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Abstract 
 

Background: The fast emergence of social media has open new doors of communicating. 

Companies and customers are interacting and engaging with each other and it is more common 

for customers to give feedback on companies Facebook pages. Users tend to be aggressive 

behind the computer screen, resulting in more negative posts than positive comments appearing 

on companies Facebook pages. This has set new demands on companies in being active and 

replying to the negative statements. If this is handled accurate, the brand image could be 

strengthened, but if it is mishandled it could turn into the brand image being affected negatively.  

Purpose: The purpose is to get a deeper understanding of how companies react to unethical 

statements on social media and to explore how companies make sure negative statements does 

not affect brand image negatively. 

Research questions: How do companies react to unethical statements on social media and how 

do companies make sure negative statements does not affect brand image negatively?  

Methodology: The study was based on triangulation consisting of both a qualitative and 

quantitative research approach. Six interviews with well-known Swedish companies, an online 

survey with 200 respondents and a minor observation was conducted. 

Empirical findings and Analysis: The findings shows that policies and guidelines are deciding 

what is perceived as unethical and different approaches are displayed as how companies should 

react toward those. Further, this is analyzed in a within-case analysis and later compared with 

each other in a cross-case analysis where suggested approaches to react towards negative 

statements without it affecting the brand negatively are discovered.  

Conclusion: In the conclusion, the research questions are answered and purpose fulfilled as the 

different approaches of reacting towards unethical statements on social media are explained. 

Further, an own made model is presented, describing how companies could protect the brand 

image from being affected negatively by taking several actions. 
 

Keywords: Social media, Facebook, Ethics, Unethical, Negative Feedback, Statements, 

Guidelines, Brand Image, Brand Associations 

  



Sammanfattning 

 

Bakgrund: Uppkomsten av sociala medier har öppnat nya dörrar för kommunikationen. Företag 

och kunder interagerar med varandra och det har blivit allt mer vanligt för kunder att ge feedback 

på företags Facebook sida. Facebook användare tenderar att blir aggressiva bakom datorskärmen, 

vilket resulterar i allt fler oetiska kommentarer skapas på Facebook sidan. Nya krav på företag att 

vara aktiva användare och svara på all kritik är satta. Om negativa kommentarer hanteras rätt, 

kan varumärkets image stärkas av detta, men om det hanteras fel kan det resultera i att 

varumärkets image påverkas negativt. 

Syfte: Syftet med studien är att skapa en djupare förståelse av hur företag reagerar gentemot 

oetiska kommentarer på sociala medier och hur företagen ser till att negativa kommentarer inte 

påverkar varumärkets image negativt. 

Problemformulering: Hur reagerar företag mot oetiska kommentarer på sociala medier och hur 

ser företagen till att negativa kommentarer inte påverkar varumärkets image negativt? 

Metod: Studien är genomförd baserat på en metodtriangulering av båda kvalitativ och kvantitativ 

ansats. Sex intervjuer med väl kända svenska företag, en online enkät med 200 respondenter och 

en mindre observation är implementerad. 

Empirisk data och analys: resultatet visar att policys och riktlinjer används för att avgöra om en 

kommentar är oetisk. Till följd av detta, presenteras olika metoder i hur företag bör reagera mot 

dessa. Detta är sedan analyserat med teori i en “within-case” analys och sedan jämfört med 

varandra i en “cross-case” analys. Förslagna metoder till att reagera mot negativa kommentarer 

utan att det påverkar varumärkets image negativt är presenterade. 

Slutsats: I slutsatsen är frågeställningen besvarad och syftet uppnått, då olika metoder av att 

reagera mot oetiska kommentarer på sociala medier är förklarat. Fortsättningsvis, presenteras en 

egengjord modell som beskriver hur företag kan öka kvaliteten på deras Facebook 

kommunikation och skydda varumärkes image från att påverkas negativt genom att genomföra 

olika åtgärder. 
 

Sökord: Social medier, Facebook, Etik, Oetisk, Negativ Feedback, Kommentarer, Riktlinjer, 

Varumärke Image, Varumärke Associationer 
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Definitions  
 

Social media  a communication tool which allows users to communicate 

with each other through words, pictures and sounds 

(Carlsson, 2009). 
 

Two-way communication  an approach where companies and customers exchange 

opinions and create dialogues with each other (Carlsson, 

2011). 
 

Unethical statements  is seen as being positive related to negative statements 

(Brass, Butterfield & Skaggs, 1998). 
 

Grey areas  all companies experience grey areas when ethical dilemmas 

occur in situations, which are undefined or hard to define. 

These usually arise when policies lack information about 

ethics (Bruhn, 2009).  
 

“About” tab  on every Facebook page an “about” tab is presented by 

private people or companies, who can chose to write 

information about their organization and values which the 

guest can take part of. 
 

Brand image  perceptions about a brand as reflected by the brand 

associations held in the consumer's mind (Aperia, 2011; 

Keller, 1993). 
 

PUL a Swedish law, protecting employees from personally being 

traced or offended (Datainspektionen, 2015). 
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1 Introduction 

This chapter starts with presenting a problem background of the research area, 

followed by a discussion of the problem. Further, the authors explain the purpose of 

the study, the research questions and the delimitations. The chapter ends with a 

disposition, which will summarize the content of this study. 

 

1.1 Problem background 

It is not only the technology that is in constant change, the environment is in perpetual 

motion where trends comes and goes and the overall approach is changing over time. 

The one-way communication approach in which companies inject their opinions in 

customers mind has been taken over by the two-way communication approach where 

companies and customers exchange opinions and create dialogues with each other 

(Carlsson, 2011). 
        
The usage of social media allows consumers to actively engage with firms and other 

consumers more productively through dialogues. It provides fast communication and 

information gathering which is nowhere else to be found (Tsimonis & Dimitriadis, 

2014). Social media is allowing customers to contact other customers and exchange 

recommendations and reviews on different brands and their products (Carlsson, 

2009). However, Dekay (2012) explains how an increase of costumers giving 

feedback on their experience on social media also creates problems in how the 

company deals with these.  
       

Research shows how consumers are acceptable towards firms’ mistakes, the problem 

lies in how companies respond which is perceived as the critical aspect (Tsimonis & 

Dimitriadis, 2014). By educating the employees in communication and handling 

statements, the brand is better represented on social media (Booth, 2000; Carlsson, 

2009). By reacting with genuinely and handling the concerns seriously, the customers 

are more acceptable and forgivable towards the brand (Tsimonis & Dimitriadis, 

2014). 
 

When companies decide to use social media, it is shown that the control over the 

brand decreases (Aula, 2010). Negative comments written about the brand on social 

media could spread quickly (Tsimonis & Dimitriadis, 2014). If handled right, there is 

a lot to gain from using social media, but if it is mishandled, the negative information 

about the company are spread worldwide in a few seconds, damaging their brand 

(Carlsson, 2009). The brand damage could be enlarged, as customers tend to base 

their associations with the brand on the previous perceptions and experiences.  As 

these associations are indirectly or directly held in the consumer's mind, it also has an 

impact on the consumer to purchase one product over others (Aperia, 2001; Keller, 

1993).  
 

1.2 Problem discussion 

Social media has changed people’s way of using and thinking of communication 

(Carlsson, 2009). Open dialogues between the company and its’ customers creates the 

possibility of public feedback spreading fast (Aula, 2010). Statistics shows that during 

2014, the Swedish usage of social media was 72%, which is divided into Facebook 

having 68%, Instagram 28% and Twitter 19%. Facebook is seen as the most popular 
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social network site and further research shows how significantly 81% between the 

ages of 16-25 visit Facebook daily (Internetstatistik, 2014).  
 

Facebook enables companies to directly communicate with their customers and create 

customer engagement. A wider audience is responding directly to companies updates 

published on social media. Customers are able to engage in dialogues and companies 

can promote their brand in a way no other channel can offer. The consequence of 

having two-way communication is how the brand is going to be perceived and if 

customers are creating positive associations (Yan, 2011).   

Even though Facebook has contributed to companies’ openness and transparency, 

anonymity is still a big issue for many companies since they seek to do harm. Further 

research should be done on how companies should handle this problem (Light & 

McGrath, 2010). This is the base of the purpose of this study.  

Aula (2010) describe social media as a place where users can exchange information 

and experiences freely with each other. Hence, its’ popularity, it is impossible to 

ignore the information. Social media provide the opportunity to create expectations 

and beliefs about different companies, whereas, companies are feeling forced to 

respond and control it. These expectations and beliefs can further be based on good or 

bad experiences (ibid.). According to Schultz et al. (2011), further research on the 

effects of communication reactions should be done.  Since Facebook is more 

frequently used than other social networking sites, the authors of this study wants to 

explore how companies react towards unethical statements based on their experiences 

with the company. It will set the base to the first research question of this thesis, how 

companies react to unethical statements. Aula (2010) turns this issue into something 

positive where companies could learn from their customers’ opinions and become 

better in the future. Further, Chelliah and Field (2014) discuss policies and how 

employees are in need of them in order to understand and prepare for potential risks, 

which the company face on social media. 

Dekay (2012) presents it as possible for companies to control their statements on 

Facebook. By controlling the statements, they can minimize negative posts from 

being published. This is possible by being engaged in public dialogues with the 

customers, which Facebook provides. The difficulty lies in how companies turn 

negative statements into opportunities. Thus, social media enables the opportunity for 

future research about companies’ responses to negative statements (ibid.). Though the 

brand image is defined as customers’ perceptions with the company (Aperia, 2001; 

Keller, 1993), the authors found that research connected to negative statements 

affecting the brand image is missing.  A gap have been identified to study further and 

the authors continues by asking how companies make sure negative statements does 

not affect the brand image negatively.  
 

Timothy and Holladay (2009) state that reactions towards feedback still remain 

current to research further about. How companies are handling statements can affect 

the reputation, therefore, research about the effects on the handling these are 

important for the company as knowledge about how their answers are perceived by 

the audience is crucial for improvement (ibid.). 

Reactions towards claims and negative statements are required by customers which 

results in companies being forced to behave appropriately, it is not enough to look 

good on the surface because customers are always going to question companies’ 
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reactions. Facebook users will as a result create a picture of the company based on the 

reactions, whereas if negative statements occur about a company, it will become 

demanding to correct (Aula, 2010). 
 

Light and McGrath's (2010) research of companies’ actions and what is right or 

wrong is an issue. Policies are developed in order to know what the communicators 

can and cannot do. The ethical issue is people’s moral, obligations and conscience in 

terms of what to do (Light & McGrath, 2010), in this case what and how to write. 

Further, Yan (2011) states that social media is a useful tool for companies if it is 

handled right and the brand could be affected positively. Due to this, the authors of 

this paper wants to explore how companies react with unethical statements, whereas 

the second research question is developed about how companies make sure negative 

statements does not affect brand image negatively.  

1.3 Purpose 

The negative and unethical statements many companies deal with on social media 

contributes to the purpose of this thesis. The purpose is to get a deeper understanding 

of how companies react to unethical statements on social media and to explore how 

companies make sure negative statements does not affect brand image negatively. In 

order to get a more generalizable result, the authors analyzed the problem from both a 

customer and company perspective.  
 

1.4 Research questions 

Based on the purpose of this study, the two following research questions are being 

examined: 

Q1: How do companies react to unethical statements on social media?  

Q2: How do companies make sure negative statements does not affect brand image 

negatively?  
 

1.5 Delimitations 

During the writing process, the authors’ have made different delimitations. The main 

subjects, which are presented in the study, are social media, communication, ethics 

and branding. Even though this is a broad research area, the authors were required to 

narrowing it down and make delimitations in order to explore deeper into a current 

problem companies’ experience. In this study, the authors have decided to only 

explore companies’ reactions towards unethical statements on social media and not 

the reactions outside social media. However, the authors have decided to not make 

any other delimitations for the second research question, but instead broaden the 

research area by including an analysis of negative statements. 
  
A delimitation the authors considered was what social networking site to choose for 

this study. By focusing on a specific problem, the authors decided to only focus on 

Facebook since it is the most frequently used on social media with over 1.2 billion 

members (Statistic Brain, 2014). Based on the Swedish Internet users, 72% are using 

social media and 68% of them are using Facebook (Internet Statistik, 2014). The big 

usage of Facebook convinced the authors to study it. The results could differ and 

depends if the study is chosen to analyze different types of social networking sites. 
  
The authors chose to analyze three Swedish companies from different industries. As 

one company present each industry in this study, the specific results will not be 
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generalized since the authors explore how each company react towards unethical 

statements on social media. An advantage of this delimitation is that all other 

companies, regardless industry, could benefit from the recommendations because 

most companies with a Facebook page receive posts. 

 

1.6 The disposition 
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2 Theory 

In this chapter theoretical framework about social media, communication, ethics and 

branding will be presented. The authors have thoroughly selected theories, which 

concern the chosen research area. In the beginning of this chapter, the authors 

present the social media phenomenon. The chapter continues by describing social 

media as a communication tool and ethics. Further, reactions towards unethical 

statements are presented in which guidelines and policies are described to understand 

how companies react towards unethical statements on social media. Finally the 

chapter will end with theories about branding and the importance of it. 

  

2.1 Social media 

2.1.1 What is social media? 

Kaplan and Haenlein (2010) state that there is confusion of the definition of what 

social media is. CIPR (2012) states that Web 2.0 is used as a definition of social 

media, which include blog posts, comments, Facebook updates, likes, product 

reviews, YouTube and other forum chats. Carlsson (2009) strengthen this by 

describing social media as a communication tool, which allows users to communicate 

with each other through words, pictures and sounds. Furthermore, Kaplan and 

Haenlein (2010) describe social media as a group of internet-based applications that is 

built on the ideological and technological foundations of the Web 2.0, which allow 

the creation and exchange of User Generated Content. Whereas the Web 2.0 is a new 

way of utilize the World Wide Web and the content and applications are continuously 

modified by all users. The User Generated Content involves the way that all users use 

social media, where the various forms of media content are publicly available and 

created by end-users (ibid.).  
  
The social media usage have explode worldwide and companies are feeling pressured 

to engage where the customers are paying attention. Today the customers are paying 

their attention towards social media, where the number of users is increasing daily. 

Social media is also a great opportunity for companies to get closer to their customers 

and by doing so, it facilitate increased revenue, cost reduction and efficiencies (Baird 

& Parasnis, 2011). New technology and social media allow people all around the 

world to exchange opinions and trends with each other. It is easy to contact other 

customers and change recommendations and reviews on different brands and their 

products. If a user like or dislike a product or company, their opinions are spread 

worldwide by only pressing the upload button. This could both be seen as an 

opportunity and challenge for companies. New technology and new ways of 

communicating has sets demands on the brands communications, marketing and 

acting. Social media offers new markets to act on, communicate and create customer 

relations. If it is handled right, there are a lot to gain from it but if it is mishandled, 

negative information about the company are spread worldwide in a few seconds, 

damaging their brand (Carlsson, 2009). 
  

2.1.2 Networking sites 

Social networking sites are applications, which allows users to connect. It is shown 

that these sites have high popularity among the public but it is also shown that 

companies use social networking sites to support the creation of brand communities 

or marketing research (Kaplan & Haenlein, 2010). Social media include networking 

sites such as Facebook, Twitter and YouTube (CIPR, 2012). It is discovered by the 



6 
 

Statistiska Centralbyrån (2014) that 95% of the Swedish population in the ages of 16 

to 24 and 87 % in the ages of 25 to 34 uses internet to post messages, chat, blog on 

social media networks during the first quarter of the year. It is also shown that 42% of 

the Swedish companies (with ten employees or more), uses social networking sites 

such as Facebook or LinkedIn (Statistiska Centralbyrån, 2014).                            

2.1.2.1 Facebook 

Facebook is a social networking site, where users can create a personal profile page, 

send messages, add friends and stay updated about their friends’ activities (Roberts, 

2010). Facebook is not only a site for people to communicate with each other, but also 

a place for companies to communicate with customers and promote their product 

(Yousif, 2012). Mark Zuckerberg founded Facebook as a student at Harvard 

University in 2004. It started as a communication forum only for students at Harvard 

University but expanded by including other Universities in the USA. Today it is 

possible for users to share thoughts, photos and videos on the site. Companies can 

connect and engage with existing and potential customers and share important 

information (Dekay, 2012; CIPR, 2012). Facebook quickly expanded to be one of the 

largest websites around the world, with roughly 400 million unique users every month 

(Yousif, 2012). Brands tend to use Facebook in order to build communities of 

advocates and engage with these communities by using this platform. If brands create 

a Facebook page, it will allow them to engage with their customers and create two-

way communication (CIPR, 2012). 

Visitors can comment and ask questions directly on a company’s Facebook page, 

which creates a closer relationship with the consumers. It is becoming a more useful 

tool for social media users to give feedback on their experience with the company on 

the company’s wall and the problems lies in how the company deal with these 

(Dekay, 2012). 
  

2.2 Communication 

2.2.1 The importance of communicating 

Gustafsson, Kristensson and Witell (2012) state that communication is most important 

when it comes to achieving market success. By communicating with customers, the 

company can improve and discuss results and future ideas to become better. The 

company receives more information about their customers’ preferences when 

interacting with them, therefore the communication with customers is important for 

the developing process (ibid.). According to Czarniewski (2014), it is also important 

to communicate with customers since it will give the company a positive image. The 

communication with customers will lead to better understanding of the market and 

company, and the company can collect customer information, which will lead to long 

lasting relationships with the customer (Finne & Strandvik, 2012). 

The importance of communicating is to encourage customers to dialogue with the 

company and give them feedback. Since the company must provide the same type of 

message in all their communication channels, it is also important that all the 

employees have knowledge about communicating with customers (Talpau, 2014). 

Carlsson (2011) also prefer communicators with professional experience to handle the 

dialogue and communication on social media as they are able to be more tactical and 

strategic when formulating messages. 
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2.2.2 Communication on social media 

The Internet has changes the business world when it comes to communication and 

marketing. Social media, as a part of the Internet revolution, helps companies to 

advertise themselves, but mostly to communicate with their customers (Talpau, 2014). 

It seems that traditional marketing and providing information through a one-way 

communication has past. It is more important for companies to remain a two-way 

communication with their customers and create dialogs. The companies can do this by 

answering questions, which customers write on their Facebook page, encourage 

dialogues between customers and companies and work on creating attention towards 

the brand. This demands companies to be active on social media and respond to 

customer’s questions and engage in conversations about the brand (Carlsson, 2011). 

Kaplan and Haenlein (2010) strengthen this by stating that companies need to 

consider their involvement on social media before they create an account.  

The rapid social media development and usage has made companies using their social 

media as a customer support channel. A growing trend where the customers seek and 

shows an interest for companies in social media, defines the importance of 

communicating with customers (Talpau, 2014). The big competitive market and the 

rapid technology development have changed the customers’ expectations of 

communicating with companies (Czarniewski, 2014). By communicating with 

customers through social media, companies will exchange free flow of information 

(Talpau, 2014). 
 

Social media give companies the opportunity to communicate internally but also 

worldwide (Scott & Jacka, 2011; Carlsson, 2009). It is time saving to ask a familiar 

than to start find information on your own. Higher requirements are set on companies 

to be more open and responsible. Meanwhile it is important to have in mind that 

people are going to express themselves and talk about brand experiences on social 

media (Stieglitz & Dang-Xuan, 2013). Most important of all is that the company is 

engaged in discussions when the customers are talking about the brand, in order to 

avoid misunderstandings and negative experiences. If the company uses social media 

correctly as a communication tool, they will be able to strengthen their brand by 

showing and creating engagement and participation (Carlsson, 2011). 
 

2.3 Ethics  

2.3.1 Ethics on social media 

Norms and values are determined in terms of right and wrong, which is ultimately 

what ethics is about (Frostenson, 2011). Social media had a fast emergence, which 

also open the eyes to ethical concerns. Ethical issues, which occurs on Facebook 

pages concerns identify, privacy and security of maintaining the page (Light & 

McGrath, 2010). Bruhn (2009) states that all companies experience grey areas when 

ethical dilemmas are shown and are defined as the area between right and wrong 

behavior. Grey areas occur between one or two situations, which are undefined or 

hard to define. Further, grey areas will possibly arise when policies lack information 

about ethics (ibid.). 
  

2.3.2 Unethical statements on social media 

During the last decade, the opportunities on social media have increased. This also 

gave customers the opportunity to express their feelings and thoughts through social 

media (Tsimonis & Dimitriadis, 2014). It is shown that a fast increase of comments 
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can be valuable fast on social media. Anyone can be happy, sad, misunderstood and 

dissatisfied, and discussions about the brand can get exaggerated. Negative statements 

and dissatisfied customers can even become damaging for the company since negative 

statements have a possibility to spread rapidly (Carlsson, 2011). Unethical statements 

are seen as being positive related to negative statements (Brass et al., 1998). 

Furthermore, communication is important to the brand, which social media enhance 

through its fast and wide reach. It is also important to answer customers’ 

dissatisfaction with factual and service-minded knowledge (Carlsson, 2011). 

However, feedback can be expressed in different ways, though it is important to 

remember that these also can be positive, which according to Paus (2013) will 

increase the employee’s self-confidence. 
 

2.3.3 Reactions toward unethical statements 

If a Facebook page can be managed correctly, it will become a great tool for 

controlling situations (CIPR, 2012). Kaplan and Haenlein (2010) and Booth (2000) 

argue that companies cannot control the information available on social media 

because of the high number of users. However, the company can manage to control 

the communication over their Facebook page quickly and easily by answering and 

discussing with their customers’ to avoid misinformation to be spread (CIPR, 2012). 

If the company has implemented a communication for handling feedback, they will be 

able to rapidly react on social media (Carlsson, 2011).  
  
Companies also face positive feedback, according to Aula (2010), customers’ can 

discuss future offerings and ideas with each other and with the company and help 

them improve. When the company answer questions and discuss with the customers’, 

it is preferred to be written in first form since it is experienced more interesting and 

personal (Carlsson, 2011). Preferred by Kaplan and Haenlein (2010) companies 

should define a specific group, which handle the communication on social media. By 

giving good customer service, it will according to Carlsson (2009) satisfy the 

customers and strengthen the brand image. Good service will also decrease 

dissatisfactions following by less negative statements on social media (ibid.). 

Companies should thereby train their employees in behavior in order to be better 

represents on social media. Training can be given through the company’s own 

platform or through different forums (Booth, 2000; Carlsson, 2009). 
  
In order to treat statements accurate, it should be answered with service-oriented and 

objective knowledge. There should also be enough information and if needed, 

compensation in the answer. Another way of handling a statement is to tell the 

customer that the problem is taken further in order to give the best answer possible. It 

is better to answer rapidly than not answering at all and in order to avoid rumors and 

brand damage, all statements must always be answered (Carlsson, 2011). Carlsson 

(2009), Aula (2010) and Kaplan and Haenlein (2010) argue that social media provide 

companies the opportunity to listen to their customers’ and learn from them. Carlsson 

(2009) prefer companies to take advantage of what their customers’ are feeling and 

make it clear how the company is there to serve them. It is not mandatory to have the 

comment function on, on the Facebook page, but it is worth thinking twice about if it 

is the best solution to avoid negative comments and expressions (ibid.). 
  
The statements are suggested to be analyzed from different point of views in order to 

provide the best answers and solutions (Wirfs-Brock, 2007). Everyone can experience 
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negative feedback on social media, however this new communication tool also 

provides companies different approaches to answer those. The organization can 

decide to delete the comment and pretend that nothing is wrong. Second, the company 

can answer and try to solve the problem. The last alternative is to simply be quiet and 

nothing will happen from the company’s side. Another alternative is to tell the 

customer that it has nothing to do with the company and try to align the problem, or 

simply avoid answering (Carlsson, 2009). According to Gensler, Völckner, Liu-

Thompkins and Wiertz (2013), if the negative statements will affect the company 

directly, it is preferred to be handled immediately. 

2.3.3.1 Managerial guidelines and policies 

Guidelines are according to CIPR (2012) defined as principles that a company set in 

order to help their employees regarding the do's and don’ts. Guidelines and policies 

are much about common sense and how the company not should violate anyone or 

mislead the audience (Carlsson, 2009). The increase of the social media usage (CIPR, 

2012), has made companies formulate guidelines adapted to the communication on 

social media (Carlsson, 2011, 2009). The policies and guidelines for social media 

should include values from the company’s business plan and strategy. Further, it 

should include a description of how companies could react in discussions about the 

brand on social media and how they should communicate through it (Carlsson, 2009). 

Scott and Jacka (2011) states that rules of what is acceptable and not on social media 

are also important to consider in the policy. 
  
Benefits of having guidelines and policies is that the brand can be protected online 

and guide the employees on how to spread the messages. The disadvantages of not 

having any guidelines or policies at all are that the customers’ will be confused and 

companies’ opinion will not be reflected since messages can be communicated and 

shared in different ways. Companies also face several different challenges when 

formulating guidelines for social media. One of the biggest challenge is to know how 

detailed the guidelines and policy should be, as different companies share different 

culture, opinion, values and participation on social media (CIPR, 2012). The more 

detailed the guidelines and the policy is, the better (Carlsson, 2011). 
  
Guidelines are good for knowing how to reach out and communicate with a wider 

range of audience, possibly the company’s consumers (Abuhashesh, 2014). The 

guidelines should build some kind of relationship between social media and the 

company. It must also encourage communication and engagement in dialogues. It is 

shown how these dialogues strategically could help the company maintain 

competitive advantages (Yan, 2011). 

Employees are mostly responsible for communicating guidelines on social media, 

which is why the company need to trust and believe in their employees in order to 

work in the right direction (CIPR, 2012). Employees cannot represent themselves 

without permission from the company. Even though these are seen as professionals, 

guidelines and policies are stirring them to communicate with the customer correctly 

from the brands perspective (CIPR, 2012; Tenenbaum & Zottola, 2011). By setting 

policies and guidelines for the employees, it will protect the organization (Tenenbaum 

& Zottola, 2011). No matter who is presenting the company's opinion on social 

media, there must be a wide policy for use of social media, which all the employees 

can relate to (Scott & Jacka, 2011). Thus, it is important to remember that social 

media principles will not resolve any problems or eliminates risks at all (CIPR, 2012). 
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2.4 Brand 

2.4.1 Branding 

More companies and other organizations have realized that their most valuable assets 

is the brand name associated with their products or services. A brand is a name, term, 

sign, symbol or design or a combination of them, intended to identify the products 

and services of one seller or group of sellers and to differentiate them from the 

competition (Keller, 2003). Carlsson (2011) disagree with this and states that 

branding is about the visual attributes as color, packaging and advertising where the 

result fulfills or do not fulfill the expectations of the receiver. Keller (2003) 

strengthen this by defining the visual attribute as brand elements differentiating and 

identifying the brand from others. Further, Sääksjärvi and Samiee (2011) states that a 

brand's worth is tied to customer’s reactions to a product or services carrying a 

particular brand. 
  
According to Carlsson (2011), branding is not only directed to the customer, whereas 

the stakeholders are equally as important to the brand. The brand is said to promise 

something, whether it is low prices, comfort or quality (ibid.). Branding also involves 

creating a mental structure and helping consumers place their knowledge about the 

products or services in a way that simplifies their decision-making and provides value 

to the firm. The key to branding is that consumers perceive the brand different and 

more interesting than other brands in the same product category. Creating a successful 

brand includes blending all various elements together in a unique way. The product or 

service has to produce high quality and fulfill the customers’ needs. The brand name 

must be appealing and suit customer’s perceptions, packaging, promotion, pricing and 

other element should also be similar, fulfilling, appealing and differentiating the brand 

from its competitors (Keller, 2003). 
  

2.4.2 Brand image 

According to Keller (1993) and Dobni and Zinkhan (1990) there is no clear definition 

of brand image. Brand image is defined by Aperia (2001) and Keller (1993) as the 

perceptions about a brand as reflected by the brand associations held in the 

consumer's mind. Dobni and Zinkhan (1990) strengthen this by stating that brand 

image is the concept of a brand which is held by the consumer. Additionally, brand 

image is also described as a subjective and perceptual phenomenon, which is formed 

based on the consumer's interpretation, whether it is reasoned or emotional. It is not 

inherent in the technical, functional or physical concerns of the product but is rather 

affected and created by the marketing activities by context variables and by the 

characteristics of the customers (ibid.).  
 

Aaker (1996) and Sääksjärvi and Samiee (2011) separates brand images from brand 

identity whereas brand images are focusing on how the brand is perceived today and 

brand identity focus on how strategist want the brand to be perceived in the future. 

Furthermore, brand image is based on the perception of the customers whereas the 

brand identity is based on the perceptions of the strategist of the company (ibid.). 

Melin (1999) states that brand image in a large extent could affect consumers’ 

preferences and affect the consumer in purchasing one brand products or services 

over their competitors based on the strong brand image. 
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2.4.2.1 Brand associations 

In order to avoid price competitiveness, it is important for the brand to be associated 

with value that creates strong and positive brand associations. Even though the 

customers never has purchased a product or service before, it is common that the 

customer already have a definite opinion about the brand, based on the brand 

associations (Melin, 1999). Aperia (2001) states that the brand associations are key 

assets, whereas it is connected to the company and the brand. It is indirectly or 

directly created in the consumer’s mind (ibid.). 

Aula (2010) argues that social media has the effect of presenting a collective truth. 

Users create and search for information, gain knowledge and create associations 

based on the communication about the selected brand. Once a association of a brand 

is created, the subjective truth turns into collective truth. If negative statements and 

questions go unanswered, the situation become difficult to save from users getting the 

wrong opinion about the brand (ibid.). 
 

Romaniuk and Nenycz-Thiel (2013) shows a positive relationship between the current 

propensity of having brand associations and loyalty exists. Customers which 

previously has bought from the brand five or more times, have a higher propensity of 

having brand associations than customers who only purchase from the brand once 

because of the relatively reinforcement about the brand (ibid,). Aaker (1991) and 

Aperia (2001) describes how associations creates value toward the company and 

customer by (1) helping the consumer to understand the information, (2) differentiate 

the brand from others, (3) giving the consumer a reason to purchase, (4) creates 

positive attitudes towards the brand and (5) setting the base for brand extensions. 

According to Keller (2001), the brand associations often represent the key sources of 

brand value, though they are the outcome where the customer feels the brand 

satisfying their needs.  

2.4.2.2 Perceived quality 

Perceived quality is defined as the customers’ perception of the overall quality or 

superiority of a product or service, considering the intended purpose, relative to 

alternatives. It is described as intangible, an overall feeling and emotion that the 

customer has towards the brand. However, it is based on underlying dimensions, 

which include characteristics of the product or service in which the brand is attached 

such as reliability and performance (Aaker, 1991). The perceived quality could differ 

from the actual quality, whereas the customer is affected from their past experience of 

bad quality (Aperia, 2001; Melin, 1999). Aaker (1996) contributes by stating that it is 

critical to protect the brand from gaining a reputation from bad quality and it is 

difficult and sometimes impossible to recover the brand from it.  
 

Aaker (1996) argues that customer rarely have all the information necessary to make a 

rational and objective decision of the company’s quality. As a result the customers 

base their perceived quality of one or two occasions, which they associate with 

quality. This is why it is important as a brand to understand and manage these 

occasions accurate. It is important to understand the little things that consumers use as 

a basis for making a judgment on the quality (ibid.). 

  

2.4.3 Brand on social media 

When companies decide to use social media, the control over the brand decreases 

(Aula, 2010). As customers exchange good and bad experiences with the company, it 
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allows the information about the brand to be spread out in public on social media.  

The companies can instead try to take back the control of the brand by being active 

and be a part of conversations and confront negative statements (Carlsson, 2009). 

The company could also close the Facebook page if any positive or negative 

comments occur (Carlsson, 2011). However, by doing so users could lose trust in the 

brand (Carlsson, 2009). Carlsson (2011) further state that today a little comment with 

few capitals could easily spread fast and affect the brand. 

 

According to Carlsson (2011), the lack of engagement and interest dealing with social 

media communication can result into the brand image being affected negatively. Yan 

(2011) argues that guidelines must strengthen the company’s brand through 

engagement. In this case, the engagement should increase customers feeling more 

identified with the brand on social media (ibid.). By giving good customer service, 

according to Carlsson (2009), will satisfy customer and also strengthen the brand 

image. Good service is shown to decrease dissatisfactions following by less negative 

statements on social media (ibid.). 
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3 Methodology 

In this methodology chapter, scientific and research approaches are presented. The 

chapter continues by presenting the respondents and companies, following the data 

collection is displayed of secondary and primary data. The qualitative and 

quantitative approaches are presented and the chapter ends with discussing the 

choice of topic and criticism. The authors frequently discuss the disadvantages and 

advantages with the selected approaches throughout the study and are aware of the 

impact, which they may cause. 

  

3.1 Scientific approach 

Positivism and hermeneutics are two scientific approaches, which Jacobsen (2002) 

and Saunders, Lewis and Thornhill (2007) discuss in their books. Based on the 

purpose of this study, following methods are used to gather information. According to 

Jacobsen (2002), an objective reality is studied when the authors choose positivism. 

The positivist approach is neutral where the authors’ values and interests are not 

affecting the results of the investigation. The second approach hermeneutics is the 

opposite of positivism. The hermeneutic approach is subjective and is affected by the 

authors’ values and interests (ibid.). In this study the positivists approach is 

implemented as in which the authors are neutral in the investigation and wants to 

perceive reality in an objective and unaffected way. 
  
Jacobsen (2002) presents deductive and inductive approaches as two different 

strategies to choose between in order to get the right information that reflects reality 

and support the studied area. The deductive approach is constructed in which the 

authors categorize the information before they start gathering it. In this approach, the 

authors start their investigation with some assumptions beforehand. The information 

is preferable to be gathered in a quantitative way. The inductive approach is the 

opposite of the deductive and means that the authors do not have too many 

assumptions before they start finding their empirical data. In this approach the authors 

go from empirical data to theory (ibid.). 
  
The positivist approach is connected to the methodology that the authors have chosen 

in this thesis, which is why the authors are going to gather information through a 

deductive method (Jacobsen, 2002). A part of the positivist approach is the author's 

need to use existing theory to develop research questions (Saunders et al., 2007), 

which also goes hand in hand with the deductive approach. Jacobsen (2002) argues 

that a disadvantage of the deductive approach is how the researchers limit themselves 

with the knowledge they already have when gathering information and risk to lose 

important information in the process. To prevent this, both interviews and a survey 

are conducted to get a broader view and material for this study. Jacobsen (2002) also 

argues that a quantitative study is more suitable when using positivism. This study is 

conducted with both a quantitative and qualitative methodology to get a broader view 

and reliable results. 

  

3.2 Research methodology 

The authors decided that both a qualitative and a quantitative approach would be 

appropriate in this study. According to Jacobsen (2002), the two approaches collect 

data about reality but in different ways. 
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Eliasson (2013) describes the qualitative approach as being most preferable in the 

social science. In this category, all types of interviews such as telephone, e-mail and 

personal interviews are implemented. The qualitative method is used to describe or 

solve a problem in verbal formulations. Qualitative method is good when trying to 

align a problem. An advantage of this method is that the interviews can be gathered as 

many times as needed. The method is easy to work with because of its flexibility to 

combine with other methods (ibid.). Since the information with this method is 

gathered through interviews and directly taken from persons that are being 

interviewed, a lot of effort is put into details and shades, which increases the internal 

validity of the data (Jacobsen, 2002). The disadvantage of the qualitative approach is 

the resource intensity since useful interviews will take time to prepare and 

accomplish. The authors started to prepare an interview guide in February in order to 

have time to systematize the information. Due to the time limit only six persons were 

interviewed, which could bring the risk of not interviewing the right persons (ibid.). 

To avoid this risk, the authors have interviewed two persons, from each company, 

who are responsible for the communication on social media. In order to add richness 

to the research data (Saunders et al., 2007) and get valuable results, the authors also 

wanted to observe the reality by analyzing the companies Facebook pages and see 

what customers write and how companies actually react towards the statements. 

Saunders et al. (2007) states observations as an obvious way to watch what people do, 

though the research questions require that. Observations makes it possible to see how 

companies react in reality, therefore the companies’ Facebook page has been 

observed, which are displayed in appendix 2. 
  
The quantitative approach is mostly used when the study wants to clarify problems by 

using numbers (Eliasson, 2013). In this study, the quantitative method will be 

gathering information through one survey, which also is a common way of doing it. 

The survey needs to have a good structure and be conducted correctly since the 

information gathered cannot be supplemented afterwards, which Eliasson (2013) 

states as an advantage. Another advantage of using quantitative methodology is how 

the systematized information later can be standardized, which makes it easy to handle 

(Jacobsen, 2002). The standardization makes the information easier to generalize and 

the external validity will therefore increase. The method is to be preferred when the 

authors wants to gather data from a larger target group. A disadvantage of the 

quantitative approach is the possibility of the survey only touch the surface since 

many people are being involved. Another problem is that it could be perceived as 

complex and therefore difficult to go deeper into (ibid.). The authors of this study 

have decided to make a simple and structured survey for their target group to create 

understanding, which will get reliable results. 
  
The authors have chosen to do both a qualitative methodology and a quantitative 

methodology. By combining these two approaches, the study will be covered by 

different point of views, which also will result into a triangulation (Eliasson, 2013). 

According to Eliasson (2013) and Jacobsen (2002) it is an advantage to combine these 

two methods when the study is comprehensive. To enhance the generalizability, the 

authors want to explore this from two different perspectives, the company and the 

customers. It is achieved by using interviews with three companies as a qualitative 

methodology and by using questionnaire answered by the customers, which is 

described as a quantitative methodology. 
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3.3 Data collection 

          3.3.1 Secondary data 

When answering the research questions, it is common to reanalyze data that already 

has been collected for other purposes (Saunders et al., 2007). When the collected data 

is not directly from the original source and based on research from others, it is called 

secondary data (Jacobsen, 2002). The disadvantage of using secondary data is how it 

has been conducted with another research question, which makes it important to be 

critical (Jacobsen, 2002; Eliasson, 2013), the authors have been aware of this and 

thereby reviewed the articles critically. Secondary data is not as time consuming and 

expensive as primary data tend to be (Saunders et al., 2007). The literature used in 

this thesis is based on scientific articles but also relevant books, which the authors 

think is necessary for the reliability and validity of this research. Ejvegård (2009) 

states that it is suitable to use different databases from libraries, which is why the 

authors accessed the scientific articles through Halmstad University Library, 

Linköping University Library but also through Google Scholar. The databases were 

reached through Emerald, Science Direct and ABI/Inform. The keywords which 

helped the authors find the scientific articles were; social media, Facebook, ethics, 

unethical, negative feedback, statements, guidelines, brand image, brand 

associations. Literature received from books and scientific articles defines the base of 

the theoretical framework in this thesis. The articles are being proximity six years old 

but the authors are aware of some articles are from the early 2000s but are still valid 

to this study. 
  

         3.3.2 Primary data 

When the data is collected directly from the source for the first time, it is called 

primary data. The information is tailored to a specific problem and is gained through 

interviews, observations and surveys among many others. The disadvantages of 

collecting primary data are the difficulty in collecting information directly from the 

source, considering confidentiality or the lack of access to the information (Jacobsen, 

2002). The primary data in this thesis involve the interviews, one survey and 

observations the authors conducted to complement the secondary data and strengthen 

the results. The authors have chosen to use primary data both in the qualitative and 

the quantitative methodology, in order to analyze from two perspectives, the customer 

and company perspective. 
  

         3.3.3 Qualitative approach 

Qualitative interviews are often distinguished with simply and straight questions and 

the answers tend to be complex and valuable (Trost, 2010). The authors should avoid 

group interviews and strive to only interview one person at the same time. Group 

interviews have the disadvantage where peer pressure could affect the answers and 

force people to answer different than what they think (ibid.). The authors chose to 

interview the people separately, to avoid any incorrect information. A disadvantage 

with personal interviews are the resource consumed but the benefits are how it is 

easier to accomplish and more giving with open conversation in person than over the 

telephone (Jacobsen, 2002). The authors intended to conduct six personal interviews 

but because of sickness, three of the interviews were conduct through the telephone 

instead. 
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In all the interviews the authors used a recording device to tape the respondents’ 

answers. There are both disadvantages and advantages in using a recording device. It 

is beneficial as the authors can focus more on the questions and answers instead of 

taking notes. The disadvantage is concerning the time consuming when processing the 

information from the recording device (Trost, 2010). When creating the interview 

questions, Trost (2010) separates an open and a structure interview from each other. 

In an open interview, the questions and the situation are the same for all respondents 

and tend to not have an interview guide or order, which creates a flowing 

conversation. In a structured interview the researchers predetermined questions with 

fixed alternatives answers before the interview (ibid.). This is usually decided before 

the interview as the authors decided early to combine these and use interview guide 

with open answers and a structured order. In order to strengthen the results from the 

interviews, observations of the companies Facebook page are done to watch the 

results of their work. 
  

         3.3.4 Quantitative approach 

There are different types of questionnaires where the respondents answer the 

questions themselves. These types of questionnaires are surveys, e-mail surveys, 

group surveys and online surveys. It is becoming more popular using online surveys, 

where the respondents answer the questionnaire online, directly from a website. The 

advantage of using online survey is the cost effectiveness and less time consuming to 

collect data (Trost, 2012). The authors as a result, chose to conduct an online survey 

and reached the respondents through social media forums. This increased the 

possibility of getting respondents who uses social media forum and consequently 

increases the validity and reliability of the research. Before sending out the survey to 

the respondents, it was tested on a few people in order to avoid misunderstandings. 

The online survey was sent out as a link on Facebook forwarding the respondent to 

the survey on Surveymonkey.com. The respondents were asked on twelve different 

questions and statements, which were based on the collected theoretical framework. 

The questionnaire was presented with statements answered by a Likert-scale, further, 

questions were answered through multiple-choice answers and by ranking the 

alternatives. The survey intends to not only analyze the company's standpoint but also 

analyze the customer's view of the situation in order to get a representative result. 
  

3.3.5 Questions wording 

In the introduction page, the authors present the survey and its purpose for avoiding 

confusions and describing definitions, which Wärneryd (1993) states is important. 

The authors chose to have a neutral point as an alternative, to not make the 

respondents feel forced to answer if the statement is ethical or unethical (ibid.). The 

selected questions are short, concrete and specific. They are written in a language, 

which is easy to understand to avoid any confusion. The questions are organized one 

after one and only five questions are presented in each page in order to prevent the 

survey from being overwhelming.  
  
The authors also made personal and telephone interviews with six persons, two from 

each company. Open-ended questions were asked so the respondent felt free and 

unaffected by the authors to answer. The authors were neutral and asked one question 

at a time in a concreted and specified way to avoid misunderstandings (Jacobsen, 

2002). The authors chose to ask following questions in order to clarify any confusion 

for the respondent (Jacobsen, 2002), but also avoid yes or no answers. The 
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questionnaire and the interview guide were handed in to the supervisor and one 

opponent group made of students in order to be reviewed beforehand. The 

respondents received the interview guide in beforehand to be able to prepare for the 

interview with valuable material.  
  

3.3.6 Selection 

In this study six interviews were made, which made the authors obtain valuable 

information about the three companies, IKEA, Viaplay AB and Storstockholms 

Lokaltrafik AB (SL), and their problem with negative statements on social media, 

which this thesis intends to investigate. The authors chose to interview Alexander 

Norén who works at contact support center and Anna Godden who is the Public 

relation manager at the marketing department of IKEA. The second company 

included interviews with Lion Martinez, who is the global social media manager at 

Viaplay AB and controls their social media communication. Linnea Forslund who 

works as customer service operative manager at Viaplay AB was also interviewed. 

The authors chose to interview Lovisa Åbom, who works as the press officer at 

Storstockholms Lokaltrafik AB and is thereby responsible for and has the most 

knowledge of their social media usage. Henrietta Nygren was the second respondent 

from SL and is a social media expert and is the Facebook page manager. The authors 

believed that these respondents had great knowledge and experience in the subject, 

which therefore gave valuable information that strengthen the results.  
 

The reason why the authors chose these three companies was mainly because the 

authors wanted to have both Swedish respondents and companies, which operated in 

different industries. By studying different companies in different industries, the 

results will get more applicable. A requirement for making this study possible was to 

find companies who are large enough and who receives a lot of statements on their 

Facebook page that the authors later could analyze. 
 

The survey was sent out through Facebook with a link to the webpage where the 

survey was created. The respondents are Swedish men and women, in the age of 20 to 

34 and who are active Facebook users. Hence the subject of this study is focusing on 

Facebook and the negative statements, the authors felt that by using Facebook they 

could reach the target audience for this survey. The goal of the survey was to get 200 

respondents. 

When selecting respondents for a survey, it is often described with two options: 

randomly or not randomly chosen, whereas in a not randomly selection of respondents 

the selection has strategically thoughts. The authors have chosen a non-randomly 

selection of respondents, called convenience sample (Trost, 2012; Jacobsen, 2002). It 

is described as when the researchers post their survey on different forums and know 

what type of people that are active in those forums (Trost, 2012). When the authors 

posted their survey on Facebook they knew that their target group would be active on 

the forum and thereby get representative answers for their study. 
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Table 1. Company, respondents, positions and type of interviews are presented.  

  

3.4 Choice of topic 

Social media is today a current and useful tool for many companies. In order to 

successfully use social media, companies need to be careful of what they post and 

how they deal with the received feedback. It is important to focus on both marketing 

and management in this thesis since these are the study areas, which the authors have 

studied beforehand. The choice of topic arose when the authors discovered an 

opportunity to combine their study areas with a current problem companies deal with. 

The problems companies frequently deal with was found when the theory was 

studied, and when the authors searched after background problems. In theories of 

social media and management, a literature gap was found to investigate, which also is 

the base of the topic. 
 

3.5 Criticism 

To avoid the risk of not getting right answers to the study (Saunders et al., 2007) and 

minimize the problems with the methodology (Jacobsen, 2002), Saunders et al. (2007) 

argues that validity and reliability are two emphases, which need to be taken into 

consideration in order to present the credibility of the study. 
  

         3.5.1 Validity 

Validity is controlling if the research is measuring what it is supposed to measure. To 

achieve a high validity it is important to decide in the early stage what the research 

question and problem is and adapt the research methodology after it. When collecting 

data it is also essential to control if the collected information is valid. The degree of 

validity has obviously a crucial role to the believability of the scientific research 

(Eliasson, 2013). Validity is split into two parts, internal validity and external validity. 

Internal validity explains if the researchers have collected the information that they 

intended to get and external validity explains if the researchers collected information 

could be applied to others than the one who are investigated (Jacobsen, 2002). When 

the authors collected secondary data they used original sources, which are focusing on 

the subject that this thesis intends to explore. The scientific articles and other 

literatures are retrieved from University Library and Google Scholar, mainly from the 

2000s, whereas the information about social media are maximum six years old though 

it is seen as constantly changing. Jacobsen (2002) states that when measure the 
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internal validity, it is important to be critical against the collected information and 

question the articles validity. 
  
The external validity of this study is measured based on the sample of the primary 

data and secondary data. The authors have chosen to use a convenience sample for 

their survey, in which the respondents already had some kind of strategic input on. 

They already had knowledge of what people that are active on the social forum before 

they post the link to the survey. By using Facebook, the authors attracted respondents 

who were active users and more likely to be aware of the chosen problem of this 

study. In the interviews there are two persons from each company providing 

information about their experience with social media and negative statements. The 

survey had 200 respondents that gave information based on their opinion. According 

to Jacobsen (2002) it is important to interview more than one person, to avoid the 

results from not being representative with the company. If a similar opinion occurs 

with more people than one, it is easier to generalize the answers. The same is applied 

with scientific articles, when few authors state a similar opinion (Jacobsen, 2002). 

This is why the authors have chosen, in several occasions, to refer to more than one 

author in order to strengthen the theory. 
  

         3.5.2 Reliability 

Reliability is a measurement discovering if the research is stable and not exposed to 

randomly influences and the interviews are structured and implemented in the same 

way throughout all interviews. Reliability is often described as a measurement where 

the results from a research made at one specific time would also be the same result 

made in a more previous research (Trost, 2010). The authors are aware of how the 

interview-effect and context-effect can disturb the answers. The researcher can 

unconsciously affect the respondent with their appearance, body language and speech 

(Jacobsen, 2002). The authors have therefore been neutral in all aspects through the 

interview. The context of the interview and the survey can also affect the results, 

states Jacobsen (2002), which is why the researchers have decided to interview the 

respondents alone and avoid peer pressure affecting the results and lead to misled 

data. The authors chose to ask follow-up questions to prevent the respondents 

misunderstanding the questions. In order to increase the reliability of the study, the 

authors send the written empirical findings part about each company to the 

interviewed respondents so they could agree on the information being understood 

correctly. The survey is handed out through Internet, which often is answered alone 

on the respondent's telephone or computer. The interviews sets place in their office 

where they are comfortable and the researchers intends to be as neutral as possible to 

not take away any attention from the respondents. As mentioned, the authors use a 

recording device to be able to concentrating on the respondents’ answers and to not 

lose any important material in the process. The respondents in the interviews were not 

anonymous which increased the reliability of the primary data. 
 

The authors have used a research methodology in this study based on both qualitative 

and quantitative methodology, also called method triangulation. Jacobsen (2002) 

states that if the same result is gained by using these two different approaches, as 

surveys and interviews, the results have a high validity and reliability. 
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4 Empirical findings  

This chapter present the empirical findings collected from the six qualitative 

interviews and from one quantitative online survey. The chapter starts with describing 

the interview material where a brief presentation of each company is displayed. 

Further, a table with the summary of the qualitative interviews is shown. Finally, the 

results from the online survey including figures are presented.  

 

4.1 IKEA  

IKEA is a company that sells and designs furniture and home accessories (IKEA, 

2015). The Swedish culture and the Swedish roots have an important role in the whole 

company. By an efficient production and large volumes, products are sold at low 

prices, affordable to a large population (IKEA, 2013). IKEA was founded by Ingvar 

Kamprad in 1943 which represent the two first letters in IKEA. The other two letters 

stands for Elmtaryd and Agunnaryd, which is the place where Ingvar grew up (IKEA, 

2015). 
  

IKEA has the business idea to offer a wide range of well-designed, functional home 

furnishing products at prices so low that as many people as possible will be able to 

afford them. They achieve this by promoting the idea of Democratic Design, which 

means that every product have to have the mix of form, function, quality and 

sustainability at an affordable price (IKEA, 2015). 
  

4.1.1 Social media 

Facebook is currently a crucial part of the media world, IKEA wants to be present for 

their customers by listening to them (personal communication, Godden, 24 March 

2015). IKEA uses Facebook mainly for marketing purposes, which is why they 

created the page. This means that IKEA originally did not create the Facebook page 

for a customer support purpose but simply a page where they advertise themselves on, 

explains Norén (personal communication, 10 March 2015). Godden also discuss the 

importance of Facebook as creating two-way communication and enabling dialogues 

and engagement with the customers. Even though the posts are mainly in favor of 

marketing, Facebook also have made it possible to communicate with customers 

where the customer support team answer the statements daily. According to Godden it 

is important to engage the customers and to be questioned as a company in order to 

develop in the future (personal communication, Godden, 24 March 2015). 
  

The advantage with using Facebook is that it enables IKEA to reach and answer a 

larger group of customer with similar questions faster and at the same time, which 

could be harder to do with other communication channels. It is also a great 

opportunity for customers to help each other and get information about things they did 

not know before (personal communication, Godden, 24 March 2015). 

A disadvantage with IKEA’s Facebook page is that many customers expect the page 

to be a customer support channel, which is also why the page receives many questions 

and statements (personal communication, Norén, 10 March 2015). 
 

The risk is that some statements could appear during the night and go unanswered 

until the next working day, states Norén (personal communication, 10 March 2015). 

Godden contributes by explaining the risk with Facebook as how information is 

spread fast, which could create difficulties when incorrect information is posted 
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(personal communication, Godden, 24 March 2015). The customers could also 

misunderstand the answers and posts on Facebook and create the wrong opinion of 

the brand (personal communication, Norén, 10 March 2015). 
 

  4.1.2 Communication 

The customer support team who works during the day with the Facebook page at 

IKEA are qualified people with good writing skills (personal communication, Norén, 

10 March 2015). Norén continues by explaining how the customer support team does 

not work during the night, which means that the customers are able to write on the 

Facebook page during the night, when the page is not assisted by the customer 

support team (personal communication, Godden, 24 March 2015). 

Following, IKEA has many engaged customers who make posts and statements about 

the brand. IKEA want people to question and interact, it is a great way of showing the 

customers what type of company IKEA is and that the customers statements are taken 

seriously (personal communication, Godden, 24 March 2015). 
  

“We can always improve our ways, customers’ feedback is very important in doing 

so.” 

(Personal communication, Godden, 24 March 2015). 
  

In all the answers, IKEA tries to be as personal, transparent and available as possible. 

IKEA could improve their communication by answering faster and varying their 

answers. It is all about resources, though the number of employees and the time 

restrain to collect information could affect the communication (personal 

communication, Godden, 24 March 2015). 
  

4.1.3 Ethics 

IKEA consider themselves as receiving a mix of positive and negative statements, but 

it differs depending on the situation (personal communication, Godden, 24 March 

2015).  

In cases where a statement would cause bigger issues, they have a template to go 

after. When heated discussions occur the customer is almost always advised to 

continue the conversation in private, by e-mail or telephone, handled by the Facebook 

team, instead of helping the customer in public on Facebook (see appendix 2.1). The 

reason why IKEA strictly handle these cases in private is that claims mostly contain 

order numbers, personal numbers, which are confidential (personal communication, 

Norén, 10 March 2015). Additionally, when uncertain situations occurs the customer 

service team contacts the press department and a meeting on how to go any further 

(personal communication, Norén & Godden, 10 & 24 March 2015). In some 

situations, these general statements from the press department are used as a base in 

the answers on Facebook. For IKEA it is important that the press department has the 

final answer and guidelines to the Facebook page so other media cannot read another 

answer on Facebook than what IKEA already has said in other channels (personal 

communication, Norén, 10 March 2015).  
  

Even though negative statements are received on Facebook, IKEA does not delete 

anything from the page except irrelevant posts that has nothing to do with IKEA. 

Norén explains that the customer support answer with ”we” through e-mail and ”I” on 

Facebook, to create a personal touch. He continues by describing how they compare 

their answers with other companies who e.g. answered with a heart in the end, 
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however IKEA wants to be more professional and personal in their answers and not as 

private. IKEA want to show understanding, sympathy and engagement to their 

customers’ and to their problems, frustrations and happiness (personal 

communication, Norén, 10 March 2015). 
  

In order to handle each statement correctly, negative statements are firstly categorized 

into constructive and destructive statements. Constructive negative statements are 

analyzed if the customer could be helped, by only giving a simple answer, or taking it 

further and being more serious, by offering help. Destructive negative statements are 

first analyzed if it breaks the policy (see appendix 1) or not. If not, they let it be, if 

yes, they hide it. If it is threatening in any way, it will be notified. Positive statements 

will only be answered with attention as a like or a nice answer. Then there are these 

neutral statements, which are divided into questions, tips or messages. All these types 

of comments are answered but if the message of a statement is not related to IKEA, it 

is hidden, ends Norén (personal communication, 10 March 2015). 
 

All customers who have liked IKEA Sverige on Facebook can read under the “about” 

tab about the policy. It is said that unethical statements (see appendix 1), which 

breaks the policy, will be hidden from the page as well (personal communication, 

Norén, 10 March 2015). IKEA’s policy contains information about unethical 

statements, which means that if the policy has been broken, then unethical statements 

have occurred. Godden describes grey areas as situations where the customer support 

team is not sure if a statement is ethical or unethical and is not included in the policy. 

The employees on IKEA define the grey area with unethical statements with their gut 

feeling (personal communication, Godden, 24 March 2015). When IKEA experience 

grey areas they often feel that it is better to hide the comment from the page. When a 

comment is hidden, only the author of the comment and its’ friends will be able to see 

the comment at the company’s Facebook page, and no one else (personal 

communication, Norén, 10 March 2015). Godden states that it is important to improve 

as a company and that they take unethical statements with seriousness (personal 

communication, 24 March 2015). 
  

“We never delete statements, unless it does not contradict our policy.” 

(Personal communication, Godden, 24 March 2015). 
 

IKEA does not allow discussions about religion, curse words, threats and personal 

attacks on their Facebook page since they are seen as unethical (personal 

communication, Norén, 10 March 2015). Godden adds that offensive and racist 

statements also are seen as unethical (see appendix 1) (personal communication, 

Godden, 24 March 2015). 

The policy and guidelines is produced by a practiced lawyer (personal 

communication, Norén, 10 March 2015). The customer support team uses the policy 

and guidelines as well to work after, meanwhile if anything cannot be handled by this 

team, it will be referred to the press department (personal communication, Norén, 10 

March 2015). 
  

  4.1.4 Branding 

Norén and Godden explain Facebook as being open for everyone to see and write 

about. IKEA experience a decreased control over the brand as information is spread 

fast and affect people's perceptions of the brand. Consequently, this could affect the 
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brand negatively. However, by being active and transparent, IKEA takes back the 

control over the brand since the customer support team easily could control 

discussions about the brand on the Facebook page. Additionally, false claims could be 

corrected preventing customers of creating an inaccurate opinion of the brand 

(personal communication, Norén & Godden, 10 & 24 March 2015).  
 

On the other hand, Facebook has a positive contribution on IKEA’s brand since the 

customers are able to have a dialogue with IKEA in a way no other channel can offer. 

IKEA hopes that customers perceive them as giving fast answers and helpful, 

available and set a good tone in the answers.  IKEA want their customers to associate 

their brand with quality and low prices, which actually is IKEA’s business idea. They 

want to be connected with sustainability too, which Facebook is contributing with 

(personal communication, Norén & Godden, 10 & 24 March 2015). Godden 

contributes by adding knowledge, inspiration and solutions as important associations 

with the brand, which IKEA enables by the open communication on Facebook 

(personal communication, Godden, 10 March 2015). 
  

As far as IKEA can give a rapid and honest answer, the negative comments will affect 

the brand image in a positive way. IKEA want their customers to question and engage 

themselves in their Facebook page because it is seen as positive to answer all 

statements and reach as many people as possible. By being active on Facebook and 

create dialogues and engagement with the customers the brand is both strengthened 

and protected from unethical statements. Godden continues by describing Facebook 

as a way of strengthening the brand by being open, transparent and available to the 

customers. It also gives IKEA the opportunity to reach people they usually do not 

reach in other channels (personal communication, Godden, 24 March 2015). 
  

4.2 Viaplay AB 

Viaplay is a paid online on-demand service in Scandinavia that was launched 2011 

(Viasat, 2015). Through streaming or downloading the service fulfill customers’ 

needs of watching world famous TV-series, sports, film and much more (Viaplay, 

2015). This service offers their customers’ to watch their favorite programs through 

their computer, mobile phone, decoders and tablets whenever they want and wherever 

they are totally ad free (Viasat, 2015). Viaplay give access to thousands of hours of 

entertaining TV where customers themselves decide what is watched and shown on 

their screen. Viaplay have during the years made the service available for tablets and 

smartphones, which is a step further in the European video distribution industry. 

Entertaining customers’ requirements, every minute of the day, have changed the 

thoughts of traditional TV (MTG, 2014). 

Viaplay is a streaming service by MTG but is provided by Viasat AB, which is part of 

the concern Modern Times Group (MTG). (Viaplay, 2015; MTG, 2014). Modern 

Times Group, MTG, is an international concern that provides radio, TV channels and 

distribution and entertaining online services over the world’s six different continents 

and 160 different countries (MTG, 2014). 
  

4.2.1 Social media 

Today we live in a digital world, which is the main reason why Viaplay uses 

Facebook (personal communication, Forslund, 5 March 2015). Martinez discuss 

several social media forums, but observes that Facebook is the one that they are 

focusing most on, even if Viaplay also have Twitter, Instagram, YouTube and a blog. 
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According to their customers’ social media habits, another reason for using Facebook 

is the importance of communicating with their customers, continues Martinez 

(personal communication, 6 March 2015). The benefits Facebook provides are also 

reasons why they work with it, e.g. communicating faster with customers. Viaplay 

wants to be present for their customers in many ways no matter what their needs are 

(personal communication, Forslund, 5 arch 2015). 
  

Martinez argues that Facebook is a good and less expensive tool for the company to 

purchase and offer campaigns on. Other opportunities are that Viaplay can evaluate 

their customers’ habits and preferences, and get to know their customers and target 

audience better. Viaplay see an advantage of having a customer support on social 

media since they reach out to more customers at the same time. If customers wonder 

anything, they will first check on Facebook to find the answer before they call. It is 

evident how the interest for calling and asking questions is decreasing (personal 

communication, Forslund, 5 March 2015). The risk with Facebook is according to 

Forslund that Viaplay must handle a big quantity of people at the same time. Another 

risk is that if the employees on Viaplay express themselves inaccurate, it can upset a 

lot of people, which will be shown in public (personal communication, Forslund, 5 

March 2015). 
 

“Everything you do in public as a company is a risk you take.” 

(Personal communication, Forslund, 5 March 2015). 
 

4.2.2 Communication 

According to Martinez, various ways of communicating on Facebook are applied 

today (personal communication, 6 March 2015). The customer support is a team with 

well-educated communicators who answers all the posts on Facebook (personal 

communication, Forslund, 5 March 2015). 
  

“We want to engage our customers more and not only use Facebook as a customer 

support channel. Therefore, we work a lot with developing profiles which takes social 

media to another level where we are going to like what our customers write and 

where we can discuss with them on another way when it comes to negative and 

positive statements.” 

(Personal communication, Forslund, 5 March 2015). 
 

Viaplay meet their customers with respect and an authentic feeling. If a problem 

occurs, they try to solve it directly. Martinez also describes the importance of being 

honest and open towards the customers, if a service would not work correctly (see 

appendix 2.2) (personal communication, 6 March 2015). Additionally, Viaplay is 

shown to be transparent towards their customers and their statements. Viaplay wants 

to be open and receive open and concrete answers (personal communication, 

Forslund, 5 March 2015). Their customers are able to contact and write to Viaplay 

AB through their Facebook page 24 hours a day. Thus, customers are able to write on 

their Facebook wall during the night too, Viaplay has different teams who work the 

whole day during different working hours and are able to answer at any time. All the 

employees who works on Viaplay has access to a document with the written dos and 

don’ts which Martinez and other managers have written down together (personal 

communication, Martinez, 6 March 2015). 
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4.2.3 Ethics 

The negative comments usually comes when the service do not work, therefore the 

negative flow depend on the technique. In a normal day, a lot of positive statements is 

received on Facebook, therefore, Viaplay could be placed as receiving medium 

negative statements. Viaplay work proactive in order to avoid negative statements. 

They try to be first with the information about their products and service not working, 

so customers do not feel the need of writing to them on social media. If a service 

would not work, it is important to collect as much information as possible in order to 

prevent problems in the future (see appendix 2.2) (personal communication, Forslund, 

5 March 2015). When Viaplay gets unethical statements or complaints of 

publications, are there several actions to take (personal communication, Martinez, 6 

March 2015). The employees are handling the statements with common sense and gut 

feeling. Sometimes Viaplay is forced to answer in order to not create confusion and 

not make customers think they are scared or hiding anything, continues Forslund. 

When Viaplay have technical problems, they also have a help center team who 

describes the problem more thorough in order to not leave any space for questions and 

unethical statements (personal communication, Forslund, 5 March 2015).   

If the negative statements are too many, then the public relation department will be 

included to handle the complaints about the service. In worst case, Viaplay sends out 

a press release on social media, beyond their web page (personal communication, 

Martinez, 6 March 2015). Forslund (personal communication, 5 March 2015) 

describes their communication team as helping them to develop a communication on 

how they should proceed with the case. 
 

Viaplay tries to understand their customers since they help them to develop and 

become better, and avoid or minimize negative statements in the future (personal 

communication, Forslund, 5 March 2015). The most common thing to do when the 

Facebook page receives negative statements is to simply answer them all, since 

shutting down the page is not a solution, states Martinez (personal communication, 6 

March 2015). Irrelevant comments that do not have anything to do with Viaplay will 

directly be deleted. Viaplay protect their brand by contacting customers who are 

dissatisfied in private in order to not spread negative thoughts in public (personal 

communication, Forslund, 5 March 2015).  
 

Viaplay classify statements containing personal attacks as unethical and when these 

occur on the page (see appendix 2.2), they hide the comment in order to not affect 

other customers’ view of the company. All answers on Facebook are signed with a 

personal name, therefore it is totally forbidden to mention any name from the staff. A 

comment where they attack someone from the customer support team is directly 

deleted. Overall, curse words and personal attacks are strictly seen as unethical 

(personal communication, Forslund, 5 March 2015). Viaplay has a filter that identifies 

unethical words, which automatically is deleted. Beyond the dos and don’ts 

guidelines, the customer support team will use their gut feeling to decide if situations 

are ethical or unethical and how to reply the statements (personal communication, 

Martinez, 6 March 2015).  
 

“Actions we take are to delete or hide the post, but sometimes we also need to block a 

user. Nine of ten times the customer support answer the statements and asks for more 

information in order to handle a problem or complaint better.” 

(Personal communication, Martinez, 6 March 2015). 
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  4.2.4 Branding 

Viaplay has an overall strategy when it comes to branding. The main content is about 

engagement and growth. Facebook have helped Viaplay to create and develop a 

positive brand image. Though, no decreased control over the brand is felt when 

working on Facebook because all the communicators are well-educated (personal 

communication, Martinez, 6 March 2015). Thus, customers’ opinion is very important 

for Viaplay in order to improve themselves by being as broad as possible and offer a 

wide variety for the whole family (personal communication, Forslund, 5 March 

2015). 
  

Martinez continuous further by explaining how they build their brand through 

Facebook by showing their customers what they stand for. The brand image is 

protected from unethical statements when they give fast answers and help the 

customer to solve the problem and decrease the frustration of the customer. Even 

though, Viaplay have through research learned that customers perceive Viaplay as 

being available, effective and providing fast responses (personal communication, 

Martinez, 6 March 2015).  

Additionally, customers associate Viaplay’s brand image with quality and personality. 

Viaplay wants customers to feel like a member of the Viaplay family. Through the 

usage of Facebook as a customer support channel, the customers get a good service 

and high quality. Customers’ experience Viaplay as answering fast, being helpful and 

giving personal answers (personal communication, Forslund, 5 March 2015). Viaplay 

wants customers who are satisfied and happy with their range. The brand image will 

be positive when the customers find something they like with high quality, ends 

Martinez (personal communication, 6 March 2015).  
 

4.3 Storstockholms Lokaltrafik AB 

Storstockholms Lokaltrafik, SL, was founded in 1967 when SL took over the 

operation from Stockholms Spårvägar (Svenskaspårvagnssällskapet, 2015). This 

included the overall responsibility of people located in Stockholm's county having the 

possibility of a well-developed, easily accessible and reliable public transportation 

consisting of metro, busses, city rails and local trains. There are about 800 000 daily 

passengers, traveling with the general public transport. Stockholm County are 

responsible for Storstockholms Lokaltrafik, which makes the company a public 

authority (SL, 2015). As a result, it is the politicians within the county who are 

making important decisions concerning Storstockholms Lokaltrafik. The decisions are 

everything from ticket prices, distribution and new developments. Storstockholms 

Lokaltrafik vision is in favor of the environment, as they prefer traveling with public 

transportation rather than driving your car (SL, 2015). 

“We are offering a service, wanting more people to travel safe, comfortable, in a 

clean environment by giving clear information.” 

(Anders Lindström (CEO), accessed from: www.sl.se, 11 March 2015). 

4.3.1 Social media 

It is currently crucial for companies to use social media to communicate with their 

customers. Facebook seems to be a frequently used social network where the majority 

of SL customers exist on. SL uses Facebook as a customer support channel where the 

customers can write statements, positive or negative, based on their experience with 
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the company.  Åbom continues by comparing Facebook to other social forums, such 

as Twitter, YouTube and LinkedIn (personal communication, Åbom, 6 March 2015). 
  

“It depends on what your intentions are, if you want to communicate with your 

customers, Facebook is the better option whereas YouTube is a way off posting videos 

of upcoming developments, LinkedIn is in favor of employment. It also depends on 

who you want to reach through social media where public figures are more active on 

Twitter and “regular” people including our target audience exists on Facebook.” 

(Personal communication, Åbom, 6 March 2015). 
  

Nygren agrees with Åbom and adds that Facebook is a communication tool where the 

majority of their customers are operating. The customers could not only receive 

companies help, customers could also exchange opinions and help each other as well. 

Furthermore, from a corporate standpoint it is important to be active and control the 

discussions customers have about the company. Hence, the discussions are preferred 

to take place on SL Facebook page instead of on another social forum where they are 

unable to control the discussion and where the customers could create an inaccurate 

opinion of the brand (personal communication, Nygren, 6 March 2015). 
  

SL wants to be there for the customers and face the statements by being as open as 

possible. It is important to be transparent which they are through all media channels, 

it comes natural by operating in the public sector (personal communication, Åbom, 6 

March 2015). Nygren share the same view and contributes by stating that Facebook is 

a channel where the company can reach a wider audience and faster than other 

communication channels. When there are sudden delays in the traffic it is valuable for 

the customers to receive fast information so they could choose other ways to get to 

work in the morning explains Nygren (personal communication, Nygren, 6 March 

2015). 
  

4.3.2 Communication 

SL involve many people daily, over 780 000 passengers who possibly could be 

dissatisfied with the service and complain on Facebook. Though it is such a central 

function in society, they understand that it creates discussions. Hence, operating in the 

public sector it is mainly negative statements on social media. SL tries to be present 

and help rather than hide public statements. The comment function is open during the 

day and closed during the evening to prevent any unanswered statements or 

uncontrolled posts (personal communication, Åbom, 6 March 2015). 
 

Åbom explains how sympathetic they are towards angry passengers who complain 

about their transportation being cancelled or delayed to an important meeting. The 

problem lays in when these statements turns into personal attacks, racial remarks or 

sexual harassments (personal communication, Åbom, 6 March 2015). The customer 

support team, who are the ones answering the Facebook comments, contains of 

educated employees in communication and has great judgment in handling feedback 

(personal communication, Nygren, 6 March 2015). SL tries to answer all comments 

made but an exception are those who has been in contact with before, where the 

person already have been given an answer and refuse to accept the help. SL are not 

interested in having the last word and instead tries to answer the critic as well as 

possible without putting more wood into the fire (personal communication, Nygren, 6 

March 2015).  
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Nygren describes how they could improve their answers on Facebook as users tend to 

complain about SL only using standardized answers. By giving a personalized, 

relaxed and informative answer, the communication would become better than what it 

is today. Otherwise, it could cause the customers feeling as their complaint is not 

being taken seriously and questioning why they should take their time and respond 

(personal communication, Nygren, 6 March 2015). Åbom strengthen this but 

emphasizes on improving the answers by being more personal and to not only send 

standardized answers (personal communication, Åbom, 6 March 2015). 
  

4.3.3 Ethics 

SL is receiving much negative statements daily. When the customers are angry and 

expresses their opinion, Åbom explains how it is better to be present and help the 

person rather than ignoring (see appendix 2.3). If there is feedback, which the 

customer support cannot answer, it will be sent forward through the system and later 

be dealt with by the person who is responsible for that particular area. If there is a 

question that could be answered by the customer support they usually deal with it 

directly through the Internet (personal communication, Åbom, 6 March 2015). 
   

To avoid more negative statements, Åbom describes how they are careful with 

posting positive information when there are problems with the public transport such 

as escalators not working or delays. Hence, in such situations SL uses other channels 

than social media to communicate positive news. The employees working in the 

customer support team usually have an alias name so it remains personal but protect 

the employee from any personal attacks. It is also usual for women to use manly 

names to avoid unethical statements where they are sexually harassed or not taken 

seriously, explains Åbom (personal communication, Åbom, 6 March 2015). Nygren 

explains how it is also important to create a good environment on the Facebook page. 

By continuously controlling and clearing the page of anything that contradicts the 

policy, a good environment occurs as it prevent other dissatisfied customers from 

using an unethical language (personal communication, Nygren, 6 March 2015). 
 

Åbom defines an unethical statement as contradicting their policy which is written on 

their Facebook Page under the “about” tab, available for every Facebook user to read. 

The Policy is also available for the customer support team and the communication 

department and is quite comprehensive. SL is careful with sorting the Facebook page 

from unethical statements. Åbom describes how important it is for the brand to not let 

unethical statements or behavior on the company’s Facebook page be associated with 

the brand. As the situation with H&M who experienced this when a girl made a 

comment on their Facebook page and other users started threatening her. This caused 

a lot of attention in media, which later was connected with H&M brand, describes 

Åbom (personal communication, Åbom, 6 March 2015). 

However, besides unethical statements being such as contradicting the policy, Nygren 

explains how a grey area exist when it comes to ethics. Then the gut feeling decides 

what is ethical and not ethical. The customer support is educated in communication 

and handling statements and are expected to have a good gut feeling on what might 

not contradict the policy but still be seen as unacceptable (personal communication, 

Nygren, 6 March 2015).  
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When dealing with negative statements on Facebook, SL answers by showing 

empathy and understanding. According to Nygren the unethical and ethical statements 

are treated differently as the comments contradicting the policy is removed. 

Sometimes the unethical statements are handled by answering short (see appendix 

2.3) or not giving an extensively answer back (personal communication, Nygren, 6 

March 2015).  
 

“If statements or post is contradicting our policy it is removed. If a post is 

contradicting the policy, we usually wait until the user sees our message of the post 

being removed and why, but if a comments contradict our policy it is removed 

immediately.” 

(Personal communication, Åbom, 6 March 2015). 
 

The policy (see appendix 1) is including threats, personal attacks, encouraging crime, 

informational secretes, spam, commercial, copyright material and contradicting rules 

of Facebook. When a statement contradicts the policy or the PUL, it is deleted and a 

warning is sent to the user (see appendix 2.3) (personal communication, Åbom, 6 

March 2015). Furthermore, if this occurs more than once the user is blocked from the 

Facebook page. As heated discussions could arise on the Facebook page, the support 

team works on controlling the conversation and prevent the discussion from breaking 

any ethical lines (personal communication, Nygren, 6 March 2015). 

The spam filter is a function where unethical words, such as racial words or coarse 

profanity is automatically deleted before it has been posted on the company's 

Facebook page. The customer support team decides what words are unethical and 

thereby deleted directly from the page. It is not a way of avoiding negative 

statements, rather a way to delete unacceptable words (personal communication, 

Nygren, 6 March 2015). 

Statements, which include specific information about the time, station or picture of 

the employee is thereby deleted to protect them (personal communication, Åbom, 6 

March 2015). 
  

The policy and guidelines explains what is not acceptable on the Facebook page and 

guides the customer support team on how to react to unethical statements made on 

social media. Furthermore, Nygren contributes by stating that there are vocal 

guidelines and policies as well (personal communication, Nygren, 6 March 2015). 
  

4.3.4 Branding 

The Facebook usage is strengthening the brand in different ways. There are not any 

major disadvantages in using Facebook. The control over the brand concerning the 

negative statements could possibly decrease if not handled correctly. Further, it is also 

a way for companies to strengthen their brand further by replying and reacting with an 

active approach. When receiving negative statements on Facebook, SL reacts by 

answering quickly and explaining why problems occur and provide solutions to the 

customers (see appendix 2.3), resulting in the brand being strengthened. Nygren 

describes how the customer support team spends more time answering statements on 

Facebook than in e-mail or telephone though it is open to the public (personal 

communication, Nygren, 6 March 2015). Åbom agrees with their usage of Facebook 

mostly affecting the brand positively (personal communication, 6 March 2015). 
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“It is always better to be there for the customers than not being there but then it is 

assumed that the company is being active and answering the comments.” 

(Personal communication, Åbom, 6 March 2015). 
  

Customers are usually thankful for the fast and service-minded answers, which we 

provide. On the other hand, customers tend to complain on the answers being too 

standardized and not personal (personal communication, Nygren, 6 March 2015). 

Facebook strengthen the brand though it allows the company to be presented as 

helpful, service-minded and transparent to the public (personal communication, 

Åbom, 6 March 2015). 
  

To strengthen the brand, SL shows that they are there to help customers when they 

need them and post information about updates in the public transport. SL are against 

covering and hiding any information as a public company. By helping customers on 

the Facebook page and maintaining a good environment the brand is strengthened. 

Sometimes when unethical statement occur on the page, which is contradicting the 

PUL or if the statement demands a long conversation and is too complicated to take 

over Facebook, SL tend to transfer the discussion to a private message or telephone 

instead. The brand is protected by the spam filter and as the statements are handled 

correctly where SL explains why problems occurs and give solutions to the problem 

(personal communication, Nygren, 6 March 2015). 
 

A summary of the qualitative interviews is presented below. 

 

 
IKEA  Viaplay  SL  Comments 

Social media     

Mainly use Facebook as a 

customer support channel  X X 
“Even though, IKEA are forced to use Facebook as 

a customer support channel, customers are expect 

companies to use it in that way.” 

Be an active Facebook user 
X X X 

“All companies’ are actively engaging with their 

customers on Facebook.” 

Communication    
 

Educated employees handle 

the statements on Facebook X X X 
“The employees are experienced and educated in 

communication and reacting to statements.” 

Leave the Facebook page 

unmanaged X   
“SL shut down the comment function during the 

night as the employees are unable to control the 

post during that time.” 

Are open (transparent) on 

Facebook X X X 
“The companies does not hide anything and do not 

delete post if they are not contradicting the policy.” 

Strive to improve their 

answers being more 

personalized 

X  X 
“IKEA & SL sometimes use standardized answers 

which customers complain about Viaplay on the 

other hand are perceived by the customers as 

personal in their answers.” 

Ethics    
 

Receive a lot of negative 

statements   X 
“IKEA & Viaplay perceive themselves as receiving 

medium negative statements depending on the 

occasion.” 
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In heated discussions will 

the customers be referred to 

the e-mail, telephone or 

private message 

X X X 
“When heated discussions occur it is preferred to 

be handled in private instead, e.g. by phone, e-mail 

or private message.” 

Contacts the support 

function when uncertainty 

occurs 

X X X 
“When the customer support team experience 

uncertainty, the support function offer their 

professional guidance.” 

Take measurements to 

prevent further negative 

statements 

 X X 
“All companies have different approaches to 

prevent customers from writing negative statements 

on the page.” 

Present the policy to 

Facebook users in the 

“about” section on the 

company’s Facebook page 

X  X 
“IKEA & SL advise Facebook users to read in the 

“about” section before commenting on their page 

to avoid unethical statements.”  

Treat ethical & unethical 

statements the same    
“Different approaches are made when reacting to 

unethical statements than to ethical statements.” 

Statements contradicting the 

policy is defined as 

unethical statements 

X X X 
 “Statements that are contradicting the company´s 

policy is defined as unethical and thereby deleted 

or hidden.” 

Answer all statements on 

social media X X X 
“All companies respond fast to the statements.” 

When unethical statements 

occur firstly a warning is 

presented and secondly the 

user is blocked 

 X X 
“In order to avoid further display of unethical 

statements on the page and creating a good 

environment on the page.” 

Use a spam filter 
 X X 

“The spam filter stops unethical word from being 

published on the page.” 

Deal with grey areas 

(unethical statements) with 

gut feeling 

X X X 
“As educated and experienced staff deal with 

unethical statements, they are skilled in 

determining what is ethical or not.” 

Base their communication 

on their policy X X X 
“To guide the employees in maintaining a good 

environment.” 

Branding    
 

Does not experience 

decreased control over the 

brand on social media 

X X X 
“SL states that it depends on if you are being active 

or not.” 

The brand associations are 

strengthen by the Facebook 

usage 

X X X 
“All companies strengthen their brand association 

through their usage of Facebook.” 

Protect and strengthen the 

brand on social media by 

taking several actions  

X X X 
“All companies are active, using policies/guidelines 

and educated which is positive for the brand.” 

Table 2. Summary of the qualitative interviews. 

 

4.4 Survey  

The authors sent out the quantitative survey on social media the 25th of March and 

ended 14th of April. Consequently the survey received 200 respondents. As figure 1 

shows, 39% of the respondents are males and 61% are females. 
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Figure 1. Percentage of respondents attending the survey. 

  
As presented below in figure 2, the majority of the respondents are between 20 and 24 

years old, which results in 70,85% of the respondents. Other 25,13% of the 

respondents are between 25 and 29 years old. The remaining 4,02% of the 

respondents are between 30 and 34 years old. 

 

 

Figure 2. Age of respondents. 

  

4.4.1 Social media 

When the question “How often do you use Facebook?” was asked, only two of five 

alternatives were chosen. As presented in figure 3, the majority, 89,93% of the 

respondents use Facebook more than one time per day, meanwhile 10,07% of the 

respondents use Facebook one time per day. 
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Figure 3. Times Facebook is used. 

  
Further, 38,00% of the respondent’s main cause for using Facebook is 

communicating, presented in figure 4. According to 25,33% of the respondents, the 

main cause for using Facebook is gathering information. Another 6,67% of the 

respondents chose post updates as the main cause, hence, 27,33% of the respondents 

chose that they do not have any main cause for using Facebook. 
 

The last 2,67% of the respondents chose alternative “other (please specify)”, where 

they specified their main cause of using Facebook as chatting, stalking people, 

watching videos and promoting their business. 

 

 

Figure 4. The respondents’ main cause for using Facebook. 

 

As shown in figure 5, if 45,33% experience a problem with a product/service or a 

company, they would mainly contact the company through the telephone. Secondly 

ranked was e-mail with 43,33% of the respondents. Another 5,33% of the respondents 

state that they would contact the company through their chat on their website and only 

90%

10%

0%

0%

0%
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More than one time
per day

One time per day

Less than one day per
week

Less than one day per
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25%
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I don't have a main cause

Other (please specify)
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2,67% respondents would contact a company when they experience problem through 

Facebook. 
 

The remaining 3,33% of the respondents chose the alternative “other (please 

specify)”, where they specified that they would visit the store, wait until it is resolved, 

use twitter or that they never contacted a company before even if they experienced a 

problem with a the company or product/service. 

 

 

Figure 5. How the respondents mainly would contact a company when they 

experience a problem with a product or service. 

  
Further, (see table 3) 12,84% of the respondents strongly agree with companies using 

Facebook as a customer support channel. Following, 26,35% of the respondents agree 

with this meanwhile 18,92% disagreed, and 6,08% strongly disagreed. The remaining 

35,81% of the respondents were neutral towards companies using Facebook as a 

customer support channel. 
    

Strongly Agree Agree Neutral Disagree Strongly disagree 

12,84% 26,35% 35,81% 18,92% 6,08% 

Table 3. Likert-scale. 

 

4.4.2 Communication  

Following, the respondents ranked some options of how they would prefer their 

feedback to be answered, 1 as being most important and 11 as being least important.  
  

1.   Helpful 

2.   Personal 

3.   Informational 

4.   Through private message 

5.   Respectful 

6.   Standard message 

7.   Truthful 

8.   Refer to e-mailing or calling instead 
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9.   Authentic 

10.  Fairness 

      11. Taking responsibility 

  
 

4.4.3 Ethics  

When asked “How should companies deal with negative statements written on their 

Facebook page?”, the respondents most common answer is to react by replying to the 

post in the comment field (74,67%), as shown in figure 6. Other respondents 

suggested that the company should refer to the service support by telephone or e-mail 

instead of continuing the conversation on the Facebook page (14,67%). However, 

3,33 % of the respondents think that the company should hide the post from others 

and 2% preferred that the post be deleted, whereas 2,67% states to not answer at all. 

The remaining 2,67% had chosen to react differently and chose the alternative other, 

though it depend on how negative the statement is. 
 

 

Figure 6. The respondents answer in percentage on how companies should deal with 

negative statements on their Facebook page. 

  
Following, the respondents ranked the alternatives whether they are unethical or not, 

whereas number 1 is perceived as being most unethical and 20 as least unethical. 

1. Personal attacks 

2. Pornographic 

3. Racial statements 

4. Harassments 

5. Threats 

6. Encouragement to crime 

7. Link to page containing illegal material 

8. Offending statements 

9. Unauthorized publication of copyright material 

10. Genital words 

11. Gossip 

12. Curse words 

77%

3%

15%

2% 3%

How should companies, in your opinion, deal with 
negative statements written on their Facebook page?

Answer by commenting
under the Facebook post

Not answering at all

Refer to the service
support by phone or e-mail
instead
Delete the post
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13. Tagging an unknown person in the post 

14. commercial publications 

15. Post too many emoji’s 

16. Tagging a person that the user knows 

17. Share posts 
  
In table 7, the result shows that 42,96% of the respondents does not agree with the 

statement that companies should react the same towards unethical and ethical 

statements written on social media. 33,33% of the respondents agreed with companies 

acting the same towards unethical and ethical statements written on social media. The 

remaining 23,70% chose to be neutral and go with having no preferences. 
 

 

Figure 7. The distributed percentage of each alternative on how companies should 

react towards unethical and ethical statements written on social media. 

 

4.4.4 Branding 

The respondents took a stand on whether their opinions of a company’s brand image 

would change if they had much negative statements on their Facebook page. The 

respondents chose strongly agree (19,85%), followed by agree (50,00%) and disagree 

(6,62%). Further, strongly disagree, is chosen by 2,94% of the respondents, whereas 

the remaining 20,59% are neutral in that matter, as presented in table 4. This resulted 

in the majority of the respondents choosing to agree or strongly agree with this 

statement. 
 

  Strongly Agree Agree Neutral Disagree Strongly disagree 

19,85% 50,00% 20,59% 6,62% 2,94% 

Table 4. Likert-scale. 

 

Finally, 22,79% of the respondents answered that they strongly agree with their 

opinions of a company’s brand image being changed if the company was not helpful 

toward their feedback (see table 5). Following, 53,68% agreed with this statements 

and 2,94% disagreed whereas 0.74% strongly disagreed with this statements. The 

remaining of 19,85% did not have a preference and chose the alternative neutral. 

33%

43%

24%

Companies should act the same towards unethical 
and ethical statements written on social media

Yes

No

I have no preferences
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Strongly Agree Agree Neutral Disagree Strongly disagree 

22,79% 53,68% 19,85% 2,94% 0,74% 

Table 5. Likert-scale. 
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5 Analysis 

The chapter starts with presenting a within-case analysis where the theory is 

compared to the empirical findings and similarities and differences are displayed. 

Further, a cross-case analysis is presented by comparing the companies with each 

other. The chapter will end with a table that show a summary of the cross-case 

analysis. 

 

5.1 Within-case analysis 

5.1.1 IKEA  

5.1.1.1 Social media 

IKEA originally created the Facebook page for marketing purposes (personal 

communication, Norén, 10 March 2015). The majority of the respondents (89,93%) 

from the online survey uses Facebook more than one time per day. It is evident that 

the social media usage have explode worldwide, and now companies are feeling 

pressured to be active where the customers are existing (Baird and Parasnis, 2011). 

Hence, IKEA perceive customers nowadays expecting companies to use Facebook as 

a customer support channel which is why their page have received many questions 

and statements (personal communication, Norén & Godden, 10 & 24 March 2015). 

Even though, the majority of the respondents from the online survey state that if they 

experience a problem with a product/service or a company they would mainly contact 

them through the telephone  (45,33%) or e-mail (43,33%). The rapid development of 

social media has forced companies to use Facebook as a customer support channel 

(Talpau, 2014), this is shown from the online survey where the majority of the 

respondents either strongly agree or agree with companies using Facebook as a 

customer support channel.  

 

Facebook allows IKEA to reach and answer a larger group of customers with similar 

questions at the same time. It could be seen as a great opportunity for customers to 

exchange reviews and help each other with similar problems (personal 

communication, Godden, 24 March 2015). Presented in the online survey, the main 

cause for the respondents of using Facebook is communicating (38,00%) and 

gathering information (25,33%). In line with Carlsson (2009) it is easy to exchange 

opinions and contact people all around the world on social media to collect more 

information about a product or company. It is also seen as time saving than to do 

research on a product or company on your own (Stieglitz & Dang-Xuan, 2013). 

However, this could also create challenges for the company as negative statements 

could affect other opinions worldwide and damage the brand if the company is not 

being active towards (Carlsson, 2009).  

 

IKEA uses Facebook to create two-way communication and enabling dialogues and 

engagement with their customers (personal communication, Godden, 24 March 2015). 

Facebook is a great channel to express your opinions on (personal communication, 

Norén, 10 March 2015). The importance to engage customers and to be question as a 

company is vital for IKEA’s future improvement (personal communication, Godden, 

24 March 2015). By communicating with the customers, the company can improve 

results and future ideas. The communication with their customers on Facebook is 

important because customers’ preferences are presented, which will help the 
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companies in their developing process (Gustafsson et al., 2012). To IKEA it is 

important to show their customers that every statements is taken seriously and to 

present what type of company IKEA is and what they value (personal communication, 

Godden, 24 March 2015). 

5.1.1.2 Communication 

The customer support team at IKEA are well-educated in communication and 

handling negative statements, and possess qualified writing skills (personal 

communication, Norén, 10 March 2015). Carlsson (2011) strengthen this by stating 

that communicators with professional background should handle the communication 

on social media as they have a tactical and strategically mindset. 

 

The customer support team does not work during the night whereas the Facebook 

page is also unmanaged. Norén sees this as a risk as some statements could occur 

during the night and be unanswered until the next working day (personal 

communication, 10 March 2015). If negative statements and questions go 

unanswered, Aula (2010) explains how the wrong opinion of the brand could occur, 

which is more difficult for companies to handle.  

 

It is evident that companies have high requirements in being more open and 

responsible to their customers (Stieglitz & Dang-Xuan, 2013). IKEA could improve 

their communication further by answering faster and use varying answers as it is seen 

as important by the customers (personal communication, Godden, 24 March 2015). 

The online survey shows that helpful, personal and informational are most important 

when answering the statements on Facebook. IKEA tries to be as personal, 

transparent, helpful and available as possible in all their communication (personal 

communication, Godden, 24 March 2015). Further, research shows how customers 

experience the answers to be more interesting and personal if they are written in first 

form (Carlsson, 2011). Norén adds that even though IKEA want to be more personal 

in their answers, they are careful of not being too personal by making hearts in the 

answers as it is seen as unprofessional. It is also important to show sympathy and 

understanding to customers and their problems, explains Norén (personal 

communication, 10 March 2015). 

5.1.1.3 Ethics 

IKEA statements flow varies depending on the situation and time (personal 

communication, Godden, 24 March 2015). Carlsson (2011) describe these situations 

as customers expressing their dissatisfaction with a product or service on social 

media. Additionally, negative statements can become damaging for the company as it 

is easily spread fast (ibid.). Hence, when heated discussions on the page occur the 

customer is usually advised to continue the discussion in private as an e-mail or 

telephone (see appendix 2.1) (personal communication, Norén, 10 March 2015). If 

discussions are enlarged or difficult to handle by the customer support team, a support 

function at the press department are available to handle these situations. To IKEA it is 

important that the press department has the final say in the communication to prevent 

varying messages being presented in the different communication channels (personal 

communication, Norén, 10 March 2015). CIPR (2012) state that if the Facebook page 

is managed correctly, it will be a great tool for the company to control situations.  
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On IKEA’s Facebook page, there is an “about” tab where the policy (see appendix 1) 

presents what is allowed to be posted and what the consequences of contradicting the 

policy are (personal communication, Norén, 10 March 2015). CIPR (2012) and 

Tenenbaum and Zottola (2011) strengthen this by stating that policies and guidelines 

are in favor of communicating correctly from the brands perspective. The policy and 

guidelines are not only presented to the Facebook users, but is also used by the 

customer support team to guide the employees in handling negative statements and 

representing the brand (personal communication, Norén, 10 March 2015). The 

policies and guidelines protect the brand online and guide the employees to 

communicate with cohesive messages (CIPR, 2012). CIPR (2012) present two ways 

of creating guidelines, either based on experiences set over time or properly set from 

the beginning. 

 

IKEA consider statements, which include personal attacks, coarse profanity, threats 

and discussions about religion as unethical (personal communication, Norén, 10 

March 2015). Offensive and racist statements are also seen as unethical (see appendix 

1), adds Godden (personal communication, 24 March 2015). The respondents from 

the online survey ranked unethical statements, and the results shows the five most 

unethical statements, whereas personal attacks was ranked as most unethical 

following by pornographic, racial statements, harassments and threats. According to 

Frostenson (2011) ethical behavior is based on norms and values determined by the 

terms of what is right and wrong. According to Scott and Jacka (2011), rules of what 

is right or wrong on social media are important to consider in the policy and 

guidelines. IKEA’s policy includes information about ethical behavior, which means 

that if statements contradict the policy then unethical statements have occurred 

(personal communication, Godden, 24 March 2015). 

When statements are displayed on the Facebook page which are not contradicting 

IKEA’s policy but are seen as not acceptable, so called grey areas, then the employees 

of the customer support team are deciding based on their gut feeling whether it is 

unethical or not (personal communication, Godden, 24 March 2015). Bruhn (2009) 

strengthens this by explaining how all companies experience grey areas when ethical 

dilemmas occur in situations, which are undefined or hard to define. If these situations 

occur then it is better to hide the comment from the page, explains Norén (personal 

communication, 10 March 2015). However, Carlsson (2011) states how all statements 

must be answered in order to avoid rumors or brand damage. 

 

When receiving negative statements on Facebook, IKEA chose not delete comments 

from their Facebook page except irrelevant posts which has nothing to do with IKEA. 

Constructive statements are handled by offering help or giving simple answers, 

however, destructive statements are handled either ignoring the statement or hide it, if 

it contradicts the policy. If the statement is threatening it will be notified (personal 

communication, Norén, 10 March 2015). Compared with Carlsson (2011) it is 

important to answer the customers statements in order to avoid misinformation and 

rumors about the brand. However, Aula (2010), Carlsson (2009) and Kaplan and 

Haenlein (2010) argues that constructive statements are valuable in the developing 

process where the company could learn from the customers feedback. Positive 

statements on the other hand are answered with attention or a like (personal 

communication, Norén, 10 March 2015). The online survey shows how most of the 

respondents also agree with ethical and unethical statements being handled 

differently. When reacting to negative statements, 74,67 % would like companies to 
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react by directly replying to the post in the comment field and 14,67 % suggested 

companies to react by continuing the conversations over the e-mail or telephone 

instead. Similar to Carlsson (2011) companies need to respond to all customers 

questions and engage in conversations about the brand, or else it could result into 

customers losing trust in the brand (Carlsson, 2009). 

 

 5.1.1.4 Branding 

Aula (2010) states that when companies use social media, the control over the brand 

decreases. However, the control of the brand mainly increases as the possibility of 

controlling discussions and correcting false statements are greater (personal 

communication, Norén & Godden, 10 & 24 March 2015). This is later strengthened 

by CIPR (2012), who argues that companies can manage the control by answering 

and discussing with their customers. 

 

Brands tend to use social media to create two-way communication and engagement 

with the customers (CIPR, 2012). Compared to other social networks, Facebook has a 

positive contribution on IKEA’s brand as it enables communication like other 

channels cannot offer (personal communication, Norén, 10 March 2015). In line with 

Melin (1999) it is important for the brand to be associated with value which creates 

strong and positive brand associations. Thus, IKEA want their customers to perceive 

them as being helpful, available and giving fast answers (personal communication, 

Godden, 24 March 2015). Additionally, IKEA want their customers to associate their 

brand with quality, inspiration, knowledge and solutions which the open 

communication that Facebook provides contributes with (personal communication, 

Norén & Godden, 10 & 24 March 2015).  

 

By providing customers rapid and honest answers, Godden means that negative 

statements will affect the brand positively (personal communication, 24 March 2015). 

Similar to Carlsson (2011) this is strengthening the brand where it is better to answer 

rapidly than not answering at all, as it prevent rumors and the brand from being 

damaged. Godden continues by explaining how companies’ activeness on Facebook 

and by creating dialogs and engagement with the customers, it will not only protect 

the brand but also strengthen it. Additionally the brand is strengthened by being open, 

transparent and available to the customers (personal communication, Godden, 24 

March 2015). The perceived quality of the brand is created in the customers mind 

based on the perceived quality of one or two occasions that they associate with 

quality, which is why it is important for companies to manage all occasions accurate 

at all time (Aaker, 1996). The survey shows that the majority of the respondents’ 

opinions concerning a company's brand image would change if the company received 

much negative statements on Facebook. However, even more respondents agreed with 

their opinions concerning companies brand image being changed if the company was 

not helpful toward their feedback. As helpful was ranked as the most important by the 

respondents on how they wanted their feedback to be replied with it is evident that is 

has a crucial role in the communication towards customers and that it would affect the 

brand image negatively if it is not offered. This is later strengthened by Carlsson 

(2011) who suggest feedback being answered with service-oriented and objectiveness. 

The lack of engagement and interest in communicating with the customers on social 

media could easily result into the brand image being affected negatively (Carlsson, 

2011). Also, it is shown how good customer service does not only satisfy customers 
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and strengthen the brand but rather decrease the dissatisfaction resulting in less 

negative statements on social media (Carlsson, 2009). 

 

5.1.2 Viaplay AB 

5.1.2.1 Social media 

Today’s digital world in which companies works in, forces Viaplay to use Facebook 

(personal communication, Forslund, 5 March 2015). The results presented from the 

online survey shows that 89,93% of the respondents are using Facebook more than 

one time per day. Viaplay also encourage two-way communication by being active 

since the benefits for using Facebook is to communicate faster with their customers 

(personal communication, Forslund, 5 March 2015). According to the respondents 

answers from the online survey, 38,00% state that the main cause of using Facebook 

is communicating. This is strengthen by Baird and Parasnis (2011) discussion about 

how social media have exploded worldwide and companies are feeling forced to 

engage in social media because it is where the customers are. Forslund also strengthen 

this by explaining the interest for calling and asking questions have decreased 

(personal communication, 5 March 2015). Whereas, on the other hand, the results 

from the online survey shows how 45,33% state that if they experience a problem 

with a product/service or a company, they would mainly contact them through the 

telephone. Viaplay wants to engage customers more and more and not only use 

Facebook as a customer support channel (personal communication, Martinez, 6 

March 2015). Thus, the social media usage is increasing daily (Baird & Parasnis, 

2011), the rapid social media development has also encouraged companies to use 

Facebook as a customer support channel (Talpau, 2014).  Even though the results 

from the online survey shows how only 2,67% from the respondents would contact a 

company when they experience problem through Facebook, the majority of the 

respondents agree that companies should use Facebook as a customer support 

channel.  

 

Forslund and Martinez argues that the benefits of communicating faster and to a wider 

range of customers at the same time have helped Viaplay to get more information 

about their customers’ habits and preferences (personal communication, 5 & 6 March 

2015). Comparing to the theory from Finne and Strandvik (2012), collecting 

information about the customers will lead to long lasting relationships with the 

customers. Further, the information about customers’ preferences will also help the 

company in their developing process (Gustafsson et al., 2012). 

Further, everything Viaplay do in public is a risk because of the misunderstandings 

that can occur (personal communication, Forslund, 5 March 2015). CIPR (2012) 

argues that companies can control and avoid misinformation to be spread by quickly 

answering and discussing with the customer.  

5.1.2.2 Communication 

Kaplan and Haenlein (2010) prefer that the company should define a specific group to 

handle social media. Thus, the customer support team on Viaplay contain of well-

educated communicators who are responsible to answer all the statements on 

Facebook (personal communication, Forslund, 5 March 2015). The customer support 

team on Viaplay work during the night also, which means that they are able to meet 

their customers statements anytime (personal communication, Martinez, 6 March 

2015). When answering the statements, it is important to formulate strategic and 
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tactical messages, therefore, Carlsson (2011) prefer communicators with professional 

experiences to handle the statements. 

Martinez argues that Viaplay use various ways to communicate when handling both 

positive and negative statements (personal communication, 5 March 2015). 

Gustafsson et al. (2012) and Aula (2010) support companies communicating with 

their customers in order to improve, and according to Paus (2013) the positive 

comments will increase the employee's self-confidence. Satisfied customers will 

further strengthen the brand according to Carlsson (2009). 

 

The dos and don’ts guidelines helps the communicators to solve problems directly as 

they occur and meet their customers with respect and an authentic feeling (personal 

communication, Martinez, 6 March 2015). Viaplay also tries to deliver a personal 

answer since they sign their answers with a personal name (see appendix 2.2) 

(personal communication, Forslund, 5 March 2015). On the other hand, the 

respondents from the online survey would prefer the companies’ to answers their 

statements by being helpful. Personal and informational answers is seen as more 

important than an authentic answer according to the respondents from the survey. 

Further, the majority agreed on their opinion of a company’s brand image being 

changed if the company was not helpful towards their feedback. Carlsson (2011) 

argues that it is important to answer the comments in an objective way with factual 

and service-minded knowledge.  

5.1.2.3 Ethics 

To Viaplay, the flow of negative comments depends a lot on the technique. The 

employees handle the statements with common sense and gut feeling. Viaplay also 

feel forced sometimes to answer in order to not create confusion or perceptions of 

them hiding anything (personal communication, Forslund, 5 March 2015). In line 

with Carlsson (2011), companies must engage in discussions about the brand in order 

to avoid misunderstandings and negative experiences. CIPR (2012) adds that 

companies must answer fast to avoid misunderstandings. Finne & Strandvik (2012) 

agrees with the importance of companies communicating with their customers’ since 

it results into a better understanding of the company. 

 

Forslund explains that they try to understand their customers since they help them to 

develop improve (see appendix 2.2) (personal communication, 5 March 2015). Both 

Carlsson (2009), Aula (2010) and Kaplan and Haenlein (2010) strengthen this by 

describing how companies can learn from their customers’ by listening to them. Aula 

(2010) continues arguing that the customers can help the company be better in the 

future. The customers can also help the company in their developing process by 

interacting together (Gustafsson et al., 2012).  

On the other hand, when Viaplay receive negative statements, the most common thing 

is to answer every statement. This is possible since the customer team on Viaplay 

work during the night also and are able to answer anytime (personal communication, 

Martinez, 6 March 2015). Forslund and Martinez explains the importance of being 

honest and transparent in their answers (personal communication, 5 & 6 March 2015). 

Carlsson (2011) strengthen this by stating that it is important to answer rapidly rather 

than not answering at all in order to not create rumors. Irrelevant posts which has 

nothing to do with Viaplay will immediately be deleted, according to Forslund 

(personal communication, 5 March 2015), and sometimes Viaplay also need to block 

users (personal communication, Martinez, 6 March 2015). Personal attacks and curse 
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words are strictly seen as unethical and will therefore also be hidden to not affect 

other customers’ view of the company. Posts which contains personal names from the 

staff will be deleted (see appendix 1) (personal communication, Forslund, 5 March 

2015). In line with Carlsson (2011), the statements should be faced with service-

minded knowledge and in an objective way. On the other hand, the respondents from 

the online survey states personal attacks as being most unethical, whereas, curse 

words was ranked low. Due to the online survey, 42,96% of the respondents does not 

agree that the companies should react the same towards unethical and ethical 

statements. Frostenson (2011) describes ethics as norms and values which are 

determined by right and wrong. Further, Gensler et al. (2013) strengthen this by 

stating that if the negative statements will affect the company directly, if is preferred 

to be handled immediately.  

 

The spam filter on Viaplay’s Facebook page identifies unethical words and 

statements. When these occur on their page, the statements will automatically be 

deleted. If the customer support team cannot define a statement as unethical due to the 

guidelines, the gut feeling decides on how the statements are handled (personal 

communication, Martinez, 6 March 2015). Bruhn (2009) explains that grey areas are 

undefined, whereas, CIPR (2012) support companies that have guidelines providing 

dos and don’ts because of the brand being protected online. 

 

When Viaplay experience technical problems and the flow of negative statements 

increases, the help center and the public relation department will be included to 

handle the complaints and send out a press release through social media, beyond their 

web page (personal communication, Forslund & Martinez, 5 & 6 March 2015). 

Another way to protect the brand is to contact upset customers’ in private in order to 

not spread negative thoughts about the brand in public (personal communication, 

Forslund, 5 March 2015). Though both the help center and PR are included, CIPR 

(2012) states that the Facebook page can be a great tool for controlling situations if 

managed correctly. Though Viaplay have a support function, Carlsson (2011) states 

that companies therefore can react rapidly on social media. 

In order to avoid negative statements on social media, Viaplay work proactive where 

they try to be the first to inform the customers about potential problems that will 

occur the platform. By this action, the customers don’t feel the need to write on social 

media (personal communication, Forslund, 5 March 2015). Gensler et al. (2013) 

support this action that if the negative statements will affect the company directly is 

preferred to be handle immediately. 

 

Viaplay has he dos and don’ts guidelines in order to communicate with their 

customers on social media (personal communication, Forslund, 5 March 2015). 

Additionally, Carlsson (2011) states the importance of having guidelines since they 

can help the brand to be protected online. 

 

5.1.2.4 Branding 

Aula (2010) argues that when companies use social media, the control over the brand 

decreases. Though, Viaplay have not felt any decreased control over the brand when 

working on Facebook, on the other hand, it have helped them to create and develop a 

positive brand image because all the communicators are well-educated (personal 

communication, Martinez, 6 March 2015). 
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Martinez explains how their overall strategy about the brand contains engagement and 

growth. In line with Carlsson (2011), the lack of engagement can result into the brand 

image being affected negatively. Viaplay build their brand through Facebook by 

showing their customers what they stand for. The brand is also protected by giving 

fast answers, help the customers to solve problems and decrease their frustration 

(personal communication, Martinez, 6 March 2015).  Due to the online survey, the 

majority of the respondents agrees with their opinion of a company’s brand image 

being changed if a company had much negative statements on their Facebook page. 

Thus, according to Carlsson (2009), the brand image can be strengthen by providing 

good customer service. Forslund strengthen this by stating that the customers get a 

good service through the usage of Facebook (personal communication, 5 March 

2015). Additionally, the brand image will be strengthened when customers experience 

the customer service with high quality (Carlsson, 2009). In line with Aaker (1996), 

customer will base their perceived quality with one or two situations which they 

associate with quality. Therefore, it is important as a brand to always understand and 

manage occasions correctly. Further, the brand will be protected by being active on 

social media and confronting negative statements (personal communication, Forslund, 

5 March 2015).  

  

Viaplay’s brand image is associated with quality and personality, explains Forslund 

(personal communication, 5 March 2015). An increased quality of customer service 

will both strengthen the brand and satisfy customers (Carlsson, 2009). In line with 

Melin (1999), it is important that the brand is associated with a strong and positive 

value. Forslund describe their customers as associating Viaplay with answering fast 

and being personal and helpful (personal communication, 5 March 2015). Further, 

Aula (2010) explains the importance of answering the statements since unanswered 

questions can give the customers the wrong opinion of the brand. Martinez explains 

that Viaplay wants to have customers who are satisfied and happy with their range 

(personal communication, 6 March 2015). In line with Keller (2001), when the 

customers feel the brand is satisfying their needs, the brand associations often 

represent the key sources of brand value.  

 

5.1.3 Storstockholms Lokaltrafik AB 

5.1.3.1 Social media 

It is always better to be there for the customers rather than not being there as it is 

nowadays assumed that companies should be active and answering all statements on 

social media. Companies are more frequently using social media as a communication 

tool to create two-way communication with their customers. Åbom explain why 

Facebook is the obvious choice for doing so (personal communication, 6 March 

2015). 

 

“It depends on what your intentions are, if you want to communicate with your 

customers, Facebook is the better option whereas YouTube is a way off posting videos 

of upcoming developments, LinkedIn is in favor of employment. It also depends on 

who you want to reach through social media where public figures are more active on 

Twitter and “regular” people including our target audience exists on Facebook.” 

(Personal communication, Åbom, 6 March 2015). 

 



46 
 

The statistics shows how 95 % of the Swedish population in the ages of 16 to 24 and 

87 % in the ages from 25 to 34 uses internet to post messages, cat or blog on social 

media networks during the first quarter. This resulted in 42 % of the Swedish 

companies (with ten employees or more) also using social networking sites 

(Statistiska centralbyrån, 2014). Furthermore, Carlsson (2009) define social media as 

a great communication tool. Facebook enables companies to connect and engage with 

existing and potential customers (Dekay, 2012; CIPR, 2012) SL have taking the idea 

of creating relationships with customers and engaging in dialogue about the brand to 

the next level. By using Facebook as a customer support channel, customers could 

write statements in all forms based on their experience with the company on their 

Facebook page (see appendix 2.3) (personal communication, Åbom, 6 March 2015). 

This will not only enable direct two-way communication with the company but also 

help other customers to gather information about a product or company which they 

was not aware of before as they exchange opinions (personal communication, Nygren, 

6 March 2015). 

It is presented in the online survey that 38 % of the respondents mainly use Facebook 

to communicate and another 25,33 % use it to gather information.  

 

In the online survey it is shown how 45,33% would contact the company through the 

telephone when experiencing a problem with a product or company whereas 43,33 % 

would use e-mail to contact the company. According to Baird and Parasnis (2011), 

customers are paying more attention towards social media today than before and the 

number is continuing to increase. The survey presents the majority of respondents 

thinking that companies should use Facebook as a customer support channel. In line 

with Talpau (2014) the fast social media development and usage has forced 

companies to use social media as a customer support channel. 

 

The perks with Facebook is how companies could reach a wider audience with fast 

communication. It is also an opportunity for companies to control what is being said 

about the brand. When discussions about the brand is shown on SL Facebook page, 

the customer support team could control what is being said and correct if something 

inaccurate about the brand is presented. This prevent customers from creating an 

inaccurate opinion of the brand (personal communication, Nygren, 6 March 2015). 

Aula (2010) strengthen this by stating that users easily could search for information 

and create own interpretations based on the communication about the selected brand 

written by others on social media. When a picture of a brand is created the subjective 

truth turn into collective truth (ibid.). On the other hand, if scandals occur on the 

Facebook page, such as the H&M incident, it could easily create negative attention 

toward the brand fast. To avoid this from happening, more resources such as an 

increased customer support team are required (personal communication, Åbom, 6 

March 2015). 

 

 5.1.3.2 Communication 

SL affects many people's everyday as they are a central function in society, hence 

why they understand the statements being more negative rather than positive 

(personal communication, Åbom, 6 March 2015). The customer support team who 

answers the statements are educated in communication and has a great judgment 

when it comes to handling negative statements (see appendix 1) (personal 

communication, Nygren, 6 March 2015). Talpau (2014) state the importance of the 
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employees having great knowledge in communicating in order to provide coherent 

messages through all communication channels. Additionally, Booth (2000) and 

Carlsson (2009) state that companies should educate their employees further in order 

to represent the brand better on social media. 

The Facebook page is always managed by the customer support team. During the 

night the when employees are not working, the comment function is closed to prevent 

any question or statements from being unanswered or uncontrolled (personal 

communication, Åbom, 6 March 2015). CIPR (2012) describes the difficulty in 

companies controlling the information flow on social media because of the many 

users. Contradictory, companies take the control back by being active and answering 

all statements (ibid.). 

 

SL wants to be present for the customers and face statements by being as transparent 

as possible. They tend to be sympathetic and understanding towards angry passengers 

who complains (personal communication, Åbom, 6 March 2015). On the other hand, 

complains about not being personal and informational enough in their answers have 

been presented, which could result into customers thinking their complaints are not 

being taken seriously (personal communication, Nygren, 6 March 2015). Research 

shows how high requirements in companies being more open and responsible towards 

their customers are important when communicating (Stieglitz & Dang-Xuan, 2013). 

From another perspective, the online survey shows that helpful, personal and 

informational are most important when answering statements on Facebook. 

5.1.3.3 Ethics 

SL receives much negative statements daily which is understandable considering the 

center function in society they hold and the number of people who are depending on 

the public transportation daily (personal communication, Åbom, 6 March 2015). In 

line with Carlsson (2009), the possibility of customers exchanging reviews with each 

other on social media could also be a risk for companies as negative statements easily 

is spread worldwide, affecting other consumers’ opinions of the brand and it is seen as 

a challenge for companies to handle.  Further, when experiencing unethical statements 

which contradict the PUL or is comprehensive (see appendix 1), the discussion is 

transferred to the telephone or in a private message (see appendix 2.3) (personal 

communication, Nygren, 6 March 2015). Furthermore, if the statements cannot be 

answered by the customer support team, a support function are in hand to help with 

their expertise (personal communication, Åbom, 6 March 2015). This is evident as 

Carlsson (2011) explains the importance of answering statements with factual and 

service-minded knowledge. This is strengthened as the online survey shows how 

helpful and informational is ranked high by the respondents on how they want their 

feedback to be answered. 

 

On the Facebook page, under the “about” tab, the policy is available to all users to 

read as it is intended to protect the page from further unethical statements (see 

appendix 1). Åbom continues by explaining that the policy and guidelines are not 

only in favor of the customers but rather for the customer support team and the 

support function at the communication department to guide the employees in handling 

unethical statements accurately and representing the brand (personal communication, 

6 March 2015). Similar to CIPR (2012), the employees are mostly responsible for 

communicating guidelines on social media. The policy and guidelines are set in order 
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to help the employees how to react to statements on social media and to protect their 

brand online (ibid.). 

 

By continuously controlling and sorting of unethical statements from the Facebook 

page, a good environment is created, affecting other dissatisfied customers from using 

unethical language, explains Nygren (personal communication, 6 March 2015). This 

is strengthened by CIPR (2012) who states that if the Facebook page is managed 

correctly it will become a great tool for controlling situations. To avoid more negative 

statement from occurring on the page SL is careful of posting positive information 

when there is major problems in the traffic (personal communication, Åbom, 6 March 

2015). 

In line with Nygren, discussions concerning SL is preferred to be taken place on SL 

Facebook page than on other social networks as it enables SL to control the 

discussions and correct statements that are false or a risk of damaging the brand 

(personal communication, Åbom, 6 March 2015). This is similar to CIPR (2012) 

where companies easily could manage the control over the communication on 

Facebook by answering and discussing with their customers to avoid misinformation 

from being spread. 

 

SL defines unethical statements as contradicting their policy. In situations where 

statements are not necessarily contradicting the policy but are seen as unacceptable 

and affects the environment on the page, also called grey areas, the gut feeling 

decides if the statements is unethical or not and if it is removed (personal 

communication, Nygren, 6 March 2015). Bruhn (2009) explains how all companies 

experience grey areas when ethical dilemmas occur in situations which are undefined 

or hard to define. These usually arise when policies lack information about ethics 

(ibid.). According to Light and McGrath (2010) the emergence of Facebook is 

opening the eyes of ethical concerns as privacy, security and maintaining the page is 

important to take in consideration. The policy is including threats, personal attacks, 

encouraging crime, informational secretase, spam, commercial, copyright material 

and contradicting rules of Facebook (personal communication, Åbom, 6 March 2015). 

This is enhanced by the respondents from the online survey who was asked to rank 

unethical statements. The five most unethical statements are presented, personal 

attacks, which was ranked as most unethical, following by pornographic, racial 

statements, harassments and threats. When a statement contradicts the policy or the 

PUL it is deleted and a warning is sent to the user (personal communication, Åbom, 6 

March 2015). Furthermore, if this occur more than once the user is blocked from the 

Facebook page. The spam filter is helping SL to avoid further unethical statements 

from appearing on the Facebook page, statements which include racial word as coarse 

profanity are automatically deleted from the page before being published. SL tries to 

answer all statements even if it is contradicting the policy it is answered by a warning 

in private message (personal communication, Nygren, 6 March 2015). According to 

Tenenbaum and Zottola (2011) the policy and guidelines are set in order to protect the 

company. 

 

Additionally, unethical and ethical statements are treated differently as the statements 

contradicting the policy is removed (see appendix 2.3). Furthermore, the unethical 

statements are sometimes handled by giving short answers back (personal 

communication, Nygren, 6 March 2015). The online survey shows how most of the 

respondents also agree with ethical and unethical statements being handled 
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differently. When a company reacts to negative statements, 74,67 % of the 

respondents prefer it being handled by directly replying to the post in the comment 

field and 14,67 % suggested companies to react by continuing the conversations over 

the e-mail or telephone instead. Similar to Carlsson (2011) companies need to respond 

to all customers questions and engage in conversations about the brand, if there is a 

lack of engagement and interest dealing with social media communication it could 

result into the brand being affected negatively. 

 

5.1.3.4 Branding 

From the brand perspective it is important to be active and control the discussions 

customers have concerning the brand (personal communication, Nygren, 6 March 

2015). Similar to Keller (2003) who describes how fulfilling the customer´s needs and 

provide high quality are important when creating a successful brand. By keeping a 

good environment on the Facebook page and sorting unethical statements it will affect 

other users to not write with an unethical language. As the Facebook page always is 

managed it decreases the possibility of losing the control over the Facebook page 

(personal communication, Nygren, 6 March 2015). Additionally Åbom explains the 

importance of continuously sorting and controlling unethical statements from the 

Facebook page as statements written on the page are easily associated with the brand 

even though the company did not say it themselves (personal communication, 6 

March 2015).  

The survey shows how the majority of the respondents’ opinions concerning a 

company's brand image would change if the company received much negative 

statements on Facebook. On the other hand, even more respondents would change 

their opinions concerning companies brand image if the company was not helpful 

toward their feedback. This is strengthened by Carlsson (2011) who suggest that 

feedback should be answered with factual and service-minded knowledge. 

 

Stieglitz and Dang-Xuan (2013) clarifies that high demands on companies being more 

open and taking responsibility are set. Besides, it is important to be understanding to 

customers expressing themselves and talking about their experiences on social media 

(ibid.). This is strengthened as SL shows understanding to customers getting 

dissatisfied when problem in traffic occurs and why they express their dissatisfaction 

on social media. SL also wants to be active, create engagements and face customers 

criticism by being open and transparent (personal communication, Åbom, 6 March 

2015). This is similar to Yan (2011) as an engagement is seen as customers feeling 

more identified with the brand on social media. 

 

Aaker (1996) states that customers perceive the quality connected to the brand based 

on one or two occasions which is why it is important to handle these accurate. 

Furthermore, Melin (1999) describes brand image in a large extent as affecting the 

consumer to purchase one product with stronger brand image over its competitors. 

Similar to previous research, SL are perceived as providing fast helpful answers 

which the emergence of Facebook enables (personal communication, Nygren, 6 

March 2015). In line with Carlsson (2009) an increased service quality will satisfy the 

customers and strengthen the brand image. 

 

The brand is protected by retaining a good environment on the Facebook page. The 

customer support team usually spend more time answering statements on Facebook 
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than over the telephone or through e-mail as the statements on Facebook is open and 

thereby more important to control in order to avoid inaccurate information of the 

brand to be spread (personal communication, Nygren, 6 March 2015). This is 

enlightened by Aaker (1996) who state that it is difficult to protect the brand from 

gaining a reputation from bad quality and even more critical to recover from. 

Moreover, it is clear that companies need to be active on social media and handling 

statements or else the customers could lose trust in the brand (Carlsson, 2009). 

 

5.2 Cross-case analysis 

5.2.1 Social media 

It is evident that Viaplay uses Facebook as a customer support channel to engage 

customers more (personal communication, Martinez, 6 March 2015). Other 

companies to implement this strategy is SL, who describe this as a great opportunity 

for customers to exchange opinions and help each other (personal communication, 

Åbom, 6 March 2015). However, IKEA’s main cause of the Facebook usage is 

marketing as they are satisfied with their existing customer support channels. Further, 

this does not mean that IKEA allows customers to express their opinions on the page, 

as it nowadays is expected by customers (personal communication, Norén, 10 March 

2015). This is similar to Talpau (2014) who describes the emergence of social media 

resulting in customers demanding companies to use Facebook as a customer support 

channel. This is shown in the survey as the majority would contact companies through 

telephone or e-mail but are agreeing with companies using Facebook as a customer 

support channel. Furthermore, by allowing customer to exchange opinions and 

enabling two-way communication, the chances of customers identifying with the 

brand on social media increases (Yan, 2011).  

 

It is always better to be active on social media rather than not being active towards 

customers as it nowadays is expected of companies to be active Facebook users and 

answer all received statements (personal communication, Åbom, 6 March 2015). This 

is adapted by Viaplay as their activeness bring the benefits of also communicating 

faster with their customers and reaching a wider audience (personal communication, 

Forslund, 5 March 2015). Additionally, the perceived statements based on customers’ 

opinions as crucial to the development which are possibly from creating dialogs 

(personal communication, Godden, 24 March 2015). This is similar to the survey, in 

which the respondents mainly use Facebook by communicating or gathering 

information. Aula (2010) highlights this where the activeness prevents customers 

from gathering false information and creating incorrect interpretations of the brand. 

 

5.2.2 Communication 

Companies should define a specific group to handle social media, according to 

Kaplan and Haenlein (2010). Thus, IKEA educate their employees to have good 

writing skills in order to answer posts and handle criticism correctly (personal 

communication, Norén, 10 March 2015). Additionally, all the statements Viaplay 

gets, are answered by well-educated communicators who also encourage two-way 

communication (personal communication, Forslund, 5 March 2015). The customer 

support team also has a great judgement in handling negative statements and are 

educated in communication (personal communication, Nygren, 6 March 2015). In line 

with having educated communicators with good writing skills, Carlsson (2011) argues 

that communicators with professional experience should handle the communicating 
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on social media since they are able to formulate more tactical and strategic messages. 

Additionally, good service on Facebook will decrease the negative statements 

(Carlsson, 2009), therefore, employees’ should be educated further to represent the 

brand better on social media (Booth, 2000; Carlsson, 2009). 

 

IKEA is the only company leaving their Facebook page unmanaged during the night, 

which shows that customers can write on the Facebook page when it is not assisted by 

the customer support team (personal communication, Godden, 24 March 2015). On 

the other hand, Viaplay have a customer team who handle all the incoming statements 

during the night too (personal communication, Martinez, 6 March 2015). In order to 

control each statement and prevent unethical statements go unmanaged, SL have 

chosen to close their comment function during the night (personal communication, 

Åbom, 6 March 2015). As the online survey shows, the majority of the respondents 

states that their opinion of a company’s brand image would change if they received 

much negative statements on their Facebook page. In line with Aula (2010), if 

negative statements and questions go unanswered, customers could get the wrong 

opinion of the brand, which is a difficult situation for companies to handle. 

Additionally, companies could close their Facebook page if any negative statements 

occur (Carlsson, 2011), however, Carlsson (2009) argues against that customers could 

lose their trust in the brand if the companies’ not are being active on social media. 

Further, Carlsson (2011) also state that it is better to answer statements rapidly that 

not answering at all in order to avoid brand damage. 

 

In their communication, IKEA tries to be as personal, transparent and available as 

possible. On the other hand, IKEA could improve their communication by answering 

faster and vary their answers (personal communication, Godden, 24 March 2015). 

Thus, Carlsson (2011) argues that it is better to answer fast in order to avoid 

misunderstandings and brand damage.  Further, Viaplay states the importance of 

being honest and transparent in their communication in order to get open and concrete 

answers back from the customers (personal communication, Forslund & Martinez, 5 

& 6 March 2015). SL argues that they are present and helpful in their answers and 

how important it is to show sympathy towards angry passengers. Additionally, SL 

emphasizes on improving the answers by being more personal and to not only send 

standardized answers (personal communication, Åbom, 6 March 2015). Stieglitz and 

Dang-Xuan (2013) explains that it is evident that companies have high requirements 

in being more open and responsible to their customers. Due to the online survey, the 

respondents ranked some options on how they would prefer their feedback to be 

answered. Helpful was ranked as the most important, following by personal as second 

most important, standardized messages was ranked as either most or least important 

and taking responsibility ranked as the least important. According to Carlsson (2011) 

it is preferred to answer statements in first form since it is experienced as more 

interesting and personal. Further, it is suggested to give service-oriented and objective 

answers (ibid.). Additionally, Stieglitz and Dang-Xuan (2013) states that research also 

shows how high requirements in companies being more open and responsible towards 

their customers are important when communicating. 

 

5.2.3 Ethics 

As SL affects many people every day, it is understandable why they receive a lot of 

statements, which are mostly negative (personal communication, Åbom, 6 March 

2015). IKEA on the other hand are receiving a medium size range of negative 
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statements, depending on the occasion (personal communication, Godden, 24 March 

2015). This is similar to Viaplay which also receive a medium size range of negative 

statements, depending on if the technical aspect of their service is working or not 

(personal communication, Forslund, 5 March 2015). This could be a problem, as the 

results from the survey shows how the majority of the respondents’ opinions of a 

company’s brand image would change if the company received much negative 

statements on their Facebook page. However, even more opinions would changed if 

the company was not helpful towards their negative statements. On the contrary, 

previous research show that the brand is being affected positively if the company is 

active and answers all statements (Carlsson, 2009). 

 

IKEA usually advise customers to continue heated discussions through e-mail or 

telephone, but when statements occur or discussions are difficult to handle, there is a 

support function at IKEA who handles these situations (personal communication, 

Norén, 10 March 2015). Viaplay is also trying to contact customers in private in order 

to not spread negative thoughts, though, their help center and the public relation 

department will be included to handle an increased flow of negative statements 

(personal communication, Forslund & Martinez, 5 & 6 March 2015). When SL 

experience negative statements being intense, the discussion will be transferred to 

telephone or in a private message (personal communication, Nygren, 6 March 2015). 

Further, if the customer support team cannot answer some statements, then a support 

function will help with their expertise (personal communication, Åbom, 6 March 

2015). Due to the online survey, 14,67% of the respondents states that companies 

should refer to the service support by telephone or e-mail in their answers. 

Additionally, it is important to answer statements in an objective way and with factual 

and service-minded knowledge, according to Carlsson (2011). This is similar to the 

survey that shows how customers mainly want their feedback to be answered by being 

helpful and informational. In line with CIPR (2012), Facebook will become a great 

tool for controlling crisis if it is managed correctly, whereas Carlsson (2011) states 

that companies therefore can react rapidly on social media.  

 

The survey shows that the majority of respondents would change their opinion of a 

company’s brand image if they received much negative statements. In order to 

prevent further negative statements on the Facebook page, Viaplay work proactive 

which means that they try to be the first with information to the customers about 

potential problems, followed by less negative statements (personal communication, 

Forslund, 5 March 2015). SL ties to create a good environment by constantly 

controlling and sorting unethical statements from their Facebook page (personal 

communication, Nygren, 6 March 2015). Further, SL does not post positive 

information when there is major problems in the traffic, in order to not affect other 

dissatisfied customers from using unethical language (personal communication, 

Åbom, 6 March 2015). In line with Gensler et al. (2013), it is preferred to 

immediately handle negative statements that directly with affect the company. 

Further, CIPR (2012) also strengthen that the Facebook page is a great tool to control 

situations if it is managed correctly.  

 

On IKEA’s Facebook page, there is an “about” tab where the policy with information 

about what is acceptable and not, and the consequences of that is presented. The 

customer support team also has guidelines and policies in order to handle statements 

and represent the brand (personal communication, Norén, 10 March 2015). Similar to 
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IKEA, SL also have their policy and guidelines available for their customers under 

the “about” tab on their Facebook page. Continuously, the guidelines and policies of 

SL are in favor to the customer support team to handle negative statements (personal 

communication, Åbom, 6 March 2015). Hence, the policies 

and guidelines will help the employees on how to react on social media (CIPR, 2012), 

whereas Carlsson (2011) also argues the importance of having policies and guidelines 

since the brand is protected online. In line with CIPR (2012) and Tenenbaum and 

Zottola (2011), policies and guidelines are simply in favor of communicating 

correctly from the brands perspective. 

 

Though IKEA divide their statements, it is shown how ethical and unethical are not 

being treated the same (personal communication, Norén, 10 March 2010). Further, 

Viaplay also treat unethical and ethical statements differently in order to not affect 

other customer’s view of the company (personal communication, Forslund, 5 March 

2015). SL handle unethical and ethical statements differently though unethical 

statements contradict the policy and different approaches are required to handle them 

(personal communication, Åbom, 6 March 2015). Additionally, the results from the 

online survey shows that 42,96% of the respondents think that companies should not 

react the same towards unethical and ethical statements written on social. Gensler et 

al. (2013) states that if the negative statements will affect the company directly, it is 

preferred to be handled immediately.  

 

Though IKEA’s policy contains information about ethics, statements that contradicts 

the policy, e.g. personal attacks and threats is seen as unethical (see appendix 1) 

(personal communication, Godden, 24 March 2015). On the other hand, if any 

personal name from Viaplay’s staff is mentioned in a statement, it is strictly seen as 

unethical (see appendix 1) (personal communication, Forslund, 5 March 2015). 

Further, statements that contradicts SL’s policy are also defined as unethical (personal 

communication, Nygren, 6 March 2015), e.g. statements that additionally includes 

encouraging crime, informational secretase etc. (see appendix 1) (personal 

communication, Åbom, 6 March 2015). According to the respondents’ answers from 

the online survey, the most unethical was personal attacks, following by 

pornographic, racist statements, harassments and threats as top five. The emergence 

of Facebook has highlighted ethical concerns as privacy, security and maintaining the 

page if important to take in consideration (Light & McGrath, 2010). Supported by 

Scott and Jacka (2011), right and wrong behaviors on social media are important to 

consider in the policy and guidelines. 

 

If companies implement a communication adapted to handling feedback, they will be 

able to react faster on social media. This will prevent rumors from being spread and 

avoid the brand from being damaged (Carlsson, 2011). As a result IKEA choose to 

provide helpful and simple answers to constructive statements, whereas destructive 

statements are ignored. If the destructive statements on the other hand contradicts the 

policy (see appendix 1), it will be hidden from the Facebook page. Further, 

threatening statements will be hidden and notified. IKEA, does only delete irrelevant 

posts that has nothing to do with the company (personal communication, Norén, 10 

March 2015). In order to not affect other customers view, personal attacks and curse 

words are hidden from the Facebook page, meanwhile, statements containing personal 

names from the staff are immediately deleted (personal communication, Forslund, 5 

March 2015). In general, when Viaplay receive negative statements, they try to 
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understand their customers and answer all statements by being honest and transparent 

(personal communication, 5 & 6 March 2015). Additionally, statements that are 

irrelevant and has nothing to do with Viaplay will directly be deleted (personal 

communication, Forslund, 5 March 2015). Sometimes Viaplay are forced to also 

block users (personal communication, Martinez, 6 March 2015). Further, statements 

that contradicts the policy or PUL are deleted and a warning is sent to the author of 

the statement, sometimes short answers are given to the unethical statements 

(personal communication, Åbom & Nygren, 6 March 2015). Supplementary, all 

unethical statements is answered with a warning in private message, and if 

necessarily, the user will be blocked (personal communication, Nygren, 6 March 

2015). Additionally it is important to handle all the statements as it could cause 

customers losing trust in the brand (Carlsson, 2009). Further it is important to handle 

customers’ statements in order to avoid misinformation and rumors about the brand 

(Carlsson, 2011). 

 

When the customer support team on IKEA experience grey areas, they base their 

decisions on their gut feeling whether the statement is unethical or not (personal 

communication, Godden, 24 March 2015). However, when these situations occur, it is 

better to hide the comment than risking it being unethical and remain in public 

(personal communication, Norén, 10 March 2015). Viaplay has a spam filter on their 

Facebook page which automatically identifies and delete unethical words and 

statements (personal communication, Martinez, 6 March 2015). Furthermore, the 

same spam filter is also helping SL to avoid unethical statements appearing on their 

Facebook page and will automatically remove statements before even being published 

(personal communication, Nygren, 6 March 2015). However, if a statement is not 

unethical due to the policy and guidelines, Viaplay also base their decisions on the 

customer support teams gut feeling of how to handle the negative statements 

(personal communication, Martinez, 6 March 2015). The survey shows that similar 

words are perceived as unethical by the customers as well as the companies and that 

unethical statements being treated differently than ethical statements. Additionally, 

the gut feeling is also helping the customer support team on SL to identify grey areas 

and what the consequences of a statement will be (personal communication, Nygren, 

6 March 2015). Due to Bruhn (2009), all companies will experience grey areas when 

ethical dilemmas occur in situations which are difficult to define. Furthermore, CIPR 

(2012) prefer companies having guidelines providing dos and don’ts because of the 

brand being protected online. 

  

  5.2.4 Branding 

Previous research shows that companies control over their brand decreases from the 

social media usage (Aula, 2010). However, IKEA state the opposite as the possibility 

of controlling discussions and correcting false claims of the brand on their Facebook 

page are much greater than the changes of inaccurate information spreading fast and 

resulting in customers creating wrong opinions (personal communication, Godden, 24 

March 2015). Additionally, Viaplay experience how their well-educated staff is 

contributing to the non-decreased control over the brand and how the brand image is 

strengthened instead (personal communication, Martinez, 6 March 2015). This is 

similar to SL’s strategy in retaining a good environment on the Facebook page where 

unethical statements are sorted out and discussions concerning the brand are 

controlled preventing inaccurate information to spread. Consequently, this is affecting 

other users in writing in an ethical language. On the other hand, the control of the 
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brand could decrease if the company is not being active on Facebook, explains 

Nygren (personal communication, 6 March 2015). Besides, CIPR (2012) considers 

the difficulty in controlling the information flow on social media, but later explains 

how the control is taken back through activeness. 

 

The brand associations held in the consumers mind set the base of the brand image 

(Asperia, 2011; Keller, 1993). Hence, Melin (1999) explains the importance of 

customer associating the brand with value that creates strong and positive brand 

associations. SL are associated with being helpful and providing fast answers, which 

Facebook is contributing to (personal communication, Nygren, 6 March 2015). 

Further, Viaplay’s brand image is known to be associated with quality and personality 

and helpful on social media (personal communication, Forslund, 5 March 2015). 

Additionally, it is shown that the brand image is strengthened if customers associate 

the brand with high quality (Carlsson, 2009). 

Besides being helpful and personal on social media, IKEA are associated with 

knowledge and by providing solutions (personal communication, Norén & Godden, 

10 & 24 March 2015). This is also mostly required by customers, as seen in the 

survey, where the respondents ranked eleven different options. Resulting in helpful, 

personal and informational receiving the highest rank on how they want their 

feedback to be answered with. This is once again strengthened by the survey results 

which show how the majority of respondents would change their perception of a 

company’s brand image if they was not helpful towards it. This is strengthened in 

previous research where factual and service-minded knowledge are seen as important 

when answering statements (Carlsson, 2011). 

 

SL takes several actions towards protecting and strengthening their brand. These 

actions are maintaining a good environment, being active, open, helpful and sorting 

unethical statements from the page. Further the brand is protected by prioritizing 

statements on social media rather than on e-mail or through telephone as is open to 

the public (personal communication, Nygren, 6 March 2015).  Additionally, IKEA 

protects the brand by providing fast answers and though its activity on Facebook. It is 

shown that negative statements could turn into positive if it is managed right and 

through activeness, then the brand image could even be strengthened (personal 

communication, Godden, 24 March 2015). Furthermore, Viaplay’s brand is protected 

by also providing solutions and good customer service that decreases the frustration 

(personal communication, Martinez, 6 March 2015). Furthermore, the brand is shown 

to be strengthened and customers satisfied by providing good customer service. 

However, a decreased satisfaction is also shown, resulting in less negative statements 

appearing on social media (Carlsson, 2009). 

This is evident in the online survey, where the majority of the respondents agrees with 

their opinion of a company’s brand image would change if the company has much 

negative statements on their Facebook page.  
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A summary of the cross-case analysis is presented below.  

 

 
IKEA  Viaplay  SL Comments Survey Theory 

Social media       

Mainly use Facebook 

as a customer support 

channel 

 X X 
“Even though, 

IKEA are forced to 

use Facebook as a 

customer support 

channel, customers 

nowadays expect 

companies to use it 

in that way.” 

The majority 

would contact 

companies 

through 

telephone or e-

mail but want 

companies to 

use Facebook as 

a customer 

support channel. 

Customers 

demanding 

companies to use 

Facebook as a 

customer support 

channel (Talpau, 

2014).  

Be an active Facebook 

user X X X 
“All companies’ 

are actively 

engaging with their 

customers on 

Facebook.” 

The respondents 

mainly use 

Facebook by 

communicating 

or gathering 

information. 

The activeness 

prevents 

customers from 

creating incorrect 

interpretations of 

the brand (Aula, 

2010). 

Communication    
   

Educated employees 

handle the statements 

on Facebook 

X X X 
“The employees are 

experienced and 

educated in 

communication and 

reacting to 

statements.” 

 Professional 

communicators 

should handle the 

communicating 

on social media to 

formulate more 

tactical and 

strategic messages 

(Carlsson, 2011). 

 

Leave the Facebook 

page unmanaged X   
“SL shut down the 

comment function 

during the night as 

the employees are 

unable to control 

the post during that 

time.” 

The majority of 

the respondents 

would change 

their opinion of 

the brand if they 

had much 

negative 

statements on 

their page. 

If negative 

statements go 

unanswered, 

customers could 

get the wrong 

opinion of the 

brand (Aula, 

2010). 

Are open (transparent) 

on Facebook X X X 
“The companies 

does not hide 

anything and do not 

delete post if they 

are not 

contradicting the 

policy.” 

 Companies have 

high requirements 

in being more 

open and 

responsible to 

their customers 

(Stieglitz & 

Dang-Xuan, 

2013). 
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Strive to improve their 

answers being more 

personalized 

X  X 
“IKEA & SL 

sometimes use 

standardized 

answers which 

customers complain 

about. Viaplay are 

perceived as 

providing personal 

answers. 

Helpful was 

ranked as the 

most important, 

following by 

personal as 

second most 

important. 

It is preferred to 

answer statements 

in first form since 

it is more 

personal. Further, 

it is suggested to 

give service-

oriented and 

objective answers 

(Carlsson, 2011).  

Ethics    
   

Receive a lot of 

negative statements   X 
“IKEA & Viaplay 

perceive themselves 

as receiving 

medium negative 

statements 

depending on the 

occasion.” 

The majority of 

the respondents’ 

opinions of a 

company’s 

brand image 

would change if 

the company 

received much 

negative 

statements on 

Facebook. 

However, the 

brand is being 

affected positively 

if the company is 

active and 

answers all 

statements 

(Carlsson, 2009). 

In heated discussions 

the customers will be 

transferred to e-mail, 

telephone or private 

message 

X X X 
“When heated 

discussions occur it 

is preferred to be 

handled in private 

instead, e.g. by 

phone, e-mail or 

private message.” 

The majority of 

the respondents 

want companies 

to react by 

providing 

answers in the 

comment field, 

Secondly, 

companies 

should transfer 

the discussion to 

phone or e-mail. 

It is important to 

answer statements 

in an objective 

way and with 

service-minded 

knowledge 

(Carlsson, 2011).  

Contact the support 

function when 

uncertainty occurs  

X X X 
“When the 

customer support 

team experience 

uncertainty, the 

support function 

offers their 

professional 

guidance.” 

 The survey 

shows how 

customers 

mainly want 

their feedback 

to be answered 

by being helpful 

and 

informational. 

Facebook is a 

great tool for 

controlling crisis 

when managed 

correctly (CIPR, 

2012). It is 

important to 

answer statements 

with factual and 

service-minded 

knowledge 

(Carlsson, 2011). 

Take measurements to 

prevent further 

negative statements 

 X X 
“All companies 

have different 

approaches to 

prevent customers 

from writing 

negative statements 

The majority of 

respondents 

would change 

their opinion of 

a company’s 

brand image if 

It is preferred to 

immediately 

handle statements 

that directly with 

affect the 

company (Gensler 
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on the page.” they received 

much negative 

statements. 

et al., 2013).  

Present the policy to 

Facebook users in the 

“about” section on the 

company’s Facebook 

page. 

X  X 
“IKEA & SL advise 

Facebook users to 

read in the “about” 

section before 

commenting on 

their page to avoid 

unethical 

statements.”  

 The policies and 

guidelines protect 

the brand online 

(Carlsson, 2011).  

Treat ethical & 

unethical statements 

the same 

   
“Different 

approaches are 

made when reacting 

to unethical 

statements than to 

ethical statements.” 

 The 

respondents 

think companies 

should act 

differently 

towards 

unethical and 

ethical 

statements on 

social media. 

If the negative 

statements affect 

the company 

directly, it is 

preferred to be 

handled 

immediately 

(Gensler et al., 

2011). 

Statements 

contradicting the 

policy is defined as 

unethical statements 

X X X 
 “Statements that 

are contradicting 

the company´s 

policy are defined 

as unethical and 

thereby deleted or 

hidden.” 

Most unethical 

is personal 

attack, followed 

by 

pornographic, 

racist 

statements, 

harassments and 

threats  

The ethical 

concerns are 

privacy, security 

and maintaining 

the page if 

important to take 

in consideration 

(Light & 

McGrath, 2010).  

Answer all statements 

on social media X X X 
“All companies 

respond fast to the 

statements.” 

74,67% of the 

respondents 

states that 

companies 

should deal with 

negative 

statements by 

replying to all 

statements in 

the comment 

field. 

If there is a lack 

of engagement 

and interest 

dealing with 

social media 

communication, 

the brand could be 

affected 

negatively 

(Carlsson, 2011). 

When unethical 

statements occur firstly 

a warning is presented 

and secondly the user 

is blocked 

 X X 
“In order to avoid 

further display of 

unethical 

statements it is 

important to 

maintaining a good 

environment on the 

page. 

 It is important to 

handle customers’ 

statements in 

order to avoid 

misinformation 

and rumors about 

the brand 

(Carlsson, 2011). 

Use a spam filter 
 X X 

“The spam filter 

stops unethical 

word from being 

Similar words 

are perceived as 

unethical by the 

Companies are 

preferred to have 

guidelines to 
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published on the 

page.” 

customers as 

well as the 

companies 

protect the brand 

online (CIPR, 

2012). 

Deal with grey areas 

(unethical statements) 

with their gut feeling 

X X X 
“As educated and 

experienced staff 

deal with unethical 

statements, they are 

skilled in 

determining what is 

ethical or not.” 

The respondents 

agree with 

unethical 

statements being 

treated 

differently than 

ethical. 

All companies 

will experience 

grey areas when 

ethical dilemmas 

occur in situations 

which are difficult 

to define (Bruhn, 

2009). 

Base their 

communication on 

their policy 

X X X 
“To guide the 

employees in 

maintaining a good 

environment. “ 

 Companies are 

preferred having 

guidelines to 

protected the 

brand online 

(CIPR, 2012). 

Branding       

Does not experience 

decreased control over 

the brand on social 

media 

X X X 
“SL states that it 

depends on if you 

are being active or 

not.” 

The survey 

shows the brand 

image is 

affected 

negatively by 

not being 

helpful towards 

the feedback. 

It is difficult to 

control the 

information flow 

on social media, 

but the control is 

taken back 

through 

activeness (CIPR 

(2012). 

The brand associations 

are strengthen by the 

Facebook usage 

X X X 
“All companies 

strengthen their 

brand association 

through their usage 

of Facebook.” 

Helpful, 

personal and 

informational 

received the 

highest rank on 

how feedback 

should be 

answered with. 

It is shown that 

the brand image is 

strengthened if 

customers 

associate the 

brand with high 

quality (Carlsson, 

2009). 

Protect and strengthen 

the brand on social 

media by taking 

several actions  

X X X 
“All companies are 

active, using 

policies/ guidelines 

and educated which 

is positive for the 

brand.” 

The majority of 

the respondents 

would change 

the opinion of a 

company’s 

brand image if 

the company 

was not helpful 

towards their 

feedback. 

The brand is 

strengthened & 

customers 

satisfied by good 

customer service. 

A decreased 

satisfaction is 

shown to prevent 

negative 

statements 

(Carlsson, 2009). 

 

Table 6: Summary of the cross-case analysis. 
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6 Conclusion 

In this final chapter the findings of this study are presented. Based on previous 

research and the authors’ findings, the research questions are answered. 

Conclusively, the implications of this study and suggestions of future research are 

displayed. 

 

6.1 Conclusions and findings 

The purpose of this study is to get a deeper understanding of how companies react to 

unethical statements on social media and to explore how companies make sure 

negative statements does not affect brand image negatively. Consequently, the 

research questions are set based on the selected purpose of this study: 

 

Q1: How do companies react to unethical statements on social media?  

 

Nowadays, customers expect companies to use Facebook as a customer support 

channel. The survey shows how customers mainly use Facebook to communicate or 

gather information. It is more common for users to give feedback based on their 

experiences with the company on their Facebook page and according to Dekay 

(2012), the problem lays in how companies react towards these. The emergence of 

social media has set new demands on companies to be active and communicate with 

their customers (Carlsson, 2009), by doing so it also prevents customers from creating 

wrong perceptions of the brand (Aula, 2010). The importance of companies being 

active and answering all statements is evident as all companies work hard in 

achieving this. The results from the survey shows how customers opinions of the 

brand image would change if the company receive much negative statements and 

even more if it is not treated accurately. 

As seen in appendix 1, IKEA handle unethical statements that contradicts the policy 

and PUL by hiding the statements from the Facebook page, except threatening 

statements where the user is firstly notified followed by the statement being hidden. 

Compared with SL, unethical statements contradicting the policy and PUL are 

directly deleted from the page with a warning. If this occur more than once, the user is 

blocked from the page. Sometimes, these are handled by providing short answers (see 

appendix 2.3). However, Viaplay separates these approaches as personal attacks and 

curse words are hidden and statements contradicting the PUL is deleted. These 

measurements are made to protect the organization (Tenenbaum & Zottola, 2011). 

Further, irrelevant post are deleted from both Viaplay’s and IKEA’s Facebook page. 

Also, the spam filter help both Viaplay and SL in automatically deleting unethical 

words from the page. A similar view of what is perceived as unethical is shown in the 

survey and in the interviews where personal attacks, racial statements, harassment and 

threats are highly ranked as being most unethical. Furthermore, it is shown that the 

respondents and companies share the same opinion of treating unethical and ethical 

statements differently. 

 

Previous research shows that all companies experience so called “grey areas” when 

ethical dilemmas occur in situations which are undefined or hard to define. These 

usually arise as a result of the policy lacking information about ethics (Bruhn, 2009).  

It is shown that the customer support team in all the companies either contact a 

support function, transfer the discussion to mail, telephone or private message or use 

their gut feeling when unaware of how a situation should be handled.  
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Q2: How do companies make sure negative statements does not affect brand image 

negatively?  

 

All companies either receive much negative statements or a medium size of negative 

statements depending on the situations. The survey provided valuable information 

about the brand image being affected negatively if much negative statements would 

occur on a company’s Facebook page. However, it is evident that more respondents’ 

opinions of a company’s brand image would change if the company was not helpful 

towards their negative statements. Further, the survey shows that customers require 

companies to react toward their statements by being helpful, personal and 

informational and in that specific order. This is similar to all companies who are 

helpful and informational in their answers. Previous research strengthen this as 

Carlsson (2011) suggest that answers are best answered with factual and service-

minded knowledge. Further, by providing good service it will not only satisfy the 

customers but also decrease the satisfaction and resulting in less negative statements 

from occurring on social media (Carlsson, 2009).  

 

Following, some measurements are taken to avoid further negative statements from 

occurring on the Facebook page. SL are constantly working on remaining a good 

environment on the Facebook page which is preventing other users from using an 

unethical language. Also, SL are careful of posting positive information when major 

problem in traffic exists. Further, Viaplay works on avoiding negative statements by 

providing valuable information as fast as a problem occurs. However, IKEA are 

united that no specific measurements are made to avoid negative statements from 

occurring. CIPR (2012) describes the importance of controlling the communication on 

Facebook  be being active and engaging in discussions concerning the brand as it 

avoids inaccurate information to be spread.  

This is strengthened by Carlsson (2011) who shows that the activeness and interest in 

dealing with the communication on social media could prevent the brand from being 

damaged negatively (Carlsson, 2011). The importance of companies being active and 

answering all statements is evident as all companies work hard in achieving so. All 

companies are united in their activeness on social media contributing to a protected 

and strengthened brand image. 

However, even though IKEA’s Facebook page is available even during the night, it is 

presented that the page is not managed during those hours. Compared with SL and 

Viaplay it is shown how the Facebook page always is managed and controlled as the 

comment function either is closed during the night or managed by the customer 

support team. Kaplan and Haenlein (2010) state that it is difficult for companies to 

control the information available on social media. On the contrary,  CIPR (2012) 

argues that companies can control the communication on Facebook by managing and 

being active, which later is protecting the brand image from being affected negatively 

(Carlsson, 2011). 

 

By educating the employees in handling negative statements and communicating, the 

brand would be better represented (Booth, 2000). All companies are educating their 

employees and hiring qualified people to handle the statements. As the grey areas are 

defined based on the employees gut feeling is important to have great judgement and 

knowledge in that particular area. However, even though these are seen as 

professionals, guidelines and policies are important in stirring them to communicate 
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accurate and representing the brand more correctly (Tenenbaum & Zottola, 2011). 

The companies both have policies and guidelines to not only guide the employees in 

communicating on the brand behalf but also to inform the users of what is acceptable 

or not on their Facebook page. Beside this, it is evident as all companies use a support 

function which possess more knowledge and experience in the area when an uncertain 

situation occurs. This is strengthened as is important to answer statements with factual 

and service-minded knowledge (Carlsson, 2011). Additionally, if the Facebook page 

is managed correctly, it is a great tool for companies in difficult situations (CIPR, 

2012). This is similar to SL who agree that a negative statement could be positive for 

the brand image if it is handled correctly. The survey shows how the customers want 

companies to react toward negative statements by commenting back in the comment 

field. Except this, the respondents prefer that negative statements are handled by 

continuing the Facebook discussion in e-mail or telephone instead. This is adapted by 

all companies how transfer heated discussions to e-mail, telephone or in private 

message to in some extent protect the brand.  

 

Finally, the ethical statements are preferred to be handled differently by the 

respondents. This is similar to the fact that all companies have separated approaches 

when handling unethical statements then with ethical statements, which are presented 

in appendix 1. By sorting unethical statements from the Facebook page, a good 

environment is maintained. This is also accomplished by using a spam filter that 

automatically sorts out unethical statements from the Facebook page. Both Viaplay 

and SL use this, not to avoid negative statements but rather to create a good 

environment and sorting out unacceptable statements from the page. This is proven, 

as it is critical to protect the brand from gaining a bad reputation of bad quality which 

sometimes even is impossible to recover from (Aaker, 1996), it is important for the 

brand to be associated with value that create strong and positive brand associations, 

followed by a strong brand image (Melin, 1999). 

To sum it up, a model is created where the second research question is clearly 

explained.  
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Figure 8. How companies make sure negative statements does not affect the brand 

image negatively.  

 

6.2 Implications and future research  

The implications of this study is to help companies in how they should react towards 

unethical statements on social media and how companies could prevent the brand 

from being affected negatively when receiving negative statements. The survey shows 

how customers change their perception of the brand image partly based on how much 

negative statements companies receive but also how companies react towards their 

feedback. The respondent ranked what they consider as being most important when 

companies answer customer feedback. The results shows that helpful, personal and 

informational was ranked as being most important by the customers, followed by that 

specific order. Following, the survey shows that customers’ opinion of the brand 

image is changed if the companies are not helpful towards their feedback. Hence, 

some actions are presented in this study that are in favor of companies being more 

helpful and providing good customer service as creating a good environment on the 

Facebook page, educating your employees and providing helpful, personal and 

informational answers. By doing so, companies prevent the brand from being affected 

negatively. Further, the explained reactions which all well-known companies such as 

SL, Viaplay and IKEA are currently using, could be helpful to smaller companies to 

use as a guide and to adapt their approaches after. 

 

Based on the material received in the interviews, it is evident how gender is an 

importance when handling statements. Additionally, SL explained how female often 
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use male names when answering statements on social media as it decreases the 

chances of receiving sexual harassment in return. Further, future research could be 

done on the meaning of men representing the brand instead of women when handling 

feedback. Again, the empirical findings in this study shows how the employees gut 

feeling is deciding in grey areas whether the statement is defined as unethical or not. 

Based on the author's opinions, an employee's gut feeling is different compared with 

others and tend to be built upon own beliefs and values. When searching for previous 

research on this area, there seems to be a gap in the literature as little work has been 

done before. The authors questions themselves whether the gut feeling is appropriate 

enough to decide whether a comment should be removed from social media or not. 

Finally, to generalize the results from this study, the authors suggest more companies 

to be studied. Also, by studying international companies, the results could differ as 

different business cultures appear in different countries affecting how the statements 

are handled. The authors find it interesting to research further about this as it might 

have an impact on how the statements are handled. 
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Appendix  

 

Appendix 1 Guidelines, policies and reactions  

 

Company Policy 

(unethical statements) 

Reactions Uncertain 

statements 

IKEA • Unauthorized publication 

of copyrighted material 

• Linking to pages that 

contain illegal material 

• Invitations to the crime or 

anything that violates 

Swedish law 

• Incitement to crime, 

sexist opinions or other 

harassment 

• Unlawful depiction of 

violence or pornography 

• Gossip or lies 

• Slander, personal attacks 

or defamatory posts 

• Profanity or obscene 

words 

• Commercial messages  

• Threats 

• Irrelevant posts 

 

 

 

 

 

 

Hide  

 

If necessary, 

block user 

 

 

 

 

 

 

 

 

Hide & notify  

Delete 

 

 

 

 

 

 

• Support 

function  

 

 

• Refer to e-mail 

or telephone 

 

 

• Gut feeling 

Viaplay AB • Personal attacks 

• Curse words 

• PUL 

• Spam filter 

• Irrelevant posts 

 Hide 

 

 

Delete 

• Support 

function  

• Refer to 

telephone 

• Gut feeling  

Storstockholms 

Lokaltrafik AB 

• Threats to SL employees 

• Customers threatening 

each other 

• Personal attacks against 

the SL employees 

• Customer attacking each 

other & encouraging 

crimes 

• Informational secretase  

• Spam & commercial 

• Copyrighted picture or 

videos  

• Contradicting the rules of 

Facebook 

• PUL 

 

 

 

Warning  

& delete 

 

Sometimes  

providing short 

answers 

 

If necessary,  

block user 

 

 

• Support 

function  

 

 

• Refer to 

telephone or 

private message 

 

 

• Gut feeling 
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Appendix 2 Observations 

 

Appendix 2.1 IKEA 

 
 

Observations in February and May 2015: 

IKEA’s Facebook page: https://www.facebook.com/ikeasverige?fref=ts 
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Appendix 2.2 Viaplay AB 

 

 
 

Observations in February and May 2015: 

Viaplay’s Facebook page: https://www.facebook.com/viaplay.se?fref=ts 
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Appendix 2.3. Storstockholms Lokaltrafik AB 

 

 
 

Observations in February and May 2015: 

Storstockholms Lokaltrafik’s Facebook page: 

https://www.facebook.com/KanalSL?fref=ts 
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Appendix 3 Interview guide  

 

Bakgrundsinformation 

1.  Kan du berätta lite om företaget och dina arbetsuppgifter som anställd? 

 Sociala medier 

1. Vad är orsaken till att ni använder Facebook? 

2. Använder ni andra sociala forum? (Instagram, Twitter, Youtube etc.) 

Varför/Varför inte? 

3. Vad upplever ni för fördelarna med att använda Facebook? 

4. Vad för risker upplever ni med att använda Facebook? 

5. Hur många når ni ut till genom Facebook (statistiskt)? Kan vi få ta del av 

dessa uppgifter (exempel via en screenshot från er Facebook sida)? 

6. På vilket sätt kommunicerar ni med era kunder via Facebook?(bilder, 

statusuppdateringar, video etc) 

7. Vem kommunicerar med era kunder via Facebook? Vad har de för position? 

8. Hur tror ni att era kunder uppfattar er på Facebook? (ex. snabbt svar, 

hjälpsamma, trovärdiga, ärliga, ansvarstagna etc.) 

 Hantering av kritik och etik 

1. Utsätts ni för mycket/mellan/lite negativ kritik på Facebook? 

2. Gör ni något för att undvika negativa kommentarer? I så fall vad? 

3. Svarar ni på alla kommentarer ni får? Varför/varför inte? 

4. Hur hanterar ni er kritik på Facebook? 

5. Hur definierar ni en etisk respektive oetisk kommentar? 

6. Behandlas etiska och oetiska kommentarer lika? Varför/varför inte? 

7. Har ni upplevt etiska problem på Facebook gentemot era 

kunder/staten/samhället? 

8. Finns det riktlinjer för hur ni svarar feedback? Vem bestämmer dem? 

9. Har ni skriftliga och muntliga riktlinjer? Kan vi få en kopia på dessa? 

10. Hur har era riktlinjer uppkommit och vad baserar ni dessa utifrån? Vem får ta 

del av dem? 

11. Tas vissa kommentarer bort alternativt stängs sidan ner på grund av för oetiska 

kommentarer? 

12. Finns det något ni känner att ni behöver ändra på inom hantering av kritik på 

Facebook?  

Varumärke 

1.  Hur upplever ni att ert varumärke påverkas av er användning av Facebook? 

2.  Vad har kundernas åsikter om varumärket för betydelse för er? 

3.  Hur bygger ni upp ert varumärke genom sociala medier? 

4.  Hur påverkar offentlig kommunikation på Facebook varumärket? Vad är 

fördelen med att ha kundsupport på sociala medier? 

5.  Hur skyddas varumärket av offentlig negativ feedback? 

7. Vad vill ni att kunder ska associera ert varumärke med? (exempel: bra service, 

kvalité, erfarenhet) 

8.  Bidrar er användning av Facebook till dessa associationer? 

9. Hur hanterar ni om ett negativt rykte, som skulle uppstå på sociala medier, 

utanför sociala medier? 

10. Vad gör ni om en negativ kommentar sprids på sociala medier och påverkat ert 

varumärke? Vad är åtgärderna för ett skadat varumärke på sociala medier? 
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Appendix 4 Survey  

 

1) Gender: 
Male  

Female 

 

2) Age: 

20-24 

25-29 

30-34 

 

3) How often do you use Facebook? 

1. More than one time per day 

2. One time per day 

3. Less than one day per week 

4. Less than one day per month 

5. I don´t have a Facebook account 
 

4) What is the main cause for your Facebook usage?  

1. Communicating 

2. Information gathering 

3. Post updates  

4. I don´t have a main cause 

5. Other (please specify) 
 

5) If you experience a problem with a product/service or a company, how would 

you mainly contact them?  

1. Telephone 

2. E-mail 

3. Website chat 

4. Facebook 

5. Other (please specify) 
 

6) Companies should use Facebook as a customer support channel 

Likert-scale: Strongly agree, agree, neutral, disagree, strongly disagree. 
 

7) How would you prefer your feedback to be answered? (1 = most important 

and 11 = least important) 

1. Helpful 

2. Personal 

3. Informational 

4. Private 

5. Respectful 

6. Misleading 

7. Truthful 

8. They refer to e-mail or call them instead 

9. Authentic 

10. Fairness 

11. Taking responsibility 
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8) How should companies, in your opinion, deal with negative statements written 

on their Facebook page? 

1. Answer by commenting under the Facebook post 

2. Not answering at all 

3. Refer to the service support by telephone or e-mail instead 

4. Hide the post from others 

5. Delete the post 

6. Other (please specify) 
 

9) Which alternatives would you considering as unethical, if written in a 

Facebook post? (1 = most unethical and 17 = least unethical) 

1.  Personal attacks 

2.  Unauthorized publication of copyright material 

3.  Link to pages containing illegal material 

4.  Encouragement to crime 

5.  Racial statements 

6.  Tag a person you know 

7.  Harassment 

8.  Pornographic 

9.  By tagging an unknown person 

10.  Threats 

11.  Gossip 

12.  Offending statements 

13.  Curse words 

14.  Share posts 

15.  Genital words 

16.  Commercial publications 

17.  Post too many emoji’s 

 

10) Companies should react the same towards unethical and ethical statements 

written on social media 

1. Yes 

2. No 

3. I have no preferences 
 

11) My opinions of a company’s brand image would change if they had much 

negative critic on their Facebook page 

Likert-scale: Strongly agree, agree, neutral, disagree, strongly disagree. 
 

12) My opinion of a company’s brand image would change if they were not 

helpful towards feedback 

Likert-scale: Strongly agree, agree, neutral, disagree, strongly disagree. 
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