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Abstract 


This thesis applies an explorative approach to a Social Media Data set. We use a visu-
 alization tool for Social Media Analytics along with manual text mining to obtain an 
 insight  into stakeholder  expectations on the  Facebook wall of companies within the 
 textile industry.       


The relationship between stakeholder expectations and company reputation in a social 
 media context is discussed, and how this is impacted by a communication crisis. We 
 use  the  Savar  building  collapse  as  a  reference  point  in  order  to  analyse  how  stake-
 holder expectations are expressed before and during a major disaster that affected the 
 textile industry with focus on H&M and Walmart. Situational Crisis Communication 
 Theory is used to illustrate how the companies that were affected by the crisis reacted 
 and interacted with their stakeholders. 


We use perspectives from business literature and social science to analyse the Social 
 Media Data from the companies.  


We combine data analytics and social science to perceive the obtained data from dif-
 ferent angles and perspectives and recognize patterns that are hidden in the unstruc-
 tured  data.  We  analyse  how  social  media  influences  the  discourse  concerning  CSR 
 and  how  stakeholders  engage  with,  and  perceive  companies  in  a  Facebook  setting.  


We  argue  that  company  reputation  and  the  discourse  concerning  CSR  is  rooted  in 
 stakeholder expectations. Facebook also has a profound influence on how stakehold-
 ers perceive certain events and their surrounding world in general.   



Key words: 


Social Media Analytics, Big Data, CSR, Reputation, Stakeholder Expectation, Face-
book,  Foucault,  Digital  Positivism,  The  Fallacy  of  Misplaced  Concreteness,  Plato’s 
Cave, Panopticon, Situational Crisis Communication Theory, Conformation Bias.       
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Introduction  


There seems too been a change occurring during the later  years, in how we interact 
 with one another and how we perceive our surrounding world. When we look around 
 at our fellow peers, we see that people spend a considerable amount of time on their 
 mobile  devices,  such  as  smartphones,  tablets,  laptops  and  smart-watches.  It  is  com-
 mon to see families, co-workers or friends sitting together and everybody is looking 
 down at their smartphones or tablets, scrolling through their Facebook News Feed or 
 Snapchat updates. The digital world that exists inside our devices, seems to take more 
 and more of our time and is competing with our physical surroundings for our atten-
 tion – a different reality, which is in part digital, has unfolded for the modern man. 


We have also seen a rapid diffusion of technology. Devices that give people the op-
 portunity to record, photograph and track their lives, and the availability of Wi-Fi and 
 affordable mobile Internet access has made it possible for people to share and docu-
 ment their lives online. 


This  digital  reality may  not  be real  in  the same  way as the physical  world  that sur-
 rounds us, but  the digital  technology has  consolidated most of our interests, family, 
 friends, network contacts and curiosities into one technological realm, which increas-
 ingly needs to be nurtured and requests our attention. This behaviour or online con-
 duct has sparked an inter-subjective digital realm that is growing and is increasingly 
 providing us with  information  about  important  subjects  and insight  into the lives of 
 our friends.   


Professor Ravi Vatrapu et al., (2008) rationalizes and terms this new tendency as fol-
 lowed:  


This capability has also been extended to record and share and thereby document the 
 lives of social others. We term this emerging new human relationship with external re-
 ality “digital positivism”. (Vatrapu, Robertson, & Dissanayake 2008, p. 22). 


According to Vatrapu et al., (2008) there has been created an external digital reality 
where our social others are documented. They coin this relationship “digital positiv-
ism” which implies that if your digital social other cannot be verified you do not exist 
in  the  perspectives  of  our  online  social  'others'  or  Facebook  friends  as  we  have  la-



(6)From a business perspective, this development makes it more relevant and important 
 for people and companies to be present online and on social media. When people need 
 information about a subject, company or person, they often go online to gather infor-
 mation – or when bored they are passively getting random information on social me-
 dia while procrastinating. In either case, an online presence is not only important in 
 the digital world, but it spills over and influences how we perceive the physical world.    



Current situation 


The rise of the Web 2.0 democratized the Internet and made it accessible and appeal-
 ing  for  the  nonprofessional.  This  evolution  brought  with  it  the  phenomena  labelled 
 social media, where people can communicate online, interactive and without the tech-
 nical  knowledge  or  media  access  that  previously  was  a  prerequisite  for  communi-
 cating online. The marked leader, Facebook, has more than 1.44 billion monthly users 
 (Statista 2015). The normal perception of Facebook is that it´s primary function is to 
 make it easy to stay in contact with your friends, and as an easy way to display certain 
 events in your own life, which you want to present to your Facebook friends.  


Today,  Facebook has more than 1.44 billion monthly users and if  Facebook were  a 
 place on earth, it would be the most populated ‘country’ in the world. According to 
 Facebook’s  CEO  Mark  Zuckerberg,  the  average  U.S  consumer  spends  about  40 
 minutes on Facebook per day (D'Onfro 2015). As stated by an analyst at Needham "If 
 time is money, then the Facebook.com site represents the most valuable Internet prop-
 erty  on  the  web  today"  (D'Onfro  2015,  p.  1).  The  emergence  of  social  media  has 
 proven to be a paradigm shift in the way we spend our time online, and has consoli-
 dated the way we engage online. This, as well as massive data collection about its us-
 ers,  means  that  Facebook  knows  more  and  more  about  your  life,  interest  and  your 
 preferences. Therefore, instead of the advertisements we see in the newspaper, which 
 is the same for everyman; Facebook now has the capacity to provide each individual 
 with a unique set of ads. In that sense, the users have become the revenue-generating 
 product.  


Many companies, including Facebook themselves, acknowledge that social media has 
a  commercial  potential.  Our  taste,  habits  and  preferences  are  logged,  systemised, 
commercialised,  and  sold  to  third  parties,  which  use  this  information  to  provide  us 



(7)with  the best  products  or opportunities that fits  our self-image. Companies now use 
 e.g. Facebook to display their preferred elements and events, and the bidirectional na-
 ture of social media makes it easier for companies to interact with their customers.  



Problem area  


We often perceive social media as an interaction-platform that works like an upgraded 
 communication  technology,  categorizing  it  with  other  communication  technologies 
 such as a telephone or perhaps an e-mail, which also facilitate interaction across great 
 distances.  However,  given  the  nature  of  social  media,  the  provided  information  is 
 highly filtered by the consignor, and then re-filtered by Facebook’s News Feed algo-
 rithm to avoid information overflow. We therefore argue that digital and social media 
 can distort the way people perceive certain events, companies and even the lives of 
 their friends – now that we get most of our information about our friends and compa-
 nies via social media.  



Research area  


Vatrapu  et  al.,  (2015),  published  a  social  set  analysis,  which  focuses  on  four  case 
 studies. Two of the case studies describe Predictive Analytics and Visual Analytics. 


We found these two perspectives very relevant, because they provide us with the per-
 spective that displays a correlation between stakeholder activity on social media plat-
 forms and behaviour in the offline world – in form of sales and company revenue. In 
 the case study concerning predictive analytics, Vatrapu et al., illustrate that there is a 
 significant  correlation  and  predictive  power  between  Tweets,  containing  the  word 
 iPhone and actual iPhone sales. Vatrapu et al., found the same correlation between the 
 number of  “likes” on  H&M’s  Facebook wall and H&M’s revenue. This re-enforces 
 the notion that the digital realm spills over to the physical realm, and that these reali-
 ties are not separate, but are highly integrated.    


For our thesis, we have gained access to a visualisation tool that makes it possible to 
get a visual representation of data scraped from Facebook. In this case, the visualisa-
tion dashboard illustrates the Facebook walls belonging to 10 textile companies that 
all were influenced by the same event. We find this research area very relevant from a 
business perspective, because it illustrates that there is a correlation between company 



(8)tool provides an overview and opportunity to  analyse stakeholder interaction on the 
 different companies Facebook walls.  


We want to investigate how stakeholder interaction on social media, affect companies. 


We also want to examine if Facebook users behave differently on the individual com-
 panies’ walls, and analyse what causes distinctive stakeholder behaviour and expecta-
 tions.  Social  media  itself  provides  us  with  an  opportunity  to  observe  documented 
 stakeholder interaction, on an individual level, which gives us the opportunity to in-
 vestigate  how  one  particular  event  influenced  different  companies,  and  how  their 
 stakeholders responded on the individual company Facebook walls.    


To acquire an adequate analysis and discussion we have chosen to analyse this subject 
 from  two  different  academic  perspectives –  one  for  each  section.  The  analysis  is  a 
 quantitative  and  qualitative  explorative  empirical  investigation  were  the  preliminary 
 study  will  consist  of  a  variety  of  academic  literature  and  theoretical  perspectives  to 
 uncover the main concepts that are relevant for the analysis. We will use the theoreti-
 cal concepts and abstraction to analyse the content of the visualisation tool, and try to 
 uncover patterns in stakeholder activity and interaction, which can provide us with an 
 insight concerning stakeholder expectations and what concerns stakeholders on social 
 media.   


For the case study, we will analyse a set of social media data, which has already been 
 processed in such a way, that it has been set up in a visualisation dashboard. It con-
 tains scraped data from the Facebook walls of various large fashion retailers. The vis-
 ualisation  dashboard  contains  almost  90  million  entries  of  data,  consisting  of  posts, 
 likes  and  comments,  which  represents  a  case  within  the  fashion  industry:  the  2013 
 Savar building collapse. The building collapse killed over a 1000 people and is con-
 sidered a major disaster that resonated across mainstream media platforms.  


We chose a crisis as the focal point of the thesis, because it makes it possible to com-
pare how stakeholders interact before and during a crisis on social media, and whether 
and to what extent the companies were affected by the crisis. This provides us with a 
pattern on how stakeholder interaction on social media unfolds on a quantitative level 
during a crisis, and due to Facebook’s construction, it is also possible to analyse user-
conduct on a more qualitative level via the written content of their updates.  



(9)The discussion will use relevant theoretical frameworks within CSR, ethical and nor-
 mative  considerations  concerning  stakeholder  expectation  and  the  abstract  nature  of 
 social media will be used as theoretical prisms that allow us to see the spectral colours, 
 which are embedded within the massive amount of unstructured data we are investi-
 gating.  The  perspectives  from  the  social  science  literature  will  be  used  to  view  the 
 content that we obtained in the analysis from different theoretical perspectives. This 
 allows us to perceive the data from multiple theoretical angles, and provides a versa-
 tile and comprehensive assessment of the association between companies and stake-
 holder interaction in a social media context.  


An important point to accentuate is that the ambition of this thesis is not to tell a nar-
 rative with a simplified conclusion that 'answers' a simple business problem. The am-
 bition  of  this  thesis  is  instead  to  create  a  mosaic  that  depicts  the  interrelated  pieces 
 that are present in the introduction above. A traditional Anglo-Saxon approach often 
 provides a question to a single question or hypothesis. Our ambition is to highlight the 
 individual and interrelated pieces that together form the mosaic that illustrates the un-
 derlying  dynamics  between  stakeholder  interaction,  stakeholder  expectation  and  the 
 companies  that  are  situated  in  a  social  media  context.  This  will  provide a  reference 
 point and holistic understanding of the mechanisms that are present, and provide the 
 reader with the opportunity to reflect upon matters and questions that are situated out-
 side the initial research area that is covered in the thesis.        


This  introduction  can  consequently  be  narrowed  down  to  the  following  problem 
 statement.   



Problem Statement    


How is social media influencing stakeholder behaviour and the discourse concerning 
 Corporate Social Responsibility?  


And subsequently,  


How  can  we  understand  the  underlying  dynamic  between  stakeholder  expectations 
and company reputation in a social media context?     
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Methodology 


Methodology comes from the Greek word Methodos, which is composed of Meta, af-
 ter, and hodos, road. Methodology is thus a critical reflection of the road that has been 
 chosen to illuminate a concrete topic, and is the process of achieving an intended out-
 come. In the following section, we will describe and justify the chosen ‘road’ of this 
 thesis  through  its  textual  main  sections.  In  other  words,  the  methodology  section’s 
 main purpose is to justify and illuminate the method of analysis in this thesis’ proce-
 dural progress towards its main goal, but for the analysis method to succeed, it must 
 initially be specified and justified.       


The main research area that we want to investigate is how companies are affected by 
 stakeholder communication and the discourse concerning Corporate Social Responsi-
 bility in a social media context. To be able to analyse this research area we have cho-
 sen to take an explorative informed grounded theoretical approach, to analyse the con-
 tent of a visualization dashboard for Social Media Analytics, developed by Benjamin 
 Flesch (2014).  


To achieve this goal, this thesis will oscillate between an inductive inquiry of the em-
 pirical  data that  has been obtained from  Facebook and a more deductive theoretical 
 approach where we use abstractions and theories from business literature, social sci-
 ences, psychology and philosophy to find patterns, explain and construct meaning in 
 the data that has been extracted from Facebook.  


The main ambition of this chosen ‘road’ is to illuminate the nature of the three main 
pieces of this puzzle, which are the companies, the stakeholders and social media it-
self. One of our assumptions is that social media sites can be more than just a com-
munication platform that facilitates interaction between its users – they also situate an 
alternate depiction of the nature of the real. This is why it is imperative to investigate 
the three main components of this puzzle, and why it is necessary to oscillate between 
an inductive empirical approach and a deductive and more theoretical approach. This 
will provide us with a picture of how stakeholder relations and interaction is conduct-
ed on social media, and what role social media sites play in this external digital win-
dow to reality.  



(11)The following sections will be a clarification of the concrete actualisation of the ques-
 tion stated in the problem statement – specifically an explanation and justification of 
 this thesis’ concrete procedural progress and abstract analysis strategy. The forthcom-
 ing sections will explain to the reader “where we are going” and why, so the reader 
 can be certain of the eligibility and function of the individual sections, and why it is 
 necessary to review and examine the subjects and topics of each distinct section. 


In order to make the methodology section more comprehensible the methodology has 
 been divided into the thesis’ main sections – the division has been made as a conse-
 quence of each of the sections thematic nature, and is addressed in the same chrono-
 logical order as the structure of the thesis. 



A disaster becomes a social responsibility crisis – a case study  


The case section has a descriptive nature. It provides an overview of the events, in a 
 chronological fashion, that took place in Bangladesh. This will provide the reader an 
 adequate factual background knowledge concerning the events that occurred in Bang-
 ladesh. It will also contain a short review of the Bangladesh competitive state when 
 compared to the rest of emerging Asia.  


The section will also provide a short review of how the companies, that were influ-
 enced by the disaster reacted and interacted with their stakeholders in the aftermath of 
 the crisis. This will serve as background knowledge for the reader, when we, in the 
 subsequent analysis, examine the dataset concerning user interaction on Facebook.   



The beginning of the analysis  


This is not an actual section of the thesis, but is instead a thematic point of the meth-
 odology that describes the changes of focus of the thesis, as it prospectively is moving 
 towards addressing the questions stated in the problem statement. The analysis will be 
 segmented into chapters due to the explorative nature of the analysis. This will make 
 it  easier  for  the  reader  to  follow  the  'red-tread'  of  the  thesis  and  make  the  narrative 
 more clear and comprehensible.  



The theory of social media  


The first sections of the analysis will provide a descriptive theoretical and contextual 



(12)Facebook analysis. The reviews of the relevant theoretical literature will provide the 
 reader with an in depth and adequate understanding of the theoretical frameworks that 
 are essential to the investigation of the empirical data. The theoretical nuances of the 
 abstractions are used to clarify the spectral colours and nuances that are embedded in 
 the data. The Theory of Social Media section will therefore review relevant theories 
 that are imperative background knowledge to the subsequent analysis. The theoretical 
 themes that are addressed in this section are:  


Stakeholder and Reputation Theory 
 Stakeholder interaction on social media  
 Crisis and Response strategies     


The theories listed above constitute the fundamentals of the theoretical approach we 
 find most relevant for the forthcoming explorative inquiry.   



The correlation between company performance and stakeholder activity on  social media 


This section will focus on the Predictive Analytical perspective that was presented by 
 Vatrupu et al,. (2015). The case study focuses on the correlation and predictive power 
 of social media activity  on future sales and company  revenue. This  study  illustrates 
 that social media activity cannot be regarded as a separate realm that is detached from 
 the  physical  world,  but  must  be  regarded  as  a  highly  integrated  and  interconnected 
 extension of our physical surroundings.  


The case study shows that social media has significant predictive power for company 
 performance.  The  study  analyses  the  correlation  between  user  interaction  on  social 
 media and future iPhone sales and H&M revenue. The study also suggests that addi-
 tional in-depth research of stakeholder interaction on social media is an important fu-
 ture research area, which potential business strategies can benefit from.         



Facebook – a descriptive breakdown 


This section will focus on the nature of Facebook and provide the reader with an in-
depth descriptive review on how Facebook is constructed, its features and its business 
model. This section will further elaborate upon the thematic notions that where  pre-
sented in the introduction, which are that we should perceive Facebook as more than a 



(13)fancy telephone, or an interactive platform that facilitates user interaction – Facebook 
 is  big  business.  The  'business  side'  of  Facebook  will  therefore  also  be  clarified  and 
 illuminated, providing a holistic view on the nature of Facebook.  



Facebook data analysis – an investigation of the visualization dashboard 

 To address the problem statement in an adequate manner, we have chosen to analyse a 
 data  set  concerning  Facebook  interactions  before  and  during  the  factory  collapse  in 
 Bangladesh. We have chosen to use an explorative informed grounded theoretical ap-
 proach and this methodological approach has been chosen because of the unstructured 
 nature of the Facebook data. True to a more continental tradition, we will look at the 
 data set from an open and explorative perspective and see where the empirical inves-
 tigation leads us.  

The theoretical perspectives that were introduced in the previous section were actually 
 chosen and applied during the explorative analysis, but we have chosen to introduce 
 them beforehand to insure a logical flow in the analysis. Our ambition is to analyse 
 the  data  as  open-minded  and  grounded  as  possible  in  order  to  provide  an  original 
 analysis and a perspective that is rooted in the empirical data. The empirical data will 
 continuously  and  chronologically  be  addressed  and  reflected  upon  and  relevant  ab-
 stractions and theories will be used to provide a meaningful interpretation of the data.  


To  analyse  the  data,  we  use  a  Data  Analytics  Dashboard,  developed  by  Benjamin 
Flesch  (2014).  The  data  has  been  scraped,  using  SODATO  (Vatrapu,  Hussain, 
Mukkamala,  &  Flesch,  2015)  and  includes  Facebook  wall  data  from  10  companies, 
with focus on 2 companies for a more in depth qualitative analysis. The wall data in-
cludes what companies have posted to their “followers” as well as content produced 
by the followers. This can be posted content by the actors to their immediate network, 
a direct post to the company “wall” by the user, or a comment to other posts on the 
company walls. The characteristics and limitations of the visualisation dashboard in-
fluence how the data is interpreted. We will provide our assessment of how the visual 
Analytics Dashboard governs the analysis on an ongoing basis.  



(14)Figure 1: The visualisation dashboard’s interface    


Screenshot source: The visualisation dashboard  


To analyse the empirical dataset above we have chosen to apply, as stated above, an 
 explorative informed grounded theoretical perspective. The grounded theoretical ap-
 proach  fits  this analysis  well because our starting-point is  the question stated in  the 
 problem  formulation.  In  order  to  investigate  this  topic  we  have  chosen  to  analyse  a 
 visual representation of a big data set containing millions of separate data-points. This 
 composition of a broad research question and the nature of the data set made Ground-
 ed Theory an advantageous methodological perspective to make sense of the data set 
 that constitutes our empirical field of investigation.  


Grounded Theory is a methodology used in social science when constructing a theo-
 retical perspective from empirical data (Martin and Turner 1986). This approach is in 
 many ways an inductive method, where the empirical investigation is the focal point 
 and starting point of the analysis, and theoretical abstractions and theories are formed 
 based upon what can be seen and verified in the data.  


This is a different way of analysing data, whereas normally the data is collected to test 
a hypothesis or to state if a theoretical framework is applicable to a specific empirical 
area (Allan 2003).         



(15)Grounded Theory is therefore a powerful tool when a question or an empirical collec-
 tion of qualitative data is the focal point, but it is also a methodology that is very dis-
 continuous and makes it difficult to structure an analysis and subsequent thesis.  


We  therefore  decided  on  an  explorative  analytical  approach  that  we  called  an  In-
 formed Grounded Theoretical Approach. By informed we suggest that our academic 
 and theoretical background knowledge affects the way we perceive the extracted un-
 structured data and which ‘patterns’ we see. Our academic backgrounds are grounded 
 in  Business,  with  an  emphasis  on  an  International  perspective,  Psychology,  IT  and 
 Philosophy.  From  the  initial  investigation  into  this  topic,  we  saw  in  an  early  stage, 
 that our academic backgrounds were shaping how we perceived the data and which 
 rorschachian pictures emerged from the data. Instead of seeing this as a hindrance of 
 us reaching an objective truth, we have instead focused our efforts to reach an inter-
 section between the four distinct academic disciplines and hereby providing a distinc-
 tive and unique perspective onto the chosen question and empirical data.  


This choice also delimits us from other academic approaches that also could be rele-
 vant, but also provides this thesis with a theoretical focus, depth and robustness. 



A closer view at Facebook data   


Grounded theory also has a qualitative aspect, where a small part of the data is chosen 
 and investigated in detail (Strauss and Corbin 1994). We have chosen to take an inter-
 section of the raw data, for the qualitative analysis and investigate how the Facebook 
 user  interacted  on  H&M’s  and  Walmart's  Facebook  walls.  This  is  done in  a  similar 
 method as used in analysing interview transcriptions or if we had done an ethnograph-
 ic field investigation - we look for codes and patterns, which can provide us with in-
 sights concerning trends and tendencies, embedded in the dataset, and try to elaborate 
 upon them.  


In  the  context  of  this  analysis,  we  have  chosen  to  investigate  it  like  an  intertextual 
document analysis. By this, we mean that in this qualitative method  you investigate 
how specific post or comment gets its meaning from other posts (Atkinson and Coffey 
2014). This model is often used to analyse official documents, and reading “with the 
text” allows us to investigate how the different Facebook users comments seem to be 



(16)gives us an opportunity to analyse and compare the sentiments of the stakeholder in-
 teractions on the companies Facebook walls.     


The  intersection  of  the  crisis  has  been  chosen  as  the  analysis  empirical  study.  The 
 qualitative investigation will analyse the content of the user interaction on a specific 
 section of the crises. The intertextuality of the comments will be investigated to exam-
 ine if the multidirectional nature of social media accelerates a specific public opinion, 
 and how the Facebook comments shape one another.         



Stakeholder expectations and the social responsibility of businesses  – a dis- cussion 


This is the starting point of the discussion. In order to obtain a nuanced depiction of 
 the data and sub-conclusions that were made in the Facebook data analysis, we will 
 now apply different theoretical perspectives to get a deeper understanding of the dy-
 namics that are present in the data. The theoretical perspectives will differ and evolve 
 from section to section, in a chronological arrangement, were the sections will elabo-
 rate and build upon each other. This will allow us to elevate the abstraction-level and 
 provide  us  with  a  shaper  depiction  of  the  dynamic  between  stakeholder  interaction 
 and companies in a social media context.    


One of the themes that is most present in the dataset is some kind of stakeholder ex-
 pectation. The expectations spans from expectations concerning the lines in Walmart 
 being  too  long  to  the  extended  social  responsibility  of  enterprises  business  conduct 
 locally, in third world countries and labour conditions of third party suppliers.  


We therefore found it imperative and meaningful to conduct an in-depth and thorough 
investigation of what the nature of Corporate Social Responsibility (CSR) is. Instead 
of the normal caricatured depiction of CSR that one is often presented with, we have 
chosen to focus on the underlying patterns that constitute the notion of a company’s 
social responsibility. We will present two classical interpretations of CSR, investigate, 
and review the underlying philosophical considerations that CSR is grounded in. We 
will  address  the  three  underlying  perspectives  or  philosophical  considerations,  and 
discuss how these are present in the analysis. 



(17)These perspectives are: 


The normative perspective 
 The epistemological perspective  
 The poststructuralist perspective        


These  perspectives  provide  an  underlying  understanding  of  how  values  concerning 
 CSR  occur  and  how  they  change  and  develop  according  to  the  embedded  circum-
 stances that stakeholders, NGO's or companies are situated in. The important point of 
 this section is to understand how expectations and values fluctuate and are highly as-
 sociated with the context they are embedded within - the context can e.g. be national, 
 historical, cultural or just reflect the interest of the consignor; if it is a NGO or a com-
 pany.    



Norms  and  normativity  –  a  poststructuralist  perspective  on  the  context  based nature of normativity  


This  section  will  apply  the  French  historian  and  philosopher  Michel  Foucault’s 
 thoughts on norms and how they form over time. We will describe in how norms form 
 and how and they work in society. In combination with the previous sections, we now 
 have  a  nuanced  perspective  that  contains  both  an  ethical  philosophical  and  a  post-
 structural standpoint. Where a Foucuadian perspective is used to illustrate how norms 
 have developed over time. 


This will provide us with a beneficial theoretical and analytical standpoint to assess 
 how and why stakeholders react differently. This view also provides an insight in why 
 different cultures have different norms, and that normative behaviour does not trans-
 cend cultural  borders, but  also  that cultures and norms can move closer via e.g. the 
 transcended nature of social media. 



The abstract nature of social media and the companies that navigate in them 

The discussion alters its focus from focusing on the stakeholders to the social media 
itself. This  will elevate the theoretical  perception of the ontological  nature  of social 
media itself, and illustrate how social media affects and distorts the way we perceive 
the concrete real world outside of the digital realm. To illustrate this perspective we 


(18)theory  of  “the  fallacy  of  misplaced  concreteness”.  These  philosophical  perspectives 
 are applied to illustrate how the content of social media often is misinterpreted as a 
 perfect  reflection  of  reality  itself,  and  show  how  people  often  do  not  question  their 
 news feed content, and especially, the news feed content that is being withheld from 
 them. We also  use Vatrapu et  al.,  (2008) and Tina Bucher’s (2012) views upon the 
 importance of having a digital presence and how the Facebook algorithm is influenc-
 ing our digital perception.   



A closer look at the mosaic – a summery and conclusion 


The purpose of this section is thus to discuss and synthesize the previous sections and 
 thereby  gain  the  combined  benefits  of  the  cross-section  between  empirical  analysis 
 and social science. In this section, we will recap the conclusions, which were made in 
 the previous sections and provide a unified picture of the dynamics that are in play in 
 a social media context.  



Delimitation  


Technical investigation of Facebook algorithm 


There can be many factors influencing user behaviour on Facebook. We will not go 
 into technical detail about how algorithms work; this is a relevant topic and perspec-
 tive to investigate, when stakeholder interaction on Facebook is analysed, but we have 
 chosen to delimit ourselves from a technical investigation the underlying algorithms 
 governing Facebook, as this is constantly changing.  


Direct comparison of online and offline stakeholders  


We are investigating how social media is influencing stakeholder communication, but 
 we will not make a direct comparison of offline and online stakeholder communica-
 tion. The focus will instead be directed towards  how stakeholder interaction  is  con-
 ducted  on  Facebook  and  how  companies  can  adapt  to  the  emerging  paradigm  shift 
 that is happening in the way we communicate with one another.   


Retrospectively scraped data 


As the data has been retrospectively scraped, we cannot know whether the corporate 
admins have deleted many of the original posts, but the large amount of data should 



(19)still provide a significant picture on how stakeholder interaction is conducted on the 
 companies Facebook walls.  


Software tools  


We  have  primary  used  the  Social  Visualizer  tool  and  Excel,  in  order  to  investigate 
 how Facebook users interact on Facebook walls and we have also chosen to perform a 
 raw  data  qualitative  analysis  on  posts  to  get  an  accurate  estimate  of  the  underlying 
 processes behind the big picture in the quantitative analysis. This is therefore a sample 
 study, but we estimate that the sample size still is significant and it gives a more pre-
 cise picture of the data, than were possible to obtain solely with the visualization tool 
 available.  The  Social  Visualizer  is  a  working  prototype,  so  not  all  functions  were 
 working all the time, which is expected from a prototype; however, this also limits the 
 analysis in different ways, which will be addressed later in the thesis.     



Main structure based upon the thematic and procedural issues of the thesis 


Summary and Conclusion


A summary and capitulation of the main findings of the thesis 


Discussion part 2


Will address the nature of Social Media, and how it influences companies and stakeholders


Discussion part 1


Will focus on the nature of CSR and norms in a post-modern context 


Analysis 


A Grounded Theoretical investigation of the empirical Facebook data 


Case  


The building collaps in Bangladsh - a descriptive review of the events
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A disaster becomes a social responsibility crisis – a case study  


The  following  section  will  be  a  descriptive  review  of  the  events  that  took  place  in 
 Bangladesh during the days of the building disaster, which cost the lives of more than 
 1100 people. The review will provide the reader with a factual background knowledge 
 about the disaster and the involved parties, which is essential for the subsequent Face-
 book  analysis.  An  event  of  this  magnitude  resonates  throughout  social  and  classic 
 media  leaving  behind  an  empirical  footprint  that  can  be  investigated  and  analysed. 


The stakeholder interaction on social media provides us with  the opportunity to  see 
 how a crisis affected the influenced companies and gives an insight into how different 
 crisis communication strategies were used by the companies.  



The factory collapse in Bangladesh 


On April 24th 2013 just outside Bangladesh’s capital Dhaka, the Rana Plaza building 
 collapsed during work hours. The consequence was that more than 1100 people were 
 killed, and 2500 others rescued from the disaster (Kennedy, 2014). There were  five 
 factories operating in the Rana Plaza building supplying garments to major brands in 
 the US and Europe. This had a major impact on Bangladesh, not only because of the 
 magnitude of the devastation, but also because the textile industry serves as a major 
 contributor to the Bangladesh economy. Bangladesh’s textile industry is around 17% 


of the nation’s GDP, and mostly supplies garments to European and North American 
 shops  (Kennedy,  2014).  A  withdrawal  of  foreign  direct  investment  would  therefore 
 have a huge impact on the Bangladesh economy that is already lacking behind the rest 
 of emerging Asia. As the key indicators illustrate in figure 2 below, we see that Bang-
 ladesh is lacking behind the rest of emerging and developing Asia, and it seems like 
 the difference is increasing.   


There can be many reasons behind this tendency. In figure 3 the Global Competitive 
 Index we see that Bangladesh is lacking behind the rest of emerging Asia in many key 
 areas  such  as:  Institutions,  infrastructure  and  higher  education.  In  fact,  it  is  only  on 


“Market size” that Bangladesh is slightly in front. This also indicates that Bangladesh 
is  dependent  on  foreign  direct  investments  in  the  basic  textile  industry,  so  it  is  not 
surprising to find that many of the large textile brands conduct business in Bangladesh.   



(21)Figure 2: Key indicators 2013 


Data source: Global competitiveness Index 2014-2015  


In  a  country  with  low  minimum  wage  and  poor  working  conditions  safety  is  a  big 
 concern. In fact, it is estimated that more than 500 garment workers died on the job 
 between  2006  and  2012,  which  lead  to  the  establishment  of  “Accord  on  Fire  and 
 Building  Safety” -  a  legally  forcible  agreement  that  was  brought  to  global  retailers, 
 suppliers,  NGOs,  unions  and  government  officials  in  a  meeting  in  Dhaka  in  April 
 2011. (Lo, 2013). None of the larger brands signed the agreement at that time, but af-
 ter the Rana Plaza collapse, the safety plan gained public interest.  


A global campaign group Avaaz, collected one million signatures to pressure H&M 
and the Gap to sign the agreement after the collapse (Lo, 2013). 



(22)Figure 3: Global competitiveness Index 2014-2015   


Data source: Global competitiveness Index 2014-2015


A financial trust fund was established to support survivors and the families of those 
 who died in the disaster (Human Rights Watch, 2014). According to the NGO Human 
 Rights  Watch  (HRW)  a  year  after  the  collapse,  the  international  companies  that 
 sourced garments from the five factories were not contributing enough. Survivors and 
 relatives  were  suffering  life  changing  injuries,  psychological  trauma  and  loss  of  in-
 come. They were struggling to feed their families, and send their children to school 
 (Human Rights Watch, 2014). 


As illustrated in figure 4, The most problematic factors for doing business it is clear 
 that restrictive labour regulations are still not present in Bangladesh, coming in dead 
 last on the list concerning the most problematic factors for doing business in Bangla-
 desh. The focus on labour conditions in  Bangladesh can therefore be justified as an 
 issue, when it comes to the attention of NGO’s and other stakeholders.  


One of the few changes, which we were able to find, when it comes to the business 
conduct of the textile industry in Bangladesh is that H&M has introduced a code of 
conduct  that  applies  to  their  sub-suppliers  (H&M  2014)  given  them  a  rule-set  that 
they need to follow when producing products for H&M.  



(23)Figure 4: The most problematic factors for doing business   


Data source: Global competitiveness Index 2014-2015



How did the companies respond to the crisis?  


There were different companies that used the factories and on April 30th 2013 – only 
 six  days  after  the  disaster,  several  American  and  European  retailers  had  sought  to 
 minimize any ties they had to factories inside the building, while others were quick to 
 acknowledge their ties and pledged to contribute to a fund to help families of the vic-
 tims (Greenhouse, 2013). Benetton initially denied using factories in the building, but 
 as  labels  and  documents  showing  Benetton  orders  were  found  and  publicized,  the 
 company  admitted  to  have  placed  a  one-time  order  (Greenhouse,  2013).  Another 
 company that left the building after the disaster was Walt Disney (Lo, 2013).  


According to Professor of Corporate Communication Timothy Coombs (2007), deny 
 strategies attempt to remove any connection between the organization and the crisis. 


If the organization is not involved, it will not suffer reputational harm. This is howev-
 er, only if the stakeholders accept the no crisis frame of denial (Coombs, 2007). It all 
 comes down to the acceptance of your stakeholders, and what kind expectations your 
 stakeholders have towards a particular company brand.  


If crisis managers lessen an organization’s connection to the crisis, the harmful effects 
of the crisis are reduced, however failure occurs when the media, or people on social 



(24)the different  frames was that retailers have an obligation towards the countries they 
 are evolved with – the retailers’ business responsibility. This frame lead to an increas-
 ing pressure from activists and workers, and in May 2013 H&M and 30 international 
 companies where forced to commit to a 3 billion USD fund to improve safety of gar-
 ment factories in Bangladesh (Lo, 2013).  


H&M e.g. was in fact not one of the many international buyers that had contracts with 
 the factories, but  is  however, the biggest  buyer  of clothes  from  Bangladesh and the 
 second  biggest  garment  retailer  in  the  world (Lo,  2013).  Therefore,  even  though 
 H&M was not directly involved in the crisis, stakeholders were still using the frame, 
 that H&M should be responsible, as it is one of the largest vendors.  


According  to  Coombs  (2007)  an  organization  can  change  perception  by  presenting 
 new positive information about the organization, called bolstering or rebuild strategies. 


To improve the reputation by offering material or symbolic aid to victims. This ges-
 ture of good can soften the impact from stakeholder confrontation. This is what Pri-
 mark did.  Primark was another company that was not  involved in production in  the 
 Rana Plaza building in Bangladesh in 2013 but they still contributed to the fund.  


For the fund to  help  families of the victims, of the 15 million  USD raised, Primark 
 donated 8 million. Companies that were not doing business with Rana Plaza have also 
 contributed, but 15 brands whose clothing and brand labels were found in the ruins, 
 have not paid into the fund (Greenhouse, 2013).  


A  few  days  after  the  disaster,  representatives  of  dozen  retailers  including  Walmart, 
gap  and  H&M,  met  outside  Frankfurt,  to  discuss  how  to  improve  factory  safety  in 
Bangladesh’s 4000 garment factories (Greenhouse, 2013). It can be an indication of a 
rebuilding  strategy  that  these  retailers  decided  to  bring  focus  to  good  work  of  the 
companies  through  the  crisis  and  maybe  to  avoid  or  to  handle  the  reactions  from 
stakeholders though media and social media in a better way.   
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Theory of social media and interaction  


Two of the major pieces of this puzzle we are faced with are social media and the user 
 interaction that social media facilitates. There is an on-going development happening 
 in the social media landscape, where we see new interpretations of the nature of me-
 dia  emerge.  The  clear  market  leader  is  Facebook  with  more  than  a  billion  monthly 
 users,  but  we  also  see  other  types  of  social  media  sites  like  Twitter,  Instagram  and 
 Snapchat,  that  provide  a  lighter  and  more  fast-digestible  take  on  social  media.  It 
 seems  that  the  demand  for  social  media  sites  and  questions  on  how  social  media 
 should be like is still at a rise. One of the focal points in this thesis is the intersection 
 between the company and its stakeholders on social media – hence the focus is on the 
 stakeholders’  interaction  with  the  company  and  the  expectations  that  stakeholders 
 have of the company.  


In this section, we want to clarify which subjects, papers and theoretical perspectives 
 are important prerequisites for the investigation. The following section will therefore 
 present and review the relevant literature concerning the key concepts that are impera-
 tive for the forthcoming analysis. Focus will be on business concepts that are relevant 
 to the empirical analysis that will be executed in the section concerning Facebook da-
 ta analysis. The key concepts and papers will be addressed individually, to provide the 
 reader with the best preconditions for the forthcoming analysis. To fully understand 
 the proposed theoretical approach it is important to have an understanding of the basic 
 literature and concepts concerning this research area.  


When it comes to social media there are many different interpretations,  and the one 
 that we think fits best is as followed: 


Fundamentally scalable communications technologies that turn Internet  based commu-
 nications  into  an  interactive  dialogue  platform  (Mukkamala,  Hussain,  &  Vatrapu, 
 2014)(Vatrapu, 2013). 


Vatrapu (2013) and Mukkamala et al., (2014) provide the basic ontological descrip-
tion  that  social  media  are  Internet  based  technologies  that  facilitate  an  interactive 
communication platform. This view social media as technologies that provide an In-
ternet based dialogue platform is also the view that will be used prospectively in this 
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Facebook – a descriptive breakdown   


Facebook with its 1.44 billion monthly active users is the largest social media network 
 (fb.com,  2015).  Facebook  consists  of  series  of  interrelated  profile  pages  in  which 
 members post information about themselves and link their profiles to other profiles. 


When linking to a personal profile, the user adds the person as “a friend”, but when 
 linking to a commercial page, the user can become a “follower” by “liking” a certain 
 company page. This subsequently will dispose the follower to see communication or 


“posts” from the company. Facebook features include a messaging system that allows 
 private communication,  and a “wall” system that is  to  a greater  extent, public com-
 munication. Users can post text, links, photographs, videos, etc. and tag any profile or 
 company, unless the company has actively disabled this. A post with a company tag 
 will appear on the company wall and users can “like” and “comment” on other peo-
 ple’s content.  


Each user gets displayed a personalized event calendar and a “news-feed” where an 
 overview of content contributions by other actors in the immediate network is shown. 


This  news feed is  filtered through complex algorithms,  so each user will not  get  all 
 published  data,  by  all  of  their  connected  actors,  but  around  300  entries  which  are 
 deemed most relevant to each user. How exactly this algorithm works is a trade secret, 
 and currently developed by 20 engineer and data scientists, largely based on feedback 
 of 700 reviewers around the US, called the "Feed quality panel" (Luckerson, 2015). 


The news feed also receives input by a software that tracks each user's actions to pri-
 oritize the posts they are most likely to engage with, in turn the user stays on the page 
 longer, and Facebook receives more revenue. According to Time Magazine, the aver-
 age American user spends nearly as much time on the site per day, as socializing with 
 people face-to-face and the most common motivation for using Facebook is the desire 
 to keep in touch with friends and family. Offline relationships tend to lead to Face-
 book relationships, rather than the other way around. As a consequence of this offline-
 to-online  sequence,  statements  about  interests  and  values  are  likely  to  be  authentic 
 (Wilson et al., 2012). 


The news feed was developed, because there was simply too much content to show 
everyone everything (Luckerson, 2015). For the initial iteration of the news feed algo-
rithm, engineers assigned point scores to different stories, a photo might be worth 5 



(27)points while another activity could be worth 1 point. The score was multiplied by the 
 number  of  friends  involved  in  the  story  for  a  general  rank.  With  the  debut  of  the 


"Like" button in 2009, the news feed was able to bring more stories to users that other 
 users had endorsed. In 2011, Facebook moved onto a more complex machine learning 
 system, to individualize each user's experience (Luckerson, 2015). In that way the al-
 gorithm would adapt to users' behaviour, so people who clicked on photos could see 
 more photos etc. Today, most users only see a small part of the potential posts each 
 day. According to Facebook the average user has access to about 1500 posts per day, 
 but only looks at 300, others with many friends can have access to 15.000 posts, but 
 still will only look at a similar amount. To make sure that those 300 posts are the most 
 interesting ones, thousands of factors determine what shows up on each person's feed. 


Factors, such as how close you are to a person is important, as in how often you have 
 liked their post, written on their timeline, looked at their photos, or talked via the Chat 
 service: Facebook Messenger (Luckerson, 2015).  


The posts are divided to types, such as photos, videos, links etc. and people's tracked 
 preference to a certain type of post will show them more of those. The algorithm will 
 also put content, which has attracted a lot of engagement, to more people's feed. The 
 feed will also automatically promote a post, which receives a lot of "congratulations" 


feedback,  as  it  increases  the  probability  of  a  big  life  event.  The  different  algorithm 
 tweaks can due to  experiments  be rolled out  for a small  set  of users that have been 
 deemed successful. Factors that Facebook tracks includes time spent reading a post, 
 number of associated comments, and certain keywords, which can deem a post more 
 important.  Facebook  denies  that  it  meddles  with  the  algorithm  to  promote  certain 
 posts (Luckerson, 2015). 


A feature that differentiates Facebook from earlier Online Social Networks is the Fa-
 cebook platform, which allows third parties to develop applications and permits other 
 websites to integrate with Facebook. The Facebook platform allows outside websites 
 to integrate with Facebook by placing Facebook features directly on any webpage, for 
 example  to  put  a  “like”  or  “share”  button  to  any  webpage. (Wilson,  Gosling,  & 


Graham, 2012). This links other parts of the Internet  such as mass media to Facebook. 


Facebook  changes  relationships  between  companies  and  customers.  A  company  on 



(28)Facebook  can  communicate  with  existing  and  potential  clients,  and  promote  their 
 products (Valerie Champoux, Julia Durgee, & Lauren McGlynn, 2012). 


According to Facebook, around a billion people will look at company pages during a 
 month (facebook.com, 2014) and Facebook earned almost 12.5 billion USD in reve-
 nue  in  2014  and  employed  over  9000  people.  Facebook  earns  approximately  8,25 
 USD per user through advertising revenue from companies, and Facebook already has 
 over  a  quarter of  the  world’s  population (Statista.com,  2015).  None  of  the  revenue 
 comes from the users – it only comes from companies willing to post their communi-
 cation on the Facebook platform. 



Stakeholders 


The concept of the stakeholder and reputation is quite common and are often used in 
 daily linguistics and has been used in this thesis already, but in order for the forthcom-
 ing analysis to be as precise as possible, we will now specify how these two concepts 
 are interpret and used in the context of this thesis.        


Our view on the nature of stakeholders is in line with the original stakeholder theory 
 that  was  developed  by  American  Philosopher  Edward  Freeman  (1984).  The  theory 
 concerning the stakeholder shifted the focus of the business from the traditional em-
 phasis  on  the  shareholder  to  broaden  the  view  to  include  all  of  a  company’s  stake-
 holders. Freeman was the founder of the Stakeholder Theory, but there has been elab-
 orated extensively on this topic since. One of the more interesting views, in the con-
 text of this thesis, on the stakeholder is presented by Donaldson et al., (1995). Don-
 aldson et al., divides the company's stakeholders into three categories, which are, the 
 descriptive, normative and the instrumental. This segmentation distinguishes between 
 what stakeholders are (descriptive), how we ought to behave (normative), and what is 
 best for company/shareholders (instrumental). This segmentation is very useful when 
 a company needs to address and assess how to interact with its stakeholders.  


In the latter half of the analysis and the beginning of the discussion, we will be per-
 forming a similar segmentation of the underlying currents that flow under the concept 
 of  CSR,  and  form  stakeholder  expectation  and  how  companies  are  handling  CSR. 


This segmentation and perspective on how values and motives are context based and 
altered  accordingly  to  the  perspective  they  are  perceived  from,  is  an  essential  argu-



(29)ment  in  this  thesis,  and  will  be  addressed  in  depth  in  the  latter  half  of  the  analysis 
 concerning three perspectives on CSR.      



Reputation  


Reputation can be seen as an aggregated evaluation that stakeholders make about how 
 well  an  organization  is  meeting  their  expectations  based  on  its  past  behaviours 
 (Wartick, 1992), but reputation is also a concept that is nurtured by the information 
 that stakeholders obtain about the company (Fombrun and van Riel, 2004). A reputa-
 tion is thus the aggregated view that stakeholders have towards a company, and these 
 expectations are often supported by the communication that a company provides the 
 stakeholders  concerning  company  values,  goals  and  motivations.  Professor  Timothy 
 Coombs (2007) argues that a reputation is developed through the information that the 
 stakeholder receives about the organization including news media, advertising, word 
 of  mouth  and  weblogs.  Reputation  is  therefore  largely  based  on  how  stakeholders 
 evaluate and an organizations ability to meet their expectations. 



Stakeholder interaction on social media 


According to Lee et al., (2013) social media transforms passive information consum-
 ers into creators, transmitters and discussants of information, and is therefore a game 
 changer in the way we interact  online and how we spend or time online.  Internet is 
 now an online realm where average Janes and Joes conduct their business and use In-
 ternet as an extension of the physical world, and a place where you can intermingle 
 with friends and strangers.     


When we shift perspective on social media, in a business context the following three 
 characteristics are important to have in mind:   


Firstly, social media is dialogic and shifts the emphasis of media communication from 
managing  audiences  to  building  and  maintaining  relationships  (Lee,  Oh,  &  Kim, 
2013).  The  traditional  one-way  communication  from  a  company  to  its  stakeholders 
does not fit the nature of social media very well. Social media communication is in its 
nature bidirectional and dialogic. Stakeholders are now able to directly interact with 
businesses and businesses are able to reach out to their stakeholders – communication 
now begins to resemble a basic dialogue you will find in outside world settings.      



(30)Secondly,  social  media  defies  the  typical  hierarchical  structures  of  the  traditional 
 business communication; the dialog within social media can therefore be seen as an 
 escape from the elite controlled and hierarchical corporate media structures. The in-
 formation  flow  is  bi-  and  multidirectional,  interconnected  and  difficult-to-predict, 
 which makes social media very hard to control and manage (Lee, Oh, & Kim, 2013). 


We see that the dialogic nature of social media is often mentioned and emphasised, 
 but  another  important  perspective  is  multidirectional  nature  of  social  media  sites. 


Posts on one social media site quickly emerge on other social media platforms. Com-
 munication on social media is therefore very difficult to manage and govern.  


Thirdly, Social media also creates “coordinated effects of uncoordinated actions”. An 
 unhappy customer can now for example find affirmation and social support through 
 social media (Lee, Oh, & Kim, 2013). This builds upon the two previous points and 
 because of the interconnected nature of social media, dots that normally are far apart 
 and incoherent are now connected though this new digital realm and form patterns or 
 trends that resonates with among stakeholders and can strike businesses as a coordi-
 nated effect. 


This new reality is a matter of concern that businesses have to address. In one study 
 social media was perceived as being a trustworthier source of information than tradi-
 tional promotions (Kesavan, Bernacchi, & Mascarenhas, 2013). And we can see that 
 there is a tendency for companies to capitalise on this social media trend. Among the 
 fortune  global  100  companies,  there  is  a  growing  practice  of  social  media  use. 


(Kesavan et.al, 2013).  


An example is Kraft Foods Corp. e.g. Kraft Food Corp was one of the first companies 
 to communicate its CSR efforts on social media and they donated 6 meals to hungry 
 families whenever a consumer joined Kraft’s Facebook page.  


Another  example  is  how  power  of  social  media  is  most  evident  in  circumstances, 
where companies lose control of the communication regarding their brand to the con-
sumer. One example of this is the professional musician, who got his 3.500 USD gui-
tar broken by baggage handlers at United Airlines. After his repeated complaints were 



(31)ignored, he wrote a song, videotaped it and it went viral, with over 14 million views 
 on YouTube1 (Kesavan et.al, 2013).  


This illustrates perfectly how the normal business communication governance is not 
 applicable to social media and a more dialog based communication form is preferable 
 when it comes to stakeholder-based communication on social media.   


Highly controllable prestigious media outlets have been dominated by elites and have 
 targeted elites. A majority of the coverage of CSR activities are simply positive and 
 lack  a  nuance  picture  of  the  business  landscape.  For  this  reason,  excessive  self-
 disclosure of CSR activities through the traditional channels is often suspected to be 
 to  self-serving,  and  often  attracts  critical  stakeholder  attention,  and  hereby  runs  the 
 risk of “self-promoter’s paradox” (Lee, Oh, & Kim, 2013).  


When  we  combine  this  with  the  trustworthiness  of  social  media,  we  can  see  that 
 stakeholder communication concerning CSR activity is preferable to conduct via so-
 cial media, or with a combination of the two. To illuminate this tendency we will re-
 view a case concerning social responsibility and stakeholder expectations.   



The Nestlé crisis 


In 2010, a crisis emerged on Nestlé’s Face-
 book page. Greenpeace, an NGO, mobilized 
 critics in an online protest that targeted 
 Nestlé. Greenpeace claimed that Nestlé’s 
 palm oil supplier was illegally deforesting 
 the rainforests in Indonesia, increasing 
 greenhouse gas emissions and endangering 
 orangutans. Greenpeace launched a web vid-
 eo campaign titled “have a break” which is 
 the slogan for another Nestlé product, Kit-


Kat. The 60-second video is very similar to     Picture 1: Killer Logo       
an existing KitKat commercial, where a person is working, and then takes a break to 
eat a KitKat. In the Greenpeace video, the KitKat is actually fingers from an orangu-
       



(32)tan, and blood falls to the worker’s desk as he eats it (Champoux et al., 2012) & 


(Greenpeace UK, 2010). 


The video received 1.5 million YouTube hits, but was quickly removed initially due 
 to a copyright claim. Greenpeace claimed that Nestlé reported the video for copyright 
 infringements. Greenpeace intensified its campaign and encouraged activists to adopt 
 a KitKat “killer” logo on their profile picture, while coordinating communication to 
 Nestlé on its Facebook walls, and writing e-mails (Champoux et al., 2012).    


Nestlé  then  decided  to  censor  critics  and  remove  posts  from  fans  who  had  changed 
 their profile picture to the “killer” KitKat-logo. A Nestlé moderator posted: “We wel-
 come  your  comments,  but  please  don’t  post  using  an  altered  version  of  any  of  our 
 logos as your profile pic – they will be deleted” (Champoux et al., 2012 p. 26). The 
 crisis escalated while the moderators accused the consumers for lacking manners, but 
 ultimately apologized for being “rude” (Champoux et al., 2012). 


This case perfectly illustrates the bi- and multidirectional nature of social media and 
 how  difficult  it  is  to  govern  social  media  interactin  from  a  traditional  business 
 perspective, and how fast a public outrage can escalate.  


Nestlé tried to  silence Greenpeace  and the other  stakeholders  with  copyright  claims 
 and censoring, and it clearly backfired. Social media is therefore difficult to censor, 
 and  should  be  managed  using  other  methods –  such  as  stakeholder  communication 
 that resembles a dialog.     


Another example is when Starbucks launched an online campaign in 2009, where they 
 challenged people to  hunt  for advertising posters and be the first  to  post a photo  of 
 one using twitter. Some of its customers began to upload their pictures holding signs 
 criticizing  Starbucks’  anti-labour  practices  (Lee,  Oh,  &  Kim,  2013).  This  example 
 also illustrates how companies not only have to factor in the unpredictability of social 
 media, but also have to be aware of the how their stakeholders perceive them at that 
 particular time. A simple ‘happening’ or public-relation-event backfires on Starbucks 
 because segments of their stakeholders were unhappy with their labour practices – an 
 initial innocent event converts into a public relations incidence.  


It can be argued that the nature of social media empowers NGO’s and other critical 
stakeholders. An example of this is when Avaaz launched an ad campaign featuring a 



(33)photo of Karl Johan Persson, CEO of H&M, alongside a young Bangladeshi woman 
 in  tears.  This  is  a  clear  reference  to  the  factory  disaster  in  Bangladesh,  and  even 
 though H&M where not directly involved in the disaster, NGO’s still manage to drag 
 H&M into the public-relation media-storm, just because H&M also uses sub-suppliers 
 in Bangladesh as mentioned above. The ad asked the CEO to take responsibility for 
 the deaths of the workers in Bangladesh. “These Factories aren’t sweatshops, they’re 
 death shops. Hundreds of women have been crushed to death making our clothes” it 
 said in a press release by Avaaz on May 9th 2013 (Human Rights Watch, 2014). 


It  seems  like  the  benefits  of  a  Firm´s  CSR  activities  are  highly  dependent  upon  the 
 stakeholder´s  awareness  and  favourable  attribution.  The  awareness  is  generally  low 
 and stakeholders become sceptical when firms aggressively promote their CSR activi-
 ties (Lee, Oh, & Kim, 2013). An analysis of fortune 500 companies and their Twitter 
 profiles indicated that a higher CSR rating was a strong indicator of an earlier adop-
 tion and establishment of online presence, a higher responsiveness to the firm’s iden-
 tity (replies and mentions) and stronger virality (retweets). The finding suggested that 
 socially responsible firms could harvest user driven stakeholder’s participation with-
 out investing more firm driven communication resources.  


A study by Lee et al., (2013) indicates that social media provides a disproportionally 
favourable communication environments to the socially responsible firms. They found 
support that firms with higher CSR ratings are more proactive in adopting social me-
dia than those with lower CSR ratings. Firms with higher CSR ratings build a greater 
online  presence  (number  of  followers)  and  build  it  faster  than  do  those  with  lower 
CSR ratings. Firms with higher CSR ratings are also more likely to engender in user-
driven communication than firms with lower CSR ratings. This is also, what could be 
seen  in  the  Nestlé  case.  A  more  grounded  dialogic  approach  would  probably  have 
been beneficial for Nestlé, but stakeholder communication seems to have propelled a 
paradigm-shift  in  the  way  companies  interact  with  their  stakeholders,  and  what  we 
have seen in the Nestle case is an enterprise that did not recognise and adapt to this 
change  in  time  or  were  too  arrogant  to  adjust  and  to  listen  to  the  concern  of  their 
stakeholders.     



(34)We  also  see  that  firms  with  higher  CSR  ratings  are  more  likely  to  engender  user-
 driven communication than firms with lower CSR ratings do (Lee et al. 2013, p. 803), 
 and Lee et al., concludes that: “it is likely that social media not only rewards the so-
 cially responsible firms but also punishes the socially irresponsible firms.” (Lee et al. 


2013, p. 803). It is hard to conclude if the causality is so blunt. We saw earlier that the 
 public opinion punished a company like H&M even though they seem to be very con-
 cerned  about  their  social  responsibility.  The  one  thing  that  is  certain  is  that  public 
 opinion has been empowered and become more potent, so it is imperative for compa-
 nies to interact with their stakeholders, to ensure that their values and motivations are 
 received by their stakeholders.  


The  companies  can  find  stakeholder-driven  communication  advantageous.  This  can 
 provide  benefits  that  firm-driven  communication  is  unable  to.  Social  media  can  in-
 volve mass-communication and crowd sourcing. Examples of companies using crowd 
 sourcing  for  CSR  activities  are  Dell,  Toyota,  Starbucks  and  Yahoo  (Kesavan  et.al, 
 2013). This also indicates that there is a tendency for companies to engage in different 
 forms of stakeholder interaction, to communicate what normally would have present-
 ed via an ad campaign or CSR report.  



Crisis and response strategies 


This dynamic between how stakeholders perceive a company, the company’s public 
 intentions, and their actual actions are what drives a public-relations crisis. A public-
 relations crisis can be seen as an expectations gap. The size of the crisis can be de-
 picted as the size of the gap between the accumulated expectation of the stakeholders 
 and  the  action  of  the  company  (Reichart  2003).  The  primary  function  of  crisis  re-
 sponse strategies are thus, to close or fill the gap created by the crises.   


Research suggests that companies that are most active within CSR are also the most 
 criticised. Although companies are regularly encouraged to engage in CSR, they are 
 simultaneously discouraged to communicate about it. Based on a survey by the Repu-
 tation  Institute  in  Denmark  in  2004,  (Morsing,  Schultz  &  Nielsen,  2008)  it  has  be-
 come more important to have a reputation for being socially responsible in Denmark. 


Nevertheless, according to the survey, the Danes are more reluctant to welcome CSR 
messages  in  corporate  communication  than  North  Americans  are,  and  even  Swedes 
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