources to engage in Twitter. 

They do however monitor what is being said about the brand in the channel in order to detect 

possible misunderstandings or misconceptions. Belqaid means that if companies do not 

engage whole heartedly there is no point in trying at all, Carlsson (2010) agrees that a certain 

amount of commitment is needed in order to succeed.  

5.1.1.2 Risks with communication in Social Media 

Belqaid means that there are no obvious risks when engaging in Social Media, Bolotaeva & 

Cata (2011) and Aula (2010) disagrees and means that there are risks to consider before using 

Social Media as a communication channel. Belqaid does say that the companies need to be 

aware that there is a certain degree of transparency. There is also risk for campaign being 

“hijacked” and it is therefore important to consider possible outcomes and worst case 

scenarios before posting campaigns, Tenenbaum & Zottola (2011) agrees that there is 

important to do proper planning before posting content. 

5.1.1.2.1 Transparency 

Engaging in Social Media requires the company to open up which also gives the consumer 

insight into the organization according to Carlsson (2010). Belqaid means that the customers 

require the company to be open and honest and Ström (2010) means that honesty is necessary 

because the customer’s personal sphere is entered. Belqaid says that critical questions will 

come up and the company has to be prepared to respond. He further states that if these 

questions cannot be answered it will impact the brand in a negative way. Carlsson (2010) 

means that by responding to criticism and confusion, the company can influence the public 

opinion. Belqaid agrees with Carlsson (2010) and means it can be turned into something 

positive therefore it is important to have a qualified person who can communicate, explain 

and answer the questions in the right way.   

5.1.1.2.2 Interesting content 

Kaplan & Haenlein (2010) states that being up-to-date is crucial which Belqaid agrees with 

and means that the channel has to be updated regularly. If this fails it will give a bad 

impression and the customers will not return to the page means Belqaid in accordance with 

Kaplan & Haenlein (2010).  Belqaid means that there is an expectation from the customers of 

regular updates and interesting posts, Schwarzkopf also adapt the content to the target group. 
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Kaplan & Haenlein (2010) further states that in order to engage the customers the company 

need to know what the customer is interested in and take this into consideration. Schwarzkopf 

has considered this and has seen that competitions are a good way to create interest and to 

engage the customers, they always try to have at least one competition running says Belqaid. 

5.1.1.2.3 Legal aspects 

Tenenbaum & Zottola (2011) mean that legal aspects should be considered before engaging in 

Social Media. Belqaid states that they have taken legal aspects into consideration especially 

when it comes to statements about product usage and safety. All content regarding this has to 

be checked by product specialists and consumer service to make sure it is accurate in order to 

avoid misunderstandings. Bolotaeva & Cata (2011) agrees that it is good to act with caution in 

order to not break any laws.  

5.1.1.2.4 Negative word-of-mouth  

Negative comments can spread quickly on the internet (Kaplan & Haenlein, 2010) and has a 

strong impact on consumer purchase decisions (van Noort & Willemsen, 2011). Belqaid says 

that there is an expectation from the customer to answer questions. Van Noort & Willemsen 

(2011) agrees and says this is especially the case in channels where the content is controlled 

by the company. Belqaid means that the consequences for not taking action are that it will 

irritate customers and give a bad image of the brand. According to van Noort & Willemsen 

(2011) bad publicity can be avoided if the company responds at the right time and place. 

Schwarzkopf uses both proactive and reactive approaches. Proactive work includes giving 

samples to bloggers and providing them with information, reactive work includes monitoring 

and responding to misunderstandings means Belqaid. Van Noort & Willemsen (2011) states 

that a reactive approach that is unsolicited can be risky if the company interferes on a 

platform intended for consumers only. Schwarzkopf have taken this into consideration and do 

not interfere if the problem is not considered as serious, however they do monitor activities 

which is good idea according to Carlsson (2010). 

5.1.1.2.5 Lack of Knowledge 

Carlsson (2010) state that both knowledge and understanding is needed before engaging in 

Social Media. Belqaid do not fully agree, and means that no specific knowledge is needed. An 

interest and understanding is more important in order to predict what could happen and what 
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the consumer expects from Social Media according to Belqaid. However, he means that it is 

easy to learn if there is an interest. Social Media is a fast-moving platform according to 

Kaplan & Haenlein (2010), Belqaid is aware of this and means that the company needs to act 

fast. Even though Belqaid does not believe that knowledge is necessary, he believes that it can 

help the company avoid risks and misunderstandings.  

Bolotaeva & Cata (2011) means that companies needs to have a plan before engaging in 

Social Media, and Kaplan & Haenlein (2010) means that companies needs to take their time 

to understand the platform. Schwarzkopf did not have a specific strategy before engaging in 

Social Media and Belqaid means that they had to learn as they went along and had to try what 

worked best for them. We believe that this could be because they started their Social Media 

activities as early as in 2008 when there was not much information about Social Media 

communication. Due to lack of guidance and information, we therefore believe that they had 

no choice but to learn as they went along.  

5.1.1.2.6 Aggressive advertising 

Companies should be careful with advertising in order to keep their customers (Bolotaeva & 

Cata, 2011). Since the consumer has the power to choose what information to receive 

(Frankel, 2007) they might leave the page if there is too much product promotion (Leboff, 

2011). Schwarzkopf agrees and does not want to update too often since there is a risk that the 

consumers will consider it as spam, which gives a negative impression.  

5.1.1.3 Risk vs. Benefit 

There are a lot of opportunities with Social Media communication; however there are risks to 

consider (Bolotaeva & Cata, 2011). Belqaid means that the biggest risk for Schwarzkopf is to 

produce relevant and interesting content and in order to avoid this risk, resources are needed. 

However Belqaid definitely thinks that the benefit is greater than the risk because it gives the 

company an opportunity to interact directly with the customers. Bolotaeva & Cata (2011) 

agrees that it can be a powerful tool and that the opportunities are too big to ignore.  
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5.1.2 ICA Banken 

5.1.2.1 Communication in Social Media 

Social Media has changed the way people communicate and has made the communication 

more interactive (Hongcharu & Eiamkanchanalai, 2009). Zetterberg means that the new way 

of communicating has made the company faster, more perceptive, flexible and responsive. It 

gives ICA Banken an opportunity to learn about their customers which Hongcharu & 

Eiamkanchanalai (2009) means enables a closer and stronger relationship. Zetterberg also 

states that interactivity has enabled them to learn more about their customers, which is 

positive for all their communication. Hongcharu & Eiamkanchanalai (2009) agrees and means 

that interactivity will play an important part in the future for how to reach the right audience.  

Customers of ICA Banken demands and expects their presence and availability in Social 

Media and ICA Banken wants to meet their expectations according to Zetterberg. Carlsson 

(2010) mean that it is good to be available on the web and communicate on a personalized 

level.  

Facebook is a great communication channel since information can spread quickly (Carlsson, 

2010). This is one of the reasons why ICA Banken uses Facebook according to Zetterberg. 

Facebook is the main channel for ICA Banken and is mainly used for customer service; for 

answering questions and informing about problems with the service. A specific strategy for 

Facebook has been developed and the communication plan for Facebook is integrated in the 

marketing plan. Carlsson (2010) means that Twitter is not as suitable for companies, however 

Twitter can still be effective for spreading news, inspiration and tips. Twitter is not used on a 

regular basis but they do post news, tips and special offers occasionally according to 

Zetterberg. Through YouTube companies can inspire and interact with customers 

(http://www.youtube.com/t/about_youtube). ICA Banken has a YouTube account but despite 

the opportunities it is not used actively. Zetterberg means that they want to get to know the 

platform better which Kaplan & Haenlein (2010) supports and further means that companies 

must learn the basic rules before participating in Social Media. Zetterberg means that they 

make conscious decisions of what to send out through the different channels and all ideas 

should be in line with the general strategy. This is supported by Tenenbaum & Zottola (2011) 

who means that proper planning is needed before posting items.  
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5.1.2.2 Risks with communication in Social Media 

Social Media communication has its share of risks (Bolotaeva & Cata, 2011) and Zetterberg 

believes that there are risks with communication in Social Media. ICA Banken has considered 

and analyzed general risks especially for Facebook. Zetterberg means that is hard to keep up 

since it is a fast-moving platform, Kaplan & Haenlein (2010) agrees and also states and that 

being up-to-date is crucial.  

Zetterberg means that another risk to ICA Banken is being “hijacked”; that someone hack 

their account and uses it for fraud or damaging the brand. This was not mentioned in the 

theory regarding Social Media communication and we believe that the reason for this might 

be because it is not a direct communication risk but more an IT-security risk.  

5.1.2.2.1 Transparency 

The companies are becoming transparent due to Social Media which Carlsson (2010) means 

allows consumers insight into the organization). Zetterberg means that transparency itself is 

not damaging but if information like trade secrets and commercial confidentiality are exposed, 

it can be used to intentionally hurt the brand. Van Noort & Willemsen (2011) agrees and 

states that some people can attack the company to deliberately hurt the brand. It is therefore 

important to decide what information to share and how open they should be according to 

Carlsson (2010) and Ström (2010). 

5.1.2.2.2 Interesting content 

ICA Banken wants to engage the customer and aim to make the content interesting, Kaplan & 

Haenlein (2010) means this is important in order to keep the customers coming back. 

Zetterberg does not see it as a risk to not update regularly, she means the customers will not 

notice if there is no updates for up to three weeks. This is not in agreement with Kaplan & 

Haenlein (2010) who states that being up-to-date is crucial since it is a fast moving platform. 

If the company cannot follow the fluctuations and keep the content up-to-date, it can have a 

negative impact on business success (Kaplan & Haenlein, 2010). However, Zetterberg means 

this is because their customers do not actively visit their Facebook page according to 

statistics, she means that they receive updates in their newsfeed. Even though Zetterberg 

means that it is not a major risk, she admits that it would not look good. 
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5.1.2.2.3 Legal aspects 

Tenenbaum & Zottola (2011) state that there are legal aspects to consider when engaging in 

Social Media. The biggest risk regarding legal aspects for ICA Banken is keep customer 

confidentiality in accordance with the Bank Secrecy Act according to Zetterberg. ICA Banken 

cannot comment on a specific case, the only thing ICA Banken can do is to refer the 

customers to the customer service and remove the content at risk from the Social Media 

channels.  

As previously stated, ICA Banken consider it as a major risk if someone hacks their accounts 

according to Zetterberg, even though Zetterberg did not express this concern regarding legal 

aspects. ICC (ICC, 2011) means that data that is collected by the company should be properly 

stored, especially when it comes to electronic, physical and administrative security in order to 

avoid legal implications (ICC, 2011).  

5.1.2.2.4 Negative word-of-mouth  

If negative opinions are being spread it can be difficult to manage, it is therefore important to 

act before the company gets a bad reputation (Aula, 2010). ICA Banken has considered this 

and monitors what is being said about the brand which Carlsson (2010) considers as positive. 

ICA Banken works hard to be updated on what is being written about the brand on a daily 

basis. If there is anything that needs action like a question or a misunderstanding they will 

respond to it according to Zetterberg. According to van Noort & Willemsen (2011) this is a 

reactive approach and Carlsson (2010) means that it is good to have a plan for how criticism 

and complaints should be handled. If the criticism or complaint occurs in a brand generated 

platform the consumer expects an answer (van Noort & Willemsen, 2011). Zetterberg is 

aware of this and as part of ICA Banken’s strategy is the policy that they should always 

answer questions. However, it can be risky to interfere on consumer generated platforms, if it 

is not explicitly asked for, since this can have a negative effect on the brand image according 

to van Noort & Willemsen (2011). 

5.1.2.2.5 Lack of Knowledge 

Carlsson (2010) states that understanding and knowledge is needed before engaging in Social 

Media, Zetterberg agrees and means that it is important to gather knowledge in order to avoid 

risks. Zetterberg also means that knowledge is not necessary for all people and that some 
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might just learn as they go along. This is not in agreement with Kaplan & Haenlein (2010), 

they believe that companies should take time to understand the platform before engaging in 

Social Media. ICA Banken do have an overall strategy for all Social Media communication, 

which is in accordance with Bolotaeva & Cata (2011) who means proper planning is needed.  

5.1.2.2.6 Aggressive advertising  

The new generation is more critical towards pure advertising (Carlsson, 2010) and companies 

now have to listen to the customers (Leboff, 2011). Zetterberg agrees and means that it is 

important to post content that the customers are interested in and that the content should be 

adapted to the target audience.  

5.1.2.3 Risk vs. Benefit 

There are risks with Social Media communication (Aula, 2010) and Zetterberg means that the 

biggest risk is that the account can be “hijacked”, that someone uses their channel to spread 

false messages to deliberately hurt ICA Banken or their customers. Security is hard to control 

and only a password away according to Zetterberg. Businesses should not ignore the 

possibilities of taking part in Social Media (Bolotaeva & Cata, 2011) which Zetterberg agrees 

with and means that the risk of not being on Social Media is much bigger than any of the 

other risks. 

5.1.3 Halmstad Kommun 

5.1.3.1 Communication in Social Media 

Both Frankel (2007) and Hongcharu & Eiamkanchanalai (2009) states that Social Media has 

changed the way of communicating by enabling interaction. Pettersson agrees and mean this 

is a positive thing and further states that the feedback that they receive can be indicators of 

things that need to be improved. Hongcharu & Eiamkanchanalai (2009) further states that 

interaction will affect how companies reach the right the audience, Pettersson means that this 

is one of the major changes for Halmstad Kommun and has been beneficial in order to reach 

their audience in completely different way. According to Hongcharu & Eiamkanchanalai 

(2009) Social Media enables companies to reach a larger audience which is exactly what has 

happened for Halmstad Kommun. Pettersson considers it a must for Halmstad Kommun to be 

active on Social Media.  
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Halmstad Kommun has also gained independence in a way, since they do not have to rely on 

traditional mass media channels to spread their message. They can now control the content in 

their own Social Media channels according to Pettersson. The purpose for Halmstad Kommun 

for using Social Media communication is to create availability and be where the customers are 

which according to Hongcharu & Eiamkanchanalai (2009) will strengthen the relationship 

between the company and the customer.  

Carlsson (2010) states that Facebook is a great communication channel where news and 

information can be shared quickly and a large number of people can be reached (Carlsson, 

2010). This is why Halmstad Kommun uses Facebook as their main Social Media 

communication channel according to Pettersson. Halmstad Kommun also uses Facebook to 

spread information that is posted on their website, which is their main source of information. 

This is in accordance with Holmström & Wikberg (2010) who says that the website should be 

the basis for information and that it is a good idea to integrate the Website with Social Media. 

According to Kaplan & Haenlein (2010) blogs are still one of the most common forms of 

Social Media and is a cost efficient way to communicate. It is also a good way of sustaining 

and strengthening customer relationships at the same time as trust is enhanced (ibid.). 

Pettersson agrees that it would be good to engage in blogs but there is currently a lack of 

resources. Twitter can be effective to spread information but it is not as suited for companies 

as Facebook (Carlsson, 2010). Pettersson states that Twitter is not commonly used by the 

general public but by another type of audience, it is a popular platform for journalists, media 

and politicians. Twitter is being used to reach this crowd and is a way of managing PR but 

Halmstad Kommun does not use it actively according to Pettersson. YouTube can be a 

profitable marketing channel (Holmström & Wikberg, 2010), despite this YouTube is not 

used actively by Halmstad Kommun but they do post content that are embedded or linked on 

Facebook according to Pettersson. She also means that there is a lot more opportunities but 

that it is a matter of resources.  

5.1.3.2 Risks with communication in Social Media 

Pettersson and Bolotaeva & Cata (2010) both agree that there are risks with communication in 

Social Media. Pettersson means that there is a risk of damaging the brand and making it 

weaker. Leboff (2011) means it could happen if the channel used the wrong way. Pettersson 

believes that companies might be at bigger risk than public organizations like Halmstad 
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Kommun. We believe that this is because organizations like Halmstad Kommun are at risk of 

losing trust and credibility, while companies also are exposed to financial risks and in the end 

bankruptcy.  

5.1.3.2.1 Transparency 

Social Media communication requires the companies to open up (Carlsson, 2010). Halmstad 

Kommun must have a certain degree of transparency since it is a public organization 

according to Pettersson. Ström (2010) and Leboff (2011) state that honesty and authenticity is 

required. Pettersson means that it is not the transparency itself that is a risk, but that it 

becomes one if the company has something to hide. Carlsson (2010) states that the company 

has to decide on how much information they want to share as well as the degree of openness 

before engaging in Social Media. Halmstad Kommun is in the public eye and a higher degree 

of openness is expected by the public. They should therefore be able to handle being 

scrutinized says Pettersson. According to Kaplan & Haenlein (2010) and Carlsson (2010) 

Social Media outlets cannot be controlled by the company. Pettersson disagrees and means 

that one of the reasons for using Social Media is that it gives Halmstad Kommun a channel 

where they can control the content. If costumers post comments on Halmstad Kommun’s page 

it gives them an opportunity to respond.  

5.1.3.2.2 Interesting content 

Kaplan and Haenlein (2010) mean that being up-to-date is crucial since the pace on Social 

Media platforms is high. Pettersson agrees that if the content is uninteresting it will give a 

negative image of the company. Halmstad Kommun works hard with providing interesting 

content since the expectations from the public are high. Even though Halmstad Kommun’s 

main purpose is to provide important information to the public, they also post content of low 

importance in order to create interest and to reach a larger audience. Kaplan & Haenlein 

(2010) further states that the content and language should be adapted to the target group 

which Halmstad Kommun has taken into consideration. Halmstad Kommun targets the 

general public; therefore they have adapted the language to a more relaxed language which is 

more appropriate for Social Media. This is in accordance with Kaplan & Haenlein (2010) who 

means that the company should not act too professional. 
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5.1.3.2.3 Legal aspects 

It is important to consider the legal aspects according to Tenenbaum & Zottola (2011) and 

Pettersson means that it important to review the content posted by Halmstad Kommun and by 

the users. Halmstad Kommun has terms of usage stated on their page and it is their 

responsibility to remove posts or comment in violation of these rules. Confidentiality is one of 

the most important legal aspects Halmstad Kommun have to consider and Bolotaeva & Cata 

(2011) means that companies has to act with caution not to break any laws. The law in this 

case would be the Public Access to Information and Secrecy act and content regarding cases 

or people protected by this law should be removed.  

5.1.3.2.4 Negative word-of-mouth  

Aula (2010) means that it is difficult to control what is being said about the brand in Social 

Media. Pettersson agrees and says that is better if customers post comments or criticism in 

Halmstad Kommun’s own channels since it makes it easier to control. Halmstad Kommun 

means that they can minimize the risk if they respond to comments or criticism. Van Noort 

and Willemsen (2011) agree with this and mean that negative publicity can be avoided if the 

company responds at the right time and place. Aula (2010) further means that it is important 

to be proactive and handle negative Word-of-Mouth before it damages the company’s 

reputation. One of the issues for Halmstad Kommun is that employees can speak negatively 

about Halmstad Kommun as an employer. Pettersson means that the employees are entitled to 

express their opinions but that it can easily get out of hand and hurt the brand. Kaplan & 

Haenlein (2010) are not the only one to mention the fact that disappointments and 

dissatisfaction can be expressed on Social Media platforms, Aula (2010) further states that 

this can be a threat to the organization on a long term. The problem with this is that Halmstad 

Kommun cannot reply or defend themselves in the same extent since they cannot comment on 

specific cases due to confidentiality.  Trust and loyalty can be affected if the company’s 

reputation is damaged according to Bolotaeva & Cata (2011) and Halmstad is at risk of this if 

one of the 7800 employees gives bad service or a bad impression says Pettersson. Kotler, 

Armstrong, Saunders & Wong (2008) states that people are a lot more eager to share negative 

experiences with a company and Pettersson means that negative Word-of-Mouth spreads 

faster in Social Media and can easily escalate. Many of the employees are selected for the 

position by the inhabitants in the municipality, if an employee does something questionable or 
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wrong the public might lose trust in Halmstad Kommun. Issues with trust has happened in 

past but if it would happen now it could escalate and spread faster due to the high pace of 

Social Media means Pettersson. Kaplan & Haenlein (2010) states that Social Media is a fast 

moving platform, and it is difficult to manage (Aula, 2010). 

Carlsson (2010) state that it is a good idea to monitor all channels. Halmstad Kommun only 

monitor their own Social Media channels at the moment, however Halmstad Kommun do take 

action in other channels as well  if negative comments are at risk of escalating to make sure it 

does not get out of proportion according to Pettersson. 

5.1.3.2.5 Lack of Knowledge 

Carlsson (2010) state that companies should not engage in Social Media if they do not have 

enough knowledge or understanding. Kaplan & Haenlein (2010) agrees and states that 

companies must take time to understand the platform. Pettersson agrees that knowledge is 

needed in order to minimize the risks. She means that knowledge makes it easier even though 

it is possible to learn as you go along. Tenenbaum & Zottola (2011) and Bolotaeva & Cata 

(2011) states that proper planning is needed before engaging in Social Media. Pettersson 

means that it is good to have a plan and that at least one person that is in charge has 

knowledge about how to act in different situations, based upon the previous strategies. She 

also means that knowledge gained from experience can help companies anticipate different 

outcomes and reactions. Carlsson (2010) means that companies needs to be prepared for the 

consequences in order to avoid the risks.  

5.1.3.2.6 Aggressive advertising  

People are critical towards pure advertising (Carlsson, 2010) and Frankel (2007) means that 

the user has the power to choose what information to receive, the customer can easily leave if 

they do not like the content. Halmstad Kommun does not use advertising at all and are not at 

risk of losing followers for this reason. We believe that the reason why Halmstad Kommun 

does not use advertising is because it could hurt their credibility as a municipality. It can also 

be because the main purpose is not to increase sales but to spread important information to a 

large number of people.   
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5.1.3.3 Risk vs. Benefit 

Social Media communication involves both risks and benefits for companies (Bolotaeva & 

Cata, 2011). Pettersson states that the main issue is the legal risks and negative Word-of-

Mouth, but that the benefit is definitely greater than the risks. Bolotaeva & Cata (2011) and 

Kaplan & Haenlein (2010) both mean that the opportunities are too great to be ignored even 

though they might encounter difficulties. Pettersson means that people might be too afraid of 

the risks than they should be. Carlsson (2010) mean that if the company is afraid to make 

mistakes, it might cause a risk for the company. 

5.1.4 Stayhard 

5.1.4.1 Communication in Social Media 

Hongcharu & Eiamkanchanalai (2009) states that Social Media has changed the way people 

communicate by enabling interaction between companies and customers. This is why 

Stayhard uses Social Media according to Johansson. Johansson means that it brings them 

closer to the customers and Hongcharu & Eiamkanchanalai (2009) means that this is because 

of the interaction. Social Media gives Stayhard an opportunity to reach a larger audience 

according to Johansson. Therefore Stayhard sees it as a must for them to engage in Social 

Media.  

Stayhard are most active on Facebook and use it on a daily basis, this is according to Carlsson 

(2010) a great tool to create brand awareness and to create a better dialogue with the 

customers. Stayhard encourage a dialogue by answering questions which is good since half of 

the customers expect a reply according to van Noort & Willemsen (2011). Stayhard is not 

very active on Twitter, but they do use it to reach a different audience compared to Facebook. 

Stayhard targets professionals within their industry on Twitter to update them on news which 

according to Carlsson (2010) can be effective, even though Twitter is not as suitable for 

companies as Facebook. YouTube can be good for posting new commercials or video 

material (http://www.youtube.com/t/about_youtube). Stayhard uses YouTube for this purpose 

but not actively. Stayhard adapts the content for the different type of channel and the different 

type of user found there. 
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5.1.4.2 Risks with communication in Social Media 

Aula (2010) state that there are risks to consider when using Social Media as a 

communication channel. Johansson means that transparency can be considered as a risk if it is 

not seen as an opportunity. However Stayhard has not experienced any risks.  

5.1.4.2.1 Transparency 

According to Carlsson (2010) Social Media gives an insight into the organization, therefore it 

is important to decide how much information the company should share. The content should 

be honest and authentic in order to reduce the risks (Ström, 2010; Leboff, 2011). Johansson 

means that they need to be honest, which is the reason why they try to explain and solve the 

problem instead of hiding it. Johansson does not see negative comments as a risk, because 

they can respond and in that way take control over the content. Kaplan & Haenlein (2010) 

disagrees and means that companies cannot control outlets and information in Social Media. 

5.1.4.2.2 Interesting content 

Kaplan & Haenlein (2010) means that interesting and updated content is needed in order to 

keep the visitors of coming back which Johansson agrees on. Even though Stayhard´s main 

focus is on answering questions, they still try to make interesting and engaging content.  

5.1.4.2.3 Legal aspects 

Bolotaeva & Cata (2011) means that companies have to act with caution on Social Media not 

to break any laws which Johansson agrees with and says that Stayhard always take this in to 

consideration. Johansson also means that they are responsible for all content posted on their 

channels. If somebody posts content that is not allowed, Stayhard has to remove it.  

5.1.4.2.4 Negative word-of-mouth  

Kotler et al. (2008) states that people express their negative experiences rather than their 

positive experiences with a brand and van Noort & Willemsen (2011) means that it is more 

easily expressed online. Johansson means that there is always a risk of people speaking 

negatively about the brand. Aula (2010) agrees that it is difficult to control what people write 

about the brand and Johansson states that it does not matter whether companies engage in 

Social Media or not, people will still talk about the brand. Carlsson (2010) agrees on that 
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point but means that it could be a good idea to monitor what is being said about the company. 

Stayhard does not monitor any channels but their own at the moment. Van Noort & 

Willemsen (2011) means that negative word-of-mouth affects consumers strongly when 

making a purchase decision, therefore it is important to act proactively because of the 

difficulty to control the expressed opinions Aula (2010).  

5.1.4.2.5 Lack of Knowledge 

According to Johansson knowledge is needed to avoid risks with communication in Social 

Media, which is supported by Carlsson (2010) who means that sufficient knowledge is 

important before engaging in Social Media. Kaplan & Haenlein (2010) further states that 

companies needs to take time to learn and understand the platform. Bolotaeva & Cata (2011) 

says that it is necessary for companies to have a plan before engaging in Social Media, 

Johansson disagrees and believes that extensive planning is not required and means that it is 

better to just get started.  

5.1.4.2.6 Aggressive advertising  

Carlsson (2010) state that the new generation is more critical towards pure advertising, Leboff 

(2011) says that customers might decide not to follow their page if the company posts too 

much advertising. Johansson agrees that the customer might be irritated and leave the page 

and further states that it depends on the fact that the acceptance of advertising differs among 

the customers. Johansson means that companies have to take this into consideration before 

posting advertising.  

5.1.4.3 Risk vs. Benefit 

Social Media can be a powerful tool but there are risks to take into consideration (Bolotaeva 

& Cata, 2011). Johansson believes that the biggest risks for Stayhard are uninteresting content 

and aggressive advertising but the benefit is definitively bigger than the risk. Johansson says 

that it is up to the companies to decide how serious risks can become. Bolotaeva & Cata 

(2011) agrees that the opportunities should not be ignored. 
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5.2 Cross-case analysis 

The main purpose of the cross-case analysis is to find differences and similarities between the 

different companies included in this study. The previous categories will be used as well as 

tables to make it easier to find patterns. 

5.2.1 Communication in Social Media 

 

Table 5.1 Why companies communicate in Social Media. 

As seen in the table above, the companies have similar purposes for using Social Media as a 

communication channel. One common aspect is interactivity which according to Hongcharu 

& Eiamkanchanalai (2009) enables a direct communication with the customer and it is the 

main difference from the traditional communication. Hongcharu & Eiamkanchanalai (2009) 

further means that interactivity will be important in the near future as it will affect how to 

reach the right target audience. As seen in table 5.1 the companies already use Social Media 

to reach their target audience and to create a closer relationship with their customers. 

Carlsson (2010) agrees and says that Social Media is especially suited for both maintaining 

and creating new relationships. ICA Banken is the only company who states that the reason 

for being on Social Media is that their customers expect their presence in Social Media. None 

of the other companies has mentioned expectations from the customers as a reason for being 

active in Social Media. However, we believe that there is a possibility that this is a reason for 

the other companies as well, since they have mentioned customer’s expectations in other 

contexts. Schwarzkopf do mention customer expectations regarding the content and that the 

customers expect regular updates. Belqaid also means that it is important to understand what 

the customer expects from Social Media; therefore we think customer expectations are an 

important reason for the company’s presence in Social Media. Carlsson (2010) means that it is 
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important to be available on the web in order to achieve a personal communication. All of the 

four companies have mentioned availability as a reason; they all want to be available in 

Social Media channels for their customers. Carlsson (2010) says this is good to get closer the 

customers which according to Hongcharu & Eiamkanchanalai (2009) will strengthen the 

relationship long term. Social Media enables companies to reach a large audience (Hongcharu 

& Eiamkanchanalai, 2009), which is one of the reasons for Stayhard, Halmstad Kommun and 

Schwarzkopf. This is not one of the purposes for ICA Banken; the reason might be because 

ICA Banken’s purpose is to target already existing customers. Halmstad Kommun is the only 

organization that means that independence and control are reasons for using Social Media. 

We believe that this can be due to the fact that they have to spread important information 

quickly to the general public and the inhabitants of municipality. Halmstad Kommun had to 

rely on traditional mass media in the past but now they can control the message in a 

completely different way.  

 

Table. 5.2. How the companies communicate in Social Media 

Social Media is good for sharing news and information according to Carlsson (2010). This is 

something all the companies have in common as seen in the table above. Carlsson (2010) state 

that Facebook is especially effective for sharing information and news; this is why Facebook 

is the main channel for all of the companies. Schwarzkopf and Stayhard are posting 

campaigns, inspiring material and competitions on their Social Media channels, we believe 

that this could be because they sell products compared to ICA Banken and Halmstad 

Kommun that offers services only. Schwarzkopf and Stayhard try to have competitions 

running at all times, they both mean that it creates interest and engages the customers in a 

positive way. Kaplan & Haenlein (2010) states it is important to have interesting content in 

order to keep the customers coming back. All companies consider it important to answer 

questions; however ICA Banken is the only one who uses Facebook as a part of their 
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customer service. The customer service department at ICA Banken has at least one person 

responsible for answering questions on Facebook daily. If the consumer asks a question in a 

channel controlled by the company, they expect an answer according to van Noort & 

Willemsen (2011). Van Noort & Willemsen (2011) further states that by responding at the 

right time and place the company can avoid bad publicity. 

5.2.2 Risk with communication in Social Media 

All companies are in agreement with Bolotaeva & Cata (2011) who states that there are risks 

to consider before engaging in Social Media. Both ICA Banken and Schwarzkopf believe that 

there is a risk of being “hijacked”. The definition differs, ICA Banken refers to the risk of 

their accounts being hacked and Schwarzkopf means that someone “hijacks” their campaign 

to spread their own message. This was not mentioned in the theoretical finding but it could be 

risks that companies have to consider, since it can affect the company image in a negative 

way.  

5.2.2.1 Transparency  

 

Table 5.3 Aspects of transparency  

Carlsson (2010) state that Social Media allows the customers to get an insight into the 

organization. Transparency can be a risk according to Ström (2010) which can be reduced by 

honesty and authenticity (Leboff, 2011). All of the companies in table 5.3 agree that 

transparency itself is not a risk; however it can become a risk if companies have something to 

hide. Halmstad Kommun, Stayhard and Schwarzkopf has specifically expressed that honesty 

is important in order to avoid the risks with transparency. Schwarzkopf and Halmstad 

Kommun mean that it is their customers who require them to be open and honest. Halmstad 

Kommun means this is because they are a public organization and they should therefore be 

able to handle being scrutinized. Schwarzkopf and Stayhard mean that negative comments 

will come up and they have to be handled in order to avoid a negative impact on the brand.  
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5.2.2.2 Interesting content 

 

Table 5.4 Aspects of Interesting Content. 

 Updated content is important since Social Media is a fast moving platform with constant 

fluctations according to Kaplan & Haenlein (2010). ICA Banken is the only company that 

clearly expressed that regular updates is not important and that their customers would not 

notice if they did not update any  posts for up to three weeks. This is because statistics shows 

that customers do not actively visit their Facebook page but get the updates in their newsfeed. 

Schwarzkopf and Halmstad Kommun means that regular updates is necessary,  it will give a 

bad impression of the company if they fail to keep the content updated. This is in agreement 

with Kaplan & Haenlein (2010) who means that being up-to-date is crucial. Kaplan and 

Heanlein (2010) further states that the content should be interesting and engaging to keep the 

customers coming back. Halmstad Kommun wants to create interesting content but did not 

express that the purpose was to engage the customers. We believe that this could be because 

Halmstad Kommun’s main purpose is to spread important information.  All four companies in 

table 5.4 make an effort to create interesting content for the customers. Schwarzkopf and 

Stayhard means that the content has to be adapted to the target group. Halmstad Kommun 

agrees and does this by adapting the language from an official language to a more relaxed 

language in order to interact on a more personal level. Kaplan & Haenlein (2010) agrees that 

companies should be at the same level as their followers from the target group and not act too 

professional. This is important in our opinion, in order to make sure  the entire target audience 

for Halmstad Kommun can understand and relate to the content. 
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5.2.2.3 Legal aspects 

 

Table 5.5 Legal aspects 

All four companies are in agreement that legal aspects are important to consider, Tenenbaum 

& Zottola (2011) means this is necessary before engaging in Social Media. There are several 

legal aspects to consider and all the companies mentioned different aspects. This might be 

because the companies are completely different from each other; they are active within 

different sectors and targets different segments, therefore different legal aspects are being 

considered. Schwarzkopf means that legal aspects regarding statements about product usage 

and safety are especially important in order to avoid legal implications. Confidentiality is the 

most important aspect for Halmstad Kommun to consider, content regarding specific cases 

protected by the Public Access to Information and Secrecy act must be removed. ICA Banken 

also has to take confidentiality into consideration and be careful not to break the laws of the 

Bank Secrecy Act. ICA Banken is not allowed to acknowledge that specific individuals are 

customers with them and therefore ICA Banken must remove contents regarding specific 

cases.  Stayhard takes legal aspects in consideration and removes inappropriate content on 

their Social Media channels. All companies agree that the owner of the page are responsible 

for all content, abuse or inappropriate content has to be removed regardless if the post was 

made by the company or another user. ICA Banken is the only one who is concerned about 

the data security and of the accounts being hacked. According to ICC (2011) it is company’s 

responsibility to make sure that all data is properly stored. If the accounts are hacked it can be 

devastating for the companies, the channel and the information can be used to hurt the brand 

in several different ways. Therefore we believe that all companies should consider this as a 

risk as it can affect the image of the company negatively.  

X 
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5.2.2.4 Negative Word-of-Mouth 

 

Table 5.6 Aspects of Negative Word-of-Mouth 

Negative comments can spread quickly on the Internet (Kaplan & Haenlein, 2010) and can be 

difficult to manage (Aula, 2010).  All four companies agree and state that it is hard to control 

what is being said about the company. Carlsson (2010) means that monitoring activities can 

be a good idea and both ICA Banken and Schwarzkopf monitor what is being said about the 

brand in a proactive way. Stayhard and Halmstad Kommun both thinks that it would be a 

good idea to monitor but that it requires too much resources at the moment. However, all four 

companies agrees that questions has to be answered in their own channels. Van Noort & 

Willemsen (2011) states the customers expects an answer and Schwarzkopf agrees and means 

that the customers will be irritated and get a bad impression  if the company fails to answer. 

Van Noort & Willemsen (2011) states that bad publicity can be avoided if the company 

responds at the right time and place and Aula (2010) means that action has to be taken before 

the company gets a bad reputation. Halmstad Kommun means that the impact can be 

minimized if they respond to comments or criticism. However Halmstad Kommun uses a 

reactive approach and only responds when it is at risk of escalating. ICA Banken’s policy is 

to always answer questions and this is a part of their strategy. Schwarzkopf means that only 

solicited questions should be answered which is in agreement with van Noort & Willemsen 

(2011) who means that is can be risky to interfere proactively on platforms intended to 

consumers only. Stayhard and Carlsson (2010) mean that it does not matter whether 

companies engage in Social Media or not, people will still talk about the brand. However 

taking part in the conversation gives you an opportunity to influence the public opinion 

according to Carlsson (2010). Negative comments have a strong impact on consumer 

purchase decisions (van Noort & Willemsen, 2011) therefore we believe it is important to use 

a proactive approach in Social Media in order to influence the consumer’s opinion of the 

company.  
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5.2.2.6 Lack of Knowledge 

 

Table 5.7 Aspects of lack of knowledge 

Sufficient knowledge is needed before engaging in Social Media according to Carlsson 

(2010). Halmstad Kommun, Stayhard and ICA Banken agree that knowledge is needed in 

order to minimize the risks. Schwarzkopf does not fully agree but means that an interest and 

understanding is more important in order to predict possible outcomes. Kaplan & Haenlein 

(2010) agrees that it is important for companies to take time to understand the platform. 

Bolotaeva & Cata (2011) further states that companies need to have a plan before engaging in 

Social Media. Schwarzkopf does not fully agree and means that they did not have a plan and 

had to learn as they went along to find out what worked best for them. Stayhard agrees with 

Schwarzkopf and mean that it is better just get started.  

5.2.2.7 Aggressive Advertising 

 

Table 5.8 Aspects of aggressive advertising 

The new generation is more critical towards pure advertising and no longer accepts the former 

used push-promotion (Carlsson, 2010). The costumer has power to choose what information 

to receive (Frankel, 2007; Leboff 2011) and therefore the companies have to listen to the 

costumers according to Carlsson (2010). All companies are in agreement that too much 

advertising will give a negative impression of the company and that it might make the 

customers leave the page. Stayhard means that the acceptance level of advertising differs 

among the customers which are in accordance with Carlsson (2010) who means that it 

depends on the generation. None of the companies use push-promotion in Social Media, we 
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believe that the reason for this is because the companies have to adapt their promotion in 

order to compete on the current market.  ICA Banken and Schwarzkopf are in agreement that 

the content has to be adapted to the target group and their interests in order to minimize the 

risks. Halmstad Kommun does not have any advertising at all and are not at risk of this.  

From our analysis we have constructed a model that shows how to handle each risk in order to 

create an effective communication in Social Media. Each risk has different aspects to 

consider, but they are connected and will lead to adaptation, interest or closeness, if handled 

the right way. Adaptation, interest and closeness will lead to a better image and stronger 

relationships which in the end will improve the chance of business success.   

 

Model 5.1 Model for how to reduce the risks of Social Media communication. Constructed by 

Annika Greven & Sofia Sibring (2013) based on the analysis. 
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6. Conclusion 

This chapter contains our conclusions based on our analysis. We have made some 

recommendations for the companies from the case study, as well as interesting topics as 

proposals for future research. 

Social Media is an increasingly more important channel for companies to use since it allows 

the company to interact with their customers. Even though Social Media is relatively new, 

companies have learned a lot in the past couple of years. As our study shows, companies have 

to be aware of the risks in order to create a successful communication.  

6.1 Communication in Social Media 

How and why do the companies use Social Media Communication? 

The assumption was that companies use Social Media in a similar way. We have now come to 

the conclusion that the chosen companies have similar purposes for using Social Media 

despite the fact that the chosen companies are from completely different sectors. It is all about 

getting closer to the customer and to have an interactive communication with the customer. It 

is not about pure advertising but creating value for the customer and to meet the customer’s 

expectations. We believe that it will continue being of great importance in the future since the 

consumer will have even more power to choose what information to receive and not. We 

believe that a strong motivation for being available in Social Media for the companies is that 

the customer demands it even though only one of companies specifically mentioned it. There 

are some slight differences in the way the companies use Social Media, it depends if the 

companies offer products or services. Stayhard and Schwarzkopf are in retail and we believe 

that they post campaigns, inspiration and competitions in order to strengthen relationships and 

in the end increase sales. This is the main difference between the companies, as ICA Banken’s 

and Halmstad Kommun’s main purpose for using Social Media is to spread information rather 

than increase sales. Even though ICA Banken and Halmstad Kommun do not sell products it 

is still important to engage the customer in order to strengthen the relationships and keep the 

customers coming back. 
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Facebook is the only channel all companies use actively and on a regular basis, this was 

anticipated but it was surprising that other channels were not used actively. There are a lot 

opportunities with blogs, YouTube and Twitter, companies can strengthen relationships and 

reach a more specific audience on these platforms on a more personalized level. The general 

opinion is that the cost of using Social Media is a relatively low, despite this companies refer 

to lack of resources. Our conclusion is that Social Media communication can be relatively 

cost effective if done properly. The problem is that the customers have expectations of the 

companies’ presence in Social Media and in order to meet these expectations, knowledge and 

resources are needed. Allocating resources can be a problem if the management does not 

acknowledge or prioritize the actual need of resources in order to create a successful 

communication in our opinion. 

6.2 Risks with communication in Social Media 

How do the companies perceive the risks? 

 All four companies agree that there are risks to consider, however they do perceive the risks 

differently depending on the type of company. The companies does not see transparency as a 

risk itself but that it is important to be honest and to be prepared that the company will be 

questioned and scrutinized. The companies see transparency as a positive thing because it 

gives them an opportunity to explain and defend themselves. Our conclusion is that honesty is 

key in order to minimize the risk of negative Word-of-Mouth. We also think that companies 

should prepare themselves by critically reviewing their company in order to foresee what 

issues might come up and by that try to minimize the impact before engaging in Social Media. 

One of the companies has clearly expressed that regular updates is not a must, we think that 

the company would benefit from regular updates since it can strengthen relationships and 

make the customers return to the page. All companies agree that the content has to be 

interesting and relevant and think that quality is more important than quantity.  

Answering questions is a big part of the companies’ Social Media activities and we believe 

that it is important to answer questions in order to avoid bad publicity and enhance the image 

of the company. Some caution should be taken when it comes to interfering on platforms that 

is created by consumers for consumers like private blogs and forum, since it can cause 

irritation and make the matter even worse. Two of the companies do not see that a plan is 
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necessary before engaging in Social Media. One of these companies also states that 

knowledge is not needed but that interest and understanding is more important. Our 

conclusion is that the companies need knowledge in order to create interesting content for the 

customer. The companies need to develop a strategy in order to get the most out of the 

activities. In our opinion it is obvious if there is thought behind the activities or not, we 

believe that a plan for the activities is important to increase the credibility for the company 

and to make the customers return.  

6.3 Risks vs. Benefits 

Are the risks greater than the benefits? 

All companies believe that the benefit is greater than the risk which is not a surprise since 

they all engage actively in Social Media. Two of the companies mean that the biggest risk is 

to not be active in Social Media at all. 

But in order to get a successful communication the risks has to be considered. Possible 

outcomes should be considered and a plan should be made for how to handle different 

scenarios. It is in our opinion important that companies know what they want to get out of 

their Social Media activities and how to achieve it. We therefore believe that planning is 

crucial and that it should be a part of the overall strategy for the company. 

6.4. Recommendations for the companies 

Based on our conclusion, we have come up with some general recommendations for 

companies, which can be helpful in order to avoid risks when engaging in Social Media. 

 Develop a strategy – It is important to know what the company wants to get out of the 

Social Media activities and how this should be achieved. Develop a plan and integrate 

the strategy with the main communication strategy. 

 

 Update regularly with interesting content – Find out what the customers are 

interested in and update regularly to make sure the customers will come back. The 

content should enhance the image of the company and be in line with the overall 
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image.  

 

 Be open and honest –It is important that the company is open and honest in their 

communication. Instead of hiding problems, the company should be prepared to 

explain the situation and the circumstances in order to increase trust. If this is not the 

case, the transparency will become a risk for the company.  

 

 Respond to criticism and questions – Negative experiences can easily be expressed 

online which can affect the consumer’s purchase decisions. The company can avoid 

bad publicity and increase customer satisfaction if they respond at the right time and 

place. 

6.5 Proposal for future research  

We have studied and gathered risks of communication in Social Media and tested how the 

companies perceive the risks. It would be interesting to conduct further research about how 

the customers perceive the brand if the company do not take the risks seriously. The reason 

for this is that the companies are active on Social Media for several reasons but it all involves 

communication with the customer. The purpose is to interact, build stronger relationships and 

to communicate on a personalized level and it all has to do with the customer. Therefore it 

would be interesting to see how the customer perceives these efforts.  

It would also be interesting to study other Social Media platforms than the ones we included 

in our study, to see whether they contain any new opportunities or risks. 
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Interview guide     Appendix 1. 

General information  

 What is your position at the company? 

 What is your target audience? 

Companies and Social Media 

 How has Social Media changed the way you communicate with your 

customers? 

 Why do you work with Social Media? 

 How do you work with Social Media? 

 What Social Media channels do you use? 

Facebook 

Blogs 

YouTube 

Twitter 

Risks with communication in Social Media 

 Do you see any risks with communicating in Social Media? What are they? 

 Have you experienced any risks with Social Media communication? 

 How do you perceive the risks we have found in theory?  

Transparency 

Interesting content 

Legal aspects 

Negative Word-of-Mouth 

Lack of knowledge 

Aggressive Advertising 

Risk vs. Benefit 

 Are the risks greater than the benefit? Motivate! 
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